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[bookmark: _Toc231973255]1. Introduction and Company Description
Taste of Bangladesh & Tour UK is a proposed start-up for international students in the United Kingdom. It combines Bangladeshi culinary experiences with affordable local tourism, social dining, and student-friendly cultural discovery. The business will not launch as a full restaurant or conventional travel agency. Instead, it will use a lean, partnership-based model built around pop-up supper clubs, rented commercial or community kitchens, partner restaurants, guided food walks, student society collaborations, and selected local day experiences.
The customer problem is commercially relevant and socially meaningful. Many international students arrive in the UK with limited local networks, restricted budgets, dietary concerns, and uncertainty about safe social activities. Existing alternatives are fragmented: restaurants sell meals, tour companies sell sightseeing, student unions run occasional activities, and informal groups share recommendations. The proposed venture, therefore, addresses a service gap by integrating food, culture, friendship, and curated local exploration into a single repeatable experience model.
The concept also has founder-market fit. The founder's Bangladeshi background provides cultural knowledge, familiarity with local recipes, hospitality values, and credibility that generic food tour operators struggle to replicate. This aligns with entrepreneurship literature, which argues that opportunity recognition is stronger when founders possess prior knowledge and domain-specific experience (Shane, 2000; Sarasvathy, 2001; Baron, 2006). However, this advantage must be translated into an operational capability through service design, quality control, and partner management, rather than relying solely on personal identity.
The proposed legal structure is a private company limited by shares, initially owned by the founder. London is selected as the pilot city because of its university density, transport infrastructure, and the presence of the Bangladeshi community. Expansion to Birmingham or Manchester should be delayed until the London pilot demonstrates demand, customer satisfaction, repeat bookings, and positive contribution margin.

[bookmark: _Toc231973256]2. Aim and Objectives
The main aim of this proposal is to assess whether Taste of Bangladesh & Tour UK can be launched as a financially realistic, culturally authentic, and student-focused Bangladeshi food and local tourism experience service in the UK.
· identify whether international students in the UK are interested in Bangladeshi cultural food experiences and small-group local tourism activities;
· evaluate target customers, price expectations, competitor alternatives, barriers to entry, and legal requirements;
· develop a lean business model based on ticketed events, group bookings, society partnerships, cooking workshops, and food walks;
· strengthen the proposal through entrepreneurship, service marketing, customer experience, and competitive advantage theory;
· assess financial feasibility through start-up costs, revenue assumptions, cash-flow forecasting, break-even analysis, and sensitivity scenarios;
· decide whether the business should launch, delay, modify, or reject the idea after validation.
The intended outcome is not to prove that the business must launch immediately. The purpose is to test whether the idea is attractive, compliant, and financially sensible enough to justify a controlled pilot. This staged approach is consistent with lean start-up logic, in which early assumptions should be validated before making heavy investments (Ries, 2011; Blank, 2013).

[bookmark: _Toc231973257]3. Proposed Methodology for Relevant Data
The proposal will use a mixed-methods feasibility design. Quantitative survey data will indicate the scale of interest, preferred prices, and likely barriers to attendance. At the same time, qualitative interviews will explain why students may trust, reject, or modify the proposed service. This is appropriate because mixed methods can combine breadth with depth and support triangulation (Creswell and Plano Clark, 2018; Saunders, Lewis, and Thornhill, 2019). A purely secondary-data approach would be insufficient because market size does not demonstrate willingness to pay for this specific experience.
The survey will target 60-100 adult international students aged 18 and above, recruited through university groups, student societies, WhatsApp networks, and social media. This is a purposive and convenience sample, which is practical for an MBA feasibility proposal but limits statistical generalization. To improve validity, the survey will use clear definitions of each service format, consistent price bands, and primarily closed-ended questions with limited open-ended responses. Interviews with 6-8 students, society representatives, and potential partners will be semi-structured, allowing deeper exploration of authenticity, safety, culture, trust, and operational feasibility. Reliability will be supported through a standard interview guide, while validity will be strengthened by comparing survey patterns, interview themes, and competitor data.

[bookmark: _Toc231973172]Table 3.1: Proposed methodology
	Data source
	Purpose
	Expected data
	Analysis

	Secondary research
	Market and legal context
	Student numbers, hospitality and tourism statistics, food and travel rules
	Narrative market analysis

	Online questionnaire
	Validate student demand
	Interest, price range, preferred events, barriers, and channels
	Descriptive statistics

	Semi-structured interviews
	Understand depth and feasibility
	Trust, safety, authenticity, and partner issues
	Thematic coding

	Competitor review
	Assess differentiation
	Offers, prices, and gaps among alternatives
	Comparison matrix

	Pilot feedback
	Test practical demand
	Attendance, satisfaction, and repeat intention
	Feasibility and contribution-margin review



Ethical approval will be requested before primary data collection. Participants will receive information about the purpose of the research, voluntary participation, anonymity, and the right to withdraw. Data will be minimized, stored securely, and reported in aggregate form, consistent with research ethics and UK data-protection principles (Bell, Bryman and Harley, 2019; ICO, 2026).

[bookmark: _Toc231973258]4. Market Research and Validation
The market opportunity sits at the intersection of international education, hospitality, and local tourism. In 2023/24, there were 732,285 overseas students in UK higher education, representing 23% of the student population (House of Commons Library, 2025). Hospitality is also a large but competitive sector: the House of Commons Library reported 176,685 UK hospitality businesses in March 2025, with small and medium-sized enterprises dominating the sector (House of Commons Library, 2026). Tourism adds an experience-economy context, with overseas residents making an estimated 42.6 million visits to the UK in 2024 and spending £32.5 billion (ONS, 2025; VisitBritain, 2026). These figures support the market context, but they do not by themselves prove demand for this start-up.
The strategic logic is stronger when interpreted through the lens of service marketing and customer experience theory. Students are not purchasing only food; they are purchasing a sense of belonging, cultural discovery, confidence, and a managed social setting. This means the service must manage both functional value and experiential value (Pine and Gilmore, 1999; Vargo and Lusch, 2004; Lemon and Verhoef, 2016). The offer should therefore be judged by experience quality, trust, social connection, and repeat intention, not just by menu price.

[bookmark: _Toc231973259]4.1 Barriers to Entry
Barriers to entry are significant enough to require planning, but not so high that the idea is unrealistic. Financial barriers are moderate because the venture avoids the need for permanent premises, vehicles, and full-time staff at launch. Regulatory barriers are more important: the business must register with the local authority at least 28 days before trading, comply with food hygiene expectations, manage allergen information, and avoid selling complex travel packages without legal review (Food Standards Agency, 2023; Department for Business and Trade, 2018). Operational barriers include reliable kitchens, partner venues, route safety, weather disruption, and founder capacity. Market barriers include student price sensitivity, competition from restaurants and free events, and the need to build trust before students attend paid activities alone. These barriers strengthen rather than weaken the proposal because they justify the lean pilot, staged validation, and compliance-led operating model.
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	Indicator
	Evidence
	Implication

	International student market
	732,285 overseas students in UK HE in 2023/24
	Large potential segment, but demand must still be validated

	Hospitality market
	176,685 UK hospitality businesses in March 2025
	Confirms sector scale, but also high competition

	Tourism and experiences
	42.6m inbound visits and £32.5bn spend in 2024
	Supports the experience-economy context

	Legal requirements
	Food registration, allergen control, and travel-regulation boundaries
	Compliance must be built in before launch

	Student needs
	Affordability, belonging, safety, convenience, and cultural discovery
	Offer must combine price, trust, and experience design



[bookmark: _Toc231973181]Table 4.2: Demand validation metrics
	Validation metric
	Target
	Reason

	Survey interest
	At least 60% rate interest rate as 4 or 5 out of 5
	Shows concept appeal

	Price acceptance
	At least 50% accept £18-£25 for supper club or street food night
	Tests student affordability

	Paid pilot attendance
	At least 70% of seats sold for the first three paid events
	Shows demand beyond polite survey responses

	Customer satisfaction
	Average rating of 4.5 out of 5
	Protects reviews and referrals

	Repeat intention
	At least 40% would attend another event within two months
	Supports recurring revenue



[bookmark: _Toc231973260]5. Competitor Position and Initial Business Model
The competitor analysis must not claim that no alternatives exist. Students already have restaurant, tour, society, delivery, and informal meetup options. The opportunity is the absence of a repeatable, professionally organized, student-priced experience for Bangladeshi food and local exploration. This supports a focused differentiation strategy (Porter, 1985) and the resource-based view: the founder's cultural knowledge, community credibility, and student empathy can become valuable resources when organized into reliable service processes (Barney, 1991; Teece, Pisano, and Shuen, 1997).
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	Competitor type
	Named examples
	Strength
	Gap

	Bangladeshi/South Asian restaurants
	Bengal Village Brick Lane; Kolapata Whitechapel; Aladin Brick Lane; Sheba Brick Lane; Dhaka Biryani
	Known locations, food credibility, and existing customer traffic
	Usually, restaurant or takeaway experiences, not structured student social events or guided food walks

	Commercial food tours
	Secret Food Tours London; Eating Europe London; London food tours on Viator/GetYourGuide
	Professional routes, booking systems, and review credibility
	Often tourist-priced and not focused on Bangladeshi culture or student belonging

	Student substitutes
	Student union events; Bangladeshi societies; South Asian societies; accommodation socials; WhatsApp groups
	Low cost, trusted, and close to students
	Often occasional, volunteer-led, and limited in professional food-event delivery

	Convenience substitutes
	Deliveroo, Just Eat, and self-organized restaurant visits
	Convenient, familiar, and flexible
	No hosted interaction, cultural script, safety planning, or community building



The business will not compete with restaurants on menu breadth or with tour operators on premium tourism expertise. Its advantage should come from the integrated experience: authentic Bangladeshi food, structured introductions, cultural storytelling, student-sensitive pricing, safe routes, and partner-supported delivery. Restaurants and societies should therefore be treated partly as competitors and partly as collaborators for group packages, co-hosted events, and ambassador referrals.
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	Block
	Taste of Bangladesh & Tour UK

	Customer segments
	International students aged 18-35; Bangladeshi and South Asian students; exchange students; student societies; accommodation providers

	Value propositions
	Authentic Bangladeshi food experiences; student-friendly prices; social connection; cultural storytelling; safe local exploration

	Channels
	Instagram, TikTok, WhatsApp, university groups, student societies, Eventbrite-style platforms, and referrals

	Revenue streams
	Event tickets, food walks, cooking workshops, group bookings, partner commissions, and later membership passes

	Key resources
	Founder knowledge, recipes, brand, booking system, partners, insurance, ambassadors, and customer database

	Key activities
	Menu design, event planning, booking management, food preparation, guiding, safety checks, and feedback analysis

	Key partnerships
	Commercial kitchens, Bangladeshi restaurants, societies, accommodation providers, local attractions, transport providers, and advisers

	Cost structure
	Ingredients, venue hire, booking fees, marketing, insurance, freelance support, transport coordination, training, and professional services



[bookmark: _Toc231973261]6. Risks and Mitigation
The main risks are manageable but serious. Food safety and allergen control have the highest impact because a single incident could harm customers and damage credibility. Demand uncertainty is also important because students may express interest but not follow through with payment. The risk response is therefore staged validation, compliance before trading, limited event frequency, and partner diversification.
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	Risk
	Likelihood
	Impact
	Mitigation

	Low-paid demand after launch
	Medium
	High
	Survey, interviews, a tasting event, and a paid pilot before scaling

	Food safety or allergen incident
	Low-Medium
	Very High
	Register food business, use approved kitchens, complete training, and use allergen matrix

	High food or venue costs
	Medium
	High
	Use pre-booking, group pricing, supplier negotiation, and simple menus

	Competition copies the concept
	Medium
	Medium
	Build brand, partnerships, ambassador network, and cultural authenticity

	Weather or transport disruption
	Medium
	Medium
	Provide indoor alternatives, flexible dates, and clear cancellation terms

	Legal risk from travel packages
	Low-Medium
	High
	Start with simple local experiences and seek legal advice before packages

	Founder overload
	High
	Medium
	Use checklists, student ambassadors, and limited frequency during pilot

	Data privacy issues
	Low
	Medium
	Collect minimum data, anonymize reporting, and store data securely



[bookmark: _Toc231973262]7. Initial Financial Assumptions
The original financial section has been strengthened because the feedback correctly notes that revenue projections require clearer justification. The start-up will require approximately £4,500 of owner savings. This is suitable for a lean pilot because it avoids debt before demand has been proven. The model assumes small paid events, pre-booked capacity, and variable-cost control. It is not yet a full salary-generating business; it is a validation-stage venture.

[bookmark: _Toc231973203]Table 7.1: Start-up funding requirement
	Start-up item
	Estimated cost

	Company formation, basic legal setup, and accounting registration
	£250

	Food hygiene/allergen training and compliance materials
	£150

	Insurance deposit / first payment
	£350

	Branding, website landing page, and booking setup
	£600

	Initial cooking/service equipment and storage
	£850

	Photography, launch content, and marketing materials
	£500

	Venue/kitchen deposits and first pilot event costs
	£750

	Contingency reserve
	£500

	Total start-up funding required
	£3,950 rounded to £4,500 funding buffer


The base-case forecast assumes paid attendance rises from 45 participants in Month 1 to 200 in Month 12. Average revenue per participant is approximately £26.60, based on a mix of street food nights, supper clubs, food walks, and workshops. Variable costs are estimated at 42% of revenue to cover ingredient costs, venue contribution, and direct delivery costs. Average fixed operating costs are approximately £796 per month. On this basis, the monthly break-even before founder salary is approximately 52 participants: £796 divided by a per-participant contribution of about £15.43.

[bookmark: _Toc231973204]Table 7.2: 12-month base-case cash flow forecast
	Month
	Participants
	Revenue
	Variable costs
	Fixed costs
	Start-up costs
	Net cash flow
	Closing cash

	M1
	45
	£1,080
	£454
	£850
	£3,800
	£-4,024
	£476

	M2
	60
	£1,440
	£605
	£650
	£0
	£185
	£661

	M3
	75
	£1,875
	£788
	£650
	£0
	£437
	£1,098

	M4
	90
	£2,250
	£945
	£700
	£0
	£605
	£1,703

	M5
	100
	£2,600
	£1,092
	£700
	£0
	£808
	£2,511

	M6
	115
	£2,990
	£1,256
	£750
	£0
	£984
	£3,495

	M7
	130
	£3,510
	£1,474
	£800
	£0
	£1,236
	£4,731

	M8
	145
	£3,915
	£1,644
	£850
	£0
	£1,421
	£6,152

	M9
	155
	£4,340
	£1,823
	£850
	£0
	£1,667
	£7,819

	M10
	170
	£4,760
	£1,999
	£900
	£0
	£1,861
	£9,680

	M11
	185
	£5,365
	£2,253
	£950
	£0
	£2,162
	£11,842

	M12
	200
	£5,800
	£2,436
	£950
	£0
	£2,414
	£14,256



[image: ]
[bookmark: _Toc231973144]Figure 7.1: Year 1 revenue and closing cash projection

[bookmark: _Toc231973205]Table 7.3: Sensitivity analysis
	Scenario
	Assumption
	Impact
	Management response

	Base case
	Participants grow from 45 to 200 per month; variable costs remain 42%
	Positive cash buffer before founder salary and tax
	Proceed with controlled pilot

	Lower demand
	Participants 25% below forecast
	Cash tighter and the founder's income is not viable
	Reduce frequency, prioritize partnerships, and avoid expansion

	Higher costs
	Variable costs rise from 42% to 50%
	Break-even volume increases
	Renegotiate suppliers, simplify menus, and adjust group pricing

	Stronger demand
	Repeat bookings and society packages exceed forecast
	Opportunity to add staff and products
	Maintain quality control before scaling



[bookmark: _Toc231973263]8. Timeline / Gantt Chart
The timeline and Gantt chart remain part of the proposal because they demonstrate how the project will move from outline approval to ethical approval, research, validation, writing, and launch preparation. Primary data collection will not begin until ethical approval has been granted.
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	Phase
	Weeks
	Output

	Topic approval and proposal outline
	1-5
	Confirmed title, pathway, scope, and supervisor feedback

	Secondary research and competitor review
	1-6
	Market data, competitor matrix, and regulatory evidence

	Ethics approval and research instruments
	2-6
	Ethics form, survey questions, interview guide, and consent materials

	Survey and interviews after approval
	6-10
	Student and stakeholder data collection

	Market validation analysis
	8-11
	Charts, interview themes, and feasibility findings

	Business model and strategy writing
	8-12
	Business model, marketing, operations, and HR logic

	Financial forecast and risk review
	10-13
	Cash flow, break-even, and risk register

	Full proposal drafting
	11-15
	Complete academic proposal draft

	Supervisor feedback and revision
	14-16
	Corrections and strengthening

	Final formatting and submission
	16
	Final proofread, references, and submission
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[bookmark: _Toc231973151]Figure 8.1: Initial Gantt chart for proposal, ethics approval, validation, and launch preparation

[bookmark: _Toc231973264]9. Conclusion
Taste of Bangladesh & Tour UK remains a promising and commercially realistic proposal, but the strengthened version now responds more directly to MBA Level 7 expectations. It links the practical start-up idea to the entrepreneurship, service marketing, customer experience, and competitive advantage literature, and it adds clearer financial logic through start-up costs, revenue assumptions, break-even analysis, and sensitivity scenarios. The business should proceed only as a controlled London pilot, supported by ethical approval, primary research, compliance preparation, and partner testing. If paid attendance, satisfaction, repeat intention, and contribution margin are confirmed, the business can progress to more frequent events and later city expansion. If these indicators are weak, the concept should be modified before further investment.
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Appendix A: Draft Survey Questions
1. Are you currently an international student in the UK? (Yes/No)
2. Which UK city do you study in?
3. How often do you attend social, food, or cultural events?
4. What prevents you from joining food tours or local trips? (Cost, time, safety, lack of friends, dietary needs, other)
5. How interested would you be in a Bangladeshi cultural food event? (1-5 scale)
6. Which experiences would you prefer? Supper club, street-food night, cooking class, food walk, local day trip, cultural-exchange dinner.
7. What price would you consider affordable for a student supper club?
8. Would you attend alone if the event was designed to help students meet new people?
9. How would you prefer to hear about events? Instagram, TikTok, WhatsApp, university email, student societies, friends, other.
10. Would you recommend this type of event to a friend? Why or why not?
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