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[bookmark: _Toc158038613]Introduction
[bookmark: _Hlk153566673][bookmark: _Hlk157716740]Innovative food truck StreetFlavors serves all tastes. The business centre, StreetFlavors, proudly delivers exceptional foreign cuisine. This makes it a mobile culinary heaven in busy cities. StreetFlavors offers fast service and delicious foreign and mixed cuisine, but it also promotes experimenting. The food truck's huge assortment and portability make it popular. StreetFlavors is widespread in London. It deliberately places itself in high-traffic areas to provide hungry customers with delicious food (Abdulsaleh and Worthington, 2013). Customers may arrange excursions and track StreetFlavors' culinary activities on its website and mobile app calendar. StreetFlavors delivers tasty street sandwiches, cosmopolitan fusion, and cosy regional delicacies for on-the-go taste buds. StreetFlavors serves great food and fosters community. Food trucks become community members and restaurants by sponsoring local events and fairs and working with local businesses. Sustainable habits include using long-lasting packaging and purchasing seasonal, local food (Alfiero et al., 2017). StreetFlavors wants to go beyond food trucks. They provide prizes, post delicious images and reviews on social media, and aim to be a socially responsible restaurant. StreetFlavors wants to contribute to London's culinary culture and feed hungry people.

[bookmark: _Toc158038614]Part 1
[bookmark: _Toc158038615]9 Section Template for StreetFlavors
[bookmark: _Toc158038616]Key Partners
StreetFlavors believes that excellent East London connections are crucial to its success and longevity. Two local suppliers are vital partners in obtaining high-quality items and helping the firm ensure sustainability.
1. NEW SPITALFIELDS MARKET: (newspitalfieldsmarket.co.uk) StreetFlavors works with the local company to keep them using fresh, seasonal food. The reason I chose New Spitalfields market this is local and well communicated with StreetFlovours. New Spitalfields Market got 31 acres, 115 Traders, Over 15000 products, Over 100 countries of origin and Industry Leading.  StreetFlavors works with New Spitalfields Market to ensure freshness, quality, and local farmer support while reducing transportation emissions.
2. Ecological Sustainable Packaging System| Green box: (greenbox|.com)  StreetFlavors partners with GreenBox Sustainable Packaging Solutions to create eco-friendly packaging. GreenBox makes recyclable and reusable packaging, which suits StreetFlavors' goals to minimise environmental impact. These partnerships ensure that StreetFlavors' scrumptious snacks are found in environmentally friendly packaging and distributed in ways that reduce single-use plastics and promote a healthy environment (Bartram, 2019).
These key partners make StreetFlavors even more valuable and assist the firm promote sustainability, aid local communities, and provide a unique, socially responsible eating experience amid East London's vibrant surroundings.
[bookmark: _Toc158038617]Key Activities
StreetFlavors undertakes several vital things to provide East Londoners a choice of great meals. It works by continuously adding fresh, enticing dishes that represent the city's diverse preferences. Quality checks and menu updates are crucial to keeping the meal fresh every day.
[bookmark: _Hlk153565522]Strategic site management matters. This involves attending local events, identifying high-traffic areas, and partnering with other companies to make yourself visible and accessible. An easy-to-use website and mobile app for online sales, offers, and scheduling changes helps consumers and gets them engaged (Beuren et al 2013).
Managing a number of well-equipped food trucks, maintaining them, and transporting them around are significant organisational jobs. Working with local suppliers like New Spitalfields Market guarantees a consistent supply of fresh items, supporting the company's environmental commitment. StreetFlavors helps East Londoners taste new meals, travel about, and become active in their neighbourhoods.
[bookmark: _Toc158038618]Value Proposition
[bookmark: _Hlk153566465]StreetFlavors appeals to a diverse East London population. Instead of being a mobile restaurant, our food truck offers a gastronomic excursion with an international taste palette. Because of our environmental concerns, we purchase fresh food from New Spitalfields Market Our cuisine celebrates diversity and provides something for everyone. The mobility of StreetFlavors ensures accessibility to busy professionals, festival-goers, and those seeking an on-the-go culinary adventure. We embrace eco-friendly practices, collaborating with GreenBox for sustainable packaging. StreetFlavors stands out as a socially responsible brand, providing not just a meal but an experience that reflects the vibrant and conscientious spirit of East London (Billio et al., 2012). Join us on the move for a flavorful journey that transcends traditional dining boundaries.
Top of Form
[bookmark: _Toc158038619]Customer Relationships
[bookmark: _Hlk153566117]StreetFlavors prioritizes fostering strong and meaningful customer relationships, viewing patrons not merely as consumers but as valued members of a culinary community. The food truck engages in personalized interactions through various touchpoints, leveraging a user-friendly mobile app and website for seamless online ordering and schedule updates (Gupta and Kumar, 2013). Social media platforms serve as dynamic channels for direct communication, where customers can provide feedback, share experiences, and stay informed about new menu additions and events.
[bookmark: _Hlk153566413]A customer-centric approach extends to loyalty programs, offering incentives to repeat customers and building a sense of community around the brand (Born and Pfeifer, 2014). StreetFlavors participates in local events and partners with surrounding companies to connect workers and build its community links. StreetFlavors uses open and responsive communication to transform one-time clients become loyalists. In East London's vibrant atmosphere, they seek to build a community of foodies who enjoy variety and longevity.
Top of Form
[bookmark: _Toc158038620]Customers Segments
[image: ]
Target Customers (Age Group 25 to 45):
StreetFlavors targets 25-45-year-olds for many reasons. In East London, this dynamic and diverse group is prevalent.
Justification:
1. Culinary Adventurism: 25–45-year-olds are adventurous eaters who like new dishes. StreetFlavors addresses this age group's craving for robust flavours with their fusion and international cuisine.
2. Busy Lives: Working professionals in this age bracket must juggle work and home. StreetFlavors is ideal for lunchtime and after-work snackers because to its fast service and food truck locations (Counihan and Van Esterik, 2012).
3. Social media: 25–45-year-olds search and share food memories on social media. StreetFlavors' strong online presence and visually attractive meals complement this group's social media habits, allowing for organic marketing and word-of-mouth promotion.
[bookmark: _Hlk153566027]4. Sustainability: This age group cares more about the environment. StreetFlavors' eco-friendly packaging and local ingredients show their commitment to sustainability, which appeals to 25-45-year-olds who value social and environmental responsibility (Govindan, 2019).
[bookmark: _Hlk153566260]StreetFlavors intends to establish a loyal client base that appreciates a broad selection of excellent dishes and values the food truck's simplicity of use, environmental friendliness, and exciting eating experiences in East London's bustling streets by targeting this age group (DaSilva and Trkman, 2014).
Comparison with similar restaurant Sanook Café
[image: ]


[bookmark: _Toc158038621]Key Sources
For its East London mobile food company to succeed, StreetFlavors needs key partners.
1. Local Suppliers (New Spitalfields Market) : Strong partnerships with local suppliers provide fresh, seasonal, and locally sourced food. New Spitalfields Market provides high-quality fruits and vegetables, making eating more diversified and eco-friendlier.
2. Sustainable packaging providers like GreenBox: GreenBox Sustainable Packaging Solutions is a great site to acquire eco-friendly packing materials. Based on its eco-friendly strategy, StreetFlavors works with GreenBox to lessen its environmental effect.
3. [bookmark: _Hlk153566355]Digital Platforms (Mobile App and Website): To monitor orders, adjust plans, and engage with consumers, employ an easy-to-use mobile app and website. Customer acquisition, marketing, and company efficiency rely on these digital channels (DeTienne et al., 2015).
4. Community Collaborations and Events: Events and partnerships with local companies and governments are wonderful ways to promote your brand. These arrangements allow customers to contact StreetFlavors immediately, boosting its exposure in East London's vibrant culinary scene (Fahlevi et al., 2019).
[bookmark: _Toc158038622]Distribution Channels
Below all the distribution channels are given:
Physical Presence: The food truck strategically places itself in crowded locations, malls, and events to attract customers. Because StreetFlavors are visible, city workers, eventgoers, and others may find them.
Local Events and Partnerships: StreetFlavors serves local individuals and businesses. This allows the food truck to attend new cultural events.
[bookmark: _Hlk153566296]Digital Platforms (Mobile App and Website): StreetFlavors creates user-friendly mobile apps and websites for digital marketing. Customers can view the menu, order, and locate the food truck, making it simpler to reach (Eggert et al., 2014).
StreetFlavors may reach busy workers searching for lunch and foodies looking for new eateries. In East London's culinary scene, StreetFlavors is lively and accessible.
[bookmark: _Toc158038623]Cost Structure
StreetFlavors meticulously limits expenses to remain in business and provide wonderful East London meals. The table below shows the key factors affecting the £10k limit:
	Cost Category
	Allocation (in £)

	Ingredients and Supplies
	3,500

	Staff Wages
	2,000

	Food Truck Maintenance
	1,500

	Marketing and Promotion
	1,000

	Sustainable Packaging
	800

	Event Participation Fees
	500

	Technology Infrastructure
	500

	Miscellaneous Expenses
	700

	Total Budget
	10,000


Explanation:
1. Ingredients and Supplies (35%):
· StreetFlavors' culinary talents complement a broad selection of fresh food from New Spitalfields Market. 
2. Staff Wages (20%):
· Pay competent service and food workers enough to ensure a productive and pleasant workplace.
3. Food Truck Maintenance (15%):
· Maintenance keeps the food truck mobile and ready for various situations.
4. Marketing and Promotion (10%):
· Paying for social media advertisements and events to increase business awareness and engagement.
5. Sustainable Packaging (8%):
· StreetFlavors' environmental efforts benefit from eco-friendly packaging.
6. Event Participation Fees (5%):
· Fund local fairs and events to expand client base.
7. Technology Infrastructure (5%):
· Technology infrastructure (5%) funds creating and maintaining the mobile app and website for client satisfaction.
8. Miscellaneous Expenses (7%):
· This includes a savings account for unanticipated costs or possibilities.
This anticipated cost structure helps StreetFlavors combine quality, sustainability, and profitability, making the StreetFlavors  successful.
[bookmark: _Toc158038624]Revenue Stream Top of Form
StreetFlavors chooses its revenue streams to appeal to a broad spectrum of East London clients. Main methods to make money:


Menu Sales: 
StreetFlavors makes most of its money selling its delicious food. Each meal is priced fairly to appeal to a broad variety of clients, from busy workers seeking for a quick lunch to foodies interested in sampling new international cuisines.
Dining for festivals: 
At neighbourhood gatherings, StreetFlavors offers food. The food truck may serve special meals during holidays, festivals, and cultural events with this additional money.
Online Orders: 
[bookmark: _Hlk153566544]The website and smartphone app make online ordering simple. It helps the food truck earn internet sales. Browse the menu, order, and pick up from the food truck (Eldridge et al., 2016).
Collaborative Partnerships:
Partnerships with nearby businesses, offices, and towns may improve profitability. StreetFlavors may provide exclusive menu items or offers via these arrangements. This will promote the company and attract new clients.
StreetFlavors secures its business strategy by identifying new revenue streams to adapt to East London's vibrant culinary scene.


[bookmark: _Toc158038625]Part 2
[bookmark: _Toc158038626]Reflective Essay
[image: Gibbs' Reflective Cycle]
Figure 1: Gibbs reflective cycle (Adeani et al., 2020).
Description: A personal entrepreneurial test in class assessed my strengths and limitations. This tested innovation, leadership, and risk-taking. I was amazed and self-reflective when I took the test. I wanted to know my entrepreneurship potential.
Feelings: I was nervous and delighted about the outcomes. I've always been interested in being an entrepreneur, and the test helped me understand my natural aptitude. The findings were computed with anticipation. Would they fit my self-image? I felt a variety of emotions as I considered uncovering my assessment.
Evaluation:  Test outcomes were favourable and useful. My assessment suggested that I need to think more creatively and take risks, which suits my personality. It showed me where I might strengthen my strategic leadership and planning. This evaluation reminded me of situations when these attributes were evident or where I might have improved (Markkanen et al., 2020).
Analysis: After reviewing the statistics, I understood that my risk-taking may benefit me in business. I recognized it was crucial to balance risk with strategy planning, which required improvement. The research made me think about how organizing my decision-making may make me a better company owner.
Conclusion: The Gibbs Reflective Cycle showed me that, my entrepreneur behaviour supported certain assumptions, I could still improve on purpose. I learned how to enhance my entrepreneur abilities from the test results. Being honest about what one can do better helps to develop personally and professionally, which improves the entrepreneurship abilities.
Action Plan: I want to strengthen my leadership and strategic planning abilities while using my creativity and risk-taking. This perspective has pushed me to seek mentorship, perform skill-building activities, and apply company concepts in real life to strengthen my entrepreneurial talents (Potter, 2015).
Lastly, the Gibbs Reflective Cycle helped me arrange and comprehend my business test outcomes. It helped me discover myself and concentrate on my strengths while being bold and constructive about my weaknesses. Reflection helps me learn and evolve as a company.
I may evaluate my business and executive motivation and attributes using McClelland's Human Motivation Theory, which emphasizes Achievement, Affiliation, and Power.
Achievement: As a entrepreneur, I need to succeed, therefore I set challenging objectives and feel good about myself. I like finishing tasks and fixing challenges. Entrepreneurs establish and achieve challenging objectives to cope with the unknowns, therefore this matches their mentality. This feature suggests to prioritize tasks and motivating the staff as a manager (Sparks and Repede, 2016).
 Affiliation: Entrepreneurs need to network and develop connections to succeed. How I approach team-building and networking shows I appreciate working with people and developing connections. As a supervisor, this attribute manifests in a strong emphasis on cooperation and providing a pleasant work atmosphere to achieve team objectives.
 Power: McClelland's Power Need includes Personal and Institutional Power. A high demand for personal power might motivate entrepreneurs to encourage others to assist achieve company objectives. In startup management, this is crucial (Rybnicek et al., 2019). Power interactions must be managed while in command. Focusing on institutional power from a genuine desire for the organization's success is more sustainable and excellent management.
McClelland's Human Motivation Theory helps me assess my business and boss objectives and attributes. My desire for achievement, belonging, and power influences my business and management choices, leadership, and relationships. Understanding these impulses helps individuals match their abilities to these professions, making business and management more productive and fulfilling (Rybnicek et al., 2019). This evaluation helps to develop and learn in both job areas.


[bookmark: _Toc158038627]Conclusion
The last objective was to investigate StreetFlavors, a fictional company concept in London's ever-changing metropolis. Students considered the company strategy, value proposition, area suppliers, competition, and entrepreneurial qualities. New eco-friendly food truck StreetFlavors will succeed in London's eclectic culinary scene. Analysing one's motivations for starting a firm might identify growth opportunities (Gupta and Kumar, 2013). This research examines StreetFlavors' prospects in London's vibrant business community. It draws a realistic picture using intellectual frameworks, practical issues, and personal opinions.
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Customer Segment

Characteristics

Urban Professionals

- Age: 25 t0 45 years

- Busy professionals seeking quick and flavourful meals

~ Appreciate diverse and international cuisines

- Value convenience and accessibility

~Regularly dine out during lunch breaks

Food Enthusiasts

- Age: 25 to 45 years

- Adventurous palates, keen on exploring unique dishes

~Follow food trends and enjoy fusion cuisines

~ Actively engage on social media for food experiences

- Seek diverse and memorable culinary experiences
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Customer StreetFlavors (Mobile Food | Sanook Cafe, East London

Segment Truck)

Demographics Diverse, age range 25 to 45, urban | Varied demographics, family-
professionals and food enthusiasts | friendly, professionals, students

Preferences Seeks on-the-go, diverse and | Offers a  sit-down  dining
flavorful international cuisine experience with a varied menu

Lifestyle Busy lifestyles, values convenience, | Caters to individuals seeking a
and accessibility relaxed dining ambiance

Engagement Actively engaged on social media, | May engage in traditional
digital-savvy marketing methods, community

events

Occasions Lunch breaks, events, quick meals | Family dinners, social gatherings,
during work hours special occasions

Convenience Values the mobility and quick- | Values a comfortable and leisurely
service model of a food truck dining experience

Sustainability Appreciates eco-friendly practices | May prioritize ambiance and
and locally sourced ingredients overall dining experience

Marketing Utilizes digital platforms, social | May focus on  traditional

Approach media, and event participation advertising, local promotions

Collaborations Engages in collaborationswith local | Collaborates with local artists,

businesses and events

musicians, and community events
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