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1. EXECUTIVE SUMMARY
Gazebo Street Food, on North End Road in Fulham, offers authentic Romanian street food, like Romanian sausages (Mici), fried potatoes, pork neck and sandwiches of schnitzel. We service the growing needs of college students, young professionals, and suburban shoppers who desire unique yet functional dining experiences. With authentic flavours, fast service, and affordable prices, we have an advantage over other local vendors. Such costs that are to be included in the initial capital of a food truck business include equipment and permissions. In the short term, it has a solid local presence and dedicated clientele through effective marketing and quality.


2. THE BUSINESS IDEA

2.1 The Product/Service
Gazebo Street Food is a food truck operating from North End Road in Fulham. We sell Romanian-style street food, and our known meals include fried potatoes, Romanian sausages (Mici), schnitzel sandwiches, pig neck, and several hot and cold beverages. Our target clients are college students, working professionals, and suburban shoppers seeking quick, tasty, and reasonably priced lunch options. Gazebo Street Food brings authentic, homestyle dishes to the street of Fulham in such a unique, convenient way and unforgettable dining experience.
Traditional Romanian recipes and premium, fresh ingredients sourced locally where possible set our menu offerings apart. We deliver authentic, modern takes on traditional Eastern European dishes in record time without sacrificing flavour for speed as our value proposition. We offer an alternative option for many of those who want something beyond the street food on offer; we provide a culturally recognised cuisine experience within a fast-paced environment.

2.2 Product Images 
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2.3 Brand Logo
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2.4 SWOT Analysis Summary
· Strengths: Gazebo Street Food attracts customers who want to have several different types of food choices with its traditional Romanian menu, which includes some rare items that are not commonly seen in the area. Having a mobile van allows us to be flexible and move into areas with high foot traffic as needed (Williams, 2021).
· Weaknesses: It has a very high startup cost. Equipment, insurance, and the maintenance of the van have to be included. We are also dependent on good weather because outside dining is not as appealing during the winter months.
· Opportunities: We can extend our market reach because of the street multicultural cuisine boom and social media trends. We can attract new customers and build a loyal clientele through attractive online content and customer testimonials.
· Threats: Competition from popular street food vendors and restaurants nearby: The threat of competition needs to be countered by the fact that we would be open throughout the year to the threats seasonal variations give to business volume through delivery options and seasonal menu items.




3. THE TEAM

3.1   Key Personnel
	Name and Position:
	Georgiana  – Founder and Head Chef  

	Skills and Experience:
	Culinary professional with more than ten years of experience in the food service industry, with a focus on Romanian food.

	Role and Responsibilities:
	Oversees the development of menus, food preparation, and quality assurance. oversees culinary operations and guarantees adherence to health and safety regulations.



	Name and Position:
	Lavinia – Marketing and Social Media Manager 

	Skills and Experience:
	Expertise in social media and branding tactics, with a background in digital marketing.  

	Role and Responsibilities:
	Creates and implements advertising strategies, maintains a social media presence, and interacts with fans on the internet.



	Name and Position:
	Nicolae – Logistics and Procurement 

	Skills and Experience:
	Skilled in vendor relations and supply chain management.

	Role and Responsibilities:
	Handles vendor connections, equipment maintenance, and supply orders.





3.2  Skills Gaps & Key Partners

3.2.1  Additional Staff Requirements (Roles and Responsibilities):
Sales Assistant: Was required to bridge the gap at the front line of service support since they needed to serve customers during peak hours (Toasttab.com, 2024).
Accountant: An accountant will be needed to create budgeting and financial planning, compliance, and proper cash flow monitoring.
Event Coordinator: To coordinate catering orders and great events, enhancing our service to our customers and thus growing the reach of the target audience (Barringer and Ireland, 2018).

3.2.2  Training and Development:
Food Safety Level 3: The Chartered Institute of Environmental Health offers the course for £100, to develop food handling and hygiene skills (Concha, 2017).
Customer Service Training: Improved communication and service quality to drive customer satisfaction improvement by Institute of Customer Service: Cost is around £80.

3.2.3  Outsourced Support / Key Partners:
Marketing Agency: A local digital marketing company running our social media and developing our brand to further improve our web presence (£about 500/month).
Legal expert: Might be able to advise on managing legal requirements relating to compliance and licensure for business. (£200 per session).


4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors
Research shows that there is a strong demand for multiple street food options in towns and cities, and this industry is expected to develop at a rate of 5% annually. Considering over 87,000 residents and the growing interest of Fulham in multicultural food, busy markets and areas of high foot traffic make an apt setting. Major trends include a preference for local produce, non-perishable items for easy transportation, and true international flavours (Poulain, 2017). Our PESTLE analysis reveals two major key external influences: changing economic factors impacting food costs, and increased environmental consciousness requiring sustainable packaging. We shall focus first on environmentally friendly products and affordable suppliers.

4.2  Customer Profiles
1. Busy Professionals: These are customers, aged between 25 and 45 years who like convenience and often use mobile apps to find a local place to dine. They enjoy new foods during lunch breaks and demand quick service.
2. Young Families: This subpopulation is suburban, income-driven and community-minded, and the group of consumers likes to eat in markets or at events since it is accessible and cost-effective. The group values informal dining and menu choices that are suitable for families (Edwards and Maben, 2018).
3. College Students: Aged from 18 to 24, in the middle range of budgeters, they require food that is reasonably priced but fulfilling. These customers are well-connected on social media and quite often opt for hip restaurants and love discussing trying different kinds of food to their friends.

4.3  Competitor Profiles
1. Shah's Halal Food: This restaurant does serve real halal food; in fact, it has its strengths targeting market appeals, though the menu is not very diversified. It will be considered as offering a variety of tastes to the accommodative range.
2. Fresh Falafel: This attracts the healthy-conscious diner with a vegan option. Though very appealing, many are deterred by the high price; we shall offer reasonable prices without losing quality.
3. Churreria: It is very famous for its sweet dishes from Churreria, which attract lots of people. However, no savoury dishes are available there. So, appealing to a great number of palates with well-balanced sweet and savoury dishes would make us a flexible place for dining.


5. MARKETING PLAN

5.1  Price
We wanted to attract customers and get the quality of our real Romanian food by selling them our menu items at low prices. A chicken schnitzel sandwich and other main courses would range around £5 while any of the sides, whether it is rice or fried potato would be between £3 - £4. To all those who would like to have a quick, money-value dinner, our prices will make us look odd yet affordable (Eppenberger and Richter, 2021). Compared with other street food merchants in our neighbourhood, our prices are reasonable, but we also offer high-value experiences based on taste and quantity.

5.2  Product
Our products' emphasis is put on their rustic and authentic looks, following the street cuisine tradition of Romania. To get more conscious clients, our packaging will be environment-friendly, from recyclable to biodegradable material. In designing our stall, we used a very bold and colourful logo (Pappeswari and Rajalakshmi, 2014). Our inspiration came from Romanian customs in terms of the menu being showcased by the different logo designs and packaging. To create awareness and to highlight the quality of our food, we will also put up product images and pictures on the internet.

5.3  Placement
Our head branch will be our food truck at North End Road in Fulham. We will have a website and communicate with our clients online through social media by announcing updates on our location, food, and photos. For extra benefit and access to customers, we will also look at food order applications such as Uber Eats (Jamil, Mohd and Aziz, 2024). Offline, there is a sharp consideration given to the location of where our vehicle will be seen to ensure all this while it is both visibly noticeable and easily accessible making it a good view among those passing by.

5.4  Promotion
Our marketing plan will focus not only on online but will interact face-to-face; hence, we will include Facebook and Instagram to come up with promotions, progress updates, and quality image photographs. To get local connections established and candid feedback, there will be a need to cold call and meet personally. To generate early interest and ensure recurring business, we will offer a discount for new clients and provide a loyalty card rich with rewards (Katsikeas, Leonidou and Zeriti, 2016). We will circulate flyers in the surrounding area detailing the location of our truck and the unique Romanian menu it serves.

6.  KEY RESOURCES
6.1  Premises
Our headquarters is a food truck that we will park on North End Road in Fulham. We do not require an actual facility since this truck will be utilized for production and sales. We will be applying for a parking permit from the local municipality which normally charges about £100 a month for licensed mobile food vendors. Further running costs of the business tariffs and licenses are expected to be approximately £150 a month. Our overheads are pretty low when working in a mobile environment, not to mention the freedom to work in busy spots to ensure maximum exposure and income (Menes et al., 2019).


6.2 Equipment
A reliable food truck, commercial cooking apparatus, (griddle, fridge, fryer), and the packaging materials make up the important equipment. A good outfit vehicle should be between £15,000 and £20,000. We shall purchase from suppliers equipment for food preparation and service, for instance, the fryer cost us around £500 and a compact griddle approximately £300. Furthermore, to conform to local specifications, we need level 2 hygiene certifications and food safety certifications (Lemon, 2019). Eco-friendly businesses will provide the packaging, and an estimate of the monthly cost of recyclable materials is £100.


6.3  Key Suppliers
We will require suppliers for utilities, packaging, and fresh produce to be used daily. To ensure a regular supply of quality ingredients at low costs, we would like to source our base ingredients from a local wholesale distributor such as Booker Wholesale (Abrahale et al., 2018). For instance, assuming that the prevailing prices dictate fresh vegetables and wholesale chicken stand at £300 in one week. Environment-friendly companies also include a strategic relationship with local packaging vendors; we work with other players such as Vegware who aid in upholding sustainability and quality standards across all our services while avowing consistency.



7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	50

	Rent/Rates
	1,500

	Staff Wages
	11,250

	Travel/Accomodation
	1,200

	Telephone (mobile)
	300

	Broadband
	200

	Utilities
	      1,000

	Marketing and materials 
	2,000

	Insurance
	1,500

	Capital Expenditure/Equipment
	20,000

	Training & Development
	300

	Accounting/Legal
	500

	Outside Services
	1,200

	Stock/Materials Purchases
	7,000

	Bank Charges
	200

	Office Consumables 
	100

	Loans Repayments
	2,500

	Total Expenditure
	£     51,100


	INCOME
	Year 1 
£

	Sales A – Romanian Food
	35,000

	Sales B – Hot and Cold drink
	25,000

	Sales C
	

	Capital Introduced
	5,000

	Funding 
	10,000

	Loans/Borrowing
	10,000

	Total Income
	£ 85,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	85,000

	Total Expenditure
	51,100

	
	

	Profit/Loss
	£33,900

	
	














7.1 	Financial Summary
The financial figures in our year 1 plan are prudent estimates of the startup and operating costs. Some important expenses included here are staff salary £11,250, equipment, the van and appliances, £20,000, in the expenses section. Legal operation necessitated licenses, parking permits, and insurance; the expected costs were estimated at council rates. With £2,000 in marketing expenses aligned with our promotion strategy, we will be able to contact and engage customers effectively.
Revenue projections were computed from event sales and lunch and supper peaks. As part of breaking in, we also explored start-up aid, including small business grants and loans, that will add £10,000 to our profits. These numbers make the projections feasible, forming a platform for a long-term financial trend in the competitive street food arena.

APPENDICES
Appendix A – SWOT Analysis

· Strengths: Gazebo Street Food attracts customers who want to have several different types of food choices with its traditional Romanian menu, which includes some rare items that are not commonly seen in the area. Having a mobile van allows us to be flexible and move into areas with high foot traffic as needed (Williams, 2021).
· Weaknesses: It has a very high startup cost. Equipment, insurance, and the maintenance of the van have to be included. We are also dependent on good weather because outside dining is not as appealing during the winter months.
· Opportunities: We can extend our market reach because of the street multicultural cuisine boom and social media trends. We can attract new customers and build a loyal clientele through attractive online content and customer testimonials.
· Threats: Competition from popular street food vendors and restaurants nearby: The threat of competition needs to be countered by the fact that we would be open throughout the year to the threats seasonal variations give to business volume through delivery options and seasonal menu items.


Appendix B – PEST Analysis

The PESTLE study on Gazebo Street Food identifies the most outside factors that affect our Fulham Company.
· Local food safety and licensing laws are political considerations that require adherence to the council's guidelines.
· Economic factors indicate the growing need for relatively affordable dining options, especially street food, due to changes in economic conditions and increased living costs in the urban environment.
· Our Romanian menu is ideally placed in the multicultural market, where social trends make consumers more interested in authentic and diverse cuisines.
· Technological advancements will make client interaction and processes faster primarily in social media marketing and online ordering platforms.
· Tougher laws on food safety regulations require proper training and recertification for all our staff.
· Since we are targeting environmentally sensitive customers, it is of paramount importance to embrace sustainable methods, such as sourcing local ingredients and cutting waste. Such an analysis leads to a comprehensive strategic strategy for achieving success in the extremely competitive street food market.


Appendix C – Copy of Pitch Supporting Material

1. Introduction
· Business Name: Gazebo Street Food
· Location: Fulham, North End Road
· Business Type: Mobile food service specializing in Romanian cuisine.
2. Business Overview
· Concept: Gazebo Street Food will provide street foods like fried potatoes, chicken schnitzel sandwiches, pork neck and Romanian sausages(Mici) besides serving hot and cold drinks.
· Mission: To bring the bustling streets of Fulham alive with authentic Romanian cuisine.
3. Market Opportunity
· Target Market:
· Locals searching for inexpensive, quick lunches.
· Office people looking for something to eat at lunch.
· Travellers are eager to sample a variety of cuisines.
· Market Trends: Increasing desire, especially in cities, for real international cuisine and street food.
4. Competitive Advantage
· Unique Selling Proposition (USP): Genuine Romanian recipes made with locally sourced, fresh ingredients are the company's unique selling proposition (USP).
· Quality: Certified by food hygiene level 2 training, high standards for food hygiene.
5. Marketing Strategy
· Price: Competitive price approach targeting a budget-conscious customer without accepting a compromise on quality.
· Promotion: Promotional Offers to be shared through Social Media Sites.
· Engage customers and showcase the cuisine for all promotions through social media sites. Regional partnerships and events should be considered for increased visibility.
· Distribution: There is a direct serving of food from a mobile van erected in busy areas.
6. Team and Skills
· Key Personnel:
· Chef with experience in Romanian cuisine.
· Marketing expert to oversee social media and advertising campaigns.
· Manager of customer service and logistical operations.
· Skills Gaps: Determining whether more employees are required during busy times and looking into training courses to improve culinary abilities.
7. Financial Projections
· Initial Costs. The breakdown of the initial costs would include the following: van, equipment, insurance, and licensing before one could begin operations.
· Food and drinks: It also generates revenue by selling them and catering for neighbourhood functions.
· Profitability: Projected profit margins based on cost control and sales forecasts.
8. Conclusion
This distinctive, mouth-watering yet affordable Romanian food will fill in the gap in the Fulham market for Gazebo Street Food. This strong marketing focus on quality and customer interactivity leaves us well and truly well-placed for business success within the burgeoning Street Food sector.
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