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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1.Executive summary 
[bookmark: _Int_MmWXY1At]The business plan emphasises the exciting and promising business “Soups and Juices on Go” which started from the idea of sharing the magical and different textures of authentic colours and tastes of vegetables and fruits that the nature gave us. The vision for the future, for healthier food while thinking of the people and planet. Taking all this in consideration and sharing the entire journey from the concept, key personnel needed to accomplish the dream but at the same time embracing the reality( (SWOT Analysis and PESTEL Analysis)Appendix 1/2)the competitive and the value tests in order to achieve S.M.A.R.T goals(Appendix 3).
[bookmark: _Int_vbRQ6n9h]In this assignment will be described the marketing strategies and approaches taken towards different target markets, customers and competitors profiling as well as promotion and advertising. Different filters such as Similar Web, MarketLine Advantage will provide an analysis insight, will give a perspective on how essential is knowing how to run a business from: staff, premises, suppliers, equipment and how valuable is to consider the potential financial risks and how to mitigate them. Another section very fundamental for our business is finance, how can the projected earnings be estimated, how can the loss be identified and how the cashflow can be created in order to achieve success on long term.




	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]
2. Business details
[bookmark: _Toc287535394]Company name: Soups and Juices on the Go
	

	
	[bookmark: _Toc287535395]Address: London Food Street, nr 888, TS22 8PH
	

	
	Primary contact method Landline: 01652567342
 Mobile phone number: 07487278654 Email address: soupsandjuicesonthego@outlook.co.uk





	

	
	
	

	
	[bookmark: _Toc287535398]The business will: (Provide a brief description of what your business will do)
[bookmark: Text6]Soups and Juices on the Go launched from the idea of offering nutritious value to our consumers by being creative, by having a positive impact on the community while maintaining steady incomes. This exciting business will start as a social enterprise and a part of the profits will be reinvested. The combination of trying different combinations of hot and cold soups made from vegetables, fruits, and beverages such as: Soup and Juices tea, Soup and Juices cold-pressed juice will bring the home-made authentic taste on the go (Redman, 2020).


	

	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
Name: Monica
	

	
	Position/main responsibilities: Chef/ Finance Director/Owner 
	

	
	Experience and knowledge of our industry: Interest in the healthy food field and experience on various internships in small restaurants 
	

	
	
	

	
	Previous employment: Subway Restaurant, Whitebread Restaurant, Volunteering Romanian Mountain Hotel Restaurant and Restaurant Seaside Holidays 
	

	
	Key skills brought to the business: Excellent Communication, Customer Service skills, Leadership, Team Management, Recipes cooking, Project management skills, Budgets Management Control, Analytical skills, Data entry skills, Marketing skills, IT, and mathematics knowledge 
	

	
	Business experience and any training undertaken: 15 years' experience in sales and management with various positions (owner, NMS, RMS,SD,SR,Merchandiser).
	

	
	Academic/professional qualifications: It, Hygiene and Food Safety, Sales, Negotiation,HR,Project management, Marketing, Star-up-Business, Communication
High school Diploma, Undertaking Undergraduate Degree of International Hotel Management at University of Wales Trinity Saint David 
	

	
	Salary expectations £ 50000
	

	
	Name: Cristina 
	

	
	Position/main responsibilities: Business Vision, Operation Department (Responsible with the market research, acquisition of new customers, health&safety, Customer Relationship Management)
	

	
	Experience and knowledge of our industry:  Administrative, Multilingual skills
	

	
	Experience and knowledge of our industry: 
	

	
	Previous employment: NHS, Whitbread
	

	
	Key skills brought to the business: Excellent communication and customer service skills
                                                        Reliable and paying attention to details
                                                         Leadership and Management
                                                        Administrative and IT
	

	
	Business experience and any training undertaken: Healthcare and Hospitality
                                                                                 HR courses, Management
                                                                                 Food Beverage
	

	
	Academic/professional qualifications: High school Diploma, Undertaking Undergraduate Degree of International Hotel Management at University of Wales Trinity Saint David
	

	
	Salary expectations £ 50000




	

	
	Name: Diana
Position/main responsibilities: Marketing Research 
Analyse data to plan and evaluate marketing campaigns

	
	Experience and knowledge of our industry: Marketing Courses 

	
	

	
	Previous employment:  B&M Cleaning company

	
	Key skills brought to the business: Ability to sell products and services

	
	Business experience and any training undertaken: Research customers and market trends 

	
	Academic/professional qualifications: High school Diploma, Undertaking Undergraduate Degree of International Hotel Management at University of Wales Trinity Saint David 

	
	Salary expectations £ 45000

	
	
Name: Ovidiu

	
	Position/main responsibilities: Sales Representative

	
	Experience and knowledge of our industry: Delivery driver 

	
	Experience and knowledge of our industry: 5 years delivery -driver
Delivery driver for Amazon 
Delivery driver for Uber Eats
Delivery driver Fun Courier-Romania 
                

	
	Previous employment: Roberts Express Delivery 

	
	Key skills brought to the business: conscientious, fast, organised, good communicator, friendly 

	
	Business experience and any training undertaken: Hospitality, Management, Food, and beverage courses

	
	Academic/professional qualifications: High school Diploma, Undertaking Undergraduate Degree of International Hotel Management at University of Wales Trinity Saint David 

	
	Salary expectations £ 32000




[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	[bookmark: _Toc287535404]Sum up your business idea:
The business of Soups and Juices on the Go is about a food cart business idea that focuses on providing nutritious value to our customers, by offering gluten-free soups and sandwiches made with natural ingredients from healthy sources and offered in wrapping that is good for the earth. The choices of trying different variety of hot and cold soup made from vegetables, fruits, and beverage products such as Juices and Herbs, will bring the home- made authentic taste on the go (Redman, 2020).


Figure 1: Logo Brand.                   [image: ]
For the business to be environmentally friendly, using reusable cups and reducing waste will be the most important things. The business wants to stand out in the food market and offer a new way to eat healthy on the go by combining health knowledge, ecology, and community service.

(Use the BMC to help explain this section)
Appendix 4 Business Canvas Model (Source: Self-Generated).






	

	
	
	

	
	
	

	
	
	

	
	
	

	





	
	

	




	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
	

	
	What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven)
	

	
	· [bookmark: _Int_sAR8821K] To increase the daily sales volume, from the first year with 15% ( Appendix 5 Figure 5).
· To apply cost-saving measures to attain reduction of 20% in overhead expenses within six months.
· Enhancing product traceability and reducing food loss and waste by using innovative smart packaging solutions that will contribute to the overall quality and safety of the food supply (Shoue, et. al., 2020).








	

	
	
	

	
	1. Where do you see your business in 3-5 years’ time?
(Use Klofstens business platform to explain)

[bookmark: _Int_MJoYca65][bookmark: _Int_N7xTVVW1]Klofsten’s business platform is what the company hopes to use to grow and improve a lot over the next three to five years. The plan is to put a number of food carts in key spots to make them easier to see and get to (Kanda et al., 2024). With Kolsten's business platform, the business hopes to grow its menu to keep up with customers’ changing tastes without giving up on its commitment to being environmentally friendly. The business wants to become the place where people go to get healthy, eco-friendly street food. They plan to do this by constantly coming up with innovative ideas and changing their methods ( Appendix 6).


                                         


	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]6 What the business does
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Figure 2: Business profile. 
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	[bookmark: _Toc287535407][bookmark: _Toc287535897]




7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	· [bookmark: _Int_CnKB9oOi]The business stands out because of the gluten-free soups, sandwiches, and fresh drinks are served in an eco-friendly way. Soups and Juices on the Go stands out from the others because it uses eco-friendly materials, make cups that can be used repeatedly, and give back to the community (Jasso-Salcedo et al., 2023). The business put a lot of value on health, environment, and social responsibility so that customers can eat without feeling bad about it and make a positive impact.

	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)

The legal and insurance requirements that apply in your business are:

1. [bookmark: _Int_ZP91T070]The Soups and Juices on the Go will follow local health and safety regulations for dealing and preparing food in order to meet the insurance and legal responsibilities. Soups and Juices on the Go will follow all planning rules and health codes by getting the right licences and permissions so that the business can properly run a food cart. 













	

	
	
	

	You will meet your legal and insurance requirements by

1. By providing the business with public liability insurance and protecting the contents, stock, legal expenses, personal accident, excess protection insurance and business turnover protection by creating a customised quote (Go. Compare, 2024) (Appendix 7).
2. Finding a Health & Safety Consultant which according to HSE (2024) is specialised in helping the business to manage health and safety risks. By doing the research, the business agreed to call Phoenix Health& Safety for a customised quote (Appendix 8).
3. Increasing allergen declarations through proactive communication which according to Metadata (2022) UK Government introduced Natasha’s Law which requires all companies producing pre-packaged food for direct sale to provide a full list of ingredients, highlighting the allergens.
	

	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research

	

	
	
	

	
	Trends in your chosen market are:

· Prolonged, gluten-free choices that benefit customers and the environment are gaining popularity in the food sector (Capriles et al., 2023). Studies demonstrate that people want more eco-friendly packaging, fresh materials, and local products (Wesley et al., 2021). Mobile food solutions that are easy to use but do not sacrifice quality are also growing. Successful similar initiatives demonstrate the method’s viability. 

How you know this: (Provide examples with references)

· According to MarketLine Advantage (2024) and by conducting a consumer data analytics report ( Appendix 9) is it clearly stated an increase in the intake of fresh fruits and vegetables by 2027 which is reassuring in terms of guaranteeing success.
	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901][bookmark: _Toc287535414]10 Profiling customers[image: ]
The customer groups you will be selling to are: (4 x Customer profiles minimum)
Figure 3: Customer profiles.
	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	1.  (What research did you undertake and what were the results?) 


1.Health-Conscious Workers-social media and professional networking site surveys aimed at people in their twenties and thirties. According to a study by the Global fitness Institute (2021), there is a noticeable shift in the way working professionals approach their health and fitness, including their food choices.

2.Busy parents- To address the preferences and difficulties of meal preparation, we will conduct online focus groups with parents from a variety of family structures. It is important to accommodate children’s dietary restrictions, according to the American Dietetic Association (2020), which emphasises that families are increasingly seeking nutritious, easy-to-prepare meals.

3.Environmentally Conscious Millennials- An examination of the popularity and interaction with sustainability and eco-friendly lifestyle posts on social media. A whopping 73% of millennials, according to Nielsen (2019) poll, would pay a premium for a product made by a sustainable or eco-friendly company.

4.Fitness Enthusiasts- Interviews conducted in fitness centres and on fitness-related websites, as well as surveys sent out via these platforms. Dietary choices for high-protein, low-carb options are significantly correlated with physical activity levels, according to The Sports & Fitness Industry Association (2021) research.



( Please see Appendix 5, Figure 4 :Gender Distribution).







	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
· (What evidence can you offer)
According to National Diet and Nutrition Survey (Gov UK, 2024) through surveys and questionnaires, were able to get first-hand information from the target groups about their preferences for sustainable, easy-to-carry, and healthful food options.
Group discussions confirmed the necessity for fast, nutritious, and kid-friendly food solutions by providing detailed insights into the preferences, struggles, and decision-making processes of health-conscious employees and busy parents.
Monitoring millennials' social media activity and trends reveals a strong preference for companies with a strong commitment to sustainability and ethical business practices.

	

	
	[bookmark: _Toc287535417]
Number of customers you expect to win in each group and what they might pay:
[image: ]

Figure 4: Number of Customers.


	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902]11 Profiling competitor[image: ]
Competitor Traffic and Engagement ( Appendix 10/11).

	

	
	
Figure 5: Competitors profile.
	

	
	How you can improve on their offer and/or price(s) unique offerings:
· The business will have the competitive advantage of bringing a new brand on the market, being able to provide affordable prices with seasonal vegetables and fruits included in the menu matching the cost of living crisis, the ability of creating their own soups and juices flavours, being able to access professional nutrition advice by having a Nutrition Assistant on site at all times. 
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:

Market saturation, consumer preferences shift, and unstable economy are the notable risks identified in the business (Gheorghe et al., 2020). To manage these risks, the business will purchase unique goods, such as gluten-free foods, as well as packaging that is beneficial to the environment (Batat and Addis, 2021), hence the shop will have an upper hand over the rest in the market and minimize the effects of these risks. Menu items will constantly be changed due to market research to keep pace with changing customer tastes (Siddiqui et al., 2022). The good thing is that business have so many ways to make money, internet sales and events for example (Singh et al., 2021). Soups and Juices on the Go can also stay ahead of the competition and change with the times by building strong relationships with customers and making them loyal to the business.


( Please see Appendix 5, Figure 3 : Target Market).

	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	1. [bookmark: Text85]These risks will be managed by creating valuable relationships with customers and the key partners such as local farmers, local businesses and community. A food supply chain refers to a network of companies such as growers, packers, food processors/ manufacturers and retailers involved in the production, processing and distribution of fresh and processed foods from farm to fork  (Ali, Nagalingam, and Gurd, 2017).
2. Diversification: The company will be involved in several events across the community which will bring other revenue streams, not only relying on a source of income per example: catering for events, mixing and blending classes and delivery local services.
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]
13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	[image: ]Figure 6: Product/ service price. 
	

	
	
	



	
	
	

	


	[bookmark: _Toc287535449]



How your prices compare with the competition:
	

	
	[image: ]Figure 7: Competitor price.



	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):

· [bookmark: _Int_h8cSm2MO]Our gluten-free soup and sandwich combo may be priced somewhat pricier than competitors due to our use of high-quality, locally sourced products.

· Eco-Friendly Packaging: The additional expense of eco-friendly, reusable packaging for beverages and the reusable cup initiative may result in higher pricing, demonstrating the enhanced value for environmentally aware consumers (Smith, J. and Johnson, L. 2021).

· Brand Positioning: Establishing itself as a premium brand that emphasises health, sustainability, and customisation enables the company to set higher prices compared to its competitors, targeting a niche market segment that values these attributes and is ready to pay more for them (Keller, K.L. 2019).

· Operational savings and reduced overhead costs can enable competitive pricing, attracting price-sensitive clients without sacrificing quality or sustainability (Thompson, A.A. and Strickland, A.J. 2022).

· [bookmark: _Int_UCtkhZct]Market Entry Strategy: As a newcomer, our pricing strategy could focus on entering the market by initially offering cheaper prices, with intentions to modify them as we build our brand and customer base (Johnson, G., Whittington, R., and Scholes, K. 2018).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?

[bookmark: _Int_FCZelmqr]As part of its multi-channel plan, Soups and Juices on the Go will use social media sites like Facebook and Instagram to reach the people it wants to buy from it. The business will create attractive leaflets featuring the special benefits of the business and distribute them in physical outlets close-by, such as offices, gyms, and yoga studios that are visited by healthy-minded people. The business can also meet potential customers in person at food fairs, farmer’s markets, and community events in the area (Quick et al., 2022). The business will get a booth at food festivals downtown, health events, or farmers’ markets and have attendees sampled gluten-free soups and sandwiches, demonstrating the products, and offering discounts. Also, the business will partnership with local social media influencers or food bloggers to be featured on their social media channels that would capture their followers´ following with high-quality images and reviews. Partnerships with well-known people in the health and sustainability areas will help get the word out about a brand (Rahman et al., 2021).
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	Figure 8: Soup patterns picture.


	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business

15.Staff role
[image: ]
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Figure 9: Staff Role. 





	
	
	

	


















































	[bookmark: _Toc287535458][bookmark: _Toc287535910]16. Premises
[image: ]
Figure 10: Premises.
17. Supplier
[bookmark: _Toc287535457]Your key suppliers and their credit terms
[image: ]
Figure 11: Business Supplier.



18 Equipment
	

	
	[image: ]
Figure 12: Business Equipment.


	

	
	
	

	
	
	

	
	[bookmark: _Toc287535459][bookmark: _Toc287535911]19 Managing operational risks[image: ]

Figure 13:Risk Staff.
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Figure14 : Risk Suppliers.





	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
[bookmark: _Int_p02v3QEo]Please double click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel, you can use the link below this table and save the file onto your PC. You can then use Open-Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised, and additional rows and categories can be added. 
20. Start-up cost
[image: ]
Figure15: Start-up costs.


	
	

	
	21 Profit and loss forecast

Figure 16: Profit and loss Forecast(3 years). 
	



	[bookmark: _Toc287535465][bookmark: _Toc287535915]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]Figure 17 : Total borrowing requirement for the business.



















[bookmark: _MON_1356441964][bookmark: _MON_1356445544][bookmark: _MON_1356445551][bookmark: _MON_1356445556][bookmark: _MON_1358089526][bookmark: _MON_1359207625][bookmark: _MON_1359809739][bookmark: _MON_1360670750][bookmark: _MON_1360670765][bookmark: _MON_1360672178][bookmark: _MON_1361092637][bookmark: _MON_1356441857][bookmark: _MON_1356441902][bookmark: _MON_1356441946]

	






	
	
	



	

	[bookmark: _Toc287535467][bookmark: _Toc287535916]23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:

[bookmark: _Toc150194185][bookmark: _Toc158899435]Risks Identified for Financial Forecast
· In terms of financial risks, there may be higher sales, however the operating costs would be higher than predicted. 
· For example, the business may experience fall short because of change of customer demand, intense competition, and economic uncertainty (González-Sánchez et al., 2021; Williams et al., 2020). 
· This will have a considerable impact on the entire sales, as the fluctuation in revenue has a strong relationship with the cash flow. 
· While the cart can cater for the increasing operational expenses repaying loans can prove to be difficult. In addition, it will also be challenging to secure funding at initial level for the purpose of startup cost, purchases of equipment, leasing payment, and inventory payment (Dbouk et al., 2020). 
· It will also cause delays in the future operations as well as boost the financial burden on the investors and partners. 
	

	
	
	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
[bookmark: _Toc150194186][bookmark: _Toc158899436]Minimize the Impact 
[bookmark: _Int_CAYjpLWa][bookmark: _Int_Tj5EuLej]In order to deal with the risks of decreased sales, it is beneficial for the cart to monitor the performance of sales on a daily basis and then project the forecast accordingly.
 Moreover, with the use of marketing strategies along with promotions, the cart will be able to attract customers and make them loyal to the business (Prohorovs, 2022). 
[bookmark: _Int_xKoXqROR]In order to deal with the funding issue, it will be profitable to initiate collection in advance and ensure open communication with all the interested investors. 
	

	
	
	

	
	
	




	
	
	
	
	
	

	
	[bookmark: _Toc287535917][bookmark: _Toc287535470]24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 
Figure 18: Cash flow forecast ( 6 months).

	

	
	
[bookmark: _MON_1360661873][bookmark: _MON_1360662773][bookmark: _MON_1360663044][bookmark: _MON_1360663105][bookmark: _MON_1769436833][bookmark: _MON_1360663156][bookmark: _MON_1360663227][bookmark: _MON_1360663260][bookmark: _MON_1360669868][bookmark: _MON_1360670623][bookmark: _MON_1360670662][bookmark: _MON_1360671336][bookmark: _MON_1360672200][bookmark: _MON_1360672454][bookmark: _MON_1361017821][bookmark: _MON_1361092800][bookmark: _MON_1363596608][bookmark: _MON_1363596877][bookmark: _MON_1363596918][bookmark: _MON_1363596931][bookmark: _MON_1363596949][bookmark: _MON_1363596980][bookmark: _MON_1363597548][bookmark: _MON_1363598874][bookmark: _MON_1364047378][bookmark: _MON_1413714481][bookmark: _MON_1359207878][bookmark: _MON_1359208752][bookmark: _MON_1359208776][bookmark: _MON_1359208978][bookmark: _MON_1359210541][bookmark: _MON_1359210628][bookmark: _MON_1359211449][bookmark: _MON_1359883300][bookmark: _MON_1360654336][bookmark: _MON_1360654421][bookmark: _MON_1360654694][bookmark: _MON_1360654807][bookmark: _MON_1360654832][bookmark: _MON_1360654889][bookmark: _MON_1360654920][bookmark: _MON_1360657838][bookmark: _MON_1360657871][bookmark: _MON_1360661380][bookmark: _MON_1360661873][bookmark: _MON_1360662773][bookmark: _MON_1360663044][bookmark: _MON_1360663105][bookmark: _MON_1769436833][bookmark: _MON_1360663156][bookmark: _MON_1360663227][bookmark: _MON_1360663260][bookmark: _MON_1360669868][bookmark: _MON_1360670623][bookmark: _MON_1360670662][bookmark: _MON_1360671336][bookmark: _MON_1360672200][bookmark: _MON_1360672454][bookmark: _MON_1361017821][bookmark: _MON_1361092800][bookmark: _MON_1363596608][bookmark: _MON_1363596877][bookmark: _MON_1363596918][bookmark: _MON_1363596931][bookmark: _MON_1363596949][bookmark: _MON_1363596980][bookmark: _MON_1363597548][bookmark: _MON_1363598874][bookmark: _MON_1364047378][bookmark: _MON_1413714481][bookmark: _MON_1359207878][bookmark: _MON_1359208752][bookmark: _MON_1359208776][bookmark: _MON_1359208978][bookmark: _MON_1359210541][bookmark: _MON_1359210628][bookmark: _MON_1359211449][bookmark: _MON_1359883300][bookmark: _MON_1360654336][bookmark: _MON_1360654421][bookmark: _MON_1360654694][bookmark: _MON_1360654807][bookmark: _MON_1360654832][bookmark: _MON_1360654889][bookmark: _MON_1360654920][bookmark: _MON_1360657838][bookmark: _MON_1360657871][bookmark: _MON_1360661380][bookmark: _MON_1360661467]
	



	


	
	

	
	
	

	
	
	
	
	
	


  






25.Conclusion 
It has been highlighted throughout the entire business plan that following the correct steps and adhering to the theories can be very useful in terms of the key trades of an entrepreneur which needs to identify as: creative, self-confident,, proactive, to have good  leadership skills, proactive and very important to have the propensity to take the risks ( Chell, 2008). 
From the above report, it has been concluded that the business of Soups and Juices on the Go is specialised in the offering of gluten-free soups and sandwiches. The business specifically uses reusable cups and offer healthy meal to the customers. The key channels that business use includes; social media promotion and collaboration with local contractors. The above report has concluded the vision and mission of the business, also enlightened the marketing research and financial knowledge. Based on the analysis, it is predicted that the business will get success, yes, some areas need improvement to secure high score on the business success.
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27 Appendix (An appendix comes at the end (after the reference list) of a report, research project, or dissertation and contains any additional information such as raw data, tables, and supporting information such as screenshots, and additional evidence. The information in the appendices is relevant but is too long or too detailed to include in the main body of your work.
SWOT ANALYSIS 
	Strengths
	Weaknesses
	Opportunities
	Threats

	Choices that are both healthy and free of gluten:
[bookmark: _Int_GJSKuBfC] By specializing in gluten-free soups and sandwiches, we are able to reach a specific demographic: those who are concerned about their health.

	A menu that only offers soups and sandwiches might turn off customers with other dietary restrictions because of the lack of variety.

	Cooperation with Regional Providers: working in tandem with regional producers and distributors may boost a company's reputation, bolster local economies, and guarantee high-quality, freshly picked food.

	There is a risk of losing market share due to competition from well-established brands, such as fast-food restaurants.


	Sustainable Packaging: providing eco-friendly packaging enhances the business's attractiveness and draws in clients who are concerned about the environment.
	Depending on the weather: 
[bookmark: _Int_R4tiyKVV]When severe weather strikes, customers may be hesitant to patronize outside food carts.
	Adding to the Menu: bringing in fresh, creative things to the menu or branching out into complementary goods like salads or smoothies might bring in more customers.
	Difficulty with laws: 
it may be necessary to constantly check compliance with health and safety laws, which is particularly true in the food business
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PESTLE ANALYSIS 
	P
	E
	S
	T
	L
	E

	Operating in accordance with all applicable local, state, and federal laws and regulations pertaining to food safety and public health is essential to the success of the company.
The cost structure and profitability of the firm might be affected by changes in tax legislation.
	Economic downturns have the potential to impact consumer purchasing habits, which in turn may impact the market for high-end and specialized food products.
Inflation: The total cost of operations may be affected by changes in the price of ingredients and packaging materials.
	The company's dedication to providing gluten-free and healthful products is in line with the current trend toward healthier lifestyles, which may be seen as a good indicator of health and wellness.
Sustainable packaging is becoming more popular as people become more conscious of the need of protecting the environment.
	Expanding the consumer reach and making online shopping more convenient for your customers is possible with the help of technology.
Improving consumer satisfaction may be achieved via the implementation of secure and efficient payment methods.
	Avoiding legal trouble and making sure consumers are safe requires strict adherence to food safety regulations.
Fair treatment of workers requires strict adherence to all applicable employment rules and regulations.
	Sustainable Sourcing: It is in line with eco-friendly practices to highlight the usage of sustainably produced and locally obtained products.
The company's total environmental effect is affected by its waste management practices, which include recycling and the correct disposal of garbage.
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	Goals
	Specific
	Measurable
	Achievable
	Relevant
	Time bound

	To increase the daily sales volume by around 15% by the end of the year.

	The goal is specific as it clearly examines the sales achievement for business.
	The measurement of 15% increased sales volume is easy to track and quantified as well. 
	Based on the competitive market condition and current sales volume, 15% increase in sales is achievable. 
	The goal is relevant to the objectives as the domain of the business is in food industry. 
	[bookmark: _Int_7wDgErTb][bookmark: _Int_C35FADh9]The time frame is appropriate for the achievement of this amount of sales. 

	To apply cost-saving measures to attain reduction of 20% in overhead expenses within six months.
	The goal states that the Soups and Juices on the Go food cart business will be able to 20% reduce overhead expenses within 6 months.
	The progress can be evaluated by comparing the overhead expenditures with the goals of 20% lower overhead expenses.

	The strategic planning and execution of cost-cutting measures, e.g. optimization in operations and sourcing, and reduction in overhead expenses are feasible accomplishments.

	[bookmark: _Int_AcF9wCBs]The main concern of this business is providing gluten-free and healthy soups and sandwiches and also sustainable environmental practices, so its effort of cutting down overhead costs is in accordance with its overall targets of efficiency and profitability.
	The goal sets out, as a target to be met within six months after implementation of the procedure.
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Appendix 4
[bookmark: _Toc158899443]Business Canvas Model (Source: Self-Generated



Appendix 5 : Similar Web Graph
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Figure 3: Target Market
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Figure 4: Gender Distribution
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Figure 5 :Marketing Chanel Distribution
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Customers

Profiles

Health-conscious

Young workers between the age of 25 to 35

workers Trying new foods and busy on social media
Like healthy meals
Busy parents Families with kids both women and men
Look for quick and healthy food options
Dietary restrictions for kids
Environmentally Look for products and services that are better for the world
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Give choice to businesses that use reuse packaging and care
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Who seeks for healthy and fitness lifestyle
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Group Number of Customers Price Pay Per Unit
Health-conscious workers 200 per week For a combo of soup and
sandwich £7-£10
Busy parents 100 per week For a family meal pack of
soups, juices, and
sandwiches £13-£15
Environmentally conscious 150 per week For a combo of gluten-free
millennials soup with fresh juice £8-£10
Fitness Enthusiasts 180 per week For a package of diet

sandwich and fresh soup £5-
£9
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Strengths

‘Weaknesses

The Red Lion
(https://www.redlion-

freshwater.co.uk/

,2024).

Well-established brand
Variety of options in menu

Convenient location

Limited gluten-free and eco-
friendly choices

Lack of innovation

Namina
(https://www.namina.
co.uk/

12024).

Flavourful and freshly made
products

Offer unique ethnic experiences

Lack of focus on gluten-free and
environmentally friendly
options

High pricing strategy

Beyond Bread

(https://www.beyond
bread.com,
2024)

Focuses on gluten-free sandwich
and baked goods
Taste and high-quality products

The only food choices are
sandwiches and baked items
Unavailability of fresh juice and

dietary options
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Product/Service Price
Gluten-Free Soup and Sandwich Combo £8 - £10
Selection of Fresh drinks £7 - £9
Reusable Cup Programme £2-£11
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Combo

Selection of Fresh
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3 Marketing Specialist

4 Customers Service

£32000

3 years experience in
marketing -public

1 yeas experience in
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what they say and how
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Ability to give excellent
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answer questions and
‘address worries of
customers ( Nair and.
‘Pasala, 2023).

A good knowledge of
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Cost £
Premises required at start-up: £50000

Premises required in the future (if different): £70000
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Supplier ‘What you will buy from | Number of days’

them credit
o Gluten-Free/Bakery e Gluten-Free breads e 30days
o Brakes Food service and baked items
https://www.brake.co.uk, 2024) for sandwiches
e Local Farmers « Different herbs and e 50 days
(Organic fresh product) natural seasonal
e Whole Food products
https://www.buywholefoodsoonli
ne.co.uk
.2024)
e Eco- friendly Packaging e Biodegradable and e 50 days
Eco- Kraft reusable
https://www.eco-crafts.co.uk containers, cups,
,2024) and sustainable
e Organic Produce Supplier e For makihg soups e 30 days
* Langridgeorganic and sandwiches,
(https:/langridgeorganic.com, they give fresh
2024) fruits and

vegetables
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e Gluten-Free o st e Loan £500
bread and

wraps
e Eco-friend o It e Loan £300

Packaging
e Kitchen o [t e Loan £1200
equipment

maintenance
e Organic o It e Loan £500

Products




image16.jpeg
Risk Solution

Staff
Work | The possible solutions is to focus on staff
place | training related to food safety and handling of
accidents | equipment( Goti ef al., 2020).
and health | Itis important to train them about
issues | maintenance, of safe and clean working

environment
Also it will be beneficial to introduce
wellness programs that support well-being
and health of staff.
|
Staff |
o HighSuff

Tumover | Develop competitive compensation packages
o Lackof | thatinclude equitable wages, benefits, and

Skilled | avenues for professional growth. Cultivate a

Staff good work environment that appreciates
employee input, promotes development, and

provides acknowledgment and incentives for

accomplishments

Create an extensive training programme for
new employees to guarantee they possess the
essential skills and knowledge. Allocate
resources for continuous training and

‘ professional development for all employees to
enhance skl sets and boost job satisfaction.
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Suppliers

Unreliabilit
¥y (Delays.
Quality

Issues)

Volatility
of Supplies

‘The solution i to create clear quality
standards for the purchased items. With the
help of regular audit with suppliers and
inspection quality, it will be possible to
assure compliance (Charoo et al 2023).

Also to maintain quality control. the
solution is to provide regular feedback to the
staff and ensure flexible collaboration
throughout.

Espand the range of suppliers to prevent
reliance on a sole source. Cultivate robust
‘parterships with many vendors for essential
‘products and supplies. Consistently evaluate
supplier performance based on established
criteria, including delivery timeliness,
quality benchmarks, and responsiveness to
problems

Secure extended agreements with suppliers
to establish fixed prices for essential
ingredients and materials, when feasible.
Consider buying non-perishable things in
‘bulkcto save money. Keep up to date on
‘market developments and modify mem
prices or offers as needed to sustain

profitabiity without sacrificing quality
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It and Computers £4,000
Telephone and broadband £500
Cart and Equipment £8,000
Stationary £1,000
Stock £8,500
Tools £1,000
Insurance £500
Rent/ Rent deposit £3,000
Marketing £1,000
Licences £500
Training £2,000
‘Wages/recruitment £6,000
Security/health and safety equipment £1,500
Market research costs £2,000
Other 0
Total £ £39,500
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 545,000 630,000 760,000

Less variable costs 300,000 410,000 350,000

Gross profit (sales 

less variable costs) = 

245,000 220,000 410,000

Calculate your gross 

profit margin % 

(gross profit divided 

by total sales x  100) 

(A)

45 35 54

Salaries/wages 

(survival income + 

any staff

45,000 46,800 48,672

Premises (including 

rent, rates, utilities)

4,000 4,160 4,326

Telephone and 

broadband

500 400 320

Printing, post and 

stationery

1,500 1,200 960

Advertising and 

promotion

4,000 3,200 2,560

Bank charges 1,200 1,248 1,298

Professional fees 800 840 882

Insurances 1,000 800 640

Stock 10,000 11,500 13,225

Equipment and 

vehicle leasing

3,000 3,150 3,308

Depreciation 1,000 1,050 1,103

Other (please specify) 0 0 0

Other 0 0 0

Other 0 0 0

Total fixed costs 72,000 74,348 77,293

Net profit (gross profit 

less fixed cost)

173,000 145,652 332,707

Calculate your net 

profit margin (net 

profit divided by total 

sales x 100)

32 23 44

Calculate your break 

even

Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + 

total fixed costs (B)

372,000 484,348 427,293


Microsoft_Excel_Worksheet1.xlsx
Sheet1

				Year 1 (£)		Year 2 (£)		Year 3 (£)

		Total expected sales		545,000		630,000		760,000

		Less variable costs		300,000		410,000		350,000

		Gross profit (sales less variable costs) = 		245,000		220,000		410,000

		Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		45		35		54



		Salaries/wages (survival income + any staff		45,000		46,800		48,672

		Premises (including rent, rates, utilities)		4,000		4,160		4,326

		Telephone and broadband		500		400		320

		Printing, post and stationery		1,500		1,200		960

		Advertising and promotion		4,000		3,200		2,560

		Bank charges		1,200		1,248		1,298

		Professional fees		800		840		882

		Insurances		1,000		800		640

		Stock		10,000		11,500		13,225

		Equipment and vehicle leasing		3,000		3,150		3,308

		Depreciation		1,000		1,050		1,103

		Other (please specify)		0		0		0

		Other		0		0		0

		Other		0		0		0



		Total fixed costs		72,000		74,348		77,293

		Net profit (gross profit less fixed cost)		173,000		145,652		332,707

		Calculate your net profit margin (net profit divided by total sales x 100)		32		23		44



		Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

		Total variable costs + total fixed costs (B)		372,000		484,348		427,293
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£

39,500

Personal start-

up 

contributions          

- 39,500

Other start-up 

contributions           

- 0

Total required = 0

= 0



Start-up costs

The assets you have available 


Microsoft_Excel_Worksheet3.xlsx
Sheet1

						£

		Start-up costs				39,500



		Personal start-up contributions          		-		39,500

		Other start-up contributions           		-		0

		Total required		=		0

		The assets you have available as security

				=		0






image21.emf
Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 8,000 5,000 16,000 14,000 17,600 15,400 19,360 16,940 23,232 18,634 27,878 20,497 33,454 22,547 145,524 113,019

Cash received from debtors 4,000 4,500 9,000 8,500 9,900 9,350 10,890 10,285 13,068 11,314 15,682 12,445 18,818 13,689 81,358 70,083

Capital/loans received 38,500 38,500 0 0 0 0 0 0 0 0 0 0 0 0 38,500 38,500

Other (please specify) 0 0 0 0 0 0 0 0 15,000 12,000 0 0 0 0 15,000 12,000

TOTAL £ 50,500 48,000 25,000 22,500 27,500 24,750 30,250 27,225 51,300 41,948 43,560 32,942 52,272 36,236 280,382 233,601

EXPENDITURE

Wages to staff (incl. PAYE & NI) 6,000 6,300 6,500 6,825 6,500 6,825 6,500 6,825 6,500 6,825 6,500 6,825 6,500 6,825 45,000 47,250

Premises (rent, rates & utilities) 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 7,000 7,350

Telephone & Broadband 500 525 500 525 500 525 500 525 500 525 500 525 500 525 3,500 3,675

Printing, post & stationery 500 525 500 525 500 525 500 525 500 525 500 525 500 525 3,500 3,675

Advertising & promotion 1,500 1,575 1,575 1,654 1,654 1,736 1,736 1,823 1,823 1,914 1,914 2,010 2,010 2,111 12,213 12,824

Bank charges 500 525 525 551 551 579 579 608 608 638 638 670 670 704 4,071 4,275

Professional fees 500 525 400 420 400 420 400 420 400 420 400 420 400 420 2,900 3,045

Insurances 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 1,000 1,050 7,000 7,350

Bank/HP 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Equipment & vehicle leasing 5,000 5,250 5,000 5,250 5,000 5,250 5,000 5,250 5,000 5,250 5,000 5,250 5,000 5,250 35,000 36,750

Payments relating to variable costs 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital Expenditure 10,000 10,500 0 0 10,000 10,500 10,500 11,025 0 0 0 0 30,500 32,025

Other Payments 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

VAT 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Owner's wages/salary 2,000 2,100 2,000 2,100 2,000 2,100 2,000 2,100 2,000 2,100 2,000 2,100 2,000 2,100 14,000 14,700

Owner's National Insurance 0 0 0 0 0 0 2 2 0 0 0 0 0 0 2 2

Loan repayments (incl. interest) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Stock 4,000 4,200 4,200 4,410 4,410 4,631 4,631 4,862 4,862 5,105 5,105 5,360 5,360 5,628 32,568 34,196

Consumables 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 32,500 34,125 23,200 24,360 23,515 24,691 33,848 35,540 34,693 36,428 24,558 25,786 24,941 26,188 197,254 207,117

Income less expenditure 18,000 13,875 1,800 -1,860 3,985 59 -3,598 -8,315 16,607 5,520 19,002 7,157 27,331 10,049 83,128 26,484

6 TOTAL Start-up 0 1 2 3 4 5


Microsoft_Excel_Worksheet31.xlsx
Sheet1

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		8,000		5,000		16,000		14,000		17,600		15,400		19,360		16,940		23,232		18,634		27,878		20,497		33,454		22,547		145,524		113,019

		Cash received from debtors		4,000		4,500		9,000		8,500		9,900		9,350		10,890		10,285		13,068		11,314		15,682		12,445		18,818		13,689		81,358		70,083

		Capital/loans received		38,500		38,500		0		0		0		0		0		0		0		0		0		0		0		0		38,500		38,500

		Other (please specify)		0		0		0		0		0		0		0		0		15,000		12,000		0		0		0		0		15,000		12,000

		TOTAL £		50,500		48,000		25,000		22,500		27,500		24,750		30,250		27,225		51,300		41,948		43,560		32,942		52,272		36,236		280,382		233,601

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		6,000		6,300		6,500		6,825		6,500		6,825		6,500		6,825		6,500		6,825		6,500		6,825		6,500		6,825		45,000		47,250

		Premises (rent, rates & utilities)		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		7,000		7,350

		Telephone & Broadband		500		525		500		525		500		525		500		525		500		525		500		525		500		525		3,500		3,675

		Printing, post & stationery		500		525		500		525		500		525		500		525		500		525		500		525		500		525		3,500		3,675

		Advertising & promotion		1,500		1,575		1,575		1,654		1,654		1,736		1,736		1,823		1,823		1,914		1,914		2,010		2,010		2,111		12,213		12,824

		Bank charges		500		525		525		551		551		579		579		608		608		638		638		670		670		704		4,071		4,275

		Professional fees		500		525		400		420		400		420		400		420		400		420		400		420		400		420		2,900		3,045

		Insurances		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		1,000		1,050		7,000		7,350

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		5,000		5,250		5,000		5,250		5,000		5,250		5,000		5,250		5,000		5,250		5,000		5,250		5,000		5,250		35,000		36,750

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		10,000		10,500				0				0		10,000		10,500		10,500		11,025		0		0		0		0		30,500		32,025

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		14,000		14,700

		Owner's National Insurance		0		0		0		0		0		0		2		2		0		0		0		0		0		0		2		2

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		4,000		4,200		4,200		4,410		4,410		4,631		4,631		4,862		4,862		5,105		5,105		5,360		5,360		5,628		32,568		34,196

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		32,500		34,125		23,200		24,360		23,515		24,691		33,848		35,540		34,693		36,428		24,558		25,786		24,941		26,188		197,254		207,117



		Income less expenditure		18,000		13,875		1,800		-1,860		3,985		59		-3,598		-8,315		16,607		5,520		19,002		7,157		27,331		10,049		83,128		26,484

		Opening bank balance		100,000		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		118,000		13,875		1,800		-1,860		3,985		59		-3,598		-8,315		16,607		5,520		19,002		7,157		27,331		10,049		27,331		10,049





Sheet2

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		43,909		33,337		46,104		38,338		48,410		44,089		50,830		50,702		53,372		58,307		56,040		67,053		298,665		291,826

		Cash received from debtors		145,524		113,019		21,954		18,521		21,954		21,299		21,954		24,494		21,954		28,168		21,954		32,393		21,954		37,252		277,251		275,144

		Capital/loans received				70,083		0		0		0		0		0		0		0		0		0		0		0		0				70,083

		Other (please specify)				38,500		0		0		0		0		0		0		0		0		0		0		0		0		0		38,500

		TOTAL £				221,601		65,863		51,858		68,059		59,637		70,364		68,582		72,784		78,870		75,326		90,700		77,995		104,305		575,916		675,553

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		24,000		25,200

		Premises (rent, rates & utilities)		45,000		47,250		800		840		800		840		800		840		800		840		800		840		800		840		49,800		52,290

		Telephone & Broadband		7,000		7,350		500		525		500		525		500		525		500		525		500		525		500		525		10,000		10,500

		Printing, post & stationery		3,500		3,675		400		420		400		420		400		420		400		420		400		420		400		420		5,900		6,195

		Advertising & promotion		3,500		3,675		1,340		1,407		1,340		1,407		1,340		1,407		1,340		1,407		1,340		1,407		1,340		1,407		11,540		12,117

		Bank charges		12,213		12,824		536		563		536		563		536		563		536		563		536		563		536		563		15,429		16,202

		Professional fees		4,071		4,275		300		300		300		300		300		300		300		300		300		300		300		300		5,871		6,075

		Insurances		2,900		3,045		1,200		1,200		1,200		1,200		1,200		1,200		1,200		1,200		1,200		1,200		1,200		1,200		10,100		10,245

		Bank/HP		7,000		7,350				0				0				0				0				0				0		7,000		7,350

		Equipment & vehicle leasing		0		0		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		9,000		9,000

		Payments relating to variable costs		35,000		36,750				0				0				0				0				0				0		35,000		36,750

		Capital Expenditure		0		0				0				0				0				0				0				0		0		0

		Other Payments		30,500		32,025				0				0				0				0				0				0		30,500		32,025

		VAT		0		0				0				0				0				0				0				0		0		0

		Owner's wages/salary		0		0		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		4,000		4,200		24,000		25,200

		Owner's National Insurance		14,000		14,700				0				0		0		0		0		0		0		0		0		0		14,000		14,700

		Loan repayments (incl. interest)		2		2		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		2,000		2,100		27,000		2,100		37,002		12,602

		Stock		0		0		2,111		2,111		2,216		2,322		2,327		2,554		2,443		2,810		2,565		3,091		2,694		3,400		14,355		16,288

		Consumables		32,568		34,196		0		0		0		0		0		0		0		0		0		0		0		0		32,568		34,196

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		18,687		19,366		18,792		19,577		18,903		19,809		19,019		20,065		19,141		20,346		44,270		20,655		138,811		119,818



		Income less expenditure		0		0		47,177		32,492		49,267		40,060		51,461		48,773		53,765		58,805		56,185		70,354		33,725		83,650		437,104		555,736

		Opening bank balance		83,128		26,484		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		155,797		16,436		47,177		32,492		49,267		40,060		51,461		48,773		53,765		58,805		56,185		70,354		33,725		83,650		33,725		83,650





Sheet3

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		60,960		51,340		84,564		61,679		138,423		115,764		160,242		176,062		444,189		404,845

		Cash received from debtors		33,790		32,635		47,568		37,448		65,863		64,313		65,863		97,812		213,084		232,208

		Capital/loans received		38,500		38,500		0		0		0		0		0		0		38,500		38,500

		Other Payments		0		0		15,000		12,000		0		0		0		0		15,000		12,000

		TOTAL £		133,250		122,475		147,132		111,126		204,286		180,077		226,105		273,875		710,773		687,553

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		25,500		26,775		19,500		20,475		12,000		12,600		12,000		12,600		69,000		72,450

		Premises (rent, rates & utilities)		4,000		4,200		3,000		3,150		2,400		2,520		2,400		2,520		11,800		12,390

		Telephone & Broadband		2,000		2,100		1,500		1,575		1,500		1,575		1,500		1,575		6,500		6,825

		Printing, post & stationery		2,000		2,100		1,500		1,575		1,200		1,260		1,200		1,260		5,900		6,195

		Advertising & promotion		6,465		6,788		5,748		6,035		4,020		4,221		4,020		4,221		20,253		21,266

		Bank charges		2,155		2,263		1,916		2,012		1,608		1,689		1,608		1,689		7,287		7,653

		Professional fees		1,700		1,785		1,200		1,260		900		900		900		900		4,700		4,845

		Insurances		4,000		4,200		3,000		3,150		3,600		3,600		3,600		3,600		14,200		14,550

		Bank/HP		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		20,000		21,000		15,000		15,750		4,500		4,500		4,500		4,500		44,000		45,750

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		20,000		21,000		10,500		11,025		0		0		0		0		30,500		32,025

		Other Payments		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		8,000		8,400		6,000		6,300		12,000		12,600		12,000		12,600		38,000		39,900

		Owner's National Insurance		2		2		0		0		0		0		0		0		2		2

		Loan repayments (incl. interest)		0		0		0		0		6,000		6,300		31,000		6,300		37,000		12,600

		Stock		17,241		18,103		15,328		16,094		6,653		6,987		7,702		9,300		46,923		50,484

		Consumables		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		113,063		118,716		84,191		88,401		56,381		58,752		82,430		61,065		336,065		326,934
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* The plan s to put a number of food

carts in key spots to make them
consumers.
* The choices of trying .
difforent variety of hot easier to see and get to (Kanda et

and could soup made
from vegetables, fruits
and beverages such as
juice and tea , wil bring
the home-made authentic
taste on the go( Redman,
2020)

al, 2024).
+ They plan to do this by constantly

coming up with new ideas and

changing their methods. <
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In the food industy, longlastng. gluen-free
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(Westey etal, 2021).
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Market saturation, consumer preferences
shift and unstable economy are the
Rotable risks identified in the business
(Gheorghe et al., 2070).

To manage these risks, the business will
purchase unique goods, such as gluten-
free foods (Siddiqui et al., 2022).

Menu items will constantly be changed
due to market research to keep pace
With changing customer tastes.

The go0d thing is that business have so
many ways to make money, internet
sales and events for example (Singh et
al., 2021).

s part of its multi-channel plan, Soups and
Juices on the Go will use social media sites.
tike Facebook and Instagram to reach the.
people it wants to buy from it.

The business will create attractive leaflets
featuring the special benefits of the business.
and distribute them in physical outlets close-
by, such as offices, gyms, and yoga studios
that are visited by healthy-minded people
(Quick et al., 2022; Rahman et al., 2021).
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Finance
Managmg Financial Risks

In terms of inancialrisks, there may be higher
sales and the operating costs would be high
then predicted.

+ For example, the business may experience fll

short because of change of customer demand,
intense competition, and economic uncertaint.
(Gonzilez-Sanchez et al, 2021; Williams er
at, 2020).

+ “This will have a considersble impact on the

entire sales, asthe fluctuation in revenue have
a strong relationship with the cash flow.

+ While the cart can cater for the increasing

operational expenses repaying loans can prove
to'be diffcul. In addition, it il be alsa
challenging to secure funding t nitial level for
the purpose of startup cost, purchases of
equipment, leasing payment, and inventory
‘payment (Dbouk ef al, 2020),

+ Ttwill also make delays in the future operations

s well as boost financial burden on the
investors and partners.

Minimize the Impact’
+ Tn order to deal with the risks of

decreased sale, it s beneficial for the
cart to monitor performance of sales on
daily basis and then project forecast
accordingly.

Moreover, with the use of marketing
strategies along with promotions, the
cart will be able to attract customers
and make them loyal to the business

(Prohorovs, 2022)
In order to deal with the funding issue,
it will be profitable to initiate collection
in advance and ensure open
communication with all the interested
investors.
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Conclusion

From the above report, it has been concluded that the business of Soups
and Juices on the Go is specialised in the offering of gluten-free soups
and sandwiches.The business specifically uses reusable cups and offer
heathy meal to the customers. The key channels that business use
includes; social media promotion and collaboration with local
collaborative.The above report has concluded the vision and mission of
the business, also enlightened the marketing research and financial
knowledge.Based on the analysis, it is predicted that the business will
get success, yes some areas needs improvement to secure high score on
the business success.
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Product/service

Gluten-Free
Soup
Sandwich
Combo
Cold
pressed

juices

Selection of
fresh drinks

Features
It comes with

both tasty
healthy
sandwiches and
Gluten-Free
soups that are
hand made with
products  from
local farms and
stores.
Consumers can
choose their own
mix of
ingredients out of
a selection of
vegetables and
fruits being able
t0 be as creative
as  they like
based  upon
recommendatio

n

A range of eco-
friendly

containers filled
with  freshly
squeezed drinks
made from fruits.
and veggies on

season

Benefits
Makes it easy
and healthy for
people who are
allergic to gluten
toeat.

It helps smal
farms and
promotes.
growing
methods  that
are good for the
earth
Dedicated  to
consumers with
specific _health
requirement
such as:
Diabetes,
Chron's disease,
prevent obesity
in children and

adults.

Offers a variety
of drinks that
keep  people
hydrated

The eco-friendly
method of
packing  cuts
down on trash
from single-use

plastics





