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1. Introduction
Bangla Bite is a proposed Bangladeshi street-food business that aims to bring the nostalgic flavours of Bangladesh to the streets of Hyson Green, Nottingham. The concept is inspired by the experience of Bangladeshi street food, where food is not only consumed for convenience but is also part of social interaction, culture and everyday life. Bangla Bite will initially focus on two popular street-food products: fuchka and jhalmuri.
Fuchka is a crispy, tangy, spicy and savoury snack that combines several flavours and textures in one bite. Jhalmuri, made from puffed rice mixed with ingredients such as vegetables, spices and sauces, provides a convenient and affordable snack that can easily be eaten while walking or socialising. Customers will have the flexibility to enjoy their food in a cone for takeaway or consume it near the business to experience authentic Bangladeshi street-food environment.
The concept is particularly influenced by my personal connection to Bangladesh and the feeling that an important part of Bangladeshi food culture is missing from Nottingham. Bangla Bite therefore aims to recreate a familiar taste and experience for the Bangladeshi community while introducing authentic Bangladeshi street food to a wider Nottingham audience.

2. Aims 
The business aims to make Bangladeshi street food accessible beyond the Bangladeshi community. By combining convenience with authenticity, Bangla Bite will allow customers to enjoy traditional flavours as a quick takeaway or as part of a social food experience. The brand will also sell an experience rather than simply a meal. The presentation of food in cones, the informal street-food environment and the opportunity to eat near the business will help recreate elements of Bangladeshi street culture in Nottingham.

3. Objectives
My main objectives are as follows however indicative targets are to be confirmed through market research and costing. Stated dates and figures are also subject to further research.
· Launch: Open Bangla Bite in Hyson Green by May 2027, offering fuchka and jhalmuri, within a start-up budget of £[X].
· Brand recognition: Reach 500 social media followers and at least 50 Google reviews averaging 4.5 stars or higher within the first six months.
· Diverse customer base: By the end of year one, ensure at least 20% of customers are from outside the South Asian community, measured through short customer surveys or loyalty sign-ups.
· Awareness and differentiation: Run 2 sampling or tasting events in the first three months and use menu signage that explains each dish's Bangladeshi origin, to set the business apart from Indian outlets.
· Pricing and margin: Price core items between £3–5 while achieving a gross margin of at least [x]% by month six.
· Customer loyalty: Generate [25]% of sales from repeat customers by month nine, tracked through a stamp or loyalty card.
· Expansion: Review performance at 12 months. If the business has been profitable for three consecutive months, pilot one expansion route such as catering or food events in year two

4. Company 
Bangla Bite will start trading as a private limited company (Ltd). Setting up in this way gives the business its own legal identity and will protect the owner's personal assets through limited liability. It also makes it easier to attract investment and expand in future than it would be as a sole trader.
At first, the business will be owned and run by its founder. I will take responsibility for strategic decisions, managing finances, building relationships with suppliers and developing the business overall. As Bangla Bite grows, staff may be taken on to help with food preparation, serving customers and daily operations. If expansion calls for more funding, bringing in outside investors or additional shareholders could also be explored.
Before opening, Bangla Bite will meet all relevant UK requirements for food businesses. This includes registering with Nottingham City Council 28 days before trading, putting proper food hygiene procedures in place and following health and safety regulations.

5. Idea Description
Presentation is central to Bangla Bite's value proposition. Rather than treating packaging only as a functional container, the business will use it to communicate cultural authenticity and create a memorable experience. This reflects Pine and Gilmore's (1998) argument that consumers increasingly value experiences, not just products. Research in multisensory perception also shows that visual presentation and serving vessels shape how food is perceived and enjoyed (Spence and Piqueras-Fiszman, 2014). For a product unfamiliar to many target customers, presentation is therefore part of the product itself.
Jhalmuri will be served in paper cones (Figure 2)  designed to look like the newspaper cones used by street vendors in Bangladesh. This aims to create a sense of nostalgia for Bangladeshi customers. Holbrook and Schindler (2003) found that nostalgia can strengthen emotional bonds between consumers and products. For other customers, the cone signals authenticity and gives the product a distinctive look that suits social media sharing.
Traditional newspaper cannot be used, however. Printing inks can migrate into food, particularly oily or moist products, and all packaging in contact with food must comply with UK food-contact regulations (Regulation (EC) No 1935/2004, as retained in UK law; FSA, 2019). Bangla Bite will therefore use food-grade greaseproof paper printed in a newspaper style, potentially including Bengali script and brand messaging. This preserves the nostalgic look while meeting safety requirements. The cones will also double as a branding tool, as Underwood (2003) argues that packaging can communicate brand identity directly at the point of consumption.
Fuchka (eat-in)
For customers eating at or near the stall, fuchka will be served on specially designed plates with a small central bowl for the tamarind water (Figure 1). Customers can dip each piece themselves, which keeps the shells crisp until eaten and recreates the interactive, hands-on way fuchka is enjoyed in Bangladesh. For customers new to the dish, this format also makes the experience more engaging. Clear guidance from staff on how to eat it can help reduce hesitation about trying unfamiliar food.
Fuchka (takeaway)
Fuchka presents a specific packaging challenge, because the shells soften quickly once in contact with liquid. For takeaway orders, the shells, filling and tamarind water will be packed separately so customers can assemble the dish just before eating. This maintains quality and freshness, protecting the brand's reputation for consistency, which is one of the business's stated objectives.
The final presentation format for fuchka has not yet been decided and will be tested before launch. In line with the lean start-up approach adopted in the market research section (Ries, 2011), alternative serving and takeaway formats will be trialled during tasting sessions and the pop-up trial. Customer feedback will focus on ease of eating, freshness, visual appeal and perceived value. Practical factors such as cost per unit, preparation time and the availability of compostable or recyclable materials will also be assessed. The preferred design will be the one that best balances authenticity, [image: FUCHKA RECIPE: How to Make Fuchka at Street Full Prosessing !! Bengali  street Food Dhaka city uttora in Bangladesh][image: Jhalmuri | Spicy Puffed Rice | Bangladeshi Street Food — The Spice Odyssey]practicality and cost.Figure 1 Rice, P. (2020). The spice odyssey. [online] The Spice Odyssey. Available at: https://www.thespiceodyssey.com/eat/jhalmuri [Accessed 2 Oct. 2026].Tasty Twesty Foods BD (2023). Fuchka recipe: How to make Fuchka at street full prosessing !! Bengali street
Figure 2 Rice, P. (2020). The spice odyssey. [online] The Spice Odyssey. Available at: https://www.thespiceodyssey.com/eat/jhalmuri.












6. Methodology
This proposal will use a desk-based research approach that relies only on secondary data, Primary data, such as surveys or interviews, will not be collected at this stage. This approach suits the early stage of a business proposal, as it gives access to large, reliable datasets, such as national census figures, that a single founder could not collect alone, and it is quick and low-cost (Johnston, 2014).
Data sources
Four types of secondary data will be used:
· Official statistics: ONS Census 2021 data and Nottingham Insight, to measure the size and growth of Nottingham’s Bangladeshi and wider Asian population.
· Industry reports: Mintel, Business Gateway and Mordor Intelligence, to assess the size and growth of the UK fast-food and street-food markets.
· Public business records and listings: Companies House, Food Standards Agency hygiene ratings and platforms such as Deliveroo, Uber Eats and Tripadvisor, to identify comparable businesses in London and Birmingham and potential competitors in Nottingham.
· Academic literature: peer-reviewed studies and established texts on experiential consumption, nostalgia, packaging and food neophobia, to interpret consumer behaviour and support business decisions.
Each source will be evaluated for credibility, relevance and currency before use (Saunders, Lewis and Thornhill, 2019). Government and academic sources will be prioritised, while commercial and online sources will be used mainly to show what comparable businesses offer and charge. Qualitative sources will be analysed using document analysis, identifying recurring themes and cross-checking findings across sources (Bowen, 2009). Competitor information will be interpreted using Porter’s (2008) five forces framework to assess how attractive and competitive the market is.
However, secondary data is not collected specifically for this proposal, so it cannot directly measure demand for Bangladeshi street food in Hyson Green (Bryman and Bell, 2015). Some figures are national rather than local, market-size estimates vary between providers, and online listings may be out of date. Findings will therefore be treated as indicators of demand, not proof of it. Primary research, such as a customer survey or pop-up trial, is recommended before significant investment. As no human participants will be involved, ethical approval will not be required at this stage.




7. Market Research and Validation
Market context
Bangla Bite would enter a growing UK food-to-go sector. Mintel (2025) projects the UK fast-food market to reach £40.5 billion in 2025, growing faster than inflation, with younger consumers driving demand for global flavours. Within this sector, street stalls and kiosks are forecast to grow at around 3% a year to £2.0 billion (Euromonitor, cited in Business Gateway, 2025). Independent operators also continue to account for a majority of the UK foodservice market (Mordor Intelligence, 2025). This suggests that small, specialist businesses can compete alongside chains. These figures describe the wider market, however, not demand for Bangladeshi street food specifically, so they show a favourable environment rather than proven demand for the concept.

Local demand indicators
Census data shows that Nottingham's Bangladeshi population roughly doubled between 2011 and 2021, from 1,049 to 2,223 residents, while the city's Asian British population rose to 14.9% (ONS, 2022). Nottingham also has a relatively young population with a large student cohort (Nottingham Insight, 2025). This matters because younger consumers are the group most associated with trying global flavours (Mintel, 2025).
The location of Hyson Green is supported by its diverse population and established South Asian retail presence. Bangla Point, a business serving the Bangladeshi community, already operates on Gregory Boulevard, and a further Bangladeshi store has opened more recently in Sneinton (Companies House, 2025). These businesses sell groceries rather than prepared food. Their presence nonetheless suggests a stable and growing Bangladeshi customer base in the city, which is a positive indicator for Bangla Bite's core segment.
Comparable markets
Specialist Bangladeshi Street food has established itself in UK cities with larger Bangladeshi communities. In London, Green Street in Newham hosts outlets focused on fuchka (Tripadvisor, 2025). In Birmingham, several businesses in Small Heath, such as Chotpoti and Ponchokhana, sell fuchka and chotpoti at around £4.50–£5.95 per portion (Deliveroo, 2025; Uber Eats, 2025). Commentators have also noted a wider shift as Bangladeshi entrepreneurs move away from marketing their food as "Indian" and promote a distinct Bangladeshi culinary identity (Hungry Bangla, 2025).
These examples suggest the concept is commercially viable. However, London and Birmingham have far larger Bangladeshi populations than Nottingham, so their success cannot be assumed to transfer directly. Bangla Bite will therefore need to attract customers beyond the Bangladeshi community to reach sufficient sales volume. 

Target segments
· Bangladeshi and wider South Asian consumers: motivated by nostalgia, familiarity and authenticity.
· The wider Nottingham population, including students: motivated by novelty, affordability and convenience.
A key risk for the second segment is food neophobia, a reluctance to try unfamiliar foods (Pliner and Hobden, 1992). This supports using tasting events and clear menu descriptions to lower the barrier to a first purchase.

Validation
Taken together, the secondary evidence provides initial validation for Bangla Bite across three tests. First, a customer base exists: Nottingham’s Bangladeshi population has roughly doubled since 2011 (ONS, 2022), and specialist Bangladeshi grocery stores now operate in both Hyson Green and Sneinton (Companies House, 2025). Second, the concept is proven elsewhere: specialist fuchka outlets operate successfully in London and Birmingham (Tripadvisor, 2025; Uber Eats, 2025). Third, there appears to be a gap in the local market: desk research of online listings and delivery platforms has not identified any outlet in Hyson Green dedicated to Bangladeshi street food.
Because these findings are consistent across different types of sources, they strengthen confidence in the concept. However, they remain indicators rather than proof, as none of the data measures demand in Hyson Green directly. Desk research may also miss smaller or informal traders. As noted in the methodology, primary research is recommended before significant investment, to confirm willingness to buy, acceptable prices and customer response to the products and presentation

8. Risks
· Not enough demand: Nottingham's Bangladeshi population (about 2,200) is much smaller than London's or Birmingham's in comparison. A way to mitigate the issue could include a shorter operational hour including a Thursdays to Sundays timetable depending on demand. 
· It is weather dependant/seasonal 
· Relative high risk of other business adding the same items to their menu.
· Founder dependence, initially the business will not employ additional staff to reduce costs.
· Packaging will have to go through trial and error
· Initially business revenue might not exceed total expenses or losses as one of the principals include being affordable. 
· Licensing, a stall needs street-trading consent from Nottingham City Council, as well as food business registration.
· Additional cost of food hygiene training.
· Possible incorrect labelling of allergens and avoiding cross-contamination which will require further training. Dishes contain several of the 14 legally listed allergens, including mustard, gluten (semolina shells), egg and possibly peanuts. 
· Inconsistent quality or poor reviews, which spread quickly online. 


9. Gantt chart 
The Gantt chart (Figure 3) sets out an indicative 19-month plan, divided into six phases: research, planning, legal set-up, testing, launch and post-launch review. The sequence reflects key dependencies. Market research and supplier quotes must be completed before costings and prices can be finalised, and food business registration must take place at least 28 days before trading begins. Licensing and registration therefore sit on the critical path, as delays here would directly postpone the launch.
The pop-up trial in month 5 is deliberately placed before launch, so that customer feedback and the fuchka presentation trial can shape the final menu and packaging. This reflects the lean start-up approach adopted throughout the proposal (Ries, 2011). Three milestones mark key decision points: the launch in month 7, a six-month review of performance against the business objectives, and an evaluation of expansion opportunities at month 19.
[image: ]The timings are provisional and will be refined once research findings and costings are confirmed. Figure 3 Gantt chart
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