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Overview of the Business Idea
Product and Service
International Street Food Truck
Our street food business is a mobile catering business. It is well known for its low startup costs, flexibility, and it has creative freedom compared to traditional restaurants. We sell high-quality fresh product, fast food, ready-to-eat, traditional authentic home made with modern twists. We will also cater to diverse dietary needs such as, halal, vegan, vegetarian and gluten-free.
"During the initial phase of operations, our street food truck will be strategically located at the tram station in the Dudley area, as well as at selected local events and festivals. This approach will help us maximize visibility, attract diverse customer segments, and build brand awareness within the community." We will also introduce a corporate catering service targeting local business, weddings and different types of parties. Identifying which business ideas have real commercial potential is one of the most difficult challenges that executives face. Three tools-to determine utility, price, and business model-can help them invest wisely. Kim, W.C. and Mauborgne, R., 2000.  The Business Idea provides a method to consider the future viability of a business proposition in all basic aspects that make for longer‐term success. Van der Heijden, K., 2001. ‘ Street food also has high socioeconomic value, as it fosters preservation of the local cultural and food heritage, resulting in increased benefits from tourism and strengthened links with the territory.’ Alfiero, S., Bonadonna, A., Cane, M. and Lo Giudice, A., 2019.
Management structure
The International Street Food business will be led by the Owner/Managing Director(myself), as I will oversees strategy, finance and overall operations. Day-to-day activities will be managed by an Operations Manager, responsible for logistics, staff scheduling, and compliance. A Head Chef (which will be me) will handle menu development, food preparation, and kitchen quality. A Marketing Manager will drive brand visibility through social media, promotions, and events. Frontline service staff will manage customer interaction, food service, and cleanliness. Financial tasks such as bookkeeping, payroll, and tax compliance will be handled by a part-time accountant or outsourced firm. In the early stages, some roles may be combined and expanded as the business grows. To make existing service groups profitable-or to succeed in launching a new embedded service business-executives of product companies must decide whether the primary focus of service units should be to support existing product businesses or to grow as a new and independent platform. Auguste, B.G., Harmon, E.P. and Pandit, V., 2006
Legal Structure: Sole Trader – Street Food Business
The business will operate under a sole trader structure, registered with HM Revenue & Customs (HMRC) in the United Kingdom. As a sole trader, the owner (myself) will be solely responsible for the operation, management, and financial obligations of the business. This includes liability for all debts, taxes, and legal compliance related to business activities.
A SWOT/PESTLE analysis is utilized for the identification of the political, economic, social, technological, legal and environmental factors that have a positive or negative effect on the adoption and successful implementation of a port energy management system. Christodoulou, A. and Cullinane, K., (2019).

SWOT Analysis – International Street Food Business (Sole Trader)
The first step in choosing the appropriate strategies for a business is a situation analysis in which the current vision and goals are studied, followed by an internal analysis of strengths and weaknesses and an external analysis of opportunities and threats. Koivisto, S., Niemi, P. and Sevon, A.,
Using the SWOT framework to analyse the strength, weaknesses, opportunities, and threats of a business.
Strengths: unique offering with diverse international menu, low startup and operational costs, and the flexibility to trade at various high-footfall locations such as festivals, events, and transport hubs. The personalised nature of the business also allows for strong customer engagement.
Weaknesses: as a sole trader will have limited capital and human resources, high reliance on the owner for all functions, and potential operational challenges during bad weather or off-peak seasons.
Opportunities: Pop-up events, food festivals, and private catering, collaborations with local businesses, and eventually scaling into permanent or franchised locations.
Threats: High competition from other street food vendors or fast-food chains, economic fluctuations, changing food regulations, and the seasonal nature of street trading.

PESTLE Analysis – International Street Food Business
PESTLE analysis provides a framework for investigating and analysing the external environment for an organisation. Cadle, J., Paul, D. and Turner, P., 2010. 
	Factor
	Impact

	Political
	- Local council regulations and licensing for street trading and food safety.
- Potential impact of trade policies on imported ingredients.

	Economic
	- Inflation affecting ingredient costs.
- Cost-of-living pressures influencing customer spending.
- Opportunities in lower-cost takeaway markets.

	Social
	- Increasing consumer interest in diverse and authentic cuisines.
- Growing demand for fast, affordable, and convenient food options.
- Health-conscious trends may shape menu offerings.

	Technological
	- Use of mobile POS systems, delivery apps, and social media for marketing.
- Digital payments increasing customer convenience.
- Online platforms can expand reach and manage bookings.

	Legal
	- Compliance with food hygiene laws, health and safety regulations.
- Need for business insurance and proper tax registration (e.g., HMRC).
- Public liability and, if employing staff, employer’s liability insurance.

	Environmental
	- Weather conditions impacting daily operations.
- Rising awareness of sustainable packaging and eco-friendly practices.
- Waste management and carbon footprint considerations.





Marketing Strategy – Street Food Business
Strategy in marketing involves harnessing an organisation’s resources to meet customers’ needs through market analysis, an understanding of competitor actions, government actions and globalisation, together with consideration of technological and other environmental changes. Ranchhod, A., Gauzente, C. and Tinson, J., 2004. 
Our marketing strategy for the street food business focuses on building strong local visibility, creating a unique brand identity, and leveraging digital platforms to attract a broad customer base.
Our Primary Target Audience will be- People commuting via tram stations or attending public events, Students and Young Professionals (aged18-35), Local workers who is looking for quick lunch or Dinner, Food lovers seeking affordable, diverse, and authentic meals.
Secondary Audience will be- Tourists and Families exploring the local area, Festival, Concerts and Event Attendees.
 The brand will highlight Unique Selling Points (USP)- Authentic International Flavours, Friendly, Personalised Customer Experience, Quick Service, and Affordable, High-Quality street food.
Our Brand Identity-Fun, Vibrant, and Globally Inspired.
Our Tagline will be- ‘’Rolling the World’s Best Bites’’
 Social media marketing (Instagram, TikTok, and Facebook) will play a central role, featuring engaging content such as daily menus, behind-the-scenes footage, customer testimonials, and location updates. As well as some influencer collaborations will help increase reach within specific communities and during key events. Social media has become a platform that is easily accessible to anyone with internet access. Increased communication for organizations fosters brand awareness and often, improved customer service. Additionally, social media serves as a relatively inexpensive platform for organizations to implement marketing campaigns. Bajpai, V., Pandey, S. and Shriwas, S., 2012.
To drive foot traffic, the business will participate in local events, food festivals, and high-footfall areas such as transport hubs and markets. Eye-catching branding on the food truck and signage will reinforce brand recognition. We will also include Loyalty programs (e.g. digital stamp cards or discounts for repeat customers) and limited time offers will encourage customer retention.
We will use offline marketing by handing out flyers in nearby Offices, Universities, and Gyms. We'll also work with local businesses to promote each other. To improve our food and service, we'll listen to customer feedback and encourage online reviews to build trust. As the business grows, we plan to create a basic website with our menu, booking options, and event schedule, and may start using email marketing to stay connected with customers.

Funding Requirements & Expenses – Street Food Business (Sole Trader)
Total Funding Required:
Estimated Total: £15,000 – £25,000 (GBP)
(May vary depending on equipment quality, size of the truck/stall, and location)
This funding will cover the cost of startup and initial operations, including equipment, setup, licensing, marketing, and working capital for the first 3–6 months.
‘People who undertake business activity to generate greater earnings/accumulate wealth are more likely to use their own capital repayable funds.’ Stouder, M. and Kirchhoff, B., (2004)
	CASH FLOW
	 
	 
	 

	 
	 
	 
	 

	 
	MONTH
	 
	 

	Cash in
	1
	 
	 

	Loan- start up capital
	£15000
	 
	 

	Sales (total sales of product and/or services)
	£1200
	 
	 

	Other
	£1000
	 
	 

	Total cash in-flows (A)
	£17200
	 
	 

	
	 
	 
	 

	
	
	 
	 

	 
	MONTH
	 
	 

	Cash out-expenses
	1
	 
	 

	Rent or premises costs
	£0
	 
	 

	Business rates for your business premises
	£0
	 
	 

	Utilities (gas, electricity, water)
	£0
	 
	 

	Insurance
	£400
	 
	 

	Telephone and internet
	£30
	 
	 

	Marketing and advertising expenses
	£300
	 
	 

	Vehicle running costs
	£300
	 
	 

	Equipment purchase or leasing
	£2000
	 
	 

	Postage, printing, stationery
	£100
	 
	 

	Transport and delivery
	£200
	 
	 

	Professional fees (legal, accounting etc.)
	£150
	 
	 

	Cost of sales (Cost of product)
	£800
	 
	 

	Wages your own
	£1000
	 
	 

	Staff wages
	£800
	 
	 

	Any other
	£0
	 
	 

	Any other
	£0
	 
	 

	Total cash out-flows (B)
	£6080
	 
	 

	 
	 
	 
	 

	Your net cash flow (A-B)
	£11120
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