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[bookmark: _Toc212337283]Element 1: Business Idea, Products/Services, Objectives & USP
[bookmark: _Toc212337284]1.1 Business Idea
The proposed business venture, rolling roots, is a mobile food truck that brings globally inspired plant-based street food to health conscious city residents. This notion is based on the fact that the demand is shifting towards healthy and convenient food that is ethically and environmentally friendly. The boom in gourmet-style food trucks can be viewed as an example of how a market is evolving in terms of innovation, mobile nature, and customer experience that determines the emerging and shifting consumption habits (Bispo and Almeida, 2020). This model represents a combination of product and service features, i.e. provides physical food products and involves customers with mobile ordering, digital loyalty programs, and event-based communications. The idea is not in vain a trend-following, but it is supported with evidence-based on the intersection of sustainability and convenience, as the plant-based, street-food business serves as a socially innovative reaction to the changing needs of consumers (Becerra, 2025).
[bookmark: _Toc212337285]1.2 Products or Services 
Rolling Roots offers a short but flavorful plant-based street food experience, divided into mains (e.g. jackfruit tacos, lentil burgers), sides (e.g. beetroot crisps, hummus bowls) and drinks (e.g. kombucha, oat milk lattes). The products are designed to serve the demands of urban consumers to find fast, nutritious, and culturally appropriate meals in places that are over-saturated with ultra-processed or meat-based food (Mcclements and Grossmann, 2021). All the products are made in their environmentally friendly way, using eco-friendly packaging and local ingredients. The very nature of the format, being mobile and modular, serves to encourage flexibility in service, reduced carbon emissions, and flexibility to high traffic areas like campuses and festivals (Casson et al., 2020). The menu is designed in line with changes in consumer behaviour towards healthy convenience foods due to the focus on sustainability, affordability, and ethical issues (Samkange et al., 2021). Finally, this product-service hybrid fulfills a two-fold market need, that is, immediacy and impact, by filling the gap between ethical eating and food experiences and availability.
[bookmark: _Toc212337286]1.3 Business Objectives
The Rolling root business strategy is based on both short and long-term entrepreneurial goals that are based on sustainability and scalability. During the first 06 months, the primary objectives will be the establishment of food truck, brand presence through specific social media campaigns, vendor-supplier contacts, and operational break-even with the lean principles of the start-up. These markers are in line with the development of a minimum viable product model, which enables repeating the improvement process according to the feedback of customers and real-time data monitoring (Zemlyak et al., 2022). In the 12-24 months of operation, the business seeks to grow by adding the second vehicle in high-demand areas, creating a digital loyalty app, and finding event-based catering business. These goals are supported by an entrepreneurial spirit, which prefers the calculated risk, innovation, and the development of capabilities (Crick and Crick, 2024). The vision is not only limited to transactional value, but people, planet, and profit are the areas of triple bottom line impact. Such a set of goals makes the venture flexible, cost-effective, and culturally topical in a competitive and changing food-service marketplace.
[bookmark: _Toc212337287]1.4 Unique Selling Point (USP) 
This precisely matches the consumer trends, which are quantifiable: 39% of adults in the UK in 2023 are eating less feasibility of plant-based diets which are gaining popularity among millennials and Gen Z (1835) form 65% of the consumers of street food (Gregori et al., 2023). This is the competitive advantage of Rolling Roots. In contrast to the traditional food trucks which specialize in comfort food that is rich in calories, Rolling Roots produces high quality, globally inspired, plant-based, locally sourced dishes that help cut the supply chain emissions and cater to 52 percent of urban consumers with their focus on sustainability. GPS-based location system and mobile pre-ordering make the truck operationally effective, decreasing the average wait time, to less than 5 minutes, increasing service throughput during peak hours. Packaging is all compostable and there will be a 70 per cent reduction of single-use waste projected to be made up of the normal outlets. Its menu pricing, which is meals ranging between 6-9, serves the average UK lunch price of 7.40 presenting competitive pricing. With this combination of data-driven positioning, digital optimization and ethical supply chain practices, Rolling Roots is not only differentiated but is precisely constructed to fulfill the changing consumer requirements with operational efficiency and scalability of impact (Holzmann and Gregori, 2023).
[bookmark: _Toc212337288]Element 2: Business Environment & Competitor Analysis
[bookmark: _Toc212337289]2.1 Overview of Porter’s Five Forces
The Five Forces framework by Porter evaluates the attractiveness of the industry based on five factors; (1) competition rivalry- the level of competition in the market, (2) threat of entry-ease of entry and effect on profitability, (3) threat of substitute, (4) buyer bargaining power, and (5) supplier bargaining power. These forces play a vital role in entrepreneurial strategy specifically in low-entry and saturated markets such as street food where margins and differentiation are under stress (Pangarkar and Prabhudesai, 2024).
[bookmark: _Toc212337290]2.2 Industry Rivalry 
The street food market in the UK is becoming more and more crowded, and there are more than 70 operating food trucks in London (Roaming Hunger, 2025). The most direct competitors are Greedy Vegan ( Greedy Vegan, 2025), Club Mexicana, Vurger Co Street, Eat Chay, and What the Pitta that have plant-based menus at a price range of between £7-11. The indirect competitors are vegan-focused cafes (such as Pret a Manger and Mildreds), delivery apps (Just Eat, Deliveroo, and Uber Eats). The competition is also intense, but Rolling roots is able to compete by using the quality of chefs, under five minutes service times, and digitally integrated experience as ways of operational efficiency and retention of customers in a fragmented market (Stylist, 2025).
[bookmark: _Toc212337291]2.3 Threat of New Entrants
Although the market of food trucks in the UK seems to be easy to enter, it has considerable barriers to entry. Initial cost is between 10,000 to 35,000 to get vehicles retrofitted, equipment and branded (Upkeep One, 2025). Strict compliance with food safety also means that the entrepreneurs have to obtain a local authority issued street trading license (£300–£1,000) and register with the Food Standards Agency (ANNA Money, 2025). Brand differentiation is a vital success factor as these costs are combined with a shortage of location and the marketing needs.
[bookmark: _Toc212337292]2.4 Threat of Substitutes 
Alternative food products are growing. (1) It is estimated that meal kit delivery services in UK will exceed USD 2.9 billion, with a CAGR of 14.2, to provide an alternative of home-cooking (Grand View Research, 2025). (2) Ocado or Tesco which are grocery delivery platforms now have ready-to-eat meals. (3) Mass distribution is simplified with automated vending and dark kitchens (Aaron Allen & Associates, 2025). Rolling Roots curtails with place flexibility, on-demand service, and menus prepared by chefs and customized to on-the-go urban consumers.
[bookmark: _Toc212337293]2.5 Bargaining Power of Suppliers 
Supplier power is moderate as there is a wide range of produce wholesalers available in the industry of plant-based food trucks. An example is the Fresh Direct, which offers nationwide delivery at sustainable sourcing and prices, which can be adapted to scalable mobile operations ( Fresh Direct, 2025). Crowbond Foodservice, which covers London and the South East, delivers every day as well as flexible ordering- helps to be agile in a high turnover industry (Crowbond, 2025). The local sourcing through multiple vendors makes the business less dependent on one supplier, which decreases the switching cost and the general bargaining power of this competitive B2B supply arena.
[bookmark: _Toc212337294]2.6 Bargaining Power of Customers 
The increasing inflation in the UK food-to-go consumers have been price-aware but seek value-loaded alternatives that are ethically orientated. The total market spends increased to £48.2 billion in 2024 with 57% of the consumers considering restaurants or establishments that provided value-for-money meals less than 10 pounds (AHDB, 2024). It is in this price range of between £6 and £9 that our product is found, particularly in the case of Gen Z and millennial urban employees who may focus more on sustainability and convenience. Rolling roots attracts a repeat traffic by providing fast and plant-based food and loyalty programs, eliminating the bargaining power of customers in price negotiations.
The following table can summarize the competitive environment of the food truck business based on the Porters Five Forces model, with the strengths and weaknesses of the Rolling roots business model highlighted.
Table 1 Summary Table: Porter’s Five Forces.
	Force
	Strengths
	Weaknesses

	Industry Rivalry
	Niche plant-based focus; mobility provides access to diverse markets
	High competition in urban food-to-go; limited differentiation without branding

	Threat of New Entrants
	Eco-ethical niche reduces direct overlap; moderate capital required
	Low regulatory barriers attract new players; permits vary by location

	Threat of Substitutes
	Unique mobile presence and fresh, chef-led offering
	Competition from meal kits, vending, and grocery-ready meals

	Supplier Power
	Multiple local options; seasonal sourcing flexibility
	Limited specialty suppliers for specific ingredients may affect continuity

	Buyer Power
	Value-driven pricing and loyalty features reduce churn
	High price sensitivity; easy customer switching if expectations unmet



[bookmark: _Toc212337295]Element 3: Marketing – 4Ps, Market Segmentation & Digital Strategy
[bookmark: _Toc212337296]3.1 Market Segmentation 
Demographic: Rolling Roots will focus on people aged 18-40, including university students and early professionals with income between 22,000 and 40,000 per year, which is 72% of the street food customers in urban UK markets (GFI Europe, 2024). This population is very receptive to plant-based, fast-casual products and spends a lot of discretionary food money when commuting to work and having lunch.
Geographic: Rolling Roots has been strategically located in busy urban areas (within 500 meters of university campuses, business areas, and pop-up events areas) to take advantage of average pedestrian traffic (over 6,000 people/hour) in central London areas at lunchtime (Transport for London, 2024). Its mobile version is geo-flexible with the ability to rotate the site efficiently and appear responsively in food festivals and eco-conscious events.
Psychographic: The essence customer believes in health, sustainability and convenience. The majority of consumers in the UK are moving in the direction of flexitarians (more than 44 percent) and seeking sustainable food options (38 percent), so there is a resounding demand in ethical sourcing, low-emission, and eco-packaging. This segment aligns its consumption with the values of the individual and climate consciousness (USDA Foreign Agricultural Service, 2022).
Behavioral: Behaviorally, they want service of less than 10 minutes and regular vendors with mobile order and loyalty advantages. According to a 2024 Lumina study, 61 percent of Gen Z customers of food-to-go resume returning to vendors with branded value and apps to pre-order. Rolling roots aims at this with less than 5-minute delivery, app customization, and meal diversity based on busy health-conscious city lifestyles.
[bookmark: _Toc212337297]3.2 The 4Ps of Marketing
Product
The fundamental product value propositions of the food truck is the combination of an edited menu of plant-based dishes prepared with locally produced and seasonal foods, aimed at the balance between nutritional quality and convenience. Every product is made on a daily basis, and the issue of sustainability is also observed in the source of ingredients and bio-packaging. Innovation in products is the key to keeping the consumers interested in mobile food services (Koay et al., 2023), and the appealing aesthetics and the health-conscious composition are both attractive to both urban workers and students.

Price
It has a value-based pricing approach, which shows the quality and sustainability of the offering and at the same time competitive. The price of the mains is between RM18 and RM25, which fits in the plant-based fast-casual segment of Kuala Lumpur (Kind Kones, Tiffin Lab). Bundling and combos, e.g. wrap + juice RM28 encourage perceived value and encourage upsells. The pricing should be made to consider the fact that consumers are very sensitive to price based on their location, especially in the urban setting where inflation is still very high. Food trucks operators are able to capitalize on pricing as a source of profit as well as a key marketing tool in a very restrictive setting (Dewhirst, 2012).
Place
The mobile characteristics of the food truck will allow strategic locations in areas with high foot traffic like university campuses (i.e. University of Malaya), technological parks (i.e. Bangsar South), and events on the weekend (i.e. Riuh). Mobile ordering to pre-purchase is also provided through a web-based interface in addition to on-site sales, which enhances the flow of orders and convenience to the customers. Flexible and dynamic location assists mobile food communications in increasing accessibility and clientele gain (Lichy et al., 2022), particularly in the decentralized consumer environments of urban areas.
Promotion
Digital and local engagement is incorporated in a multichannel promotion strategy. Promotion (QR flyers, pop-up tastings) is implemented within the university areas. This is a synergy that guarantees the activation and retention of customers. Food trucks are forced to employ technology to develop a community and brand identity (Lichy et al., 2022), and digital-first strategies are effective in competitive urban environments.
[bookmark: _Toc212337298]3.3 Online/Digital Marketing Strategy
Digital marketing of the food truck builds on strengths of the platform to guarantee acquisition and retention. The movement of visual branding will be supported by Instagram and Tik Tok, which seize the trends of short content related to food that affect 60 percent of Gen Z dining options (Koay et al., 2023). An updated menu, preorder system based on geolocation and feedback portal will be placed on a responsive site that will enhance ordering efficiency and minimize customer churn. Search Engine Optimization (SEO) will focus on hyperlocal keywords including vegan food truck near me, which is essential because more than 76 percent of mobile users search options of foods around them (Drummond et al., 2020). Cooperation with influencers in the fitness field and eco-friendly bloggers will promote credibility and visibility within the psychographic groups. Such online activities will aim at raising the level of engagement and desire to repurchase, which research indicates is largely affected by perceived social presence and interactive digital marketing instruments (Loh & Hassan, 2021). Moreover, analytics will be used in campaigns to target previous buyers, offer personalization, and increase the brand loyalty. The approach is in line with the results that data-driven, social media-integrated solutions can serve to boost initial conversion and lifetime value within the food service domain (Yaiprasert and Hidayanto, 2023).
[bookmark: _Toc212337299]Element 4: Legal, Management and Financial Planning
[bookmark: _Toc212337300]4.1 Legal Structure
In the case of Rolling Roots, the best legal structure is a private limited company (Ltd) as it has the benefit of limiting liability, scalability, and tax efficiency. This is in contrast to a sole trader model where personal assets are in danger, formation of a Ltd guarantees that the entrepreneur personal assets are safe, which is much needed in the food service industry where the risks of liability are extreme as far as health and safety is concerned (Green and Talmor, 1985). Also, in the Ltd structure, it is possible to control business activity and intellectual property more and to find investors and expand operations. This flexibility is paramount because Rolling Roots looks to grow to other cities and collaborate with big events. The taxation is also conducive, the corporate tax is usually lower than the income tax of the sole traders and tax liabilities can be maximized through reinvestment strategies (Shavell, 2011). Moreover, brand credibility and trust increases under a registered company, which aids in acquiring customers in a competitive market on food services. Thus, the most strategic fit to the long-term growth, liability management, and market positioning objectives lies in making Rolling Roots a limited company.
4.2 Organisational Chart and Role OverviewFigure 1 Organisational Chart


Role Descriptions and Responsibilities
Managing Director and Founder (Full-time): Manages all the strategies, legal and financial issues. In charge of business development, financing, and compliance. Plays the role of the major decision-maker.
· Develops menu, maintains food quality, administers kitchen hygiene and supplying sources (Full-time or Co-founder): Chef. In charge of food safety legislation.
· Finance Assistant (Part-time, Outsourced): Manages bookkeeping, cash flows, cost and basic accounting. Approves applications and prepares financial statements.
· Operations Manager (Shared Position): Daily logistics such as truck maintenance, truck scheduling, supplier coordination and inventory. At a young age, this position can be worked on by the founder and the chef.
Initial level positions are sparse: a few of them are off-shored or even in joint ventures to save money, and there are intentions of bringing them in-house as the company continues to grow.
[bookmark: _Toc212337302]4.3 Financial Plan: Funding Needs and Sources 
Rolling Roots expects initial startup expenses of about £48,000 which includes purchasing a second hand food truck (£25,000), kitchen fit out and equipment (10,000), licenses and food safety certifications (3,000), initial branding and web development (2,500) and initial stock and uniforms (7,500). Such estimation is compared to the UK industry standards of plant-based food truck operations in cities.
In order to finance these expenses, two are identified, which include personal savings (£18,000) and a government-sponsored Start Up Loan (£30,000). UK Start Up Loan Scheme is provided with fixed interest rates and flexibility in repayment in five years with the ability to have mentoring services, thus it is appropriate to first time entrepreneurs with limited collateral. This mixture gives ownership retention and financial leverage and support mechanisms required in the initial stage of success.
The five key recurrent costs in the case of Year 1 are expected to be as follows:
1. Staff Wages- £22,000 (one full time chef and part time support staff)
2. Ingredients & Packaging -£14, 000 (plant based, eco sourced)
3. Fuel & Logistics -£4,500 (daily running and events travel)
4. Truck Maintenance and Insurance- £2,500.
These operational expenses are organized such that they are lean but provide quality, compliance and visibility. The margin model is based on breakeven at 50 meals/day at 50 prices where the operation is 26 days/month, and this is congruent with demand predictions of urban food trucks targeted at health-conscious price elastic customers.

Table 2 Year 1 Estimated Cost Breakdown.
	Category
	Cost (£)

	Staff Wages
	22,000

	Ingredients & Packaging
	14,000

	Fuel & Logistics
	4,500

	Marketing & Promotions
	3,500

	Maintenance & Insurance
	2,500

	Total (Operational)
	46,500
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