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	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

The organisation will work within the online food service sector. Mobile/Online Food Services comprises establishments that prepare and serve meals as well as snacks to be consumed immediately either from motorised carts, or other non-motorised vehicles.
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Figure 1: Logo
(Source: Angel, 2021)

Forward Fooding, a food truck headquartered in United Kingdom, world's first collaborative platform for the food and beverage industry is driven by ethnicity to provide a loyal client base looking for more flavoured Latin dishes (Kamath, 2018).
Forward Fooding seeks to inspire love by surrounding people with Latin cuisine, and delicious meals which are embracing international food and culture. Forward Fooding intends to bring its mobile kitchen for food and drink to festivals, parks, business structures breweries and other events in the United Kingdom metropolitan area. Potential future expansions include expanding the number of food vendors available as well as meals delivered on demand and setting up a food kiosk at a local market.
Foodie Gonzalez returned to her hometown to start her own business after having worked in renowned restaurants for more than a decade, including under the famous Chef Jose Andres. While she has been trained classically by world-class chefs Gonzalez's parents' preparation of the traditional dishes in their kitchens influenced her deeply (Blundel, Lockett, and Wang, 2017).






	INDUSTRY ANALYSIS

[image: IMG_256]
Figure 2: Porter's Five Force Model
(Source: Info diagram, 2019)

The threat of new entry 
It is anticipated that the food truck business will be approximately 20% between £800 and £985 million by 2019. According to a study conducted by IBISWorld, the market for street food vendors will reach £3.2 billion in 2018 at an annual rate of 4.2%. The IBISWorld report indicates that street food vendors and food trucks are increasing their investment in speciality authentic ethnic, traditional, and Fusion meals.

While the IBIS World report predicts that demand will fall in the coming five years, it also highlights that large urban areas can be sustainable in their growth. In the overall food service industry, street-based vendors have been a shining beacon (Bruijl, and Gerard, 2018).

The food business is currently expanding throughout its lifecycle. Some people, including speciality chefs who want to expand their businesses, have chosen to operate a food truck rather than establish a full restaurant due to the low startup costs. In the first year, starting a portable food truck typically costs between £55,000 and £75,000.


Threat of substitutes
There are approximately 12,000 restaurants in the UK metropolitan area. The UK metropolitan area is home to over 60% of the state's restaurant industry. The SAM is expected to cost around £360 million (Moreno-Izquierdo, Ramón-Rodríguez, and Perles-Ribes, 2016).

The food and street vendor industry on the move is classified based on consumer type or cuisine type (Mobile food stalls, mobile concession stands, snack carts on wheels, street food sellers, and mobile food concession stalls.


Bargaining power of customers
Restaurant chains, one-location full-service restaurants, food service providers, catering companies, quick-service cafés, and snack bars are all examples of competitive secondary industries (Venkataraman, 2019).

Bento Bus describes itself as a food truck with Japanese influences that sells eco-friendly goods and serves organic meals. The Blaxican serves "Mexican soul cuisine," which is a combination of traditional Southern comfort food and Mexican cuisine. Forward Fooding's main rivals would be the three food trucks because they offer "ethnic food" while Forward Fooding only serves traditional UK fare. The majority of competitors' dinner dishes cost between £10 and £13 per serving. The meals at Forward Fooding will run you £6 to £13 (Parker, 2018).

"Proven to be an effective vehicle for fostering diverse entrepreneurship," according to the Off the Grid mobile food Trends and Insights survey. Women own 30% of mobile food businesses, immigrants own 30%, and LGBTQ individuals own 8%. As with Forward Fooding, the operator is frequently the company's primary identity.


Bargaining power of suppliers
UK is also taking on the trend that is widespread in eating in food halls. On one hand, these areas that are run by community members that have shops and food sellers offering their products along with food trucks are not the primary competition. They additionally give potential to future development as undertakings layout client connections nearby. Aside from these changes, UK is known for its extensive culinary corridor, which includes several well-known Asian and Hispanic restaurants, and it has always been open to different cuisines since the days of Buford Highway (also known as "BuHi").

A growing Hispanic and Latinx community lives in the UK metropolitan area. Metro UK has approximately 500,000 Hispanic and Latino residents with an increase of 150 per cent projected until 2040. Latinos living in metro UK have an average time of 26.




















Competitive Rivalry: Who are your main competitors and how can you differentiate yourself from them

	Name of competitor
	Differentiation (Price, Location, Quality and Food type)

	Forward Fooding
	£6-£13, Varies, Mid to high, Latin

	Mac the Cheese

	£10-13, Rotates, Mid, American/ Comfort

	The Fry Guy
	£13+, Buckhead, High, American

	The Blaxican
	High-end, Midtown, High, Soul/Mexican fusion

	Mixed Up Burgers
	£10, Varies, Mid to High, Latin













	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
Key Management Personnel

Cameron Hamilton and Lola Gonzalez are two well-known people in management who have been friends since they were in college. The management team oversees raising money for the business and getting loans to get it off the ground. Here, the personnel's most important background information is summarised.
For the past 15 years, Chef Lola Gonzalez has worked under some of the most well-known chefs, most recently James Beard Award-winning Chef Jose Andres, and Chef Gonzalez has always had a passion for cooking. Her role in the business is to serve the role of "the persona" and company's namesake cooking meals, conceiving ideas for cuisine, and overseeing the day-to-day activities in Forward Fooding (Olanrewaju et al 2020).
Cameron Hamilton has nearly two decades of accounting and finance experience in the hospitality industry. He holds a master's degree in business administration in addition to a bachelor's degree in hotel and tourist management. He established and operated numerous successful hotels. Accounting, finance, and company operations are examples of contributions to the business.

Advisory Board
The business does not intend to establish an advisory board and plans to operate at a low cost for the first year. It is management will perform an extensive analysis and debate on the need to establish an advisory committee after the close of one-year operations.

MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Stephen Ngo
	Certified Professional Accountant (CPA),
	There are options for accounting consulting services.

	Joanna Johnson
	An attorney and friend of chef González,
	Make suggestions for business formation and legal services.








	MARKETING: The Four P’s must be used to describe your marketing strategy

Overview
The company will pursue an individualised marketing strategy. Marketing, sales promotions public relations, sales promotion, along with personal selling, will form part of the promotional mix. With the target of the millennial consumer, foodie social media platforms will be the mainstay of the promotional mix. A variety of social media content with content in as well Spanish in addition to English will be created. The company will launch a campaign for crowdfunding using two crowdfunding sites to help with both public relations and funding.
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Figure 3: 4P's of Marketing Mix
(Source: Byju’s, 2019)

Advertising and Sales Promotion
Like any crowdfunding strategy for marketing via social media begin with the creator’s family and friends. Forward Fooding will publicise the crowdfunding campaign and will be promoted to their friends and family as well as their networks, particularly Instagram, Facebook, and Twitter members to communicate the crowdfunding information. While they are at it, Forward Fooding must develop a stronger fan base and establish a sense of belonging an integral part of this Lola family.

Forward Fooding will post its address on Facebook, Instagram, and Twitter frequently, if possible, every day, to create an online community for crowdfunding. The act of inviting customers to try their cuisine will help bring awareness to the subject. It is beneficial to provide all backers who have reached a certain amount, such as fifty dollars, on a particular day, a free meal when the campaign is nearing its conclusion. Social media sharing in the days leading to and when the event is scheduled may make it easier for other backers to take part (Frederick, O'Connor, and Kuratko, 2018).

Every week reports of the campaign as well as the project in general are expected. Backers can feel an integral part of the Forward Fooding community by adhering to the campaign via Facebook as well as Twitter and sharing educational material. Each meal will be preceded by a request from the server to visit the crowdfunding website and consider giving. Cards with details about crowdfunding and social media will be handed out at the highest-profile place and the counter.

Forward Fooding will construct its website before beginning the crowdfunding campaign. For creating and disseminating information about the Forward Fooding brand, vision menus, videos, staff, and events, the website is an excellent resource. Fans who are unsure whether to support crowdfunding initiatives can benefit from this resource. The following information will be available on the website:
· Our History. Please respond to the following questions: What are the core beliefs of Forward Fooding? How did the company begin its existence? What is the period Forward Fooding has been in activity? Include images from Gonzalez, the head chef.
· Menu. A list of prices and current offers
· Events Calendar. Customers will be able to find the truck at various promotional events and locations.
· Social networking websites. Before launching your crowdfunding program, certain steps are taken to increase your social media following. If a significant social media presence already exists an organisation should vigorously promote its social marketing campaigns for at minimum three months before when the crowdfunding campaign begins (Kuratko, 2016).


Facebook Content and Advertising
The video pitch for the campaign which will be shared as an official Facebook post could serve as the most important piece of information. The caption may include a link to a crowd funding campaign. The same video of high-quality that was uploaded to the campaign's website will encourage viewers to go to Kick starter to find out more about the campaign and rewards for backers.

Boosting or promoting an existing Facebook post for less than £5, as well as promoting posts for a page for a business that is comparable to Forward Fooding's, might be effective. Engagement and reach will rise significantly from their current levels. Promoting at least three or four posts in the first two weeks might be extremely helpful.
Video Views Advert video advertisements have more ambition than posts promoted and can cost more.
Video Views Advertisement video advertising is more ambitious and more expensive than content that is promoted.

Crowd funding Campaigns
Instead of stock, it utilises an incentive-based system where participants receive prizes or benefits, which results in "low-cost financing and a community of supporters who are now in interest in seeing your project succeed (Baker, and Welter, 2018)."
Food start will host Forward Fooding's crowd funding campaigns for three reasons: It serves a niche market; It will stand out from the crowd because it faces less competition from other crowd funding initiatives; and because it has established its name or brand, a greater number of potential donors are aware of it.

Publicity
Social media might be a good way to promote these crowd funding platforms like Food starter and Indiegogo. It enables you to communicate with your followers and inform supporters and funders of upcoming financial milestones. It is the first step toward making Forward Fooding more visible on Twitter, Instagram, and Facebook. Your content will get more exposure and be more easily accessible if you use a consistent hashtag particularly Instagram and Twitter. Hashtags are gradually gaining popularity on Facebook. All printed items will have the hashtag printed on them.

Forward Fooding will need to locate social influencers engaging or people on social media who help share knowledge and get followers. Fans, acquaintances, local food suppliers, and non-competitive local companies might be enlisted to promote Forward Fooding's name, mission, values, and other things. The crowdfunding strategy will utilise an innovative incentive-based system and will follow the reward structure:
· Five dollars or more (unlimited) You will receive exclusive updates on the progress of fund-raising.
· More than £10 (up 500£) 11% OFF and a coupon for £1 off purchases coupon
· Over £20 (200) A BOGO! Purchase one entree and get one meal for free.
· More than £50 (100) Coupon for a free meal (Davidsson, Delmar, and Wiklund, 2017)
Forward Fooding will also inquire about feature stories with local print and online publications, both in English and Spanish, to capitalise on the interest generated by social media and this crowd fundraising project. Social media is typically used for content sharing and advertising. Contacting local broadcasters (radio or television) can also lead to opportunities. Forward Fooding will hire an intern in social media to assist in the creation and execution of an online content strategy.




	FINANCIALS 

Sources of funds: where would you be getting funds from?
The biggest source of funds for the start-up is crowd funding or the fund-raising means.

Use of funds

	
	Month 1 (In pounds)
	Month 2 (In pounds)
	Month 3 (In pounds)
	Month 4 (In pounds)
	Month 5 (In pounds)
	Month 6 (In pounds)

	Revenue (from your operations and marketing section)
	800000
	1000000 
	1200000 
	1700000 
	2500000 
	3000000 

	Fixed Costs
(List out your fixed costs)






	250000 
	250000 
	300000 
	350000 
	360000 
	370000  

	Variable Costs
(List out your variable costs)








	300000 
	300000  
	150000  
	170000  
	200000 
	300000 

	Profit 
	250000
	450000
	750000
	1180000
	1940000
	2330000












REFERENCES
1. Baker, T. and Welter, F., (2018). Contextual entrepreneurship: An interdisciplinary perspective. Foundations and Trends® in Entrepreneurship, 14(4), pp.357-426.
2. Blundel, R., Lockett, N. and Wang, C., (2017). Exploring entrepreneurship. Sage.
3. Bruijl, D. and Gerard, H.T., (2018). The relevance of Porter's five forces in today's innovative and changing business environment. Available at SSRN 3192207.
4. Davidsson, P., Delmar, F. and Wiklund, J., (2017). Entrepreneurship as growth: growth as entrepreneurship. Strategic entrepreneurship: Creating a new mindset, pp.328-342.
5. Frederick, H., O'Connor, A. and Kuratko, D.F., (2018). Entrepreneurship. Cengage AU.
6. Kamath, R., (2018). Food traceability on blockchain: Walmart’s pork and mango pilots with IBM. The Journal of the British Blockchain Association, 1(1), p.3712.
7. Kuratko, D.F., (2016). Entrepreneurship: Theory, process, and practice. Cengage learning.
8. Moreno-Izquierdo, L., Ramón-Rodríguez, A.B. and Perles-Ribes, J.F., (2016). Pricing strategies of the European low-cost carriers are explained using Porter's Five Forces Model. Tourism Economics, 22(2), pp.293-310.
9. Olanrewaju, A.S.T., Hossain, M.A., Whiteside, N. and Mercieca, P., (2020). Social media and entrepreneurship research: A literature review. International Journal of Information Management, 50, pp.90-110.
10. Parker, S.C., (2018). The economics of entrepreneurship. Cambridge University Press.
11. Venkataraman, S., (2019). The distinctive domain of entrepreneurship research. In Seminal ideas for the next twenty-five years of advances. Emerald Publishing Limited.
2

image4.png
PROMOTION

4Ps of Marketing Mix




image1.png
Prifysgol Cymru
Y Drindod Dewi Sant
University of Wales

Trinity Saint David




image2.jpeg
FOR ?ARD
FO®DING




image3.png
PORTER’S FORCES - PUZZLES

Competition

Get these slides & icons at www.infoDiagram.com




