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Executive summary
We will trade In Victoria Cardinal Place from a market stall selling fresh produced pasta. We aim to have excellent ratings in food hygiene standards as well as guest reviews websites such as TripAdvisor (The guardian 2012). We aim to produce pasta to sell in central London markets as well as offering catering services or pre-ordered meals. The average-high price of 7.5 pounds per meal will attract most ages and backgrounds from mid-high level customer in search for a healthy alternative. Research demonstrate that the street food market is growing in national interest, because of search for alternatives as well as due to the growing number of tourists (IZettle, 2016).
We operate in different street food markets around central London, mounting daily at the location. We aim to target the mid-high spending customer looking for a healthy alternative. The objective is to expand into a large brand operating at multiple locations in Central London. We intend to serve and average of 50-150  per day, providing a nice environment with free WI-Fi and a reusable and recyclable packaging, and may ways to order or pre order your food either cooked or to cook at home. This stylish service encapsulates our branding concept of a fresh alternative at the average speed standards. We look to have a competitive price and enjoy high sales.

The London Street food industry, its competitors and their weaknesses
There are two types of customers: those who come to the market and those which we previously agree to serve such as catering or office lunches. The majority will be passers by the market or will find us, others will be contracted. We must keep high hygiene rates.
Food Safety Ratings is the most important rating system as well as TripAdvisor. Food safety is rated by the Government agency and sets the hygiene of the business (Sutton, 2017). TripAdvisor are customers rating their experience online. One takes no commission the other a small fee if you work with them. While the foos safety agency is governmental and mandatory TripAdvisor is private. However, TripAdvisor pays Google for top ratings and together with its service is very popular and reliable. 
We need to be top rated and serve between 50 and 150 meals. The service will include a home reusable and recyclable packaging together with option to pre-order pre or ready cooked meals. Alongside, we need to be up to date with the industry requirements by attending food safety trainings and attending TripAdvisor conferences. 
The Main UK Pasta Street Food Brands: 
The London Market has super food stalls, with multiple locations and warehouses and a number of stand alone’s and others. La Tua Pasta is very large organisation expanding trough London. Their core product is fresh made local pasta served at different locations (La Tua Pasta.com). The brand is enjoying strong success due to the strong and detailed management control, economies of scale and strong group contracts.
The individual with multiple locations is for example “Pasta e Basta”. These are smaller and varying in size. It is likely to be self-managed with cash management control systems in place. All systems are computerised to control cash flow and bonuses are given on turnover and profit. Some businesses answer to a head office while we intend to have a self managed basis. It is imperative that we have computerised cash control systems in place and head office accounting for purchase and sales. We will have cash reconciliations systems for sale, one of the owners always on site (pasta e basta.com).

Premises type, location and the economies of scale
Fresh Pasta will operate in the Victoria area five days a week, Monday to Friday and will serve food at lunchtime. In the prospective of economies of scale would be preferable to increase locations and selling days and the number of customers. There are opportunities in the street food stalls. We will be located close to mayor transportations systems and heritage sites.
Market stall
The market staff can be a pop-up gazebo of 4x4 operable by 2-3 staff a day. This market is dominated by larger more established brands who use these outlets for their successful product. They already serve major brands or businesses and have very distributions outlets (La Tua pasta and others). They control the market with their scale and so with the costs of raw materials as well as finished products (Startisans markets, 2017)
Street food stalls can very, some or vans, some fixed stalls and some dismountable. The last model is preferable because would enable to sell at more markets and events than using a van which is not allowed everywhere. The stall would be mounted and dismounted every day and the van either parked in the area in selected parking spots. This model would also allow us to do deliveries and catering services on call depending on need.
	
Customer Demographics, market trends, existing customer geographic ranked by size, customer profiles, requirements, market trends, forecasts, our forecasts of marketing trends
The first people who go to markets are Londoners coming for lunch, as well as tourists from USA, EU but also all over the world. 
Traditionally, the street food business has been associated with alternative fresh produce. Its profile its mixed gender between 18-45 groups focused on alternative fresh and local produce. This is has been more profitable with short quick sales.  Modern debit/card tills systems and pre ordering or to cook options together with Wi-Fi will make it easier to create the necessary environment to operate. The model will attract most of the group looking for an alternative to the usual provided as well as contract jobs with others. Customers require pleasant and comfortable experience at a reasonable rate. These include: central locations, safe environment, WI-FI, local, clean, friendly, personalised and in good condition. 
This market is very competitive with high service expectations, staff presentation and knowledge, for the minimum price with the most services included. We expect to have additional contracted work with other businesses. We expect to be very focused on making systems more efficient and effective to reduce costs and increase yields. Customer expectation and competition drive these trends. Because people have been driven away by the fast pace of today’s world they move towards stalls offering better offers than regular restaurants. 
Today stalls can offer quality food at a cheap price in a nice environment. We forecast a demand in alternative food provided at market stalls, were primary drivers are right cost for a qualitative service. Also a greater interest in smaller brands as opposed to large brands for their personalised offering and additional offerings.



Marketing Plan: Methods to achieve objectives, how to improve sales and target areas:
Our mission is to expand into a large brand with the best price/service and high ratings. We will market ourselves in accordance with our statements and undertaking continuously market research to understand customer’s profiles, needs, and how to best reach them.
The methods we are going to use to reach these objectives are: to strengthen the operational model to growth the brand; excel in ratings; expansion; work of mouth and repeat customer; emphasis on contracts and catering; improvements of operations (McCain Foods, 2017).
We want to improve sales by improving our online platforms, and by so increase google presence and awareness to attract more directly. Also improve our contracted services so to spread the word, increase these and expect a regular income on these. So to continuously undertake marketing analysis and seek advertisement. We will focus on central London Zone 1 as to keep transportations costs down (Mobile Cuisine, 2017).

SWOT Analysis: 
Strengths:
· We can operate effectively In Central London
· Achieve high hygiene and rating standards
· Excellent website
· Efficient operations in place
· Competitive pricing
· Brand popularity
· Effective workflow
· Reusable packaging, gadgets to sale
· Free Wi-Fi, different purchasing option by pre ordering a cooked or to cook meal (Myrick 2017)
Weaknesses
· Lack of Scale and visibility
· Difficulty in forecasting  customers affluence to markets
Opportunities
· Growth of street food interest 
· High tourism in London
· Increased demand for Stalls
· Expansion Locally
· Expansion with contracts
· New markets (different customers)
Threats
· Growth of competitors
· Lower prices
· Less spendable income
· Keeping of with standards (Myrick 2017)



Planning and Fire Policy: Stalls, storage, van and fire compliance
Stalls operate with similar regulations of restaurants are relevant information is provided by the Government Website (Gov.co.uk), and minimum standards and guidelines set by the food safety agency (foodsafetyagency.co.uk).
Stalls, Storage and vans requires permission and inspection by authorities and licences when operating food preparation. This requires the payment of a council tax plus requires change of use consent. Any place were food is prepared, delivered and served must be registered, pre-approved and subjected to inspection.
Fire policy must be in place in every step of the process and risk assessments must be undertook on a regular basis subject to inspection (www.london-fire.gov.uk). The requirements are to have smoke detectors were we operate at each stage; fire resistant equipment; fire doors and lightening in the storage; two ways out; Staff training; fire extinguishers and their maintenance; logs.


Operational Know How
We are going to find a sales system that is efficient. It will need to be simple and fast to use and capable of updating orders. We need to minimise double purchases or late orders or wrong orders and better income control which will increase efficiency and effectiveness.
Operations must follow updated standards continuously reviewed. In order to this we should:
· Training procedures top-down, from operations to presentation.
· Alternative reusable packaging 
· Maintaining environment clean at all times
· Own accountancy
· Performance is to be monitored
· Continuous review of better and cheaper suppliers or deals
· Find mentors for fire compliance with the gov agency
· Legislation and tax compliance
· Operating of the business on a week basis
· Excel in ratings
· One or two staff operating on a rota
· Designed staff uniforms
· Machinery upkeep
· Social media presence
· Local deals
· Requirement of pick up the first year of operating
· Staff and operations policies
· Provision of free Wi-Fi







Exit Strategy and summary
We could sell the business as it is a others could run it the same way or differently. Bigger chains are interested in acquiring smaller operations to increase in size and have more outlets. The market is very dense with operations in need of rapid expansion. Alternative we could seek similar operations in need of our infrastructure to expand.
Costs must be kept down to increase yields. Cheaper pitches and storages will be continuously reviewed to minimise costs. An Average of 140.000 per year must be retched in order to brake even with all costs. We have a sound business model that adds value to our operation. The model is efficient and profitable and incentives its operator, reduces costs and increases performance by making income controllable, driven and experienced team, and clear vison of the future.

Financials
We should be generating 200.000 per annum by year 3 covering initial investment. However we need to include unexpected costs or casualties. We should make 140.000 in the first year, 180.00 by year 2 and 200.000 by year three. Etch meal is served at 7.50 which will cover our overall cost of 2 pounds per meal. Staff wages to be kept low and reliable maintenance sources 

Track Record:
First stall: Cardinal Place market. We are attracted by this venue because: centrally located, near the busy Victoria Station, and inside a conglomerate of shopping centre and apartment blocks. Optimum for both locals and tourists with parking available and lots of offices. We will have to register the business and get the right authorisations. We will need to buy everything top to down bout we are also considering renting and leasing were possible.
We hope to achieve our projections for sales and maintain cost low while foresee all casualties that might occur. We are satisfied that the concept is going to work and that we will choose the right locations. We look to improve and expand.




Thank you,
Filippo Funis
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