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1. EXECUTIVE SUMMARY
The Transylvania Food Truck Business is a prominent food truck venture that would cater to the UK's market while specialising in traditional Romanian cuisine and other fast-food options such as burgers and pizzas. Moreover, the business tends to cater to options for traditional fast-food with an aim to enhance the dining experience of their customers. The business would signify its cultural heritage with the enhancement of CS options to address the potential for financial challenges. Moreover, the use of a strategic plan of marketing would help the business adhere to local partnerships and social media to attract a diverse base of customers and increase the overall visibility of the brand. Moreover, with the plans of expansion within the UK, Transylvania Fast Food has adhered to a projected income of 54,258.31 while procuring expenses of 38,755.93 Pounds, could adhere to an overall profitability of 15,502 Pounds with an emphasis on sustainable practices for success in the long run.

2. THE BUSINESS IDEA

2.1 The Product/Service




Company name- The name of the business is Transylvania Fast Food.  
Location- The location of this business is in London.
Industry- This business is based on the food industry. 
Briefly analysing who manages business areas. 
Transylvania Fast Food serves traditional Romanian food and other contemporary food items in terms of satisfying customers through portable food trucks. The owner intends to manage the business goals and financial services with the strategy of expanding in the UK.  
Explaining product or services 
The fast-food business provides food items such as traditional Romanian food like sarmale, mici and specific Romanian stews. 
Features of products or services and value propositions 
Portable or mobile food vans will serve traditional and contemporary food items to customers across the UK in which the employees will wear traditional costumes to maintain diversity and culture. According to To et al. (2020), value proposition includes business structure, innovation domains, agility and business value dominance factors. However, the Transylvania Fast Food business can adopt the strategy of value proposition in terms of managing sales and service provision activities. Hence, the features and traditional processes of this service can increase the value of this business in the UK. 











2.2 SWOT Analysis Summary


Strengths and weaknesses 
Transylvania Fast Food focuses on culture and knowledgeable employees and a CSR strategy has been implemented to maintain a diverse culture and quality food services. According to Jonsen et al. (2021), diversity and inclusion help to explore diverse levels of customers in terms of increasing conversion rates. However, a lack of financial and higher competitive issues might affect Transylvania Fast Food's growth in the food servicing process. 
Opportunities and threats 
Cultural opportunities can increase higher popularity among customers. As mentioned by Grewal et al. (2024), a higher-quality cooking process can grab the attention of customers which will impact sales and annual revenue. Contrarily, a lack of suppliers can create barriers to providing raw materials and financial support to extend the business quality. Hence, opportunities and threats of this food service can negatively change business growth in the UK. 

3. THE TEAM

3.1   Key Personnel

Sabiana Mihaela Oprea,owner/head chef

Skills and Experience: culinary experstise,food safety certification,creativity in menu design,time management

Role and Responsibilities: preparing the menu items to a high standard, managing cooking processes, ensure food quality and consistency and maintain food safety standards.



Flavia Nanu, owner/operator

Skills and Experience: business management, financial literacy, knowledge of food safety regulations,leadership and marketing skills.

Role and Responsibilities: manages the overall business, including finances,permits and operations. Often hire staff and set business goals.



Maria Andrei, Barista coffee expert

Skills and Experience: skilled at creating recipes that consider quality, flavour and good presentation for the coffee

Role and Responsibilities: make and serve coffee based drinks such as expresso, lattes, cappuccinos and iced coffees.



Shereen Garraghan, social media/ marketing manager

Skills and Experience: social media marketing,customer engagement skills, copywriting

Role and Responsibilities: manages social media accounts, ipdates customers on location and menu specials and promotes new events.



3.2  Skills Gaps & Key Partners

3.2.1  Additional Staff Requirements (Roles and Responsibilities):
 
The additional workforce that would be required for Transylvania Fast Food would include part-time servers and kitchen assistants who would help to handle the peak hours during a situation of the event. The workforce would be responsible for preparing the food and maintenance of the truck.


3.2.2  Training and Development:

The workforce of the business would tend to receive training in customer service and food safety measures. The workforce would further learn to cook traditional Romanian food with the food truck operational strategies. Moreover, the development programs for an individual focus on the process of building skills while upholding the identity of an organisation (Iksal et al. 2024).

3.2.3  Outsourced Support / Key Partners:
The prominent partners of the brand would include local suppliers in the UK while ensuring that they provide authentic quality and flavours. Moreover, the organisation would tend to outsource their marketing parties to the marketing agencies for the purpose of branding for

4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors

.1.1 Opportunity for Market Operations 
The food truck sector of the UK has been significantly booming considering its market value of 1.2 billion Pounds (IBIS, 2024). This has been considerable due to the increase in demand for a culturally rich experience of food. Considering this, Transylvania Fast Food could have a prominent opportunity to cater to the multicultural cuisine dynamics by offering the UK's customers authentic Romanian food experiences. Following this, the business could tend to attract tourists and local customers alike.
[bookmark: _Toc181448066]4.1.2 Facts for Business Proposals 
It has been observed that over 43% of the customers of the UK prefer purchasing food from food truck vendors which signifies the overall popularity of these businesses (Tech Report, 2023). Having a prominent emphasis on authentic cultural dishes, the business could stand out towards offering Romanian dishes such as Sarmale which would align with the demands of customers for the consumption of unique food which would make Transylvania Fast Food a prominent option for choice.
[bookmark: _Toc181448067]4.1.3 Trends for Business Ideas 
The food truck business has been significantly increasing through the use of locally sourced and sustainable options for food that would adhere to environmentally conscious customers. Transylvania Fast Food could tend to leverage this overall trend through its collaboration with local suppliers that enhances the reputation of its business while reducing its carbon footprints. Moreover, the overall digitised trend helps customers to track the pre-orders and enhances the convenience of attracting customers towards the brand.
[bookmark: _Toc181448068]4.1.4 PEST analysis 
It could be stated that the UK adheres to strict regulations on food truck business that include compliance with standards of safety and hygiene to enhance the trust of customers. Therefore, to expand within the UK’s market, Transylvania Fast Food would be required to cater to the regulations of food and safety while minimising the risk potential. Moreover, the UK adheres to a stable business dynamic, considering the GDP growth rate. However, for Transylvania Fast Food to sustain itself in the long run, the rates of inflation remain a prominent concern that could affect the cost of ingredients. The growth in cultural diversity within the UK supports a significant demand for traditional ethnic cuisines. Therefore, a Romanian food truck business could appeal to the residents of tourists seeking a prominent food experience. The advancement in the UK in mobile payment with technologies for tracking locations would enable Transylvania Fast Food to cater to seamless transactions which would allow the customers to follow the location of the food truck while enhancing the engagement process.

4.2  Customer Profiles
2 Customer Profiles
	Customer Profile
	Description
	Personality Traits
	Business Aim Alignment

	Cultural Enthusiasts
	People are interested in experiencing different cuisines, particularly those seeking authentic Romanian food.
	Adventurous, curious, culturally appreciative
	Attracts loyal customers by offering a unique, cultural food experience.

	Busy Professionals
	Office workers and professionals looking for quick, quality meals during lunch breaks.
	Time-conscious, quality-focused
	Provides convenient, fast service with premium quality for a reliable dining option.

	Event-Goers/Festival Attendees
	Individuals attending local UK festivals or events where the food truck operates.
	Social, trend-following, enjoys outdoor dining.
	Enhances brand visibility by attracting high foot traffic at popular events and festivals.




4.3  Competitor Profiles
	Competitor
	Strengths
	Weaknesses
	Way of Competition
	USP in Comparison
	Competitive Advantages

	The Cheese Truck
	Strong brand recognition, known for gourmet grilled cheese sandwiches, consistent quality and flavour.
	The limited menu focused only on cheese-based items, with less variety overall.
	Competes on quality and brand loyalty.
	Offers a culturally unique Romanian menu with a broader variety.
	Diverse food options combining traditional Romanian and popular fast food.

	Pizza Pilgrims Van
	Known for authentic, Neapolitan-style pizzas with a fast, efficient service.
	Limited to pizza, lacks unique cultural or regional diversity.
	Competes on affordability, quality, and quick service.
	Romanian-inspired dishes stand out from typical pizza offerings.
	Provides an alternative with authentic Romanian specialities beyond typical fare.

	Mother Clucker
	Famous for fried chicken, a strong presence at UK festivals, popular among event-goers.
	Higher prices due to premium quality focus, limited to chicken options.
	Competes with premium positioning at festivals and events.
	Affordable Romanian cuisine caters to diverse tastes at events.
	Competitive pricing and traditional Eastern European food appeal to broader markets.




5. MARKETING PLAN

5.1  Price
Adhering to a competitive pricing strategy would help the business to attract diverse customers.
These segments would include cultural enthusiasts and busy professionals. 
Prices of the products and services for a business are set affordably to capitalise on the overall business dynamics while ensuring quality and authenticity.


5.2  Product

Transylvania Fast Food offers a blend of authentic Romanian dishes (like Sarmale) and popular fast-food items (like burgers and pizza). 
The unique selling point of the business is the cultural experience, with staff in traditional Romanian attire, providing a taste of Romanian heritage on the go.

5.3  Placement

Mobile food truck operations allow flexibility to reach customers in high-traffic areas such as festivals, events, and business districts across the UK. 
The strategic location of the business in Liverpool changes target both local and event-based customer bases.

5.4  Promotion
Marketing will focus on social media platforms like Instagram and Facebook to share truck locations, cultural stories, and customer testimonials. 
Fostering partnerships with local events and influencers would help to boost brand visibility and attract target audiences.
6.  KEY RESOURCES

6.1  Premises
A mobile food truck would be the major investment and would be the major physical space. This would accommodate sales and production whereas administrative works may be handled remotely or from a very small, rented office, if there is any urgency. A complete food truck with equipment and fittings costs around £5,000 and £50,000 (Squareup, 2024). This business can rent food trucks initially which would be around £500 to £800 weekly. The ideal place to station this food truck would be in festivals and markets where the traffic is high. Furthermore, parking or base kitchens may cost £200-£300 every month depending on the location and thus can be beneficial for this business


6.2 Equipment

Some main equipment includes kitchenware like grills, refrigerators, prep counters, etc. All of these are essential for effectively producing food. The equipment costs over £3,000 to £8,000 which may be sourced from major suppliers like Amazon UK and Nisbets. Nisbets is a major supplier which supplies around 35,000 catering equipment to big and small companies (Nisbets, 2024). They can be contacted to get these essential kitchen items. A point-of-sale (POS) system from iZettle or Square can cost over £20 to £60 every month for smooth transactions. Romanian decor and other staff costumes may be sourced from a shop named Folklore Shop UK which may enhance customer experience. Even premium quality sustainable packaging may be sourced from a company named Vegware which costs £0.17 per unit (Nisbets, 2024). This would be essential equipment.







6.3  Key Suppliers
For Transilvania Fast Food to operate successfully, the main suppliers are Romanian Foods and Euro Market UK. These would provide authentic and good quality Romanian ingredients such as cozonac (sweet bread), mice (sausages), condiments and other essential ingredients at £1 to £3 per portion approximately. One has to pay this price in order to ensure authentic flavours in their food (IBIS World, 2024). Furthermore, it must collaborate effectively with Vegware to procure sustainable options like eco-friendly and compostable takeaway boxes at over £0.10 to £0.20 for every unit. At the lowest, one can buy takeaway burger boxes at £5.12 for a pack of 50, which is around £0.10 initially and the price increases as per the size of the
7.  FINANCES AND START-UP SUPPORT

.1 Financial Summary
	Category
	Amount (£)

	Company Registration
	100

	Rent/Rates
	6,000

	Staff Wages
	12,000

	Travel/Accommodation
	1,500

	Telephone (Mobile)
	360

	Broadband
	300

	Utilities
	1,200

	Marketing and Materials
	3,500

	Insurance
	1,000

	Capital Expenditure/Equipment
	5,000

	Training & Development
	1,000

	Accounting/Legal
	500

	Outside Services
	1,200

	Stock/Materials Purchases
	3,500

	Bank Charges
	200

	Office Consumables
	250

	Loans Repayments
	1,345.93

	Total Expenditure
	38,755.93




	Income Category
	Amount (£)

	Daily sales
	20,000

	Take away delivery
	15,000

	Events
	5,000

	Capital Introduced
	5,000

	Charity Funding (UK start-ups)
	6,000

	HSBC Business start up loan
	3,258.31

	Total Income
	54,258.31



	Category
	Amount (£)

	Total Income
	54,258.31

	Total Expenditure
	38,755.93

	Profit/Loss
	15,502.38







7.1 	Financial Summary


The first operational tenure for an organisation is important for an organisation to procure a prominent understanding of their overall financial dynamics while ensuring long-term sustainability (Sultana et al. 2024). Therefore, it has been derived that the projected financial performance for Transylvania Fast Food could project a profitability of 15,502.38 Pounds considering their income of 54,258.31 Pounds and an expenditure of 38,755.93 Pounds. Moreover, the income projected could be adhered to three significant categories of sales which represent various product offerings from the market of the UK. Moreover, it has been derived that their sales process could be anticipated from an effective engagement and marketing strategy. On the other hand, the expenditure for the organisation caters for their operational expenses considering their utilities, rent, and marketing. Therefore, it could be stated that a primary procurement of finance is important for the decision-making process of an organisation. It further helps to undermine the overall importance to maintain a balance between the generation of revenue with the management of costs associated with it (Wang, 2024). 

APPENDICES

Appendix A – SWOT Analysis


	Strengths 
	Weaknesses 

	· Transylvania Fast Food has knowledgeable and cultural employees for customer engagement. 
· Entrepreneurs have the idea of a CSR strategy which can be shown in the eco-friendly truck. 
· Traditional Romanian culture will maintain diversity and inclusion through this food service. 
· The food quality and cooking processes will be well managed by employees and entrepreneurs. 
	· The business does not have sufficient financial stability to manage expenses for advanced technical systems to serve or cook food items. 
· The number of cooking items is less. It can affect customer demands because they want a variety of food items from the restaurant owner.
· Competitive strength is low in the Romania market because many renowned restaurants and food trucks have extended their business in this market. 
· Fewer suppliers might not be able to provide sufficient raw materials and financial resources to grow the Transylvania Fast Food business. 

	Opportunities 
	Threats 

	· Cultural employees and knowledgeable working activities can increase sales and customer engagement in the Romanian market. 
· Entrepreneurs can enhance corporate benefits, business expansion and higher popularity due to social activities and following business strategies. 
· Maintaining diversity and inclusion can expand this portable food truck business in the international markets. 
· Traditional ways of cooking and high-quality food items might increase the popularity among Romanian customers. 
	· Financial deficiency can bring raw material shortage and increase the number of trucks to provide traditional food services in Romania. 
· A lack of food items can create obstacles for customers while ordering from Transylvania Fast Food. 
· Higher competitive threats might create disruptions to increase sales and business revenue because customers will choose the best quality food items and serving process where less time is required. 
· Supplier numbers are very low so entrepreneurs can face threats to gather sufficient raw materials and financial support from those suppliers. 



Appendix B – PEST Analysis

	Factors 
	Descriptions 

	Political 
	· The UK's government has planned to cut 200,000 positions to lead government regulations and manage the capacity (Business Standards, 2022). 
· The government manages corruption based on “UK’s National Anticorruption Strategy”. 
· Large deals are involved with the UK’s government and public-private partnerships which can be prevented by vested politics.  

	Economic 
	· The inflation rate in the UK was 2.2% in 2023. However, it has decreased by 1.7% in 2024 (ONS, 2024). 
· The food truck market size of the UK will be 1.2 billion Pounds in 2023 (Technavio, 2024).

	Social 
	· The employment rate in the UK has increased by 64.40% from 64.20% in 2024 (ONS, 2024). However, the rate is not appropriate to manage employment facilities. 
· From 2021, the literacy rate in the UK has increased by 99.61% (Literacy Trust, 2022). It denotes that children, adults and older people are educated in this country. 

	Technological 
	· The UK’s research ministry has focused on digitalisation by initiating 36 investments and 72 public procurements for consumer servicing (GOV UK, 2022). 
· AI development has also developed in the UK with 5G infrastructure for digital growth. 
· UK has allocated 10 billion Pounds for digitalisation to manage public administration and digital markets (GOV UK, 2024). 
· Based on the GDPR rule, data privacy and data protection requirements have become strong to provide personal data security services. 




Appendix C – Copy of Pitch Supporting Material



	Pitch Element
	Description

	Business Overview
	Transylvania Fast Food aims to introduce authentic Romanian cuisine to the UK through mobile food trucks, offering traditional dishes alongside contemporary fast-food options.

	Market Opportunity
	With the UK food truck market projected to reach £1.2 billion by 2025, there is a significant demand for diverse culinary experiences. Our unique offerings will capture the attention of consumers seeking cultural authenticity.

	Target Audience
	Our target customers include cultural enthusiasts, busy professionals seeking quick meals, and event-goers looking for unique dining experiences at festivals and markets.

	Competitive Advantage
	Transylvania Fast Food stands out through its diverse menu that combines Romanian culinary traditions with popular fast food. Our branding emphasises cultural authenticity, appealing to a wide audience.

	Marketing Strategy
	We will leverage social media marketing, engage with local communities, and collaborate with events to promote our food truck’s unique offerings and location updates.

	Financial Projections
	Initial investment and operational costs are projected to yield a break-even point within the first year, with anticipated growth as brand recognition and customer loyalty increase.
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Introduction 

Hospitality business helps to fulfil the demands of customers

Portable food trucks are trending in the food industry 

The entrepreneur has made a plan for Transylvania Fast Food which is the Romanian food truck

This presentation will highlight the following process business ideas potential market and financial information





Currently, portable food truck businesses have become trending in the food industry. It helps to provide custom food products for all customers so they can easily get their preferred food products. Therefore, us, the entrepreneurs have land for the food truck business, named Transylvania Fast Food. 

2







The business plan 

Transylvania Fast Food’s expansion towards the UK from Romania has been considered as the business plans.

Cultural values and concepts help to gain competitive advantages and higher customer engagement (Gallarza-Granizo et al. 2020). 

The truck is eco-friendly to maintain a safer environment along with customer awareness.







The eco-friendly food truck will provide food items to not only Romanian customers but everyone else, through the Transylvania Fast Food business. Traditional Romanian costumes have to be worn to show the culture. However, cultural concepts and values help to acquire higher customer engagement and competitive advantages (Gallarza-Granizo et al. 2020). Hence, it will bring success by following proper business ideas. 
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Developing hospitality business

The food truck business can increase production and profits by selling quality food items. 

According to Kraus et al. (2022), effort-reducing meals and time can form a developed food truck business. 

However, the Transylvania Fast Food business can grow its prevalence in the UK by showing traditional culture, eco-friendliness and serving quality food. 

This food truck will take away their services across Romania to serve traditional food items for more popularity. 





The Transylvania Fast Food business will focus on production and profits by selling quality food products. This business will show eco-friendliness, traditional culture and quality services to grab the attention of customers in the UK. 

4







Identifying accurate funding for business



The funding process is essential for all startups to extend the prevalence of the business. 

Crowdfunding and business loans can be effective for Transylvania Fast Food in terms of establishing a food truck business. 

According to De Crescenzo et al. (2021), crowdfunding allows the regional public to donate money for growing a business. 

The partnership with UK Bank can also help this business to manage trucks and resources. 





Transylvania Fast Food can get sufficient resources from crowdfunding and bank loans. Mainly, the regional public donates money for a business to get proper services. Hence, entrepreneurs can grow their businesses to manage food resources and trucks. 

5



Exploring opportunities 







Efficient and cultural employees are needed to provide food services across Romania. 

Increasing food trucks can also extend the portable food business to increase customer popularity by showing the traditional culture in Romania. 

The Romanian government has implemented the INVESTALIM program by investing €600 million or £505.65 million from 2023 to 2026 (Agroberichtenbuitenland, 2024). 

This government plan can help the Transylvania Fast Food business to get financial opportunities in terms of exploring portable food services. 





The Transylvania Fast Food business can gain customer popularity by showing traditional culture. In that case, efficient and cultural employees are needed to serve quality food items to customers. The entrepreneurs of this business can also get financial opportunities from the Romanian government to spread the food services.

6







Evaluating market potential and business decisions to reduce risks



Cooknest FoodTrucks is the newest portable food servicing business that has created a vast experience through its special vehicles (Cooknest, 2024). 

Transylvania Fast Food business can include high-quality food items, technical feasibility and online facilities to gain marketing potential. 

The cost-plus pricing strategy can be included in the decision-making process to reduce financial risks. 

The entrepreneurs and employees also need to choose the same costumes to make an identity for food servicing. 





Transylvania Fast Food can follow the competitive strategy by following the Cooknest FoodTrucks provides technical feasibility, quality food products and special vehicle systems to serve food items. However, the inclusion of a cost-plus pricing strategy, traditional costumes and eco-friendly services can make this business more innovative. Thus, entrepreneurs and employees have to be aware of the pricing strategy and decision-making processes to reduce business risks. 

7









Financial information for start-up funding

		Year one Profit/Loss		£

		Total income 		54258.31

		Total expenditure 		38755.93

		Total amount 		93014.24

		Profit/Loss 		£15502.38







The total amount of profits would be £93014.24 and the net income could be £15502.38. As per the opinion of Bielialov (2022), the minimisation of transportation and production costs can help to increase profit from sales. The entrepreneurs of the Transylvania Fast Food business can manage their profits by handling transportation, resource management and production costs. 
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Stakeholder proposals to offer a return on investments 

The entrepreneurs of Transylvania Fast Food business have defined the goals, it's impact, financial calculations and communication activities to their stakeholders. 

The government authority of Romania, banking partners and food suppliers are the main stakeholders of this business. 

As per the statement of Barrane et al. (2021), stakeholder theory allows business partners to deploy a strong communication process and business collaboration process by investing method. 

The entrepreneurs and employees of this business can get a return on investment facilities from these suppliers by showing business goals and financial profits. 







The Transylvania Fast Food business can get a return on investment facilities from Romania government authorities, food suppliers and banking partners to get food truck business opportunities. The strategy of stakeholder theory can help entrepreneurs to manage collaboration processes and communication methods through investment. 
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Conclusion

The Transylvania Fast Food business will be implemented in the UK to provide quality and traditional food for customers. 

Explicit business goals and financial calculations have been made by entrepreneurs to get facilities from stakeholders. 

This business can get economic support from the Romanian government based on the INVESTALIM program.

Government authorities, banking partners and food suppliers are the main stakeholders of this business. 







Transylvania Fast Food has defined its business goals and finance evaluation to stakeholders. Moreover, government schemes can also help to extend the prevalence of the business in Romania. Traditional costumes of employees and food items can attract customers which might increase the popularity of this business. 
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