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SiddikaChoudhury (1904201)

EXECUTIVE SUMMARY
London Doughnuts is a London themed food truck which will provide a range of six different doughnuts in the theme of classic London. The customer will have a choice to customize their delicious doughnuts with illustrations of The Crown, Pandora's Telephone Box, The Black Taxi, The London Eye, The London Bus or The Big Ben. Each doughnut will have an assigned flavour and Pandora's Telephone box will be treated as the weekly special in an effort to keep customers captivated. The Food truck will also offer hot and cold beverages to compliment the products. London Doughnuts will be located in SE1 7PB on the Southbank and expects to attract a variety of customers from locals to tourists. The company plans to build a strong market position by providing excellent bespoke doughnuts and outstanding customer service. 

This venture will commence with the support of a very passionate person, namely Lucas Lopes who has had extensive experiences in the production of doughnuts as well as management and sales. Lucas and his team have the vision to create a variety of signature high-quality doughnuts in the heart of London that will be memorable for consumers. Products will be sold at competitive prices to keep in-line with the surrounding competition. The small business plans to recruit six employees who will be responsible for the production of the doughnuts and hot beverages on-site as well as sales and service. The intended customer demographic will be the local working professionals, commuters, local business persons and tourists. The age is non-specific as doughnuts appeal to all ages. 

London Doughnuts will be in a competitive market against large doughnut enterprises such as Krispy Kremes and Doughnut Times. It will also compete against smaller business such as the local coffee shops and eateries. The largest competitors are in the food market at the South Bank Centre which offers a range of desserts and sweet treats, but London Doughnuts will be set aside by its unique style of customized iconic London indulgences.

Based on the market research, this business will need the estimated finance of £60,000
, and the funding will consist of Lucas' personal investment to cover the cost of truck, equipment, supplies, staffing and licenses. It aspires to break even by five months, making a 20% increase in profits. 

AIMS, OBJECTIVES AND VISION
What once was desolate and defined by the River Thames is now a developed centre of culture and entertainment - The South Bank. South Bank has an extraordinary history; it was once a rural area which was difficult to develop and now has become London’s tourist hub, (South Bank, 2019).

The name London Doughnuts was chosen because it is appealing, easy to remember and describes exactly what the business does. It has a strong, unique and exclusive identity, and this helps it stand out in the crowd. A large doughnut structure on the top of the truck will serve as a memorable advertising icon for potential customers, as it will be noticeable from a significant distance.

In the current climate of artisan cafes and Boxparks, food trucks are the ‘trendy' choice of eatery for most, with people travelling far and wide to get a taste of some unique street food. With that said, the doughnut business is also booming, which will aid London Doughnut's success. Starting up a food truck is far more cost-effective as opposed to a shop or restaurant. The risks are low in terms of the business's ability to create revenue and yield a return. Another great benefit of being a portable eatery is that if required to relocate the business can easily be moved to a location where it might thrive.

Little restaurant experience is required to run a food truck, and so necessary training for staff will be cost-effective, and recruiting members of staff will not be complicated. Training will be given to all employees to create artistic, perfectly round delicious doughnuts and quality beverages. Most importantly, the quality and service should be the same for every customer whether they arrive first thing in the morning or the last customer of the night.

London Doughnuts will prove to be a valuable asset to the grounds of Southbank and its people, as the idea is original and innovative. A study showed that businesses could build and strengthen a solid connection to its area by using a combination of traditional and modern concepts (Alfiero et al., 2017). London Doughnuts ambition is to do just this by taking the monumental features of London, which are traditional and using them to operate an innovative business. Food trucks are no new business however, initially they were used just to fill a necessary need. For example, the trucks would provide food for the nearby workers, but now they are seen as very ‘on trend'.  

According to the Evening Standard (2019), British tourism is prospering with Tate Modern (the modern gallery of art) being first on the list attracting 5.86 million visitors and South Bank Centre drawing 4.5 million visitors. The aim of London Doughnuts is to amplify the tourist experience leaving them with an unforgettable taste of British made doughnuts. Along with the tourist attractions, there is also a very renowned hospital nearby named St. Thomas' Hospital, and so the business can also attract patients as well as visitors.

London Doughnuts will be offering six different flavours of doughnuts made from premium ingredients with six different design ideas. There will be five standard flavours and one, which will change weekly; Pandoras Telephone Box will be a surprise flavour for the customers who like diversity. The flavours will consist of the following: 



	The Crown
	Custard

	The London Bus
	Strawberry Jam

	The Big Ben
	Salted Caramel

	Pandoras Telephone Box
	Special*

	The Black taxi
	Chocolate

	The London eye
	Original



The truck will also serve hot beverages such as traditional English tea, coffee, latte, mocha and hot chocolates. In the summer, it will look to introduce some cold beverages such as cold frappuccino and fruit smoothies.

London Doughnuts aims to embrace the icons of London, and this will become its unique selling point. The ultimate vision is to see this idea implemented in other parts of the world, for example, in Italy, the business would aim to deliver in Rome and adopt its popular representations such as the Colosseum. This targets those who have a fondness for architecture and history, giving them the pleasure of indulging in their own comforts and the common love for doughnuts.

Packaging will be a strong source of advertising for London Doughnuts as the elaborate boxed parcel will call to attention. Advertising will also heavily rely on the power of social media as customers will be encouraged to capture their freshly illustrated treat on Instagram, Snapchat and Twitter with the hashtag #londondoughtnuts. The truck will also have a ‘sandwich board’ on the pavement to market and special offers or menus. 

The business intends to have its own website; www.londondoughnuts.co.uk which will initially start off as an informative site where customers can find out how their doughnuts are created and what gave the Lucas the ambition and dedication to begin this business enterprise. It will also keep its customers well informed by providing allergen and nutritional information. The website will also have a feedback section where customers will be able to leave comments and give reviews. A loyalty card will be introduced which customers will be able to keep track of online where the card will work as a points collection scheme and will give customers offers such as “buy ten, get one free” or “happy hour discounts”.

London Doughnuts intends to keep up with modern technology and so aims to deliver excellent service whilst saving time. It endeavours to introduce a pay online and collect fast track service. This will enable customers to order their doughnuts online and collect without the hassle of waiting in long ques. 

London Doughnuts will be operating from 8:30 - 20:00. This is to ensure that the company generates the best out of the footfall, from morning commuters in a rush to get a quick breakfast to day-trippers visiting the iconic attractions nearby. This is where the online service will be of invaluable service for the local businesses as people in London are often in a rush especially in the mornings, and it is unlikely that they will want to spend their lunch breaks standing in ques.

 British weather is very unpredictable, and this can be a concern for the business' trade. This will affect the decision making of tourists and visitors as the cold and rain make an attraction less attractive. Fortunately, the majority of the sites to visit in South Bank are indoors, although footfall will decrease somewhat, the passing trade should still be enough for days business. London generally sees a surge in tourism during summer and holiday periods, so it is expected that these will be the times the business will be most profitable. 

LEGAL STATUS
London Doughnuts will be a Limited Company, and this means the company will have a legal identity of its own which is separate from the owner and will be registered at Companies House.  A Limited Company has many advantages with the main advantage of being Tax. London Doughnuts will pay less Tax as a limited Company opposed what it would have to pay if it were a Sole trader or more commonly known as self-employed. The profits are subject to Corporation tax which is currently 19%. Being a Limited Company also makes it easier to apply for and secure business loans due to its separate entity (Simply Business, 2018). 

Although the start-up will require more work than what a sole trader would, ultimately it would save more as a separate legal entity, London Doughnuts will have to file accounts and confirmation statement each year with Companies House. It will also have to file a Corporation Tax return with HMRC each year. Moreover, London Doughnuts has the reassurance of limited liability, and this means Lucas Lopes will not be liable for any financial losses personal, (Investopedia, 2019). 

Ensuring the elimination of food safety hazards, we would produce a risk assessment to be carried out. This assessment is known as a HACCP control system. (High-Speed Training, 2019). There are a number of licenses and permits which London Doughnuts will need to acquire, these will need to be acquired via the local authority government website (Street Food Central, 2016) and are as follows; 

Food premises Approval (England)
London Doughnuts will have to obtain the Food Premises Approval (England) for SE1 7PB from the London Borough of Lambeth. As the business involves handling egg and dairy products, it will be inspected by the local authority. Once approved, the license must be displayed for public view.  This must be obtained 28 days prior to the opening date.

Business license
A Business license is also required as it is a Limited Company. This will also be granted by the London Borough of Lambeth, and the cost for this is approximately £126.00

Street Trading License
This is required as trading will take place on public property 

Pavement or Street displays 
The business intends to have a sandwich board or an ‘A’ board on the pavement for marketing purposes so a permit must be obtained from the London Borough of Lambeth.

Vehicle license 
A standard driver’s license is necessary for any vehicle weighing 26,000 pounds or less, and this is including equipment (Weber, 2012)

Public Liability Insurance 
The cost of legal action and compensation claims made by members of the public against the business is covered by this insurance.
	



Food safety regulations
The Business has a responsibility to protect the health of its consumers therefore, it will work with the London Borough of Lambeth to minimize the risks to public health due to food. Inspections will be carried out by the local authority from time to time to ensure legal requirements regarding food safety are adhered to. The local authority provides food hygiene courses which, all employees will be required to attend. To avoid problems, London Doughnuts will carry out risk assessments, and this is also a legal requirement.







Shakera Begum Uddin (1818771)

MANAGEMENT PROCESS 
For a product to be successful, it requires a good marketing and sales team that can push the product forward. Marketing has the responsibility to promote, sell and distribute the product, whereas the sales team play a part in engaging and making the sales. London doughnuts are going to be a new brand within an established market that's already monopolised by the likes of Krispy Kreme. Therefore, its selling point is to make use of the London theme, something that may appeal more towards the tourist.

Marketing
The business will be marketed as a confectionary food truck. With the London theme, each doughnut will be named after a London landmark, such as The Big Ben, The London Eye, The Crown, The London Bus, The Black Taxi and Pandoras telephone box which will serve as weekly special, these doughnuts will have their own individual flavour. This will become a unique selling point to attract the average consumer. Tourists love the idea of London icons, so using this idea will be an advantage to encourage customers to buy. Additionally, coffee will be sold to complement the main product, which will be a huge advantage to make sales. 

The initial aim is to present the doughnut as this new type of confectionary, and there is no doughnut like the doughnut which London Doughnut offers, it is unique in its design and offers its customer that ‘something special'.  London Doughnuts is not intended to be a competition to major brands, but more as a disruption to offer consumers more choices. Researching the target market will allow London Doughnuts to aim at realistic future goals.

One of the main marketing strategies will be to advertise through social media. Social media has become a great source for reaching customers and will enable the business to advertise the products within proximity and by doing so; it allows the business to gauge the interest of consumers who may be around the area of South Bank. The use of resources such as Instagram and Facebook will give the business an increased opportunity to attract customers. Instagram and other social media platforms will allow London Doughnuts to display the doughnuts in their full glory, showcasing the various doughnuts on offer. 

South Bank is a favourite attraction for tourists and has much to offer such as the South Bank Centre, the London Eye, Sea Life Aquarium, Shrek's Adventure and the parks nearby. Within close proximity to Westminster Underground, it also attracts commuters and those visiting the attractions of Westminster, with the added advantage of attractions such as river buses. The Area of South Bank has an abundance to offer its visitors, and the aim of London Doughnuts is to make that experience all the more memorable.


Sales
The sales team will be the face of London Doughnuts, and they will be engaging with consumers close to the store and offer free samples to enable customers to try before they buy. This will, in turn, attract consumers to try our full range of products. It's also imperative that the sales team are excellent in engaging with potential to consumers in order to pull them towards the truck.

Finance 
As London Doughnuts is a new business, the initial plan is to start the food truck as a small business Lucas will be investing his savings and sourcing finance via business loans in order to raise capital for this business. The current plan is to sell the unique doughnuts from a food truck. With a contingency plan, that if the truck does not generate enough money, the business is mobile and can be moved elsewhere. The Food truck will give the business the opportunity to operate in various parts of London. This gives the business a great chance to have exposure to different parts of the city. The future goal is to open up trucks in other parts of the world and swapping the icons of London to what is appropriate for the city chosen. As the initial selling point is from a food truck, the main expenditure of the business will be the cost of hiring the truck, machinery, ingredients and staff cost.

Recruitment & HR
Finding the right people for the business is vital to ensure the start-up has a positive launch. In the case of London Doughnuts, there are no plans to recruit any new staff due to the team involved within the business. The current plan is to use all stakeholders to assist in launching the brand. This consists of each individual having responsibility within the business.

	Lucas Lopes
	CEO/Promotions/Accounts/Marketing/HR

	Shakera Uddin
	Chef/Sales Advisor

	Siddika Choudhury
	Chef/Sales Advisor

	Maria Louisa Salvagno
	Promotions/ Marketing/Sales Advisor



Each member of staff will be paid according to the National Minimum Wage (£7.70) subject to the profitability of the business. Two other members of staff will also be recruited to assist with serving customers and managing lunchtimes and days off. 

Product Development
The shareholders of the business have seen a gap in the market in producing unique flavours. Currently, the most obvious option most dessert shops offer are mainly chocolate flavoured doughnuts. London Doughnut aims to use personal experience and family shared recipes in making flavours that represent the diversity of the city that is London. Whilst the flavours are not in the mainstream, the recipes have been tested for market research purposes when offering samples to passer-by’s, who provided positive feedback to the flavours. 

MARKET SITUATION ANALYSIS
The team has opted to open a confectionary business due to the new trend that has been increasing in the last few years. Pubs, bars and restaurants are the general locations for socialising, however with confectionary chains and stores popping up all around the UK, and it has increasingly become a social environment just as much as the nearest available coffee chain and restaurants.

Doughnuts are a booming business and are thriving internationally. It continues to grow every year and leading the marketplace. The simple reason why is that they are cost-effective and generally require a small workforce which aids in cheaper and lower costs to run a doughnut business – in other words, production costs are exceedingly low, and one product can be sold as much as £3-£4, but they only cost approximately 12p to make. Artisan products and stores on the smaller scale developing more indulging doughnuts are slowly becoming more and more popular to become more on ‘trend' at developing items that are ‘vegan', ‘dairy-free' and ‘gluten-free'.

Producing one product makes it also more cost operative; the doughnut-making process requires a doughnut fryer and a doughnut proofer to make the simplest form of doughnuts. These are to run the costs even lower, and the business can purchase used equipment and a pre-used truck. Buying a used truck is just as cheap as renting a truck to sell the doughnuts; therefore, there are options readily available after considering the cost margins when it comes to deciding whether to buy or rent. Food trucks are also considered on ‘trend' in today's food market. They are popular in all busy hot spots and food markets; therefore, the benefits of food trucks, as opposed to a shop there's the mobility. Having the flexibility of moving place to place with the truck gives the business an opportunity to make a revenue should anything go wrong in South Bank. Also, the costs of running a shop are much higher than a food truck, such as budgeting for utility bills, insurances and licenses.  

The London theme is unique and innovative and rather ‘patriotic'. It'll definitely be popular with our foreign customers who are visiting London City. It will also be an attractive selling point for children as our doughnuts will be shaped in eye-catching and unique shapes and formed in striking colours based on famous monuments, and more London themed shapes such as The Big Ben, The London Bus, The Crown, The London Eye, The Black Cab and Pandoras Telephone Box. 

Also, with new developed online delivery platforms such as Uber Eats, Just Eat and Deliveroo making it more accessible for delivery of food products for big and small food stores and chains has made it easier for us to sell our doughnuts using an online delivery service from our food trucks and expanding our level of customers and location. What challenges will the business be faced with? (Business Insider, 2018).


3.4 Threats
Krispy Kreme - competing with a massive franchise
Starbucks – Another franchise that offers similar food
New business?
Doughnut times 

What types of doughnuts is business producing?
Freshly made doughnuts and the themes of the doughnuts are influenced by the iconic theme of London and are as follows;

	The Big Ben
	The London Eye

	The Black Cab
	The London Bus

	The Crown
	Pandoras Telephone Box



Competition
The main competition in this market is Krispy Kreme due to them being a franchise. They are the highest-earning business in the doughnut industry. Additionally, there will be some local small business competitors that the business needs to be aware of. Krispy Kreme also offers coffee as an option for the consumer. However, their main product is doughnuts (Chron, 2019).

Krispy Kreme's target market are consumers of all ages, developing products that are theme-based for  special occasions, on-trend themes such as ‘Nutella' and Lotus Biscoff doughnuts and a popular brand that is very well known to the UK and the international market and readily available in big supermarkets and shopping centres in the form of stores, trucks and carts. On the other hand, the main target market will be the consumers within the food stall markets. These areas are popular amongst tourist and the average working office person. 

Krispy Kreme price their doughnuts as single or multipack depending on the flavours chosen by the consumer. For example, a single doughnut can cost up to £3-£4 each. As London Doughnuts is a new business within this market, as a start-up price, it will aim to offer the doughnuts at a lower rate in order to make it affordable for the average consumer. 

SWOT Analysis
The London Doughnut Company has ambitions to become a local favourite within the area. By starting off small, it will allow us to capture data and information on the potential of our overall business. 

3.1 Strengths 
Quality unique doughnut
Affordable
Iconic (unique doughnut name/ingredients) 
Customer loyalty
3.2 Weakness
Store layout
Reliance on word-of-mouth
Own branded coffee – not as attractive as Starbucks, Costa etc
3.3 Opportunities
Offering customer’s a new type of doughnut
Customers get the experience of seeing their food made in front of them
3.4 Threats
Krispy Kreme - competing with a massive franchise
Starbucks – Another franchise that offers similar food

PESTLE Analysis
A PESTLE Analysis is a tool to analyse the market through ‘macro forces’. This includes Political, Economical, Social, Technological, Environmental and Legal. Each of these is fundamental factors in shaping business and can tell you if a business has more positives than negatives. Successful businesses are known to commonly repeat this process in order to identify changes or keep up-to-date with the macro environment.

Pestle analysis is important to carry out so that new potential business owners are able to recognise their opportunities and reduce threats in starting the business. It can also help for cost-effective purposes, a better understanding of the overall business and insight into how each macro factor can affect your business (Chron, 2019). 

How are you going to carry out a real PESTLE for your proposed organisation? 

	
	Opportunities
	Threats

	Political
	
	Health-Conscious Consumers
Government relation pf foods – sugar tax etc

	Economical
	Consumer’s will to save
	Pricing power – the cost of ingredients etc
Competition

	Social
	Leisure time
New customer experience
	

	Technology
	Advertising – social media campaigns
	Consumers can easily find customers through the internet

	Legal
	
	NMW – staff pay increasing yearly

	Environment
	Be Green – better image of the business
	




Maria Luisa Salvagno (1818772) 

Marketing Strategy:
The business name itself is a creative idea in which express directly what the business is all about, the strategy is in pursuit to attract the London tourists, and all the people are passing by including, locals, professional, kids, and all people in general.

The aim is to attract all these potential customers to try our freshly, delicious baked, themed doughnuts in a fun way, in hope that they will fall in love with the iconic London themes and landmarks and instantly, wishing to take a photos and, or record videos to share with their loved ones digitally, whenever they in the world, from the exact same location, since our truck will be located in the heart of the Southbank, SE1 7PB as they walk along by the river. 

Brand Strategy:
Brand strategy is a very important component in the grown of a reputable business. The brand must walk hand in hand with the strategy and how it's positioned in the market, it displays communication and values of the company to build awareness about who we are in the world for our customers (Doyle, 2016). According to the information above, London, Doughnuts aims to develop a Brand Strategy with the help of technology, and this is all possible nowadays with the digital world and social media platforms.

Coffee lovers will also enjoy our freshly made cup from our truck together with a variety of beverages, such as tea, hot chocolate, soft drinks, juice and water.

Designs and Flavored Fillings:
London Eye - Plain Glazed 
Royal Crown – Custard Filling  
The Big Ben – Salted Caramel Filling
Black Cab – Chocolate Filling
The London Bus – Strawberry jam Filling
Pandora’s telephone box - Weekly Special Flavors 

Below I will explain how this is all be possible.

Marketing Awareness and Unique Selling Preposition:
As part of the marketing strategy, we will be educating our customers about our brand.
They will learn how to identify and how to locate us in the online world, and for that measure, we will create a straightforward hashtag called #londondoughtnuts. Our implemented hashtag will be used all over the internet, and customers will be able to track our main social media accounts and our website. 

According to Doyle (2016), marketing in the 21st century is entering demanding levels of networking, and content sharing acquisition. Logically thinking about this factor, it's vital for our business to have ways for customers to interact, locate us and for them to interact with other previous and future customers in the digital world, a hashtag creation, in this case, scenario, it's like a compass for both parties, in a way that we can locate each other. Once we have established that connection, more doors can be open for more marketing strategies, so we can remind customers about our doughnuts and attract them back, be that physically to our main point of sales. 

This is also our USP – Unique Selling Preposition, since our London Doughnuts doesn’t have a direct competition, we differ because we are unique to any other doughnuts in London, we are compelling in design and attractive to any audience, be that a child, to an elderly customer, our Doughnuts tells the history of London and no other doughnuts does that anywhere else. London Doughnuts is also cultural, which will give us a higher value in the market. 
 
Initially we aim to sell a batch of 400 doughnuts daily, but to be sure we can achieve this goal, I have firstly researched a trustful newspaper source in order to capture a forecast and numbers of how many visitors we expect to receive in the United Kingdom in 2019, and according to (theguardian.com, 2019) in 2018 we had a visit from 40 Million people visiting the country. Based on these forecast statistics, we believe in covering our sales. London Doughnuts will be open its doors from 8:30- 20:00. During these hours, we aim to attract and to serve our target audience. 
 
Methods, tools and techniques: 
According to Jobber and Chadwick (2016), the digital technologies reproduce every part of traditional marketing into the digital world and learning how to use and allocate the strategic tactics into the social media and digital channels we will then have more chances to expand our business awareness to a broader audience, faster.

Thinking about the research above, Initially we will design a website www.londondoughnuts.co.uk with the most essential features such as the main page, welcome, about our company, our history, ingredients, and a contact us page with our address, and all of our social media links, including our blog, Instagram, Twitter, Facebook fan page, and a subscription box for mailing list. We will keep this initial strategy for six months to one year to test the waters, and in future, we plan to implement a new link in which customers will be able to buy online and collect their purchased order directly in our truck. We also aim to develop an IOS and Android application in which all of the features of the website will be available, to facilitate the life of our customers all in one place, with a registration and login feature and loyalty points plan. We also aim to expand our business with online shop and deliveries in partnership with Deliveroo, JUST EAT, and Uber eats external mobile applications. 
 
In another hand, London Doughnuts understands that there is a wide range of elderly customers out there, without internet knowledge, in order to attract them and make it easy for them to reach us, we aim to advertise our doughnuts with the use of our beautiful packages in which it will have written all the main pieces of information, including our business address and our phone number, they will be able to order for collection, over the phone. 

Internal Marketing Strategy: 
All great strategies and planning must have a significant proportion of human and organizational habits and skills within the business (Jobber and Chadwick, 2016). London Doughnuts will use the abilities of internal marketing to create an environment in which customers will be invited to try courtesy samples of our doughnuts, especially, when in doubt of what flavour to choose from our range, this will incentive them to discover new doughnuts, and opening the possibility of more sales as a final result. We aim to make customers feel appreciated at our truck, and the serving desk will also place a tray with small doughnuts sample for trial. Our Doughnuts flavours include strawberry, chocolate, vanilla, cinnamon, caramel and original dough. We will also be happy to hear our customers feedback; for that reason, we will encourage them to leave us their comments in a feedback box placed in our truck. We will use those feedbacks to improve our services as it fits.  

Marketing Plan:
According to Capela (2016), Marketing is a vital key element in business in pursue to finding customers, a good marketing plan will also create a trust in between customers and the established company, a trustful company will sell as a final achievement, helping the establishment to be viewed with enormous eyes, assisting in the journey of awareness expansion

Segmentation:
As part of the marketing plan, we will focus on Social Media Content Marketing as the leading segment; we will be mainly using social media platforms to advertise our doughnuts, since it's cost-free, we aim to be highly creative with the production and with the use of our images and videos. We aim to develop and deliver engaging storytelling about our doughnuts, and there will be a twist of London's History, iconic places, interesting London facts in which we will use altogether to promote our brand digitally, simultaneously contributing with our London city in our storytelling, in hope to attract more tourists to the town. These plans will not only be good for our business, but also to London's economy. It's a smart way of promoting branded content to a local and global audience. Also, in combination, our well-designed packaging will be an eye catch advertising promotion for London doughnuts, and it will include bright colours, lettering and our social media icons, perfect for a photo to be snapped by our customers. In future, we plan to invest in Social media paid advertisement within each platform.

Communication Calendar – Time Management: 
According to Morgan (2017), the importance of time management is extremely important for any business, to achieve goals promptly, it’s also a characteristic of leadership. A good plan and time management will help a business to put at first what is more important at a particular time.

As part of our segment, we will focus on time management. The time scale for each activity will last a week, and a new one will be created every Saturday during team meeting brainstorm, we will make use of a Communication calendar. We understand that keeping our work tidy and well planned; the promotion plan will run smoothly. Also, consistency will keep our clients engaged in all of our social media pages daily.  With a calendar, we can plan in case of any changes along the way. We will also monitor our performances and the growth of our following weekly and documenting them in an Excel document. We will handle the response to our Marketing, daily, making sure to reply to questions received promptly, to show excellent customer services.

London Doughnuts Social media Platforms and Media Marketing: 
London Doughnuts Marketing calendar will start on a Saturday, when the team will meet up and brainstorm what we will create for the Doughnuts videos and photo shooting, straight after developing a variety of cute, engaging photos and videos in which will be used throughout the week to promote our doughnuts. Unused material will be stored for any backup plan.

London Doughnuts Facebook:
In this platform we aim to post our Doughnuts photos, every day of the week, alternating in between breakfast and Lunchtime and Lunchbreak and after office hours around 17:00 to remind our customers, that its Doughnuts time.

London Doughnuts Twitter:
In this platform, we aim to re-share our posts from Instagram to keep our followers up to date

London Doughnuts YouTube:
In this platform, we will create an introduction video with all of the behind the scenes material, showing how we create our doughnuts, the hygiene levels of Infection Control, Health and Safety guidelines, our quality ingredients. We will build up a fun and informative playlist, including everything about our brand. We aim to build trust.

London Doughnuts Instagram:
Instagram will be the most used platform, and we will post promotional and informative content about our Doughnuts every day since our most prominent marketing is visual. At Instagram, we will use Doughnuts images and short highlight videos to attract our fans to YouTube, to watch the full-length videos; this is one tactic to attract more subscribers. We use inspirational quotes about doughnuts and London in general, and we will post about our flavoured fillings, we will repost photos from happy customers eating their doughnuts, we will also promote our "weekly special doughnut" every Friday, revealing the surprise Flavour. We will also make the use of other Instagram features, such as Insta Stories and Livestream videos. The possibilities with this platform are vast, and customers will be mesmerized with our photos and videos and indeed attempted to try our doughnuts.  

Blog Post:
Our Blog Post will materials will be prepared every Sunday after Photos and videos are edited, every Friday, London Doughnuts blog posts will go live in our website, covering what happened during the week and including all the news.

Mailing List and Subscription Box:
All of our social media platforms will contain our website link, and inside our website, customers will be able to join subscription box for the mailing list, consecutively they will receive our blog posts every Friday in their inbox, with our news and a variety of content – London Doughnuts related. In each post, we create it will display the 4 P's – Product, price, promotion and place. The aim of this plan is all about creating a community of goodwill, and positive image for London Doughnuts, synergetically, creating awareness in the marketplace. 
 
In Conclusion, please find below a copy of our developed laid out Marketing plan Calendar.

[image: ]
Figure 1: Proposed social media marketing plan calendar (Source: Created by the author)




















Lucas Lopes (1818768)

Sales Target & Financial Plan
 Starting London Doughnuts sales target and financial plan, there's great prominence to illustrate where LD (London Doughnuts), missions to accomplish. LD will grow to build an empire, expanding around the world, selling delicious iconic doughnuts and serving quality coffee. The idea behind is to grow the business in London, building a name for itself and with success, expanding around London and in the further future into different tourist attracted countries. The essence of the business would be the same with only a slight change to the name, with the name of the country instead of London, with newly iconic Doughnuts to that specific country, e.g. Brazil Doughnuts. 

Budget and Financial start-up capital
 London Doughnuts start-up capital requires an estimated investment of £60,000 pounds, this will be to cover the costs of all one-off payments such as our doughnut truck and machinery required for the making of our doughnuts, within these costs we've calculated ingredients needed for the first three months, all staff wages and training including my own, utility bills and finally licences and permits needed. Our budget will consist for the first year the amount of £135,000 this will include maintenance to serve as a backup, in the chances of any setbacks. This budget covers all expenditures and relies on our annual performance, with £60,000 pounds coming from my own savings-investment this leaves an outstanding balance of £65,000 which very crucially needs to be achieved through our annual sales.  

Break-even Point
 Sales target of London Doughnuts is realistic to reduce risks of setbacks, with a slow, gradual start to the business we are prepared to run at a loss for an estimated four months. We aim to reach our break-even point by the five months, and this is when LD will hit popularity on social media, and nearby working customers would be making the most of our loyalty scheme resulting in a significant increase in our consumers. Breaking-Even for London Doughnuts would be the starting point of success, understanding that there’s a long timeline frame to go break-even means our first objective of becoming a recognized attraction is our launch forward. According to Investopedia (2019), break-even point (BEP) is when total expense and revenue are even meaning all of the business outgoings are the same as the incoming hitting the BEP where there's no loss and also no profit.

London Doughnuts expected revenue come from 6 different flavoured Doughnuts such as; London Eye (Plain Glazed), Royal Crown (Custard filling), The Big Ben 
(Salted Caramel filling), Black Cab (Chocolate filling), London’s Red Bus (Strawberry Jam filling), Pandora’s Telephone Box (Weekly Special different flavours). Also in our expected revenue's London Doughnuts would be selling hot beverages such as; Coffee, tea’s, hot chocolate and cold beverages like soft drinks, juice, and water. Looking at high brand businesses such as Starbucks and Krispy Kreme’s, the profit margin for coffee can be as high as 91.5% a cup and doughnuts coming in a little lower with 70% according to Zach Lazzari (2018). It's important to take into consideration the difference in bulk buying, London Doughnuts wouldn't see that same profit so soon however with much lower operating costs our profit margin is safe to say would be at least half with coffee profit being 45% and doughnuts 35%. These being the main sources of revenue, we would also be covering other drinks, to ensure we have the customer's perfect doughnut combination resulting in a purchase of both a doughnut and a beverage always.

 Having special deals would ensure we remain competitive with other local food and coffee shops; our doughnuts will be priced from £2.00 to £2.50, all coffee and hot chocolate will be priced at £3 (20% cheaper then local coffee shops), teas marked at £2 also all soft drinks, juice, and water at £1.20. Hence profit margins being high, LD can reduce these prices to increase quantities sold remaining competitive and value for money for customers. LD's target market is quite aimed at tourists; however, the selling of coffee enables LD to target London as a whole. With 95million Brit's drinking coffee a day Independent (2018), a cheaper cup of coffee would attract local's to purchase from us, where then sales strategies can be implemented to make the most out of their consumption such as; Breakfast Deal a doughnut and any beverage for £4, which to customers who pay regularly £3.75 a cup a coffee an extra £0.25 for a doughnut is a bargain. Lunch deals to increase word of mouth and more customer satisfaction, buying with a friend gives you 30% off and lastly but not least evening deals, all doughnuts 50% off to ensure none goes to waste. 

London Doughnuts expected revenue
 On the table below the expected revenue, we've calculated from the opening of the business in January, the amount of 20 doughnuts, 20 cups of coffee, 5 cups of tea, soft drinks, juice, and water ten units per day totalling an estimated figure of £3,976. Predicting that we sell five extra units every day, of which we will be marketing through social media, it's highly achievable. Working with our estimated five extra units on each of our food and beverage products, we can see that by the 5th month in May our break-even point is achieved. Which now leads us to the 6th month, looking at UK's tourism forecast it's said that in 2016 there were 31.2 million tourists that travelled to the UK, London Partners (2017). Relating to this information in our sixth month in June the start of summer, London Doughnuts would have had the opportunity to widen its name, leaving subsequent tourists influenced to purchase their iconic doughnut. By the end of July LD is looking to start profit and have a significant increase in units sold per day, with more tourists in London and the high season coming late July, August and late September LD is predicting a 30% additional income. Lowering to 20% in October operating similar figures till the start of the year in January, of which our clientele would have grown generating more revenue.
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London Doughnuts Expected Sales Forecast

	Expected sales
	Q1
	Q2
	Q3

	
	JAN
	FEB
	MAR
	APR
	MAY
	JUN
	JUL
	AUG
	SEP
	OCT
	NOV
	DEC

	The London Eye
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	The Crown
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	The Big Ben
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	The Queens   Guards
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	The Black Cab
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	Pandora’s Telephone Box
	£234
	£246.5
	£259
	£271.5
	£284
	£340,8
	£369.2
	£369.2
	£340,8
	£340,8
	£340,8
	£340,8

	Coffee/Hot chocolate
	£1,680
	£2,100
	£2,520
	£2,940
	£3,360
	£4,032
	£4,368
	£4,368
	£4,032
	£4,032
	£4,032
	£4,032

	Tea
	£280
	£560
	£840
	£1,120
	£2,240
	£2,688
	£2,912
	£2,912
	£2,688
	£2,688
	£2,688
	£2,688

	Soft Drinks/Juice/ Water
	£336
	£504
	£672
	£840
	£1008
	£1,210
	£1,311
	£1,311
	£1,210
	£1,210
	£1,210
	£1,210

	
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Total
	£3,976
	£5,194
	£6,412
	£7,630
	£8,848
	£10,618
	£11,503
	£11,503
	£10,618
	£10,618
	£10,618
	£10,618






	Expected Expenditures
	Q1
	Q2
	Q3

	
	JAN
	FEB
	MAR
	APR
	MAY
	JUN
	JUL
	AUG
	SEP
	OCT
	NOV
	DEC

	Wages
	£7,050
	£7,050
	£7,050
	£7,400
	£7,400
	£7,400
	£7,400
	£7,400
	£7,400
	£7,400
	£7,400
	£7,400

	Training
	£450
	-
	-
	-
	-
	£450
	-
	-
	-
	-
	-
	£450

	Machinery
	£14,700
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Truck
	£12,000
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Maintenance
	£1,000
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	License's
	£500
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-

	Utility Bill’s
	£150
	£150
	£150
	£150
	£150
	£150
	£150
	£150
	£150
	£150
	£150
	£150

	Ingredients
	£300
	£85
	£85
	£200
	£100
	£100
	£250
	£125
	£125
	£250
	£125
	£125

	Wastage
	£1000
	£800
	£500
	£250
	£100
	£75
	£75
	£75
	£75
	£75
	£75
	£75

	Total
	£36,950
	£8085
	£7785
	£8000
	£7750
	£8175
	£7,875
	£7,750
	£7,750
	£7,875
	£7,750
	£8,200

	Year Total
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	-
	£124,145


London Doughnuts Expected Expenditures Forecast

On the table above, 

Capital Expenditures
 There's also of great importance to look into our capital expenditures, and these are all of London Doughnuts funds that go into fixed assets such as; Buildings, equipment, and land this is according to, Accounting Tools (2018). Applying these concepts to London Doughnuts, our fixed assets would be the following: Food Truck, doughnut and coffee machinery and a fridge/freezer. Altogether there would be a one-off payment, of which is included in the business start-up costs. 

Costs breakdown
Machinery; 150lb Donut Floor Fryer £4,000, Rolling Donut Cooling Rack £100, Exhaust Hood System £1,000, Donut Proofing Box: £300, 54″ Two-Door Refrigerator/Freezer £2,000, Donut Robot Mark II £4,000, Portable Generator and cables £300, Coffee Machine £3,000. These types of machinery are one-off costs and bought new to have manufacturers warranty and less of a chance of breakdowns. They can be found on this website, https://www.machinemart.co.uk although these are the displayed prices negotiation is also available with business accounts.
Ingredients; for 200 doughnuts, 10kg wheat, 30 eggs, 900g butter, 800g sugar, 6lt of milk, 5lt whipping cream, 1lt fruit puree, 1kg salt and 10lt of vegetable oil. Most Ingredients that have a long-lasting expiry date would be bought in bulk from an online wholesale retailer https://www.jjfoodservice.com for cheaper rates. The remaining ingredients would be bought in lower quantities to ensure quality and reduce wastage percentage.
Bills; Most will remain the same throughout however, a few will have an increase as London Doughnuts begins to increase its sales resulting in the more usage of utilities. With that being said we have rounded up the costs as they will become clearer once the truck is up and running, these are the utility bills that LD will have; Water, Gas, Electricity, Internet, Insurance, Road tax, and Petrol.
License/Permits; Street Trading Licence, business license, food premises approval, pavement or street displays, vehicle license, public liability insurance and food safety regulations. Some of these are annual renewals as others are one-off, all of which have been included in our expenditure.
Wastage; Starting off London Doughnuts it's fundamental we build our selves a name, and what better way than giving our public tasters to our irresistible doughnuts. We are aiming in the first month to distribute not only at the doughnut truck but also alongside nearby busy points together with pamphlets. This is why wastage is especially high in our first month and gradually decreases as the months go by; we will maintain tasters to attract customers throughout our recognition process. Included into this will be doughnuts that aren’t finished to our standards to be put on display, these will be allowed for staff to eat or be thrown away. 
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