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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary 
     A mobile food truck aims to introduce diverse groups to the mouthwatering tastes and rich cultural legacy of chimney cakes.  By combining classic recipes with cutting-edge ingredients, the food truck hopes to promote these unusual pleasures to the market.
   Offering consumers convenience, novelty, and a wide variety of cuisines, the food truck industry is still growing. Chimney cakes offer an unexplored market opportunity as the demand for unusual and culturally diverse culinary experiences grows. Chimney cakes are a promising addition to the food truck scene, as the research shows that there is a growing demand in foreign food.
    A Sweet Escape seeks to close a gap in the food truck market.  Creating a profitable company that delights clients and adds to the thriving culinary scene using strategic approach to marketing, operations, and customer involvement, focusing on baking fresh chimney cakes that are made with premium ingredients and traditional recipes.
      The new food truck business concept A Sweet Escape the chimney cake specialist’s unique idea, of providing memorable unforgettable trips for pleasure taste has the potential to get effective growth in the UK market, analysing the market trends, PESTEL analysis, customers and competitors profile, SWOT and PORTER 5 FORCES, the financial projections supported by a SMART vision and marketing strategies have suggested that the business can have an effective market share within the food industry of the UK.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name:
A Sweet Escape LTD 
	

	
	[bookmark: _Toc287535395]Address:
  L40 5NJ, Liverpool, UK, trips around UK at festivals, big events, and busy markets.
	

	
	Primary contact method
Email: asweetescape@gmail.com    www. A sweet escape. co.uk 07962979145
	

	
	
	

	
	[bookmark: _Toc287535398]The business will: 
   A Sweet Escape is a business concept that revolves around making delicious pastries for the customers. Additionally, A Sweet Escape will offer a great selection of premium coffees and teas to perfect the cake puzzle.
  In addition, A Sweet Escape will host special events such as coffee/tea workshops, chocolate tastings and a dessert celebration. These events are designed to be immersive culinary journeys that educate and delight attendees. These will enhance the association with the brand and create lasting memories (Brown, Molnar, and Rath, 2020).
  A Sweet Escape LTD will offer an effective food truck tour through the combination of cake baking, professionally brewed coffee/tea, and special events. 
  Limited by shares companies are profit-making entities with separate legal entities, separate finances, and shareholders who can retain profits after paying taxes, protecting the name of the company, tax efficient and extracting dividends. (GOV.UK, 2024a).

	

	



	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
Name: Kinga Torok
	

	
	Position/main responsibilities: Owner and Operations Manager. Responsible for overseeing daily operations, staffing, inventory management, and quality control.
	

	
	Experience and knowledge of our industry: 10 years of experience working in food service operations. 
	

	
	
	

	
	Previous employment: Manager at The Daily Grind Coffee Shop (2015-2020).
	

	
	Key skills brought to the business: Strong leadership, communication, and organizational skills
	

	
	Business experience and any training undertaken: Graduated from community college with a business degree
	

	
	Academic/professional qualifications: BA in Business Administration
	

	
	Salary expectations £ 50,000 
	

	
	Name: Andreea Balanescu
	

	
	Position/main responsibilities: Head Chef. Menu development, food preparation, and kitchen operations.
	

	
	Experience and knowledge of our industry: 8 years as a pastry chef at a bakery.
	

	
	Previous employment: Pastry Chef at Sweet Things Bakery (2012-2020)
	

	
	Key skills brought to the business: Specializing in bakers and pastries
	

	
	Business experience and any training undertaken: completed courses at a culinary school in Paris. Academic/professional: Accredited food safety. Culinary Arts Diploma
	

	
	Salary expectations £ 40,000

	

	
	

	

	
	Name: Catalina-Gabriela Dumitru
Position/main responsibilities: Marketing Manager. Branding, social media, events, and partnerships
Experience and knowledge of our industry: 5 years of marketing experience in the food and beverage industry.
Previous employment: Marketing Coordinator at Coffee Cartel (2017-2022)
Key skills brought to the business: Excellent writing, social media, and communication skills. 
Business experience and any training undertaken: Completed digital marketing courses and social media strategy training.
Academic/professional qualifications: BA in Marketing
Salary expectations £ 35,000
Name: Oana-Simona Ungureanu
Position/main responsibilities: Customer Service Manager. Customer experience, complaint resolution, and front-of-house staffing.
Experience and knowledge of our industry: 8 years providing excellent customer service in the restaurant industry.
Previous employment: Customer Service Supervisor at Flavour Restaurant (2014-2022)
Key skills brought to the business: Exceptional interpersonal and communication abilities, conflict resolution expertise, and leadership skills.
Business experience and any training undertaken: Completed customer service training programs.
Academic/professional qualifications: High school diploma
Salary expectations £ 28,000

	
	

	
	

	
	



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	   A Sweet Escape is an effective business idea that focuses on the contemporary food truck business. The primary products of the company include chimney cake items that can meet the needs of the customers, vegan, plant based, sugar free, within the food industry of the UK. 
   A Sweet Escape infrastructure, marketing and finance presented in Business Model Canvas (see Appendix 1) is adding detailed of the business unique idea.
   Offering delicious chimney cakes and beverages, interactive events are designed to educate and inform attendees, excited to interact with the A Sweet Escape brand. The target customer segments include dessert enthusiasts, coffee/tea connoisseurs and experience seekers looking for a unique culinary adventure, adding options like vegan and sugar-free treats.
   A Sweet Escape will partner with premium suppliers, and sponsors to deliver luxury deals and unforgettable events. Funds are raised through the sale of chimney cakes, coffee, and tea as well as special event tickets and sponsorships. The strengths and opportunities are presented in the SWOT analysis (Appendix 2) of this unique idea.


	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
  A Sweet Escape sales growth, customer acquisition, event success, online presence, operational efficiency, employee training, market expansion and sustainability, S.M.A.R.T. objectives are presented (see Appendix 3).
	

	
	1. What do you want to achieve in your first year of business?
	

	
	   Operational efficiencies, cost control and competitive pricing will be implemented to ensure stable financial performance. Marketing campaigns will focus on promotions to drive customers and increase the average sales price (Jiang, 2021). 
   By monitoring sales data, customer feedback and financial reports, A Sweet Escape will be faster in responding to opportunities for growth. Continued financial discipline and operational excellence will provide A Sweet Escape with the foundation to expand its offerings and events in the future.


	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?
    In 3-5 years, A Sweet Escape wants to move from a food truck to a brick-and-mortar restaurant.
    The event space will transition from a truck kitchen to a commissary model with increased production capacity and a workforce to support continued growth (Lin, 2020). Efficiencies in sourcing, prep and inventory management will be implemented.
   The customer relationship platform will provide a seamless omnichannel experience across food trucks, restaurants, apps, and social media (Liu, 2021). Deeper engagement through loyalty programs and memberships will be key.
“The newly started firm achieved a state where vulnerability has decreased to the point that the firm has been able to move on to the next phase of its further development," according to Klofsten (1998)', Klofstein's business platform, idea, product, market, and development (Yencken and Murray Gi Am, 2006). 
    A Sweet Escape has a vision to build a complete experience brand in the culinary sector that will have infrastructure in 3-5 years to support expanded offerings, events, customers attendance and income.









	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]




6 What the business does

	

	
		Product/service
	Features
	Benefits

	· Chimney Cake
	· Crispy outside, soft inside
	· Unique dessert experience

	· Espresso
	· Robust, full-bodied flavour
	· Energy booster

	· Jasmine Tea
	· Fragrant, light taste
	· Calming effect

	· Coffee & Chimney Cake Pairing Workshop
	· Interactive, educational
	· Enhances culinary skills

	· Tea-infused Dessert Tasting Event
	· Diverse flavours, unique combinations
	· Expands palate

	· Themed Events
	· Engaging, fun experiences
	· Community building



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	· Different from machine-made cakes, made fresh to order with interesting flavours and fillings.
· Unique special events such as hands-on workshops, tasting classes, and dessert festivals that engage customers in exciting adventures (Garcia, 2019).
· The harmonious combination of chimney cakes, craft drinks and special events creates a multi-sensory culinary journey that delights the senses.
· Beautiful visual storytelling, building community through partnerships with local businesses, sponsors, charities, and artists is a key focus.
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
      It is important that the business registers and complies with all relevant food safety and hygiene regulations set by the Food Standards Agency (2024), and Health and Safety (HES, 2024). This includes maintaining appropriate licenses, inspections, food safety and control systems, and meeting requirements for safe food storage and manufacturing (Schetzer, & Engman, 2021). 
	

	
	You will meet your legal and insurance requirements by:
    It is important to have adequate insurance policies such as public property liability insurance, employer liability insurance and automobile and equipment insurance. Having premium insurance coverage helps reduce the risks associated with customer damage, equipment damage, or loss. 
· Business Liability Insurance (Comparethemarket, 2024).
· Register A Sweet Escape Ltd at HMRC
· Register at Local Authority, a licence for selling food (GOV.UK, 2024b)
· Food Safety Management System, HACCP, (Food Standard Agency, 2024).
· Risk assessment, fire safety, COSHH, Health and Safety.
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	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research
   In 2022, the foodservice market in the United Kingdom expanded by 44.7%, reaching a total valuation of $83,696.8 million (MarketLine, 2023).
  The UK government's focus on reducing plastic waste has boosted demand for sustainable packaging solutions in the food retailing sector, indicating continued growth, the growing trend towards health and wellbeing, which is pressuring merchants to expand their product lines by including better food options (ReportLinker, 2023).
PESTEL analysis 
	Political
	Economic
	Social
	Technological
	Environmental
	Legal

	Food truck regulations
	Consumer spending power
	Foodie culture trend
	Mobile app development
	Eco-friendly packaging need
	Food safety regulations

	Local council policies
	Disposable income levels
	Experiential consumption rise
	Social media marketing tools
	Sustainable sourcing demand
	Employment laws to follow

	Import/export rules
	Economic growth rates
	Health/wellness trends
	Influencer marketing tactics
	Waste management systems
	Business licensing required

	Political stability
	Supplier costs/inflation
	Changing dietary preferences
	Tech adoption rates
	Carbon footprint tracking
	Zoning/permitting laws

	Government incentives
	Competition intensity
	Demographics shift
	New payment systems
	Plastic ban policies
	Labelling requirements



	

	
	[bookmark: _Toc287535411]
Trends in your chosen market are: 
· Health-conscious varieties: gluten-free, organic, vegan, reducing sugar content.
· Innovative technology, Artificial Intelligence (AI).
· Innovation in Presentation and Toppings: visually appealing for Instagram posting videos and photos.
· Partnerships and Collaborations
· Online Ordering and Delivery apps
· Expansion of Ethnic and International Cuisine
· Growth in Street Food Culture, ethical and responsible, food safety, sustainability 
	

	
	[bookmark: _Toc287535412]How you know this:
According to MarketLine reports (2023, 2022) the food service industry faces significant challenges due to the implementation of new technology, potential failure to meet consumer needs, and the failure of major brands in innovation, facing environmental and over-farming threats, necessitating sustainable and safe products. Consumer tastes change, creating a market gap for healthier, organic, and vegan options, consumer trust in the sector is declining because of false food information.
· Major brands are investing in AI “Digital Flywheel’ a version of AI Starbucks, to extreme personalisation of sales, and digitisation strategies,
· Introducing fashionable ingredients to remain on-trend (MarketLine, 2018).
· Food safety is one of the most significant concerns for customers, and preserving confidence depends on it (MarketLine, 2010). 
· In the UK, the number of persons who identify as vegan has increased by 360% in just ten years,
· Consumers' increased education on health and food security leads to a greater interest in less conventional diets like veganism, vegetarianism, organic, free from, and reduced sugar diets (MarketLine, 2023).
According to Motor Intelligence (2024), food truck market growth is ascribed to several factors, including customers' growing preference for food concepts, the ease and speed with which a food truck business can obtain a permit when compared to opening a brick-and-mortar restaurant, and the introduction of food trucks in strategic locations.





	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: 
1. Dessert enthusiasts: The demographic is predominantly millennials and Gen Z, seeking unique culinary experiences, high-quality ingredients, authenticity, and innovative flavours, actively engaging with food trends on social media, healthy vegan, and sugar free choices.
2. Coffee and tea connoisseurs: focusing on convenience, affordability, and diverse tastes, while ensuring a fun, memorable experience, authenticity
3. Unique event seekers: Attendees of festivals, fairs, concerts, and community events are interested in local vendors, food, and entertainment, value convenience, portability, and unique offerings.
4. Culinary adventure lovers: Visitors to the area are interested in cuisine and cultural offerings, seeking authentic, traditional foods, and recommendations from locals, online reviews, and tourist guides.
	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is:

 
	

	
	1. The research was conducted in various dimensions to enhance the understanding of the organisation about the demand of the customers. The research eventually included factors that motivate the customers to have unique culinary experiences, transparency as well as quality ingredients and authenticity.

2. Food service companies are adjusting to the growing trend of healthy cuisine, organic products, and veganism in the United Kingdom. Additionally, the vegan movement is becoming more and more popular among younger customers, who are a target market for many food service businesses.
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
   The mass-market environment is characterized by standardised products, but an increasing number of consumers are seeking personalised, tailored, and authentic goods, the importance of hyper-specificity is increasing due to the growing effect of digitisation, localism, and customisation.  Speciality coffee has become popular in recent years, and this trend is predicted to continue in the years to come. The global market for this category is anticipated to increase at a compound annual growth rate of 11.3% between 2023 and 2030 (MarketLine, 2023).
       The Vegan Society estimates that 600,000 adults in the UK, or 1% of the population, practice veganism (MarketLine, 2018). 
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _Toc287535418]Group
	[bookmark: _Toc287535419]Number of customers/ days
	[bookmark: _Toc287535420] Price they might pay per unit

	Culinary adventure lovers
	250
	£3-5

	Event Attendees
	100+ per event
	[bookmark: _Toc287535432]£6-10 per ticket

	Specialty Coffee Drinkers	
	80
	[bookmark: _Toc287535435]£3-7

	Teahouse Regulars
	60
	[bookmark: _Toc287535438]£2-5

	Dessert Enthusiasts
	200
	[bookmark: _Toc287535441]£4-8



	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902]11 Profiling competitors
The competition in this market is heightened by the abundance of businesses with identical business models and food goods offered at similar costs. According to Similarweb (2024) a detailed website performance is presented in Appendix 4.


	

	
		Competitor name
	Strengths
	Weaknesses

	· Safi’s Desserts
	· 6 locations in Liverpool
	· Not able to reach different locations

	· Heavenly Desserts
	· Multiple locations across the UK, franchise 
	· Hight Prices

	· Prestige Food Trucks
	· High-quality trucks
	· Limited food variety

	· M&R SPECIALTY Trailers and Trucks
	· Specialty food options
	· Limited operating hours

	· Independent Food Trucks
	· Unique dining experiences
	· Inconsistent locations


[bookmark: _Toc287535443]
How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Offering a wider variety of chimney cakes and hot beverages
· Expanding operating hours to cater to late-night dessert cravings.
· Rotating menu items based on season or customer feedback (Shi, 2021).
· Hosting more unique events like dessert-making workshops
· Implementing a loyalty program to reward repeat customers.
· Partnering with local businesses for cross-promotion
· Utilizing sustainable practices to appeal to eco-conscious customers
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified: 
Porter 5 Forces Analyses are displayed in (Appendix 5).
1. Supply chain disruptions.
2. Food safety concerns
3. Weather-related disruptions
4. Regulatory changes (Malam, 2020)
5. Competitive market
6. Customer preferences shift
7. Operational challenges
8. Staff turnover
9. Equipment failure
10. Event cancellations
	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:


	

	
	1. Establish reliable suppliers to mitigate supply chain disruptions.
2. Implement strict food safety protocols.
3. Have contingency plans for weather-related disruptions.
4. Stay updated on regulatory changes.
5. Continuously innovate to stay competitive (Sims, 2021).
6. Regularly survey customers to understand shifting preferences.
7. Invest in training to overcome operational challenges.
8. Offer competitive benefits to retain staff.
9. Regular maintenance to prevent equipment failure.
10. Diversify event portfolio to handle event cancellations
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	· Determining costs.
· Deciding profit margin.
· Understanding market pricing.
· Considering value proposition.
· Choosing a pricing strategy (Liu, 2021).
· Reviewing and adjusting prices regularly
· Adopting a Price-Skimming policy and price discrimination depending on events and festivals and different locations (Williams, 2022, p. 178).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

	
	
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Chimney Cake
	£5.00
	£4.00 - £10.00

	Espresso
	£2.50
	£2.00 - £3.00

	Tea
	£2.00
	£1.50 - £2.50

	Special Event Ticket
	£15.00
	£10.00 - £20.00

	Chimney Cake + Coffee Combo
	£7.00
	£6.00 - £12.00




	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
· Unique Offerings, attractive packaging and presented: unique events and experiences justify a higher price.
· Brand Value: Customers are willing to pay for the brand experience offered.
· Cost Structure: costs may be different due to factors like rent, labour, etc (Alonso, and O’Neill, 2021).
· Target Market: catering to a market segment that values quality and is willing to pay for it.
· Value Proposition: the value proposition of a unique culinary journey justifies the prices.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
    To increase sales through culinary innovation, with a focus on emphasizing the value message, efforts are being made to maximize national promotional activities and marketing spending, while also improving digital collection experiences (MarketLine, 2023).
   Seasonal packaging, and sustainable, which addresses fundamental consumer requirements and goes beyond the visual, and emotional connection (MarketLine, 2010).

· Discounts and Promotions: Offer special discounts of 10%, promotions buy 2 thirds free, or loyalty programs apps to incentivize customers to visit the food truck.
· Branding and Visual Identity: This includes creating a distinctive logo, car wrap, and signage that will grab consumers' attention and leave a lasting impression on them.
· Food Truck Events and Festivals: These gatherings offer beneficial chances for networking, increasing company recognition, and drawing in new clients, collaborating with local businesses.
· Community Engagement: Get involved in the community by sponsoring or attending fundraisers, charity events, or get-togethers, increasing goodwill and favourable connections.
	

	
	
	

	
	· Social media: Utilize platforms like Instagram, Facebook, and Twitter, for sharing photos and videos of chimney cakes, engaging with followers, post updates with location events.
· Paid Advertising: to reach a wider audience based on location, demographic, and interest.
· Professional Website:  Locations, schedule, contact info, menu, mobile app, optimised local SEO.
· Email Marketing: build an email list to send newsletters and promotional offers to customers to keep them engaged.
· Content Marketing: To engage the audience, offer informative articles about food trucks, chimney cakes, and culinary culture, including blog entries, movies, recipes, and behind-the-scenes content.
· Flyers and Posters: Distribute flyers and display posters in crowded places, and markets.
· Word of Mouth: Encourage satisfied customers to spread the word.








	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907]15 Staff


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· Service Window Attendant
	£1,159-£1,990/month
	· Customer service
	· Polite, reliable, familiar with the menu

	· Chef/Cook
	£1,800-£2,300/month
	· Cooking, food prep
	· Food hygiene, culinary skills

	· Kitchen Prep
	£1,300-£1,500/month
	· Food prep
	· Food hygiene, organizational skills

	· Driver
	£30,200/year
	· Driving skills
	· Valid driver’s license



	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908]16 Premises

	Pich rental cost, street vending licence/ event
	Cost £

	Premises required at start-up: 
	£5,000

	Premises required in the future (if different): 
	£10,000



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909]17 Suppliers
The food service sector offers numerous suppliers with minimal capital investment, making it attractive to newcomers, but it also presents several obstacles to entry (MarketLine, 2023).

	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Doberkurrtos 
	· Professional Equipment for chimney cakes
	· 14 days

	· Food Wholesaler
	· Ingredients for chimney cakes

	· 30 days

	· Coffee Supplier
	· Premium coffee beans
	· 14 days

	· Tea Supplier
	· Exquisite tea blends
	· 30 days

	· Packaging Supplier
	· Eco-friendly packaging materials
	· 30 days

	· Insurance Provider
	· Business Insurance
	· N/A



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910]18 Equipment
	

	
	
	Resource 
	When
	How funded
	Cost £ per unit

	· Food Truck
	· Start-up
	· Business grant
	£18,000

	· Cooking Range/Griddle
	· Start-up
	· Business Loan
	£1,000 - £5,000

	· Refrigerator
	· Start-up
	· Business Loan
	£500 - £2,000

	· Accessories, holders, rollers
	· Start-up 
	· Business Loan
	£500 - £2,000

	· Extractor Fan
	· Start-up
	· Business Loan
	£200 - £1,000



	

	
	
	

	
	
	

	
	
[bookmark: _Toc287535459][bookmark: _Toc287535911]19 Managing operational risks.
	Risk
	Solution

	Staff
· Staff turnover
· Lack of training
	
· Implement competitive benefits and a positive work environment.
· Provide regular training and development opportunities

	Suppliers
· Supply chain disruptions.
· Quality issues
	
· Establish relationships with multiple suppliers.
· Regularly review and assess supplier performance (Rogers, 2021)



	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
		
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc287535913]20 Start-up costs
	

	
	

[bookmark: _MON_1356440720][bookmark: _MON_1356442165][bookmark: _MON_1356442239][bookmark: _MON_1358089688][bookmark: _MON_1359207222][bookmark: _MON_1359207276][bookmark: _MON_1359207317][bookmark: _MON_1359883007][bookmark: _MON_1359957430][bookmark: _MON_1360669426][bookmark: _MON_1360669437][bookmark: _MON_1360670962][bookmark: _MON_1360670974][bookmark: _MON_1360670985][bookmark: _MON_1360671100][bookmark: _MON_1360671129][bookmark: _MON_1360671223][bookmark: _MON_1360671239][bookmark: _MON_1360671253][bookmark: _MON_1360671861][bookmark: _MON_1360672054][bookmark: _MON_1361091241][bookmark: _MON_1361091279][bookmark: _MON_1361091296][bookmark: _MON_1361091394][bookmark: _MON_1361091761][bookmark: _MON_1361091782][bookmark: _MON_1361101438][bookmark: _MON_1363597309][bookmark: _MON_1363598083][bookmark: _MON_1318014947][bookmark: _MON_1318077183][bookmark: _1354449455][bookmark: _1354450031][bookmark: _MON_1354450125]

	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	21 Profit and loss forecast.



	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535465][bookmark: _Toc287535915]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]UnLtd Scaling Up award will help grow the business with an £18,000 grant (UnLtd, 2024).
Business Loans up to £10,000 (Smeloans, 2024).
Total borrowing requirement for the business



	



	










	[bookmark: _Toc287535467][bookmark: _Toc287535916]

23 Managing financial risks. 
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:
	

	
	1. Lower than expected sales, poor business decisions.
2. Delayed start-up finance
3. Unexpected increase in costs (Jiang, 2020)
4. Changes in market conditions
5. Regulatory changes affecting operations.
6. Supply chain disruptions.
7. Increased competition (Oliveira, 2021)




	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
Conduct a risk assessment and analyse financial statements, industry changes, wise investment, cash flow management, reduced costs, risk avoidance and reduction, and transferring to the insurance company (CFI, 2024).
1. Accounting software
2. Accurate financial records to constantly improve the business.
3. Insurance
4. Cloud computing
5. Network security and maintenance (Mariotti and Glackin, 2016).
	

	
	
	



	
	
	
	
	
	

	
	[bookmark: _Toc287535917][bookmark: _Toc287535470]24 Cash flow forecast 

	

	
	

	
	



	


	
	

	
	
	

	
	
	
	
	
	



25 Conclusion. 
        It has been that the business idea chimney cake food truck is effectively feasible within the UK market. It has been observed that the incorporation of effective innovative approaches has the potential to enhance the quality of the business. Additionally, effective risk mitigation strategies will also be implemented to enhance the situation of the organisation within the UK market. Along with this, effective financial strategies are also implemented to enhance the development of the business within the concerned industry.
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Appendix 1
Business Model Canvas:  A Sweet Escape
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Appendix 2
 S.M.A.R.T. Objectives

	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Sales Growth
	Increase revenue by 25%
	Sales figures
	Expand operations by 2 trucks
	Meet growing market demand
	Annually

	Customer Acquisition
	Gain 5,000 new customers
	Customer database size
	Targeted social media & influencer marketing
	Expand customer base
	Quarterly

	Event Success
	Host 20 events
	Event ticket sales
	Partner with 5 venues
	Build brand awareness & loyalty
	Yearly

	Online Presence
	Achieve 10,000 app downloads
	Download metrics
	Dedicated app development team
	Digital marketing strategy
	6 months

	Operational Efficiency
	Reduce costs by 10%
	Cost analysis reports
	Optimize processes & inventory
	Increase profitability
	Yearly

	Employee Training
	Train 25 staff members
	Skills assessment scores
	Comprehensive training programs
	Deliver quality service
	Ongoing

	Market Expansion
	Launch in 3 new cities
	New location performance
	Thorough market research & feasibility studies
	Broaden geographical reach
	2 years

	Sustainability
	Use 75% eco-friendly materials
	Material composition analysis
	Implement sustainable sourcing & practices
	Reduce environmental impact
	1 year






 Appendix 3
SWOT analysis 

	Strengths
	Weaknesses
	Opportunities
	Threats

	Unique concept
	Limited initial capital
	Growing foodie market
	New entrants

	Premium quality products
	Lack of brand recognition
	Experiential consumption trend
	Changing consumer preferences

	Skilled bakers/baristas
	Reliance on suppliers
	Social media marketing potential
	Economic downturn

	Excellent customer service
	Seasonal demand fluctuations
	Expand to new locations
	Rising ingredient costs

	Mobile operations
	Perishable inventory risks
	Corporate event catering
	Regulatory restrictions


















Appendix 4 Similarweb
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Analysing the competitor's website profile from the last 3 months we can see each marketing channel, engagement on their website and total visits. Safi’s Deserts engages their visitors on their website grabbing their attention with a 05:42-minute visit duration compared with Heavenly Desserts only 01:57 minutes/visit, no evidence of age distribution on Safi’s Desserts
(Similarweb, 2024).
















Appendix 5
PORTER’s 5 forces

	Threat of New Entrants
	Bargaining Power of Suppliers
	Bargaining Power of Buyers
	Threat of Substitutes
	Competitive Rivalry

	Low capital requirements
	Limited premium suppliers
	Price sensitivity
	Other dessert options
	Existing food trucks

	Easy entry for imitators
	Supplier switching costs high
	Consumer bargaining power
	Alternative experiences
	Differentiated offerings

	Franchising potential risks
	Supply shortages impact
	Customer loyalty challenges
	Meal delivery services
	Aggressive pricing tactics

	Unique concept advantages
	Perishable ingredient risks
	Shifting preferences issues
	Fast food chains
	Intensive marketing efforts

	No proprietary technology
	Fluctuating ingredient costs
	Online reviews influence
	Coffee shops/cafes
	Prime location advantages


















Power Point Presentation
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Professional fees
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Tools
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Insurance
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Rent/rent deposit

Stationery

Marketing

Market research costs
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Equipment

Stock

TOTAL  £
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Association fees

Wages/recruitment

Security/health and safety equipment


Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				1,000

		Telephones and broadband				800

		Equipment				2,300

		Stock				2,200

		Tools				400

		Vehicles				18,000

		Professional fees				1,250

		Insurance				1,100

		Rent/rent deposit				1,000

		Stationery				1,200

		Marketing				1,000

		Consumables				1,200

		Licences				1,100

		Training				300

		Association fees				800

		Wages/recruitment				1,200

		Security/health and safety equipment				1,000

		Market research costs				300

		Other (please specify)				1,000

		TOTAL  £				37,150
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 230,000

Less variable costs 110,000

Gross profit (sales less variable costs) 

= 

120,000

Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

1 0 0

Salaries/wages (survival income + any 

staff

50,000

Premises (including rent, rates, 

utilities)

6,000

Telephone and broadband 800

Printing, post and stationery 1,200

Advertising and promotion 10,000

Bank charges 1,200

Professional fees 1,250

Insurances 2,000

Bank/HP/Interest (payable to your 

bank)

6

Stock 2,000

Consumables 1,000

Equipment and vehicle leasing 5,000

Depreciation 0

Other (please specify) 3,000

0

Total fixed costs 79,006 0

Net profit (gross profit less fixed cost) 40,994 0 0

Calculate your net profit margin (net 

profit divided by total sales x 100)

18 0 0

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

189,006 0 0

Break even (B) divided by (A) 362,262 0 0
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				Total expected sales		230,000

				Less variable costs		110,000

				Gross profit (sales less variable costs) =		120,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		0		0
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				Premises (including rent, rates, utilities)		6,000
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				Total fixed costs		79,006		0
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				Calculate your net profit margin (net profit divided by total sales x 100)		18		0		0
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£

37,150

Personal start-up contributions           - 500

Other start-up contributions            - 200

Total required = 36,450

= 18,000



Start-up costs

The assets you have available as security
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				Start-up costs				37,150
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Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 0 4,500 5,000 7,500 10,000 12,500 16,500 56,000 0

Cash received from debtors 0 1,000 1,000 1,000 1,000 1,000 1,000 6,000 0

Capital/loans received 0 18,000 0 0 0 0 0 18,000 0

Other (please specify) 0 0 0 0 0 0 0 0 0

TOTAL £ 0 10,000 6,000 8,500 11,000 13,500 17,500 80,000 0

EXPENDITURE 0

Wages to staff (incl. PAYE & NI) 0 1,200 1,200 1,200 1,200 1,200 1,200 7,200 0

Premises (rent, rates & utilities) 0 100 100 100 200 200 300 1,000 0

Telephone & Broadband 0 100 100 100 100 100 100 600 0

Printing, post & stationery 0 145 145 100 100 100 50 640 0

Advertising & promotion 0 256 300 300 100 50 50 1,056 0

Bank charges 0 100 100 100 100 100 100 600 0

Professional fees 0 100 100 100 100 100 100 600 0

Insurances 0 150 150 150 150 150 150 900 0

Bank/HP 0 6 6 6 6 6 6 36 0

Equipment & vehicle leasing 0 450 350 350 350 350 350 2,200 0

Payments relating to variable costs 0 300 200 200 200 200 200 1,300 0

Capital Expenditure 0 800 600 100 100 100 100 1,800 0

Other Payments 0 620 150 150 150 150 0 1,220 0

VAT 0 230 200 200 200 200 0 1,030 0

Owner's wages/salary 0 1,200 1,200 1,200 1,200 1,200 1,200 7,200 0

Owner's National Insurance 0 100 100 100 100 200 100 700 0

Loan repayments (incl. interest) 0 1,000 1,000 1,000 1,000 1,000 1,000 6,000 0

Stock 0 300 250 250 300 500 500 2,100 0

Consumables 0 200 350 350 350 500 500 2,250 0

Licence 0 100 300 300 300 300 200 1,500 0

Vehicle 0 1,000 1,000 1,000 1,000 1,000 1,000 6,000 0

Other 0 0 0 0 0 0 0 0 0

TOTAL £ 0 8,457 7,901 7,356 7,306 7,706 7,206 45,932 0

Income less expenditure 0 1,543 0 -1,901 0 1,144 0 3,694 0 5,794 0 10,294 0 34,068 0

Opening bank balance 0 0 0 1,543 0 -358 0 786 0 4,480 0 10,274 0 10,274 0

Closing bank balance 0 1,543 0 -358 0 786 0 4,480 0 10,274 0 20,568 0 20,568 0

6 TOTAL
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				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0				4,500				5,000				7,500				10,000				12,500				16,500				56,000		0

		Cash received from debtors		0				1,000				1,000				1,000				1,000				1,000				1,000				6,000		0

		Capital/loans received		0				18,000				0				0				0				0				0				18,000		0

		Other (please specify)		0				0				0				0				0				0				0				0		0

		TOTAL £		0				10,000				6,000				8,500				11,000				13,500				17,500				80,000		0

		EXPENDITURE		0

		Wages to staff (incl. PAYE & NI)		0				1,200				1,200				1,200				1,200				1,200				1,200				7,200		0

		Premises (rent, rates & utilities)		0				100				100				100				200				200				300				1,000		0

		Telephone & Broadband		0				100				100				100				100				100				100				600		0

		Printing, post & stationery		0				145				145				100				100				100				50				640		0

		Advertising & promotion		0				256				300				300				100				50				50				1,056		0

		Bank charges		0				100				100				100				100				100				100				600		0

		Professional fees		0				100				100				100				100				100				100				600		0

		Insurances		0				150				150				150				150				150				150				900		0

		Bank/HP		0				6				6				6				6				6				6				36		0

		Equipment & vehicle leasing		0				450				350				350				350				350				350				2,200		0

		Payments relating to variable costs		0				300				200				200				200				200				200				1,300		0

		Capital Expenditure		0				800				600				100				100				100				100				1,800		0

		Other Payments		0				620				150				150				150				150				0				1,220		0

		VAT		0				230				200				200				200				200				0				1,030		0

		Owner's wages/salary		0				1,200				1,200				1,200				1,200				1,200				1,200				7,200		0

		Owner's National Insurance		0				100				100				100				100				200				100				700		0

		Loan repayments (incl. interest)		0				1,000				1,000				1,000				1,000				1,000				1,000				6,000		0

		Stock		0				300				250				250				300				500				500				2,100		0

		Consumables		0				200				350				350				350				500				500				2,250		0

		Licence		0				100				300				300				300				300				200				1,500		0

		Vehicle		0				1,000				1,000				1,000				1,000				1,000				1,000				6,000		0

		Other		0				0				0				0				0				0				0				0		0

		TOTAL £		0				8,457				7,901				7,356				7,306				7,706				7,206				45,932		0

		Income less expenditure		0				1,543		0		-1,901		0		1,144		0		3,694		0		5,794		0		10,294		0		34,068		0

		Opening bank balance		0				0		0		1,543		0		-358		0		786		0		4,480		0		10,274		0		10,274		0

		Closing bank balance		0				1,543		0		-358		0		786		0		4,480		0		10,274		0		20,568		0		20,568		0





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		56,000		0		25,000		0		30,000		0		25,000		0		17,000		0		10,000		0		35,000		0		198,000		0

		Cash received from debtors		6,000		0		1,000		0		1,000		0		1,000		0		1,000		0		1,000		0		0		0		11,000		0

		Capital/loans received		18,000		0		0		0		0		0		0		0		0		0		0		0		0		0		18,000		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		80,000		0		26,000		0		31,000		0		26,000		0		18,000		0		11,000		0		35,000		0		227,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		7,200		0		1,200		0		1,200		0		1,200		0		1,200		0		1,200		0		1,200		0		14,400		0

		Premises (rent, rates & utilities)		1,000		0		150		0		500		0		400		0		300		0		200		0		400		0		2,950		0

		Telephone & Broadband		600		0		80		0		80		0		80		0		80		0		80		0		80		0		1,080		0

		Printing, post & stationery		640		0		100		0		100		0		100		0		0		0		50		0		100		0		1,090		0

		Advertising & promotion		1,056		0		100		0		100		0		300		0		500		0		700		0		100		0		2,856		0

		Bank charges		600		0		100		0		100		0		100		0		100		0		100		0		100		0		1,200		0

		Professional fees		600		0		100		0		100		0		100		0		100		0		100		0		100		0		1,200		0

		Insurances		900		0		150		0		150		0		150		0		150		0		150		0		150		0		1,800		0

		Bank/HP		36		0		6		0		6		0		6		0		0		0		6		0		0		0		60		0

		Equipment & vehicle leasing		2,200		0		150		0		150		0		150		0		150		0		150		0		150		0		3,100		0

		Payments relating to variable costs		1,300		0		100		0		100		0		100		0		100		0		250		0		100		0		2,050		0

		Capital Expenditure		1,800		0		100		0		100		0		100		0		100		0		100		0		100		0		2,400		0

		Other Payments		1,220		0		0		0		0		0		0		0		0		0		0		0		0		0		1,220		0

		VAT		1,030		0		100		0		100		0		100		0		100		0		100		0		100		0		1,630		0

		Owner's wages/salary		7,200		0		1,200		0		1,200		0		1,200		0		1,200		0		1,200		0		1,200		0		14,400		0

		Owner's National Insurance		700		0		100		0		100		0		100		0		100		0		100		0		100		0		1,300		0

		Loan repayments (incl. interest)		6,000		0		1,000		0		1,000		0		1,000		0		1,000		0		1,000		0		0		0		11,000		0

		Stock		2,100		0		1,000		0		1,000		0		800		0		500		0		300		0		700		0		6,400		0

		Consumables		2,250		0		500		0		500		0		300		0		200		0		100		0		200		0		4,050		0

		Licence		1,500		0		100		0		100		0		100		0		100		0		100		0		100		0		0		0

		Vehicle		6,000		0		1,000		0		1,000		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		45,932		0		7,336		0		7,686		0		6,386		0		5,980		0		5,986		0		4,980		0		84,286		0

		Income less expenditure		34,068		0		18,664		0		23,314		0		19,614		0		12,020		0		5,014		0		30,020		0		142,714		0

		Opening bank balance		10,274		0		20,568		0		39,232		0		62,546		0		82,160		0		94,180		0		99,194		0		99,194		0

		Closing bank balance		20,568		0		39,232		0		62,546		0		82,160		0		94,180		0		99,194		0		129,214		0		129,214		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		17,000		0		39,000		0		80,000		0		62,000		0		198,000		0

		Cash received from debtors		3,000		0		3,000		0		3,000		0		2,000		0		11,000		0

		Capital/loans received		18,000		0		0		0		0		0		0		0		18,000		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		24,500		0		42,000		0		83,000		0		64,000		0		213,500		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		3,600		0		3,600		0		3,600		0		3,600		0		14,400		0

		Premises (rent, rates & utilities)		300		0		700		0		1,050		0		900		0		2,950		0

		Telephone & Broadband		300		0		300		0		240		0		240		0		1,080		0

		Printing, post & stationery		390		0		250		0		300		0		150		0		1,090		0

		Advertising & promotion		856		0		200		0		500		0		1,300		0		2,856		0

		Bank charges		300		0		300		0		300		0		300		0		1,200		0

		Professional fees		300		0		300		0		300		0		300		0		1,200		0

		Insurances		450		0		450		0		450		0		450		0		1,800		0

		Bank/HP		18		0		18		0		18		0		6		0		60		0

		Equipment & vehicle leasing		1,150		0		1,050		0		450		0		450		0		3,100		0

		Payments relating to variable costs		700		0		600		0		300		0		450		0		2,050		0

		Capital Expenditure		1,500		0		300		0		300		0		300		0		2,400		0

		Other Payments		920		0		300		0		0		0		0		0		1,220		0

		VAT		630		0		400		0		300		0		300		0		1,630		0

		Owner's wages/salary		3,600		0		3,600		0		3,600		0		3,600		0		14,400		0

		Owner's National Insurance		300		0		400		0		300		0		300		0		1,300		0

		Loan repayments (incl. interest)		3,000		0		3,000		0		3,000		0		2,000		0		11,000		0

		Stock		800		0		1,300		0		2,800		0		1,500		0		6,400		0

		Consumables		900		0		1,350		0		1,300		0		500		0		4,050		0

		Other (please specify)		700		0		800		0		300		0		300		0		2,100		0

		Other		3,000		0		3,000		0		2,000		0		0		0		8,000		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		23,714		0		22,218		0		21,408		0		16,946		0		84,286		0
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Introduction

Adapts te changing consumer tastes.

A Sweet Escape: Unique food truck concept
specialising in chimney cakes.

Curated selection of coffees and teas.
Integrated into the business plan for a
multifaceted culinary experience.

Business Model Canvas (BMC): Used as a
comprehensive tool to clarify business
aspects.

hoto by Unknown Author s licensed under CC
-NC

‘A Sweet Escape’ aims to stand out in the hospitality industry.

Grilled cakes with a selection of prepared coffees and teas (Jing 2020).

More than just food, it’s about engaging the audience.

Constantly improving the customer experience (Alonso and Liu,

2020).

e Ensuring customer satisfaction through high-quality offerings (Liu and
Shi, 2020).

e Aiming to become a favourite in the industry.

Marketing

Figure 1: United Kingdom foodservice industry value: $ million, 2017-22

‘This Photo by Unknown Author is licensed under CC BY-,

*Designed to reach a diverse audience. . §nillon == % Growh

*Dessert enthusiasts, coffee/tea connoisseurs, and seekers of 100,000+ réo
unique experiences (Besser, 2020). 80.000- [0
*Variety of tactics to increase brand visibility and accessibility. . 6000 2 "
*Use of platforms like Instagram, Facebook, TikTok, Twitter : 40.000- K g
(Cheng, 2020). ) jz
*Engaging content to capture audience attention (Galvez, 2022).

*Conveying the unique essence of ‘A Sweet Escape’. ' T “

Year (MarketLine, 2023)
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Marketing continued.

*Showcasing offerings at local food festivals and markets.
*Cross-advertising with local businesses (Alonso, Tag-Eldeer
and Liu, 2022).

*SEO-optimised website providing information and facilitating

o of generation that purchases food away from home twice a week

online ordering (Simon-Elorz, 2022). e

*Regular newsletters for promotions and events. a1% e
*Understanding consumer preferences and industry trends. s
39%
*Gaining insights into marketing strategies (Cuccia, 2020). - 38%
31
*Regular price analysis and adjustments reflecting quality and % kel
competitiveness. 0% .
35%

Millennials Generation X Baby boomers

MARKETLINE

o More than just food, a multi-faceted culinary journey.
. . e Social media promotions, visual promotions, and local food festivals.
Runnlng bUSlneSS e Collaborations with other companies for wider reach (Mukherjee,
2021).
o SEO-optimised website for information, online ordering, and event
announcements (Van Embden ez al. 2022).
e Reflects quality and uniqueness, adjusted based on cost, competition,
and feedback (Yin, 2021).

There is a positive correlation between innovative
entrepreneurship and startup costs (Darnihamedani et al.,

20 Start-un costs

2018). £
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arket research costs
Mark h 300
~ Other (please specify)

Financial continued.
Managing financial risk
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Conclusion

o Cake bars, coffee, tea.
e Social media, visuals, festivals.
e SEO-optimised website.

e Detailed cost breakdown

Thank you !
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