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Business description
La Vida Lola is an online food delivery startup. Enterprises operating in the mobile and online food services sector engage in the preparation and transportation of pre-cooked meals and snacks using powered carts or other forms of non-motorized vehicles.
La Vida Lola is a mobile restaurant that specialises in serving genuine Latin food and is based in London, UK. Their objective is to fulfil the desires of their loyal customers for Latin cuisine with enhanced taste. The objective of La Vida Lola's Latin cuisine and other delectable meals, which include food and culture from all parts of the world, is to foster unity among individuals. La Vida Lola's mobile kitchen plans to establish its future presence at various London-area venues such as fairs, parks, corporate offices, and breweries, with the intention of providing food and beverages. The Mission statement is for La Vida Lola, “Spreading love through Latin flavors and culture”.
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Figure 1: Logo of La Vida Lola
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As per The Grid, a firm headquartered in San Francisco that organises food markets around the country, has released its first annual study on mobile food trends and insights (Belik et al. 2020). This analysis forecasts a significant 20% expansion for the food truck industry in the United Kingdom, with projected revenues increasing from $800 million in 2021 to $985 million in 2023. IBISWorld predicts that the income generated by street vendors will reach $3.2 billion in 2023, with an annual growth rate of 4.2%. According to a study conducted by IBISWorld, street vendors and food trucks are increasingly focusing their investments on specialist, genuine ethnic and mixed cuisine (Tshikovhi, 2021).
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	Valuable
	With about $150,000 in sales a year, La Vida Lola's unique Latin food is one of the best deals in London's food scene.

	Rare
	The skill as a cook and the love of old family recipes make the products stands out from the rest on the market.

	Inimitable
	There is a company in Manchester that works with food trucks and shops all over the country. They say that the food truck business will grow by about 20% and hit $800 to $985 million by 2023 (Uvarova et al. 2024).

	Organized
	La Vida Lola makes the most of its events and keeps a 90% customer satisfaction rate by planning well and running its business smoothly.


Table 1: VRIO Analysis
La Vida Lola aims to expand the appreciation for Latin food in a region that has a strong interest in global gastronomy. This will be achieved by offering delectable and freshly made meals. La Vida Lola aims to establish a presence in the London region and surrounding areas by operating its mobile kitchen at parks, fairs, commercial buildings, pubs, and community events (Burns, 2022). The firm has the potential for future expansion by incorporating more food trucks, implementing demand-driven delivery, and establishing a presence at a neighbouring food market.
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	Threat of new entry 
	An analysis by IBISWorld predicts that by 2023, the market for street vendors would have grown to $3.2 billion, an annual growth rate of 4.2%. An IBISWorld survey found that street vendors and food trucks are increasingly investing in authentic traditional, ethnic, and fusion cuisine (Haltiwanger, 2022). Currently, the food industry is seeing growth. Some entrepreneurs, such as specialist chefs looking to expand their companies, have opted to operate a food truck rather than a full-fledged restaurant because of the minimal start-up expenses. The initial investment required to launch a mobile food truck typically ranges from $55,000 to $75,000.

	Threat of substitutes
	Annually, the revenue generated by restaurants in the United Kingdom amounts to $800 billion (Si et al. 2021). According to the Georgia Restaurant Association, the restaurants in the state had total revenue of $19.6 billion in 2021. Various kinds of mobile food establishments, such as mobile food shops, mobile concession stands, snack carts on wheels, street food vendors, and mobile food concession stands, provide a wide range of food and beverages for individuals who are on the go.

	Bargaining power of customers
	There are several types of secondary companies that compete with each other, such as restaurant chains, single-location full-service restaurants, food delivery services, catering organisations, fast food outlets, and snack bars (Long, 2023). Due to La Vida's exclusive focus on Latin cuisine in UK, the presence of three food trucks offering "ethnic food" poses a significant threat to their company. The majority of our rivals price their lunches between $10 and $13. La Vida Lola has a price range of $6 to $13. 

	Bargaining power of suppliers
	Food halls are becoming more popular throughout the globe, and London is no exception. Also, these locally owned businesses that sell things and have food trucks are not exactly in the same league as the food trucks. Additionally, they provide future expansion opportunities as companies establish local connections with customers (Kwilinski et al. 2020). In addition to these shifts, London has a long history of great food, particularly at its numerous well-known Asian and Hispanic eateries. London has always welcomed a wide variety of cuisines, even back in the Buford Highway days.

	Competitive Rivalry
	La Vida Lola has significant competition in London's cuisine sector. La Vida Lola's rivals include Mac the Cheese, The Fry Guy, The Blaxican, and Mixed Up Burgers. These establishments provide a diverse range of culinary options and use varying pricing strategies, making them very competitive (Kurpayanidi, 2021). In order to maintain a competitive edge, it is essential to strategically differentiate La Vida Lola and ensure consumer loyalty.


Table 2: Porter’s five Force Analysis
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Making and selling Latin food from its food truck is how La Vida Lola makes most of its money. The business uses three types of segmentation: demographic, psychographic, and behavioural. All of these market segmentations help the corporation improve its commercial strategy. Following is a full list of the components of Operation and Management:
· Sourcing Supplies: La Vida Lola gets its fresh food from well-known stores and farms in the area of London (Dana et al. 2022). There are a lot of great places and fresh fruit in London, so the truck can get a lot of Latin foods.
· Equipment and Supplies: The food truck has all the cooking tools it needs to make and store food, like grills, fryers, and fridges. There are also disposable tools, packing materials, and cleaning supplies on hand to make sure everything goes smoothly.
· Transportation: There are tools and materials sent to the work site, which could be a central kitchen or a restaurant. In US, there is work to do with preparation and cooking. La Vida Lola makes sure that the goods stay fresh and of high quality by delivering them on time.
· Food Preparation: Professional cooks and cooking staff plan, prepare, and put together meals based on what is on the menu (Kyrylov et al. 2020). One thing that makes La Vida Lola different from other places is that they use authentic Latin recipes and cooking methods.
· Quality Control: To make sure accuracy and compliance with food safety standards, the whole production process is subject to strict quality control measures. The quality, taste, and look of the food are all closely watched to go above and beyond what customers expect.
· Customer Service: The staffs are knowledgeable and friendly, and they do a great job of taking orders, asking questions, and interacting with customers to make their eating experience better (UGLI and UGLI, 2020). The goal of La Vida Lola is to build lasting connections with customers by giving them great service and tasty food.
· Delivery and Sales: Menu items are made ahead of time and then served right from the food truck to customers at events, parks, and business areas across London. Sales deals and payment handling systems that work well keep things running smoothly and keep customers happy.
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La Vida Lola uses a number of techniques to make profit and revenue and keep the startup from loses:
	Upselling
	La Vida Lola gets customers to buy more or make their orders better by making the menu items look good and using persuasion to sell. This raises the average transaction value (Yemenici, 2022).

	Upgrading
	Changing the menu, having special deals, and offering deals for a short time all get people to try new foods or expensive menu items, which boost sales and earnings.

	Economies of
Scale
	La Vida Lola might be able to use economies of scale to cut costs and make more money as it grows and makes more.



Loss Prevention
As per Yun, and Zhao, (2020), there are several ways that La Vida Lola avoids losing money. So there is no loss and no overstocking, strict inventory management makes sure that just the right amount of stock is always on hand. Second, making sure food is fresh and given properly makes customers happier and builds trust. This makes it less likely that La Vida Lola will lose financial resources because customers are unsatisfied with food quality. Also, regularly checking sales information and financial success will make the company quickly make changes to prices, food items, and how efficiently they run the business, which ensures long-term growth and profits.
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	Foodie Gonzalez
(Head chef of La Vida Lola)
	Maria Rodriguez
(Operations Manager)
	Juan Martinez
(Marketing and Sales Director)

	Gonzalez learned to cook from well-known chefs and passed from the best cooking schools. She brings a lot of skills and information to La Vida Lola. She is in charge of the food truck's cooking and new ideas because she has worked in high-end restaurants for over ten years and values her culture a lot.
	Rodriguez is in charge of Every Day La Vida Lola All Day. She has planned events and run hotels before, and now she makes sure that everything goes easily with events, transportation, and customer service. She is much organised and pays close attention to the little things, which helps the business grow and be successful.
	To market and sell La Vida Lola, Martinez is in charge. He has worked in marketing team in a firm before and has a record of making brands more well-known and getting customers more involved. He thinks strategically about how to build relationships and sell things in creative ways, which helps him get more people and make more profit.


Table 3: Top Management Team of La Vida Lola
Along with the above, Cameron Hamilton has over two decades of hotel accounting and business experience. He holds bachelor’s and master's degrees in hotel and tourism management and business administration.  Many hotels he founded and managed were successful (Yun and Zhao, 2020). Accountancy, financial management, and business operations benefit the corporation. La Vida Lola plans to run cost-effectively in its first year without an advisory board.  Management will investigate and decide whether to create an advisory board after a year in business.
[bookmark: _Toc161251713]Marketing Plan and strategy
The corporation will advertise targeted. The promotional mix includes personal selling, PR, sales promotions, marketing, and sales promotions. The advertising mix will focus on food-related social media sites for millennials (Aldrich et al. 2021). Social media posts will be in English, Spanish, and other languages. The startup will use two crowdsourcing sites to gain awareness and funds. It's typical for fundraising campaigns to target the creator's personal network on social media. Donation campaign news will travel quickly on Instagram, Facebook, and Twitter. Additionally, La Vida Lola will promote the campaign on these sites. Also, La Vida Lola must develop her fan base and make viewers feel like part of the Lola clan (Glinkowska-Krauze et al. 2020). To better understand the marketing strategy of la Vida Lola, the four P’s marketing strategy will execute as follows,
· Product: La Vida Lola delivers modern, fresh-ingredient Latin meals.
· Price: La Vida Lola offers quality for $6–13.
· Place: London's La Vida Lola food truck services festivals, parks, and businesses (Bulturbayevich and Qobuljon, 2021).
· Promotion: La Vida Lola uses social media, crowdsourcing, and a dedicated website to engage its target audience, build brand awareness, and foster customer loyalty. 
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	1st Month ($)
	2nd Month ($)
	3rd Month ($)
	4th Month ($)
	5th Month ($)
	6th Month ($)

	Revenue
	800000                  
	1000000                
	1200000                
	1700000                
	2500000              
	3000000

	Fixed Costs
	250000  
	250000                  
	300000                  
	350000                  
	360000                
	370000

	Variable Costs
	300000                  
	300000                  
	150000                  
	170000                  
	200000                
	300000

	Total Profit
	250000                  
	450000                  
	750000                  
	1180000                
	1940000              
	2330000


Table 4: Financial plan La Vida Lola over 6 months
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It is concluded that, La Vida Lola is the best place to eat Latin American food because it mixes old and new recipes to make a real meal. La Vida Lola wants to win over the hearts and taste buds of London's many foodies by using smart marketing techniques like giving projects and interacting with people on social media. This is good for business and will help it stay well and grow.
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