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	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

The company will operate in the fast-growing online meal delivery market. Businesses that provide "Mobile/Online Food Services" make and serve meals and snacks that may be eaten right away, either from motorised carts or other non-motorized vehicles. Ethnicity is a major factor in the success of La Vida Lola, a food truck based in Atlanta that specialises in Latin cuisine (Kamath, 2018).
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Figure 1 Logo of LA VIDA LOLA

La Vida Lola's mission is to encourage romantic feelings by serving up authentic Latin food and other delectable dishes that pay homage to many cultures and cuisines. In the greater Atlanta region, La Vida Lola plans to bring its food and drink truck to festivals, parks, commercial buildings, breweries, and other gatherings. Future growth opportunities include increasing the number of available food vendors, introducing meal delivery on demand, and establishing a food kiosk at a regional market. After spending over a decade in prestigious kitchens, including one run by Jose Andres, local restaurateur Gonzalez decided to go out on her own. Gonzalez was profoundly impacted by how her parents cooked traditional cuisine growing up, despite the fact that she had formal training from world-class chefs (Baker and Welter, 2018).




	INDUSTRY ANALYSIS – Porter’s 5 forces 

Threat of New Entry 

Off the Grid, situated in San Francisco, supports food markets around the nation and food trucks in the United States, and claims that the food truck business will expand by almost 20%, from $800 million in 2017 to $985 million in 2019, respectively. IBISWorld predicts that the street food vendor business will grow from its current level of $2.2 billion in 2016 to $3.2 billion in 2018. According to IBISWorld, specialty genuine ethnic, traditional, and Fusion dishes are getting more attention and investment from street food sellers and food trucks. The IBIS World analysis notes that major metropolitan areas may expand sustainably while also predicting a drop in demand over the next five years. Street sellers are an example of success in the food service business as a whole (Bruijl and Gerard, 2018). The food industry is now seeing growth throughout all stages. Due to the cheap overhead involved in running a food truck, several individuals, including aspiring specialty chefs, have opted to do so rather than open a traditional restaurant. It usually takes between $55,000 and $75,000 in the first year to launch a mobile kitchen.

Threat of Substitutes

The restaurant industry generates $800 billion annually in the United States. The Georgia Restaurant Association reports that the state's restaurant business generated $19.6 billion in 2017. About 12,000 eateries may be found in the greater Atlanta region. More than two-thirds of Georgia's restaurant business is located in the greater Atlanta region. Moreno-Izquierdo, Ramón-Rodrguez, and Perles-Ribes (2016) estimate that the SAM will cost around $360 million. There is a substantial subsection of the food and street vendor industry that consists of mobile food stands, mobile concession stands, snack carts on wheels, street food vendors, and mobile food concession stalls (Moreno-Izquierdo, Ramón-Rodríguez and Perles-Ribes, 2016).

Bargaining Power of Customers

Many businesses in this sector are very competitive, including restaurants (both chain and independent), food delivery services, catering businesses, quick-service eateries, and snack bars (Venkataraman, 2019). Bento Bus advertises itself as a Japanese-inspired mobile eatery that features organic food and sustainable products. "Mexican soul cuisine," as it is called on the menu of the Blaxican, is a mashup of classic Southern comfort food with Mexican fare. The three mobile eateries pose the greatest threat to La Vida since they provide "ethnic food" in contrast to the diner's standard American menu. Dinner meals offered by rivals typically range in price from $10 to $13 per person. You should expect to pay between $6 and $13 for a dinner at La Vida Lola (Parker, 2018). "Proven to be an effective vehicle for fostering diverse entrepreneurship," the Off the Grid mobile food trends and insights study concluded. In the mobile food industry, women make up 31%, foreign-born people 30%, and the LGBTQ community 8%. Similar to La Vida Lola, the operator often serves as the brand's most recognisable face.

Bargaining Power of Suppliers

The nationwide trend of dining at food courts has reached Atlanta as well. On the one hand, community-run marketplaces where retailers and food vendors promote their wares alongside food trucks do not pose a major threat to the industry. They also provide hope for further expansion as businesses plan out customer relationships in the area. Atlanta has long been receptive to new flavours and cultures, even before the days of Buford Highway (or "BuHi"), and the city's large gastronomic corridor is a prime example. The Atlanta region is becoming more home to people of Hispanic and Latinx descent. By 2040, the number of Hispanic and Latino inhabitants in the Atlanta metropolitan area is expected to have increased by 150 percent. The median age of Latinos in metro Atlanta is 26 (Davidsson, Delmar and Wiklund, 2017).


Competitive Rivalry: who are your main competitors and how can you differentiate yourself from them? VRIO analysis is required here 

	Name of competitor
	Differentiation

	Mac the Cheese
	High-end, Midtown, High, Soul/Mexican fusion

	The Fry Guy
	$10-13, Rotates, Mid, American/ Comfort

	The Fry Guy
	$13+, Buckhead, High, American







	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
Key Management Personnel
Cameron Hamilton and Lola Gonzalez, both now successful executives, first met in college. The management group is responsible for coordinating the company's efforts to acquire startup capital and finance. The most pertinent information about the employees' histories is given below. Over the course of her 15 years in the industry, Chef Lola Gonzalez has learned the ropes from the likes of James Beard Award–winning Chef Jose Andres. Cooking, coming up with menu ideas, and managing day-to-day operations at La Vida Lola are all part of her job description as "the persona" and company namesake (Olanrewaju et al., 2020). Cameron Hamilton has worked as an accountant and financial manager in the hotel business for over two decades. He holds an MBA in addition to a bachelor's degree in hotel and tourist management. A string of profitable hotels were established and managed by him. Contributions to the firm might be in the areas of accounting, finance, or even corporate operations (Frederick, O’Connor and Kuratko, 2018).
How would you generate revenue for your business (Upselling, Upgrading, and Economies of Scale)? How would you prevent loss of revenue? 
Advisory Broad
For the first year, The corporation has decided to forego forming an advisory board in order to keep costs down. Management will evaluate and deliberate on establishing an advisory council after the first year of operation.

MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Stephen Ngo
	Certified Professional Accountant (CPA)
	Consulting services in the field of accounting are available.

	Joanna Johnson
	An attorney and friend of chef González
	Recommend legal counsel and company registration options.







	MARKETING: The Four P’s must be used to describe your marketing strategy
The company will utilise individualised marketing strategies to connect with its clientele. Marketing, sales promotion, public relations, sales promotion, and personal selling will all be part of the promotional mix. Promoting to millennials means relying heavily on social media networks popular with foodies. We'll be making posts in both English and Spanish for use on social media. Two crowdfunding platforms will be used in the company's public relations and finance effort.

Product: Authentic Latin food, as well as other delicious meals that pay respect to a variety of cultures, can be found at La Vida Lola. Tacos, empanadas, arepas, and more may all be found on the menu. To provide the finest possible flavour, the cuisine is prepared using fresh and high-quality ingredients.

Price: The mobile restaurant La Vida Lola serves the greater Atlanta area from a food truck. The food truck is a common sight at fairs, parks, workplaces, and breweries. The business has ambitions to install a food kiosk at a regional market and provide meal delivery on demand.

Promotional Mix: Social media marketing, event sponsorship, and word-of-mouth advertising are just a few of the promotional tactics used by La Vida Lola to reach its demographic. Facebook, Instagram, and Twitter are just a few of the many places where you may find the business's menu and location promotions. For even greater exposure, La Vida Lola also supports festivals and events. The firm also relies on word of mouth promotion, in which happy consumers tell their friends and family about their positive experience.

Place (Distribution strategy): Since La Vida Lola is a restaurant, its distribution strategy would centre on brick-and-mortar establishments. The restaurant might either have one central location or several outposts in various geographic areas. Customers who would rather eat in the comfort of their own homes may be interested to learn that La Vida Lola is considering forming partnerships with delivery services like Grubhub and Uber Eats. The eatery could also provide catering for parties and business gatherings. In order to maintain high standards across all of their locations and delivery options, La Vida Lola may choose to establish a central kitchen from where all of their cuisine is made.




	FINANCIALS 
Sources of funds: where would you be getting funds from? For loans, please prepare a repayment plan 
Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	700000 
	900000 
	1100000
	1600000 
	2400000 
	2900000

	Fixed Costs
(List out your fixed costs)

	240000  
	240000 
	290000 
	340000 
	350000 
	360000 

	Variable Costs
(List out your variable costs)
	290000 
	290000 
	160000 
	160000 
	190000 
	290000 

	Profit 
	240000 
	440000 
	740000 
	1290000
	2050000 
	2440000







MARKET RESEARCH 
Over the last decade, the mobile kitchen business has exploded. IBISWorld predicts that by 2021, the food truck business in the United States would be worth $1.2 billion, up 3.8% annually from 2016 levels. From 2021 through 2026, this expansion is anticipated to continue, expanding at a compound annual rate of 3.6%. Demand for quick, cheap, and varied meals is rising, which is good news for the food truck business. People's shifting tastes and hectic schedules mean that more and more of them are choosing to eat at food trucks rather than cooking at home. The increased visibility and popularity of food trucks may also be attributed to their widespread use at festivals, concerts, and other gatherings.
The trend towards using more eco-friendly and regionally-sourced goods is also helping the food truck business expand. The environmental consciousness of many customers is reflected in the fact that many food trucks highlight the use of fresh, locally produced products in their recipes. Several elements of the broader economy may have an effect on the mobile kitchen business. One such aspect is the state of the economy, which might influence how much people are willing to spend on mobile eateries. The regulatory climate is also important since different cities and states have varied licencing and inspection procedures for food trucks (Kuratko, 2016).
As a whole, the food truck sector is ripe with potential for companies that can both provide consumers with novel and delicious fare and successfully negotiate the industry's complex regulatory and economic environment. Your company may better position itself for success in this expanding market by undertaking further market research and keeping abreast of industry developments.
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