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1. EXECUTIVE SUMMARY

Taste the World Pancakes is an innovative mobile food truck business based in the UK. Our mission is to offer high-quality, diverse pancakes from around the world, appealing to a broad audience that loves unique and delicious food. Our menu features an array of pancakes inspired by global cuisines, including English, French, American, Dutch, and Eastern European varieties. As a mobile food truck, we can serve at various locations and events, enhancing accessibility and customer convenience. The UK’s mobile food service industry is thriving, with steady growth and increasing popularity of food trucks at festivals, corporate events, and private parties. Pancakes and crepes have seen a surge in demand, and we aim to capitalize on this trend by offering a diverse menu that caters to varied tastes. Our target market includes:
· Corporate Clients: Professionals in urban areas seeking unique catering options for corporate events.
· Families and Private Parties: Individuals and families looking for engaging and fun food options for personal celebrations.
· Festival and Event Goers: Young adults who value trendy and social food experiences at public events.

Taste the World Pancakes stands out by offering a diverse and visually appealing menu, unlike competitors who typically focus on a limited range of options. Our mobile format allows us to reach a wider customer base, and our commitment to quality and customization ensures a memorable experience for every customer. Additionally, our strategic use of social media and collaborations with influencers will enhance our visibility and attract more customers.  Our short-term goals are the following:
· Establish Brand Presence: Launch a robust social media campaign and participate in local festivals to build brand recognition.
· Expand Customer Base: Secure contracts for corporate events and private parties within the first six months.
· Refine Operations: Continuously gather customer feedback to improve menu offerings and service quality.

In our first year, we project revenues of £132,000 against expenditures of £97,500, resulting in a profit of £34,500. Key financial highlights include:
· Initial Investment:£30,000 for capital expenditure, including purchasing the food truck and equipment.
· Operating Costs: £4,800 for rent, £30,000 for staff wages, and £3,000 for marketing and materials.
· Income Streams: £48,000 from pancake sales, £24,000 from beverages, and £10,000 from event catering.
We seek £20,000 in loans and £10,000 in additional funding to cover initial expenses and ensure smooth operations.

Taste the World Pancakes is poised for success with a unique product offering, a clear understanding of market opportunities, and a strong financial plan. We are excited to bring our global pancake experience to customers across the UK and look forward to achieving our business goals with your support.

2. THE BUSINESS IDEA

The ensuing business plan aims at the creation of a food truck business focusing on selling pancakes which will be called Taste the World Pancakes and is to be located in UK serving the diverse food sector. Taste the World Pancakes is a mobile food truck business which will also be available for event hire that seeks to offer good quality pancakes from countries around the world to different customers who has the love for pancakes.

2.1 The Product/Service

Taste the World Pancakes will focus on a diverse menu of pancakes from different countries to excite every customer’s needs. Because the food truck would be located in a busy neighbourhood, customers will be able to select from different types of toppings, sauces, and filling to fit their taste buds (Ahmed, 2019). Expectations for future is to introduce gluten-free and vegan pancakes to cater for those who have special diets.

Features and Benefits
· Pancakes made from scratch and cooked on the spot to guarantee perfect taste.
· Different types of pancakes to entice a more diverse clientele.
· Choosing the mobile food truck format means that the product can be more accessible to the customers, satisfying them in various places and events (Choi et al., 2020).

Value Proposition: Taste the World Pancakes will provide a high level of satisfaction to the customers since it incorporates nicely made pancakes from a food truck to the clients’ order. 

2.2 SWOT Analysis Summary

Findings from the SWOT analysis (Appendix A) show the businesses strengths are that it is a new idea providing a small, yet advantageous product to the given market and also less investment is required for starting an online restaurant business when compared to opening up a chain of restaurants. Weaknesses such as climatic factors, and fluctuations in foot traffic during certain seasons of the year can impact on the overall performance (Myrick, 2016). There are however a number of opportunities to build the business.This will involve integrating with local events, festivals, and markets in order to target a broader client base. Social networking sites, for instance, can be adopted in the promotion of the business or even in marketing.The key challenges and risks in the food truck business include competition with other food trucks or conventional restaurants.
Ways to mitigate the negative impact on the business include further diversification of revenues through sales of food services in form of catering and online orders and carrying out regular market analysis and changing the menu in response to the shift in tastes and preferences among customers. For example, offering a seasonal pancake from a country each time to keep customers interested. 



3. THE TEAM

3.1   Key Personnel

Name and Company Position: 
CEO
Begum Rujina Khatun

Skills and Experience: Manager at a Medical Center

Role and Responsibilities: 
Dealing with day-to-day operations, complaints, staffing, social marketing, IT issues
Overseeing the overall business operations at managing supplier relationship and inventory as well. Developing and refining the menu.


Name and Company Position: 
COO
Silvia Karova

Skills and Experience: Assistant manager in a Greek restaurant 

Role and Responsibilities: 
Managing daily business operations and supply chain management


Name and Company Position: 
Marketing Director
Tanya Gue Ferreira Amaro

Skills and Experience: I worked in hotel as a part of a housekeeping team, currently I work for GXO

Role and Responsibilities: 
Overseeing the marketing operations for the business.


Name and Company Position: 
CFO
Valentina Matei

Skills and Experience: Team leader for a cake factory since 2016.

Role and Responsibilities: 
Budgeting and financial management.

3.2  Skills Gaps & Key Partners
[bookmark: _Toc167572178]
3.2.1 Additional Staff Requirements (Roles and Responsibilities)
· Head Chef:
  - Role: The head chef well supervisor preparation of all the styles of the pancakes and also ensure the food quality.
  - Why: High-quality food preparation is necessary for consistency (Baldwin, 2011) 
  - Skills Gap: Expertise in diverse culinary techniques and producing different styles of pancakes. 

· Customer Service Representative:
  - Role: Managing customer interactions and managing customer loyalty programs 
  - Why: Providing excellent customer service
  - Skills Gap: Strong communication and interpersonal skills.

· Marketing Coordinator:
  - Role: Planning and executing marketing strategies and managing social media
  - Why: Promoting the business and attracting new customers
  - Skills Gap: Marketing and social media expertise

[bookmark: _Toc167572179] 3.2.2 Training and Development
· Culinary Training:
  - Provided by: Professional chefs specializing in the international cuisine.
  - Gap Filled: Skills in preparing various international pancakes.
  - Cost: Around. £1,000 - £3,000 (e.g., Culinary Institute of America).

· Customer Service Training:
  - Provided by: Online platforms like Coursera or workshops.
  - Gap Filled: Improvement in communication skills 
  - Cost: Around. £200 - £500 per course (Example: Coursera’s “Customer Service Basics”).

[bookmark: _Toc167572180] 3.2.3 Outsourced Support / Key Partners
· Accounting Services:
  - Provider: Online services like QuickBooks Live.
  - Why: Handling bookkeeping, and financial planning
  - Service: Compliance with regulations 
  - Cost: Around. £200 - £500 per month (Example: QuickBooks Live).

· Food Truck Maintenance:
  - Provider: Specialized vehicle maintenance companies.
  - Why: Ensuring the food truck’s optimisation and efficiency 
  - Service: Regular maintenance and repair services.
  - Cost: Around. £100 - £300 per service (Example: Local Mobile Food Truck Repair Services).



4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors
Other than a slight dip in 2020 most likely due to Covid-19, restaurants and mobile food services has seen a very steady incline in turnover over the last 13 years in the UK (Research, 2024). The revenue in the catering market is also looking to grow over the next few years with corporate functions accounting for nearly half of this revenue, wedding functions over a quarter and other private parties accounting for nearly a tenth (Dailey, 2023). More specifically, successful food trucks in the UK can easily generate annual revenues around £100,000 (Seal, 2017). The popularity of food trucks due its mobility and ability to reach a wide range of customers such as for festivals, pop up events and also corporate and family events also makes it a less risky investment than opening a restaurant and all the associated costs that go with that (Clark, 2023). With regards to pancakes itself, the pancake and crepe sector showed a huge increase in revenue in the years preceding Covid-19 (www.pointfranchise.co.uk, 2020). One finding from our PEST analysis (Appendix B) is that different events may have unique requirements and to avoid this significantly impacting our business we will create a comprehensive checklist for compliance with event-specific regulations and maintain up-to-date documentation and also engage with event organisers early to understand specific requirements and ensure all criteria are met well in advance. Another finding is that social media now plays a significant role in food truck popularity, with customers frequently sharing their experiences online. We will need to ensure we create visually appealing and shareable content, including photos and videos of the food truck in action, engage with customers on social media platforms and look at collaborating with local influencers and food bloggers to increase visibility and attract more customers through their followers.

4.2  Customer Profiles - (see Appendix C2 for detailed breakdown)

 4.3  Competitor Profiles

1. I Love Crepes caters for customers around England and Wales and is aimed at the same clientele as our compnay (ilovecrepes.co.uk, n.d.). Their strengths are that they have already built working relationships and a good client base however their weakness is that they only offer crepes while we will offer different types of pancakes. 

2. Pancake Events like our company sells a variety of pancakes from around the world (Pancake Events, n.d.) however they are different to the pancakes we will be selling and when looking at their gallery, a lot of their pancakes look the same. Our pancakes will all look different i.e. English pancakes are thin and served with lemon and sugar, mini Dutch pancakes, American fluffier pancakes, etc. Another weakness for this company is that they are currently only based in London whilst we will be serving nationally. 

3. The Pancake Bar strength is that it is able to produce a large amount of pancakes within an hour without decreasing quality (thepancakebar.co.uk, n.d.). However, they are limited in their menu offerings and their pancakes all look very similar. 


5. MARKETING PLAN

[bookmark: _Toc167572188]5.1 Price

Pricing Strategy
· Competitive pricing will be set (VansDirect, 2023)
· The prices will also reflect the high quality and uniqueness of the global pancake offering 

Example Pricing:
	Item
	Price

	English Pancakes
	£5.00

	French Crepes
	£6.50

	American Pancakes
	£7.00

	Dutch Pancakes (Poffertjes)
	£6.00

	Eastern European Pancakes (Blintzes)
	£6.50

	Beverages (Coffee, Tea, Juice)
	£2.50 - £3.50

	Icy Colored Drinks
	£3.00



Event Hire Pricing: 

	Event
	£300/2h (up to 50 people)


 
[bookmark: _Toc167572189]5.2 Product
Aesthetics and Design:
· Food Presentation: The use of visually appealing process and the food will also be served with garnishes and attractive packaging.
· Branding: The brand identity will be professional with a touch of playfulness to appeal to our diverse ranag of clients (see logo, Appendix C1).

[bookmark: _Toc167572190] 5.3 Placement
· Sales Channels: The sales channels will be both offline and online.
· Active presence of the social media platform will also be there so that the customers can pre order and use mobile app as well. 
· Distribution: The direct sale will be there and special packages will also be there for event catering service.
· Potential partnership will also be developed with the local delivery services. 

[bookmark: _Toc167572191]5.4 Promotion
· The social media campaigns will be used to reach food enthusiasts and local communities as well.
· The loyalty program will promote customer loyalty and the program will be promoted by a social media. 
· Email marketing will be there which will involve offering newsletter and special promotions (Weber, 2012).
· Distribution of business cards (Appendix C1) and flyers will be there. 
· Pop up events will be hosted during local festivals, markets also business parks for attracting new customers and generate buzz.




6.  KEY RESOURCES

6.1 Premises

 The business will need an exclusive parking spot for the food truck; it should target areas with high pedestrian traffic like the business district, recreation areas, or tourist zones. Rent and business rates will be different based on the location and the laws of the specific region (Truong, 2019). 

6.2 Equipment

Other necessary equipment is the proper cooking utensils, griddles, refrigeration units as well as serving equipment in a food truck. Some of suppliers include restaurant supply stores and online equipment retailers which provide a variety including the prices. 

6.3 Key Suppliers

Local Farmers and Distributors: Supplying items like eggs and dairy products, fruits and vegetables from local producers avoids compromise of product quality while promoting the local economy. 
Flour and Dry Goods Suppliers: Developing a relationship with working suppliers of flour, sugar, baking powder, and other forms of dry ingredients helps create a steady food source. 


7.  FINANCES AND START-UP SUPPORT

Table 1: Expenditure (Year 1)
	EXPENDITURE
	Year 1 (£)

	Company Registration
	£300

	Rent/Rates
	£4,800

	Staff Wages
	£30,000

	Travel/Accommodation
	£4,600

	Telephone (mobile)
	£240

	Broadband
	£360

	Utilities
	£1,200

	Marketing and materials
	£3,000

	Insurance
	£1,500

	Capital Expenditure/Equipment
	£30,000

	Training & Development
	£500

	Accounting/Legal
	£1,500

	Outside Services
	£500

	Stock/Materials Purchases
	£12,000

	Bank Charges
	£200

	Office Consumables
	£300

	Loans Repayments
	£6,000

	Total Expenditure
	£97,500



Table 2: Income (Year 1)
	INCOME
	Year 1 (£)

	Pancakes Food Truck
	£48,000

	Beverages
	£24,000

	Event Catering
	£10,000

	Capital Introduced
	£20,000

	Funding
	£10,000

	Loans/Borrowing
	£20,000

	Total Income
	£132,000



Table 3: Year One Profit/Loss
	
	£

	Total Income
	£132,000

	Total Expenditure
	£97,500

	Profit/Loss
	£34,500










7.1 	Financial Summary

In order to formulate a financial plan for “Taste the World Pancakes”, we have collected information from various sources such as industry reports, market research, and consultations from experts in the London food truck market. The financial projections used in this work are based on these investigations, thus providing a reliable estimate of business operations. The costs and revenues are as follows, each item referred to in the sections of the business plan all of which are supported by credible sources such as GOV. UK, containing the laws and guidelines that are relevant to financial planning (GOV. UK, 2024).

Comprehensive Table of Expenditure Details (see Appendix C3)

Income Details
· Sales A: Pancakes (£48,000); Sales B: Beverages (£24,000); Sales C: Event Catering (£10,000):
These income streams are estimated based on market research and aim to provide competitive prices while addressing the needs of London consumers. Every category has been calculated in a very meticulous manner to guarantee profitability and market viability (Burns, 2022).
· Capital Introduced (£20,000); Funding (£10,000); Loans/Borrowing (£20,000):
Represents the owner's investments of £20,000, government grants, and the new loans taken by the business. These funds are vital for the payment of the high initial investments and for maintaining adequate cash flow during the first period of the business (GOV. UK, 2024).

Start-Up Support
Available through government programs aimed at fostering small businesses, such funds mitigate the financial pressure during the essential development period and enable the business to concentrate on growth and sustainability (GOV. UK, 2024).
All the financial forecasts and budget allocations that are in our plan have been prepared in accordance with today's economy and the legal guidelines as recommended by GOV. The UK, to make sure that “Taste the World Pancakes” is set to achieve success in the competitive food industry in London.


APPENDICES

Appendix A – SWOT Analysis

	Strengths

	1. Innovative Concept: The business introduces a unique product to the market, offering a distinct advantage by filling a niche.

	2. Lower Initial Investment: Starting an online restaurant business requires significantly less capital compared to establishing a chain of physical restaurants, making it a more accessible and potentially less risky venture.

	Weaknesses

	1. Impact of Climatic Factors: Seasonal weather variations and changes in foot traffic can significantly affect performance, presenting a challenge for consistent revenue (Myrick, 2016).

	2. Logistical Dependence: The business's heavy reliance on mobile structures introduces substantial logistical challenges, complicating operations and increasing potential points of failure.

	Opportunities

	1. Event Integration: By aligning with local events, festivals, and markets, the business can access a wider and more diverse customer base, enhancing visibility and sales opportunities.

	2. Social Media Utilization: Leveraging social networking platforms for promotion and marketing can expand reach, foster customer engagement, and drive growth.

	Threats

	1. Competition: The business faces significant competition from both other food trucks and traditional restaurants, which can affect market share and profitability.

	2. Supply Chain Vulnerabilities: Potential disruptions in the supply chain and issues related to food insecurity pose risks to the stability and reliability of operations.




Appendix B – PEST Analysis



Appendix C – Copy of Pitch Supporting Material

Appendix C1 
Business logo – Clear and professional to appeal to all types of clientele.
[image: ]

Business Card - to hand out at events 
[image: A stack of business cards

Description automatically generated]


[bookmark: _Hlk168520073]Appendix C2 
Customer Profiles

	Corporate Clients
· 25-55 years old. Both male and female. Mid to high-income professionals. Urban areas with a high concentration of businesses and corporate offices.
· Can be hired for corporate events, team-building activities, office parties, product launches, and conferences. These clients will want high-quality, professional service with an emphasis on convenience and efficiency. They often look for unique catering options to enhance their events and provide a memorable experience for their employees or clients.
· Easy setup and cleanup, saving time and effort for event organizers. Offers a fun and interactive food option that can enhance the overall event atmosphere. Reliable and high-quality service that reflects well on their brand during corporate functions.

	Families and Private Parties
· All ages. Both male and female. Varied income families/indivuduals. Suburban and residential areas.
· Can be hired for weddings, birthday parties, family reunions, community gatherings, and holiday celebrations. These clients will want family-friendly, and kid-approved menu options that are both delicious and fun. Seeking to create a memorable experiences for guests and/or chidlren. 
· Pancake stations where guests can watch their pancakes being made or even participate in the process. Provides a unique and entertaining food option that stands out in family celebrations.

	Festival and Event Goers
· 18-35 years old. Both male and female. Varied but typically lower to middle income. Urban areas and regions hosting festivals, fairs, and large public events
· Music festivals, street fairs, food festivals, cultural events, and outdoor markets. Trendy and Instagram-worthy food options that are quick to serve and easy to eat on the go. They value the social and experiential aspects of food, enjoying food that can be shared and photographed.
· Creative and photogenic pancake options that attract social media attention. Easy-to-eat pancakes that can be enjoyed while walking around the event. Unique and diverse menu items that appeal to the adventurous and trend-conscious nature of festival-goers.













Appendix C3
Table of Expenditure Details

	Company Registration (£300)
	The cost entails charges for business registration and the particular permit required to trade in a food truck in London. The fee is consistent with the current guidelines set by the UK government for registering a business as outlined by GOV. UK (2024).

	Rent/Rates (£4,800)
	This figure represents the monthly cost of parking the truck in authorized areas within London on a monthly basis, which is about £400 per month. This cost is important for the reason that the business must abide by the laws set by the local authorities (Williams, 2021).

	Staff Wages (£30,000)
	We have proposed a staffing plan that will involve employing one full-time chef and one part-time server and the wages have been estimated according to the wages of food service workers in London. The compensation structure is intended to recruit and maintain qualified workers who are imperative for delivering excellent service (GOV. UK, 2024).

	Travel/Accommodation (£4,600)
	Fuel costs and occasional overnight stops for activities outside the London region have been factored into this figure using the current fuel prices and accommodation charges in the UK in order to maintain the truck’s mobility and market outreach (Nelson, 2013).

	Telephone (£240)
	Useful for both operational communication and e-commerce, including order processing and customer engagement. This should be efficient and should not be expensive in order to meet the standard business practices in the UK (GOV. UK, 2024).

	Utilities (£1,200)
	Contingencies for utilities consist of electricity and water, which are used in day-to-day activities. These are estimated based on the average usage of electricity, water, and gas for similar businesses in urban areas of London (Nelson, 2013).

	Marketing and Materials (£3,000)
	This allocation includes the costs of the first promotional campaigns and recurrent advertising costs, which are crucial to establishing the brand and attracting consumers. Marketing strategies are consistent with information from local business assistance organizations (GOV. UK, 2024).

	Insurance (£1,500)
	Offers coverage for the vehicle and liability, which is crucial in protecting the business against potential claims and accidents, as per the UK regulatory requirements (GOV. UK, 2024).

	Capital Expenditure/Equipment (£30,000)
	This involves the buying of the food truck and the necessary utensils and equipment required to prepare and sell the pancakes and beverages in the food truck, in accordance with the UK food hygiene and safety standards as set by the GOV. UK (2024).

	Training & Development (£500), Accounting/Legal (£1,500), and Outside Services (£500)
	These costs make sure that the team is well-equipped, the business adheres to the UK legal requirements, and the truck is clean and in good shape as recommended by the UK authorities (GOV. UK, 2024).

	Stock/Materials Purchases (£12,000)
	Demonstrates the costs of using high-quality ingredients that are locally sourced to support the business’s focus on the quality of food, which is critical in the food services industry (Barringer, B. R. & Ireland, 2018).

	Bank Charges (£200) and Office Consumables (£300)
	These are the minor but necessary expenditures that include the costs incurred in the management of the business bank account and the cost of office supplies to support the business operations (GOV. UK, 2024).

	Loans Repayments (£6,000)
	Represents the yearly payment of a startup loan, which is vital to facilitate initial capital investments, and can be availed of through government-backed lending schemes (Burns, 2022).
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Political


Economic


Social


Technology


Food truck businesses must comply with local health and safety regulations, which can vary by location. This includes food handling standards, vehicle health inspections, and employee certifications.


Specific permits and licenses are required to operate a food truck, and these can vary by city and event. Securing these permits can be time-consuming and costly.


Different events may have unique requirements, such as liability insurance, additional health inspections, and adherence to event-specific operational guidelines.


Economic downturns can lead to reduced spending on events and catering, while economic growth can increase demand for such services.


Prices for key ingredients can fluctuate due to market conditions, impacting profit margins.


The economic environment can influence the level of competition in the food truck industry, with more entrants during economic booms and higher exit rates during downturns.


Increasing awareness and preference for healthy, organic, and dietary-specific options (e.g., gluten-free, vegan).


The popularity of food trucks at events continues to grow as they offer unique and memorable dining experiences.


The demand for food trucks at a variety of events, including corporate events, weddings, and festivals, is rising.


Social media plays a significant role in food truck popularity, with customers often sharing their experiences online.


Increasing reliance on digital platforms for ordering food and booking services.


Growing preference for mobile and contactless payment methods.


Advances in kitchen equipment can improve efficiency and food quality.


Using software to manage bookings, customer interactions, and marketing efforts.
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