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Task 1, Part 1 – Business Plan for AlyKo Burger Van
[bookmark: _Toc192672422]1.0 Product Proposition
AlyKo Burger Van serves different burgers, crisp fries, and cool beverages with enticing flavours. The food selection focuses on fresh food and has a variety of dishes to cater for everyone with special diets such as the vegetarians and those on gluten-free diets. The business positions itself to offer better flavours to its customers and set out to prioritise the satisfaction that comes from the consumption of burgers (Raposo, 2023).
AlyKo Burger Van targets itself to be the best burger joint which offers quality burger meal, in the covered area. Specifically, compared to traditional fast foods, the van brings freshly prepared and individualised burgers with the spirit of genuine and delicious taste.
This target market covers the working-class clients, the youths, and people who love good foods between the ages of 18- 45 years (Milkman et al., 2020). The food truck targets the sect of people that are residents of the urban areas and the event attendees who are looking forward to grabbing a bite. It will be situated in areas with high traffic areas like business, central business district, and areas where there could be events of many people.

[bookmark: _Toc192672423]2.0 Name of Business and Type of Ownership
[image: C:\Users\user\AppData\Local\Temp\Rar$DIa11572.26521\WhatsApp Image 2025-02-20 at 18.10.41_30bbe31b.jpg]
[bookmark: _Toc192624251]Figure 1: Business Logo

· Business Name: AlyKo Burger Van
· Type of Ownership: Sole Proprietorship
	The food truck is called “AlyKo Burger Van” to emphasize on gourmet and customized burgers, creating distinct image of the business. AlyKo Burger Van will be formalised as a business entity in the form of a sole trader. This structure is suitable in a small and volatile enterprise where the owner has full control of the enterprise, menus, and daily activities (Olazabal and Avila, 2022). It also increases flexibility in terms of its funding structure has less paperwork and decreases legal regulations and restrictions. The owner has in mind a review of this structure in the future, particularly when seeking a new stage of expansion, where the company can convert to a partnership, or limited liability partnership (LLP) as needed.

[bookmark: _Toc192672424]3.0 Mission Statement, Aims, Objectives, and USP
Mission Statement:
AlyKo Burger Van will develop new and distinctive Philippine Street food with great burger options in terms of ingredients, burgers, services, and much more that appeal to present day metro markets to offer fresh and convenient street foods.
Aim:
AlyKo Burger Van’s primary aim is to become a well-known and profitable burger van in the street food business, occupying a popular territory and offering tasty and satisfying dishes to develop a constant customer traffic.
Objectives:
· To achieve target sales of £100,000 in the first year through marketing and customer loyalty.
· To build a concrete customer base and thereby obtain an increase of visits of such loyal prospects within the first year by 25%.
· To establish the second food van in another geographical location within the next 18 months depending on market trends and awareness of the new brand.
USP:
AlyKo Burger Van has adopted differentiation strategy by using high quality burger and new product that are made from fresh ingredients in a gourmet style, serving customized burgers that meets diets of customers met on the streets.

[bookmark: _Toc192672425]4.0 Physical Location and Rationale
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[bookmark: _Toc192624252]Figure 2: Promotional Pamphlet


	AlyKo Burger Van will be situated as close as possible to City Centre, Cardiff to ensure that it is easily accessible by many people passing near the location. This place is situated nearby some attraction sites including The National Museum, Cardiff Castle and learning institutions including the University of Wales and some colleges (Cardiff University, 2019). It will be helpful because it is in an environment with many tourists and students, thus, guaranteeing a constant stream of clients. The establishment’s visibility and accessibility function as a bonus, as it allows for corporate and student populations, as well as tourists, to grab a quick and tasty meal while out during their day or visit.
[image: ]
[bookmark: _Toc192624253]Figure 3: City Center Area, Cardiff, UK
Source: Google Maps

[bookmark: _Toc192672426]5.0 Human Resources
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[bookmark: _Toc192624254]Figure 4: Organisational Structure

Chef
· Maintains cleanliness and food quality to provide meals of high standard and standards (Marinakou and Giousmpasoglou, 2020).
· Supervises the preparation of foods, controls the supplies of foods used in cooking and cleaning of food preparation areas.
Front Desk/Server
· Cooks, solves customers’ queries, and concerns, and takes their orders effectively.
· Accountable to manage payments and customer relationships that consist with the company objectives as well as to ensure customer satisfaction.
Logistics Person
· Controls the stock, order and makes sure that all materials needed in preparation of the food are available (Rushton et al., 2022).
· This entails making sure that the food truck is well stocked and replenished and consulting with suppliers.
Owner/Manager
· Coordinates day-to-day activities, supervises financial issues and origination of work and role of the team.
· Engages in placing strategies for the business, marketing, and growth development.

[bookmark: _Toc192672427]6.0 Marketing Activities
Marketing Plan
[bookmark: _Toc192624269]Table 1: Marketing Mix (7Ps) Analysis
	7Ps
	Details

	Product
	Tasteful burgers, fries, drinks, and more crafted with market-fresh ingredients. Options to suit a variety of dietary requirements.

	Price
	Cost-lead with premium yet competitive street food pricing (Chaturvedi, 2021). Customisable options are available.

	Place
	Strategic position near Cardiff City Centre, museums, and universities, with expansion potential.

	Promotion
	Flyer distribution in high-traffic areas, Instagram, Facebook, and TikTok advertising, and influencer collaborations (Klaus Solberg Söilen, 2024).

	People
	Friendly employees or owners that know their clients' demands and provide the greatest service to regular customers.

	Process
	Speedy order processing, speedy food preparation, and delivery (Johnson, 2024).

	Physical Evidence
	Catering, food truck branding, high-quality packaging and labelling, vehicle cleanliness.



	AlyKo Burger Van's promotional program aims to invest in a suitable location where there is a high traffic flow of people for them to buy meals at a higher price but of excellent quality. Specifically, social media Marketing will ensure social media campaigns, influencer marketing, and an efficient service process will serve to strengthen customer relations with the brand (Ooi et al., 2023). The quality and appearance of the food as well as, the organization of the food truck will enhance the customer experience.

Food Truck's PR Initiatives: AlyKo Burger Van’s PR activities will thus be aimed at awareness creation and credibility. Leveraging regional influencers and food bloggers to review the products through word-of-mouth and creating content for social media platforms. Other promotional strategies include the holding of specific events like the opening days of a store, or special days during the year like World Environment Day.

[image: C:\Users\Akku\Downloads\Green and Orange Modern Illustrative Food Truck Instagram Post.jpg]
[bookmark: _Toc192624255]Figure 5: Facebook Post Poster
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[bookmark: _Toc192672428]7.0 Market Research and Findings
Primary Research
The primary research survey includes the customer preferences as an important parameter. Out of the 13 participants, 11 preferred the gourmet burger, and out of the 10, half of the participants said it tasted ‘very good’ or ‘exceptional’. This survey revealed that customers’ satisfaction level was remarkably high in portion sizes and food quality as well as the speed of service delivery. Moreover, 11 respondents admitted that the prices were equally reasonable, proving that there is a huge potential to serve tasty street food cheap at the same time.

[image: ]
[bookmark: _Toc192624257]Figure 7: Survey Result (Q1)
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[bookmark: _Toc192624258]Figure 8: Survey Result (Q2)
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[bookmark: _Toc192624259]Figure 9: Survey Result (Q3)
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[bookmark: _Toc192624260]Figure 10: Survey Result (Q4)
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[bookmark: _Toc192624261]Figure 11: Survey Result (Q5)
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[bookmark: _Toc192624262]Figure 12: Survey Result (Q6)
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[bookmark: _Toc192624263]Figure 13: Survey Result (Q7)
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[bookmark: _Toc192624264]Figure 14: Survey Result (Q8)

[image: ]
[bookmark: _Toc192624265]Figure 15: Survey Result (Q9)
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[bookmark: _Toc192624266]Figure 16: Survey Result (Q10)



Secondary Research
	The takeaway market in the United Kingdom has expanded remarkably; this street food market is expected to rise to £1.2 billion by 2025 (Statista, 2024). As stated by Anupama Chirag Dave, (2023), there is a growing trend of consumers opting for quality and customizable ready-to-eat street food. The trend is most popular with employees, students, learners as well as residents of urban areas who require quick meals. The target market for AlyKo Burger Van is ideal as more people are open to consuming street food and they are aware that AlyKo offers only authentic and quality burgers.

[image: ]
[bookmark: _Toc192624267]Figure 17: Market value of foodservice delivery in the United Kingdom from 2020 to 2022, with forecasts for 2023 and 2026.
Source: (Statista, 2022)

[image: Infographic: Just Eat just satisfies UK takeaway cravings | Statista]
[bookmark: _Toc192624268]Figure 18: Just Eat just satisfies UK takeaway cravings.
Source: (Zandt, 2021)


[bookmark: _Toc192672429]8.0 Financials 
Costs of Running the Business
	Cost Item
	Amount per Month (£)
	Amount per Year (£)

	Food Truck Lease
	550
	6,600

	Licensing and Council Fees
	1,000
	12,000

	Supplies & Ingredients
	2,900
	34,800

	Wages and salaries
	2,200
	26,400

	Insurance expenses
	400
	4,800

	Promotion costs
	900
	10,800

	Utilities bills
	100
	1,200

	Total Monthly Costs
	8,050
	96,600



Sources of Finance
	Source of Finance
	Amount (£)

	Angel investors
	50,000

	Family Contributions
	20,000

	Bank Loan
	30,000

	Total Finance
	100,000



Expenses
	Cost Item
	Amount per Month (£)
	Amount per Year (£)

	Rent
	1000
	12000

	Supplies & Ingredients
	2,900
	34,800

	Wages and salaries
	2,200
	26,400

	Insurance expenses
	400
	4,800

	Promotion costs
	900
	10,800

	Utilities bills
	100
	1,200

	Total Monthly Costs
	6,500
	90,000



12-Month Cash Flow Forecast

	Month
	Income (£)
	Expenses (£)
	Net Cash Flow (£)
	Cumulative Cash Flow (£)

	January
	8,000
	6,500
	1,500
	1,500

	February
	8,000
	6,500
	1,500
	3,000

	March
	8,000
	6,500
	1,500
	4,500

	April
	8,200
	6,500
	1,700
	6,200

	May
	8,300
	6,500
	1,800
	8,000

	June
	8,300
	6,500
	1,800
	9,800

	July
	8,300
	6,500
	1,800
	11,600

	August
	8,300
	6,500
	1,800
	13,400

	September
	8,500
	6,500
	2,000
	15,400

	October
	8,500
	6,500
	2,000
	17,400

	November
	8,800
	6,500
	2,300
	19,700

	December
	8,800
	6,500
	2,300
	22,000



The cost of start-up for AlyKo Burger Van are found as per the listed requirements of lease cost, wages and salaries, cost of promotion, supply of goods etc. The total funds investment is sourced from various sources like angel investors, family contributors and bank loan. Major investment contribution is made by angel investors which are at 50%. The above cash flows show a realistic form of analysis about the company earning each month and show regular growth of company in terms of cash flows.




[bookmark: _Toc192672430]9.0 SWOT Analysis
[bookmark: _Toc192624270]Table 2: SWOT ANALYSIS
	SWOT Category
	Details

	Strengths
	High-quality, gourmet burgers; strong customer satisfaction and loyalty.

	Weaknesses
	New brand with limited initial recognition; dependence on foot traffic (Hoenink et al., 2024).

	Opportunities
	Growing street food market in Cardiff; potential for expansion to new locations.

	Threats
	Such factors as increased competition from other food outlets; altering consumer habits (Daradkeh et al., 2023).



Key Threat and Mitigation Strategy
	The main threat is the important level of competition in street food industry. To address this, AlyKo Burger Van will adopt various differentiation strategies including making a specialty of delicious burgers and ensuring a strong brand image. Also, points of customer retention will be reinforced by specialised customer loyalty programs.




[bookmark: _Toc192672431]TASK 1, PART 2 – Reflection
[bookmark: _Toc192672432]What?
	When developing the business plan for AlyKo Burger Van, I realized that it is crucial to conduct proper market analysis in terms of the tastes of the customers, or the overall trends. The results of the survey were helpful as they helped in articulating the product portfolios and the price plan. Most importantly, the actualization of business requires that the financial plan be well laid including cash flow budgeting (Naji et al., 2024). I also came to understand the importance of a well-defined marketing plan, particularly, in matters concerning the utilisation of social media and public relations activities towards the establishment of brand identity.

[bookmark: _Toc192672433]So What?
	All these have helped improve my skills in entrepreneurship to a great deal. The concept learned from the market was about not guessing but producing well-grounded research findings that can function as a basis for decision-making. When dealing with the financial plan, I was able to see ways how to distribute funds properly and record the progress of the business with profitability. Moreover, learning about a marketing plan has enhanced my skills in strategic thinking on where to market and positioning the business to customers since marketing is key to the growth of any company.

[bookmark: _Toc192672434]Now What?
	In the future, I will further enhance aspects of producing this product learning from the customers and changes in the market. To minimize risks, I will spread marketing across various platforms to avoid putting all my eggs in one basket and will constantly check the financial aspect to ensure the business generates a profit. Further, I would like to continue the growth of its services by increasing the visibility of the food van in new areas within Cardiff and eventually expand to other cities. Focusing on providing enhanced experience and regulating risks, I believe the business will progress and thrive.
[bookmark: _Toc192672435]
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COME GRAB YOUR BURGER TODAY AND
EXPERIENCE STREET FOOD DONE RIGHT. WE'RE
PARKED AT CARDIFF CITY CENTRE~WHERE
GOOD FOOD MEETS GREAT VIBES.

ALYKO
BURGER
VAN

Craving a gourmet burger that’s
as fresh as your day? <

At AlyKo Burger Van, we serve
mouthwatering, customizable
burgers made with high-quality
ingredients and a whole lot of
love.

Whether you're a meat lover,
vegetarian, or gluten-free, we’ve
got something delicious just for
YOU!
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