[image: Discover University of Wales Trinity Saint David]






Business Plan 
[image: ]
a vegan mobile truck
Produced By:
GROUP MEMBERS:
	Student Name
	Student No.

	Catalina Coma
	2238715

	Elena Stenic
	2246472

	Mircea Nicolae Tilica
	2246572

	Razvan Cristian Nicolae
	2222787



Dated:  13.11.2024
Module Name: Entrepreneurship
Module Code: BMIH5001
Lecturer Name: Charlotte Joyner
Word Count: 2136


I confirm that I have not used any AI tools in the research and creation of this assignment. I confirm that I have not presented any AI generated materials as my own work. I confirm I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.






Table of Contents
1. EXECUTIVE SUMMARY	3
2. THE BUSINESS IDEA	4
2.1 The Product/Service	4
2.2 SWOT Analysis Summary	4
3. THE TEAM	5
3.1 Key Personnel	5
3.2 Skills Gaps & Key Partners	6
4. MARKET RESEARCH	7
4.1 Market Information, Trends and External Factors	7
4.2 Customer Profiles	8
4.3 Competitor Profiles	8
5. MARKETING PLAN	9
6. KEY RESOURCES	9
7. FINANCES AND START-UP SUPPORT	11
7.1 Financial Summary	12
APPENDICES	13
Appendix A – SWOT Analysis	13
Appendix B – PEST Analysis	14
Appendix C – Copy of Pitch Supporting Material	15
REFERENCE LIST	20










[bookmark: _Toc181653742]1. EXECUTIVE SUMMARY
This business plan by the name of Food for Soul offers a detailed insight into the food truck business in the UK that promotes the vegan food intake trends of consumers to a greater extent. With the consistent rise of vegan food preferences, the firm is providing personalised food offerings to them by ensuring high quality and sustainability standards. Targeting the consumer groups aged 25 to 50 years, the firm named as Food for Soul will be providing affordable yet premium food products to the consumer bases. This research has shed a light on its core product lines, market demand, target audiences, team-members, customer profile and market threats or opportunities in order to determine the profitability and success rate of Food for Soul in the UK. 
[bookmark: _Toc181653743]

2. THE BUSINESS IDEA
[bookmark: _Toc181653744]2.1 The Product/Service 
[bookmark: _Hlk181652299]The name of the new business idea is Food for Soul, a vegan mobile truck which will be in Upmarket, whereas the specific address of the location is 83 Brick Lane E1 6QR. The industry that it operates is the vegan food service industry that offers mobile food trucks. Food for Soul is based on a mobile food truck that offers a plant-based menu to the consumer bases to promote health-conscious living standards by offering cruelty-free sustainable products to a greater extent. The truck mobile van will be rented from Food Trailer Lease which deals with catering trailer sales and rental (Food Trailer Lease, 2024). The products and services offered include plant-based burgers, cheesy mushroom bites, and others to provide fresh, prepared, convenient food as vegan options. The main menu includes burgers, falafel wrap, bowl, salt, and chilli tofu baguette, while the side menu includes fries, sweet potato fry, pickle pots, and others, followed by multiple drinks including lemonade, Cawston fizzy apple, and many others. 
The features and benefits of the product service include a completely plant-based or vegan menu to cater to highly health-conscious consumer bases. Apart from this, Food for Soul has extensively tried to provide fresh ingredients to cater to the personalised choices of individuals (Aschemann-Witzel et al., 2021). Highlighting the eco-conscious consumers extensively, they aim to reduce carbon footprints and safeguard animals by restricting animal cruelty through sustainable packaging and waste management precision. By using these USPs, the firm can effectively contribute to the consumers versatile tastes and preferences at large. 
Regarding value proposition, Food for Soul has been providing sustainable vegan alternatives by replacing traditional food-taking experiences of consumers. Aiming to further deliver convenient and more accessible food, plant-based food is highly preferred by consumers in providing them with unique food experiences. 

[bookmark: _Toc181653745]2.2 SWOT Analysis Summary 
[bookmark: _Toc181653746]Based on the SWOT analysis, the key strengths of the firm will be its unique value proposition and flexibility to promote mobilisation of food trucks to ensure sustainable and more accessible food delivery. Apart from this, menu versatility and differentiation lead to more optimised vegan food industry outcomes. Regarding weakness, the food truck operates in a limited physical location or space, which can limit its variety and versatility (Lichy et al., 2022). Also, changing weather conditions and increased competition can lead to detrimental sales standards for the firm at large. Regarding opportunities further, vegan options are in ongoing demand in the UK where expansion of corporate events and private events has helped increase their popularity to a greater extent (Leatherbee and Katila, 2020). Further, regarding the threat, the highly intense competitive market of the UK can bring severe detrimental impacts on the firm leading to discretionary food purchases by consumers with a diverse range of income disposability. To this end, to maximise opportunities and reduce risk, the firm needs to develop a strong brand identity and awareness of Food for Soul as a mobile vegan food truck (Muir et al., 2023). They also need to diversify revenue streams to develop the local economy and overall productivity outreach to a greater extent. 
                                    

3. THE TEAM
[bookmark: _Toc181653747]3.1 Key Personnel
Name and Company Position: Catalina Coman, the Operation manager of Food for Soul 
Skills and Experience: Over 4 years of experience in the food and hospitality business industry with rich knowledge of logistics and supply chain and cost controlling apart from maintaining sustainable vendor relations. Previously, he also managed a food truck as an assistant operations manager 
Role and Responsibilities: Maintain staff schedules and develop mutual trust and coordination among staff by maintaining sustainability standards in food safety and security. 

Name and Company Position: Mircea Nicolea Tilica, the head chef of Food for Soul 
 Skills and Experience: over years of experience as a chef in the vegan food industry in handling vegan kitchens and maintaining flavours, apart from managing new food innovations. 
Role and Responsibilities: Mircea is responsible for maintaining coordination among her subordinates, enhancing quality control standards, and delivering exclusive culinary experiences to consumers. 


Name and Company Position: Elena Stenic, the marketing and social media manager of Food for Soul
Skills and Experience: An experience of 3 years in the restaurant business industry with content creation expertise, social media management, and brand development strategy formulation. Building social media presence for years and engaging with the local community. 
Role and Responsibilities: building menu and developing engaging marketing content for brands by increasing visibility at multiple events and promoting the brand extensively.

Name and Company Position: Razvan Cristian Nicolae, finance manager of the Food for Soul
Skills and Experience: With experience in budgetary management and financial management to operate in the food industry by promoting reporting and cost analysis. 
Role and Responsibilities: overseeing financial management, cash flow management, and enhancing profitability standards of the firm.

[bookmark: _Toc181653748]3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities)
·  Coordinating events 
· Assisting consumers in managing schedules and maintaining satisfaction standards 
3.2.2 Training and Development
· Food safety training 
·  Social media marketing 
· Customer service training and development 
3.2.3 Outsourced Support / Key Partners:
· Sustainable packaging experts where estimated costs can be 1 pound 
·  Mobile payment processor where estimated costs are 15% on every transaction. 



[bookmark: _Toc181653749]4. MARKET RESEARCH
[bookmark: _Toc181653750]4.1 Market Information, Trends and External Factors
Market Size and Growth 
The vegan food market in the UK food market has been focussing on consistent growth and development. According to Vegconomist (2023), the UK vegan market is growing at a pace of 9.58% since consumer interest in plant-based vegan diets. In the top cities across the UK, 2.5 million vegans are present, amounting to 4.7% of the population. On the other hand, Edwards and Barber (2024) have showcased that the food industry's growth is expanding based on flexibility and convenience to align with food services. 
Consumers changing trends
The consumers' changing trends are highly significant in the UK food truck market. Most of the people across the UK are moving to the health-conscious trends that are providing highly attractive vegan products through food trucks (Yapp et al., 2020). Also, the firm has been focussing critically on the sustainability trends with the reduction of meat intake and promoting animal-friendly practices at large (Alae-Carew et al., 2021). Based on the convenience and flexibility, however, the area is in high-traffic areas also increasing the visibility of the brand. 

PEST Analysis Summary
Based on the macroenvironmental scenario, changing political trends and consumers’ move towards food sustainability standards in Food for Soul. Developing sustainable opportunities, Food for Soul has aligned with governmental priorities along with technological advancements (Lichy et al., 2022). On the economic factors, increasing food prices and affordable vegan dining options have led to a more impactful outcome with cost-effective options compared to traditional restaurants (Allen and Powell, 2021). Further, regarding social factors, shifts in dietary trends have increased the scope and chances for GenZ and Millennials. On the technological front, further, Food for Soul has promoted social media marketing in the mobile food business to leverage events and campaigns at large. 

[bookmark: _Toc181653751]4.2 Customer Profiles
1. Health-conscious professionals: Aged between around 25 to 50 years in urban areas, consumers between medium to high-income consumers who deliver high-end nutritional values to promote sustainability values. 
2. Social-conscious consumers: Students aged between 20 to 25 years are prone to food trucks that promote ethical lifestyles and vegan diets that foster convenience and engagement to a greater extent (Choi et al., 2020). 
3. Eco-conscious visitors: These groups range between 30 to 50 age who support the eco-conscious efforts of brands and promote the disposable income of consumers, leading to promote their animal cruelty-free and green initiatives for food choices at large (Chen et al., 2023). They can select Food for Soul since the firm fosters environmental values and offers readymade vegan means in food trucks. 

[bookmark: _Toc181653752]4.3 Competitor Profiles
1. Mildred Vegan Restaurant
This restaurant offers exclusive vegan food items along with channelling a food truck business. They promote plant-based diverse dishes and attract consumers with high-end different tastes and preferences (Jones, 2022). The brand strength includes its awareness and recognition level, while high pricing standards often limit people from availing their services. The USP of Food for Soul is its menu versatility and diversity including ‘beyond burgers’, falafel wrap’, and many others. 
2. Burger King 
This restaurant offers different types of burgers and snack items and promotes the brand with multiple festive discounts and coupons to leverage the firm’s competency standards at large (Burger King, 2024). While the brand has high reputational standards, limitations in food diversity can lead to reduced traffic in the firm. 
3. Bamboo Street Food 
This firm, in the form of a food truck, offers vegan street food to multiple events and festivals in the UK. With a standardised diversity of menu, the firm has competed with the Food for Soul (Gov.uk, 2024). Further, through social media marketing and promotional synergy, the firm has maintained operational flow to a greater extent. 

[bookmark: _Toc181653753]5. MARKETING PLAN 
5.1 Price
Regarding price, Food for Soul has tried to maintain an affordable price range for the products. While burgers and wraps can cost around 6 pounds, bowls can cost 9 pounds, also drinks for 2.3 pounds at large (Karim et al., 2021). Compared to Mildred, the firm provides more affordable burgers and snack items. 
5.2 Product
Food for Soul can provide sustainable vegan options with an eco-conscious appeal. The food truck fosters sustainable packaging standards where representing nature is another goal of the business (Lim, 2023). Therefore, they have envisioned maintaining waste management and carbon reduction goals extensively leading to a more sophisticated yet sustainable vegan dining in the UK. 
5.3 Placement
Although the food truck is located at 83 Brick Lane, it can move to specific places across London and the UK during the festive seasons. Further, by using multiple delivery applications like Uber Eats and others, consumers can get their food parcels delivered from Food for Soul (Tiganis et al., 2023). Thus, in high-traffic areas, consumers' tailored expectations can be maintained.

5.4 Promotion
The promotional strategy for the food truck will be vivid since it helps build brand awareness and cultivate loyal consumer bases. Apart from this, based on social media marketing, the firm can brand its products through AR and VR integration (Wood et al., 2021). Further by promoting influencer partnerships, the firm can extensively grow and sustain in the future. Apart from this, with sponsorship in multiple festivals, the brand can promote its products extensively to the targeted audience bases. 

[bookmark: _Toc181653754]6. KEY RESOURCES 
6.1 Premises
The premises of this firm has been selected at 83 Bric Lane, which is one of the most visible places in the UK. For small storage units, the estimated rent for the space will be 150 euros. 
6.2 Equipment
The equipment needed will include Mobile kitchen facilities, refrigerators, storage bins, and others (Jagtap et al., 2021). 
6.3 Key Suppliers
The suppliers will be BioPak for sustainable waste management and Cawston for ethical beverages (Zhao et al., 2021)




























[bookmark: _Toc181653755]7. FINANCES AND START-UP SUPPORT
	[bookmark: _Hlk181705568]EXPENDITURE
	Year 1 (in £)

	Company Registration
	1200

	Rent/Rates
	10000

	Staff Wages
	80000

	Travel/Accommodation
	9000

	Telephone (mobile)
	1600

	Broadband
	6000

	Utilities
	9600

	Marketing and materials 
	10000

	Insurance
	2400

	Capital Expenditure/Equipment
	7200

	Training & Development
	4000

	Accounting/Legal
	4000

	Outside Services
	

	 Stock/Materials Purchases
	25200

	Bank Charges
	4380

	 Office Consumables 
	2556

	Loans Repayments
	24000

	Total Expenditure
	£201,136 


	[bookmark: _Hlk181705593]INCOME
	Year 1 
£

	Sales A – Upmarket food Hall 
	120000

	Sales B - Festivals
	95000

	Sales C
	

	Capital Introduced
	28000

	Funding 
	3000

	Loans/Borrowing
	24000

	Total Income
	£270,000




	[bookmark: _Toc181653756]YEAR ONE PROFIT/LOSS
	£

	Total Income from sales
	215,000

	Total Expenditure
	201,136

	
	

	Profit
	£13,864

	
	





7.1 Financial Summary
The main costs of this firm namely Food for Soul include the daily operational costs, including the equipment, staffing, and raw materials. As start-up support, the initial capital has been retrieved from the owners and crowdfunding. Sales have been projected based on the high volume of tourists as well as the local consumers’ vegan food intake trends across the Upmarket areas of the UK. Apart from this, based on the events and festivals, the vegan food truck sales trends are higher in the UK, thereby providing higher scopes for Food for Soul. We estimate for first year around 95000 pounds from selling our vegan dishes on festivals.
The profitability analysis of the firm ensures it is a profitable business in the future at large. 
In the fixed cost areas, the truck van rents are 10000 per year and while marketing and materials costs like flyers, brochures and posters are 10000 per year. Apart from this, regarding the variable costs, raw ingredients are 25200 per year. Thus, the financial budgeting for the year 1 showcases potential profitability in the future.
Besides ensuring a profitable business for the firm, this financial analysis shows that there is a possibility for profit in the future since the sales are increasing and the basic costs of production and maintenance of food trucks have been productive over time.

[bookmark: _Toc181653757]APPENDICES
[bookmark: _Toc181653758]Appendix A – SWOT Analysis

	Strengths
	Weakness

	· Unique food offerings 
· Mobility to serve more consumers 
· Sustainability food and waste management 
	· Limited scope or awareness 
· High establishment costs 

	Opportunities
	Threats

	· Increasing vegan trend in the UK 
· High digital presence 
	· Increasing competitive pressure 
· Competitive landscape
· Market norms, and industry regulations 




[bookmark: _Toc181653759]Appendix B – PEST Analysis

	Political
	High regulatory stringency on food labelling and security standards 

	Economic
	Ongoing inflationary pressure and cost of living crisis 

	Social
	Increasing trends towards vegan diets 

	Technological
	Social media integration towards bigger exposure




[bookmark: _Toc181653760]Appendix C – Copy of Pitch Supporting Material
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                   MARKETING PLAN     The price of the product has ranged between 6 to 9 pounds.  Product lists are diversified to mitigate the tailored expectations of consumers.  Its positioning excellence is promoting its standards and values across consumers.  Multiple promotional attempts during the festive season highlight its sustenance  
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                          CONCLUSION           This business idea has shown the food truck business growth possibilities in the UK.  It has estimated a profitable business outcome for Food for Soul  It has empowered the growth and development possibilities of sustainability and waste management effectively.
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