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	1 Executive summary (We suggest you complete this section after you have completed the other sections of the Business Plan).
The proposed food truck park business named Food Truck Park seeks to take advantage of the growing food truck industry and devise a place where about 8-10 vendors will rotate offering gourmet, reasonably priced foods in an inviting outdoor environment. Distinctive small trucks, live music, games and a proper yet casual setting will set the venue apart from others.

The business targets four core customer segments: students of college, young people, families, as well as food fanciers. Customer surveys show them attracted to variety, atmosphere, convenience, and community. Competitor analysis points out the chances of enhancement in the parameters like quality, value and experience.

Operations will be done by an efficient manager supervising a team of 25-30 members across roles in arrangement, maintenance, vendor coordination, and service. Known suppliers of ingredients, beverages, and materials among the 30-90 days credit terms have been already identified. Promotions will be spread on the social networks, local partnerships, the website, and grassroots activation. However, the pricing will be competitive but with a premium for the distinctive facilities and atmosphere. 

The budget for the first year (Year 1) is expected to be between £150,000 and £180,000, which is estimated to increase to £350,000-£400,000 in Years 3-5. The profit targets are around 10-15%. Identified risks and mitigation strategies, such as sales risk, financing risk, cost risk, seasonality risk, and debt management risk are highlighted. With the great execution, the innovative food truck park will be a favourite community's place being proud to support entrepreneurs in the food business while meeting their demand for a diverse, high-quality dining and social experience. The enterprise is well-posed for systematic growth and prosperity.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	

	
	2 Business details

Company name:

Food Truck Park Ltd.
	

	
	Address:

Market Maltby Street, Ropewalk, London SE1 3PA
	

	
	Primary contact method
+447895674311
FTD@gmail.com
	

	
	
	

	
	The business will: (Provide a brief description of what your business will do)
The business will operate a food truck park gathering multiple vendors to sell a variety of cuisine in an entertaining outdoor setting. Generate revenue through food sales, vendor rents, events, sponsorships, and more while focusing on customer value via unique tastes, affordability, convenience, atmosphere, quality, hygiene, and enjoyable experiences.

	

	


	
	
	
	
	
	

	
	3 Key personnel

Details of owner(s):
Name: Adrian Grigore
	

	
	Position/main responsibilities: Marketing Manager
	

	
	Experience and knowledge of our industry: 4 years
	

	
	
	

	
	Previous employment: Petal Promotion
	

	
	Key skills brought to the business: Strong creativity, Project management skills
	

	
	Business experience and any training undertaken: 4 years as marketing manager
	

	
	Academic/professional qualifications: Highschool
	

	
	Salary expectations £ 28.000
	

	
	Name:      
	

	
	Position/main responsibilities:      
	

	
	Experience and knowledge of our industry:      
	

	
	Experience and knowledge of our industry:      
	

	
	Previous employment:      
	

	
	Key skills brought to the business:      
	

	
	Business experience and any training undertaken:      
	

	
	Academic/professional qualifications:      
	

	
	Salary expectations £      

	

	
	Name:      
Position/main responsibilities:      

	
	Experience and knowledge of our industry:      

	
	

	
	Previous employment:      

	
	Key skills brought to the business:      

	
	Business experience and any training undertaken:      

	
	Academic/professional qualifications:      

	
	Salary expectations £      

	
	Name:      

	
	Position/main responsibilities:      

	
	Experience and knowledge of our industry:      

	
	Experience and knowledge of our industry:      

	
	Previous employment:      

	
	Key skills brought to the business:      

	
	Business experience and any training undertaken:      

	
	Academic/professional qualifications:      

	
	Salary expectations £      


Vision

	
	
	

	
	4 The business idea
	

	
	Sum up your business idea:

The Food Truck Park business aims to create a successful food truck park that provides value to both vendors and customers through offering unique cuisine tastes, an affordable price point, a convenient and entertaining atmosphere, high quality, good hygiene, and an enjoyable customer experience, atmosphere, and revenue model. The food truck park business model consists of key partnerships, activities, resources, and value propositions. Key partners include food truck vendors, local organizers, event management firms, suppliers, and food-delivery apps. Activities include managing food trucks, producing delicious food items, and delivering food to customers. Resources include physical location, infrastructure, variety of food trucks, and a comfortable dining setup. The value proposition involves creating a unique position and image for customers, offering a variety of food options, sophisticated outdoor dining, convenient locations, and entertainment options like live music and amusement (Loots, 2022).

The Food Truck Park business focuses on customer relationship, channels of promotion, customer segments, and revenue structure. To maintain a warm relationship, businesses should offer friendly service, create loyalty, and customize products and services (Lichy et al., 2022). Social media, mobile apps, local events, and delivery apps are effective ways to reach customers (Huang, 2020). Targeted customers include food-enthusiastic people, office workers, families, and corporate and social events. The revenue structure includes selling food items, rents from food truck rentals, sponsorships, collaborations, and arranging entertainment events.
The BMC model of this business is attached to the appendix.
(Use the BMC to help explain this section)

	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven)
	

	
	In the first year, the business aims to achieve £150,000-£180,000 in revenue. Its goal is to reach profitability and establish solid operations during the launch phase before focusing on more aggressive expansion. Key metrics will track revenue growth, profit margins, customer acquisition costs, and vendor occupancy rates.

	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?

In 3-5 years, the business aims to increase annual revenue to £350,000-£400,000 by:

Commercialization:

· Having 8 regular weekly food truck vendors, maintaining 75% occupancy

· Growing the customer base by 35% through community events and digital marketing

Profitability:

· Keeping operational costs at 60% of revenue to achieve 15% net margins

· Raising sponsorship revenue to £50,000-£80,000 per year

Innovation/Expansion:

· Expanding seating capacity by 50 seats to allow for onsite events

· Developing a mobile app for online ordering
· Launch a seasonal bounty market for local food producers

· Open a secondary location in a neighbouring community

	

	
	
	

	
	
	

	
	

	
	
	

	
	6 What the business does


	

	
	Product/service

Features
Benefits
· Gourmet Burger
· Burgers made with high quality angus beef, specialty cheeses, homemade sauces
· Burgers provide a satisfying premium meal and indulgent experience
· Mexican Tacos
· Tacos feature freshly made tortillas, traditional salsas, and diverse fillings
· Tacos offer an affordable taste of exotic cultures and ingredient combinations
· Pizzas
· Artisan pizza with imported Italian ingredients, flavour inventive topping combinations
· Pizza delivers a highly customizable fresh and creative meal
· Asian fusion noodles and rice bowls
· Made to order combination rice/noodle bowls with proteins, veggies, sauces

· Choice of noodles, rice noodles, fried rice

· Proteins like chicken, beef, shrimp, tofu

· Lots of topping varieties
· Customizable healthy meal with flavour and texture contrasts

· Experience new Asian influences and ingredient combinations

· Vegetarian/vegan/gluten-free options available
· Loaded fries and nachos
· Fries and nachos topped abundantly with meats, cheeses, veggies

· Range of specialty ingredients like bacon, chili, guacamole

· Serving styles include plates, cones, boxes
· Indulgent snack, shareable meal, or side dish

· Comfort food with emphasis on flavour and texture

· Novel presentations enhance snacking experience

	

	
	
	

	
	7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	The products of Food Truck Park are unique or different compared with the competition because:

· It aggregates multiple food trucks, vendors, and cuisines all in one convenient place. Customers can access more variety and dining options than typically found at a standalone restaurant or food truck.

· The outdoor open venue layout combined with occasional live music and entertainment creates a one-of-a-kind atmosphere not found in traditional restaurants. The sophisticated yet casual environment offers a unique dining experience.

· The business specifically curates and cultivates opportunities for up-and-coming food entrepreneurs and small businesses through affordable rental spots and partnerships. Rather than typical national food chains or franchises.

· The value pricing provides access to high quality, diverse cuisine options at affordable set prices across vendors. Superior value compared to dining out at solo eateries.

· As a community venue it focuses on consistently delivering shared experiences and memories through great service, inclusion, and celebration of good food. More emphasis on the human/social aspects versus just convenience or sustenance from meals out.

In summary, aggregating a variety of dining options, emphasizing atmosphere, supporting local fare, and bringing people together through quality and value make this food truck park distinctly different than typical competitors.
	

	
	
	


	
	
	

	
	8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
1. Business license and tax permits from local municipality

2. Food service permit from local health department (Moritz, 2023)
3. General liability insurance

4. Food truck/product liability insurance

5. Workers' compensation insurance for any employees

6. Zoning and land use regulations - food truck parks may require special permits

7. Health codes for outdoor food service, sanitation, etc.
	

	
	You will meet your legal and insurance requirements by:

1. Obtain all required licenses and permits from the local municipality, including a business license, food service permit, and vendor permits. Ensure all paperwork and fees are submitted.
2. Register the proper business structure such as LLC or corporation based on liability protection needs, taxes, and number of owners.
3. Work closely with lawyers and accountants to ensure all legal and regulatory boxes are checked as the business grows and evolves.

	

	
	
	


Marketing

	
	
	

	
	9 Market research
	

	
	Trends in your chosen market are:

Forecasts indicate that the food truck market will expand from an initial valuation of $4.15B in 2024 to $6.87B in 2029, a compound annual growth rate (CAGR) of 6.5% from 2024 to 2029 (Mordor Intelligence, 2024).
Growth in Popularity

Food truck popularity has surged in the UK over the last decade. The number of food trucks increased over 25% from 2017 to 2022 (McCain, 2023).
Specialty Cuisine Concepts

Many new food trucks are focused on specialty cuisines like Mexican, Korean, American BBQ, vegan, etc. Rather than basic fare. Unique concepts draw crowds (Broomell and Davis‐Stober, 2023).
Use of Social Media

82% of food truck operators say social media is essential to their business success. Platforms like Instagram and Facebook help marketing (Carpenter and Sweetland, 2023)
Food Truck on the Rise

Permanent food truck parks with multiple vendors onsite are growing as a way to provide variety and share operating costs and it expand offerings (Mohammad and AbouElezz, 2020)
Cashless Payments

Food trucks are transitioning to cashless, app-based payment options through providers like Square or PayPal. This improves efficiency. (Graham, 2023)
Sustainability Focus

Eco-friendly practices like recyclable containers, composting, local sourcing, and energy efficiency are priorities. Customers value sustainability (Kandampully et al., 2022).
	

	
	
	

	
	10 Profiling customers

The customer groups you will be selling to are: (4 x Customer profiles minimum)
1. College Students

Demographics: 18-24 years old, mix of genders, low to medium income levels

Interests: Trendy cuisine, social atmosphere, convenience, affordability

Needs: Quick but filling meals between classes, evening hangout spot with friends, budget-friendly prices

Behaviours: Visit in groups, likely to share food, impulse purchases, price sensitive

2. Young Professionals

Demographics: 25-34 years old, office workers, medium to high income

Interests: Networking events, unique cuisines, craft beer/wine options (Nguyen and Nguyen, 2023)
Needs: Quality meals but short on time, venue for informal work gatherings

Behaviours: Visit during lunch and after work, higher spending, mix of singles and groups

3. Families with Kids

Demographics: Adults 25-50 with children under 10, medium to high income

Interests: Kid-friendly options, comfortable seating, entertainment

Needs: Early dinners, meals to please both kids and parents

Behaviours: Visit on weekends, shared meals, longer stays, child supervision

4. Food Enthusiasts

Demographics: Adults 30-60, higher income, variety of occupations

Interests: Gourmet cuisine, exotic flavours, craft drinks, music

Needs: Unique dining experiences, chef interactions, photography worthy

Behaviours: Visit specifically for certain events/menus, higher budgets, social media engagement
	

	
	Your customer research has shown what your customers want is: 
	

	
	 (What research did you undertake and what were the results?) 
Surveys: Conduct online or in-person surveys with current and prospective customers asking about their interests, preferences, pain points, and suggestions related to the food truck park. Look for trends and common themes in survey responses (IRI, 2022).

Interviews: Have in-depth conversations with a sample of customers to gain qualitative insights into what they value and look for in a food truck dining experience. Learn more about their preferences.

Focus Groups: Assemble a diverse group of 6-8 customers and facilitate an open discussion about likes, dislikes, expectations, and feedback on the food truck park. observe interactions.

Social Media Monitoring: Analyse reviews, comments, mentions, and engagement on social platforms to identify customer satisfaction levels, complaints, and areas for improvement (H. T. T. Nguyen and T. X. Nguyen, 2023).

Competitor Analysis: Visit similar food truck parks to evaluate strengths vs. weaknesses in concept, layout, amenities, food options, pricing etc. relative to customer needs (Pizam, Shapoval and Ellis, 2016).

Sales Data Review: Examine current sales patterns, bestselling items, customer volumes by day/time etc. to optimize operations and offerings for customers.
	

	
	
	

	
	
	

	
	Number of customers you expect to win in each group and what they might pay:

Group

Number of customers

Price they might pay per unit
College students
300-350
£5-7
Young Professionals
280-300
£10-12
Families with Kids
200-220
£25-30
Food Enthusiasts
100-120
£12-13

	

	
	
	


	
	
	

	
	11 Profiling competitors


	

	
	Competitor name

Strengths

Weaknesses

· Bell & Brisket
· Specializes in high-quality smoked meats and BBQ which is popular

· Strong brand identity and loyalty among meat-lovers
· Lack of vegetarian/vegan options limits customer base

· Higher price point than some other food truck options
· Pizza Pilgrims
· Neapolitan style pizza has broad appeal and trendy image

· Use of high-quality imported Italian ingredients
· Long cook times for pizza can mean longer wait times

· Inconsistent results from pizza oven in truck environment
· Rainbo
· Colourful presentation of food

· Emphasizes fresh, healthy ingredients
· Smoothie bowls/salads have more niche appeal

· Can be seen as more of a snack than full meal
· Taco Truck
· Popular cuisine style with broad familiarity

· Affordable price points for value-seekers
· Tacos are very common, highly competitive

· Authenticity of recipes may be questioned
· En Root
· On-trend vegan and plant-based options

· Unique and worldly takes on classic dishes

· Eco-friendly brand ethos and practices
· Vegan food has a narrower target market

· Premium pricing for specialty ingredients
How you can improve on their offer and/or price(s) unique offerings:
	

	
	Variety and Choice:

· Offer a diverse selection of 8-10 food trucks with rotating cuisines and themes

· Include options for dietary needs - vegan, gluten-free, paleo, keto etc.

· Feature fusion and innovative concepts not found at other trucks

Prices and Promotions:
· Offer discounted combo meals that bundle items from different vendors

· Provide loyalty rewards and exclusive specials for repeat customers

Experience and Atmosphere:

· Create stylish seating areas with music, games, and entertainment

· Host special events like cooking classes, tastings, and food festivals

· Offer amenities like phone chargers, blankets, and misting fans

Food Quality and Presentation:

· Source from local farms and producers for fresh, sustainable ingredients

· Work with vendors on elevated food styling and unique packaging

· Have staff available to bus tables, refill water, and enhance service

Convenience and Ease:

· Create a central ordering system so customers can mix and match items

· Provide curbside pickup and delivery options for added accessibility

· Implement mobile payment and digital queueing to reduce wait times

Community and Connection:

· Collaborate with local artists and musicians to decorate and entertain

· Engage on social media with behind-the-scenes content and user stories
	

	
	
	

	
	
	

	
	12 Managing market risks

Write down the risks you have identified:

· Economic downturns reducing customer spending on dining out

· Increased competition from new food truck parks or restaurants

· Changing consumer tastes and preferences for food types/styles

· Seasonal fluctuations in demand impacting revenue streams

· Difficulty attracting and retaining quality food truck vendors

· High employee turnover leading to inconsistent service levels 

	

	
	How will you manage these risks so that they become less of a threat:
	

	
	Focus on marketing as an affordable dining experience versus pricier restaurants
· Continuously innovate with new food concepts, events, and experiences
· Rotate vendors and cuisines to provide variety and keep offerings fresh
· Offer incentives and discounts to balance demand during slow periods (Rajani et al., 2022)
· Invest in marketing and foot traffic generation to ensure steady business
· Offer competitive wages, benefits, and growth opportunities to improve retention
	

	
	13 Pricing
	

	
	How you can calculate your prices:
	

	
	1. Cost-Plus Pricing:

· Calculate the total cost of each menu item (ingredients, labour, overhead)

· Add a markup percentage to cover profit margin (e.g., 30-50%)

· Total cost + Markup = Menu price

2. Competitive Pricing:

· Research prices of similar menu items at competing food trucks or restaurants

· Set prices at or slightly below market average to attract customers

· Adjust prices based on perceived value and differentiation

3. Value-Based Pricing:

· Determine the perceived value of the menu item to the customer (Hofer et al., 2016)
· Set prices based on what customers are willing to pay for that value

· Align prices with the overall positioning and experience of the food truck park

4. Dynamic Pricing:

· Vary prices based on demand, such as higher prices during peak hours or events

· Offer promotions or discounts during slow periods to drive traffic

· Use data analytics to optimize pricing for revenue and profitability

5. Bundling and Combos:

· Create combo meals or sampler platters with items from multiple vendors

· Price bundles to encourage larger orders and cross-vendor sales

· Offer a discount on the bundle vs. individual item prices


	

	
	
	


	
	
	

	
	How your prices compare with the competition:
	

	
	Product/service

Your price(s)
Range of competitor prices (per unit)
Gourmet Burger
£5-24
£6-25
Mexican Tacos
£7-15
£10-15
Pizzas
£10-30
£12-40
Asian fusion noodles and rice bowls
£6-30
£10-45
Loaded fries and nachos
£10-15
£8-18

	

	
	Reasons for the difference between your price(s) and your competitors’ price(s):

Gourmet Burger:

· Slightly lower price range to attract value-conscious customers

· Focus on high-quality ingredients and unique flavour combinations as differentiator

· Efficient preparation methods and limited menu options to control costs

Mexican Tacos:

· Price range in line with competitors to maintain perceived value

· Emphasis on authentic recipes and fresh ingredients to justify pricing

· Offer combo deals and customization options to enhance value perception

Pizzas:

· Lower price range than competitors to position as an affordable gourmet option

· Use of high-quality imported ingredients and wood-fired oven for premium taste

· Smaller size pizzas and creative topping combinations to manage costs

Asian Fusion Noodles and Rice Bowls:

· Significantly lower price range than competitors to attract a broader customer base

· Streamlined menu with core ingredients and efficient preparation for cost control

· Differentiate with unique flavour profiles, vegetarian options, and customization

Loaded Fries and Nachos:

· Slightly higher price range than competitors to signal premium positioning

· Generous portion sizes and specialty ingredients to justify higher prices

· Focus on shareable, indulgent items for group dining and social media appeal
	

	
	
	


	
	
	

	
	14 Promotion and advertising

How and where will you promote your product/service?
	

	
	
	

	
	Social Media:

· Create profiles on Instagram, Facebook, Twitter, and TikTok to showcase food, events, and atmosphere

· Use hashtags, geotags, and user-generated content to increase reach and engagement

· Partner with local influencers and food bloggers for sponsored posts and reviews

Email Marketing:

· Build an email list of customers and subscribers to send newsletters, promotions, and event updates

· Segment lists based on interests and preferences to deliver targeted content

· Offer exclusive discounts, early access, and loyalty rewards to email subscribers

Local Advertising:

· Place ads in local newspapers, magazines, and online publications targeting the food and entertainment section

· Sponsor local events, festivals, and sports teams to build brand awareness and community involvement (Scheinbaum et al., 2019)
· Distribute flyers, postcards, and coupons in nearby neighbourhoods, offices, and college campuses

Online Platforms:

· Claim and optimize business listings on Google My Business, Yelp, TripAdvisor, and other review sites

· Create a website with menu, location, hours, and event information for organic search traffic

· Use targeted ads on Google, Facebook, and Instagram to reach potential customers based on interests and location

Partnerships:

· Collaborate with local businesses, hotels, and tour operators to offer cross-promotions and packages

· Partner with food delivery apps like Uber Eats, Grubhub to expand reach and accessibility

· Host events with local charities, schools, and organizations to build goodwill and community ties

On-Site Promotion:

· Use eye-catching signage, décor, and merchandise to create a memorable brand experience

· Offer samples, demonstrations, and interactive activities to engage visitors and encourage social sharing

· Train staff to provide excellent service, recommendations, and upselling to drive repeat business (Guillet, 2020).

	

	
	
	

	
	
	


Running the business

	
	
	

	
	15 Staff


	

	
	Role

Total cost

Necessary experience

Specialist skills and/or qualifications

· Chef
£40,000 - £60,000
· 5-10 years in professional kitchens
· Culinary degree or equivalent

· Expertise in various cuisines
· Manage kitchen operations

· Manager
£35,000 - £50,000
· 3-5 years in food service or hospitality management
· Business or hospitality degree

· Strong leadership

· Financial acumen

· Problem-solving skills
· Sous-Chef
£30,000 - £40,000 
· 3-5 years in professional kitchens
· Culinary degree or equivalent

· Knowledge of food safety and sanitation

· Good organizational and teamwork skills
· Marketing Coordinator
£28,000 - £35,000
· 2-4 years in marketing
· Marketing or related degree

· Strong creativity

· Communication

· Project management skills

	

	
	16 Premises

Cost £

Premises required at start-up: Modelling and startup cost
£240000
Premises required in the future (if different): Estimated upgrade or relocation costs
£280000

	

	
	17 Suppliers

Your key suppliers and their credit terms

Supplier

What you’ll buy from them

Number of days’ credit

· Fresh Produce Co.
· Fruits, vegetables, and herbs
· 30 days
· Kwaja man Butchers
· Beef, poultry, pork, and seafood
· 21 days
· Bray Bakery
· Bread, buns, tortillas, and pastries
· 14 days
· Freshways
· Cheese, milk, yogurt, and ice cream
· 30 days
· Verstegen Spices & Sauces
· Spices, herbs, and seasoning blends
· 45 days
· LWC Drinks Ltd
· Soft drinks, juices, beer, and wine
· 30 days
· LPC GROUP PLC.
· Napkins, plates, cups, and utensils
· 60 days
· Clean Solutions
· Cleaning supplies and equipment
· 45 days

	

	
	
	

	
	
	


	
	
	

	
	18 Equipment
	

	
	Resource 

When

How funded

Cost £ per unit

· Commercial Ovens

· Start-up

· Business Loan

£5000

· Refrigeration unit

· Start-up

· Owner’s Investment

£2500

· Cooking Utensils

· Start-up

· Cash Purchase

£800

· POS

· Start-up

· Lease agreement

£1000

· Dishwashing equipment

· Start-up

· Owner’s Investment

£2000

· Audio-Visual System

· Start-up

· Cash Purchase

£1500

· POS software Licenses

· Start-up

· Lease Agreement

£500


	

	
	
	

	
	
	

	
	19 Managing operational risks

Risk

Solution

Staff

· High turnover
· Lack of skilled labour

· Theft or fraud

· Workplace injuries

· Provide opportunities for growth, training, and development
· Encourage cross-training to develop a versatile workforce (Turan et al., 2020)
· Conduct background checks on all employees

· Enforce proper food handling and sanitation protocols

Suppliers

· Inconsistent quality
· Late or missed deliveries

· Price fluctuations
· Food safety issues

· Supplier bankruptcy or disruption

· Establish clear quality standards and specifications for all products
· Maintain adequate inventory levels to buffer against delivery issues

· Explore alternative suppliers or substitute ingredients

· Conduct regular testing and inspections of incoming products (Zhou et al., 2022)
· Diversify supplier base to reduce dependency on any single supplier


	

	
	
	


Finance 
Please double click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel you can use the link below this table and save the file onto your PC. You can then use Open Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised and additional rows and categories can be added.



	
	
	

	
	20 Start-up costs
	

	
	Calculate how much money you need before you start trading


[image: image1.emf]


15,000



10,000



1,000



60,000



8,000



5,000



500



15,000



3,000



2,000



4,000



1,000



50,000



3,500



3,000



2,000



1,90,000



Tools



Vehicles



Insurance



Other (please specify)



Stationery



Marketing



Market research costs



Association fees



Wages/recruitment



Security/health and safety equipment



Professional fees



Training



Equipment



Stock



TOTAL  £



Consumables



Licences










15,000

10,000

1,000

60,000

8,000

5,000

500

15,000

3,000

2,000

4,000

1,000

50,000

3,500

3,000

2,000

1,90,000

Tools

Vehicles

Insurance

Other (please specify)

Stationery

Marketing

Market research costs

Association fees

Wages/recruitment

Security/health and safety equipment

Professional fees

Training

Equipment

Stock

TOTAL  £

Consumables

Licences


                  * Total from here should be used in 22 Sourcing finance below
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	21 Profit and loss forecast.

[image: image2.emf]


Year 1 (£) Year 2 (£) Year 3 (£)
Total expected sales 1,80,000 2,75,000 3,50,000
Less variable costs 0 0 0
Gross profit (sales less variable costs) = 1,80,000 2,75,000 3,50,000
Calculate your gross profit margin % 
(gross profit divided by total sales x  100) 
(A)



1 1 0



Salaries/wages (survival income + any 
staff



50,000 52,000 54,000



Premises (including rent, rates, utilities) 15,000 15,000 15,000
Telephone and broadband 2,500 2,500 2,500
Printing, post and stationery 1,000 1,000 1,000
Advertising and promotion 15,000 18,000 20,000
Bank charges 500 500 500
Professional fees 8,000 8,000 8,000
Insurances 5,000 5,000 5,000
Bank/HP/Interest (payable to your bank) 10,000 10,000 10,000
Stock 10,000 12,000 14,000
Consumables 3,000 3,500 4,000
Equipment and vehicle leasing 45,000 50,000 50,000
Depreciation 5,000 5,000 5,000
Other (please specify) 2,000 2,500 3,000
Other 1,000 1,200 1,500
Other 500 600 700



Total fixed costs 1,73,500 1,86,800 1,94,200



Net profit (gross profit less fixed cost) 6,500 88,200 1,55,800



Calculate your net profit margin (net profit 
divided by total sales x 100) 0 32 45



Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)



Total variable costs + total fixed costs (B) 1,73,500 1,86,800 1,94,200










Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales

1,80,000 2,75,000 3,50,000

Less variable costs

0 0 0

Gross profit (sales less variable costs) = 

1,80,000 2,75,000 3,50,000

Calculate your gross profit margin 

% 

(gross profit divided by total sales x  100) 

(A)

1 1 0

Salaries/wages (survival income + any 

staff

50,000 52,000 54,000

Premises (including rent, rates, utilities) 15,000 15,000 15,000

Telephone and broadband 2,500 2,500 2,500

Printing, post and stationery 1,000 1,000 1,000

Advertising and promotion 15,000 18,000 20,000

Bank charges 500 500 500

Professional fees 8,000 8,000 8,000

Insurances 5,000 5,000 5,000

Bank/HP/Interest (payable to your bank) 10,000 10,000 10,000

Stock 10,000 12,000 14,000

Consumables 3,000 3,500 4,000

Equipment and vehicle leasing 45,000 50,000 50,000

Depreciation 5,000 5,000 5,000

Other (please specify) 2,000 2,500 3,000

Other 1,000 1,200 1,500

Other 500 600 700

Total fixed costs 1,73,500 1,86,800 1,94,200

Net profit (gross profit less fixed cost) 6,500 88,200 1,55,800

Calculate your net profit margin (net profit 

divided by total sales x 100)

0 32 45

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs (B)

1,73,500 1,86,800 1,94,200


	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	22 Sourcing finance
	


	
	Total borrowing requirement for the business


[image: image3.emf]


£
1,90,000



Personal start-up contributions          - 1,00,000
Other start-up contributions           - 90,000
Total required = 0



= 0



Start-up costs



The assets you have available as security










£

1,90,000

Personal start-up contributions           - 1,00,000

Other start-up contributions            - 90,000

Total required = 0

= 0

Start-up costs

The assets you have available as security



	


	
	23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
The risks that you have identified for your financial forecast are:
	

	
	1. Sales are less than forecasted

2. Start-up finance takes three months longer to obtain

3. Unexpected expenses or cost increases

4. Seasonality or economic downturns

5. Debt management and interest rates
	

	
	How you will minimise their impact:

1. Monitor sales and adjust operations  (Seeling et al., 2021)
2. Have cost-cutting and financing contingency plans

3. Communicate with lenders regularly (Rajani et al., 2022)
4. Implement cost-saving measures

	

	
	
	


	
	
	
	
	
	

	
	24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	[image: image4.png]Start-up 0 1 2 3 4 5 6 TOTAL
Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME
Cash from sales (incl. VAT) 2,49,0001 2,00,000 41,500 39,000 41,500 42,000 42,000 53,000 42,000 54,000 42,000 59,000 42,000 62,000/ 5,00,000/ 5,09,000
Cash received from debtors 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Capital/loans received 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0
Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL£| 2,49,000| 2,00,000 41,500 39,000 41,500 42,000 42,000 53,000 42,000 54,000 42,000 59,000 42,000 62,000/ 5,00,000/ 5,09,000
EXPENDITURE
Wages to staff (incl. PAYE & NI) 3,333 20,000 3,333 3,333 3,333 3,333 3,333 3,333 3,333 3,333 3,333 3,333 3,333 3,333 23,333 40,000
Premises (rent, rates & utilities) 30,000 30,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 60,000 60,000
Telephone & Broadband 1,250 1,250 208 208 208 208 208 208 208 208 208 208 208 208 2,500 2,500
Printing, post & stationery 500 500 83 83 83 83 83 83 83 83 83 83 83 83 1,000 1,000
Advertising & promotion 7,500 7,500 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 15,000 15,000
Bank charges 250 250 42 42 42 42 42 42 42 42 42 42 42 42 500 500
Professional fees 4,000 4,000 667 667 667 667 667 667 667 667 667 667 667 667 8,000 8,000
Insurances 2,500 2,500 417 417 417 417 417 417 417 417 417 417 417 417 5,000 5,000
Bank/HP 5,000 5,000 833 833 833 833 833 833 833 833 833 833 833 833 10,000 10,000
Equipment & vehicle leasing 10,000 10,000 1,667 1,667 1,667 1,667 1,667 1,667 1,667 1,667 1,667 1,667 1,667 1,667 20,000 20,000
Payments relating to variable costs 1,00,000| 1,00,000 16,667 16,667 16,667 16,667 16,667 16,667 16,667 16,667 16,667 16,667 16,667 16,667 2,00,000/ 2,00,000
Capital Expenditure 2,400 2,400 400 400 400 400 400 400 400 400 400 400 400 400 4,800 4,800
Other Payments 600 600 100 100 100 100 100 100 100 100 100 100 100 100 1,200 1,200
VAT 12,450 10,000 2,075 1,500 2,075 1,600 2,075 1,900 2,075 1,750 2,075 1,650 2,075 1,600 24,900 20,000
Owner's wages/salary 6,000 6,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 12,000 12,000
Owner's National Insurance 600 600 100 100 100 100 100 100 100 100 100 100 100 100 1,200 1,200
Loan repayments (incl. interest) 14,942 14,942 2,490 2,490 2,490 2,490 2,490 2,490 2,490 2,490 2,490 2,490 2,490 2,490 29,883 29,883
Stock 5,000 5,000 833 833 833 833 833 833 833 833 833 833 833 833 10,000 10,000
Consumables 1,500 1,500 250 250 250 250 250 250 250 250 250 250 250 250 3,000 3,000
Other (please specify) 1,000 1,000 167 167 167 167 167 167 167 167 167 167 167 167 2,000 2,000
Other 500 500 83 83 83 83 83 83 83 83 83 83 83 83 1,000 1,000
Other 250 250 42 42 42 42 42 42 42 42 42 42 42 42 500 500

TOTALE£| 2,09,575| 2,23,792 37,707 37,132 37,707 37,232 37,707 37,532 37,707 37,382 37,707 37,282 37,707 37,232| 4,735,817 4,47,583
Income less expenditure 39,425 -23,792 3,793 1,868 3,793 4,768 4,293 15,468 4,293 16,618 4,293 21,718 4,293 24,768 64,183 61,417
Opening bank balance 0 0 39,425 -23,792 43,218 -21,924 47,011 -17,156 51,304 -1,687 55,597 14,931 59,890 36,649 59,890 36,649
Closing bank balance 39,425 -23,792 43,218 -21,924 47,011 -17,156 51,304 -1,687 55,597 14,931 59,890 36,649 64,183 61,417 64,183 61,417





	

	
	
	

	
	
	

	
	
	
	
	
	


25 Conclusion. 

The food truck park is a street food truck with diversity, incredible quality, and a beloved and exciting atmosphere. Embracing the market research of the competitive industries as well as the preferences of the target market, the business can come up with a solid value proposition and position itself through the hand-picked vendors, original décor, and VIP customer service. Everything will be almost impossible to do without paying due attention maximization of operational success, financial handling, and possible risks. An important factor would be the development of proactive strategies focused on the staff, suppliers, conditions of the market and the financial performance with the main purpose of having better precautions for a long-term viability and progress of the business. The culture that embraces creativity, speediness, and perseverance can turn the mobile park into the favourite location for foodies, families, and groups in their leisure time drives, and encourages local businesses and entrepreneurship. The potential of this business to succeed unbelievably in the dynamic and interesting world of food truck cuisines is no doubt if the enterprise has a clear vision, a good plan and proffers excellent services.
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Sheet1

		

								£

				Start-up costs				190,000

				Personal start-up contributions		-		100,000

				Other start-up contributions		-		90,000

				Total required		=		0

				The assets you have available as security

						=		0
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Sheet1

		

						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		180,000		275,000		350,000

				Less variable costs		0		0		0

				Gross profit (sales less variable costs) =		180,000		275,000		350,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		1		0

				Salaries/wages (survival income + any staff		50,000		52,000		54,000

				Premises (including rent, rates, utilities)		15,000		15,000		15,000

				Telephone and broadband		2,500		2,500		2,500

				Printing, post and stationery		1,000		1,000		1,000

				Advertising and promotion		15,000		18,000		20,000

				Bank charges		500		500		500

				Professional fees		8,000		8,000		8,000

				Insurances		5,000		5,000		5,000

				Bank/HP/Interest (payable to your bank)		10,000		10,000		10,000

				Stock		10,000		12,000		14,000

				Consumables		3,000		3,500		4,000

				Equipment and vehicle leasing		45,000		50,000		50,000

				Depreciation		5,000		5,000		5,000

				Other (please specify)		2,000		2,500		3,000

				Other		1,000		1,200		1,500

				Other		500		600		700

				Total fixed costs		173,500		186,800		194,200

				Net profit (gross profit less fixed cost)		6,500		88,200		155,800

				Calculate your net profit margin (net profit divided by total sales x 100)		0		32		45

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		173,500		186,800		194,200

				Break even (B) divided by (A)		173,500		186,800		0
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START UP COSTS

						£

		IT and computers				5,000

		Telephones and broadband				2,000

		Equipment				15,000

		Stock				10,000

		Tools				1,000

		Vehicles				60,000

		Professional fees				8,000

		Insurance				5,000

		Stationery				500

		Marketing				15,000

		Consumables				3,000

		Licences				2,000

		Training				4,000

		Association fees				1,000

		Wages/recruitment				50,000

		Security/health and safety equipment				3,500

		Market research costs				3,000

		Other (please specify)				2,000

		TOTAL  £				190,000






