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AI Acknowledgement: 
I acknowledge the use of AI during most of my studying and planning of this paper. In most aspects of the creation of this paper, I used AI to remind me of the spelling and meaning of words I did not quite understand. I also used YouTube and LinkedIn Learning for some of my studying, using critical thinking to assess the understanding of others' viewpoints on the theories. Concerning the former, I emphatically state that this is a reflective work on my own experiences and was written entirely by myself. To tidy up the grammar and spelling, etc., I used Grammarly to assist me. 
 


Business Plan

1). This is a business plan for an innovation, pioneering a venture, into the gourmet food arena as a mobile unit. Giving the public an opportunity to sample tasty food with my added special flair for taste fusion. The proposition is that street food has evolved; it is taken on a new dimension that not only caters to the need of feeding the hungry but also satisfies the food lover’s curiosity for new taste experiences. The name of this business will be Folded Fantastic, which is a striking branding statement. “Brands are a fact of everyday life and an omnipresent reality for customers. " Keller, K. (2020). Ref 1.

2). The concept is a simple one, conceived on the basis that food itself and eating have become more of a pleasure in this modern age. This, coupled with official statistics, shows “obesity is a global and complex public health concern. It is associated with reduced life expectancy and is a risk factor for a range of chronic diseases, including cardiovascular disease, type 2 diabetes, cancer, liver disease, and respiratory disease. It can also affect mental health.” GOV.UK (2025). Ref2. People are moving away from unhealthy traditional street food and starting to think about what they are eating, with an estimated 4 million using weight loss injections and drugs, a statistic that shows "In 2023 to 2024, 64.5% of adults aged 18 years and over in England were estimated to be overweight or living with obesity." GOV.UK (2025). Ref 2.

3). The legal structure would be me as a sole trader, with me providing the financial backdrop and taking the ultimate risk in the event of any losses. Giving me full control of any decisions and profits.

4). The Folded Fantastic USP is the novelty value: the way the wraps are folded and the unique tools to do the job are strikingly impressive, giving a distinct “competitive advantage". Porter, M (1985). Ref3. The mission statement would be – "Folded Fantastic was created to bring a gourmet element to your day, folding the finest taste fusions into terrific value eating experiences. Whether you are leaving a festival, concert, sporting event, rally or even at the local boot sale, we want you to remember that we tickled your taste buds and want you to visit us again soon. Your health and welfare are our priority as we endeavour to remind you that “it seems so simple to be aware of what we are eating" (Bays, J. 2009). Ref. 4. “The SMART objectives" (Bjerke, M.B. and Renger, R., 2017.) Ref5 would be a Specific goal to be out at events three times a week. With a goal of seventy-five sales per event, which is Measurable. This goal would be easily Achievable as I predict at least one hundred sales at 10% of every 10 thousand people. Those leaving after Spectating at any event will more than likely be hungry, and that is a Relevant issue. The Time Bound goal frame would be over a 12-month period and then a reflection. 

5). Folded Fantastic is about gourmet food on the move and being able to enjoy the freedom of mobility, taking the goods to where there is massive footfall, increasing the opportunity for revenue. The concept of Kenichi Ohmae (1982). The 3 Cs, Ref 6, explains this perfectly. The Folded Fantastic “Corporation” takes the products to the arena where the “Customers” will be. The “Competitors” within the event will not be outside afterwards, and it might be quite a distance to find the Competitors who are bound by their own location. This addresses a need and finds a solution to the hunger of those in between.

6). Folded Fantastic, in consideration of human resources, is extremely user-friendly for one person, provided you have the necessary digital skills and physical capabilities. 

7) Marketing strategy statements should have three main themes: "the fundamental goals (mission, vision or objectives)” (Regner et al., 2019) ref7. Mine was to make an impact and create curiosity on social media by promoting the branding and keeping the products for sale secret. The vision consisted of posting photos of the branded boxes and AI-generated images of good-looking food, the objective being that I would create enough curiosity to confuse the competition and inspire paying customers to try the products.

8). Primary market research was, in effect, forced upon me. I knew I would have to practise at least cooking and serving the products, and the venture of the first appearance was a flop, and I ended up giving quite a few away for free. The feedback was very encouraging, as many recipients loved the taste of the products. The secondary data-orientated market research was conducted via a Microsoft Forms questionnaire, the results of which convinced me that if you bring the branding to potential customers, 100% of those respondents to the survey (1) had never tried Folded Fantastic and (2) were willing to try it if it were free; the foundational faith in my taste fusions to win them over was established. 

9). Financial resources, strategy, and projection: With an initial start-up amount of £1500 lent to the business, after spending it all on set-up costs, including stock for the first seventy-five items that will cost £1.15 to produce, each item and will then sell for £4.00. The truck will attend three events a week, selling 75 items at each venue, some 225 items in all weekly. Annual sales are calculated at 225 x 52 = £46,800. The total cost of goods sold for that year would be 11,700 sales at £1.15 costs £13,455, bringing in an annual gross profit of £33,345. The break-even point would then be after selling 527 items, which would be less than 3 weeks, giving the full annual net cash flow for the first year as £46,800 minus £13,455 and the £1,500 start-up, leaving a £31,845 profit. The factors that can disturb this projection are highlighted by Vecchiato, R. (2015) Ref. 8. “The concept of “boundary uncertainty” highlights the challenges in aligning organisational strategies with fast-changing external conditions. Firms balance planning and learning approaches to maintain strategic alignment and adapt to environmental shifts.” This can never be predicted, regardless of foresight, planning, or data analysis.

10. Competition Analysis is very difficult as we operate in a unique niche. The threats of others taking on the same role will always exist. The competition from traditional fast food outlets has been covered earlier; our pricing and originality will always be our great strength, making us extremely hard to compete with.

 
11) The critical analysis regarding basic S.W.O.T. testing (Ref. 9) and PESTLE testing (Ref. 10): 









S.W.O.T.

	Strengths 
 
Take food directly to hungry people. 
 
Its healthy good-tasting food. 
 
Strong Branding. 
	Weaknesses 
 
May have to carry heavy gas bottles. 
 
May have to carry stock a distance. 
 
It will be weather permitting. 

	Opportunities 
 
New market trends. 
 
Societal changes in eating habits. 
 
The economic value in the food. 
	Threats 
 
People leaving events may have already spent their money on food. 
 
The constant increase of stock costs. 
 
Competition can create problems by emulation and pricing.












P.E.S.T.L.E.
 
Political
Folded Fantastic needs to be fully compliant with council licensing permits and health regulations, as these may increase costs or possibly restrict operations.
Economic
Pricing structure is a necessary operation for Folded Fantastic to maintain the level of customer spending. The rising prices of stock and fuel (gas and petrol) could be important factors in pricing your customers too high and affect customer spending.
Social
The health and nutritional issues will create demand for superior fast food and influence sales, due to the changing eating habits of the present culture.
Technological
Using mobile credit/debit card facilities to take payments could double the revenue, with potential customers leaving the house with only keys and a phone to facilitate NFC and contactless payments.
Legal
Folded Fantastic must also comply with food safety insurance requirements and trading laws to avoid fines or any disruption of trading.
Environmental
All packaging will be environmentally friendly, adopting sustainable practices to reduce emissions, using eco-friendly items for handing the wraps to the customers.
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Reflection.
The core idea for Folded Fantastic came about when I discovered various tools on the internet that I had never seen before, or seen anybody else using these tools for catering. My skills for ‘opportunity vision’ were awakened immediately, and I could see the vision, so I broke it down into smaller achievable goals and set about bringing this project to life. Photographs of the tools will appear in my slide show. The first obstacle was redesigning my Hot Dog/Burger truck and adapting it to accommodate Folded Fantastic, which involved using my skills in gas safety and compliance with council regulations. With this accomplished, I ordered the tools from the internet and began to watch an assortment of videos on how to wrap food in burrito/flauta-style packages. I watched various folding styles and many flavour-based educational reels that gave me great inspiration. The next stage was the marketing strategy to get the Folded Fantastic brand recognised, which encouraged me to develop social media skills, including SEO, poster generation and video adverts with AI. After posting on the internet, the next step was the branded boxes to hold the wraps with the professional branding on them for continuous advertising. With short-term goals achieved, the next move was the menu and the fusion of flavours. I spent hours trying different fusions of food and created some great tastes and branched out into the Folded Fantastic Desserts range that I offered for parties or pop-ups. Menu photos will be in the slides. The Folded Fantastic banner was created to adorn the truck, and it was time to launch. This was a big flop as nobody wanted to stop and try the food. My skills in problem-solving saw me cutting the wraps in half and giving them away free as a market research trial, the feedback on the flavours was excellent.
 Good afternoon, my name is Steve Pugsley, and it is a pleasure to bring you Folded Fantastic. The concept came from a simple chance discovery, combined with my own unique, innovative, and powerful insight, this idea developed into a clear commercial opportunity. I wanted a high-quality, visually appealing product with standout branding selling at a value price. The discovered tools are a visual novelty, and the customised, creative menu is a great tool to create interest and curiosity. Folded Fantastic was created with minimum outlay, it functions with low overhead costs with greatly reduced risks. If you could help with optimising the branding, marketing and product efficiency, with my belief and craftsmanship, as it stands, the projection is that after 12 months trading is over 31 thousand in profit and a break-even point of some 2 to 3 weeks. It is the kind of outlet that would not be out of place in any high street or shopping mall, ranked closely with McDonald's, KFC, and Subway as a very lucrative franchise opportunity, competing with them on Uber Eats and Just Eat etc.
 Thank you for listening. Any questions?
 We can also be contacted by email linkzgroup23@yahoo.com, that’s linkz with a Z.
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