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1. [bookmark: _Toc98718181]Overview of business

Eat Romanian is a business founded on a love of cooking. I first became interested in cooking as a child, watching my parents and grandparents prepare meals for us. Later in life, I continued to cultivate this passion by cooking for both my family and friends. I am always trying new recipes and imprinting my personal touch on them.
Everyone was so impressed with my meals that they suggested I open a restaurant. As time passed, I began to consider starting my own business, a small restaurant. It became a goal that I was determined to achieve one day. As they grew older, my daughters became even more enthusiastic about it, and one day they had a new idea. What if I started my food truck? This way, I could combine my two passions: traveling and cooking.
I have chosen the legal identity of my business to be as a sole trader because I am looking for independence, to be my own boss. To make my own decisions, my risks, to make my own mistakes, and no one to suffer consequences. 
I will be working as a chef, and my family has volunteered to help me grow my business during the first year. Following that, they will be working as employees.

[bookmark: _Toc98718182]2.1Mission statement

Our mission statement is:
To delight every customer with our best traditional authentic Romanian recipes using local, fresh, seasonal ingredients, and welcoming experiences that encourage them to return. 
In comparison to other food trucks/food enterprises in the area, we will offer lower menu prices while maintaining great service and food quality. Our main menu will consist of traditional authentic Romanian cuisine prepared with fresh ingredients sourced from local farms.


[bookmark: _Toc98718183]2.2Aims and objectives

Aims
Our SMART goal for this business is to become the only food truck in the area that serves authentic traditional Romanian food using fresh ingredients at affordable prices by the end of 2022, expand on new markets by the end of June 2023 and develop a new brand by December 2023. It might look ambitious but working hard and smart, having all the resources we need and with a good business plan, these goals are achievable.
With the help of our traditional cuisine, we want to help the British people and other cohabiting nationalities to know more about our country Romania. Not many know about traditional cuisines from other countries. But we all know that a good and healthy meal brings people closer.
Objectives
How do we intend to achieve these goals?
To attract new customers, we will continually diversify the menu and use only fresh ingredients purchased from local farms. We will help small local businesses by doing so. The product's enhanced flavor, color, and taste will draw attention to its authenticity. The cooking process will be determined in such a way as to lose as few nutrients as possible.
All health and safety and hygiene regulations will be strictly adhered to to ensure the safety of our customers' food. We will maintain elevated levels of customer service in terms of both consumer delivery time and other services. We will try to build a relationship with our clients and create customer loyalty by setting specific dates and times for our food truck to be in a specific area. 

[bookmark: _Toc98718184]2.3Menu, prices, location

Our customers live, shop, and work in Cardiff and the surrounding 40-mile radius. The food truck will be in these various locations on a rotating basis throughout the week, and we will adjust the schedule based on high traffic and high demand. This way we will build a strong relationship with our customers and will establish customer loyalty.
All our customers will be welcome and served accordingly but, according to the questionnaire data, we anticipate that our main customers will be aged from 25 and over 35+ and that they will account for 88% of our revenue. 

                   Customers 25-35, 23%                                                               Customers 35+, 65%                                    [image: Chart, pie chart

Description automatically generated]         [image: Chart, pie chart

Description automatically generated]      

In addition, when developing the menu and pricing, we considered the results of statistics, which show that a high percentage of customers are willing to pay between £ 5- £ 10 / product, while only 27% are willing to pay more than £ 10 / product.                                 
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Our menu will feature traditional Romanian cuisine prepared with fresh ingredients sourced from local farmers. We intend to establish and foster positive working relationships with the farmers with whom we collaborate to ensure that our inventory needs are cost-effectively met on a daily basis. 
The menu will include three hot dishes and three cold dishes, as well as appetizers and two desserts that are unique to our country.
Hot dishes:
·  mititei (grilled minced meat rolls), 
· sarmale (pickled cabbage leaves/vines stuffed with minced meat, vegetarian version available),
·  Moldovan tochitura (a dish made from pork cut in small cubes traditionally served with over-easy eggs, cheese, and polenta).
Cold dishes (appetizers): 
· beef salad (vegetarian version available), 
· mushroom salad with mayonnaise (vegetarian version available),
·  mixed with traditional Romanian products.
Desserts include:
·  Papanasi (Romanian cheese doughnuts) with homemade blueberry jam and sour cream,
·  Transylvanian pie with cheese, potatoes, and dill.
[bookmark: _Toc98718185]2.4 Unique selling point

What makes our dishes unique? First of all, we will serve authentic traditional Romanian food, cooked only with fresh ingredients obtained from local farms, which, according to our primary research, is not currently available for the population within a radius of at least 40 miles around Cardiff. For us is a big plus but at the same time a big responsibility because we have to make sure our products are appreciated by all consumers in this area.
The ability we provide our clients to "challenge the chef" is a second strength that distinguishes us in the market. What does this mean? The client will be able to select up to five items from our pantry that are currently available, and the chef will prepare immediately a personalized Romanian cuisine dish. This would be an interesting experience for both, the customer, and the chef at the same time.
[bookmark: _Toc98718186]2.5 Features and benefits

Features of the business:
· Availability of the food truck to be at the most convenient times in the right places
· Fast service and reasonable prices
· Use local, fresh, and seasonal ingredients
· Low operation costs
· Be your own boss
· Create own menu, flexibility in choosing the menu

Benefits of the business:

· Supporting local farms
· Customer’s satisfaction of experiencing the authenticity of other countries’ cuisine for a low price
· Reduced waiting time for delivery
· Low costs, higher profits
· Opportunity to travel at the same time
· Always have the perfect location
· Free advertising

2. [bookmark: _Toc98718187]Operations

[bookmark: _Toc98718188]3.1 How is the product made and delivered?

For our clients, all of our products will be prepared every day from fresh ingredients utilizing healthy cooking methods. Before begin serving clients, they will be prepared and cooked inside the truck, and we will ensure that they are in good condition following all hygiene, health & safety regulations. To create great meals, we will ensure that all ingredients we utilize are of the highest quality.
The distribution point will be our food truck, which will be stationed in various locations to meet demand. Every day, the food truck will be located in business districts, student campuses, various events, markets, and large areas with high foot traffic. In this manner, we will develop a loyal relationship with our customers, and they will know that we will be present on the specified days and at the specified times.
[bookmark: _Toc98718189]3.2 How do we ensure the quality of product and after-sales customer care?

Our products' quality will be ensured by maintaining their nutritional content, taste, texture, and appearance. All of this will be possible because we will always use fresh and high-quality products from our partners, the local farmers. We will provide our first consumers with the attention they require to ensure that they remain loyal to us. We will pay attention to their needs and problems, conduct surveys, and solicit feedback at all times. We will give special offers to our loyal customers and benefits when suggesting a friend. Will ensure that loyal consumers are the first to learn about new promotions/offers or when a new product is released. We will communicate with our consumers via live chat on our social media accounts (Facebook, Instagram, and so on) as well as our website.
3. [bookmark: _Toc98718190]Marketing research 

3.1 [bookmark: _Toc98718191]Marketing strategies we use

We used two types of data collection in the study process: primary and secondary sources. The primary source is a field data collection where I can observe people's requests, research competition, and determine whether or not this firm is sustainable in the market. To assist public respondents in acquiring information, I built a questionnaire form. The results were encouraging: 70% of individuals have tried food from a food truck before, and 79 percent are willing to try food from different countries' cuisine. In addition, the results of the survey suggest that the best times to eat out are between 12 and 8 p.m. As a result, I anticipate a considerable increase in foot traffic over that period. The findings also reveal what style of food consumers prefer at that time (72%cooked meals cold/hot), and how much they are ready to pay. It provides me an indication of how individuals want their meal served and how long they are willing to wait, given that this will be their break period.
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Also, the secondary data sources used for my business purpose helped me increase the effectiveness of my primary research.

3.2 [bookmark: _Toc98718192]Pricing strategy. How have we arrived at the purchase price for our products?

When determining the price for each product, we will include in all costs associated with bringing the product to market, as well as a 10% -20% profit margin to cover all expenses associated with the final product. However, we will also consider the availability of customers to pay a certain price for each product, and thus we will establish the final selling price.  
4. [bookmark: _Toc98718193]Promotion activities (Promotional materials, exclusive offers)

We chose to promote our company through both printed materials (using printed flyers and business cards which will be distributed to potential customers and will promote the offers/deals of the business: e.g., buy ten times from us the eleventh is free) and social media (Facebook, Instagram, Twitter). Simultaneously, we will organize free product tastings in various locations, develop our website, and form partnerships with other companies to promote each other's businesses. We will also take part in various events and markets that will cover a broader demographic. 
We will also promote the day's special, the chef's challenge. The customer can choose up to five products from our pantry that are currently available, and the chef will produce a personalized Romanian cuisine dish right away. This would be a unique experience for both the customer and the chef.

5. [bookmark: _Toc98718194]Financial resources

We estimated the cash flow for 12 months. I will contribute a personal investment of £ 8,000 at the start of the business, which will be supplemented by an estimated £ 20 per month for advertising made by our food truck for other small developing businesses. Simultaneously, we anticipate that with two staff members handling customer service, we will be able to serve 10 customers in one hour. In an 8-hour workday, that translates to approximately 80 customers. Because we will be operating five days a week, this equates to approximately 400 clients per week. According to the findings of the primary research questionnaire, 59 % of customers are willing to pay between £ 5 and £ 10 per item. I estimated a weekly sale of £ 3000 based on an average of £ 7.5 per customer.
As shown in the table below, there will be months when sales are lower due to bad weather or lower customer traffic, and months when sales are higher due to school holidays and vacations. Also, depending on the expenses incurred each month, the profit will be more or less constantly increasing.
At the end of the 12 month the business the cash flow forecast shows an estimated total of £161240 investment and £66939 expenses. That means the business profit for 12 months is estimated at £94301. 
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[bookmark: _Toc98718195]6.2 Calculation: the price of product/costs of materials/profit 

E.g., Grilled minced rolls – I anticipate we will serve approx. 80 customers/day. We estimate 60 of them will buy grilled minced rolls. The total will be somewhere 240 grilled minced rolls in total. 
We need 1kg of minced meat (a mix of 80% beef+ 20% lamb) to make 20 grilled minced rolls. 
0.800kg minced beef (=£3.2)    +    0.200kg minced lamb (=£1.98) = 1kg of mixed minced (= £5.18) (Tesco, n.d)
For 1kg mixed minced, we use approx. £1 for spices to prepare the final mixture for the rolls. So, to make 20 grilled minced rolls I spend £6.18. For 240 grilled minced rolls I will spend £74.16, which means £0.30/roll. I will add a 20% profit margin to cover all expenses I have used to finish the product. This will make it at £90 for 240 grilled minced rolls, which means the price for serving will be £0.38/roll. 
 This will give me the profit I will have per roll:
 sale price £0.38/roll – costs price £0.30/roll = profit £0.08/roll 

6. [bookmark: _Toc98718196]Conclusion

To summarise, by the end of 2022, my ambition is to be the only food truck in and around Cardiff serving real traditional Romanian food made with exclusively fresh ingredients. I will also be able to grow my sales market in Wales, so that by June 2023, I'll be the only food truck of its sort in the country, and by the end of the year, I'll have developed my own brand.
After conducting a SWOT analysis of the food truck, I was able to identify the strengths, weaknesses, opportunities, and threats of my business. 


[image: ]

Looking at the SWOT analysis and using the conversion strategy I have the opportunity to transform a weakness (costly food ingredients) into opportunities such as developing new recipes using new products at lower costs by maintaining traditionality of the meals. At the same time, eliminating a threat (rival food truck) by improving and strengthening a strength such as developing new challenges and offers to overcome the competition, maintaining the authenticity and traditionality.
Looking at the SWOT analysis I am confident that using the conversion strategy will be able to find the right ideas to implement and transform more of my business weaknesses and threats into strengths and opportunities.
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EAT ROMANIAN - TRADITIONAL ROMANIAN FOOD TRUCK

CASH FLOW FORECAST (self calculate)

January February March April May June July August September October November December

Incomes Totals

Sales Income £12,000.00£12,000.00£12,000.00£12,000.00£12,000.00£15,000.00£17,000.00£17,000.00£12,000.00£12,000.00£10,000.00 £10,000.00 £153,000.00

Other income £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £20.00 £240.00

Personal Investment £8,000.00 £8,000.00

Total Incoming £20,020.00£12,020.00£12,020.00£12,020.00£12,020.00£15,020.00£17,020.00£17,020.00£12,020.00£12,020.00£10,020.00 £10,020.00 £161,240.00

Expenses

Suplies £2,000.00 £2,000.00 £2,000.00 £2,000.00 £2,000.00 £2,200.00 £2,500.00 £2,500.00 £2,000.00 £2,000.00 £1,500.00 £1,500.00 £24,200.00

Utilities £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £150.00 £1,800.00

Car deposit/installments £2,000.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £385.00 £6,235.00

Drawings   £1,000.00 £1,000.00

Public liability insurance £131.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £126.00 £1,517.00

Car insurance £192.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £92.00 £1,204.00

Repairs/Maintenance £0.00 £0.00 £0.00 £2,000.00 £0.00 £0.00 £0.00 £0.00 £2,000.00 £0.00 £0.00 £0.00 £4,000.00

myPOS card reader £248.00 £119.00 £119.00 £119.00 £119.00 £148.00 £168.00 £168.00 £119.00 £119.00 £99.00 £99.00 £1,644.00

Phone/Internet

£26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £26.00 £312.00

Advertising

£75.00 £75.00 £75.00 £50.00 £50.00 £50.00 £50.00 £30.00 £30.00 £30.00 £20.00 £20.00 £555.00

Fuel

£600.00 £600.00 £650.00 £650.00 £700.00 £700.00 £700.00 £600.00 £600.00 £500.00 £400.00 £400.00 £7,100.00

Street food licence

£105.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £45.00 £600.00

Road tax

£21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £21.00 £252.00

Staff courses

£250.00 £0.00 £0.00 £0.00 £0.00 £0.00 £250.00 £0.00 £0.00 £0.00 £0.00 £0.00 £500.00

Accountancy Fees

£60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £60.00 £720.00

Parking fee(10%of sales)

£1,200.00 £1,200.00 £1,200.00 £1,200.00 £1,200.00 £1,500.00 £1,700.00 £1,700.00 £1,200.00 £1,200.00 £1,000.00 £1,000.00 £15,300.00

Total Outgoing

£7,058.00 £4,899.00 £4,949.00 £6,924.00 £4,974.00 £5,503.00 £6,273.00 £5,903.00 £6,854.00 £4,754.00 £3,924.00 £4,924.00 £66,939.00

Incoming less outgoing

£12,962.00 £7,121.00 £7,071.00 £5,096.00 £7,046.00 £9,517.00 £10,747.00£11,117.00 £5,166.00 £7,266.00 £6,096.00 £5,096.00 £94,301.00

Opening balance

£0.00 £12,962.00£20,083.00£27,154.00£32,250.00£39,296.00£48,813.00£59,560.00£70,677.00£75,843.00£83,109.00 £89,205.00

Closing balance

£12,962.00£20,083.00£27,154.00£32,250.00£39,296.00£48,813.00£59,560.00£70,677.00£75,843.00£83,109.00£89,205.00 £94,301.00
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