ENTREPRENEURSHIP  ASSESSMENT 2

NAME:- RUTVIK SAWANT
STUDENT ID :- 1704935
MODULE TITLE :- ENTREPRENEURSHIP
LECTURER’S NAME :- RICHARD SMALL 




How Street Food Can Compete to the Fast Food Chains like McDonalds and Subway


















	


TABLE OF CONTENT 
1 Overview of report ……………………………………………………………………………...4
2 Detailed research ……………………………………………………………………………......5
3 Proposed Idea……………………………………………………………………………………6
4 Benefits of the Product…………………………………………………………………………..7
5 Competition ……………………………………………………………………………………..7
6 Managing Competitors and Customers………………………………………………………….8
7 Estimated Sales and Profit………………………………………………………………………8
8 Conclusion ……………………………………………………………………………………...9
9 References……………………………………………………………………………………...10

An Overview of the Report 

Over a period of time, the success of fast food chains like McDonalds and Subway has only increased resulting in competitive rivalry with a number of other street vendors offering a variety of street foods. However, there remains a scope for Indian street food in terms of competing with the leaders of fast food industry. The success of McDonalds and Subway is mainly based on the quality of foods being offered by them in an air-conditioned environment with proper seating arrangements. On the other hand, conventional street foods being sold at the streets do not offer such an ambience or facility. McDonalds and Subway has a huge fan following of young consumers willing to explore their extensive menu offering a number of food items in the form of burgers, sandwiches, cold drinks, ice creams, and different forms of vegetarian and non-vegetarian foods. The food offered by them is packed in a hygienic manner and customers are offered a feeling of being eating at a nice and hygienic place (Koyenikan, 2018). 
However, the same is not applicable in regards to the street food and majority of the food is cooked in the open area and at times not even properly covered. People selling street foods in the form of burgers, sandwiches, pizzas, noodles, and many more are often not taking care of the hygiene and how to serve the food. However, the market for the street food still remains one of the fastest growing food segments with a number of people eating street foods. Even though street food is not considered as one of the hygienic options in regards to eating but the taste and cost effectiveness makes it a top most preference for a number of customers in India. Mitra (2015) found that the Indian fast food market is expected to grow at a CAGR of 18% by the end of 2020 and the market is going to be worth $27.57 billion by the end of 2020. However, only 10% of the market is organised and vegetarian fast food constitutes around 45% of the whole fast food market in India. Additionally, millions of people eat street foods and the street food market is expected to grow at a CAGR of 31.95% by the end of 2020 (Research and Markets, 2015). 
Detailed Research 

There is no doubt that the fast food industry of India is growing at a rapid pace and fast food joints having largest market share like McDonalds and Subway will grow at a rate of more than 16%. The reason behind the rise and success of these fast food chains is based on the fact that they have expanded their presence in different cities including small and rural areas. Additionally, there is an untapped opportunity in smaller towns for quality street food. The Economic Times (2000) added that different cities have different specialists in terms of the street food that are not available in the most authentic form in other cities. Like the biryani cooked in Hyderabad is different from the one cooked in other Indian cities. Additionally, the Vada Pav cooked in Mumbai is different from the way it is presented in other cities. This clearly states that different cities have different flavours and specialties that are available specifically with them only and people have to travel to relish such street food. 
Mitra (2015) stated that the key driver regarding the rise in the fast food and street food market is behaviour of people. Research and Markets (2015) added that Indians are known for their love towards food and especially street food. Even though, unskilled labour, lack of quality infrastructure, and unhygienic conditions are some of the deterrent forces. There is no doubt that the love and demand for street food is increasing only with every passing year. Mitra (2015) added that street food cannot be eaten everyday as it affects the digestion process because of the spices and open-environment that has high potential of causing indigestion and other issues. This also suggests that there is a need for a quality street food that can be prepared in hygienic conditions without affecting the taste and preferences of the people in a cost effective manner. This also means that there is a need for proper segment, targeting, and positioning of the product along with a clear understanding of the market in terms of feasibility and growth. 

Proposed Idea 

The proposed idea is based on two factors, first to understand the taste buds of customers through the secondary research and focusing on offering the food cooked in hygienic conditions. The proposed food is “Organic Burger” and the idea is supported by the fact that majority of the people working could not get authentic organic food at their workplace and have to rely on general and traditional street food. Another key factor is that people cannot afford restaurant and specialty food joints considering the cost factor. This also means that the only available option is in the form of consuming street food that is not assumed to be hygienic if consumed everyday. Thus, the focus is to create a market where street food in the form of different varieties of organic burgers both in vegetarian and non-vegetarian categories can be served to customers in a hygienic manner. The first kiosk will be introduced in the city of Mumbai where people have immense love and liking for burgers. Additionally, the focus will be on strengthening the presence in other cities like Kolkata, Bangalore, and New Delhi. 
I believe that the brand needs to be established first and words of mouth can be used to strengthen the presence and acceptance (Cravens, 2009). The focus will be further on introducing the brand in the form of kiosks in different tier-2 cities of India where the presence of big brands is quite low. The idea is to enhance the presence of “Organic Burger” in small cities where customers can get the feel of a quality product having an effective costing. The idea is to adapt to the taste of different cities and cuisines and adding the same element to the proposed burger using organic ingredients. The focus would be further on offering burgers at the price that will be low to the price of McDonalds and Subway in terms of their most cost-effective food item. I want to establish the presence of the proposed brand in four metro cities followed by 20 small cities in the time span of 5 years. This will help in adding value to the brand appeal and presence in a significant manner (Doyle, 2008). 
Benefits of the Product 

The Indian customers have been introduced to a number of burger varieties be at the fast food chains like McDonalds or Burger King or at the streets of different cities using different flavours and spices. However, the influx of organic products have been quite limited and even though some fast food chains and street food vendors have introduced it, they lack proper organic explanation while fast food chains charge a lot for such food items. With an increasing awareness towards the fast food products and especially organic food, I believe that the time is right to exploit the market in terms of introducing a wide range of food items that will help in tapping a huge numbers of customers. Additionally, the product will also help in creating a great deal of awareness among people who are health conscious. 
Competition 

It needs to be mentioned that the market is quite favorable for the fast food and companies like Burger King and McDonalds are making a good amount of money. However, they are not serving organic burgers only as they are more into conventional burgers (Mitra, 2015). Additionally, the competition is more from the street food vendors as they offer different variety of burgers with different flavors. However, my business plan will be better as the business model is based on the fast food chains concentrating only on the organic food. The prices are going to be lower than the prices charged by Burger King and McDonalds and this can be assumed as an added advantage. Additionally, mothers are often reluctant to allow their kids of eating street food but the introduction of a healthy and nutritious healthy food would be an added advantage. Additionally, the organic burger would be enjoyed by people of all age categories, as it will be easy to digest with organic contents helping in offering nutrients that will be further helpful for the overall well being of the body. 
Managing Competitors and Customers 

It needs to be mentioned that competition will be managed using the differentiation and cost leadership strategies (Abela, 2006). I will be focusing on gaining the cost advantage by strengthening the supply chain where food and raw materials will be purchased directly from the organic farmers while organic bread would be purchased with a view of First in First Out inventory policy where the breads coming first will be supplied to the kiosks first (Abela and Murphy, 2007). Additionally, the differentiation policy would be based on using organic breads and ingredients along with introducing new forms of burgers based on taking one specialty cuisine of every city and including it as a key ingredient in the organic burger. In terms of managing customers, the food will be served as per their tastes and need with fresh ingredient in a hygienic manner. They will also be offered the loyalty points and rewards for regular purchase. The focus will be further on taking the feedback of customers and working on them to avoid grievances in the long run. 
Estimated Sales and Profits 

In general terms, the first kiosk will require an investment of 25 lacks INR where the first part would be to buy the Kiosk space on rental basis in a mall. This will costa round 50000-1 lacks INR. After that, around 8 lacks will be spent on merchandising and advertisements. Further 1 lack per year will be spent on raw materials and processing while the remaining amount will be spent on the salaries of cooks and staff. The initial selling price of a simple organic burger would be 20 Rupee while the most costly version will cost 100 INR. I estimate to sell around 200 burgers in a day that will result in on an average 25000 INR of sales every day and 3,60,000 INR in a month and 4,32, 000 in the first year. However, the sales figure would be different in different months, as the estimated numbers of each day sale will increase from 200. 
Conclusion

Based on the discussion, it was found that the idea of “Organic Burger” seems to be appropriate in regards to improving the consumption pattern and notions related to the street foods. It can be further said that the investment is not much and the expected returns are quite high that will make the proposed business model all the more productive and lucrative. Furthermore, the focus is more on tapping the untapped markets in small cities that will help in addressing the needs and demands of a number of potential customers. The competition is further high because of the presence of established giants like McDonalds and Burger King and also from the local street vendors. However, the proposed business plan will focus solely on the organic element that will also be the USP of the brand. Finally, the chances of growth and development are immense considering the secondary findings emphasising on the fact that the fast food industry is expected to grow at a rapid pace in coming few years. Additionally, the increasing interest of people towards organic foods will be helpful in adding a great deal of potential to the proposed business plan. The proposed period of five years will be further helpful in understanding the marketing trends along with witnessing an increase in the forecasted revenue model. 
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