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[bookmark: _Toc181732778]1. EXECUTIVE SUMMARY
Italy on Wheels is a London-based food truck that provides real Italian meals on wheels, preparing pasta dishes like Beef Pasta, Vegetarian Pasta, Chicken Pasta, and Port Pasta. Targeting young working people, students, and other clients focused on healthy food consumption, our priority is on quality and accessible fast food. We focus on sustainability as a company as we employ the use of recyclable packaging and source most of our ingredients locally to meet the social demand for environmentally friendly companies. The UK Food truck business is on the rise and has been particularly known to flourish in city areas, and this business has an estimated annual growth of 5.18%. Italy on Wheels stands out from the competitors because it offers a limited range of services and focuses on the specificity of Italian cuisine, using an environmentally friendly approach to attracting London’s increasingly environmentally conscious and value-oriented clientele. Real revenue and expenditure for the first year of operation have demonstrated optimistic figures with an expected income of £130000 and a total expenditure of £67400. Thus, the expected profit will be £62600. We will launch this business with £40,000 capital; the goals include achieving customer loyalty, event exposure, and growth in specific busy areas of London. Italy on Wheels takes the idea of ease, flavour, and environmental responsibility and brings the very best in the mobile Italian food experience.  



[bookmark: _Toc181732779][bookmark: OLE_LINK2][bookmark: OLE_LINK1]2. THE BUSINESS IDEA
[bookmark: _Toc181732780]2.1 The Product/Service
Italy on Wheels is a food truck business concept falling under the fast-food sector and specialising in Italian foods. Our business focuses on the urban dwellers, businesspeople, and working groups that need a quick and tasty meal which is economical and, at the same time, healthy (insights taken from Barringer & Ireland, 2018). 
Our primary product offerings include four pasta dishes, each prepared with fresh ingredients.
· Beef Pasta
· Vegetarian Pasta
· Chicken Pasta
· Pork Pasta
Italy on Wheels food truck will be a green business that will ensure that quality food is accessible for everyone’s consumption. All our meals will be packed in recyclable cardboard containers in response to the current environmental conservation campaign. Regarding freshness, we will only use proper quality ingredients every day and make sure that what we produce is delicious and healthy for the body. Our prices for pasta dishes will be low and thus affordable to many customers, who will thus get the opportunity to enjoy a fast, good, and healthy meal that is nutritious to their bodies. This is our Unique Selling Proposition, which establishes us as different from the general run of food truck businesses, which have a broader menu. “Italy on Wheels” offers an “Italian experience without compromise”, which is convenient and environmentally friendly (insights taken from Williams, 2021). 
[bookmark: _Toc181732781]2.2 SWOT Analysis Summary
Strengths
Our strengths would be:
· Unique, focused menu on a beloved cuisine: Italian pasta
· Eco-friendly approach with sustainable packaging
· A collective investment of £40,000, provides a strong starting capital.
Weaknesses
Our weaknesses would be:
· Limited menu options may not appeal to all dietary preferences.
· Limited operational hours due to food truck mobility and permit restrictions.
Threats and Opportunities
The increasing concerns of people for environmental conservation and convenience motivate Italy on Wheels as a potential currency. Since consumers nowadays pay much attention to sustainable packaging and organic products which are free from chemical components, our recourse to recyclable packing and incorporation of high-quality ingredients is in line with the current trend (Wandosell et al., 2021). For us to harness this potential, we shall invest in marketing on social media with a special focus on environmental-friendly policy. Further, we predict the possibility of adding some type of products to the menu or new locations based on customers’ preferences. We believe that having frequent menu changes and new concepts targeting other popular sections of town will help create a strong brand image and niche in the market (Burns, 2022).
However, there are some threats to Italy on Wheels. It is possible to be affected by the changes in weather, for instance, in winter, when people are less willing to come out due to the cold weather or during a rainy climate (Tchonkouang et al., 2024). To counteract this, we anticipate organising sales in off-season periods and look for a chance to cooperate with local festivals or firms to guarantee constant traffic of guests all year round. 
[bookmark: _Toc181732782]3. THE TEAM
[bookmark: _Toc181732783]3.1   Key Personnel
Ella Daniela Mirea: Marketing Manager
Skills and Experience: Social media marketing and brand building
Role and Responsibilities: Developing marketing strategies, managing social media accounts, engaging with customers, and building brand loyalty.


Daniela-Elena Zota:  Finance Manager
Skills and Experience: Basic accounting and budgeting
Role and Responsibilities: Tracking expenses, managing budgets, forecasting revenue, and ensuring financial stability.


Constantin Dragos Nenciu: Driver and Chef
Skills and Experience: Valid driving license and familiarity with city layout
Role and Responsibilities: Transporting to different locations, managing vehicle maintenance, and ensuring timely setup.

Christopher Setelsingh: Logistics Manager
Skills and Experience: Knowledge of permit and food regulations
Role and Responsibilities: Securing permits, managing the supply chain, coordinating with suppliers, and ensuring compliance with health and safety regulations.
[bookmark: _Toc181732784]Table 1 (a, b, c, and d): Key Personnel (Author)
[bookmark: _Toc181732785]3.2 Skills Gaps & Key Partners
[bookmark: _Toc181732786]3.2.1 Additional Staff Requirements (Roles and Responsibilities):
[bookmark: _Toc181732787]In the beginning, Italy on Wheels will be operated by four owners, each handling their area of specialisation: marketing, finance, driving, and management of supplied vehicles. But as the business expands, there is the possibility that the company will have to hire more people to develop the business. With increased demand, it would be advisable to hire a person, especially in Italian cuisine, during rush hours to avoid compromise in quality. Hiring someone to take up this role would help bridge a gap in cooking so that we do not have to worry much about preparing food or expanding the business.
[bookmark: _Toc181732788]3.2.2 Training and Development:
[bookmark: _Toc181732789]Compliance with industry standards and additional knowledge to provide satisfactory customer service will be achieved by undertaking the following training:
[bookmark: _Toc181732790]Food certification will be obtained through an institution that offers certification, such as the Chartered Institute of Environmental Health (CIEH) (Food Safety Training | CIEH Training Programmes, no date), going for about £50 for a member. This training assures all the members are conscious of the food handling, storage, and sanitation measures, hence enhancing health. 
[bookmark: _Toc181732791]3.2.3 Outsourced Support / Key Partners:
[bookmark: _Toc181732792]For efficiency, Italy on Wheels will be using key suppliers and outsourcing any other support it needs from specialised service providers:
[bookmark: _Toc181732793]We shall source our supplies of the raw materials for the pasta dishes from local producers to guarantee the supply of fresh quality materials for the business. For instance, there is a Local Produce Supplier that can offer a competitive price where stock costs £2000 per month to begin with as argued in a study by ( Goncharuk et al. 2023). Recyclable cardboard containers will be purchased from an approved green supplier, which will be Eco-Packaging Co, specialising in serving the food industry. It is estimated that £ 0.20 per container would be spent on them, £500 for a month considering sales estimates as also described in a study by ( Asim et al., 2022).
4. MARKET RESEARCH
[bookmark: _Toc181732794]4.1 Market Information, Trends and External Factors
The food truck market size is anticipated to exceed £6.87 billion by 2029 for the global market and 6.50% CAGR till 2029 from 2024 (see Figure 1) (Food Truck Market Size | Mordor Intelligence, 2024). It found that this growth was consistent with the eating habits of consumers in general, especially in urban settings. In London alone, various types of street foods incorporating Italian food have increased by 18% in the recent past especially with consumers aged between eighteen and thirty-five years (Bergmanm, 2017). Also, consumer preferences have shifted towards the more sustainable way of consumption, global consumers are willing to pay a premium for sustainable products (9.7%). Italy on Wheels will leverage this trend by presenting meals in biodegradable cardboard trays and ensuring that the raw produce used is locally sourced (PwC, 2024). Based on the PEST analysis results of Italy on Wheels (Appendix B), local policies in London are favourable to small businesses that employ environmentally friendly approaches, allowing for strategic locations for Italy on Wheels.
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Figure 1: Food Truck Market (Food Truck Market Size | Mordor Intelligence, 2024)

[bookmark: _Toc181732795]4.2 Customer Profiles
1. Urban Professional (Age 25-45): Urban professionals aged between 25-45 years, which contribute approximately 40% of our expected clientele base, work in the business centres where they look for quality meals that can be prepared within the shortest time possible. The more recent surveys reveal that as many as 54% of urban workers insist on quality and convenience and are willing to spend £7-£10 per meal, which would reflect their values, including sustainability (White, 2024). Thus, through appropriate LinkedIn and Instagram advertisements to these customers, our digital marketing strategy will present Italy on Wheels as a convenient yet sustainable option for consumers. 
2. Students and Young Adults (Age 18-24): This group again constitutes approximately 35% of our target market population and has also expressed a lot of interest in the food trucking concept because often they are experimental diners. According to a recent survey, 72% of young adults said they were open to experimenting with new food types, while 65% said they often eat out twice a week (Insight, 2022). At the entrance level, Italy on Wheels should offer rebates to all students, and this will capture the segment, especially during rush hour near colleges and universities. 
3. Health Conscious Consumers: This group constitutes approximately 25% of our customer base, with food quality and the locale of origin of the ingredients of a particular product influencing their decision. Market surveys reveal that at least 59% of health-conscious consumers consciously try to ensure that the restaurants from whence they obtain their foods use natural and fresh produce (Mintel, 2024). Italy on Wheels targets this group by maintaining the use of fresh, additive-free ingredients and portioned meals while at the same time presenting our meals as luxurious yet healthy. 
[bookmark: _Toc181732796]4.3 Competitor Profiles
1.  La Pasta Street: While offering an Italian menu, La Pasta Street does not care much about sustainability. Even though La Pasta Street delivers and provides a broader range of Italian street foods (Sgroi et al, 2022), Italy on Wheels will be environmentally conscious and provide 100% recyclable packaging. Marketing our green practices, along with accentuating the concept of being truly Italian, will be our strategy of choice. 
2.  Healthy Bites: This competitor is in a solitary position, offering an organic vegetarian product that targets the health-conscious market (Umang, 2023). Unlike Healthy Bites, Italy on Wheels provides products in the traditional Italian manner, meat in pasta and the products are accepted by the larger community with a push on quality fresh products. Therefore, repositioning pasta dishes to highlight them as the union of taste and health would occupy a niche of active consumers who wish to achieve satisfaction with genuine Italian dishes but are still mindful of the calorie content. 
3.  City Grub: City Grub, thus, serves value-conscious consumers since its menu is relatively general and priced relatively low. However, unlike Food Truck Zone, Italy on Wheels has its unique selling proposition, which is to provide a cultural dining experience with Italian food and sustainability at its centre. The focus of our branding is establishing the credibility of the quality and culture, thus targeting customers interested in unique consolidated eating experiences rather than fast foods. 
5. MARKETING PLAN
[bookmark: _Toc181732797]5.1 Price
We have selected a strategic direction regarding the price after taking insights from the study of ( Steenhuis et al. 2011). Our food offering will represent a mid-range meal that is affordable to a vast number of customers. Italy on Wheels will involve serving pasta dishes in the ranges of £6 –£ 9 to professionals, students, and health-conscious consumers. While our competitors offer similar services at £5- £12, we popularize ourselves as authentic and Italian, to justify the price range which, we set for ourselves.
[bookmark: _Toc181732798]5.2 Product
The mobile kitchen on wheels that we will use for a food truck business will have a sleek design with Italian colours and image promotions. The packages will be also environmentally friendly: new simple clay containers will be created for each collectable; the containers will be made of cardboard and can be recycled after use; the package will be decorated with non-offensive imagery. Branding will revolve around our motto: “Italian Experience on the Go” making sure people understand that our brand offers/enables an Italian experience conveniently. Concept drawings for the logo are attached in Appendix C.
[bookmark: _Toc181732799]5.3 Placement
Italy on Wheels is proposed for key zones in London that attract high traffic including Canary Wharf and closed to universities. The main place for direct sales will be our shops in these areas, accompanied by social media marketing. We will also enter official collaborations with other local shows and fairs, which, in turn, will entail massive outreach and sales (Audretsch  et al., 2023).
[bookmark: _Toc181732800]5.4 Promotion
Social Media Marketing: Social networks will be Instagram and Facebook, as these networks are actively used by the target audience (Laor, 2022). Currently, we are going to launch the ads saying that our company cares about the environment, and we are an Italian restaurant.
Influencer Partnerships: Engaging food bloggers and social media advocates in sustainability will assist in attracting people interested in Italian food and sustainability (Laor, 2022). 
Customer Loyalty Program: To encourage multiple purchases, a digital version of a loyalty card will be used; If a customer brings in a friend, a new one is created, and old customers will be rewarded.
Event Sponsorships: Brand recognition will be increased, and end-consumer feedback will be obtained from local food fairs and markets.
6.  KEY RESOURCES
[bookmark: _Toc181732801]6.1 Premises
There is no leasing involved since our primary business premise is the Food truck as we own it. New car parking permits and licenses to operate in the London region will be approximately £500 per year. This has the advantage of not needing to rent office space for our operation, which decreases our operating expenses greatly (Electric Vehicles | Royal Borough of Kensington and Chelsea, 2024). 
[bookmark: _Toc181732802]6.2 Equipment
Some of this equipment comprises an electrical generator, pasta cooking stations and environmentally friendly packaging materials. We expect to spend £20,000 of capital in the first year for the food truck and equipment purchase, which will be bought from established vendors selling equipment for mobile food serving. Working areas such as stoves will be made energy efficient to suit the green status of this company (foodmanufacture.co.uk, 2021).
[bookmark: _Toc181732803]6.3 Key Suppliers
The dominant sources of supplies are a local pasta producer company and Eco-Packaging Co., offering containers made from eco-materials. The operating cost of the stocks required for cooking is estimated to be £2,000 each month, while the packaging cost would be £500 every month. 
7.  FINANCES AND START-UP SUPPORT
[bookmark: _Toc181732804]7.1. Expenditures for the First Year
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Table 2: Expenditures for the First Year

Figure 2: Expenditures for the First Year

	INCOME
	Year 1 
£

	Sales A (Lunch sales)
	36000

	Sales B (Evening sales)
	44000

	Sales C (Events and festivals)
	10000

	Capital Introduced
	40.000

	Funding 
	0

	Loans/Borrowing
	0

	Total Income
	£130,000 
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[bookmark: _Toc181732805]
Table 3 (a, b): Income for the First Year and Year one profit
[bookmark: _Toc181732806]7.2 	Financial Summary
[bookmark: _Toc181732807]1. Income Projections
Using assumptions of three sales outlets and initial capital investment, our projected income for the first year of operation is as follows: Sales A is thus estimated to be £36,000 taking into consideration the likely custom of about fifty meals a day at £7 each during lunchtime with almost constant demand during weekdays though slightly seasonal during the year. Sales B is assumed to be £44,000, with expectations of an extra 60 meals every night for the working people who need to grab a bite and won’t go for cheap food. Also, Sales C pegged at £10,000 would come from event and festival sales, where it is easier to reach the larger crowds, for instance, through food festivals. 
[bookmark: _Toc181732808]2. Expenditure Projections
Company registration costs £200, which is a registration fee for creating the legal identity of the business, while permits and licenses to operate in London cost £500 per annum. Estimated staff wages are £15,000 they are all part-time and hired to work during busy hours paying the minimum wage rates. Marketing expenses of £1, 750 are for fares from place to place and even occasionally travelling to other towns for certain events and occasional accommodation for events totalling £2, 500. In contrast, utilities totalling £1, 200 are for matters of gas, electricity, and water amongst others for day-to-day use. Marketing and materials stand at £3000; this will be in line with the marketing plan which includes social media, influencers, and flyers among others. It costs £1000 to cover insurance for the food truck, and its workers and liability insurance to meet the British safety standards for food preparation and sale.

APPENDICES
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[bookmark: _Toc181732811]Appendix C – Copy of Pitch Supporting Material
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Political The UK enforces stringent Food Safety and Hygiene Regulations through
the Food Standards Agency (FSA), including the Food Safety Act 1990,

mandating hygienic practices to protect consumers. Italy on Wheels must

adhere to these standards, ensuring proper handling and storage of
ingredients, with non-compliance potentially resulting in fines or closures
(Key Regulations, 2024). Permit and licensing requirements for food
trucks vary by council, with annual costs ranging from £250 to £800
depending on location, limiting operational flexibility (Team, 2024).
Additionally, sustainability regulations like the Environmental Protection
Act 1990 promote waste management and recyclable packaging. The Green
Grants program also supports eco-friendly businesses, aiding cost reduction
and brand enhancement for Italy on Wheels.

Economic Rising costs of fresh ingredients due to supply chain issues and inflation
present challenges, with UK food prices increasing by around 14.5%
recently (Unit, 2022). For Italy on Wheels, these fluctuations impact profit
margins due to their commitment to quality. Additionally, economic
uncertainty and the cost-of-living crisis are reducing discretionary
spending, as indicated by the ONS report, with 56% of UK households
cutting back on non-essentials (Cost of Living Insights - Office for National
Statistics, 2024). This may lower dining out demand, urging Italy on Wheels
to offer affordable options or promotions to stay appealing.

Social The UK is experiencing a shift towards eco-conscious consumerism, with
45% of consumers prioritizing sustainability in purchases (M, 2024). Italy
on Wheels’ recyclable packaging and sustainable sourcing align with this
trend, enhancing appeal. There's also a rising focus on health and wellness,
with 47% of consumers seeking fresh, minimally processed foods (Pinto et
al., 2021), aligning with Italy on Wheels’ offerings. Unique dining
experiences are increasingly popular, especially among 18-34-year-olds in

urban UK, with a 15% rise in demand. The UK’s waste reduction goals,
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Technological

aiming for a 50% reduction by 2030 (WRAP, 2021), further align with Italy
on Wheels’ use of recyclable packaging, supporting a positive brand image.
Social media and digital marketing are widely used in the UK, with 71%
of adults active on platforms like Instagram and Facebook (Statista, 2024),
providing Italy on Wheels powerful customer engagement tools. Through
strategic digital marketing, they can build awareness, promote eco-friendly
values, and foster loyalty. The expanding online food delivery market,
which grew by 20% last year, offers an additional sales channel, catering to
customers preferring contactless service (Bonfanti et al., 2023). Advances
in food truck technology and sustainable packaging innovations also
support operational efficiency and Italy on Wheels' sustainability goals,

meeting expectations of eco-conscious consumers.
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Logistic manager of Italy on Wheels

A London based Food fruck that provides real Italian meals on
wheels.

Preparing pasta dishes like beef pasta, chicken pasta, vegetarian
pasta. And porta pasta.

Targeting working people, students, and other clients who are
focused on healthy food.

We focus on sustainability as a company that uses recyclable
packaging and sources most of our ingredients locally .

UK Food Truck business is on the rise particularly in city areas
and this business has an estimated annual growth of 5.18%.

Real revenue and expenditure for the first year of operation have
demonstrated optimistic figures with an expected income of
£130,000

And a total expenditure of £67,400 Thus, the expected profit will
be £62,600. We will launch this business with £40,000 capital; the
goals include achieving customer loyalty, event exposure, and
growth in specific busy areas of London.

Marketing Manager of ltaly on Wheels

Marketing Plan

Price
Product
Placement
Promotion

ITALIAN EXPERIENCE ON THE GO
——= FOOD TRUCK =——

Chef and Driver of Italy on Wheels: Market & Strategy Overview

Market Trends

Food truck industry to reach £6.87B by 2029

Italian street food is up 18% in London (popular with ages 18-35)
9.7% willing to pay more for sustainable options

Target Customers

Urban Professionals (25-45): 40% - quality & convenience
focused

Students & Young Adults (18 -24): 35% - experimental diners
Health -Conscious: 25% - fresh, natural ingredients preferred
Competitors

La Pasta Street: No eco-focus

Healthy Bites: Organic, lacks Italian authenticity

City Grub: Low-cost, lacks unique experience

Competitive Edge

Sustainable packaging & locally sourced ingredients
Authentic Italian flavour

Finance Manager of Italy on Wheels

Income Projections

Sales A: Income of £36,000 annually based on lunchtime demand of
50 meals per day at £7 each during weekdays, with minor seasonal
variations.

Sales B: Income of £44,000 annually by serving 60 quality meals each
night to working people.

Outlet C: Income of £10,000 annually from event and festival sales,
targeting larger crowds.

Expenditure Projections

Company registration fee: £200

Permits and licenses (annual, London): £500

Estimated staff wages (part-time, minimum wage): £15,000

Marketing expenses : £1,750 (for travel and events)

Event accommodations: £2,500

Utiliies (gas, electricity, water, etc.): £1,200

Marketing materials (social media, influencers, flyers, etc.): £3,000
Insurance (food truck, workers, liability): £1,000
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                  Ella Daniela Mirea Christopher Setalsingh Logistic manager of Italy on Wheels A London based Food truck that provides real Italian meals on wheels. Preparing pasta dishes like beef pasta, chicken pasta, vegetarian pasta. And porta pasta. Targeting working people, students, and other clients who are focused on healthy food. We focus on sustainability as a company that uses recyclable packaging and sources most of our ingredients locally . UK Food Truck business is on the rise particularly in city areas and this business has an estimated annual growth of 5.18%. Real revenue and expenditure for the first year of operation have demonstrated optimistic figures with an expected income of £130,000 And a total expenditure of £67,400 Thus, the expected profit will be £62,600. We will launch this business with £40,000 capital; the goals include achieving customer loyalty, event exposure, and growth in specific busy areas of London. Daniela - Elena Zota Constantin Dragos Nenciu    Chef and Driver of Italy on Wheels: Market & Strategy Overview Market Trends Food truck industry to reach £6.87B by 2029 Italian street food is up 18% in London (popular with ages 18 - 35) 9.7% willing to pay more for sustainable options Target Customers Urban Professionals (25 - 45): 40% - quality & convenience focused Students & Young Adults (18 - 24): 35% - experimental diners Health - Conscious: 25% - fresh, natural ingredients preferred Competitors La Pasta Street: No eco - focus Healthy Bites: Organic, lacks Italian authenticity City Grub: Low - cost, lacks unique experience Competitive Edge Sustainable packaging & locally sourced ingredients Authentic Italian flavour Finance Manager of Italy on Wheels Income Projections Sales A : Income of £ 36 , 000 annually based on lunchtime demand of 50 meals per day at £ 7 each during weekdays, with minor seasonal variations . Sales B : Income of £ 44 , 000 annually by serving 60 quality meals each night to working people . Outlet C : Income of £ 10 , 000 annually from event and festival sales , targeting larger crowds . Expenditure Projections Company registration fee : £ 200 Permits and licenses (annual, London) : £ 500 Estimated staff wages (part - time, minimum wage) : £ 15 , 000 Marketing expenses : £ 1 , 750 (for travel and events) Event accommodations : £ 2 , 500 Utilities (gas, electricity, water, etc . ) : £ 1 , 200 Marketing materials (social media, influencers, flyers, etc . ) : £ 3 , 000 Insurance (food truck, workers, liability) : £ 1 , 000 Marketing Manager of Italy on Wheels Marketing Plan Price Product Placement Promotion


image10.jpeg
ITALIAN EXPERIENCE ON THE GO
FOOD TRUCK





image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
Food Truck Market
Market Size in GBP Billion
CAGR 6.5%

GBP 6.878B

GBP 4.15B

2024 2029
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Expenditure

Company Registration
Permits/Licenses

Staff Wages
Travel/Accommodation
Utilities

Marketing and Materials
Insurance

Equipment
Stock/Materials Purchases

Total Expenditure

Year 1 (£)
200
500
15,000
2,500
1,200
3,000
1,000
20,000
24,000
67,400




