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[bookmark: _Toc228396996]Executive Summary
Phi Phi’s Soul Kitchen LDN is a small catering business based in London, serving authentic African-Caribbean Fusion food with a Soulfood flare. We don’t have a restaurant – instead we operate at food festivals, corporate events, and private parties. The idea came from wanting to share the bold flavours and combination of African and Caribbean food with more people in the UK, especially because there’s growing interest in African cuisine right now.
The UK food market has changed a lot recently. More people want to try different international foods, and street food is popular. This is a good opportunity for us because we offer something different from the usual burgers or Asian fusion stalls. Our goal is to become known for quality African, Caribbean Soul food that tastes like home cooking, not just “African-inspired” dishes that lose the original flavours.
This business plan looks at whether Phi Phi’s Soul Kitchen LDN can work. I’ve looked at competitors, customers, costs, and risks. Overall, I think there’s a real chance to grow, especially with the right marketing and by keeping costs under control

















[bookmark: _Toc228396997]Business Concept
Phi Phi’s Soul Kitchen LDN is basically a mobile catering business. We bring African Caribbean Soul food to where people are such as festivals, office events, birthdays, weddings. Instead of renting an expensive shop, we move around depending on where the demand is.
We focus on three types of work:
· Stalls at street food festivals
· Pop-up catering for companies
· Private events like parties or family gatherings
This keeps things flexible. If one type of event is quiet, we can focus on another. Also, being mobile means lower rent and fewer fixed costs, which is important when you’re starting out

[bookmark: _Toc228396998]Business Description 
The name comes from the founder’s daughter, Phoenix-Soul. That might sound a bit sentimental but honestly it helps remind us that the business is personal – it’s not just about making money, it’s about sharing something meaningful.
We’re not trying to be a fine dining place. We want to make good, filling African-Caribbean Fusion food that people enjoy eating. Most of our customers will probably be young professionals, students, or families who want something different from the usual takeaway options.
We operate from a rented commercial kitchen when needed, and transport everything to events. It’s not glamorous but it works.

[bookmark: _Toc228396999]Product Description 
Our menu includes:
· Jollof rice (the classic, everyone asks for this)
· Suya (spiced grilled beef or chicken)
· Honey bean stew (V)
· Fried plantain (sweet, simple, sells well)
· Nigerian stews (tomato-based, rich flavours)
· Jerk chicken
· Curry goat
· Spicy fried fish
We use fresh ingredients where possible, and authentic spices. Some things we must import but we try to keep that limited to keep costs down.
Portions are generous because Soulfood is often shared or eaten as a main meal. We also offer smaller tasting portions for festivals where people want to try a few things.

[bookmark: _Toc228397000]Business Objectives (SMART Objectives)
These are supposed to be SMART (Specific, Measurable, Achievable, Realistic, Timely). I have tried to make them realistic for a small startup.
1. Reach 5,000 followers on Instagram within the first year by posting at least 4 times a week and engaging with food pages.
2. Get 25 paid catering bookings in the first 12 months – that’s about 2 per month on average.
3. Take part in at least 10 food festivals or pop-ups in London during year one.
4. Make enough monthly revenue to cover 160% of our operating costs, so we have some profit to reinvest.
These aren’t huge targets but they’re doable if we work hard.

[bookmark: _Toc228397001]Short-Term Objectives (less than a year)
This phase is about proving the concept and getting consistent sales. These are things we need to do in the first 12 months to get started properly.
1. Finalise the menu
We won’t try to sell everything at once. Maybe 5–6 main dishes that we know we can make well and consistently. We’ll figure out which ones sell best and focus on those.
2. Get our first real customers
Start with friends, family, local community groups. Use word of mouth. Collect feedback, even if it’s critical and improve. Better to have 10 happy repeat customers than 50 one-off orders.
3. Set up basic operations
Find a reliable commercial kitchen to rent by the hour. Sort out food safety and hygiene certificates. Get a simple ordering system (WhatsApp works fine at first). Work out proper pricing that covers ingredients, travel, and our time.
4. Build an obvious brand
Consistent name, logo, colours. Post regularly on social media – not just food pics but behind-the-scenes, prep videos, customer reactions. Tell people why Nigerian food is worth trying.
5. Hit a stability target
Aim for 20–30 orders per week within 9 months, or break-even consistently. If we can cover costs and make a small profit, that’s a win.

[bookmark: _Toc228397002]Long-Term Objectives (More than a year)
This is where we think about growing after the first year.
1. Expand beyond just taking orders
We want to do more event catering – offices, weddings, birthdays. Also look at regular market stalls or partnerships with local cafés.
2. Build a reputation
People should start recommending us without us asking. That takes time but good food and reliable service will get us there.
3. Improve margins
Buy ingredients in bulk. Streamline prep so we’re not wasting time. Maybe hire one part-time helper for big events.
4. Get fully legal and formal
All licenses, insurance, proper accounting. Then think about delivery apps or a basic website with online ordering.
5. Bigger vision (not guaranteed but possible)
Maybe a small physical location one day, or a food truck, or selling packaged sauces and spice mixes. But that’s year 3 or 4 minimum.
























[bookmark: _Toc228397003]Market Analysis and Marketing Plan
The UK foodservice industry represents a significant component of the national economy and is characterised by scale, diversity, and resilience. In 2025, the UK foodservice market was valued at approximately USD 104–110 billion, with forecasts projecting growth towards USD 145 billion by 2030. This growth is driven by changing lifestyles, increased demand for convenience, and greater consumer interest in experiential and culturally diverse dining options.1,2
The sector comprises a wide range of formats including traditional restaurants, contract catering, mobile food operators, street food, pop‑ups, and event catering. Despite economic pressures such as rising labour costs, energy prices, and supply‑chain volatility, the industry continues to adapt through flexible business models, digital engagement, and menu innovation.2,3
Independent operators account for over 56% of the UK foodservice market, indicating that small and medium‑sized enterprises (SMEs) remain competitive where differentiation and niche positioning are clear. This structural characteristic supports the viability of specialist catering businesses such as Phi Phi’s Soul Kitchen LDN.1
Catering is a core growth sub‑sector within the wider foodservice industry. In 2024, the UK catering market was valued at approximately £4.9 billion, reflecting steady recovery and expansion following the disruption caused by the COVID‑19 pandemic.4 Corporate catering is particularly relevant to Phi Phi’s Soul Kitchen LDN’s operating model. Based on industry reports:
· The UK corporate catering market generated approximately £1.2 billion in revenue in 2024, with forecasts suggesting growth to £1.35 billion by 2025.4
· Demand is increasingly driven by events, conferences, team‑building activities, product launches, and cultural celebrations, rather than traditional daily office catering.4,5
Hybrid working patterns have reduced demand for permanent canteen services, but simultaneously increased demand for high‑impact, flexible catering solutions designed to encourage office attendance and enhance employee experience. This trend favours culturally distinctive and event‑based catering businesses that can deliver memorable experiences rather than standardised menus.2
The street food and pop‑up segment have become a mainstream component of the UK food industry. The UK street food market is estimated to be worth over £1.2 billion, with more than 7,000 active street food traders operating nationwide.5,6
Consumer engagement within this segment is notably strong:
· Approximately 50% of UK consumers purchase street food at least once per week.
· 64% of consumers are willing to spend more than their average lunch budget on street food perceived as high‑quality or novel.6
Food and music festivals serve as a major distribution channel for street food operators, with millions of attendees annually and street food now regarded as a core part of the festival experience rather than a secondary offering.6
Market analysis highlights that successful street food businesses tend to:
· Focus on specialist menus.
· Offer bold global flavours.
· Emphasise authenticity and storytelling rather than broad cuisine offerings.7,8
This aligns strongly with Phi Phi’s Soul Kitchen LDN’s focus on authentic African-Caribbean soul food delivered through festivals and pop‑up formats.
Ethnic food has emerged as one of the fastest‑growing categories within the UK food sector. The UK ethnic food market expanded from approximately USD 1.9 billion in 2018 to over USD 3.1 billion in 2024, and is forecast to exceed USD 6.2 billion by 2032, representing a compound annual growth rate (CAGR) of 8.4%.9
African and Caribbean cuisines have experienced particularly strong growth, driven by:
· A growing and economically active African diaspora.
· Increased cultural visibility through media and festivals.
· Greater openness among mainstream consumers to global cuisines.9,10
Within this segment, West African cuisine, particularly Nigerian food, has been identified by industry analysts as an emerging breakout trend. Research indicates that adoption is occurring primarily through street food, catering, and pop‑up models, rather than traditional fine‑dining formats.11
Popular Nigerian dishes such as jollof rice, plantain, stews, and grilled meats have gained increasing recognition beyond diaspora communities, driven by social media exposure and food festival attendance.11,12
Current UK foodservice consumers are shaped by several key behavioural trends, and these include:
1. Experience‑led consumption, where food is increasingly viewed as part of a wider cultural or social experience rather than purely functional consumption.1
2. Preference for authenticity. Here consumers value cuisines that preserve traditional preparation methods and cultural narratives.11
3. Social media influence, which is part of our strategy and these platforms such as Instagram and TikTok play a significant role in food discovery, encouraging visually distinctive and story‑driven offerings.8
4. Inclusivity and ethics have created a demand for halal, vegetarian, plant‑based options and environmentally responsible packaging has become standard in catering and event markets.2
These drivers directly support Phi Phi’s Soul Kitchen LDN’s emphasis on cultural storytelling, bold flavours, and inclusive menu design.

[bookmark: _Toc228397004]Market Analysis (Competitors, Customers, Target Groups)
The competitive environment in which Phi Phi’s Soul Kitchen LDN operates is highly fragmented, with direct competitors include other African or Nigerian caterers and street food vendors. Furthermore, indirect competitors include Caribbean, Middle Eastern, Asian, and global fusion caterers competing for festival bookings and corporate event contracts. By fusing African-Caribbean Soulfood with bold modern flavours and storytelling creates an unforgettable experience that celebrates heritage while refining comfort cusine.
Despite saturation in urban markets such as London, competitive advantage is typically achieved through clear positioning, niche specialisation, and brand authenticity, rather than scale alone.6,7
Our target customers would include:
· Nigerian diaspora wanting authentic food
· Young professionals and students curious about new flavours
· Companies looking for diverse catering options (e.g. Black History Month events)
Phi Phi’s Soul Kitchen LDN’s clear Nigerian-Caribbean Soulfood fusion identity distinguishes it from more generic “African‑inspired” food offerings, supporting differentiation in this competitive market. Overall, the UK foodservice market presents strong and sustainable opportunities for Phi Phi’s Soul Kitchen LDN. Growth in catering and events, sustained popularity of street food and festivals, and rapid expansion of the ethnic and West African cuisine segments combine to create a favourable market environment.

[bookmark: _Toc228397005]PESTEL Analysis 
1. Political Factors
· Food regulation and local authority oversight are strict. The business must comply with UK food safety regulations enforced by local councils, including Food Hygiene Ratings, Environmental Health inspections, and event‑specific permissions.
· Immigration and labour policies post‑Brexit can affect access to skilled kitchen staff or specialist chefs, particularly if talent is sourced internationally.
· Government initiatives and support for SMEs and ethnic businesses in the UK and London can create growth opportunities.
· Import conditions for specialist Nigerian ingredients may be affected by UK trade policies, tariffs, or customs delays.
2. Economic Factors
· Revenue of the business is closely linked to seasonal demand, festivals, weddings, and corporate events, which can fluctuate with economic confidence.
· London market dynamics can be expensive. While operating in London offers high demand and visibility, this comes with higher operating costs (venue fees, transport, staffing).
· Rising food prices, energy costs, fuel, and packaging directly impact margins in catering and mobile food operations.
· Consumer spending behaviour would also be dependent on economic uncertainty, as this may affect discretionary spending on catering events.
3. Social Factors
· UK consumers are increasingly open to authentic, diverse food experiences, supporting demand for Nigerian soul food.
· The brand’s emphasis on Nigerian heritage and tradition resonates with diaspora communities and culturally curious audiences.
· Social media and word‑of‑mouth. Platforms such as Instagram and TikTok play a major role in attracting customers to food pop‑ups and festivals.
4. Technological Factors
· Digital marketing and online presence. Social media, websites, and online booking tools are essential for promotion, event enquiries, and customer engagement.
· Cashless payments and POS systems. Festivals and pop‑ups increasingly require mobile, contactless payment solutions.
· Delivery platforms and logistics tools. Technology can support catering logistics, order tracking, and communication with event organisers.
· Content creation tools. High‑quality digital content helps visually showcase dishes and culture.
5. Legal Factors
· Adherence to the Food Safety Act, allergen regulations, temperature control, and labelling laws is mandatory.
· Licensing and permits. Each event, festival, or pop‑up may require specific permissions, temporary event notices, or street‑trading licenses.
· Compliance with minimum wage, working time regulations, and health and safety requirements is essential.
· Insurance requirements. Public liability, employer’s liability, and event‑specific insurance are critical to operate safely.
6. Environmental Factors
· Customers and event organisers increasingly expect biodegradable or recyclable packaging.
· Importing specialty ingredients from Nigeria raises environmental considerations associated with carbon footprint and this will influence costs.
· Many festivals and corporate events now require sustainability commitments and standards from caterers, and this might affect the cost of providing the catering services.

[bookmark: _Toc228397006]SWOT Analysis
Strengths
· Authentic Nigerian-Caribbean soul food fusion – not watered down
· Flexible business model (no expensive restaurant lease)
· Based in London – big audience
Weaknesses
· Almost unknown outside certain communities
· Event-based income can be unreliable
· Some ingredients are expensive or hard to find
Opportunities
· Growing interest in African cuisines
· Companies want diverse caterers for events
· Social media can make a small business visible fast
Threats
· Lots of competition in London Street food
· Rising costs could force us to raise prices
· Bad weather or economic downturn reduces event attendance
Overall position:
Phi Phi’s Soul Kitchen LDN shows strong differentiation‑based potential, with cultural authenticity and experiential catering as its core strengths. The greatest risks lie in cost control, operational scalability, and reliance on event‑driven revenue, while the biggest opportunities come from corporate diversity initiatives, festival culture, and brand‑led storytelling.
Strategic focus areas:
1.     Turn authenticity and culture into a premium brand asset
2.     Stabilise income through repeat corporate and festival contracts
3.     Build operational systems that support scale without losing quality
4.     Position sustainability and compliance as selling points, not just costs

[bookmark: _Toc228397007]Marketing Mix (4Ps)
Product – African-Caribbean soul food: jollof rice, suya, jerk, curry goat, plantain, stews honey bean stew. Catering for festivals, offices, private parties.
Price – Mid-range. Cheaper than fine dining, more expensive than basic takeaways. We’ll adjust based on event size and menu complexity.
Place – Event-based. Festivals, offices, hired venues. No fixed location.
Promotion – Instagram, Facebook and TikTok are key. Also, word of mouth, flyers at events, and partnerships with event organisers.

[bookmark: _Toc228397008]Management Team and their background
The management team bring together a strong blend of culinary expertise, operational leadership, and business acumen, positioning the company for sustainable growth. With background rooted in African-Caribbean cuisine, the. Team combines authentic knowledge of traditional recipes with modern culinary innovation to create a distinctive dining experience. Leadership has hand-on experience in kitchen management, staff training and customer service, ensuring high standards of consistently delivered. In, addition, the team possesses practical experience in budgeting, supplier relationships, and a day-to-day operation, allowing for efficient cost control and scalability. The balanced skill set, along with a shared passion for culture and community. Enables the business to execute its vision while adapting to market demands.
As a professional chef, I bring both creative flair and industry experience to the business, having developed my skills through hands-on culinary work and high-level exposure. I was a contestant on BBC the restaurant in 2009, working alongside renowned industry figures such as Raymond Blanc, Sarah Willingham, and David Moore. This experience strengthened my ability to perform under pressure while refining my culinary and business skills. Building on a strong family foundation, I am now modernising and evolving my mother’s legacy, who has successfully operated multiple catering businesses and restaurants across the UK and Nigeria. This combination of heritage, professional training, and forward- thinking vision positions me to lead the business into its next phase of my growth.

[bookmark: _Toc228397009]Organisational Chart
The organisational structure of the business is simple and efficient. The (MD) overseas all aspects of the business, including operations, finance, and strategic direction. Supporting the MD are two kitchen assistants who help with food preparation, service and maintaining high standards of hygiene and quality. In addition, a dedicated driver is responsible for deliveries, logistics, and ensure timely service to customers. This lean structure allows for effective communication, flexibility, and smooth day-to-day operations while supporting business growth.

[bookmark: _Toc228397010]Key Milestones
	S/No
	Timeframe
	Milestone

	1
	Month 1-2
	Register business, get insurance, complete food hygiene certificate.

	2
	Month 3
	First festival or pop-up event.

	3
	Month 6
	10 catering bookings completed.

	4
	Month 9
	Break-even on monthly costs.

	5
	Month 12
	5,000 social media followers, 25 total bookings, £ revenue covering 160% of costs.








[bookmark: _Toc228397011]Financial Plan (One Year)
[bookmark: _Toc228397012]Sources of Finance 
The company will start with:
· £15,000 personal savings (founder)
· £20,000 loan from family (0% interest, repayable in year 2)
· Possibly a small grant from a London small business scheme if eligible
Total startup funds: ~£35,000

[bookmark: _Toc228397013]Cash Flow Forecast  
	S/No
	Item
	Monthly (£)

	
	Income from events (private & corporate) + festivals (approximately 2 /month)
	13,250

	
	Festival fees
	(2,000)

	
	Ingredients
	(4,500)

	
	Kitchen rental
	(1,000)

	
	Kitchen help and support
	   (800)

	
	Transport
	(1,200)

	
	Marketing/social ads
	(1,000)

	
	Insurance & licenses
	   (200)

	
	Packaging
	   (100)

	
	Net cash flow
	2,450.00


First 2 months may be lower income. Expect to break even around month 3–4.

[bookmark: _Toc228397014]Sales Forecast
· 10 festivals @ £3500 avg revenue each = £35,000
· 15 private/corporate events @ £2500 avg = £37,500
· Other small pop-ups = £15,000
· Total year 1 revenue: ~£87,500

[bookmark: _Toc228397015]Cost of Production Forecast
Roughly 40% to 50% of revenue goes to ingredients, packaging, kitchen rental and kitchen help. So £20k revenue means ~ £9k to10k production costs.

[bookmark: _Toc228397016]Break Even Analysis 
· Fixed monthly costs: ~£3,000 (kitchen, transport, insurance, marketing, some labour)
· Average profit per event: ~£1,000–1,200
Need about 3–4 events per month to break even. Some months will hit this, others won’t. First year target is to break even overall, not every single month.

[bookmark: _Toc228397017]Operations and Management Plan
Operations include sourcing fresh ingredients, preparing meals in a commercial kitchen, transporting food safely to event venues, and serving customers during events.
The founder will manage business operations, marketing, and food preparation while part‑time staff assist during larger catering events.

[bookmark: _Toc228397018]Production of Good and Service
We prep in a shared commercial kitchen booked by the hour. Cook in batches, store properly, transport in thermal containers. At events, we reheat and serve. For private catering, we can cook on-site if the venue allows.

[bookmark: _Toc228397019]Technology Plan
· Instagram + TikTok for marketing
· WhatsApp for orders and enquiries
· Square or SumUp for card payments
· Google Sheets for tracking costs and bookings (simple but works)

[bookmark: _Toc228397020]Human Resource Plan
Founder does most of the work initially. Hire 1–2 part-time casual staff for big events (paid hourly, maybe £12–14/h). No full-time employees in year one.

[bookmark: _Toc228397021]Expansion Plan
If year one goes well:
· Year 2: Regular weekly market pitch, branded gazebo, maybe a used food trailer
· Year 3: Look at delivery platforms or small cloud kitchen
· Year 4+: Potential packaged sauces or spice mixes sold online
Future expansion could also include launching a permanent restaurant location or expanding catering services to other UK cities.
The business may also introduce packaged Nigerian sauces or ready‑to‑eat meals to diversify revenue streams.
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