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My name is Florin, and I have been working in the food industry for several years. Cooking and serving people have always been a passion of mine, but recently I felt the need to take control of my own destiny and start a business that reflects my values and skills. That is when I produced the idea of starting a burger van business. I wanted something simple, mobile, and authentic — a way to bring fresh, handmade burgers directly to customers without the overhead of a traditional restaurant.
The concept is to operate a small food van in Bridgend, Wales, where I live with my wife. She will be an active partner, helping me prepare the food, serve customers, and manage the online presence of the business. We plan to keep initial costs low and focus on quality and customer experience. Our menu will include a variety of options, from classic meat burgers to vegetarian and vegan choices, catering to the increasing demand for diverse and healthier food alternatives (Scheelbeek, 2021).
Our main goal for the first six months is to sell approximately 2,000 burgers, building a loyal customer base and increasing brand awareness through social media channels like Instagram and Facebook, which are highly effective tools for small businesses to reach their audiences (Kraus, 2019) .
We believe that by sharing behind-the-scenes content, engaging with customers online, and offering unique weekly specials, we can differentiate ourselves from large fast-food chains and local competitors. Long term, we aim to expand the business by attending food festivals and local events, potentially adding more vans to the fleet as demand grows.
For me, this burger van is more than just a way to earn a living — it’s a chance to build something real, simple, and stable that reflects what I love: cooking and connecting with people (Dholakia, 2002) .
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I have been working for several years in the food industry and right now I work as a chef at Zizzi restaurant in Bridgend, Wales. Cooking has always been a passion for me, but working for other people started to feel limiting. I want more freedom, more control, and more connection with customers. That is why I decided to start a burger van business – to bring fresh, handmade burgers to the streets, in a friendly, relaxed atmosphere.
The van will be mobile, and I will park it in busy areas around Bridgend – near parks, the town centre, or local events. I will offer burgers for all types of people – meat, veggie, and even vegan options – because I know people like variety.
I will run the business together with my wife, who is going to help me with preparation, serving, and promoting the business online. For now, I will register as a sole trader, because it is simple to manage. If the business grows, I might change to partnership or limited company later. My dream is to build something real, something I am proud of, even if it is small at first.
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Before starting the business, I conducted research to better understand the market. Street food has become increasingly popular across the UK, especially in towns and cities where people frequently eat out (IGD, 2024). In Bridgend, there are few food vans, yet the demand for burgers remains strong, as seen by the long queues at fast-food chains like McDonald’s and Burger King. This indicates a clear opportunity for a mobile business offering fresh, handmade burgers with a personal touch.
My target customers are primarily individuals aged between 18 and 45 years, including students, workers on lunch breaks, and families visiting parks. I aim to keep prices affordable while providing a superior product compared to traditional fast food. Offering variety is essential, so I plan to include vegetarian and vegan options to meet the growing consumer demand for plant-based foods (Scheelbeek, 2021).
To capitalize on this, I will consider introducing weekly specials or limited-edition burgers that align with seasonal trends and consumer interests. Social media will be a crucial marketing tool to engage with the local community and promote these offerings effectively (Kraus, 2019).
Regarding competitors, Bridgend hosts several established fast-food outlets such as McDonald’s, Burger King, and Greggs, along with various local takeaways. However, these typically offer mass-produced, frozen products rather than fresh, handmade food. My unique selling proposition (USP) is the transparency of the cooking process and the quality of ingredients, which allows customers to see their food prepared in front of them. This personalized experience is difficult for large chains to replicate.
Additionally, by fostering a community feel — for example, naming burgers in a fun way and sharing customer photos on social media — I intend to create brand loyalty and a sense of belonging that sets my business apart from impersonal fast-food options.
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When starting my burger van business, I need to understand the external factors that could affect it. A PESTLE analysis helps me identify political, economic, social, technological, legal, and environmental aspects that are important.
Political factors play a significant role. I need a street trading licence from my local council, and I must comply with food hygiene regulations (Agency, 2023) . If I do not get approval from the authorities, I cannot legally trade. So, I must apply early and make sure my food preparation area meets all safety standards.
Economic conditions also affect my business. Many people are trying to save money due to inflation and high living costs. This means I need to keep my prices affordable, while still making a profit. I will focus on value-for-money meals, such as bundle offers or loyalty discounts, to attract repeat customers. According to the (Statistics, 2024), the UK inflation rate has impacted consumer spending, especially on fast food and takeaways.
Social trends are changing fast. More people are focused on healthy eating, and some follow vegetarian or vegan diets. Offering meat-free options is not just ethical but also a smart business move. I plan to include veggie burgers and fresh salads on my menu to appeal to more customers. (Mintel, 2023) reports that 40% of UK adults are actively reducing their meat intake, so having diverse options could give my burger van a competitive edge.
Technological advances help small businesses promote themselves better. Social media platforms like Instagram and TikTok allow me to connect with local customers and show behind-the-scenes content—like how I cook or where my van is parked that day. This is essential for visibility and engagement. According to (Statistics, 2024), over 90% of UK small businesses use social media to reach customers, and food content performs particularly well online.
Legal requirements are strict when selling food. I must follow all health and safety laws, register my business with the council, and ensure my van meets hygiene standards. Ignoring these laws can lead to fines or being shut down. The (Agency, 2023) provides clear guidance for mobile food sellers like me, including the need to pass a food safety inspection and display hygiene ratings.
Environmental concerns are growing among consumers, so I want my business to be eco-friendly. I will use biodegradable packaging instead of plastic and recycle waste properly. Customers appreciate businesses that care about the planet. A study by ((WRAP), 2023) showed that 63% of UK consumers prefer eco-conscious food businesses, which means going green is not only ethical but also good for business.
In conclusion, the PESTLE analysis shows me that my business must be affordable, healthy, legally compliant, well-promoted online, and environmentally responsible. 
All these things will directly influence how I organise my daily work and how I interact with customers in a genuine way..
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Strengths:
One of my biggest strengths is that the product is simple and easy to understand: I sell burgers. Everyone knows and likes burgers, so I don’t need to explain much to new customers. Also, it’s a mobile business, so I can go to various locations and attend events or busy areas, which gives me flexibility. I will also use local ingredients where possible, and that helps support other small businesses and gives me a better story to share with my clients.
Weaknesses:
A van doesn’t have much space. I must be very careful how I store food and how I organise everything inside, otherwise it becomes a mess quickly. I don’t have staff yet, so I will be doing everything alone at first, and that can be hard if I get very busy or if something goes wrong. Also, I am new to running a business, so I still have a lot to learn.

Opportunities:
There is a trend now for more street food, especially in towns and cities. People want fresh, handmade food that’s quick and tasty. I can also take the van to festivals, markets, and sports events where lots of people are looking for food. Plus, social media can help me grow fast without big costs – I can post videos and updates and connect with people easily.
Threats:
There’s a lot of competition in the food business. Even though I’m mobile, there are many other food vans and restaurants that sell burgers or similar things. If the weather is bad, fewer people come out, so sales might go down. Also, prices of food can go up suddenly, and that can make it harder for me to keep profit if I don’t raise my own prices too.
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In Bridgend, the street food market is growing, but competition remains fierce from established fast food chains and local takeaway restaurants. Major competitors include well-known franchises such as McDonald’s and Burger King, which attract large customer volumes with consistent branding and lower prices (IGD, 2024). Additionally, local takeaway shops and occasional food vans also serve burgers, though often with limited variety and less emphasis on fresh, handmade ingredients.
Despite this competition, most existing options focus on quick, mass-produced fast food, lacking a personal touch or high-quality ingredients. This represents an opportunity for a burger van offering fresh, handmade burgers with customizable options, including vegetarian and vegan choices, to differentiate itself (Mintel, 2023). By operating a mobile van, the business can target different locations throughout Bridgend, focusing on parks, busy town centres, and special events where foot traffic is high.
Social media promotion is another competitive advantage, allowing the van to engage with customers directly, build community loyalty, and create a brand presence that the big chains and some local takeaways lack (Kraus, 2019). This direct interaction also allows quick feedback and adaptation to customer preferences.
However, threats include the presence of established competitors with larger marketing budgets and the challenge of attracting consistent foot traffic, especially during bad weather or off-peak times (IGD, 2024). Pricing must remain competitive without sacrificing quality to maintain customer loyalty.
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For a sustainable burger van business to succeed, it is crucial to implement a solid sales and marketing strategy tailored to both the target audience and the competitive environment. The main marketing objective is to position the brand as an eco-conscious, local, and affordable alternative in the fast-food market.
Target Market
The primary audience consists of young adults aged 18–35, health-conscious families, and eco-aware individuals who value sustainability and convenience. These consumers are often found at local events, city centres, and university areas, making these ideal locations for van deployment.
According to (Scheelbeek, 2021) , successful segmentation relies on understanding customer values and behaviours, especially in dynamic urban environments. In this context, our customers seek quick-service food options that also align with their environmental values, such as using biodegradable packaging and locally sourced ingredients.

Marketing Mix
Product: The van will offer a focused menu of gourmet-style burgers made with organic ingredients, including a range of vegan and vegetarian options. This differentiates the business from traditional fast-food chains and appeals to the growing demand for plant-based food (Statistics, 2024).
Price: A penetration pricing strategy will be used during the first three months to attract new customers, offering high value for money. Prices will remain competitive, with combo meals starting from £6.99. Over time, pricing will reflect the premium quality and sustainability of the ingredients (Barringer, 2020).
Place: The mobile nature of the van allows for strategic placement in high-footfall areas such as festivals, food markets, beach front and eco-fairs. In addition, a partnership with local events (e.g., marathons, school fairs) will help boost visibility.
I plan to focus mainly on social media, especially Instagram and TikTok, where I’ll post behind-the-scenes clips, how I make the burgers, and simple eco-friendly tips that people can relate to.
According to (Eid, 2020), integrated marketing communication is key in creating a consistent brand experience. This strategy combines online and offline methods to increase customer engagement and retention.


Branding
The visual identity will highlight green colours, recycled materials, and catchy slogans like "Burger, but make it eco!". Branding will be consistent across packaging, uniforms, and the van’s design to boost recognition and trust.

Pricing Strategy
I plan to keep my prices simple and fair. A regular burger will cost £6, a special burger (like BBQ, cheese-stuffed or vegan) will be £7.50, and a full combo (burger + fries + drink) will be £10.
I also want to evaluate a loyalty card – like “buy 5 burgers, get the 6th free”. I think this can help bring people back.
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Location and Equipment:
The business will operate from a second-hand fully equipped food van based in Bridgend, Wales. The van will include essential kitchen equipment such as a griddle, fryer, fridge, and sink. Its mobility allows operation in busy locations like the town centre and local events. The business will comply with local regulations by registering with the council and obtaining a street trading licence (IGD, 2024).
Production and Suppliers:
Food preparation will take place inside the van using fresh, locally sourced ingredients, purchased multiple times per week to ensure freshness and minimize waste. Packaging will be biodegradable to support environmental values ((WRAP), 2023). Suppliers will be selected based on quality and proximity, including a local bakery, butcher, and vegetable wholesaler to strengthen local partnerships (Mintel, 2023).
Staff and Systems:
Initially, the business will be run by myself and my wife, sharing responsibilities between cooking, serving, and marketing. We will use a simple POS system for fast, contactless payments and maintain inventory via spreadsheets. A social media calendar will organize promotional activities (Kraus, 2019).
Health & Safety and Legal Compliance:
I will complete the required Level 2 Food Safety and Hygiene certificate. The van will be inspected and display a Food Hygiene Rating Scheme score. Daily cleaning, temperature checks, and safe food handling procedures will be rigorously followed (Agency, 2023). Insurance for public liability and vehicle will be obtained, and waste disposal will follow council regulations (IGD, 2024).
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Starting a food van business requires careful management of costs and revenues to ensure sustainability. Given limited resources, the initial focus will be on simplicity and efficiency.
Startup and Operational Costs:
Initial expenses include purchasing a second-hand food van, kitchen equipment, initial stock of ingredients, biodegradable packaging, licenses, and insurance. The estimated setup cost is around £10,000, distributed as follows: £6,000 for the van and equipment, £1,000 for stock and packaging, £500 for marketing, and £1,500 for licenses and insurance (IGD, 2024); ((WRAP), 2023). Personal savings will cover these costs, with the option of a Start-Up Loan to minimize financial risk (Eid, 2020).
Monthly Operating Costs:
Ongoing monthly expenses are estimated at approximately £1,500, including £1,000 for ingredients, £200 for fuel and maintenance, £100 for marketing and connectivity, £80 for insurance, and £120 for cleaning supplies (Mintel, 2023); (Kraus, 2019). I know I’ll need to keep my costs under control if I want to make a decent profit each month and keep the business running smoothly.
Cash Flow Forecast:
Sales are expected to grow gradually, starting with 200 customers in Month 1 and reaching 500 by Month 6, with average spends increasing from £8 to £9 (IGD, 2024). This results in projected monthly revenues growing from £1,600 to £4,500. It is important to consider seasonal fluctuations, such as lower sales during bad weather or holidays, which may affect cash flow temporarily (Kotler et al., 2021). Break-even is anticipated between Months 3 and 4, depending on actual expenditure on stock and promotion (Ismagilova, 2020).
Break-even and Profitability:
The break-even point is approximately 188 sales per month, considering fixed monthly costs of £1,500 and average sale of £8. Beyond this point, each additional sale adds directly to profit. Profit margins are expected to increase to £1,000–£2,000 monthly from Month 4 onwards, enabling reinvestment and potential hiring (Barringer, 2020).

Profit and Loss Forecast – 12 Months
To provide a more comprehensive view of the business’s financial sustainability, a monthly Profit & Loss projection over a 12-month period has been developed. This includes estimated sales, cost of goods sold (COGS), operating costs, and net profit. The data below assumes steady growth in sales and careful cost control:

	Month
	Sales (£)
	COGS (£)
	Gross Profit (£)
	Operating Costs (£)
	Net Profit (£)

	Month 1
	1,600
	800
	800
	700
	100

	Month 2
	2,550
	1,300
	1,250
	700
	550

	Month 3
	3,150
	1,500
	1,650
	700
	950

	Month 4
	3,600
	1,600
	2,000
	700
	1,300

	Month 5
	4,050
	1,700
	2,350
	700
	1,650

	Month 6
	4,500
	1,800
	2,700
	700
	2,000

	Month 7
	4,700
	1,850
	2,850
	700
	2,150

	Month 8
	4,800
	1,900
	2,900
	700
	2,200

	Month 9
	5,000
	2,000
	3,000
	700
	2,300

	Month 10
	5,100
	2,000
	3,100
	700
	2,400

	Month 11
	5,300
	2,100
	3,200
	700
	2,500

	Month 12
	5,500
	2,200
	3,300
	700
	2,600



Total projected annual sales amount to £54,850, with an estimated net profit of £21,750 by year-end. This demonstrates the business’s ability to scale profitably while maintaining lean operations.


Long-term Sustainability and Financing:
Sustaining the business depends on minimizing waste, optimizing supplier relationships, and adapting the menu to customer preferences and seasonal trends (Mintel, 2023). I’ll keep an eye on my finances regularly and make sure I have savings for anything unexpected, that way I can grow the business without unnecessary stress (Kraus, 2019). In addition to personal savings and loans, alternative funding such as local business grants or community crowdfunding could be explored to support expansion without incurring significant debt (Eid, 2020).



Sales Forecast (First 6 Months)

	Month
	Est. Customers
	Avg. spend (£)
	Total Sales (£)

	Month 1
	200
	8.00
	1,600

	Month 2
	300
	8.50
	2,550

	Month 3
	350
	9.00
	3,150

	Month 4
	400
	9.00
	3,600

	Month 5
	450
	9.00
	4,050

	Month 6
	500
	9.00
	4,500
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Appendix A: Licenses and Certifications (Examples)
The following documents are examples of licences and certifications that will be required to legally operate the food van business in Bridgend:
· Street Trading Licence
This licence must be obtained from Bridgend County Borough Council before starting operations. It authorizes the business to trade in designated public areas.
Example Licence Number: ST-2025-0123
· Level 2 Food Safety and Hygiene Certificate
A mandatory certification for anyone handling and serving food commercially in the UK. This ensures compliance with food safety standards.
Example Certificate Number: FS-456789

 Appendix B: Financial Tables and Graphs
Startup Costs Breakdown
	Item
	Estimated Cost (£)

	Food Van (Second-hand)
	6,000

	Kitchen Equipment
	Included in van

	Initial Stock & Packaging
	1,000

	Marketing & Branding
	500

	Licences & Insurance
	1,500

	Contingency Fund
	1,000

	Total
	10,000




6-Month Cash Flow Forecast
	Month
	Estimated Customers
	Average Spend (£)
	Total Sales (£)
	Operating Costs (£)
	Net Cash Flow (£)

	1
	200
	8.00
	1,600
	1,500
	100

	2
	300
	8.50
	2,550
	1,500
	1,050

	3
	350
	9.00
	3,150
	1,500
	1,650

	4
	400
	9.00
	3,600
	1,500
	2,100

	5
	450
	9.00
	4,050
	1,500
	2,550

	6
	500
	9.00
	4,500
	1,500
	3,000

	
	
	
	
	
	



12 months
	Month
	Sales (£)
	COGS (£)
	Gross Profit (£)
	Operating Costs (£)
	Net Profit (£)

	Month 1
	1,600
	800
	800
	700
	100

	Month 2
	2,550
	1,300
	1,250
	700
	550

	Month 3
	3,150
	1,500
	1,650
	700
	950

	Month 4
	3,600
	1,600
	2,000
	700
	1,300

	Month 5
	4,050
	1,700
	2,350
	700
	1,650

	Month 6
	4,500
	1,800
	2,700
	700
	2,000

	Month 7
	4,700
	1,850
	2,850
	700
	2,150

	Month 8
	4,800
	1,900
	2,900
	700
	2,200

	Month 9
	5,000
	2,000
	3,000
	700
	2,300

	Month 10
	5,100
	2,000
	3,100
	700
	2,400

	Month 11
	5,300
	2,100
	3,200
	700
	2,500

	Month 12
	5,500
	2,200
	3,300
	700
	2,600



Appendix C: Detailed Menu
	Item
	Description
	Price (£)

	Classic Burger
	Beef patty, lettuce, tomato, house sauce
	6.00

	Vegan Burger
	Plant-based patty, vegan mayo, fresh salad
	7.50

	Cheese-stuffed Burger
	Beef patty stuffed with cheddar, caramelized onions
	7.50

	Combo Meal
	Burger + Fries + Drink
	10.00













2

