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Executive summary 
The Polish Feast is a start-up mobile food truck business that would be based in Swansea, specialising in authentic Polish cuisine. Targeting busy locations such as the Mumbles, local markets and university campuses. The aim is to serve affordable home-style meals with traditional street delicacies. 
The business will capitalise on the growing street food trend by offering unique products that are not widely available in the local market. Focusing on the quality, mobility and strong customer engagement through social media or local events that will help build brand awareness and customer loyalty. 
The business idea 
The inspiration behind The Polish Feast comes from the desire to bring Eastern European cuisine into Swansea’s growing street food scene. While international options like burgers, Greek street food re well established in the local market, Polish dishes are rare, in which it can give the business a niche to fill. 
[bookmark: _Int_qxLDaK3N]The business idea is focused on creating a culturally rich and comforting food experience. Instead of generic food, The Polish Feast will serve traditional meals like pierogi (dumplings) or bigos (hunter’s stew). The concepts is to grow interest in global street food, as well as consumer demand for meals that feel authentic and nostalgic. 
The mobile format allows the enterprise to remain flexible and reach different customer bases such as students, families or tourists visiting Mumbles. This flexibility can allow to go to various locations and events to bring engagement into the community. 

SWOT analysis summary:
SWOT analysis is important to see where currently the business is standing.
The strengths include focusing on specific menu which simplifies operations and quality control, the mobility allows the business to reach different customer bases and having a small team reduces staffing costs. 
[bookmark: _Int_zytYPVUa]The weaknesses include having limited space in the truck which restricts the storage and working ability. Can have low funding which can limit the growth and marketing of the business. However, what can be done instead that have secure alternative funding by borrowing from family or friends, or start-up grants from government. 
The external factors can be high foot traffic such as city centres to offer strong customer potential. The polish cuisine can offer unique selling point by offering the cultural meals. Partnerships with local business can be another opportunity to collaborate with other local businesses.  
The threats can be competition such as the local food trucks, or the market acceptance may vary because people might not accept the niche cuisine.  (Bakhsh, 2016) Weather can be also a threat because it can reduce the daily income. Also, some people may be hesitant to try Polish cuisine, however strong branding can help with this issue, by giving samples to potential guests.

The team 
Name and company position:
Wiktoria Kuciarska- Manager/ Head Chef 
Skills and experience:
With a background of kitchen experience of 3 years and experience working in Polish and European cuisine. Bringing the customer skills and knowledge by studying Tourism & Events BA degree, previously managed a small kitchen team and great at teamwork and communication. 
Responsible for menu creation, supplier relationship, stock management, health and safety and running the food truck every day. Training the new staff. 
Staff Member 2: Chef/Cook 
Prior experience in the kitchen and prepping food and cooking the dishes that the food truck will sell. Understanding of the food planning to sell. Previous experience in European cuisine. 
Responsible for health and safety, cooking the meals and maintaining the staff during rush hour. 
(Mobilers,2024)

Skills Gaps & key partners 
Additional staff:
Service window attendants: helping with serving the food while the cooks prepare the meals. (Rhodes,2021)
Training & Development 
There are online training courses which the business can provide for their employees. 
· The basic food safety and hygiene level 1 -£12 
· Level 2 food & safety hygiene which costs £16. 
· Allergen awareness training - £16
Outsources support 
To ensure smooth professional operations of the food truck, a variety functions will be outsourced to specialist service providers such as an accountant which can help start-up business with any financial issues, their services include advice on tax planning, helping with funding and tax returns. 
PR and marketing can also help the business by helping with the marketing by advertising on social media and by email marketing to ensure the growth of the business. (British Business Bank, n.d)
[bookmark: _Int_jTSUl3fd]However, in a real-life situation family and friends can be also the outsource support that can help with start-up business. For instance, they can help with initial funding or help with early tasks in the truck such as prepping the food, when the business would not have staff members in the early stages. 

Market research 
The target market is middle-class millennials and Gen Z who enjoy the convenience of food trucks. According to IBISWorld, key consumers segments by age include people under 24 which is 13.5%, ages 25 up to 44 is 38.3%, ages 45 to 54 is 21.7% and people over 55 years old 26.5%. These customers are also frequent uses of social media, which plays an important role in discovering food trucks offerings and tracking the location. (SBDCNet, 2023) 
[bookmark: _Int_lzH94I5d]The current trends in a food truck industry include technology operations, meaning food truck can improve customer satisfaction by having an online ordering platform so it can be easier for individuals to order their favourite meals. Food trucks can also adapt health-conscious menus, which means healthier options for customers and offer meals such as vegan or gluten-free meals to bring a wider audience. Food truck industry is a growing industry; this means that there can be a lot of competition and because of that it is emphasized for the industry to be authentic. Authenticity includes excellent service, to provide amazing dining experience for people and high-quality meals. (Vihaan, 2024)
Customer profiles 
Millennials are drawn to food trucks because of the unique flavours, and it can be thrilling of trying new foods. (Yoon and Chung, 2017) According to the market research people aged from their middle twenties up to their forties who seek diverse culinary experiences, who value the convenience with quick services and that are active on social media.  (Kraus et al., 2022)
Convenience-oriented urban professionals with the demographics 35-55 who are full-time employees who seek quick service with an amazing meal during a break. Located in a busy area in a city. (Choi et al., 2020)
Cultural cuisine seekers, these are individuals interested in exploring diverse traditions, who enjoy trying different cultures by traditional meals. These people value food trucks who can offer unique recipes and an authentic experience. They can be any age from a young adult to an elderly person. (Shahrin and Hussin, 2023)

Competitor profiles 
Food anarchy is one of the competitors, they are known for their bold flavours and dynamic menu. They operate in Swansea and participate in markets, festivals and private events. Their cuisine includes smash burgers, loaded fries and fish & chips. (Food Anarchy, n.d)
Bears Street Food Co is another great competitor. Their cuisine consists of flame-grilled burgers, pizzas and slow-cooked pulled meats. They also cater at various of events such as festivals, weddings or corporate gatherings. (Bears Street Food Co, 2025)
There is also food truck offering traditional Greek street food, the business is called Greek Flavours, and they provide authentic Greek meals at local markets, and it appeals to anyone to seeks Mediterranean dishes. (Swansea street markets, 2025)
The Polish food truck would offer the type of cuisine that isn't widely available in the food truck scene. The business would offer comforting and culturally rich meals whereas others usually offer familiar dishes.




Marketing plan 
Price 
Pricing reflects the perceived value of a product and impacts customers' demands. (McCarthy, 1960). The value-based pricing strategy would be used to reflect the authenticity and quality of traditional Polish dishes, with meals combos' prices competitively at £6-£15. 
Product 
According to Kotler and Armstrong (2018), the product is essential to meet the customer's needs. The food truck will offer Polish street meals such as ‘zapiekanka’ which is a Polish pizza baguette, to appeal to customers seeking authentic Eastern European Street food. 
Place 
The food truck can be situated in busy areas such as the Mumbles, however it can also to areas such as Swansea University campus during lunch hours so it can allow students to have food conveniently with affordable prices. The business can also be hired for festivals which can be great during summertime to earn income. To make it more accessible for consumers, the business can partner with apps such as Just East or Uber Eats which can allow for the business to get more orders via the internet.
Promotion 
Promotion is a key component of the marketing mix that focuses on showing the value of the product or services to potential customers. (Rafiq and Ahmed, 1995). For a food truck business, effective promotion increases attention and awareness. 
The polish food truck will implement a multi-channel promotion strategy which means social media platforms such as Instagram, Facebook and TikTok will be used to show the vibrant imagery and videos of traditional dishes, which will allow for the younger audience to engage with the posts. Offline promotion will be also included such as posters in local polish shops or active participation in local events such as food festivals and university fairs. By these promotional efforts it will bring local customers and build a community around Polish cuisine. 
Key resources
Premises
Bitner’s (1992) ‘servicescapes’ theory emphasizes that physical surroundings such as space, layout and ambient conditions can affect the customers behaviours and perception on the business. 
The vehicle cannot be parked anywhere and operated in just any location; it must have official consent to trade. In designated consent street, a Street Trading Consent must be obtained. In Swansea the cost per month is £139.67. (Swansea.gov, 2025) However, selling food on private premises or events it necessarily to have registration with the local authority, which is free, although it is relevant to have council consent or permits to sell food. (365 Finance, 2023)
The food truck serves as the main production and sales point, it must be fully fitted with the catering equipment such as storage, refrigeration, sinks to comply with the UK hygiene standards. The food will be cooked and served on-site which is going to allow the real-time preparation and interaction with customers. (Food Standards Agency, 2023)
The administrative tasks such as ordering stock or marketing will be done from home office to minimise the costs. This is great for small mobile businesses and common in other similar start-ups. 
Equipment 
The Polish food truck would be fully equipped with core kitchen appliances, although the food truck it is going to need additional tools, resources and technology to operate efficiently.
 Health and safety equipment:
	Fire blankets
	£20

	Fire extinguisher
	£30

	First aid kit
	£20

	Cleaning supplies
	£5+


(Seton UK, 2025)
Service and packaging tools: 
	Takeaway boxes
	£35

	Wooden cutlery 
	£15

	Napkins 
	£10

	Cups 
	£15


(Vegware, 2025)
Payment system 
	Card reader 
	£40

	POS software/ app
	£30 monthly

	Receipt printer
	£60

	Wi-Fi 
	£30 monthly 


(Zettle,2025), 

Key suppliers
To operate effectively the food truck business will reply on several suppliers for daily provisions, including authentic ingredients or catering essentials. Also establishing reliable relationships with the local and national suppliers can ensure quality, cost control and consistent service delivery. (Burns, 2016)
The food truck business will require suppliers for food ingredients used in preparing meals, as well as providers of food packaging materials. Additionally, suppliers of cleaning chemicals for sanitising food contact surfaces will be important, along with service providers for critical functions such as pest control. (Early, 2012)

Finances & Start-up support 

	Expenditure 
	YR. 1
£

	Food truck 
	£15,000

	Health & safety equipment 
	£75

	Packaging tools 
	£75

	Payment systems
	£100

	POS & WI-FI (£60x12)
	£720

	Business insurance
	£1,000

	Rent 
	£50

	Staff wages (Y.1 est.)
	£12.480

	Food hygiene certificate 
	£12

	Allergen awareness training
	£16

	Gas/ electrical certificates 
	£100

	Loans repayments (£400 x 12)
	£4.800

	Street trading license 
	£1.676 (139.67/month)

	Total:
	£ 36,104



	Income 
	YR.1 
£

	Sales revenue (target)
	£40,000

	Start-up loan 
	£25,000

	Total:
	£65,000



	Year one profit 

	

	Total income 
	£65,000

	Total expenditure 
	£36,104

	
	

	Profit/Loss
	£28,896



Financial summary 
The aim is to generate £40,000 in year 1 and to reach this number is to generate an average of £770 per week in sales by trading 5 days a week approximately 250 days a year. With the average ally sales target of £160. For instance, to serve 40 customers a day that would spend £4. 
This can be achievable in a busy area such like the Mumbles, especially focusing on lunchtime rushes and weekend food traffic. Also, by attending local markets and festivals can allow to bring more revenue. (Mobilers, 2021)
[bookmark: _Int_n14RKcTm]These charts show the estimated income and expenditure for the first year of operating the Polish food truck business. 
[bookmark: _Int_AMBXTsMP]The start-up loan of £25,000 will provide the primary funding required to start the business. (British Business Bank, n.d) This will help to purchase equipped second hands truck which can cost around £15,000, essential kitchen equipment, licenses and insurance. The total expenditure for year 1 is £36,104.
[bookmark: _Int_87R0jZMr]The Polish Feast is projected to generate £40,000 in sales revenue in its first year through consistent daily sales and active community engagement. Combined with the £25,000 start-up loan, this allows to give the business a total income of £65,000. After all expenses (£35,104), the projected net profit is £28,896. 
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