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1. EXECUTIVE SUMMARY
The mobile food truck business Sweet Wheels Coffee & Desserts serves London-based customers from its food truck operations within the hospitality and food & beverage industry. This enterprise delivers premium artisanal coffee with gourmet desserts to office workers and education clients as well as special event visitors who frequent business areas and university precincts and festival zones. The business takes advantage of increasing premium coffee and hand-crafted dessert demand through its convenient yet high-end dining option. The business model of Sweet Wheels differs from standard coffee shops since it adapts its services to meet customers in their desired locations. Brandon combines modern design aesthetics in his food truck with sustainable packaging to increase brand recognition together with strong digital marketing which keeps customers connected. The market research shows implementation of speciality coffee and dessert products will succeed in London's urban environment. The results of competitor analysis demonstrate an absence of mobile gourmet coffee services that allow Sweet Wheels to stand out in the market. The business distinguishes itself by employing top-quality ingredients in combination with trained baristas and precisely selected desserts. The financial projection predicts that the business will generate first-year revenue of £225000 at costs of £122200 to provide a net profit of £102500. To cover the £45,000 initial funding needs Sweet Wheels will use capital contributions together with external financing sources. The immediate business objective for Sweet Wheels consists of creating strong brand recognition while finding optimal locations for its establishments and developing dedicated customer loyalty through market-driven promotion methods along with community business partnerships. The company intends to boost existing service routes while gaining corporate catering arrangements and establishing franchise operations to expand its operations.
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2.1 The Product/Service
The Sweet Wheels Coffee & Desserts mobile food truck distributes artisanal coffee along with gourmet desserts to operationally busy urban zones. The business focuses on professional students and event participants to offer ethical coffee combined with hand-prepared delights while delivering high-quality and convenient items. The business provides exclusive convenience for the hurried lives of present-day individuals.
Product/Service Description:
· Artisanal Coffee beverages at the establishment include options for espresso-based drinks various cappuccino lattes and cold brew variations. Premium beans form the base of carefully prepared beverages that customers can modify through different milk options and flavour combinations to match their preferences (Milwood, Hartman-Caverly and Murray, 2022).
· The truck serves gourmet desserts which include baked pastries together with artisanal cupcakes along with seasonal dessert creations. All desserts at our establishment start from local premium materials to produce a delightful experience for customers (Simons, Figueroa and Ossoff, 2017).
Key Features and Benefits:
· Specialists in the company maintain exacting attention to product detail when they create each item which results in reliable taste and display quality.
· With its mobile format, the business can serve customers across high-demand locations and events through a system that provides quality service beyond traditional fixed locations (Loots, 2022).
· The business model delivers two elements that attract modern consumers through its trendy truck design and its active social media engagement (Akhmedova and Suschenko, 2019).
· The business attracts environmentally focused customers through its eco-friendly practices that combine biodegradable packaging with energy-efficient machinery.
Value Proposition:
The coffee and dessert business Sweet Wheels offers artisanal quality through mobile services to create a unique approach. The business provides fresh high-quality products through its mobile operation while eliminating any requirement for a physical base. The company offers a unique blend to fulfil urban life requirements with its special format that leads to increased revisit rates and spontaneous viral marketing.

2.2 SWOT Analysis Summary
A SWOT analysis of the venture reveals key insights:
Strengths:
· The quality of products remains continuously high due to the team of accomplished baristas and pastry chefs who work together.
· The mobile truck function allows quick market adjustments and serves multiple customer hotspots simultaneously (Nguyen, 2017).
· Sustainability and quality dedication make the brand stand out as a contemporary responsible selection among market competitors.
Weaknesses:
· Storage facilities along with production operations become problematic in mobile units because of their restricted floor space compared to standard cafes (Taifa, 2021).
· Mobile structure poses difficulties during operation which involve complex route design and maintenance requirements that carry extra operational dangers.
· The cost to start a modern mobile food business includes high expenses for both obtaining advanced food trucks and their specialised equipment (Rantala, 2024).
Opportunities:
· The business benefits from an increasing demand for artisanal foods sourced locally because it strengthens its distinct product range.
· Office catering services together with event management and local business alliances enable the creation of new profitable business areas (Ryan, 2016).
· Companies that leverage digital marketing and social media channels enjoy real-time location capabilities which strengthens their customer relationships.
Threats:
· Both stationary cafes plus additional mobile food vendors in the market could threaten to reduce the company's total market presence (Mahrous and Hassan, 2017).
· The process of operating may face hurdles from regulatory procedures which require both permits and health and safety applications.
· The market condition changes may decrease the amount of money customers spend on premium foods and beverages (Habilovna, 2024).
Risk Mitigation and Growth Strategies:
The business will protect itself through careful quality checks along with detailed staff education and multiple contingency plans that address operational unexpected situations. The combination of expanding services into different locations plus strengthening digital outreach activities will generate stable market revenue across diverse economic conditions along with building strong customer connections.
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3.1   Key Personnel

Name and Company Position:
PETRE CHIRIAC (Founder & Managing Director), Sweet Wheels Coffee & Desserts

Skills and Experience: 
An individual who holds experience in business management, content writing, and strategic planning, along with experience in operations and project management.
Role and Responsibilities: 
The entrepreneur has extensive experience in business management as well as content writing skills and strategic planning abilities with project management and operations expertise


3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements:
· Marketing and Social Media Manager:
The role entails developing digital marketing initiatives as well as social media platform management with responsibilities to interact with online audiences.
· The fully maximised digital outreach and community engagement requires personnel with advanced expertise in digital marketing analytics (Alfalasi and Kaluvilla, 2023).
· Operations Manager:
The Operations Manager conducts logistics tasks schedules routes and maintains trucks to function effectively.
· The position demands experience with the management of fleet logistics and mobile business operations because we need this skill gap.
· Event Coordinator:
The event coordinator's main functions include overseeing bookings for various events as well as contract negotiation for catering provisions along with executing all on-site operations at large occasions (Marti et al., 2024).
· Event managers who can effectively secure and handle lucrative events through their strong organisational capabilities and event management background will secure success.
3.2.2 Training and Development:
· The company offers barista and culinary workshops weekly to maintain team expertise about present coffee preparation methods alongside dessert-making procedures.
· The venture's staff members will achieve friendly efficient service through ongoing customer service education (Rathore, 2023).
· All staff must pass food hygiene and safety certification which serves both safety standards and superior service maintenance requirements.
3.2.3 Outsourced Support / Key Partners:
· The venture depends on local accounting expertise to develop financial planning solutions while guaranteeing tax compliance and managing cash flow management which ensures transparency with fiscal responsibility (Syaekhoni, Alfian and Kwon, 2017).
· The business will use a specialised automotive service to handle both critical maintenance and customised modifications of their food truck vehicles.
· The business will partner with a qualified digital marketing agency to do branding work including social media advertising and support continuous online engagement (Moreno-Munoz et al., 2016).
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4. MARKET RESEARCH
4.1 Market Information, Trends, and External Factors
The mobile food service sector develops rapidly within metropolitan regions because people adjust their life patterns and prefer exclusive gourmet dining experiences. Increasingly consumers want premium food options available quickly and feature both premium quality along artisanal touch. The market's expansion pattern demonstrates positive conditions for implementing a mobile business that meets both high standards and customer convenience needs (Silva, Duarte and Almeida, 2020).
Current Trends:
· People are now choosing organic food items sourced from their local areas because of increasing concerns about health sustainability. The business possesses excellent potential to attract this market segment due to its focus on premium ingredients and eco-friendly practices (Grandhi, Patwa and Saleem, 2021).
· Becoming digitally enabled has become vital for business success because customers depend on real-time communication through smartphones and social media about products and truck locations to stay loyal.
· The current dining consumer demands more than a meal because they want an experience through their dining encounters. A modern truck design collaborates with engaging customer service to deliver an experience that customers want to share and find unique (Grant, 2021).
External Factors (PEST Analysis Highlights):
· Food truck operators need to thoroughly understand political requirements consisting of local permitting regulations for their operations. The necessary permits should be obtained proactively because this practice ensures regulatory compliance and operational efficiency.
· AOE Economic shifts occur from time to time but urban consumers allocate their discretionary funds to premium dining constantly which supports the business model.
· The business gains additional social attractiveness due to increasing cultural acceptance of supporting local artisanal brands. Actively participating in community events together with maintaining social involvement will play an essential role.


4.2 Customer Profiles
1. Urban Professionals:
· Demographics: People aged 25-45 employed in corporate settings located in city centres.
· Behavior: These consumers emphasise convenience and quality, typically purchasing a high-end coffee experience within brief breaks or commutes (Taifa, 2021).
· Needs: Quick service, quality drinks, and a productive, contemporary consumer experience.
2. Students and Young Adults:
· Demographics: 18-25-year-olds, who are mainly students at local colleges and universities (Grant, 2021).
· Behavior: Tech-savvy and social media active, this segment is attracted to high-quality but low-cost options and visually appealing food experiences.
· Needs: Competitive pricing, compelling promotions (e.g., student discounts), and a brand image that appeals to an active lifestyle.
3. Event and Festival-Goers:
· Demographics: Families, friends, and corporate clients going to local festivals and events.
· Behavior: This category looks for a departure from conventional food stalls and appreciates distinctive, memorable dining experiences that can accommodate more people.
· Requirements: Flexible menu items, quick service, and high-quality products consistently even at times of peak demand.


4.3 Competitor Profiles
1. Local Artisan Cafés:
· Profile: Established, brick-and-mortar cafés with loyal clientele in mind for their warm surroundings and dependable quality.
· Strengths: High brand recognition, cosy atmosphere, and consistent product quality.
· Weaknesses: Lack of flexibility in terms of accessibility and geographic location as compared to a mobile food service.
· Competitive Advantage: Sweet Wheels Coffee & Desserts uses its mobility to hit several high-traffic areas and events, providing a one-of-a-kind on-the-go experience that fixed cafés cannot (Sheth, 2017).
2. National Coffee Chains:
· Profile: Standardised product offerings of large, well-established brands and effective service systems.
· Strengths: Reliable service, widespread brand awareness, and operational effectiveness.
· Weaknesses: Mass production tends to come at the cost of lesser artisanal quality and reduced local authenticity (Mahrous and Hassan, 2017).
· Competitive Advantage: With its focus on handmade products and local supply, Sweet Wheels Coffee & Desserts provides a better, artisanal experience that sets it apart from mass-market competition.
3. Other Mobile Food Trucks:
· Profile: Rival street vendors selling an assortment of street foods, ranging from coffee to desserts.
· Strengths: Greater mobility and reduced operational overheads.
· Weaknesses: Product quality inconsistencies and absence of a robust, distinct brand identity (Sheth, 2017).
· Competitive Advantage: The company differentiates itself on a pledge to top-tier ingredients, steadfast product excellence, and distinctively defined branding appealing to a discerning demographic of customers.
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· 5.1 Price: The product prices express both premium quality and reasonable accessibility through the market rates of £3.50–£4.50 for speciality lattes and £2.50–£4.00 for gourmet desserts. The brand holds a strategic position against upscale cafes and rapid-service competitors through its pricing model.
· 5.2 Product: Premium features in the pricing approach allow the brand to offer speciality lattes between £3.50–£4.50 and gourmet desserts which cost between £2.50–£4.00. These prices enable the brand to compete against upscale cafes as well as quick-service establishments (Zhu and Isa, 2022).
· 5.3 Placement: The company will have a presence in areas with high traffic such as business sectors and schools while providing updates online through a website and social media. Food delivery sites will increase the ease of access.
· 5.4 Promotion: Promotion will integrate digital and conventional methods, such as social media, local partnerships, print publicity, and community event sponsorships. A rewards program will encourage repeat business.
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6.1 Premises
The product prices express both premium quality and reasonable accessibility through the market rates of £3.50–£4.50 for speciality lattes and £2.50–£4.00 for gourmet desserts. The brand holds a strategic position against upscale cafes and rapid-service competitors through its pricing model.
6.2 Equipment
· The business will purchase commercial machines for espresso preparation and grinding equipment which will produce perfect coffee drinks.
· The business will acquire small highly efficient kitchen appliances that enable dessert preparation on-site using refrigeration units to preserve perishable components.
· The business will establish a customised food truck containing advanced kitchen equipment together with modern point-of-sale technology to offer quick cashless payment options (Grandhi, Patwa and Saleem, 2021).
· Sustainable packaging made with biodegradable material will authenticate the business sustainability mission and simultaneously produce a superior customer experience.
6.3 Key Suppliers
· Specialised roasters supplying premium coffee beans from their ethical operations will serve as the coffee bean suppliers due to their commitment to quality.
· The dessert menu will receive fresh high-quality ingredients supplied by ingredient providers who operate as local bakeries and food producers to deliver products with top standards (Cortez and Johnston, 2017).
· A trusted service provider will control food truck upkeep and maintenance alongside necessary modifications through their food truck customisation and maintenance program.
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The following financial summary outlines the projected income and expenditures for the first year of operations:
	EXPENDITURE
	Year 1 (£)

	Company Registration
	500

	Commissary Kitchen Rent/Rates
	12,000

	Staff Wages
	30,000

	Travel/Accommodation for Events
	5,000

	Telephone (mobile) & Broadband
	1,200

	Utilities (Gas, Water, Electricity)
	2,500

	Marketing and Promotional Materials
	4,000

	Insurance
	3,000

	Capital Expenditure (Truck & Equipment)
	40,000

	Training & Development
	2,000

	Accounting/Legal Services
	2,500

	Outsourced Support (Maintenance, etc.)
	3,500

	Stock/Material Purchases
	10,000

	Bank Charges & Office Consumables
	1,000

	Loans Repayments
	5,000

	Total Expenditure
	122,200








	INCOME
	Year 1 (£)

	Sales from Coffee & Desserts
	150,000

	Corporate & Event Catering
	30,000

	Capital Introduced/Funding
	20,000

	Loans/Borrowing
	25,000

	Total Income
	225,000



	YEAR ONE PROFIT/LOSS

	Total Income
	225,000

	Total Expenditure
	122,200

	Profit
	102,800



7.1 	Financial Summary
The projected financial data for the initial year shows positive profitability through £225,000 in revenue while reporting £102,800 in net profits. The main profit drivers for the business stem from locations with high customer traffic and catering services to corporations. The startup capital of £45,000 enables the business to purchase the food truck combined with all necessary equipment. The business expenses include compensation payments and rental costs as well as utility bills promotional costs and maintenance expenses totalling £122,200. A strong branding investment guarantees market competitiveness. The economic prospect facilitates business viability and long-term growth into other areas of service, making the model economically viable in the long term.
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