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EXECUTIVE SUMMARY

Walter is a food truck for dogs. The goal of Walter is to provide convenient, healthy and simple dog treats to caring and loving owners. Walter will be an oasis in the busy city of New York City. Inspired by the natural beauty and simplicity of life on the West Coast of Canada. Walter will be a West Coast break for dogs and their owners in a busy East Coast city.

WHAT.

Walter is a food truck for dogs that provide healthy, simple and convenient dog treats.

WHO.

Walter serves NYC dog owners’ simple, organic, grain-free treats for their dogs.

WHY.

Walter’s will cater to the needs of the dog owners in New York City. Walter will be the first year round food truck for dogs that will offer convenient treats to dog owners in NYC.

The brand is be defined by three characteristics Friendly, Simple and Healthy.

WALTER is FRIENDLY

We know that walking your dog can be the highlight of your day and we want to be part of that. We will remember your name, or at least your dog’s name. We value the time you take to say hello and are grateful for your business. We want to make the best part of your day even better.

WALTER is SIMPLE

Walter’s menu is simple. We have three types of jerky called Walter’s Bark, one seasonal cookie and a frozen treat. All products are priced at one dollar. In addition we have coffee and tea for humans - also priced at one dollar.

WALTER is HEALTHY

All dog treats are organic, grain-free and made locally in Brooklyn.

MANAGEMENT PLAN

Legal Form of Business: Walter’s will be a Limited Liability Company with a sole owner. Head Chef, Jennifer Passas is the owner-operator and will take on the responsibilities of day-to-day operations.

Advisory Board: An advisory board will be established to help the entity succeed this board will be comprised of experienced community leaders and professional whose main objective to help Walter’s achieve business goals. The members of the advisory board will meet at the end of each quarter. Potential members will include:

1. Owners of businesses in NYC that cater to the pet industry that can give insight into current trends

2. Butcher shop owners who can give insight into farming, wholesale meat costs and market trends.

3. Food truck owners not catering to dogs to give insight on current best practices for food truck maintenance and growth as well as NYC licencing and bylaws.

	WALTER Business Plan
	3


TARGET CONSUMER

American pet owners have a higher average household income of $65,000. (Brough, 2014) Most pet owners that live in urban areas like NYC tend to indulge in pet spending on extra-comforts for their pet including luxurious bedding, pet clothing and high-end pet foods. (NYCEDC, 2012) Even when spending decreases during times of recession in the economy spending on pets remains the same. (Brough, 2014)

Dog ownership in ages 18-65+ is fairly consistent. The highest percentage of dog ownership is in the 30-49 year old bracket - equally weighted in males and females. (Viegas, 2014)

Based on this Walters will focus on the 35-64 year old bracket. This demographic spends the most on their dogs per year. The great thing about this demographic is that there are constantly more dog owners coming into this demographic which will ensure a strong customer base for Walter for years to come.

INDUSTRY

There are approximately 600,000 pet dogs in NYC. It is estimated that the pet industry in NYC exceeded $1.5 billion in 2013, which equates to each owner spending $1,350 on each pet for that year. (Brough, 2014) It is expected that pet industry will grow by 4% annually through to

2017.(Viegas 2014) In addition, the National Restaurant Association’s 2014 forecast, food trucks make up one of the fastest-growing sectors of the restaurant industry, with 2013 sales of nearly $700 million, or about 1 percent of total US restaurant sales. (Gan, 2014) A 2012 study by Emergent Research projected that food truck revenue would quadruple to $2.7 billion by 2017. (Mayyasi, 2013)

MARKET OPPORTUNITY

There are currently no year-round food trucks for dogs in NYC. There are two other food trucks that operate seasonally that serve dog treats. Walter will be the only year-round food truck for dogs that serves grain-free, organic treats for dogs. Pet owners are indulging their pets now in different ways than ever before. Giving their dog a treat satisfies the owner and gives them great joy. That said, pet owners now are very conscious of what they are feeding their pets. There are four key factors currently that are fuelling pet food sales. (Viegas, 2014) They are:

1. Innovative products,

2. Shorter product lifestyle (customers want to feed the freshest possible foods to their pets),

3. Healthier Products

4. Convenience

Walter offers all of these factors to customers. All food products served on the food truck are sourced locally (within NY State). Meats are supplied by ARE Farm located in upstate New York and all ingredients for baked and frozen goods supplied by the truck are from ACE Natural Organic Wholesale located in New York. The treats will be prepared by Jennifer Passas at the Brooklyn Commissary before the start of each week, which will keep the supply fresh. The Walter food truck will be cleaned, maintained and stored at the Brooklyn Commissary. The
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Brooklyn Commissary will provide the kitchen needs for Walter as well as storage for ingredient supplies.

The truck will concentrate its business in four key areas throughout the year: Upper West Side, Upper East Side, Astoria, and Williamsburg. These are the areas in NYC that have the highest dog ownership in the city. (NYCEDC 2012) The truck will be parked close to parks and operate five days a week in the morning 7-10am and afternoon/ evening 4-7pm to service owners and pets on their daily walks.

COMPETITIVE MAPPING
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START UP COSTS AND FUNDING

The initial start up cost for Walter would be $53,788.00 The funding for this would come from the owner Jennifer Passas and from a US small business loan and through the Food Truck Crowd Funding organization Food Start.

Breakdown of Funding

Jennifer Passas - $29,583.40

Small Business Loan - $20,000.00

Food Start – Crowd Funding - $4,583.40

BUSINESS MODEL

Walter will have a one cost model. One of the key characteristics of Walter Food Truck is simplicity. Therefore the cost of items at the dog truck will be very simple. Dog treats and human beverages are all $2.

THE MENU

BARK

Walter offers three types of ‘Bark’, which is a natural jerky, made from local organic meat. The bark cleans teeth and helps maintain proper oral health. The bark will be sold in 2-ounce strips. The Bark comes in three flavours:

BEEF (Walter’s Bark),

DUCK (Ducky Bark)

PORK (Piggy Bark).

SEASONAL TREATS

Walter offers one baked seasonal treat outside from the Bark. The type of treat varies from season to season. All treats are made without sugar, salt, preservatives or dyes.

Fall Cookies - Bark-O-Lanterns

Winter Cookie - Ginger Balls

Spring - Parsley Squirrel Bites

Summer - Chicken Carrot Chilly Bones

FROZEN TREAT

Walter offers a year round Yogurt Peanut Butter Pupscile. Made with organic yogurt, peanut butter, and banana with a jerky strip.

FOR THE HUMANS

Stumptown Coffee and an assortment of Tzoa Teas are available for dog owners.

Cups, Milk, Sugar and stir sticks will be available.

FINANCIALS

Please see Appendix
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GO TO MARKET STRATEGY

Before Hitting the Street:

Before going to market, Jennifer Passas, owner and operator of Walter will produce a sample bath of dog treats at Brooklyn Commissary. Walter, Food Truck business will submit a request to set up a table at a variety of Grow NYC Greenmarket Farmer Markets around the city of NYC. The locations that Walter will do business (Upper West Side, Upper East Side, Williamsburg, Astoria, and Middle Village) will be the markets that Walter will target. A branded Walter, Food Truck table will be set up and will sell the products on the Walter menu to customers at the Market. This will provide key learning for the business before it goes to market.

1. Involve customer feedback early

2. Get a sample audience

3. Start small and grow, innovate, be flexible and adapt to serve customers Based on feedback the products will be refined.

At the food market Walter will position Walter water bowls for dogs around the market and in the parks near by. The water bowl will have the Walter logo as well as a message in the bowl that reads: Walter is Coming. This will help start the brand awareness process. In addition at the Walter table in the Farmers Market customer will be given information on Walter’s facebook page, Instagram feed and the Walter App that will help them find the business once it hits the streets.

Advertising

Walter will have paid advertisements on dogster.com and Facebook. The business will also have sponsor ads on NYC Meet Up groups that are dog focused in the four key areas where the food truck will be located.

The Future of Walter

A second food truck would be added to the business if the demand were great enough. As the business grows Walter would offer branded products such as Walter travel coffee cups, Walter leashes and collars. These products could be sold in local pet apparel businesses.

Walter would consider selling its food products in local pet bakeries if the fit was right. Since a key part of the business of Walter is on friendliness and the service provided the decision for another business to sell a Walter product would have to be carefully considered.
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Appendix A

Walter Business Plan - REVENUE GENERATION
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	# of units
	
	
	
	
	

	Services
	Price ($)
	
	# of units
	
	
	
	sold per
	
	
	
	
	Total $

	
	
	
	sold (day)
	
	
	
	month (20
	
	
	
	
	(20 days)

	
	
	
	
	
	
	
	
	
	
	days)
	
	
	
	
	

	Dog Treats
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	$ 5,000

	Walters Bark (Meat)
	$ 2
	
	
	25
	
	
	500
	
	
	
	
	$ 1,000

	Piggy Bark (Pork)
	
	
	$ 2
	
	
	25
	
	500
	
	
	$ 1,000

	Ducky Bark (Duck)
	
	
	$ 2
	
	
	25
	
	500
	
	
	$ 1,000

	Seasonal Treat (Cookie)
	
	
	$ 2
	
	
	25
	
	500
	
	
	$ 1,000

	Frozen Yogurt Treat
	
	
	$ 2
	
	
	25
	
	500
	
	
	$ 1,000

	Human Treats
	
	
	
	
	
	
	
	
	
	
	$ 2,000

	Cup of Coffee
	$ 2
	
	
	30
	
	
	600
	
	
	
	$ 1,200

	Cup of Tea
	
	
	$ 2
	
	
	20
	
	
	400
	
	
	
	$ 800

	Total units sold monthly
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	3500

	Monthly Revenue
	
	
	
	
	
	
	
	
	
	
	$ 7,000

	Unit Sales price
	
	
	
	
	
	
	
	
	
	
	
	$ 2
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Walter Business Plan: EXPENSES

[image: image15.png]


 Start-up Costs

Initial investment

Food Truck

Food Protection Health Course [image: image2] Food Cart Licence

Coffee Maker

[image: image3] Walter App Development

Vinyl Wrapping Costs for Truck

[image: image4] Freezer

Fridge

[image: image5] Dog Bowl costs (50)


10

[image: image9.png]



	Price ($)
	%

	
	
	

	$ 46,397
	
	

	$ 30,000
	
	64.66%

	$ 100
	
	0.22%

	$ 1,500
	
	3.23%

	$ 200
	
	0.43%

	$ 8,000
	
	17.24%

	$ 5,000
	
	10.78%

	$ 1,000
	
	2.16%

	$ 500
	
	1.08%

	$ 97
	
	0.21%
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	Monthly costs
	
	
	Price ($)
	%

	
	
	
	
	
	
	
	

	Fixed Costs
	
	
	$ 1,525
	
	
	37.34%

	Commissary Costs (Food prep, storage, cleaning
	
	
	
	
	
	
	

	of truck and parking)
	$ 600
	39.34%

	Accountant fee
	
	$ 200
	
	
	13.11%

	Truck Insurance
	
	$ 350
	
	
	22.95%

	Food Truck Liabilty Insurance (FLIP)
	
	$ 25
	
	
	1.64%

	Credit/Debit card machine rental fee
	
	$ 100
	
	
	6.56%

	Emergency Fund
	
	$ 250
	
	
	16.39%

	Variable Cost
	
	
	$ 2,559
	
	
	62.66%

	Organic Wholesale Beef
	
	
	$ 150
	
	
	5.86%

	Organic Wholesale Pork
	
	$ 150
	
	
	5.86%

	Organic Wholesale Duck
	
	$ 150
	
	
	5.86%

	Brown Rice Flour
	
	$ 30
	
	
	1.17%

	Organic Eggs
	
	$ 4
	
	
	0.16%

	Canned Pumpkin
	
	$ 10
	
	
	0.39%

	Flax Seed
	
	$ 11
	
	
	0.43%

	Organic Yogurt
	
	$ 11
	
	
	0.43%

	Peanut Butter
	
	$ 4
	
	
	0.16%

	Bananas
	
	$ 4
	
	
	0.16%

	Brown Paper Bags
	
	$ 10
	
	
	0.39%

	Printing on Brown Paper Bags
	
	$ 25
	
	
	0.98%

	Coffee Cups
	
	$ 50
	
	
	1.95%

	Printing on coffee cups
	
	$ 78
	
	
	3.05%

	Stir Sticks
	
	$ 5
	
	
	0.20%

	Napkins
	
	$ 20
	
	
	0.78%

	Wholesale Coffee
	
	$ 45
	
	
	1.76%

	Organic Tea sold in bags
	
	$ 30
	
	
	1.17%

	Milk for Tea and Coffee
	
	$ 80
	
	
	3.13%

	Sugar Packs
	
	$ 12
	
	
	0.47%

	Gas for Truck
	
	$ 500
	
	
	19.54%

	Office Supplies
	
	$ 50
	
	
	1.95%

	Cleaning Supplies
	
	$ 50
	
	
	1.95%

	Advertising
	
	$ 80
	
	
	3.13%

	Owner remuneration
	
	$ 1,000
	
	
	39.08%

	
	
	
	
	
	
	

	Operational cost (fixed + variable)
	
	
	
	
	
	$ 4,084

	Initial Investment
	
	
	
	$ 46,397
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Appendix C

Walter Business Plan: BREAK EVEN POINT
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	YEAR   MONTH
	GROWTH
	
	NET
	
	INITIAL
	
	FIXED
	
	VARIABLE
	
	TOTAL
	
	TOTAL

	
	RATE
	
	REVENUE
	
	INVESTMENT
	
	COST
	
	COST
	
	COST
	
	PROFIT

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Jan
	0%
	
	$ 7,000
	
	$ 3,866
	$ 1,525
	
	$ 2,559
	
	$ 7,950
	
	-$ 950

	
	
	Feb
	1%
	
	$ 7,070
	
	$ 3,866
	$ 1,525
	
	$ 2,585
	
	$ 7,976
	
	-$ 906

	
	
	Mar
	1%
	
	$ 7,141
	
	$ 3,866
	$ 1,525
	
	$ 2,610
	
	$ 8,002
	
	-$ 861

	
	
	Apr
	1%
	
	$ 7,212
	
	$ 3,866
	$ 1,525
	
	$ 2,637
	
	$ 8,028
	
	-$ 816

	
	
	May
	1%
	
	$ 7,284
	
	$ 3,866
	$ 1,525
	
	$ 2,663
	
	$ 8,054
	
	-$ 770

	I
	
	Jun
	1%
	
	$ 7,357
	
	$ 3,866
	$ 1,525
	
	$ 2,690
	
	$ 8,081
	
	-$ 724

	
	
	Jul
	1%
	
	$ 7,431
	
	$ 3,866
	$ 1,525
	
	$ 2,716
	
	$ 8,108
	
	-$ 677

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Aug
	2%
	
	$ 7,579
	
	$ 3,866
	$ 1,525
	
	$ 2,771
	
	$ 8,162
	
	-$ 583

	
	
	Set
	2%
	
	$ 7,731
	
	$ 3,866
	$ 1,525
	
	$ 2,826
	
	$ 8,218
	
	-$ 487

	
	
	Oct
	2%
	
	$ 7,885
	
	$ 3,866
	$ 1,525
	
	$ 2,883
	
	$ 8,274
	
	-$ 389

	
	
	Nov
	2%
	
	$ 8,043
	
	$ 3,866
	$ 1,525
	
	$ 2,940
	
	$ 8,332
	
	-$ 289

	
	
	Dec
	2%
	
	$ 8,204
	
	$ 3,866
	
	$ 1,525
	
	$ 2,999
	
	$ 8,391
	
	-$ 187

	
	
	Jan
	3%
	
	$ 8,450
	
	$ 0
	$ 1,525
	
	$ 3,089
	
	$ 4,614
	
	$ 3,836

	
	
	Feb
	3%
	
	$ 8,704
	
	$ 0
	$ 1,525
	
	$ 3,182
	
	$ 4,707
	
	$ 3,997

	
	
	Mar
	3%
	
	$ 8,965
	
	$ 0
	$ 1,525
	
	$ 3,277
	
	$ 4,802
	
	$ 4,163

	
	
	Apr
	4%
	
	$ 9,323
	
	$ 0
	$ 1,525
	
	$ 3,408
	
	$ 4,933
	
	$ 4,390

	
	
	Mai
	4%
	
	$ 9,696
	
	$ 0
	$ 1,525
	
	$ 3,545
	
	$ 5,070
	
	$ 4,627

	II
	
	Jun
	4%
	
	$ 10,084
	
	$ 0
	$ 1,525
	
	$ 3,686
	
	$ 5,211
	
	$ 4,873

	
	
	Jul
	4%
	
	$ 10,488
	
	$ 0
	$ 1,525
	
	$ 3,834
	
	$ 5,359
	
	$ 5,129

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Aug
	5%
	
	$ 11,012
	
	$ 0
	$ 1,525
	
	$ 4,026
	
	$ 5,551
	
	$ 5,461

	
	
	Set
	5%
	
	$ 11,562
	
	$ 0
	$ 1,525
	
	$ 4,227
	
	$ 5,752
	
	$ 5,811

	
	
	Oct
	6%
	
	$ 12,256
	
	$ 0
	$ 1,525
	
	$ 4,481
	
	$ 6,006
	
	$ 6,251

	
	
	Nov
	6%
	
	$ 12,992
	
	$ 0
	$ 1,525
	
	$ 4,749
	
	$ 6,274
	
	$ 6,717

	
	
	Dec
	6%
	
	$ 13,771
	
	$ 0
	$ 1,525
	
	$ 5,034
	
	$ 6,559
	
	$ 7,212
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Walter Business Plan: BREAK EVEN POINT

	FIXED COST | REVENUE | TOTAL COST




· 16,000

· 14,000

· 12,000

· 10,000 $ 8,000 $ 6,000 $ 4,000 $ 2,000

$ 0
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	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Set
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar
	Apr
	Mai
	Jun
	Jul
	Aug
	Set
	Oct
	Nov
	Dec

	
	
	
	
	
	
	
	
	
	
	Year I | Year II
	
	
	
	
	
	
	
	
	
	


Appendix D Walter Business Plan: FINANCIAL PROJECTIONS

	First year
	
	
	
	Second year
	
	
	

	Number of Units Sold
	42000
	
	Number of Units Sold
	59809

	
	
	
	
	
	
	$

	
	
	
	
	
	127,30

	Revenue
	$ 89,397
	
	Revenue
	3

	
	
	
	
	
	$

	Total Cost
	$ 97,576
	
	Total Cost
	64,838

	
	
	
	
	
	
	

	
	
	
	
	
	
	$

	Net Income
	-$ 8,179
	
	Net Income
	62,465
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	Income growth
	6.64


