This is my business plan I wrote for our Shark Tank/Business plan competition in Mr. McHenry’s Business class. This was chosen as an example of my work since it ties into the business portion of my project and is also a work that I take a lot of pride in.
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Executive Summary
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Washed Up Food Truck will bring food to customers at the beach with smiles on our faces. Washed Up Food Truck (WUFT), will bring a tasty and affordable meal to those in need. Our company is in the food truck business market, competing against high priced restaurants in Tahoe and our more indirect competition such as gas stations and people bringing their own food. WUFT will be successful considering, there will always be hungry people at the beach, and there will always be people looking for a cheaper alternative. To start the company we will need roughly 100K.
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Company Description
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Company Profile

WUFT is a mobile amphibious food truck that can go anywhere in the Reno, Tahoe, Carson City area. Our business is still being formed and should start soon. We will be under North American Industry Classification System (NAICS) code 722330.

Company Vision/Mission Statement

To be the 1st Amphibious food truck/boat company in Nevada and or California. Our mission statement is “Bringing smiles and food to you by land and water”.
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Industry Analysis
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Market Need

We will feed hungry families, swimmers, athletes, students, tourists and more so they will not have to leave the beach, pay inflated prices for an unsatisfactory meal, and then return to the beach or go home. People such as younger adults don't have the money to go buy expensive meals and in some cases you may have to pay to park so why would you leave risking your spot and wasting your money when we can pull up to the beach and serve you a hot meal without the inflated prices.

Market Fundamentals

Market/Industry Overview

WUFT will be competing in the restaurant business primarily against restaurants, fast food, and other food trucks. WUFT will also be competing against gas stations, supermarkets, and those that bring their own food to the beach.

Market/Industry Trends

Recently the food truck business has become more popular and has expanded, this means people will be more willing to purchase food from food trucks. Another result is that there are more food trucks to compete against to fill the market need. Our Business will peak during the summer seeing how we are a food truck/boat. There will be a more centralized amount of people to target.

Relevant Market Size

We believe WUFT can realistically serve 100-200 customers before running out of inventory. After running out of inventory we would either close for the day, or later when we are more successful, go to our Tahoe food cellar and restock.

Unique Qualifications
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Our business will succeed because we can serve customers from land and water during any season. We are a young group of kids that knows what the younger crowd wants so we will be able to do what it takes to attract that crowd.

Target Market
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Customer Needs

Our target customer will be looking for cheap and convenient food that will keep them from leaving the beach or event.

Target Customer Profile

The target customer of WUFT is hungry families and groups of friends having fun and relaxing at the beach. So we are looking at ages 16-54. We will also be expecting to see swimmers,students, athletes, and tourists.
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Competition
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Direct competitors

Our direct competitors at Zephyr are Toast Tahoe, ​Sam's Place Bar & Grill, Coyote Grill, Subway, Harumi, and ‘Capisce?’.

Our competitors strengths include an already set customer base where the customer knows the business and has shopped there before and built a relationship with that business where as in our case we are brand new and need to build that trustful relationship between us and our customers. Another strength our competitors have over us is there ability to be open during winter months when we might not be able to go out on the lake or drive the amphitruck around.

Our competitors weaknesses include the fact that they are a set location, and they can't follow the crowd and be at the beach during activities or long packed beach days where there is a ton of people that may be hungry. Another weakness may be the fact that people want something new and they can't get that at the same places around tahoe that they may have been to numerous times.

Indirect Competitors

Our indirect competitors include the people who bring their own food to the beach or places that aren't specifically selling food such as gas stations. there are two gas stations around Zephyr and they are Lake Tahoe Oil Co and Michelsen’s Gas A Mart Inc.

Indirect competitors strengths for the people that bring their own food may be the fact that they can choose what they want and it may be a lot cheaper than going to a restaurant. Indirect competitors such as gas stations may be able to sell cheaper snacks to beach goers. They might not sell full meals but for people on the go trying to get to the beach fast it might be their only choice.

Weaknesses for our indirect competitors may be the fact that they are not getting a full meal from the snacks they bring or buy at the gas stations. Another weakness might be the fact
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that their food goes bad from their ice melting from the heat and it is no longer good to eat or, they simply run out and are still hungry but now willing to give up their spot to go out and eat.

Competitive Advantages

Our obvious competitive advantage is the fact that we are mobile and can be on land and water if needed. The price of our food is another big advantage for the small spender at the beach looking for a meal. Our prices will be reasonable compared to the normal tahoe prices. We also have the ability to switch up the menu on a minutes notice where as for our competitors they have to take the time to go out prep the food and still figure out if their customers like it. We can see if they like the food and make changes according to that. We are fast and can make changes according to the weather or any other factors. The fact that we can stay mobile on land and water is something that our competitors cannot emulate. Our competitors over time may be able to emulate our menu but in the time that they change their menu we can change ours many times just to follow the crowd and their tastes. For our competitors their price may not be able to change their prices like us because of the high prices they pay to be in the Tahoe area. We can acquire our food in Carson for cheaper prices so we don't have to pay those high prices that other restaurants do.
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Marketing Plan
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Products and Services

Our products are the food we create for our customers. We do not have a set menu for our products because we can always change it up and add or take items off the menu. Some of our products include the normal burgers, fries, and ice cream. We also have some more unique products such as a bacon wrapped corn dog and steak tacos. Our services would mainly be centered around the beach and in and around big groups of people looking for a meal on the go.

Branding and Promotions Plan

We want to show our brand positioning like that of Dutch Brothers. They are a happy outgoing company that is always trying to make their customer happy and make their day better. We want to make people smile when they see us and want to come over and see our menu and want to try some of our food. We want people to look for us when they come to the beach and we want to be a household name that people recognize as being a family friendly place that everyone wants to go to. We mainly plan to target the 16-35 age group. That is the group that would go to the beach with friends and still want to go out and have fun and try new things. We may be able to bring in some people out of our age group to try our food but when a family comes to the beach with kids they tend to bring food for them so we don't want to target that group too much. We plan to promote us the old fashioned way and just drive around and talk to people. We want to give out samples to people to see where we need to change our recipes and see what our customers like. Since we are targeting younger people we can also use social media such as facebook to provide locations and times to beach goers. We want to drive to the beach
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and play music and attract people and provide them with a reasonably priced meal with a great taste.

Distribution Plan

We plan to sell our products directly to our customers. We will get out mostly by word of mouth to bring in more and more customers. Since we are a food truck we have to sell directly from our truck. We also plan to get our inventory from Walmart and buy some of our products in bulk from Costco. We will then travel to Tahoe to sell our products directly.
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Operations Plan
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Key Operational Processes

In order to achieve success we will need to sell an average of nine hundred dollars a day during the summer and spring to stay successful. During the winter we predict to make an average of one hundred dollars a day. At this rate we will be profitable in two years not including unexpected expenditures. We will need to be at the beach or around town selling food 6 days a week and we would skip monday. This way we have time to relax stock up and clean the truck.

Business Milestones

Our milestones we plan on accomplishing over the next 1-3 years to become successful includes becoming profitable in 2 years and expanding our business to other locations like Arizona or Vegas. We want to expand our customer bases and become a household name that people will recognize at the beach and want to come see us and try our food.
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Management Team
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Management Team Members

There is one key member to our management team, Logan Mead. He will drive the truck to and from locations as well as prepare, cook, and serve food. He is also in charge of keeping inventory and preparation of the food truck/boat and after a service day he would clean the truck so it will look and stay clean inside and out.

Management Team Expansion

Once we reach our milestone of becoming profitable we plan on launching another food truck/boat in a separate location which would then require us to hire another person to manage that boat. Logan would split up his time between boats to ensure a similar experience from the boats. Eventually employees would be managed by a boat manager, and boat managers would report to Fleet Captain, Logan Mead.
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Financial Plan
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Revenue Model

We will generate revenue by selling food products to our customers at the beach or around town. Most of our profit will be from larger meals so we will recommend those to our customers

Topline Projections
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	Seasons
	Other Seasons
	
	
	
	

	WUFT
	Sales
	Profit
	Summer Sales
	Summer Profit
	Total Sales
	Total Profit

	
	
	
	
	
	
	

	Year 1
	13500
	$30,900.00
	44100
	$66,000.00
	57600
	$96,900.00

	
	
	
	
	
	
	

	Year 2
	15500
	$35,500.00
	50700
	$75,900.00
	66200
	$111,400.00

	
	
	
	
	
	
	

	Year 3
	15500
	$35,500.00
	50700
	$75,900.00
	66200
	$111,400.00

	
	
	
	
	
	
	

	Year 4
	15500
	$35,500.00
	50700
	$75,900.00
	66200
	$111,400.00

	
	
	
	
	
	
	

	Year 5
	15500
	$35,500.00
	50700
	$75,900.00
	66200
	$111,400.00

	
	
	
	
	
	
	


Funding Requirements/Use of Funds

To start up our business we will need around 100 thousand dollars. This will go mostly toward actually buying the DUKW and customizing it to fit serve and store food. The rest will go into buying licenses, food, insurance, equipment, and tools. The look of our DUKW and the music is part of how we want to really display our friendly culture.
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Exit Strategy (Repayment Strategy)

Debt investors will receive half of our profit after the first year up until they are fully paid off.
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