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1. Executive Summary

Most of us have an unforgettable memory of the smell and the taste that takes us back to 

childhood. Riding on a delightful colored food bike cart, “Formosa Bites on Wheels” is 

bringing our favorite childhood snack - wheel cakes with a variety of flavors to the 

Netherlands, where we shared a historical connection through Dutch Formosa in the 17th

century and have developed a flourishing trade relationship over years. It was during the 

Dutch colonial time that the Dutch East India Company (VOC) began to farm sugarcane and 

rice for export. On the other hand, wheel cakes are traditional Taiwanese snacks and became 

popular these years especially in some metropolitan cities such as London and New York. 

“Formosa Bites on Wheels” will establish our E-bike food cart at Markthal, Rotterdam in the 

Netherland by offering Taiwanese snacks - wheel cakes and 100% BIO Taiwanese tea-based 

drinks with the service of online ordering and delivery, taking part in food festivals and social 

events as well as Asian catering service in the long run. According to the survey of the diet 

of the Dutch, out-of-home-consumption accounted for 31.7% of the total food expenditure 

with an average annual growth rate 3.7% until 2021. Furthermore, the food service sectors 

of home delivery and street stalls are booming and expected to increase by roughly 8% and 

3% respectively. 

We plan to develop a variety of creative flavors by stamping our designed logos for different 

flavors to allure our customers’ imagination and make the tasty journey unforgettable. On 

the other hand, the Netherlands government has launched a new scheme to cut food waste by 

half in 2030 compared to the 2015 figure. Our team believes that we can all play an active 

role to reduce food waste for the benefits of our community and supporting the policy. 

Therefore, we’ll strictly source ingredients locally and choose green vendors complied with 

environmental and social goals, as well as control inventory to optimize our operational 

process in a sustainable way. Our diverse wheel cake menu will include Taiwanese classic 

flavors and daily specials depending on the surplus ingredients from local markets and 

supermarkets. Except for wheel cakes, we’ll be serving Taiwanese tea as a symbol of greeting 

friends, as well as a tea drinking habit fits well with a healthy lifestyle in the Netherlands. 

Although the Netherlands is a relatively small country with about 17 million inhabitants, it 
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is Europe’s fifth largest consumer of tea. Tea consumption amounted to 9 thousand tons in 

2015, with around 90% of all inhabitants drinking tea. Consumers are increasingly interested 

in green tea, rooibos, herbal/traditional medicinal tea and slimming tea due to growing health 

awareness in the Netherlands. 

Rotterdam is a thriving dynamic city with a wealth of cultures and ethnicities from all over 

the world comprising more than 170 nationalities, where consumers are more diverse with 

high willingness to try new things. In terms of high-footfall area (an average of 150,000 

visitors a week and 76% of the visitors makes a purchase), our primary selling point is chosen 

to be in the center of Rotterdam by placing our food cart at Markthal, right next to the largest 

open market in Europe and the transit of railway and metro station. Furthermore, our target 

customers are Millennials who have a strong preference for convenience, as well as put a 

high priority on health, wellness and social awareness, resulting in not only sharing but also 

influencing via social media at the same time. In the long term, “Formosa Bites on Wheels” 

plans to gather Taiwanese fellows who have a great passion for promoting Taiwanese culture 

and cuisine, building up a firm relation with Taiwanese associations in the Netherlands. “No 

food catering” is designed to turn leftover into a delicious meal by sharing simple homemade 

recipe along with offering Asian catering services for corporations, campus or private events. 

As a whole, we are commit to taking action on food reduction from farm to fork and make a 

positive impact in our community.  

Our operational plan will be firstly setting up our own website and social media platforms, 

offering online ordering and delivery for the first three months. Secondly, our fixed stand in 

the central market will run by a part-time and a full-time employee, promoting a sustainable 

mobile cuisine to attend green festivals and sustainable food truck events during summertime. 

Thirdly, our team will provide Taiwanese and Asian recipes online and catering service 

offline at a workshop, corporate events and campus activities. Meanwhile, we’ll structurally 

reduce food waste from farm to fork in our food preparation and catering services by sourcing 

ingredients locally and choosing green vendors in supply chain management, and can 

eventually bring benefits to our community.  

The estimated six-month period startup expenses can bootstrap by our owner of the company, 

which is approximately €26,600. The main initial costs derived from the rent in the central 
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market and wages due to a high income economy. Since our business starts with our online 

operation for the first three months, our sales will be projected for nine months generated 

from our fixed stand and demand forecast is aligned with the growth percentage in street stall 

sector from 2020. To reach a breakeven point, the weekly sold quantities should be 385, 410, 

415 units for snacks and 428, 455, 461 units for beverages over a three-year period of 2019, 

2020 and 2021. Based on sales forecast and estimated annual costs, gross profit margin can 

reach 62.5% for snacks and 54.55% for beverages until 2021. Correspondingly, our 

breakeven annual sales are estimated to generate total revenue of €95,159.98, €135,078.66 

and €136,823.57 during the first three years. In the first year of operation, our projected sales 

can reach a break-even point for almost six months, which will roughly be achieved by the 

end of September. 

To sum up, our business can be profitable by running step by step from online to offline 

operation,  

combining strategic marketing tools and realizing sustainable practices. At “Formosa Bites 

on wheels”, we aim to extend our connection with our local communities in the Netherlands 

towards bringing Taiwanese cuisine and culture while achieving a better and more circular 

food system.  

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 
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2. Company Description 
2.1. Company Profile 
“Formosa Bites on Wheels” starts to peddle on a E-bike food cart by making Taiwanese 

wheel cakes, while stamping unique logos for a variety of flavors to add more fun and 

creativity, where these tempting bites are connected with Taiwanese early childhood, and 

retaining flexibility to adapt to local tastes with diverse hearty fillings. Except for wheel cakes, 

“Formosa Bites on wheels” is dedicated to serving high-quality and authentic Taiwanese tea-

based drinks as a welcoming greeting, which not only can quench our thirst, but also can 

refresh mind to unleash our full potential and live in a wellness lifestyle in the long run. 

Beyond a savory journey, our business aim to raise social awareness to fight food waste by 

acquiring unsold leftover but good quality ingredients at local markets and supermarkets, as 

well as offering Taiwanese catering service to turn food surplus into simple delicious meals.  

The image of our company’s logo can make an association with Formosa island - Taiwan, 

where a bunch of warm-hearted people live and have pure enthusiasm for scrumptious food. 

Besides, the round shape not only links to our main products - wheel cakes, but also stands 

for a circular food system. Our business aspires to deliver nutritious and tasty bites to inspire 

our team, customers and society who desire to lead a joyful, creative and sustainable lifestyle 

as much as we do!  

 
 

 
Figure 1- “Formosa Bites on Wheels” Logo 

 
2.2. Mission Statement 
To bring back a taste of childhood happiness, our passion and dedication lies in providing 

authentic and creative Taiwanese wheel cakes and Taiwanese tea-based drinks for people of 

all ages. Our company commits to offering savory, healthy and sustainable products and 

service by means of constantly developing diverse flavors, sourcing local ingredients and 

Formosa Bites 

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 
	

5 

optimizing our process to reduce waste and create value for the benefits of our society and 

ecosystems. 

 

2.3. Goals and Objectives 
Our initial goal is to recall our childhood happy memories: a tasty snack with a delightful 

image. In the short term, “Formosa Bites on Wheels” aims to determine breakeven horizon 

and position ourselves as No.1 Taiwanese snacks and tea-based drinks, featuring innovative 

tasty flavors and healthy product portfolios. In addition, our objective is to reduce food loss 

and waste through our supply chain internally and collaboration externally. In the long term, 

we keep facilitating the spread of Taiwanese cuisine and culture on our website and social 

media platforms and will expand our service in catering sector of Asian cuisine. 

 

Objectives: 
1. Reach breakeven point in sales volume and amount in the first year. 

2. Establish our brand as Taiwanese No.1 wheel cakes with a hearty of diverse fillings, as 

well as serve authentic and healthy Taiwanese tea-based drinks. 

3. Drive a positive change in reducing food waste and continually seek collaboration to 

make positive impacts on our communities and environment in a sustainable manner. 

4. Boost Taiwanese cuisine and culture in the Netherlands.  

5. In the long run, aim to build up Asian catering networking in the Netherlands. 

 

2.4. Key to Success 
“Formosa Bites on Wheels” pursues a focused differentiation leadership strategy to target 

Millennials1, who have a strong willingness to try new flavors and pay more for safe, healthy 

and sustainable food, leading a wellness lifestyle with social awareness. Every adult craves 

to go back to their childhood days, be carefree once again and still stay healthy. Our main 

goal is to fulfill our customers’ childhood happiness and imagination by offering Taiwanese 

classic wheel cakes with our unique logos for different creative flavors. Furthermore, we will 

constantly invent our seasonal fillings and provide daily specials - not only to trigger our 

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 
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customers’ curiosity and excitement, but also to promote the “no food waste” awareness by 

acquiring surplus ingredients from local markets and supermarkets. We continue to take an 

active role in cutting down on food waste, strictly implementing an effective inventory 

control and further distribute the remaining products to the local communities in need, while 

we also encourage our customers to “bring your own cup or bottle” as a means to reduce 

waste and boost urban sustainability. We seek strategic partnerships to organize or participate 

in no food waste social events and activities. Correspondingly, our catering service will also 

follow this policy while working closely with Taiwanese associations in the Netherlands. We 

strive to create memorable touching points through both online and offline channels to 

experience a joyful, savory and sustainable journey. Overall, we attempt to bring the 

authentic food and features of Taiwanese culture to everything we do - customer-oriented 

service along with a pleasant, welcoming and fun atmosphere.  

 

2.5. Legal Form and Ownership 
“Formosa Bites on Wheels” will be registered as a sole proprietorship (one-man company or 

Eenmanszaak in Dutch) 100% owned by one person, who has total and unlimited personal 

liability of the debts incurred by the enterprise. As initially setting up a small business, our 

company operates on our own by self-funding without any establishment fee or capital 

guarantee required. Besides, there are several tax and funding benefits to start a new business 

in the Netherlands2, collectively known as the ondernemersaftrek (entrepreneurs’ deduction). 

In general, the VAT tax rate is 21%, levied on the sale price. A reduced VAT rate adjusted 

from 6% to 9% with effect from 1 January 2019, which mainly applies to the sales of common 

products (food, drink, agriculture, medicines, books etc.)3. For one-person business under 

“small-sized entrepreneurs” condition, we’re able to deduct business-related costs from our 

annual income, including materials and equipment, transportation and study expenses, 

services related to our work, workspace leasing costs etc. Appendix 1 shows the comparison 

of legal forms in the Netherlands.  

• Establishment: free 

• Capital required: none 

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 
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• Governance: owner 

• Liability: private 100% 

• Taxation: VAT/ Income tax/ Payroll tax for employees 

 

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 
	

8 

3. Industry and Market Analysis 
3.1. Netherlands Economic and Investment Overview 
With a population of 170 million, the Netherlands, the 16th largest economy of the world and 

the sixth largest in the European Union, is a high income country with GDP per capita at 

US$48,472.54 in 20174. According to the 2018 IMD World Competitiveness Ranking5, the 

Netherlands is the most competitive country in Europe and has the fourth most competitive 

economy in the world as the country scores in the top 10 for economic performance as well 

as government and business efficiency. While GDP growth in the Netherlands has peaked at 

a rate of 3.2% in 2017, and is projected to remain robust at 3.3% in 2018 and close to 3% in 

20196, which is considered to stay well above potential. With the maturing cycle, domestic 

demand is expected to be the main growth driver over the forecast horizon while the 

contribution of net exports fades. Strong economy drives up an average inflation rate around 

2.3% until 20227, which also causes raising wages in the Netherlands. 

The greatest strengths of doing business in the Netherlands is because of its pro-business 

climate, multicultural hubs, well-educated multilingual workforce, superior infrastructure 

and competitive tax system. First, its strategic location at Europe’s front door provides the 

perfect springboard into the European market - with access to 95% of Europe’s most lucrative 

consumer markets within 24 hours of Amsterdam or Rotterdam, as well as takes advantage 

of its highly competitive supply chain and logistics industry, offering high-quality 

infrastructure extensive transportation network of inland and outbound shipping, and fast 

connections of digital telecommunications. Secondly, with a thriving economy and a low 

unemployment rate at 3.9%, the Netherlands has developed a prominent regional and global 

financial presence. A large proportion at 64.87% of the Dutch population is in the 

economically active age range (15-64 years)8, while 90% of Dutch are fluent in English with 

higher education system ranked No.3 globally9. Thirdly, the Netherlands is recognized 

worldwide for its transparency, fairness and effectiveness. The corporate income tax rate is 

20% on the first EUR 200,000 and 25% on the excess10 as a competitive tax rate in Europe, 

incorporating a number of attractive incentive programs to support fiscal climate for 

international companies. Moreover, the Dutch standard VAT rate is 21% and applies to most 
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goods and services, while a reduced VAT 9% rate levies on food and beverage for human 

consumption (except for alcoholics), water, entrance for sports events, theatres, cinemas, 

music performances, etc. As a whole, the Netherlands appears to be a promising experimental 

market filled with adaptive consumers and an open-minded culture to bring ideas to life.  

 

3.2.  Food and Beverage Industry in the Netherlands 
In 2016, total sales of food and beverages in the Netherlands were valued at EUR 57.1 

billion11, contributing almost 10% to the Dutch Gross National Product. In 2014, out-of-

home-consumption accounted for 31.7% of the total food expenditure12. Due to a recovering 

economy, the Dutch foodservice industry goes positive with a 3.7% projected annual growth 

rate until 202113. Although the Dutch consume about 80% of food intake at home12, the eating 

habit is slowly shifting towards eating while traveling, working or meeting friends. Besides, 

the millennials are the drivers behind meal kits while the traditional three meals-a-day 

(breakfast, lunch and dinner) is being replaced by five snacking moments. Eating is now 

dictated by work and leisure activities rather than taking place at setting hours of the day. As 

a result, Dutch consumers are also increasingly looking for new and convenient food 

solutions.  

Out-of-home-consumption can be divided into six sub-sectors of food service industry, 

composed of 100% home delivery/takeaway, cafés/bars, full-service restaurants, fast food, 

self-service cafeterias and street stalls/kiosks. The figure 2 shows each percentage of 

foodservice sales in 201613, where the sales value of restaurants, cafés/bars and fast food 

accounted for 89%, dominating the highest number of establishments, while 100% home 

delivery/takeaway and street stalls/kiosks occupied 6%, exceeding 5% of self-service 

cafeterias. Furthermore, according to Euromonitor in figure 3, annual growth rates for all 

foodservice sub-sectors were between 3-5% in 2016 and estimated to grow until 2021, except 

for a -8.9% quick drop on self-service cafeterias and a 12.22% rapid growth of 100% home 

delivery/takeaway. The turnover of 100% home delivery/takeaway was driven by strong 

consumer demand for convenience with growth rates between 7.7% and 12.2% from 2016 to 

2021. These young urban consumers who live in single households are a major group, and 

double income households with no kids are growing quickly these years. Both consumer 
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groups seek convenience or reduce time on food preparation while being able to stay at home. 

Another important group is working consumers, mostly from the younger generation aged 

19-50, who increasingly prefer to have food delivered or purchase takeaway rather than pack 

a lunch at the workplace. As the number of single person households continues to grow, the 

amount of online ordering and delivery services is expected to grow further. Today people 

are also more flexible to choose when and what they eat, generally consuming snacks and 

light meals outdoors and between meals. 

The number of street stalls/kiosks has steadily grown at an estimated growth rate 3.1% until 

2021 due to the increasing number of food trucks. As young consumers are looking for new 

types of fast food, the number of food trucks will continue to grow and the offerings become 

more diverse. Going beyond street food cuisine, there are now food trucks that cater to all 

levels of foodies, offering innovative high-end foods and drinks inspired by culture and 

cuisine from all over the world. In addition, the number of food truck festivals, especially 

during summertime, is also rising due to the relative low startup costs for new entrants. 

Amsterdam has launched a pilot project and allowed 50 food trucks owners to sell their 

products at 24 designated locations. This project will be rolled out in other Dutch cities if the 

result comes out successfully.  

The food and beverage industry has grown gradually and changed in the Netherlands since 

Dutch consumers are more interested in healthy snacking such as nuts, seeds and superfoods, 

for which they are looking to reduce the consumption of unhealthy snacks. The survey12 also 

shows that the categories in “Cakes and sweet biscuits” (87%), “Beverages” (70% Non-

alcoholic) and “Savory snacks” (65%) were mostly consumed outdoors in between meals. In 

summary, food choices and eating moments are becoming more tailor-made and individual, 

which is in line with the rise in consumer spending on foodservices per times of transaction, 

confirming that the Dutch consumers are eating out more frequently again.  

Foodservice Sales in Sub-sectors, 
in million USD 2016 

100% home delivery/takeaway $542 
Cafés/bars $2,806 

Full-service restaurants $5,335 
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Figure 2 Foodservice Sales in 2016 

 
Figure 3 Growth Rate in 2016 & Projected Growth Rates until 2021 in Foodservice  

Sub-sectors (%) 

 
 

 

3.3. Competitive Forces 
In order to analyze the competition in this industry Figure 4 demonstrates the level on each 

of Porter’s five competitive forces, which determines potential opportunities and threats 

depending on the possible actions of the competitors and examine these factors whether or 

not our business can be profitable in the Dutch market. 

Fast food $3,693 
Self-service cafeterias $706 

Street stalls/kiosks $267 
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Figure 4 Five Competitive Forces Analysis 

 

Competitive Rivalry – It is considered moderate force in this industry since Street 

stalls/kiosks is in the relatively embryonic stage in the Netherlands, the choices of offerings 

are limited in scattered selling points. In terms of our products in dessert and savory snacks 

categories, our competitors are like bakery shops, café, snacks and sweets stands etc. 

Furthermore, there are many places selling Dutch pancakes (Poffertjes), which are a 

traditional Dutch batter treat, can be considered as our direct competitors. These small 

pancakes are sprinkled with powdered sugar, topped with fresh fruit or sweet syrups. 

However, our product portfolio strength is that customers can find similar fluffy base with 

diverse and creative flavors. Another aggressive competitor, a spherical egg-based waffle, is 

the treat originally from Hong Kong and getting popular in Europe because of a variety of 

sweet or salted toppings. Nevertheless, the portion is relatively big, rich in high calories and 

the price is at least twice higher than our products.  

As for beverages, our strongest competitor is YoYo! Fresh Tea Bar, a chain tea shop, which 

sells different sorts of tea, juice and milky drinks, including bubble tea. Another direct 

competitor – Infinitea, is selling small packages of tea leaves and prepared tea-based drinks 

at Markthal, Rotterdam, established by a Vietnamese couple, who imported many different 

kinds of tea mainly from South-east countries. Other indirect competitors are café, bar, juices 
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vendors, vending machines etc. We can see the products itself have well-established 

awareness, but the existing competitors themselves haven’t yet stood out due to little 

differentiation. As a result, the consumers can easily switch to a competitor's offering for 

little costs. We should make a clear differentiation by providing savory snacks and healthy 

tea-based drinks with a variety of creative flavors for our street stalls/kiosks business, which 

is a growing trendy since the number of food truck festivals and other festival is rising.  

 

Supplier Power - It is considered weak force since we aim to increase our flexibility by 

selecting ingredients through localization and diversity. Hence, most of our ingredients can 

be sourcing from multiple local suppliers. Moreover, we plan to pick up unsold ingredients 

at local markets and supermarkets to develop a sustainable food system and promote the 

concept of reducing food waste. On the other hand, we work closely with Teafolks platform 

for selecting certificated tea directly shipped from Taiwan, where we’re able to remain 

competitive bargaining power, ensure our quality control and optimize the delivery process 

at the same time.  

 

Buyer Power - If we simply identify our products as snacks or sweets and beverages, it is 

considered moderate force due to the low switching costs and high substitute availability for 

buyers. However, we offer highly differentiated product portfolio, promote a sustainability 

value proposition and target a certain customer group who strives to make a change in our 

society with a wellness mindset, being more willing to spend time and money on the products 

they feel their value can be recognized and have a connection with. 

 

Threat of New Entry - It is considered moderate force since new entrants can disrupt the 

performance due to relatively low capital investment and low switching costs, indicating that 

it is easy for consumers to transfer to new companies. While the rivalry competition will 

increase, advertising and price wars can ensue, which may hurt our business's bottom line. 

However, new entrants face cost disadvantage due to high costs to acquire a market booth, 

low awareness, lack of sources and authentic Taiwanese recipes are difficult to reach. 

Additionally, the process of applying for street market certification, the licenses and permits 
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required by the municipality in accordance with the standards of hygiene and sanitation can 

be time-consuming and stagnant, which might demotivate possible competitors.  

 

Threat of Substitution - It is considered relatively strong force since there are many 

substitutes to choose from in the market, including direct competitor such as waffle stands 

and tea shops as mentioned above, and indirect replacement such as fast food, bakeries, drink 

vendors and cafés/bars. Most of these substitutes are satisfactory in terms of taste, cost, 

quality, and customer awareness. These conditions strengthen the threat of substitution 

against our business in foodservice industry. Therefore, we should strength our featured 

brand, unique tasty flavors and diversity of product portfolio to engage our customers. 
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4. Marketing Plan 
4.1. Market Segmentation 
To identify our target market, there are four types of customers’ characteristics: 

demographics, geographic location, psychographic traits, behavioral trends. According to the 

diet of the Dutch, the consumption of food groups and drinks are classified by age-gender 

group as demonstrated in figure 5 can further determine our potential audience. 

 

4.2. Market Targeting 
Rotterdam, the Netherlands’ second-largest city, is our primary target market. First of all, 

Rotterdam is located in the heart of the Netherlands, within an hour's reach to Amsterdam 

and nestled in among Europe’s three biggest economies - Germany, France and the UK. In 

addition, Rotterdam has the largest port in Europe and the 8th largest in the world, combined 

with accessibility, superior logistics and technology infrastructure. Secondly, with a 

relatively large working age population (58% in Rotterdam versus 57% in the rest of 

Netherlands), Rotterdam's annual disposable household income in 2016 was US$47,700, 

which was 0.7% higher than other cities in the Netherlands14. Rotterdam has a 2016 

population of 994,00015, incorporating over 600,000 (633,471 in 2017) people residing 

within the city area. The city center has a singles population of 70%, between the ages of 20 

and 40, considerably more than other city areas, where has a much larger population of people 

with higher education and higher income. 51% of residents within the city center are foreign 

born, while the majority (70%) of shops are also run by foreign-born citizens. Rotterdam is 

home to roughly 175 nationalities and over 30,000 expats. Particularly, Rotterdam has the 

largest Asian population in the whole Netherlands. Thirdly, living expenses and office rents 

are 15% lower compared to its big sister Amsterdam and even lower than other major 

international cities. According to the KPMG Competitive Alternatives 2016 Ranking16, 

Rotterdam occupied 7th place in the ranking for major global cities comparing location to 

specific business costs, while the Netherlands occupied 3rd spot in the country ranking. With 

more than 50,000 students, Rotterdam offers a big pool of young, talented, enthusiastic, job-

seeking employees and co-founders. The city is dynamic, extremely international and fast-
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moving, making it easily accessible for foreigners to get familiar with their surroundings and 

establish new businesses. In general, the residents in Rotterdam are considered to be open-

minded, willing to try new things, especially in the big cities comprising the largest foreign-

born populations.  

In conjunction with strategic location, our initial target customer group is Millennials, came 

of age during the internet explosion, generally defined as individuals born in the 1980s 

through the mid 1990s. Millennial consumers aged 22 to 37 in 2018 are the most diverse, 

globally-aware, socially conscious, more willing to spend their money and share the things 

they have a connection with. Moreover, they are highly digitally connected, who are not only 

more likely to share their experience online, but also more easily get influenced and make a 

purchase based on online content and social media referrals. The social trends were reflected 

in the increased popularity of eating out. The eating habits of Millennials are also changing 

towards healthier and more sustainable food choices. Convenience has remained an 

important determinant of consumer purchasing choice, as well as a need for rapid and clear 

recommendations on a healthy and sustainable lifestyle.  

In addition, 100% home delivery/takeaway and street stalls/kiosks sectors are growing faster 

in urban areas in the Netherlands due to the continuous influx of young working age people. 

Additionally, the growing popularity of food festivals tends to draw potential consumers in 

major cities. As we can see from figure 5, the consumption of savory snacks was the highest 

for 9 to 18 and 19 to 50 year-old males, while the consumption of sugar and confectionery, 

cakes and sweet biscuits became lower in the adults from 19-50 year-old compared to the 

younger generations.  

In conclusion, we’ll fixate on the millennial generation, aged roughly from 22-37, relatively 

high income, open-mindedness with consciously healthy eating and social awareness, as well 

as more likely to share and gain influence on social media.  
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Figure 5 Consumption of Food Groups Stratified by Age-Gender Groups 

 
4.3. Marketing Mix 

4.3.1. Product 
We’d like to create a taste of childhood nostalgia by offering creative flavors of Taiwanese 

snacks and drinks in a safe, healthy and sustainable way in the Netherlands. Taiwanese wheel 

cakes are soft, moist, fluffy pancakes in a variety of hearty fillings. On the basis of our roots 

in Taiwanese authentic taste, we keep working on modern twists in order to provide delicious, 

sugar-free and low-calorie snacks from real, pure and local ingredients. Therefore, the classic 

flavors consist of lemon almond cream custard, peanut butter banana, egg and cheese, radish 

and cabbage and daily special flavors, which are invented seasonally and flexible in order to 

support local markets or supermarkets by purchasing their remaining ingredients.  

Aside from wheel cakes, we serve Taiwanese teas dividing into three categories: green tea, 

black tea and milk tea with diverse selections from Dongding Oolong, Taiwan high mountain 

tea, Oriental Beauty Oolong, Lishan Black Tea etc. We’ll design our menu with a handwritten 
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chalkboard since our menu is diverse in flavors and daily specials, also considering if some 

items may be sold out quickly. Examples of wheel cakes with our logos and Taiwanese tea 

cup package with vintage designs are shown in Appendix 4. 

 

4.3.2. Price 

Considering Dutch consumer behavior, we’re taking competitive pricing strategy to penetrate 

the market since most Dutch are very sensitive to prices and special offers. In terms of 

market-based pricing strategy, the Dutch waffle - poffertjes priced at €2.75, €4.00 and €5.20 

per plate size. Hence, we set the price for regular flavor at €3.5 and for daily special flavor 

at €2.9 each as we encourage to use up the surplus fresh ingredients. 

We offer two sizes of Taiwanese tea: served in 350ml or 500ml cups, at €3.35 and €3.75 

respectively and add-ins price range from €0.5-1, while our direct competitor - YoYo! Fresh 

Tea Bar priced between €3.6 and €4.1 for a medium size. To promote “bring your own cup 

or bottle” concept, customers can redeem €0.25 on a reusable cup discount. 

Bundle Pricing Strategy: 3 wheel cakes for €10; 2 wheel cakes with a 350ml drink for €9.5. 

Online ordering and delivery service within a radius of 3 kilometers of the central market in 

Rotterdam: a minimum amount will be at least 10 wheel cakes or €35 in total without a 

delivery fee; otherwise, will surcharge the delivery fee for €3 per order. 

 

4.3.3. Place 

Our food cart will be based at Markthal, which features an indoor food court and fresh market, 

situated next to the Blaak metro and railway station in the Rotterdam city center. The 

Markthal encompasses 11,000 square meters17, accommodating around 100 stands, nearly 15 

food shops and various restaurants, as well as a supermarket and a four-level underground 

car park with more than 1,000 parking spaces. According to the market research by company 

Strabo18, the Markthal serves an average of 150,000 visitors a week, which results in a net 

visitor amount of 8 million per year. As shown in Appendix 6, 76% of all visitors on average 

spend money while visiting Markthal and the number continues to grow. 33% of the visitors 

are from Rotterdam, 20% from the Rotterdam metro area (Rijnmond), with the remaining 

47% from the rest of the Netherlands and abroad. 37% of visitors come to visit all kinds of 
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the market stalls; 10% come for the stalls and the gastronomy; 9% come exclusively for the 

shops; 11% come solely for the supermarket and the remaining percentage is related to 

combination possibilities. 56% of visitors earn an above average income, while 33% of 

visitors earn in the low income range at the Markthal. Its advantageous location also benefits 

from surrounding main tourist attractions such as the cube houses and the largest outdoor 

local market in the Netherlands, Centrummarkt Binnenrotte, where can find fresh fruit, 

vegetables, fish, cheese, cake and candy and all sorts of other groceries with over 450 stalls 

open on Tuesday and Saturday. In addition, weekends and secondary choice will make 

presence in Waterlooplein Market in Amsterdam, which is the most centrally located or move 

around the adjoining Dutch cities to participate in green fairs, festivals, and sustainable food 

truck events.  

 

4.3.4. Promotion 

Our fundamental goal for promotion strategy will integrate online and offline marketing 

strategy, where it should contain three essential elements incorporating clear message 

delivery, two-way communication and awareness connection to ensure customers are 

satisfied through their savory journey and being part of “no food waste” movement. We will 

put strong emphasis on online marketing contents and create memorable experiences and 

interactions consistently via social media. We plan to distribute free samples occasionally at 

our points of sales in order to introduce our products to our new audience, as well as foster 

relationships and inspire loyalty with our existing customers. Ultimately, we’re developing 

strategic alliance, expanding our Asian sustainable catering services with corporates and 

campus. The details will be described below. 

  

Online Marketing 

1. Website:  
To create effective and consistent brand awareness, our website will be composed of our 

brand story, core values, product descriptions, event catering service, online ordering with 

online payment support. We aim to build up a user-friendly website, offering ordering both 
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on a webpage and mobile display, equipped with the most common online payment tools 

such as iDeal, MasterCard, Visa, PayPal etc. In addition, our brand positioning not only 

facilitates building consensus with our potential customers, but it also provides a clear 

presence while establishing cooperation with those who are involved in sustainability. In 

summary, our brand value proposition will be effectively conveyed via our own official 

website, incorporating specific product descriptions, catering service policy with menu 

packages, online ordering and delivery service to differentiate ourselves at the first place, as 

well as actively seek and develop our connection with our leads and partners in the 

marketplace.  

 

2. Facebook: 
The Netherlands has a position in the top three of European countries with the highest share 

of social media users, and the number of Facebook users is still the most dominant force with 

up to 10.4 million, accounts for 59.93% among other social media platforms between July 

2017 and July 201819. Besides, Facebook is widely used to target our customers and prospects 

by creating an activity, composing or sharing related posts, inviting or tagging friends, and 

setting up ad strategies in terms of their age, current living city, interests etc. Therefore, our 

fan page will be the primary tool to increase our event exposure and reach out our potential 

customers. We can also use the interactive function to conjoin social events and devise 

workshops to not only enhance our customers’ engagement, but also to build strategic 

alliance. For instance, through cooperation with Erasmus Sustainability Hub, local Food 

Banks and other local non-profit social associations, the events or workshops are able to 

attract more like-minded people. Furthermore, our Facebook fan page will be actively 

engaged with our customers not only by promoting our products, but also by advocating our 

company value and mission to reduce food waste, offering discounts on the Earth Day, the 

World Sustainable Energy Day, World Vegan Day etc. Meanwhile, we encourage our 

customers to post their own ideas about saving food waste, sharing inspiring and enjoyable 

moments while cooking or having a tasty healthy meal. In general, our Facebook fan page 

will be the key channel to lead customers up to an upcoming event or workshop, which should 

be aligned with our company’s food waste reduction core values. Most importantly, our 
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online marketing contents should be generated by distributing valuable, relevant, and 

consistent information to attract and retain a clearly defined audience; ultimately, to 

encourage repeat customers and drive customers’ loyalty. 

 

3. Instagram:  
More and more young people turns in favor of Instagram20, especially for the age between 

the ages of 15 and 19 years occupied 73%, while now only 43% of Dutch teenagers use 

Facebook on a daily basis. In total, 3.2 million users in the Netherlands in 201721. 

Additionally, Instagram and Facebook are connected; thus, it’s an easier access to target our 

audience based on Facebook data; meanwhile, all the advertisement and scheduling can be 

setup and created through Facebook. Instagram is mainly displaying on visual language and 

storytelling, where its ads are non-intrusive; therefore, the audience is less likely to get 

annoyed. In particular, the engagement rate on Instagram is considered to be higher than any 

other social media platforms. According to the survey in 201722, 60% people thought 

Instagram was the best platform for engagement to document their lives with real-time 

updates, discovering new interests, following role models, and digging deeper into 

communities. Our team is going to utilize visual marketing strategies via Instagram to create 

a strong brand image of the products available and make vivid Live videos to better engage 

with our customers. Furthermore, we intend to target those who tend to share their life events, 

spontaneously encourage interactions and word-of-mouth recommendation. Concisely, 

Instagram will be our main source of delivering our marketing campaigns to increase 

awareness, engaging our customers in real conversation and life, and accordingly leading our 

audience back to our official site to make a purchase.  

The other popular social media or food delivery platforms in the Netherlands are Twitter, 

Thuisbezorgd, Deliveroo etc. However, these platforms are not our priority considering the 

cost effectiveness during our early stage. Instead, we’ll rather focus on generating compelling 

contents, joining social events and activities, or arranging workshops such as sustainable 

event catering to create values for our customers and shareholders and make positive impacts 

on our society.  
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Offline Marketing 
As for a small business launching in a high-developed country, offline marketing such as TV, 

radio or printing fliers can be considerably expensive and not be aligned with our company 

value to reduce waste in a sustainable way. Although marketing paradigm has shifted to 

digital with the rise of all things online and mobile, an effective offline marketing is necessary 

for adding the human touch, enhancing customer experience and trust level in foodservices, 

and especially brining Taiwanese welcoming culture to the Netherlands.   

 

 

1. Attend specific fairs and festivals:  
Food truck/ cart business has its advantage to be mobile and flexible in various festivals or 

fairs, where can guarantee that the footfall will be high and higher willingness to try new 

things. Therefore, we will look out for the best match for what types of festivals we’re going 

to participate in, such as food truck and summer festivals, music festivals, ethnic festivals, 

local markets or bazars, etc. Although we need to come down to which events accept our 

applications and how much money we’ll be able to make at them, it’s also important to 

consider factors like exposure and networking opportunities that may offer additional long-

term benefits to our business.  

 

2. Sponsor or join social community events:  
If resources allow, this is a phenomenal way to target our potential customers and increase 

our brand visibility. We are able to propose our brand story to relevant social events at the 

initial stage, and subsequently, we’ll take the lead to sponsor or team up with a non-profit to 

host a fundraiser. While being a host, we can have more flexibility to hand out branded goods 

such as post cards or tea tumblers, coupons and rewards cards. Our goal is to build a positive 

brand image, reach out the similar mindset community and develop possible partnerships or 

supplier relationships.  
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3. Workshops and private catering:  
Our products are sourced and processed in a sustainable way which have earned recognition 

for those companies, which share the similar values: keen to make a change in reducing food 

waste to our communities. Firstly, our team will distribute free samples and reach out these 

corporations which are also interested in ordering snacks and drinks during their office breaks. 

Secondly, we’ll propose to offer catering services such as corporate or private activities, 

weddings, and parties to increase our brand awareness, promote food waste reduction concept 

and boost additional revenue. Besides, we’ll keep an eye on meaningful events, workshops 

and festivals, which voice for food waste prevention. For instance, cooperating with Erasmus 

Sustainability Hub, local Food Banks and other social associations can increase the 

opportunities to brainstorm “no food waste” solutions, as well as interact with those like-

minded people. In the long run, we’re planning to build up an Asian catering network, 

combining the food waste reduction approaches to serve more local people and bring 

solutions to our community. In brief, a continuous creative and relevant offline marketing 

strategy can be powerful to make customer amazed, engaged and effectively develop our 

productive partnership with related stakeholders.  

  

4.4. Market Strategy 
 “Formosa Bites on Wheels” aims to target a specific customer group, who are working in an 

upper middle class in search of creative and convenient snacks with health and social 

awareness. Our business will be located in Rotterdam; primary selling point will be at indoor 

market in the city center, nearby the largest outdoor market and next to the transit of train 

and metro station. The products will consist of Taiwanese wheel cakes with a variety of 

creative flavors and healthy tea drinks. To promote “no food waste” concept, our daily special 

flavors will depend on the remaining ingredients we bought from the local markets and 

supermarkets. All our quality products will put in disposable packaging; at the same time, 

customers can redeem a discount while using a reusable container to support “reducing waste” 

value. Our promotion strategy will be implemented online and offline, which takes place 

mostly through our social media platforms by sharing recipes and relevant contents to attract 
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new comers, distributing free samples and offering Asian catering to create positive customer 

experiences and engage like-minded target groups, participating in certain events and 

festivals to increase product awareness and develop social awareness in a sustainable way. 

In order to penetrate our target audience and stand out in the marketplace, we’ll take a focused 

differentiation strategy by offering unique products at a competitive price, as well as 

delivering a meaningful value to attract like-minded people and build our customers’ loyalty. 
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5. Operation Plan 
5.1. Legal Structure 
While establishing a business in the Netherlands, it’s mandatory to register in the Netherlands 

Chamber of Commerce Commercial Register. First of all, anything to do with food and 

beverage must meet national safety and hygiene requirements. Therefore, it’s necessary to 

either draw up our own HACCP food safety plan or work with an approved hygiene code 

certification23. Aligned with this regulation, if we’d like to prepare any foodstuffs at home as 

a central kitchen in a professional capacity, we need to make a clear distinction between 

foodstuffs for our business and for ourselves. Secondly, the conditions to run a street 

stalls/kiosks, incorporating application period, costs involved and period of validity can 

differ, depending on the municipality, where it’s required a market permit in combination 

with street trader's license. Thirdly, as a non-EU citizen, it's obligated to obtain a residence 

permit or working permit to legibly stay and work in the Netherlands, complied with Dutch 

immigration procedures.  

 

• Chamber of Commerce Commercial Registration (Handelsregister)24 
All businesses and legal entities in the Netherlands are required to register in the Commercial 

Register. The Dutch Chamber of Commerce not only helps to get business up-and-running 

by assisting with the initial administration, but can also give advices on doing business and 

can stimulate business growth in the local area. Therefore, we need to register with the 

Chamber of Commerce as mobile street trade or market trade and automatically listed in the 

Tax and Customs Administration for a sole proprietor (eenmanszaak). The registration of 

Chamber of Commerce is € 50, a one-time fee. 

 

• The legal right to stay and work in the Netherlands - The orientation year and self-

employed resident permit25 

The Dutch government provided the orientation year residence permit to give highly 

educated graduates one year to find a job or start up their own business after studying in the 

Netherlands or from a top university listed in the top 200 of a general or rankings by subject. 
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After its validity period of one year, we’re going to qualify for a residence permit as an 

entrepreneur, where the Immigration Service (IND) assesses the application using a point-

based system to grade the enterprise in three categories: 

ü Personal experience 

ü Business plan 

ü Added value to the Netherlands 

These criteria are equivalent to a certain amount of points. When the enterprise obtains 90 

points out of a possible 300, the applicant is eligible for a residence permit.  

This application for orientation year resident permit costs €285, This application for self- 

employed resident permit costs €1,325. 

 

• HACCP hygiene code26 
Businesses involved with food must meet national safety and hygiene requirements in order 

to safeguard consumer health. They are required by law to formulate a food safety plan in 

line with the Hazard Analysis Critical Control Point (HACCP) system. The hygiene code is 

based on HACCP, which contains methods for guaranteeing food safety of products. For 

small companies, the requirements are met via hygiene codes, because it is too complicated 

for a small business to create their own HACCP plan. To obtain the HACCP hygiene code 

certificate, we can take an online HACCP hygiene course including a hygiene code exam, 

which will test on required knowledge concerning safety and hygiene at the workplace.  

 

• Market permit in combination with a license at a certain spot27 
To sell goods or offer any services in the street or door-to-door in the Netherlands is required 

to apply a street trader's license, which has certain conditions regarding the application period, 

costs involved and period of validity can differ, depending on the municipality. According to 

the Department of City Management of Rotterdam, we need an authorization of registration 

for the market in possession of a license Rotterdam market. We first need a market pass 

(marktpas) to register as a market vendor to sell from a fixed spot, and then apply for a street 

market license (marktplaatsvergunning) to sell our products at the market.  
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Registration market €46,50 each year, Market license costs €61.40 in 201828. 

 

• National and employee insurance (social security)29 
According to the Dutch government, national insurance (social security) is compulsory for 

everyone who works or lives permanently in the Netherlands. Employers need to register 

with the Dutch Tax and Customs Administration before employing staff in order to pay 

contributions on behalf of their employees. In brief, a small amount of social security 

contribution will be deducted from employee’s payroll, which will be subsequently paid to 

the Dutch Tax and Customs Administration directly. For self-employed professionals the 

contributions for these insurances are part of their income tax. 

 

• General liabilities and commercial auto coverage30 
To avoid unforeseen events or any brakes on our mobile food service business, general 

liability and commercial auto coverage is required to bring our quality food to customers in 

all locations.  

General liabilities: It is a basic business insurance policy that protects our food service 

operation against financial liabilities that result from third-party lawsuits over illnesses, 

bodily injuries, copyright infringement on advertisements, and property damage etc. General 

Liability Insurance premiums typically cost between $500 and $602 per year. 

Commercial Auto or Trailer Coverage: An essential coverage for vehicles used during the 

course of business operation. The physical damage coverage includes protection for property 

damage losses due from a collision, vandalism, theft or other covered losses.  

The annual cost of Commercial Auto Insurance ranges from $1,274 to $3,148. 

 

5.2. Production Workflow 
Our business is based on a food cart, which is a mobile food business concept where a 

commercial utility vehicle is equipped with a portable cooking apparatus to bake and serve 

food. In addition, considering becoming an eco-friendly, environmentally sustainable and 

carbon neutral business, we plan to vend our products with a bike cart connected to the 
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community. Although startup costs are relatively low compared to run a restaurant, the choice 

of selling location significantly affects how our initial customers can find us, and how often 

our existing customers visit. Furthermore, process optimization for sustainability and 

productive partnership is our main goal from our supply chain to create a unique customer 

experiences and develop social awareness. The value chain below illustrates our business 

operations and will be explained in further details. 

 

 
Figure 6 Value Chain 

 

1. Innovation and Sourcing 
Our small business attempts to deliver an unforgettable tasty journey by offering classic 

flavors along with creative twists to boost customers’ excitement, where we will constantly 

focus on new flavor development and menu design, incorporating our free sample testing 

pop-up events and daily special offering to acquire customer feedback and analyze target 

customer groups, market trends, pricing strategy against inventory control. Our selling base 

is also very close to our local suppliers, where we’re able to attentively source local fresh 

ingredients to ensure the quality and delivery timing of our products. Furthermore, we’ll be 

able to actively support our local suppliers who conduct their operation possess in a 

sustainable way which can jointly make a positive impact on our environment and 

community. As a result, we strengthen our partnerships and collaborations with the suppliers 

who share our values and adhere to our standards of transparent business ethics, health and 

safety, environmental and social responsibility.  
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2. Operation 
We strive to assure all the operation process is carefully regulated, standardize baking time-

temperature processing of nutritional wheel cakes to make them crispy outside and fluffy 

inside. With our standardized process, the central kitchen is based at home, in charge of 85% 

of in-house preparation for all the ingredients. Every wheel cake is freshly made at our stall 

in the market hall, where it takes around 5-8 minutes to make out one round of authentic 

Taiwanese wheel cakes. To enhance our effectiveness and service quality, we divided the 

tasks into two persons, who is specializing in making the wheel cakes and tea-based drinks, 

while another is taking orders and serving customers warm-heartedly. We also encourage our 

customers to order online or order via phone in advance above a certain amount and pick up 

at our stall to reduce waiting time. In addition, we’ll keep a closer eye on inventory 

management. Since food trucks are purchasing smaller amount than restaurants, we’ll keep 

a record of all food waste daily, where any foods that are made incorrectly, thrown away or 

spoiled. Our goal is to keep zero stock for daily projected deliverables, optimize our 

inventory within three days of ingredients on hand and be consistent with food purchase. In 

brief, as presenting the essence of Taiwanese culture, we believe we’ll not only be able to 

offer delicious Taiwanese snacks and authentic Taiwanese tea-based drinks through standard 

operating procedures, but also bring Taiwanese welcoming hospitality and cheerful 

atmosphere to every customer we serve.  

 

3. Marketing and Sales 
Our primary selling point is located in the central market hall of Rotterdam, at a 20m2 stall 

by using a bike food cart. Aside from that, online ordering and taking part in different events 

or festivals will be another two sources of vending our products. First of all, through our 

official website and online social media, our team will bring our brand value and mission to 

life, showcasing what we’re offering with variation, personalization and creativity to increase 

both our brand awareness and foot traffic to our food bike cart offline. Among competitive 

gourmet dessert and drink stands at an inside market hall, we have to be more agile and 

flexible to navigate our marketing campaigns and be closely studying the demands of the 
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local market trend, as well as adopting marketing strategies such as daily special and bundling 

pricing. Secondly, we actively develop our channels through cooperating with companies or 

campus, providing delivery service while ordering at a minimum size at least one day before 

delivery. Thirdly, we plan to apply for being a vendor in different festivals or events, where 

we’re able to increase our brand awareness and our customer base. By combining our online 

and offline marketing strategy, we’ll develop online content strategies to engage more 

customers, boost shares and conversations, ensure our messages are delivered in a clearly 

informative way to implement our promotion and marketing campaigns to increase footfall 

offline. Our niche is to diverse our product portfolio and fulfil customers’ satisfactions by 

sustaining a productive dialogue with our key stakeholders. Our mission is to bring insights 

from our dialogue, which can drive us to continuously develop scrumptious, creative and 

sustainable products and service.  

 

4. Service 
Our main service is online ordering and delivery, and gradually expand our catering service 

via our official website and social media platforms. We won’t charge additional amount for 

delivery while ordering above a minimum sum within a radius of 3 kilometers of the central 

market; otherwise, we’ll surcharge €3-5 of delivery fee per order. Besides, the online delivery 

can be made within a radius of 3 kilometers of the central market and should be made at least 

one day before delivery date. On the other hand, if ordering more than 20 pieces at once via 

online or phone, it is suggested to make orders 10 minutes earlier before customer’s pickup 

time in order to keep customers’ waiting time within 10 minutes at the spot. Secondly, our 

catering service will be primarily displaying on our official website, including basic 

operational procedure and menu packages selection or customized certain parts upon requests. 

Moreover, the preparing and cooking videos will be demonstrating through our social media 

platforms to boost interactions with our customers and potential leads. As our Taiwanese 

catering advisors are mainly made up of the retired women or housewives, who have a 

passion for sharing homemade cuisines, our customers can either benefit from learning how 

to turn the remaining ingredients into a tasty and healthy Asian meal, or can directly book 

and enjoy an Asian nutritious catering service on our website. Our team will be bridging the 
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catering service between our customers and a caterer by setting the booking procedures, 

facilitating effective communication on customers’ inquiries or customized menu requests, 

and organizing a menu-tasting for a corporate event. To promote reduce food waste, our 

catering advisors ought to follow the “first in, first out” rule to use up the raw ingredients 

prepared by our customers. As a result, we will not only conduct a “no food waste” in our 

product sourcing and production, but also cultivate this sustainable catering collaboration 

with those who wants to participate in. “Formosa Bites on wheels” will provide reliable 

services from online ordering and delivery service to Taiwanese and Asian catering service 

by using local ingredients, turning food surplus into a delicious meal to make a positive 

impact in our community and raise awareness about reducing food waste, as well as sharing 

Taiwanese recipes and culture in the Netherlands. Overall, our prominent goal will be 

creating a customer-centric service by providing convenience, building connection and 

raising social awareness. 

 

Location  
As listed out the advantages before, Rotterdam will be the best choice for our startup base in 

terms of its geographic location, demographics, costs advantage and international 

environment. By choosing indoor market stall as our primary base in the city center of 

Rotterdam, our opening hours will be mostly aligned with Markthal’s opening hours from 

Monday through Thursday and Saturday from 10:00 to 20:00, Friday from 10:00 to 21:00 

and Sunday from 12:00 to 18:00. The building with a total surface of 11,000m² with total 96 

stalls31. The cost of renting is €4,35032 per month for a property of 50m² at Markthal, whilst 

we plan to rent no more than 10m² at market stall, including heating, water, electricity per 

month and our target rent is approximately €2,000.  

 

Main facility and equipment  
TO keep its original taste and quality, we plan to purchase To make Taiwanese wheel cakes 

and tea-based drink, an electric wheel cake machine equipped with 32 holes is sufficient in 

terms of its price and specification listed as below. Additionally, it’s necessary to purchase a 
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basic POS system with monthly fee around €90 including software, hardware, payment 

processing and cloud reporting, baking equipment such as silicone whisk, piping kit, 

measuring jugs, blender, spatula, bowl kit, brass branding iron for making logos etc. and one 

set of eco-friendly folding table, chairs to enhance comfort. Furthermore, we add different 

delightful logos to present our regular flavors and use Taiwanese vintage design for the whole 

package. To roll out our business on wheels, we plan to purchase an eco-friendly and electric 

bike cart we can peddle with or ride on, which costs ranging from €2,000 to €6,565 depending 

on its size and cooking applications. To present our brand image, our bike cart will be wooden 

color with Asian vintage design, incorporating a parasol, a storage, a portable fridge, a 

Teapresso machine and an electric cooking application. Below figure 7 and 8 is an example 

of an electric wheel cake machine and food E-bike cart with specifications33. 

 

Specification Electrical Type 
Material: German copper pan 
Volume: 32 poles 
power: 3000W*2 

Voltage: 220V 
Dimension: 760*480*180mm 

Price: €420-550 
  

 

 
 

*EUR to TWD = 1:35.6, October 2018 

DOI:10.6814/THE.NCCU.IMBA.042.2018.F08 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 
	

33 

 
Figure 7 Specification of Electric Wheel Cake Machine 

 
 

Specification of E-Cargo 
E-Motor, 250W, 36VDC, Lithium-ion battery 490 Watt/h 
8-gear Shimano gear shift 
Hydraulic disc brake front and back 
Front light supplied by E-Motor battery 
Abus frame lock Amparo 4850 LH NKR 
Weight without add-ons 29kg 
Maximum cargo capacity without biker: 100kg 
Bicycle frame chrome-plated 

 

Figure 8 Specification of E-Cargo 
 
5.3. Key Partners and Suppliers 
“Formosa Bites on Wheels” plans to source our ingredients mainly from the local suppliers 

and authentic tea from Taiwanese suppliers. Our key partners and suppliers should be able to 

achieve food safety and transparency, promote corporate responsibility and align with our 

“no food waste” policy. Cooperation at different levels is essential to make further progress. 

In addition, we tend to make a win-win strategy, where we can host the specific activities 
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such as social community activities and workshops for our customers or participate in 

sponsoring in social responsibility events etc. Our key partners and suppliers include: 

 

• Federation of Agriculture and Horticulture34: http://www.lto.nl/ 

LTO Nederland (Land - en Tuinbouw Organisatie) is the Dutch Federation of Agriculture 

and Horticulture, an entrepreneurial and employers’ organization with added value. The 

collaboration between LTO North, ZLTO (South) and the LLTB (Limburg region) represents 

nearly 50,000 Dutch farmers and growers to support their economic and social position. LTO 

Nederland partners in networks with Dutch government, policy-makers, supply chain 

partners, NGO’s, media and consumers etc. towards a more sustainable manner, 

incorporating energy-efficient growth, use of biomass, caring on animal welfare and the 

environment, as well as stimulating local economies. To implement “no food waste” in our 

operational process and make a positive impact in our community, we will work closely with 

the local Dutch associations to ensure not only the safety and quality of the raw materials, 

but also support to protect the ecosystems. 

 

 

• Rotterdam's Open Market – Binnenrotte35 
One of the places where showcases the multi-cultural outlook of Rotterdam is the open 

market (open markt) situated in Binnenrotte, next to the Blaak railway and metro station. The 

Rotterdam open market runs every Tuesday and Saturday from 8am to 5pm. With more than 

450 stalls to choose from, the market offers almost everything - fresh fruits, vegetables, fish, 

meat, dairy produce, exotic spices, antiques, clothes, flowers, gadgets and Dutch souvenirs. 

In the middle of these vendors, there are several stalls serving Dutch food like oliebollen 

(Dutch Donuts) and stroopwafels, as well as Turkish kebabs, Surinamese snacks and Asian 

spring rolls. Although the offerings in the market can be substitution to our products, our 

brand image and customer target group is different. On the other hand, the local open market 

will be one of our strongest suppliers to provide seasonal ingredients and surplus raw 

materials at a relatively low price.  
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• No Food Waste - “Afgeprijsd” App: http://www.nofoodwasted.com/en/ 

Launched by Dutch entrepreneur, August de Vocht aims to combat food wastage. It works 

by allowing supermarkets to upload products to the app that are close to their sell-by date for 

customers to see. The customers can then order the ingredients via the app and get a 35% 

discount upon collecting them at the supermarket. What’s more important, we can set up our 

requested shopping lists ahead of time and can automatically receive notifications when an 

item gets close to its sell-by date.  

 

• Taste Before You Waste: http://amsterdam.tastebeforeyouwaste.org 

Established by Luana Carretto, an anti-food waste activist after watching a documentary that 

focused on the huge levels of food waste made not just by food manufacturers, but by 

everyone around us. Taste Before You Waste is a foundation with the mission to reduce 

consumer food waste by providing citizens with the knowledge and opportunity for 

responsible and waste-free consumption. By welcoming community of foodies from all over 

the world by hosting donation-based events such as Food Cycle Markets, Wasteless 

Wednesday Dinners, Educational Workshops, Event Caterings and Presentations, they 

showcase that the food that is currently regarded as waste is actually delicious and valuable. 

 

• Rotterdam School of Management, Erasmus University: https://www.eur.nl/en 

Rotterdam School of Management, Erasmus University (RSM) is an international research 

university based in the dynamic and diverse city of Rotterdam. RSM plays a leading role not 

only in having sustainability as an important part in daily operations and the service they 

provide, but also in promoting new methods of sustainable value creation in practice. RSM 

has faculty in Global Business and Sustainability, which embeds these global issues into 

coursework, initiatives and school-wide activities. Furthermore, each year RSM 

Sustainability Forum takes place for a current trend, which drives the creation of a theme and 

a focus for specific learning sessions. We have great opportunities to co-develop the themed 

educational program with any creative ideas. 
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• Teafolks: https://teafolks.co 

Teafolks is a cross-border tea trading platform to promote “direct seed to sale system”. 

Teafolks created a completely transparent tea screening mechanism that aims to break the 

asymmetric information and allow the buyers to review the product information, price quotes, 

volume, flavors etc., and a ranking system on the tea suppliers. Founded in 2014 in The 

Hague, the Netherlands, Teafolks offers 100% Bio natural and organic tea aligned with EU 

standard and direct shipped from Taiwan. Teafolks has developed a wide range of logistics 

and networks in the whole Europe, been engaged in more than 100 European tea shops. 

Teafolks is committed to becoming the world's largest tea matching system. Teafolks will be 

our main supplier in terms of their broad variety and pure Taiwanese tea along with an 

effective logistics system. Furthermore, we’ll select Taiwanese tea via this screening system 

by its flavor, price and seasonal offer to achieve a high level of customer satisfaction. Most 

important of all, Teafolks can shorten the delivery time from Taiwan with a reasonable price 

as well as ensure the high quality of tea at the same time. 

 

• Taiwan Shian Chin: https://www.facebook.com/TaiwanSC/ 

A Taiwanese non-profit association organized by overseas Taiwanese living in the 

Netherlands. The initial intention was to socialize with overseas Taiwanese, which is an 

important facet of living abroad since it can be a turning point and a huge stepping stone in 

getting to know the Dutch mentality and way of life. Taiwanese in the Netherlands are 

gathering as a welcoming community to arrange the meetups, exchange information and 

advices, promote Taiwanese culture, Taiwanese cuisine and bridge Taiwanese with the local 

people. The group has arranged several festival gathering and activities once in a while; for 

instance, they’ve held a Taiwanese gourmet cooking tour in different cities. During the event, 

the Taiwanese folks were volunteering to guide and demonstrate the delicious and authentic 

Taiwanese food to the local people. This dynamic group has a pool of talented Taiwanese 

ladies living in the Netherlands for long. While having a good relationship with Taiwanese 

group, our role here is to organize more opportunities and a dynamic platform to create a 
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mutual benefit to share homemade recipes and further work on event or corporate catering 

ideas to keep promoting Taiwanese cuisine and culture abroad.  

 

• The No Waste Network 
As an initiative set up by the Ministry of Economic Affairs in the Netherlands, the No Waste 

Network aims to reduce food waste and optimize the value of food that would otherwise be 

thrown out by 50% by the year 203036. No Waste Network works closely with the Dutch 

Alliance of Sustainable Foods and other stakeholders. The organization works towards 

cutting food losses by farmers, factories, supermarkets and the hospitality industry, as well 

as aiming to keep people up to date on food waste news, research and initiatives. The No 

Waste Network gives advice on the best practices for reducing food waste and also has a 

helpdesk for businesses. 
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6. Organization and Management 
6.1. Organizational Structure 
As starting up our small business in the Netherlands, our company will go for the flat 

organizational structure and task-lead management to create an ownership mentality within 

our compact team. We plan to start operating the business by a CEO, a tax advisor, partnering 

with at least one catering advisor and hiring one full-time and one part-time staff to run our 

market stall and food cart business. All our employees are able to demonstrate their 

leadership on an assigned goal, taking an ownership on their certain functional roles to make 

decision. Besides, we’re very welcoming the volunteers who have a great passion for 

Taiwanese culture, Asian cuisine with social responsibility mindset to give a hand in our food 

waste reduction activities and make a positive change in the local community. In addition, 

all our teammates can benefit from joining our product and process training embedded in 

Taiwanese and Asian culture. Further details of functional positions and task descriptions are 

elaborated below. 

 

CEO/ Founder:  
A CEO of this company is essentially responsible for developing our business model, making 

major decisions, managing overall business operations and resources to generate sales and 

develop partnerships, creating pricing and marketing strategies, hiring, training and 

delegating tasks, optimizing operational processes and daily bookkeeping. As leading in a 

flat organization, CEO is in the driving seat of defining our task deliverables for daily, weekly, 

monthly and annually which should be aligned with company’s objectives and values, as well 

as holding effective meetings to review each one’s deliverables. As a whole, the CEO needs 

to harness himself or herself with a thorough understanding of business planning strategies, 

as well as build productive networks with related stakeholders in the Netherlands.  

 

Full-time ambassador 1:  
As being our gourmet chef, this role should be equipped with substantial hands-on-

experience on ingredients procurement, a keen enthusiasm for baking, a great sense of taste 
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and new flavor experiment. What’s more important, a positive learning attitude towards 

picking quality ingredients to make our products at a high level of freshness, healthiness and 

taste. The position should be working full-time, managing ingredient purchasing, handling 

logistics and inventory control with high efficiency in the whole supply chain process, as 

well as collaborating with our catering advisors on menu design and new flavor experiments.  

 

Part-time ambassador 2: 
This role is mainly in charge of operational and sales management to serve our customers at 

the front line, brewing Taiwanese tea, supporting the food preparation to reduce customer 

waiting time and enhance operational efficiency. Our ambassador is enthusiastic about 

advocating our brand, products and Taiwanese culture to deliver our business values while 

interacting with customers. In addition, an ability to making video clips and marketing 

contents through our social media platforms will definitely be a plus. Fluency in Dutch and 

English is required for this role, especially for making advertisement, promotions and 

marketing campaigns in our local community. 

 

Tax advisor: 
As a self-employed entrepreneur who would like to conduct business in the Netherlands, an 

expat or a foreign company can benefit from the 30% ruling. Since taxation in the 

Netherlands is a quite complex and specialized area, we’re planning to look for an accredited 

tax advisor working on a case by case basis, who is capable of offering solid tax advices for 

tax deduction, free allowances or tax credits, tax returns and other related practical solutions.  

 

Catering advisor: 
At first, we will create a Taiwanese catering networking by connecting these skillful amateur 

cooks, who are knowledgeable in Taiwanese cuisine and tea culture. In particular, 

housewives and retirees will be our primary targets who are passionate about preparing 

delicious homemade cuisine, as well as having more spare time and willing to make a positive 

impact in our community. Additionally, to achieve our creative foodservice and no food 
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waste concept, these roles should be competent in sharing easy, quick and healthy recipes by 

using local and seasonal ingredients and prioritize to use up surplus ingredients. In return, 

our company is able to offer the opportunities bridging our customers and catering advisors 

for a corporate or campus catering event.  

 
 

Figure 9 Organization Structure 
 

6.2. Terms of Employment  
It is important to carefully check all the working conditions and terms of employment 

contracts where must comply with statutory regulations and market benchmark in Dutch 

labor market. 

 

Number of hours in a full working week 
According to the Working Hours Act, a standard Dutch working week is 38 hours. The 

majority of full time (voltijd) jobs in the Netherlands are between 36-40 hours a week, or 

seven to eight hours a day, five days a week. Some companies have a 40 hour working week 

instead of the standard 38 hours, in which case employees receive more salary for more hours 

worked. Another way employers may compensate higher weekly hours is by increasing 

annual holiday leave.  

 

Legal limits to working hours in the Netherlands37 
If working less than 36 hours a week, but more than 12, it’s considered as working part 

time (deeltijd). A high proportion of women in the Netherlands, approximately 74 percent, 
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work part time. In the Netherlands an employee can legally work a maximum of 12 hours per 

shift and a maximum of 60 hours per week. After every working week the employee is 

entitled to a rest period of no fewer than 36 consecutive hours. This limit is only for brief 

resting periods, for longer time frames the limit is lower. 

• Working hours per week in any 4-week period: the maximum is an average of 55 hours 

per week across a 4-week period. However, it’s not allowed to work more than 60 hours 

in any one week. 

• Working hours per week in any 16-week period: the maximum is an average of 48 hours 

across a 16-week period.  

 

Holiday leave in the Netherlands38 
Full-time employees in the Netherlands are legally entitled to a minimum of 20 paid annual 

leave per year, while a collective Labor Agreement prescribes 24 or 25 vacation days. Part-

time employees are also entitled to four times the number of hours they work per week. For 

example, a 25-hour work week will provide you with 100 hours of annual paid holiday leave. 

Salary and 8% holiday allowance39  
By law in the Netherlands employers are obligated to pay this 8% holiday allowance to their 

employees, which is a gross payment of 8% of the total gross salary. By Dutch law it is stated 

that every employee is obliged to receive 8% holiday pay in the month of May or June over 

the previous 12 months’ regular gross salary earned. The Netherlands' legal minimum wage 

of 1 July 2018 is €1,594.2 per month and €73.58 per day40. On the other hand, there is salary 

benchmark in the market for our reference. According to the Centraal Planbureau (CPB) in 

2018, the median gross income for a person working in the Netherlands is EUR 37,000 

annually or EUR 2,850 gross per month, including the holiday bonus41. As of August 2018, 

the average pay is €8.50 per hour or €18,310 annually for a waiter/waitress in Amsterdam42. 

To sum up, we plan to create a fair payment structure for our employees. Considering running 

a start-up, our company will hire two employees after starting our operation at a fixed market 

stand: one full-time and another part-time. Furthermore, the working capital won’t include 

additional staff regarding catering service, festivals or social event management; instead, 
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we’ll start with partnership and volunteering at our first stage. Our salary package consists 

of base salary - €10 per hour or €20,000 with 8% holiday allowance. Sales bonus will be 

considered through individual performance and customer review quarterly. Other 

professional functions such as tax advisor and catering advisors will get paid case by case. 

Apart from that, we’ll gather Taiwanese and Asian talents in the Netherlands, who are willing 

to spread their great passion for food and cooking. In return, our official website and social 

media platforms can be their primary channel to demonstrate their signature dish packages 

and offer “food waste reduction” catering service.  
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7. Financial Plan 
7.1. Initial Investment and Financing 
The initial amount of startup expenses and assets for the first six months is projected 

approximately €26,600, including initial legal permits and licenses, website setup, brand and 

package design, food cart, POS system, equipment and facilities investment, initial inventory, 

one part-time staff working capital and rental kiosk for three months. Our key assumption is 

operating online ordering and delivery for the first three months, seeking for an eligible spot 

by using a food bike cart or cooperation with companies and campus. After three-month 

application and setup, we will kick off our market stand at Markthal by operating with our 

owner and a part-time employee. Our startup expenses and assets will be self-funding rather 

than take any loans and keep our eyes on profitability. The total estimated costs associated 

with the start-up are:  

 

Table 1 Startup Expenses and Assets 
 

 

Description  (Units: euros) 
Rent (€ 2000/month for 3 months) 6,000 

Menu board, Lighting and Decoration 1,000 
Facilities & Equipment 5,000 

Mobile Food Cart 6,565 
POS system (€90/month for 3 months) 270 
Operation Legal Permit & License Fee 500 
Insurance (€150/month for 3 months) 450 

Initial Inventory 1,500 
Website Setup 500 

Brand & Package Design 500 
Salaries & Wages  

(One part-time staff: €10/hour, 36-hour shifts per 
week for 3 months) 

4,320 

Total fixed cost estimates 26,605.0 
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7.2. 3-Year Profit and Loss Projection 
The assumption is based on the current market research and our business is estimated to start 

running from 2019 for three years in a row. Below list out further details regarding projected 

fixed and various costs, revenues and sales growth forecast assumptions over a three-year 

period.  

7.2.1. Fixed Costs Assumptions 
1. The rent of the stand is relatively high due to its central location, which is estimated to 

be €2,000 monthly, including its water, electricity and security services etc. This is our 

greatest concern to launch our stand right at Markthal located in Rotterdam’s vibrant city 

center. After building up our brand awareness, we will consider to look for other places 

in the future.  

2. The straight-line depreciation rate of 20% per year is applied in 5 years to our mobile 

food cart, facility and equipment for operating our business. 

3. Since our annual sales are less than €50,000, our business insurance will start with median 

policy premium at €1,800 per year, including general liabilities and commercial auto 

coverage. 

4. To optimize our operation, we aim to keep the inventory at 1.5 times our weekly COGS, 

which indicates to keep the average of supplies on hand around seven to ten days. 

5. The salaries are based on the market benchmark per hour and per month with 8% holiday 

allowance. We’ll start to hire a part-time employee once established our stall at Markthal. 

After running our stall for the first three months, we need one full-time and one part-time 

workers. An average 2.3% inflation rate will be presumed in our working capital in 2020 

and 2021. With rapid sales growth, we’ll consider to recruit more staff for catering 

arrangement, event activities and workshops in the future.   

6. The legal permits and license fee include hygiene certification, market permits for 

weekend selling spots in different Dutch cities, participating in social activities and events.  

7. The website, advertising and promotion fee are higher in order to initially set up our 

official website with online payment solutions, run promotions and marketing campaigns. 

8. Miscellaneous fee includes tax consultancy fee, cell phone fee and travel expenses etc. 
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Table 2 Fixed Costs over a Three-year Period 

Description (Units: Euros) 2019 2020 2021 

Rent 18,000.00 24,000.00 24,000.00 

Menu board, Lighting and Decoration 1,000.00     

Mobile Food Cart (Depreciation) 1,313.00 1,313.00 1,313.00 

Facilities & Equipment 1,000.00 1,000.00 1,000.00 

POS System 810.00 1,080.00 1,080.00 

Legal Permit & License Fee 1,500.00 1,000.00 1,000.00 

Salary Including Social Insurance &  
Holiday Allowance 24,960.00 44,193.60 45,210.05 

Insurance Expenses 1,350.00 1,800.00 1,800.00 

Inventory 2,500.00 2,500.00 2,500.00 

Brand & Package Design 500.00     

Training Expenses 500.00 500.00 500.00 

Website, Advertising & Promotion 1,500.00 1,000.00 1,000.00 

Miscellaneous Fee  (such as mobile phone 
contracts, tax consultancy fee) 500.00 300.00 300.00 

Total Estimated Fixed Costs  55,433.00 78,686.60 79,703.05 
 

7.2.2. Demand Forecast, Sales Forecast and Various Costs Assumptions 
1. Based on the market research, an average of 150,000 visitors come to Markthal weekly; 

76% makes a purchase; 33% is Rotterdammers; 10% consumes at stalls and gastronomy 

and 56% earns above gross incomes. A target customer number for a stall is 300 daily. 

We will set a moderate target customer number at 255 for snacks (A 85% discount rate 

on 300 daily) and 300 daily for beverages since Taiwanese snacks are relatively new and 

may need more time to promote in the Dutch market.  
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2. To be aligned with the business hours at Markthal, our business hours are from Monday 

through Thursday and Saturday from 10:00 to 20:00, Friday from 10:00 to 21:00 and 

Sunday from 12:00 to 18:00. From the Dutch eating habits survey, savory snacks and 

non-alcoholic drinks are generally consumed in between meals. We’ll set an estimated 

percentage of population footfall by hour. Furthermore, considering more people in the 

Netherlands tend to snack or eat out on weekends, an estimated 30% customer footfall 

from Monday through Thursday, 40% on Fridays and 45% on weekends will be presumed.  

3. In the first year, our demand quantity will be averagely sum up for nine months. Starting 

from 2020, a certain percentage of quarterly demand will be apportioned due to the 

characteristics of our products varying in seasonality. 

4. We’ll use an average selling price at €3.2 and €3.3 for snacks and beverages respectively.  

5. Since our launch year will be divided into three-month online operation and nine-month 

on-site sales, the costs of goods and sales forecast will be projected for nine months, 

starting from the establishment of our fixed stand at Markthal due to lack of awareness 

in the first year. 

6. The cost of goods sold will be calculated not only the costs of all the ingredients related 

to our products, but also the costs of purchasing such as shipping costs. Hence, we’ll 

presume an average cost at €1.2 and €1.5 for snacks and beverages individually.  

7. Based on the survey of annual growth rates between 2.4% and 3.1% until 2021 in street 

stalls/kiosks sector, our sales forecast will be aligned with annual foodservice growth 

rates, which will be a growth rate at 2.6% in 2020 and 3.1% in 2021.  

 

Table 3 Maximum Daily Demand Forecast for Snacks 
 

Sales 
Volume for 

Snacks 
  Monday Tuesday Wednesday Thursday Friday Saturday Sunday 

 Daily 
Footfall  35% 35% 35% 35% 40% 45% 45% 

Target 
Customer 
Quantity 

Hourly 
Footfall  255 255 255 255 255 255 255 
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10:00 AM 5% 4 4 4 4 5 6 6 
11:00 AM 5% 4 4 4 4 5 6 6 
12:00 PM 2% 2 2 2 2 2 2 2 
1:00 PM 2% 2 2 2 2 2 2 2 
2:00 PM 12% 11 11 11 11 12 14 14 
3:00 PM 15% 13 13 13 13 15 17 17 
4:00 PM 15% 13 13 13 13 15 17 17 
5:00 PM 12% 11 11 11 11 12 14 14 
6:00 PM 2% 2 2 2 2 2 2 2 
7:00 PM 2% 2 2 2 2 2 2   
8:00 PM 2% 2 2 2 2 2 2   
9:00 PM 1%         1     

Total Daily 
Demand   66 66 66 66 75 84 80 

 
Table 4 Maximum Daily Demand Forecast for Beverages 

Sales 
Volume for 
Beverages 

  Monday Tuesday Wednesday Thursday Friday Saturday Sunday 

 Daily 
Footfall  35% 35% 35% 35% 40% 45% 45% 

Target 
Customer 
Quantity 

Hourly 
Footfall  300 300 300 300 300 300 300 

10:00 AM 10% 11 11 11 11 12 14 14 
11:00 AM 10% 11 11 11 11 12 14 14 
12:00 PM 5% 5 5 5 5 6 7 7 
1:00 PM 5% 5 5 5 5 6 7 7 
2:00 PM 15% 16 16 16 16 18 20 20 
3:00 PM 15% 16 16 16 16 18 20 20 
4:00 PM 15% 16 16 16 16 18 20 20 
5:00 PM 10% 11 11 11 11 12 14 14 
6:00 PM 5% 5 5 5 5 6 7 7 
7:00 PM 2% 2 2 2 2 2 3   
8:00 PM 2% 2 2 2 2 2 3   
9:00 PM 1%         1     

Total Daily 
Demand   100 100 100 100 113 129 123 
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Table 5 Yearly Sales Forecast 
Sales Projection 

by Seasons 
Snacks Demand 

by Season % Snacks Beverages Demand 
by Season % Beverages 

Weekly Demand Volume   503   765 
Summer Time 

 (June - August)  80% 4,829 120% 11,016 

Winter Time 
(December - February) 120% 7,243 110% 10,098 

Spring & Autumn Time 
(September - November & 

March - May)  
110% 13,279 100% 18,360 

Total Yearly Demand   25,351   39,474 

Total Yearly Sales (Euros)   81,123.84   130,264.20 
 

 
Table 6 Sales Forecast over a Three-year Period 

Description (Units: Euros) 2019 2020 2021 
Expected Demand Growth %  2.6% 3.1% 

Snacks 57,945.60 83,233.06 85,813.28 
Beverages 90,882.00 133,651.07 137,794.25 

Total Estimated Sales 148,827.60 216,884.13 223,607.54 
 

 
Table 7 Variable Costs over a Three-year Period 

 
Description (Units: Euros) 2019 2020 2021 

Cost of Goods Sold - Snacks 21,729.60 31,212.40 32,179.98 
Cost of Goods Sold - Beverages 41,310.00 60,750.49 62,633.75 
Total Estimated Various Costs 63,039.60 91,962.88 94,813.73 
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7.2.3.  3-Year Projected Income Statement Assumptions 

1. Since our business is registered as one-man company, the provision of foodservice is subject 

to an adjusted VAT 9% starting on January 1, 2019. 

2. All our various costs and sales forecast are projected on a 3-year basis. 

3. After launching our operation, we are able to adjust these numbers to match our real sales 

figures. 

 
Table 8 3-Year Projected Income Statement 

Revenue (Euros) 2019 2020 2021 

Sales       

Snacks 57,945.60 83,233.06 85,813.28 

Beverages 90,882.00 133,651.07 137,794.25 

Total Revenue 148,827.60 216,884.13 223,607.54 

Cost of Goods Sold       

Snacks 21,729.60 31,212.40 32,179.98 

Beverages 41,310.00 60,750.49 62,633.75 

Total Cost of Goods 
Sold 63,039.60 91,962.88 94,813.73 

Gross Profit 85,788.00 124,921.25 128,793.80 

    

Expense (Euros) 2019 2020 2021 

Rent 18,000.00 24,000.00 24,000.00 

Menu board, Lighting 
and Decoration 1,000.00     

Mobile Food Cart 
(Depreciation)  1,313.00 1,313.00 1,313.00 

Facilities & Equipment 
(Depreciation)  1,000.00 1,000.00 1,000.00 
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POS System 810.00 1,080.00 1,080.00 

Legal Permit &  
License Fee 1,500.00 1,000.00 1,000.00 

Insurance Expenses 1,350.00 1,800.00 1,800.00 

Inventory  2,500.00 2,500.00 2,500.00 

Salaries & Wages  24,960.00 44,193.60 45,210.05 

Training Expenses 500.00 500.00 500.00 

Brand & Package 
Design 500.00     

Website, Advertising 
& Marketing 1,500.00 1,000.00 1,000.00 

Miscellaneous 500.00 300.00 300.00 

Total Operating 
Expenses 55,433.00 78,686.60 79,703.05 

Earnings Before 
Interest & Taxes 

(EBIT)  
30,355.00 46,234.65 49,090.75 

Interest Expense 0.00 0.00 0.00 

Income before Taxes 30,355.00 46,234.65 49,090.75 

VAT Tax (9%) 2,731.95 4,161.12 4,418.17 

Net Income 27,623.05 42,073.53 44,672.58 

 

7.3.  3-Year Balance Sheet 
Table 9 3-Year Projected Balance Sheet 

 Assets (Euros) 2019 2020 2021 

Current Assets       

 Cash on Hand 27,623.05 42,073.53 44,672.58 
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 Total Current Assets  27,623.05 42,073.53 44,672.58 

 Long Term Assets        

Facilities & Equipment 5,000.00 5,000.00 5,000.00 

Mobile Food Cart 6,565.00 6,565.00 6,565.00 

 Accumulated 
Depreciation  (2,313.00) (4,626.00) (6,939.00) 

 Total Long Term 
Assets 9,252.00 6,939.00 4,626.00 

 Total Assets  36,875.05 49,012.53 49,298.58 

 

Liabilities (Euros) 2019 2020 2021 

Current Liabilities       

Wages Payable  
(one month) 3,440.00 5,483.28 5,609.40 

Long Term Liabilities 0.00 0.00 0.00 

 Total Liabilities  3,440.00 5,483.28 5,609.40 

 Equity (Euros)       

Owner's Investment 26,605.00  - -  

 Retained Earnings  6,830.05 43,529.25 43,689.19 

 Total Equity  33,435.05 43,529.25 43,689.19 

 Total Liabilities & 
Equity  36,875.05 49,012.53 49,298.58 
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7.4.  3-Year Projected Cash Flow 
Table 10 3-Year Projected Cash Flow 

 
Cash Flows for Period Ending 2019 2020 2021 

Gross Profit 85,788.00 124,921.25 128,793.80 

Cash Paid for Operating Expenses       

Rent (18,000.00) (24,000.00) (24,000.00) 

Menu board, Lighting & Decoration (1,000.00)     

POS System (810.00) (1,080.00) (1,080.00) 

Legal Permit & License Fee (1,500.00) (1,000.00) (1,000.00) 

Insurance Expenses (1,350.00) (1,800.00) (1,800.00) 

Inventory  (2,500.00) (2,500.00) (2,500.00) 

Training Expenses (500.00) (500.00) (500.00) 

Brand and Package Design (500.00)     

Website, Advertising & Marketing (1,500.00) (1,000.00) (1,000.00) 

Miscellaneous (500.00) (300.00) (300.00) 

Salaries & Wages  (24,960.00) (44,193.60) (45,210.05) 

Depreciation  (2,313.00) (2,313.00) (2,313.00) 

Taxes (2,731.95) (4,161.12) (4,418.17) 

Total Cash Flows from Operating Activities 27,623.05 42,073.53 44,672.58 

Cash at the beginning of the period - -   - 

Cash at the end of the period 27,623.05 42,073.53 44,672.58 

Net Increase (Decrease) in Cash 27,623.05 42,073.53 44,672.58 
 

7.5. The First Year Break-Even Analysis 
In food and beverage industry, it is relatively competitive in pricing and marketing strategy. 

Our assumptions are based on the market research, competitor analysis and future trend 

without any major recession. Due to high costs on rent and salaries, we need to calculate the 

annual revenues that must be sold to cover fixed and variable costs associated with making 
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the sales. Besides, to make our objectives achievable and realistic, we further identify the 

optimum volume of weekly unit sales during these three operation years.  

 

 

Table 11 3-Year Breakeven Annual Sales 

Description (Euros) 2019 2020 2021 
Yearly Sales for Snacks 57,945.60 83,233.06 85,813.28 

Cost of goods sold - Snacks 21,729.60 31,212.40 32,179.98 

Gross Profit Margin 62.50% 62.50% 62.50% 

Other Operating Expenses 27,716.50 39,343.30 39,851.53 

Total Annual Sales 
Needed to Break Even 44,346.40 62,949.28 63,762.44 

 

Description (Euros) 2019 2020 2021 
Yearly Sales for Beverages 90,882.00 133,651.07 137,794.25 

Cost of goods sold - Beverages 41,310.00 60,750.49 62,633.75 

Gross Margin per unit 54.55% 54.55% 54.55% 

Other Operating Expenses 27,716.50 39,343.30 39,851.53 
Total Annual Sales 

Needed to Break Even 50,813.58 72,129.38 73,061.13 

 

Table 12 3-Year Breakeven Weekly Sales Volume 
 

Description 2019 2020 2021 
Average Selling Price per unit 

for Snacks 3.2 3.2 3.2 

COGS per unit 1.2 1.2 1.2 

Gross Margin per unit 2 2 2 

Other Operating Expenses 27,716.50 39,343.30 39,851.53 

Average Weekly Units Needed 
to Break Even 385 410 415 
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Description 2019 2020 2021 
Average Selling Price per unit 

for Beverages 3.3 3.3 3.3 

COGS per unit 1.5 1.5 1.5 

Gross Margin per unit 1.8 1.8 1.8 

Other Operating Expenses 27,716.50 39,343.30 39,851.53 

Average Weekly Units Needed 
to Break Even 428 455 461 

 

To measure the profitability of a single product, our gross profit margin is 62.50% and 

54.55% until 2021 for snacks and beverages respectively. In terms of the costs per unit, 

profits per unit and overall operating expenses, the weekly sales for snacks should reach 385, 

410, 415 units while the weekly sales for beverages should be 428, 455, 461 units over a 

three-year period of 2019, 2020 and 2021. Accordingly, the total annual sales would be 

€95,159.98, €135,078.66 and €136,823.57 during these three years to reach a break-even 

point. Since the sales forecast and costs of goods will be estimated after three months of 

operation while established our fixed stand, our business could be able to reach break-even 

point in almost six months, which indicates that will roughly be the end of September, 2019.  

To sum up, our sustainable food e-bike business can be feasible based on the projected sales 

figures for market demand at reasonable costs. “Formosa Bites on Wheels” would like to 

fulfil a desire for childhood taste, expand our diverse connection with the Netherlands, as 

well as integrating sustainable practice to reduce food waste and actively make a positive 

impact in our community. 
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9. Appendix 
Appendix 1. Legal Forms 

 

Appendix 2. Dutch Pancakes (Poffertjes) and Egg Waffle 
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Appendix 3. Infinitea’s Stand at Markthall, Rotterdam and the Tea-
Drink Chained YoYo! Fresh Tea Bar 
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Appendix 4. Beverage Package Design and Wheel Cakes with Logos 

 

 

Appendix 5. Markthal - The Largest Indoor Market in the Netherlands 
Source: Designed by 

Architecture Office 

MVRDV, Photo by 

Daria Scagliola en 

Stijn Brakkee 
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Appendix 6. Infographic of the Markthal 
Source: RetailTrends Media, Strabo 
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Appendix 7. Food Consumption Occasions by Hour of the Dutch 

Population 
Source: The diet of the Dutch, Results of the first two years of the Dutch National Food 

Consumption Survey 2012-2016, National Institute for Public Health and the Environment 

 
 

Appendix 8. Netherlands: Inflation Rate from 2012 to 2022  
Source: Netherlands - Inflation rate 2022, Statistic 
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