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Abstract 

Business Plan for Bubble Island Food Truck 

By 

Brian Chang 

In the past ten years or so, the food truck industry has evolved into a multi-million dollar 

industry in the US and has changed the perception that food trucks are an inferior type of food 

service. With its generally lower overall operating costs and potential for high gross margins, 

food trucks have become a legitimate competitor to brick-and-mortar restaurants. Coinciding 

with the evolution of the food truck industry is the growing interest in Taiwanese cuisine. This 

business plan analyzes the business opportunity of pairing a trendy type of food service with a 

cuisine type that’s gaining fans quickly in the international community.  

The business plan discusses the business values and value proposition of a Taiwanese fusion 

food truck, explores the food truck industry, its rapid growth, and growing trends, and analyzes 

the external and internal aspects of the industry and business. It also includes a marketing 

strategy, a business operations plan, and a financial plan for jumpstarting the business. 

Keywords: Food Trucks, Fusion food, Taiwanese food
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1. Introduction 

The food truck industry is one of the fastest growing industries in the global food industry. Food 

trucks have been part of the food industry for a long time but it is only now becoming more 

mainstream and a prominent part of food/dining culture. What was once seen as a dirty, low-

class dining has evolved into a billion dollar industry with the help of the rise of social media 

as a means of marketing and advertising. 

Taiwanese cuisine is famous worldwide for its street food and night markets. Much of the 

tourism sector in Taiwan is focused on sharing its food culture to hungry travelers from around 

the world. Famous for its bubble tea drinks and “little eats”, Bubble Island brings this  

Taiwanese food has had a strong presence in the culinary scene in Los Angeles since the Taiwanese 

first immigrated to Southern California. From the Taiwanese American enclaves of Monterey Park, 

Rowland Heights, Hacienda Heights, Cerritos, Diamond Bar, Irvine, and more, Taiwanese food is 

a prominent fixture in the Los Angeles culinary culture. A quick search on Yelp shows that there 

are at least 150 restaurants in the Los Angeles area that serve some kind of Taiwanese food. 

Taiwanese population in LA, higher than anywhere else in the states and more than 10% of the 

LA population is Asian.  

Food trucks have a massive presence in LA with more than 350 food trucks, higher than anywhere 

else in the nation. When you put a highly popular style of cuisine with a highly popular business 

model, you have a product that checks the boxes for what consumers are looking for. It’s an 

excellent opportunity for us to deliver to customers a Taiwanese fusion food truck that really speaks 

to the food culture and multicultural background of LA.    

DOI:10.6814/NCCU202000174 
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Figure 1. Food Truck count in major U.S. cities 
Source: U.S. Chamber of Commerce Foundation 

 

We definitely want to market it those who are already familiar with food truck culture and those 

who are interested in trying different types of cuisines. Initially, we can kick start our marketing 

campaign by attracting those who already are familiar with Taiwanese cuisine. The goal is to 

create a marketing campaign that peaks the interest of the millennials of greater LA and from 

there on, they can help promote our product and we can spread awareness of our business via 

social media, web-based content, and word-of-mouth. Los Angeles, California is also known 

for its food culture and has inspired a generation of “foodies” who have taken their food 

experiences and put the content online via social media. 

The business I’ve chosen to develop is a food truck business based in Los Angeles, California. 

Our business will be selling Taiwanese fusion food in the busiest streets of Los Angeles. 

DOI:10.6814/NCCU202000174 
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2. Company Overview 

2.1. Background 

Bubble Island is a food truck business based in Los Angeles, California. The new food truck 

business will be selling both traditional Taiwanese food, Taiwanese fusion food, as well as 

Taiwanese bubble tea drinks in the busiest streets of Los Angeles. 

2.2. Mission Statement 

Bubble Island Food Truck aims to integrate Taiwanese cuisine within the mainstream Southern 

California Food Truck culture and also present new Taiwanese fusion dishes to the local 

residents and foodies in Southern California. 

Bubble Island offers a modern and tasty take on Taiwanese Food with both a classic and fusion 

menu. Bubble Island also offers the classic Bubble Tea drink and aims to be recognized for 

both its tasty and innovative food as well as its refreshing drinks. A huge part of food culture 

in Los Angeles is the diversity of food available. Immigrants from countries all over the world 

bring with them the unique food culture of their home countries and share it to their 

communities. Los Angeles is truly a melting pot of cultures and a city that is truly international. 

Bubble Island aims to bring authentic Taiwanese cuisine as well as some modern fusion 

elements to the people of Los Angeles.  

2.3. Company Goals and Objectives  

Bubble Island Food Truck hopes to achieve the goal of bringing awareness of delicious 

Taiwanese cuisine and introduce a modern, healthy take on Taiwanese American fusion cuisine 

to the Los Angeles food crowd. In order to measure this success, we set goals such as having 1-

2 trucks in the first year then expanding to 3-5 trucks in the next few years. Our long term goal 

DOI:10.6814/NCCU202000174 
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is to become a mainstay in the Los Angeles food scene and maybe expand to other areas such 

as the Bay Area in Northern California, Las Vegas, etc.  

2.4. Name and Branding 

Bubble Island’s name is derived from the Taiwanese love for bubble tea and the island 

geography of Taiwan. The name ties in nicely with the food truck concept as a food truck is like 

a small island in the middle of the city! The term bubble not only stands for Boba but also 

relates to the term “bubbly” which means someone is “full of energy and enthusiasm” and that’s 

the kind of service and business attitude we want to bring to the city of LA. 

2.5. Business Values  

Fresh Ingredients 

Food quality is a key focus for our business. We’re all about fresh ingredients, tasty food, and 

ensuring that our customers are always happy and satisfied with both our food quality and our 

service. We want to make sure that our food quality can compete with both restaurants and other 

food trucks.  

Customer Relationships 

Our food is for everyone to enjoy and we want to build relationships with our customers by 

listening to their feedback and continuously improving our product to match the tastes of our 

diverse group of customers.  

Passion for Food 

Bubble Island’s strengths and core competencies are mainly our passion for making excellent 

DOI:10.6814/NCCU202000174 
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food and our drive to providing our customers the best customer experience. Having a 

multicultural background is essential for building a business in a multicultural region with 

people of so many different backgrounds and the willingness to learn and improve our product 

based on customer feedback is important for enabling the business to sustain long-term growth 

and evolve as a business. 
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3. Business Analysis 

3.1. External Analysis 

3.1.1. Industry Analysis 

The food truck industry is a rapidly 

growing industry and has slowly 

become a part of mainstream food 

culture. As seen in the graphic listed 

above, the food truck industry has 

grown nearly 20% in the past two 

years from $800 million to $985 

million. It also has some of the highest 

ROI in the food business with a 

significantly lower upfront 

investment. Instead of the $250,000-500,000 investment it takes to establish a brick and mortar 

restaurant, food trucks can be established with as low as $55,000 to $75,000 which makes it an 

enticing investment for food startups.  

In comparison to brick and mortar restaurants, 

the food truck business has grown at a rate of 

7.9% of the past five years while the restaurant 

business has grown around 2% yearly. Of course, 

the restaurant industry is much mature as food 

trucks have only started to become mainstream 

over the past ten years or so. There’s a lot of room 

Figure 2. Food truck industry growth & upfront 
investment comparison 

Source: Off The Grid 

Figure 3. The state of the mobile food 
industry in America 

Source: Off The Grid 

DOI:10.6814/NCCU202000174 
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for potential for the food truck industry to grow as it becomes increasingly popular. The CAGR 

for the food truck business is estimated at around 4.9% per year from 2018-2026. Industry 

standards have also evolved during the years and changed people’s perception of the food truck 

industry. 

Food truck businesses may start off small but have to potential to grow if they can find a niche 

in the market. When food truck businesses grow, they expand by increasing the number of 

trucks and the areas they serve. Many successful food truck businesses can also eventually open 

up brick and mortar stores that sell a more evolved version of their menus. 

3.1.2. Barriers to Entry 

Capital costs: Medium  

Solution: One of the most expensive capital costs is purchasing the food truck itself. The price 

range runs between $28,000 and $114,000. Food truck owners will customize and redesign the 

trucks to fit the kind of layout that’s most suitable to their working environment and that may 

run up the costs if owners are looking for ideally designed or furnished food trucks. Food truck 

owners also have to establish a commissary/kitchen usually by renting and may have to remodel 

it to their liking. Overall the capital costs aren’t too high and are relatively cheap for a startup 

business but it also depends on the quality of capital the business is looking for in general. 

Production costs: Low 

Solution: The cost of goods sold should be minimal compared to retail businesses. The 

production costs for running a food truck are relatively low since the food is supposed to be 

affordable and is not targeted towards the gourmet or upscale dining segment. We will be 

DOI:10.6814/NCCU202000174 
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buying in bulk to minimize costs so many of the dishes and drinks can be made with minimal 

cost. 

Marketing costs: Low 

Solution: Marketing costs can be relatively lower given how useful social media is nowadays. 

Marketing is a business aspect where food trucks thrive in due to the minimal costs it takes to 

set up marketing campaigns via social media. Social media and food trucks go hand in hand 

when it comes to marketing because food trucks are a mobile business and social media enables 

businesses to push their branding from anywhere in the world. Fans of the food truck or 

prospective eaters can also follow the food truck’s location or special promotions by following 

the truck on social media. 

Consumer acceptance and brand recognition: High 

Solution: Every new brand must find its own niche and build up their brand to drive up customer 

loyalty. Consumer acceptance and brand recognition comes with positive feedback and 

reception to the food truck’s food.  

Training and skills: Low 

Solution: Workers need to be trained to understand their role and responsibilities. We will 

provide them with a month-long, pre-opening training program before launch to get them up to 

speed on their job functions. 

Shipping costs: Low  

Solution: Imported goods will cost more and can be acquired at premium values. Due to the 

DOI:10.6814/NCCU202000174 
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abundance of Taiwanese markets and food retailers in Southern California, we should be able 

to keep shipping costs at a minimum by buying local ingredients.  

3.1.3. mpact of Changes on Company 

Change in technology: Medium to High 

Solution: Great businesses evolve with advancements in technology, Bubble Island should 

embrace these advancements in technology and leverage them to improve its service.  

Change in government regulations: High 

Solution: Food trucks face a lot of regulation in general but California has laxer laws for food 

trucks. Should changes in zoning regulation be adjusted, our business would have to follow suit 

and make the necessary adjustments. We would move our business operation locations to areas 

that are not as affected by zoning laws. 

Change in the economy: Medium 

Solution: If economic factors such as a trade war occurs and import goods are taxed with an 

import tariff, we might have to consider switching from imported ingredients to local 

ingredients to avoid increasing prices to compensate for the increase in cost. 

Change in your industry: High 

Solution: The industry is constantly evolving as we can see how much the food truck industry 

has evolved over the past ten years. We must be laser-focused on tracking the latest trends and 

keeping up with how the industry is evolving to avoid falling behind.  

 

DOI:10.6814/NCCU202000174 
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3.1.4. Industry Trends 

Current trends in the mobile dining industry are about expanding the scope for food truck 

businesses. Such examples include selling food outside of food trucks and moving into 

supermarkets, food festivals, pop-up stores, etc. Similar to fashion trends, collaborations are 

considered trendy nowadays and many food trucks will work with major companies via catering. 

The food truck companies will send several food trucks to events hosted by those companies 

and cater for their major events. Indoor food trucks are also on the rise with organizers setting 

up events where food trucks can gather at an indoor convention and serve their food there. Food 

trucks are also introducing new, novelty dishes with special, unconventional ingredients that 

may attract the interests of foodies and food truck fans. Some food trucks are even introducing 

cool new drinks that also catch the attention of foodies. Private events are also gaining lots of 

traction as food trucks see this as an excellent opportunity to make a lot of money at each event.  

A lot of food trucks are working together to bring in more business by banding together in lots 

and offering customers a more diverse selection of food choices. Another interesting 

development is how major established restaurants are actually testing their new dishes by 

selling them in food trucks that do not use their brand names. This is an excellent way for them 

to get public feedback for these dishes. A lot of companies are also using food trucks as a way 

to test the demand for that type of food in certain areas. Some companies have even built a 

B&M restaurant due to high demand for their food from the food trucks. Restaurants are also 

offering healthier options as the demand for healthier food is increasing. Food trucks are also 

looking to cut down on the time it takes to make certain foods by adding superfast menus that 

take less time to prepare compared to stuff like fried foods. Another important aspect for 

business that food trucks must play close attention to is how to utilize technology to boost their  

DOI:10.6814/NCCU202000174 
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overall business. 

3.1.5. Competition Analysis 

Los Angeles is a highly competitive market and is renowned for its food culture and diversity. 

The competition is definitely fierce but the demand for high quality food is apparent. LA is such 

a diverse food market because of the abundance of dining options available whether they’re 

brick and mortar restaurants, food delivery services or the abundance of food trucks offering 

unique and tasty flavors. 

Major competitors:  

Bubble Island is mainly competing against food trucks so we have to evaluate how we stack up 

against these competitors. Since our niche is mainly offering a nice balance between 

traditional/fusion Asian foods, the types of competitors we have chosen to evaluate are mainly 

food trucks that serve traditional/fusion Asian food or similar types of menus. These 

competitors are some of the more prominent food trucks in greater LA. Listed below are the 

competitors that can pose a challenge to us whether it’s having a more established brand, serving 

similar food, or having a similar business model. Some of these competitors include:  

1. Kogi BBQ Food Truck  

Kogi BBQ offers Korean fusion cuisine and they’re a pioneer in the LA food truck industry for 

breaking new grounds and blazing a path for food trucks in LA. Without Kogi’s meteoric rise 

to fame ten years ago, the LA food truck scene probably wouldn’t be as well established or as 

faster growing. Kogi made the food truck business “hip” by integrating social media into their 

marketing scheme. They hopped on the Twitter trend when it started growing back in 2009. 

They currently have two food trucks operating in two major zones of Los Angeles County.  

DOI:10.6814/NCCU202000174 
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Kogi offers an awesome selection of Korean 

fusion food that really fuses the elements of 

the LA culture with traditional Korean 

ingredients. They currently have 2 food 

trucks in LA serving two different zones. 

Their menu features Korean Mexican fusion 

food and is centered on their tacos and 

burritos with their short ribs as their 

signature meat. Their menu isn’t too big but features variations of a main dish. Their drink 

selection is rather basic.  

Kogi’s has a strong presence on social media using Twitter as their primary location 

announcement platform and newsfeed. The Kogi BBQ Twitter account has 150K followers, 

which is tremendous for a food truck twitter account. Their made their name on Twitter and it 

shows with their massive fan following. 

2. Steamy Bun Truck 

As far as Asian styled food goes, Steamy Bun Truck is probably one of our biggest competitors. 

They offer an excellent fusion menu which some mouth-watering takes on Western food such 

as their Footine Fries but they also offer some traditional Asian dishes as well. Most of their 

menu is Gua Bao focused and they have a wide selection of meat based dishes.  

3. Taiwan Rock Food Truck  

Taiwan Rock Food Truck operates mostly in Monterey Park which is one of the biggest 

Taiwanese enclaves in LA but has in recent years has seen an influx of Mainland Chinese and 

Figure 4. Kogi Food Truck 

Source: Design Indaba 
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Southeast Asians. They have around 9 different food items and a couple desserts and drinks. 

Their menu is mostly traditional Taiwanese food with a couple fusion dishes.  

4. Tainamite  

Tainamite is run by a husband who is Taiwanese and a wife who is Vietnamese. Their menu is 

an interesting mix between Taiwanese dishes and Vietnamese dishes. Their dishes aren’t really 

fusion dishes since the styles aren’t meshed together like standard fusion dishes. Tainamite 

offers a variety of dishes and side appetizers. They also sell Vietnamese drinks.   

5. Bao Kitchen 

Bao Kitchen is an authentic Shaanxi cuisine based food truck and they offer a small assortment 

of authentic dishes. Their signature dish is the Liang Pi dish and they also sell cold noodles and 

as their name suggests, baos. They are based in the San Gabriel Valley where they mainly set 

up shop around the Monterey Park supermarket area.  

6. Jogasaki Sushi Burrito 

Jogasaki Sushi Burrito offers some of the most interesting fusion dishes in Los Angeles with its 

sushi burritos. Their sushi burritos don’t look like your standard burritos as they wrap sashimi 

with soy paper instead of a tortilla. 

7. Dina’s Dumplings 

Dina’s Dumplings does trendy food truck food the right way with its flashy, modern style. They 

have a very simplified menu which they take pride in and they offer five types of tasty 

dumplings. 
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8. The Boba Truck 

Boba Truck specializes in Boba drinks and they don’t serve any food items. Their drink menu 

is similar to a Taiwanese drink store menu and they offer different types of teas and flavors for 

their drinks. 

 

Figure 5. Food Truck lineup 
Source: Citi I/O 

  

Our competing food truck businesses probably won’t compete with us across the board since 

our menu isn’t really offered outside of brick and mortar restaurants. We will be competing on 

certain products, customers, and locations however.  

Competing across the board is one of our future goals but as a startup, our goal is carve out a 

niche in the market with our excellent value proposition.  
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Indirect competitors 

Traditional brick and mortar restaurants are obviously the largest indirect competitors but 

mobile dining in the form of food delivery apps such as UberEats are a huge competitor in this 

day and age so we will have to challenge this trendy dining service by targeting the weaknesses 

of these kinds of businesses. Due to the nature of the delivery business, customers pay a 

premium to have their food shipped to them and have to pay a delivery fee. Since UberEats 

charges based on distance, customers who want to minimize delivery fees would probably order 

from restaurants within closer proximity. If restaurants are in closer proximity, the customer 

can just drive to the restaurant so they’re basically paying for added convenience. Our business 

will focus on a highly competitive monetization model that offers both tasty, affordable food 

and different ways of maximizing convenience. 

We also can work with UberEats to deliver our food to locations across the Los Angeles County. 

This can help us expand the scope of our operation to other areas in LA. However, according 

to feedback from experienced food truck businesses, working with delivery services often 

detracts from the onsite experience for customers who are waiting for their food orders. Onsite 

traffic can be very hectic and when you compound that with heavy traffic from online orders, 

onsite customers may be dissatisfied with the service. We think it’s important to focus on the 

onsite dining experience to ensure that our customers are getting the best service and food. The 

commission that UberEats receives from our orders is also quite substantial and may not rake 

in a high ROI for our business in general. 
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3.2. Internal Analysis 

3.2.1. Value Proposition 

Bubble Island’s value proposition is that it will offer the best mix of traditional food, fusion 

food, and classic bubble drinks for an LA based food truck. Food trucks are popular in Los 

Angeles and Taiwanese food is also popular in Los Angeles. It’s essentially the perfect marriage 

and Bubble Island aims to capitalize on this business opportunity as the best Taiwanese fusion 

food truck LA has to offer. 

3.2.2. Product Overview 

Bubble Island will feature two menus, a classic menu featuring many Taiwanese favorites and 

a fusion menu featuring Taiwanese ingredients. The food truck also sells the world famous 

Taiwanese Bubble Tea drinks which are hugely popular. Our classic menu delivers the 

traditional Taiwanese taste with portions and seasoning slightly adjusted to fit the American 

palate more. Our fusion menu takes some of the most popular Mexican/American dishes and 

infuses Taiwanese elements to the dishes to create innovative yet delicious fusion dishes. Our 

drink menu serves the classic bubble tea along with a fusion drink of bubble tea with the 

delicious Mexican drink, Horchata. 

Here’s a look at our menu with pricing, ingredients, and sample mockups:     

*photos are sample mockups, not the actual product 
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Classic Menu: 

Classic Item #1: Taiwanese Fried Chicken Rice Bento 

Description: Classic Taiwanese dish featuring Taiwanese Style Fried Chicken, Radish, 

Taiwanese Style Rice, Stir Fried Taiwanese Greens, Egg, and Scallions. Packaged in a 

convenient bento box for customers to take out or eat at the food truck tables. 

 

 

 

 

 

 

Classic Item #2: Gua Bao 

Description: Taiwanese style “Hamburger” with a touch of American ingredients featuring 

Steamed Buns, Braised Pork Belly, Peanuts, Cilantro, Aioli Sauce, and Sweet Potato Fries. 

Packaged in a plastic wrap with fries in a small bag and aioli sauce in a small container. 

 

 

 

 

 

Figure 6. Fried Chicken Bento 
Source: iCook TW 

Figure 7. Gua Bao 

Source: Pinterest 
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Classic Item #3: Taiwanese Beef Noodle 

Description: Classic Taiwanese dish featuring Noodles, Red Braised Beef, Pickled Radish, 

Scallions, and Bok Choy. Packaged in a container bowl with solid grip and heat-friendly plastic 

cover. 

 

 

 

 

 

 

 

 

 

  

Figure 8. Beef Noodle Soup 

Source: The Woks of Life 
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Fusion Menu: 

Fusion Item #1: Island Burrito 

Description: Taiwanese Mexican fusion dish featuring Taiwanese scallion pancakes wrapped 

with beef, rice, lettuce, salsa, sour cream wrapped in a burrito wrap. Tortillas available as well. 

 
Figure 9. Fusion Burritos 

Source: Thrillist 

Fusion Item #2: Island Tacos  

Description: Taiwanese Mexican fusion dish featuring Taiwanese scallion pancakes with 

chicken, rice, lettuce, cilantro, and diced onions. Comes with salsa and lime to add extra flavor. 

Tortillas available as well. 

 
Figure 10. Tacos 

Source: Pinch of Yum 
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Fusion Item #3: Bubble Island Burger 

Description: Taiwanese American fusion dish featuring toasted buns, Taiwanese mala spicy 

beef, lettuce, cheese, onions, and Bubble Island fusion dressing.  

 

Figure 11. Fusion Burger 
Source: Carlsbad Cravings 
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Drinks: 

Drink Item #1: Bubble Milk Tea 

Description: Classic Taiwanese drink featuring black or green milk tea with chewy tapioca 

pearls. Different flavors available. 

 
Figure 12. Bubble Tea 

Source: The Beverage Corner 

Drink Item #2: Bubble Horchata   

Description: Taiwanese Mexican fusion drink with rice, cinnamon, vanilla, milk, Taiwanese 

style tea, and chewy tapioca pearls.   

 
Figure 13. Bubble Tea Horchata 

Source: Pinterest 
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3.2.3. Product Comparison 

Bubble Island will use the freshest and most authentic ingredients so that customers who want 

to enjoy Taiwanese food will get the highest quality Taiwanese food. The Los Angeles area has 

an abundance of Taiwanese markets and suppliers so instead of using local ingredients to 

replace key Taiwanese ingredients, we will retain the flavors of Taiwan and add our own style 

to the food. We can integrate local flavor into our dishes while keeping the essential Taiwanese 

ingredients so that fans of Taiwanese food will love our food.  

Bubble Island vs. Kogi: Kogi is one of the most established and well-known competitors so 

it’s definitely tough competition for us. Their menu mainly focuses on Korean fusion food so 

it’s not quite a substitute for Taiwanese food. Our fusion menu is inspired by their fusion menu 

as well but while they use Korean style meats for their Mexican fusion dishes, we use Taiwanese 

style scallion pancakes instead of a tortilla. We do offer a tortilla as an option. Our drink menu 

is more gourmet compared to their standard soft drink menu. They charge lower prices overall. 

Bubble Island vs. Steamy Bun: They offer a very impressive fusion menu but much of their 

menu is very Bao focused. On the other hand, our menu has rice dishes, noodle dishes, and 

offers more variety in general. They charge fairly low prices compared to the rest of the market. 

Bubble Island vs. Taiwan Rock: They offer a few fusion dishes but most of their dishes are 

traditional types of Taiwanese food. They also sell boba milk tea but their prices for the boba 

milk tea are very high compared to ours. They don’t do as much marketing as most other food 

trucks do. Their prices are considered on the high end compared to the other food trucks. 

Bubble Island vs. Tainamite: They offer an interesting mix of Taiwanese and Vietnamese 

dishes but no fusion dishes. They also offer Vietnamese coffee but no bubble tea drinks.  

DOI:10.6814/NCCU202000174 
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Bubble Island vs. Bao Kitchen: Their menu is quite small but focused on various authentic 

Shaanxi dishes. They also sells Baos but not the Taiwanese style Baos. 

Bubble Island vs. Jogasaki Sushi Burrito: Their fusion items are very impressive and 

innovative with the Soy Paper wrap. Our Burritos feature Taiwanese Scallion Pancakes which 

is a bit on the tastier side.   

Bubble Island vs. Dina’s Dumplings: Their menu is very simplified and that’s good for 

customers who don’t want to go through the trouble of reading a long menu. Our menu is 

somewhat similar in that regard but we offer way more variety of dishes. 

Bubble Island vs. The Boba Truck: They sell boba but they don’t sell any food items. They 

offer many flavors of tea but they don’t offer any Mexican fusion drinks like we do with the 

Bubble Horchata. 
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4. Marketing Strategy 

4.1. Segmentation/Targeting/Positioning 

4.1.1. Segmentation  

The Los Angeles urban area is home to over 15 million people making it the 18th most populous 

urban area in the world. It’s a huge market with probably the most diversity of races/ethnicities 

of anywhere else in the world. In order to figure out which target groups we’re aiming to 

sell/market our products to, we need a thorough understanding of the demographics of the target 

customer base and the geographical makeup of the city.  

The racial/ethnic makeup is listed below (from Wikipedia): 

• Hispanic or Latino (of any race): 47.5% 

• Non-Hispanic Whites: 29.4% 

• Asian: 10.7% 

• Black or African American: 9.8% 

• Two or more races: 2.8% 

• Native American: 0.5% 

• Native Hawaiian and Other Pacific Islander: 0.2% 

• Other: 25.2% 

The median age in Los Angeles is 35.8 years old and the per capita income is $35,089 with a 

median household income of $62,474.   
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Figure 14. Median age in Los Angeles 

Source: Census Reporter 

 

 

 
Figure 15. Per capita income & Median household income in Los Angeles 

Source: Census Reporter 

  

Diversity in LA from a geographical standpoint is mostly scattered. There are many areas with 

a high number of minorities but low diversity since people of similar ethnic backgrounds tend 

to live in the same enclaves in the city. Neighboring them are areas with a high amount of 

diversity and minorities and as you move farther north of the city towards the more mountainous 

areas, it’s less diverse and there are less minorities in those areas. Overall, the ethnic makeup 

is more diverse in the areas surrounding the city. The median age is also much higher as move 

farther north of the city and towards the coasts. The median income is much lower in the 

downtown areas. Many of the Downtown areas fall in the low income bracket.  
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We also have to take into consideration the demographics, psychographics, and behavioral 

tendencies of the average food truck customer with the demographics/geography of Los 

Angeles to form customer segments that we can target and evaluate positioning for our 

marketing/operations strategy. The median age of Los Angeles is more in the range of the 

Millennials (23-38 years old) generation but is also around the Gen X (39-55 years old) 

generation as well. Studies have shown that millennials eat outside more frequently than other 

generations. When compared to Millennials, Gen-X don’t eat outside as much but still do so 

quite frequently. Baby Boomers eat out the least of the three generations but also eat out at QSR 

quite frequently. 

 

Figure 16. Percent of each generation who ate out at least once in the last three months 
Source: BusinessInsider; AlphWwise, Morgan Stanley Research 
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Millennials also put more of an emphasis on how “organic” their food is. They generally pay 

more attention to how their food is processed and 

prefer fresher food that isn’t as processed food and 

uses fewer artificial ingredients according to 

Morgan-Stanley’s research. They’re more 

adventurous with their taste and are more willing 

to try new types of cuisine while Gen X is a bit 

more reserved when it comes to trying new cuisines. Millennials also have a better grasp of 

how to integrate the use of social media with the overall dining experience. The evolution of 

the food truck from a “roach coach” to a trendy dining experience is also due to better hygienic 

standards nowadays with Food Trucks, so it seems Food truck customers are very focused on 

hygienic standards and in general.  

So from that analysis, we’ve put together a general profile for each of the different consumer 

segments for LA food trucks. Each profile is obviously a very general, rough idea of each 

customer segment as Los Angeles is a very diverse area with people of different habits and 

backgrounds. 

Segment A: 19-34 year olds (Millennials); average to above average income; diverse ethnic 

backgrounds; lives closer inland; eats out a lot; values organic and more adventurous food 

Segment B: 35-44 year olds (Gen X); above average income; diverse ethnic backgrounds; lives 

farther from city center; eats out moderately; more conservative for food choices. 

Segment C: 45+ year olds (Baby Boomers); above average income, less diverse ethnic 

backgrounds, lives closer to the coasts, eats out far less, more conservative for food choices 

Figure 17. What makes Gen Y Unique 
Source: Food Packaging Labels 
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4.1.2. Targeting  

The resurgence of food trucks and their rise in popularity seems in large part due to how much 

millennials have embraced the food truck culture. This makes Segment A more appealing as a 

segment of focus for our food truck business. Segment B is also important since it’s the segment 

with higher average income. Many first-generation immigrants in LA are part of Segment B so 

they could be more familiar with the 

type of food ethnic cuisines are serving. 

Many of the stereotypes about Food 

Trucks prior to their resurgence in the 

early 2010’s were perpetuated with the 

Baby Boomer generation so it’s 

unlikely that they would have an 

immediate change of attitudes towards 

food trucks in general. It would 

probably be less ideal to focus on this 

segment overall.  

Segment A is also a more accessible market 

due to the fact that much of it is centered on the 

city. Los Angeles is very widespread so transit 

time to and from the commissary should be 

minimized to reduce travel costs and to 

maximize quality control. Around 34% of the 

population is within the age bracket that spends 

Figure 18. Share of consumers who have 
purchased a food truck meal 

Source: Statista 

Figure 19. Average spending on food 
trucks 

Source: Best Customers: Demographics of 
Consumer Demand 
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the most on food trucks and is the most experienced with food truck dining. Both males and 

females enjoy street truck food so the market isn’t particularly skewed towards either gender. 

Therefore, our primary focus should be on Segment A with a secondary focus on Segment B 

and less focus on Segment C for our product positioning and overall marketing strategy. 

 

 
Figure 20. How Millennials affect the food culture 

Source: Food Packaging Labels 

 

4.1.3. Positioning  

It’s important for us to evaluate our positioning in the market in regards to how we stack up 

against other Food Trucks. We want to position ourselves where we occupy a niche part of the 

market but also meet the demands of the segments we’re focused on.  

As one can see from the data, it’s a very diverse city with a majority Hispanic population, high 
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non-Hispanic White population, and various minority ethnic groups each making up a 

substantial part of the population. Los Angeles is home to at least 4.9 million Hispanic people, 

many of whom are Mexican or of Mexican descent. If Bubble Island wants to maximize its 

mainstream appeal in Los Angeles, it should localize the flavor and integrate fusion foods with 

Mexican flavors to satisfy the local palate, appealing to the dominant ethnicities in Los Angeles. 

By offering a fusion menu, Bubble Island is better equipped to compete with other food trucks 

that also offer their own kind of Mexican fusion food. A huge part of our value proposition is 

that we offer fusion items by fusing the Taiwanese flavors with Mexican flavors for a dynamic 

combination of incredible flavor.  

We also have to take into consideration that many of the immigrants in LA crave the authentic 

taste of their home country cuisine so they may prefer more of a traditional take on their native 

cuisine. While we aim to innovate with our fusion recipes, we take pride in our own take on 

traditional Taiwanese cuisine and feel like we can occupy a niche in the market where we offer 

an excellent mix between traditional and fusion food.  

We want to evaluate how our traditional/fusion blend matches up against other food trucks so 

one of the variables we have chosen for the product positioning evaluation is traditional vs 

fusion menus. We can evaluate how our food trucks stack up against others in terms of how 

much of our menu is traditional/fusion and how much of their menus are traditional/fusion. 

Pricing is another great metric for comparing businesses in the same market. Since there are a 

wide range of prices for LA food trucks, we will use pricing as another variable for our product 

positioning evaluation. Our product positioning table is shown below: 
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Figure 21. Product Positioning 

 

Our product positioning goes along very nicely with our value proposition in that we serve both 

traditional and fusion food at average to slightly above average pricing. Our product positioning 

occupies its own niche when compared to our competitors. Our menu offers just enough to 

satisfy the fusion palate while also offering a traditional menu with slight American influences 

and flavor. 

 

4.2. Marketing Mix 

4.2.1. Price 

Bubble Island’s pricing for its products and services has to be in the same range as that of other 

food truck food prices in order to be competitive. We want our menu to be as streamlined as 

possible so customers can easily understand the pricing structure for our food and they won’t 

feel confused or cheated with overly complex pricing schemes. We are looking into adding 

combos of food + drink for a full set meal to the menu so that customers can enjoy both delicious 

Kogi
Steamy Bun Truck

Taiwan Rock

Bao Kitchen

Dina's Dumplings

Jogasaki Sushi 
Burrito

The Boba Truck

Bubble IslandTainamite

Higher Priced

Lower Priced

Traditional Fusion
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Taiwanese food and drinks at an incredible value. We also offer discounts for Senior Citizens 

and Military Veterans as a way of giving back to the community.  

Food truck in general isn’t considered upscale food and we want our prices to be affordable for 

everyone. From lower in the income bracket to higher in the income bracket, there are many 

different types of customer with different amounts of disposable income in general but 

generally speaking Los Angeles is an excellent city for businesses because the purchasing 

power is not just high, but the highest in the world. Los Angeles has the highest purchasing 

power as can be seen in the graph shown above which is why it’s such a popular city for 

businesses. Huge market size and high purchasing power allows for great potential in business 

growth.  

Our food is for everyone but the primary 

demographic we would market our food 

to would be middle class and higher. 

Lunchtime business is a highly 

important part of our business operation 

so we are looking to sell lunch to 

businessmen/women in the busy 

business districts and CBD in Los 

Angeles. We’re also looking to serve 

college students many of which are unemployed but whom are willing spenders for food truck 

food. Education levels for the average consumer are around college level and higher given the 

prices and the ideal income to purchase food truck food regularly.  

Figure 22. Top cities for purchasing power 
Source: Statista  
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4.2.2. Product 

Bubble Island offers the best balance between traditional and fusion Taiwanese food so that’s 

definitely a point of emphasis for us in any marketing campaign. Many of the food trucks 

competing strongly sway in the direction of either traditional or fusion so for many consumers 

who really want the options of both types of cuisine, their choices are limited by the menus of 

competing food trucks. Many food trucks also have a generic selection of drinks such as sodas, 

waters that are sold pretty much everywhere. Not only do we sell a balanced menu we also offer 

the classic and highly popular bubble tea drinks. Our marketing campaigns will highlight these 

product advantages. 

4.2.3. Promotion 

Bubble Island aims to utilize a marketing strategy that is very modern and appeals to the 

younger demographic, much like its products are. Websites like Yelp and Google Aside from 

communicating through online review sites like Yelp, users can post their food reviews to the 

websites and share their experiences with your restaurant online.  

IG and Twitter are the forms of social media that are most popular with the younger audience. 

As we saw earlier in the statistics of which age groups are most familiar with and most willing 

to spend on food trucks, the younger age groups are the primary demographic. We need to 

utilize social media effectively to be relevant in their social environment and promote our brand.   

KOL are highly influential in today’s social media dominated marketing and there are several 

famous Asian-American KOL that we will be looking to hire to help push our product to a 

widespread social media audience. Many products will use KOL to help increase exposure for 

their products. The Southern California area happens to be home to many Asian-American KOL 
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who many Asian-American fans are a fans of. We could establish partnerships with them to 

help boost exposure of our product. 

As traditional TV and newspaper 

advertisement is slowly being 

overtaken by web based 

advertisement, social media 

influencers and web based media 

influencers such as popular 

YouTubers can generate exposure 

for a brand or product. Bubble 

Island aims to work with popular Asian American YouTubers like NigaHiga or the FungBros 

to help boost the food truck’s popularity.    

Many food trucks attend food truck expos to show off their products at these food truck 

dedicated public gatherings. This is also a good way to start up partnerships with other food 

truck businesses. Such expos as the urban foodie experience are big name conventions that can 

help boost exposure of our brand: 

4.2.4. Place 

There are so many places in LA that would be viable for food trucks to do business. Bubble 

Island will keep scouting areas that are great for business. We will focus on tailoring our 

marketing campaigns to the demographics of the areas we choose to set up shop in and engage 

with the local population. The more we are able to engage with the local population the better 

we will understand their tastes and refine our product to satisfy their tastes. 

Figure 23. Asian American KOL 
Source: Youtube 
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4.3. SWOT Analysis  

Strengths Weaknesses 

-Offers a unique mix between traditional 

Taiwanese food and fusion food. 

-High quality food with fresh ingredients 

- Excellent pricing structure with affordable 

prices 

 

-Relatively late entry to the food truck industry 

Lack of experience in the food truck industry 

-Lack of brand recognition 

 

Opportunities Threats 

-Few Taiwanese food trucks in Los Angeles to 

compete with 

-Selling products in one of the biggest markets 

in the world 

 

-Heavy competition from other food trucks and 

local Taiwanese restaurants 

-Copycat competition 

-New Zoning laws 

Figure 24. SWOT Analysis 

S-O Strategy: We will offer our excellent balance between Taiwanese and fusion dishes to the 

neighborhoods with the highest populations and population density. 

S-T Strategy: Our overall food quality is a cut above the competition so if they want to compete 

with us they will have to offer a superior value proposition. 

W-O Strategy: We may lack the brand recognition initially but if we focus on boosting our 

brand exposure via social media and KOL, we can use the positive reviews to attract a larger 

fan base in the enormous L.A. market. 

W-T Strategy: Food truck fans are always looking for new flavors and since we offer that, it 

will give us and edge over the competition. 
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5. Business Operations Plan 

5.1. Organization Structure 

5.1.1. Organization Chart 

 
Figure 25. Organization Chart 

 

5.1.2. Roles & Responsibilities 

1. General Manager: The General Manager oversees the entire business operation and leads 

the entire staff. The GM manages daily operations from both the macro and micro level. 

He/she is in charge of the finances, public/customer relations, marketing, and 

administrative duties of the food truck. He/she serves as the main cashier and is in charge 

of making drinks and prepping the orders. He/she can serve as a secondary cook if needed. 

The General Manager has strong business acumen, understands how a business is run 

from top to bottom, and has a strong understanding of how to manage a team. 

General Manager

Head Chef Kitchen 
Assistant/Technician

DOI:10.6814/NCCU202000174 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

37 

 

2. Head Chef: The Head Chef is responsible for the execution of the food from food 

preparation to cooking the food. He/she is in charge of creating/customizing the menu and 

ensuring that the taste is consistent and of the highest quality. He/she is also in charge of 

the acquisition of the food ingredients. He/she must be passionate about making food and 

take pride in his/her own cooking. 

3. Kitchen Assistant/Technician: The Kitchen Assistant/Technician facilitates the flow of 

flood truck operations. For technical duties, he/she is responsible for driving the food 

truck to and from the commissary, setting up the food truck, managing the gas/electricity. 

For assistant duties, he/she is responsible for kitchen cleaning, dish cleaning, and 

maintenance. He/she must be responsible and efficient. 

 

5.2. Locations Analysis 

In the food industry, many restaurants often succeed or fail simply based on their location. The 

great thing about food trucks and their advantage over the traditional restaurant is the location 

flexibility. If the food truck isn’t getting as much business in one location as we’d like, we can 

always move the food truck to different locations and then evaluate the demand in the new 

locations. Although food trucks have more flexibility in regards to location, the locations where 

our food truck sets up for business is absolutely important to our customers because of ease of 

access and the overall dining environment. While food trucks aren’t tied into a certain location 

or area, food truck owners must store their food truck in a food truck commissary overnight and 

most food truck businesses also need a commissary kitchen to prepare their food offsite. What’s 

also important is where we choose to establish the food truck commissary and central kitchen 
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so the transit time to and from the food truck sites is minimized. Los Angeles is a very large, 

widespread city. It isn’t as centralized as say, New York City, so operation locations and logistics 

plays a huge role in how food trucks are able to serve a large demographic of customers. 

We’ve done an analysis on the demographics of 272 different areas/neighborhoods in Los 

Angeles so that we can find around five different locations with the demographics that best 

match the segmentation attributes from our marketing analysis. We want to make sure we set 

up our food truck in areas with higher foot traffic. The more people pass by our food truck, the 

more opportunities we have to sell them food and increase our brand exposure. Areas with 

higher population totals and higher population density can potentially generate more foot traffic 

which means higher business potential for a food truck. Many of the higher population density 

areas have high crime rates so we want to avoid these high crime areas in general. We also 

would prefer to operate in areas with higher rather than lower median income due to our price 

positioning. Since our marketing segmentation puts our focus on Segment A, the more 

millennial focused segment, we’re looking for areas with lower median age as our primary 

focus is the more “millennial” focused demographic. Areas with higher diversity are more ideal 

since Taiwanese food is ethnic cuisine in America and minorities are some of the biggest 

purveyors of ethnic cuisine. 
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Figure 26. Population total in areas of Los Angeles 

Source: Los Angeles Times 

 

 
Figure 27. Population density in areas of Los Angeles 

Source: Los Angeles Times 

 
Figure 28. Median income in areas of Los Angeles 

Source: Los Angeles Times 
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Figure 29. Median age in areas of Los Angeles 

Source: Los Angeles Times 

 
Figure 30. Diversity in areas of Los Angeles 

Source: Los Angeles Times 

 

 
Figure 31. Violent crime in areas of Los Angeles 

Source: Los Angeles Times 
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The criteria for each ranking is as follows: 

1. Population Total: Must rank as high to qualify; minimum population is 41,500 

2. Population Density: Must rank as medium or high to qualify; minimum population density 

is 3,754 population per square mile 

3. Median Income: Must rank as medium or high to qualify; the minimum median household 

income is $52,146 

4. Median Age: Must rank as medium or low to qualify; maximum age is 36 

5. Diversity: Must rank as medium or high to qualify; minimum diversity index is 0.421 

6. Violent Crime: All neighborhoods ranked high are disqualified; the rate of violent crimes 

per 10,000 people must be 20.4 or under 

7. Property Crime: All neighborhoods ranked high are disqualified; the rate of property 

crimes per 10,000 people must be 106.5 or under 

 

Using the criteria listed above, the list of 272 neighborhoods has been narrowed down to 22 

neighborhoods to choose from. After evaluating all 22 of these neighborhoods based on factors 

such as level of competition, proximity to other location choices, neighborhood demographics, 

we have selected the top 5 contenders and they are: Westwood, Pasadena, Burbank, Alhambra, 

and West Covina. 

Listed below are some of the main reasons why we chose these locations:  
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Westwood: Westwood is home to UCLA as well as large entertainment companies. Out of all 

272 neighborhoods that we analyzed, it easily fulfilled the criteria and was pretty high ranked 

across the board. It’s got a sizeable population, younger residents, higher income, higher 

diversity, and is a pretty safe environment overall. The proximity to UCLA helps as well as the 

UCLA student body is one of the most diverse in the world. 

Burbank: Burbank is often referred as the media capital of the world since many of the world’s 

biggest media and entertainment companies are based in this city. This location would be great 

to set up our food truck for lunchtime business as many of the workers would love another 

option for lunch. The higher income of this area is also better for business.   

Pasadena: Pasadena is a convenient location as it’s within close proximity to many of the cities 

that we’ve chosen and has a sizeable population. It’s also home to the Rose Bowl, a stadium 

that can seat up to 90,000 people and hosts many important events. 

Alhambra: Alhambra has a favorable demographic for selling Asian food with its 52% Asian 

population. It’s also situated in the San Gabriel Valley which is home to a large population of 

the county’s Asian population. 

West Covina: West Covina has a large population and is located east of the San Gabriel Valley. 

The competition for Asian fusion food trucks is not as high in this city compared to cities in the 

heart of the San Gabriel Valley.  

Profit projections for each city will obviously vary based on customer demographics so a city 

like Burbank could yield the highest earning potential due to its white collar working 

environment and business district infrastructure. As the home to one of the largest universities 
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in the world, Westwood could also offer the highest earning potential overall.   

Food truck commissaries are integral to the food truck operation so we want to choose a food 

truck commissary that’s within close proximity to all 5 locations. Since Pasadena is the most 

central location between all 5 locations, we’re looking to rent a commissary near the area. After 

doing some research on the best food truck commissaries in Los Angeles, we found that the 

highest ranked in food truck commissary is located about 15 minutes away from Pasadena. The 

food truck commissary is called Crafted Kitchen and is located at 672 S Santa Fe Ave, Los 

Angeles CA 90021. 

Our food truck route would look something like this: 

 

Figure 32. Bubble Island Food Truck route 

Sources used: Google Maps 

In comparison to where many of the food trucks are situated in Los Angeles, the locations we 

have chosen to set up our food truck at are less crowded, has less competition, or sell different 

kinds of food that aren’t really substitutes for Taiwanese fusion food. Much of the competition 

is centered on downtown LA but many of the areas around downtown don’t meet the criteria 

we set for evaluating neighborhoods with the potential for business. 
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Figure 33. Food truck locations in Los Angeles 

Source: Roaming Hunger 

5.3. Business Daily Operations 

With the selected locations, Bubble Island can run both a Westbound as well as an eastbound 

schedule in alternating weeks. Westwood and Burbank are both situated west of Pasadena while 

Alhambra and West Covina are situated east of Pasadena. Pasadena is the location for our hub 

of operations and is also one of our five primary business spots. Pasadena is within an hour 

proximity to all four other locations, making it an excellent hub for our business.  
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Daily Operations Schedule: 

Tuesday-Sunday; Mondays off 

9:30AM-10:15AM: Prep. Lunchtime meals at commissary kitchen 

10:15AM-11:00AM: Drive food truck to designated location and set up the food truck 

11:00AM-2:00PM: Lunchtime shift 

2:00PM-2:45PM: Clean food truck and drive food truck back to commissary 

2:45PM-4:15PM: Staff break 

4:15PM-5:00PM: Prepare dinnertime meals at commissary kitchen 

5:00PM-6:00PM: Drive food truck to designated location and set up the food truck 

6:00PM-9:00PM: Dinnertime shift   

9:00PM-10:00PM: Clean food truck and drive food truck back to commissary 
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6. Financial Plan 

6.1. Financial Overview 

6.1.1. Costs & Expenses Analysis 

As with every business, minimizing costs makes way for higher profitability and long term 

sustainability. Before we determine the pricing for our products, we will calculate the general 

food costs/costs of goods sold. The operating expenses and capital expenditures will be shown 

and discussed in the Start-Up Costs & Expenses section. The food costs/COGS, operating 

expenses, and overhead costs will also be calculated into the financial spreadsheets.  

Since we’re based on the West Coast, we plan to source our food ingredients from regional 

suppliers like Smart & Final. We also plan to buy items in bulk so we will make wholesale 

purchases from Costco or even Walmart. A huge benefit of operating in an area with a relatively 

high population of Taiwanese immigrants or descendants is that there isn’t a lack of imported 

Taiwanese goods. If we need ingredients that are native to Taiwan or more popular in Taiwan, 

local supermarkets such as 99 Ranch Market do carry most of these items. Japanese 

supermarket chains such as Mitsuwa, Nijiya, Marukai, and Korean supermarket chains such as 

H-Mart or Market World carry many of the products that we need for producing our food. The 

Head Chef is responsible for the quality of the food so he/she will be choosing the ingredients 

needed to produce the items on our menu.    

Our costs breakdown for each unit we’re selling based on the ingredients and packing needed 

is shown in the chart below:  
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Item Ingredients Food Cost 

Fried Chicken 

Bento  

Taiwanese style fried chicken, 

radish, Taiwanese style rice, 

stir fried Taiwanese greens, 

egg, and scallions.  

$3.25  

Gua Bao  

Steamed buns, braised pork 

belly, peanuts, cilantro, aioli 

sauce, and sweet potato fries.  

$2.50  

Taiwanese Beef 

Noodle 

Noodles, red braised beef, 

pickled radish, scallions, and 

bok choy. 

$3.75  

Island Fusion 

Burrito 

Taiwanese scallion pancakes, 

beef, rice, lettuce, salsa, sour 

cream, and tortillas. 

$3.50  

Island Fusion 

Tacos 

Taiwanese scallion pancakes, 

chicken, rice, lettuce, cilantro, 

$2.25  
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diced onions, salsa, lime, and 

tortillas. 

Island Burger 

Toasted buns, Taiwanese mala 

spicy beef, lettuce, cheese, 

onions, and Bubble Island 

fusion dressing. 

$3.25  

Bubble Milk Tea 

Black or green milk tea, chewy 

tapioca pearls, and sugar 

syrup. 

$1.00  

Bubble Horchata 

Rice, cinnamon, vanilla, milk, 

Taiwanese style tea, and 

chewy tapioca pearls. 

$1.25  

Table 1. Food Costs Breakdown 

 

6.1.2. Pricing & Production 

Now that we’ve listed our costs for production, we need to establish a pricing structure that is 

ideal for our business. In regards to our product positioning, we are looking to occupy the niche 

with slightly higher than average prices but we offer higher food quality, the flexibility of both 

fusion and traditional food, as well as the delicious drinks.  
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We’ve taken a look at various pricing strategies and we’ve decided that certain pricing strategies 

are less viable given the current market. Selling prices between the competitors are all over the 

place and our competing food trucks don’t sell a uniform product so a competitive based pricing 

strategy would be harder to execute and maybe isn’t the best fit. Value-based pricing is also not 

great of a fit in this circumstance since we haven’t compiled enough data on the market’s 

demand for our product. Price-skimming pricing might not be a great fit since the food truck 

industry is very competitive and the incentive for food truck fans to try a new product at a 

premium is low making this strategy a bit too risky. Penetration pricing doesn’t seem like a 

great fit either since our value proposition isn’t offering low prices, it’s offering high quality, a 

balanced menu, and great prices for the consumer. The most viable pricing strategy for us is 

cost-plus pricing. We’ve calculated our costs and we will add a markup to the food costs when 

setting our selling prices. We will also take our product positioning in consideration when 

deciding how much of a markup we want to add.        

 

Food service businesses usually add a high markup and it’s pretty common for restaurants to 

set their prices 2x-3x higher than their costs. Food costs are usually less expensive than 

production costs in other industries so food service businesses usually capitalize on these low 

costs and offset some of their higher operating expenses.    Food truck operations usually 

benefit from low overhead costs but since we’re investing higher than average for our food 

truck to ensure that it’s up to standards and will require less maintenance, our overhead costs 

are slightly higher than average. We will offset these higher costs by setting our margins for 

food at 200% and margins for drinks at 300%.  

Our markup for each unit is shown in the chart below:  
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Item Ingredients Food Cost With Markup 

Fried Chicken 

Bento  

Taiwanese style fried chicken, 

radish, Taiwanese style rice, 

stir fried Taiwanese greens, 

egg, and scallions.  

$3.25  $6.50  

Gua Bao  

Steamed buns, braised pork 

belly, peanuts, cilantro, aioli 

sauce, and sweet potato fries.  

$2.50  $5.00  

Taiwanese Beef 

Noodle 

Noodles, red braised beef, 

pickled radish, scallions, and 

bok choy. 

$3.75  $7.50  

Island Fusion 

Burrito 

Taiwanese scallion pancakes, 

beef, rice, lettuce, salsa, sour 

cream, and tortillas. 

$3.50  $7.00  

Island Fusion 

Tacos 

Taiwanese scallion pancakes, 

chicken, rice, lettuce, cilantro, 

$2.25  $4.50  
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diced onions, salsa, lime, and 

tortillas. 

Island Burger 

Toasted buns, Taiwanese mala 

spicy beef, lettuce, cheese, 

onions, and Bubble Island 

fusion dressing. 

$3.25  $6.50  

Bubble Milk Tea 

Black or green milk tea, chewy 

tapioca pearls, and sugar 

syrup. 

$1.00  $3.00  

Bubble Horchata 

Rice, cinnamon, vanilla, milk, 

Taiwanese style tea, and 

chewy tapioca pearls. 

$1.25  $3.75  

Table 2. Food Costs Markup 

 

Inventory control is especially important for food services since food is a perishable good. 

Overproduction means the ingredients used to make the food items are wasted, which really 

hurts the business overall. Keeping accurate tabs on our inventory and following the FIFO 

method closely will help us optimize inventory management.  

To make a sales forecast, we took the average amount of customers served by a food truck per 
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day and based our estimates off that. Going by industry averages for customers per day and foot 

traffic per hour, we estimate that we can serve 200-250 customers a day. This means we will 

need to produce around 200-250 units of food and 200-250 units of drinks per working day. 

Since food truck cooking staffs are also significantly smaller than restaurant staffs, we have 

more conservative estimates for production levels when compared to a restaurant. This also 

allows us to use slightly more conservative estimates for inventory as well so we don’t 

overproduce. With this production rate, we can maintain a solid rate of production, not 

overproducing or under-producing.   

 

6.2. Startup Costs & Expenses 

  
Startup Expenses  
  
Capital Equipment List  
Food Truck $          60,000 

Machinery/Equipment 40,800 

Total Capital Equipment $        100,800 

  
Location and Admin Expenses  
Commissary Rent $           1,200 

Prepaid Insurance 10,500 

Legal and accounting fees 1,000 

Registration and POS 1,000 

Utilities 2,000 

Total Location and Admin 
Expenses $          15,700 

  
Opening Inventory  
Food Ingredients $           4,982 

Packaging 1,000 

Total Inventory $           5,982 
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Other Expenses  
Permits and Licenses $              905 

Advertising 1,000 

Maintenance 1,000 

Insurance 105 

Misc. Expenses 3,600 

Total Other Expenses $           6,610 

  
Reserve for Contingencies $          33,616 

  
Working Capital $        150,000 

  
Summary Statement  
  
Sources of Capital  
Owners' and other investments $        300,000 

Total Source of Funds $        300,000 

  
Startup Expenses  
Capital equipment 100,800 

Location/administration expenses 15,700 

Opening inventory 5,982 

Other expenses 6,610 

Contingency fund 33,616 

Working capital 150,000 

Total Startup Expenses $        312,708 

Table 3. Startup Costs & Expenses 

 

The majority of the startup expenses are for purchasing the food truck and customizing it so 

that it is both durable and well-fitted for our business. Food trucks often have to go through 
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maintenance over the years to get them working up to par if they aren’t properly customized to 

begin with. If business owners skimp on the costs for keeping the food truck well-functioning, 

they often have to pay extra costs and fees later to get the truck running properly. We’d prefer 

to pay a premium to ensure that we can avoid many of the extra costs. We’re also paying slightly 

more in maintenance to ensure that it’s up-and-running and ready to go for our business.  
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6.3. Five-Year Profit and Loss Projection 

Standard 

 

Table 4. Five Year Profit and Loss Projection 

Production will be ramped up as our business gains a footing in the industry and increases brand 

recognition, hence the increase in sales revenue and Cost of Goods Sold. The depreciation 

expenses for the food truck have also already been calculated into the Costs of Goods Sold. 

Generally speaking, food trucks have lower operating expenses compared to a brick & mortar 

restaurant. Unlike a brick & mortar restaurant, food trucks don’t have to pay for rent for a fixed 

restaurant location and they employ a significantly smaller staff size. With that said, food trucks 

need to be parked during off hours and need an off-site kitchen to do some prep work. Food 

truck commissaries are designed as a food truck storage site and many of them offer a shared, 

Five Year Profit Projection
Bubble Island

2020 2021 2022 2023 2024
Growth Rate 25% 20% 9% 8%

Sales Revenue 545,403$      724,595$      903,788$      993,384$       1,082,980$   
Cost/ Goods Sold (COGS) 259,070$      338,102$      417,135$      456,651$       496,168$      

Gross Profit 286,333$      386,493$      486,653$      536,733$       586,813$      
Gross Profit % 52% 53% 54% 54% 54%

Operating Expenses
Payroll 260,000$      273,000$      286,650$      300,983$       316,032$      
Commissary Rent 14,400         14,400         14,400         14,400           14,400         
Insurance 14,500         14,500         14,500         14,500           14,500         
Accounting and Legal 1,000           1,000           1,000           1,000             1,000           
Utilities 24,000         24,000         24,000         24,000           24,000         
Permits and Licenses 905              905              905              905               905              
Advertising 10,000         8,000           5,000           5,000             5,000           
Repairs/ Maintenance 12,000         12,000         12,000         12,000           12,000         
Misc. Expense 1,000           1,000           1,000           1,000             1,000           
Food Waste 5,000           6,237           7,473           8,147             8,821           
Total Expenses 342,805$      355,042$      366,928$      381,935$       397,658$      

Net Profit Before Taxes (56,473)$      31,451$        119,724$      154,798$       189,155$      
Income Tax Expense -                  2,780           10,584         13,684           16,721         
Net Income (56,473)$      28,671$        109,141$      141,114$       172,434$      
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commercial kitchen for the businesses to do the kitchen prep work. We will have to rent a food 

truck commissary as an off-site “base” so the rent for that will be one of our major operating 

expenses at around $1,200 a month. Payroll is our highest operating expense at around $22,000 

a month. Food truck staff is a fraction of the size of a standard restaurant staff and our food 

truck employs 3 people, the General Manager, Head Chef, and Kitchen Assistant. Each job 

position has many different responsibilities and they are skilled enough to handle the job tasks 

of a 5-man work force so their salaries will be substantially higher than the average food truck 

worker.  

Initially our advertising fees will be one of our higher operating expenses. Since the market is 

already filled with competitors, we need to utilize a strong marketing campaign to increase 

awareness of our brand. We will spend $10,000 on advertising in our first year so that 

consumers will get to know our brand better. The advertising fees will be spent on Instagram 

and Facebook ads and we will run promotions to increase click rate. We will also work with 

notable KOL situated in Los Angeles, invite them to try our food, and have them produce video 

reviews and other web based content that promotes our food and lets the audience understand 

what we have to offer as a brand. We will gradually scale down on advertising once our business 

begins to establish itself and food truck fans start recommending our food truck by word-of-

mouth, through their social media, etc. Other important operating expenses include insurance 

fees, accounting and legal fees, utilities, permits and licenses, and repairs/maintenance, which 

amount to an average of almost $5,000 each month. Overall, the operating expenses are 

relatively cheaper when compared to other businesses but we invested a bit extra into capital 

expenditures to ensure that the business runs at higher efficiency. 
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Expand To 2 Food Trucks 

 

Table 5. Five Year Profit and Loss Projection- Expand to 2 Food Trucks 

 

We’ve also considered expanding our business in as early as year 2 by adding another food 

truck to the fleet. While a riskier strategy, it allows us to gain a higher market share and to 

increase our long term profitability. The Los Angeles market brings so much business potential 

so it’s an excellent opportunity. As we discussed in our business locations analysis, there are 

plenty more neighborhoods that we can consider expanding to. By doubling our fleet, we can 

cover more ground in Los Angeles and bring in significantly more revenue. After thorough 

analysis and research, we will move forward with the expand to 2 food trucks plan.  

Five Year Profit Projection-Expand to 2 Food Trucks
Bubble Island

2020 2021 2022 2023 2024
Growth Rate 57% 22% 14% 9%

Sales Revenue 545,403$      1,269,998$       1,628,383$   1,897,172$    2,076,364$   
Cost/ Goods Sold (COGS) 259,070$      597,172$          755,237$      873,786$       952,819$      

Gross Profit 286,333$      672,826$          873,146$      1,023,386$    1,123,545$   
Gross Profit % 52% 53% 54% 54% 54%

Operating Expenses
Payroll 260,000$      533,000$          559,650$      587,633$       617,014$      
Commissary Rent 14,400         28,800              28,800         28,800           28,800         
Insurance 14,500         29,000              29,000         29,000           29,000         
Accounting and Legal 1,000           2,000                2,000           2,000             2,000           
Utilities 24,000         48,000              48,000         48,000           48,000         
Permits and Licenses 905              1,810                1,810           905               1,810           
Advertising 10,000         8,000                5,000           5,000             5,000           
Repairs/ Maintenance 12,000         24,000              24,000         24,000           24,000         
Misc. Expense 1,000           2,000                2,000           2,000             2,000           
Food Waste 5,000           10,001              12,202         18,930           20,564         
Total Expenses 342,805$      686,611$          712,462$      746,268$       778,188$      

Net Profit Before Taxes (56,473)$      (13,785)$           160,684$      277,118$       345,357$      
Income Tax Expense -                  (1,219)              14,204         24,497           30,530         
Net Income (56,473)$      (12,566)$           146,479$      252,621$       314,827$      
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Overall, we’re confident in our ability to deliver to customers the most delicious and high-

quality Taiwanese traditional/fusion food they can find in LA. Bubble Island brings the rich 

flavors of Taiwanese food to the growing food truck market in LA and fuses many Taiwanese 

food elements with the local flavors to offer to food truck fans a unique flavor that they will 

enjoy and crave for more! Bon Appetit!  
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