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In today's world, going to the barbershop is more than just getting a haircut. It is  about expressing who you are. This essay is all about a fresh idea for a barbershop, looking closely at its different parts using something the Business Model Canvas. My goal is to take the regular barbershop experience and make it something special. I will talk about what makes our barbershop unique, who we are trying to serve, and how we try to reach them. Our Barbershop  not just about haircuts; we are creating a place where each haircut is like telling a personal story. Our plan is to blend tradition with something new, making our barbershop not just a place to get a haircut but a spot that feels like a community. I will also discuss in this essay every single part of my Business Canvas I will include our: Key partners, activities, resources, value proposition, Customer relationship, channels, customer segments, cost and streams.
Value proposition: 
The Golden Scissor Barber Shop, where excellence meets style, and every haircut is a masterpiece. Our commitment is  to offer our guests not just a haircut but an unparalleled grooming experience that goes beyond expectations.
The barber shop offers high quality product and services. High-quality products and services are crucial in a barbershop business for several reasons, as they significantly impact customer satisfaction, loyalty, and the overall reputation of the establishment.( Zeithaml et al. 1990) 
We believe high quality services is vital for the following reasons: 
· Customer satisfaction 
· Positive word of mouth. (Buttle 1998)
· Brand reputation 
· Customer loyalty  ( Reicheld et al. 1990)
· Competitive advantage ( Porter 1985).
· Reduce complaints (Rust et al. 1993)  
· Long term business sustainable ( Crosby 1979)  
Expertise:
Another important aspect in my value proposition  is the expertise. The importance of expertise in a barbershop business is significant as it directly influences the quality of services provided, customer satisfaction, and the overall success of the establishment. Here are some reasons highlighting the importance of expertise. ( Reicheld et al. 1990) 
Our Barbershop promise regarding to expertise: 
· Quality service delivery, our barbers have the necessary skills and knowledge to deliver high-quality haircuts and grooming services
· Our Skilled barbers with expertise can offer a wide range of styles and grooming techniques, catering to diverse customer preferences.
· Our barbers stay updated with the latest trends and techniques in the grooming industry. Rust, Oliver 1994)
Personalised service: 
Another aspect in my value proposition is the personalised service. Personalized service in a barbershop is crucial for building strong customer relationships, enhancing satisfaction, and creating a unique experience tailored to individual preferences.(Parasuraman et al 1988) 
Personalised service is crucial for us to provide a unique service to our customers. We Create individual customer profiles that include details about their preferred haircut styles, product preferences, and any specific instructions. Use this information to tailor services to each customer's liking. We send personalized appointment reminders to customers, incorporating their name and the specific services they are scheduled to receive, we believe this add a personal touch to our service. We provide personalized product recommendations based on the customer's hair type, style, and any specific concerns they may have. Offer samples or demonstrations to allow them to try before purchasing. We offer loyalty programs to each customers who return to us.

Community connection:
Community connection is crucial for a barbershop business as it contributes to a sense of belonging, customer loyalty, and positive word-of-mouth marketing within the local community ( Aaker 1996
A strong community connection fosters customer loyalty as individuals are more likely to frequent businesses that actively engage with and contribute to the local community. ( Brown et al. 2006) 

What we do to have strong community connection:
Our barbershop is engaging with the community encourages positive word-of-mouth marketing. Satisfied customers who feel a connection to the barbershop are more likely to share their experiences with friends and family, attracting new clients ( Buttle 1998
We are involved in the community builds trust and support. We are Forming partnerships with local businesses or organizations fosters community ties. Being socially responsible and involved in the community positively influences the barbershop's reputation. Regarding to Maignan & Ferrell, 2001 Customers appreciate businesses that contribute positively to the community and are more likely to support such establishments. Maignan, Ferrell 2001).
Costumer relationship:
Customer relationship management (CRM) is the main aspect  for businesses,  as it directly influences customer satisfaction, loyalty, and overall business success. Effective customer relationship management contributes to customer satisfaction by ensuring that their needs and expectations are understood and met (Zeithaml, Parasuraman, & Berry, 1990). Satisfied customers are more likely to become repeat clients.
What we do to achieve strong customer relationship: 
· Communication follow ups: We do follow ups on customer profiles, appointment schedules etc.
·  Loyalty programs: We have loyalty programs for returned customers.
· Feedback mechanism: We have a feedback link, what we ask our customers to fill it after their visit and for the contribution we give 10% off from their next service.
·  Social media engagement: Engaging customer through, Instagram, Facebook and YouTube videos. 
Appointment: we have personalised appointment reminder
Customer segments
Customer segments refer to distinct groups of people or organizations with similar characteristics, needs, and behaviours that a business aims to serve. Identifying and understanding these segments is essential for effective marketing and product/service delivery. Osterwalder and Pigneur emphasize the significance of identifying customer segments as a fundamental component of the Business Model Canvas. Understanding the specific needs and characteristics of different customer segments is crucial for designing a successful business model. Anderson and Narus ( 1998) emphasize the importance of understanding and creating value for specific customer segments in business markets.
After our consideration we decided that our customer segments are the following:
· Local residents
· Young professionals
· students
· seniors
· Style Enthusiasts

With our marketing model we are targeting these segments.





Key activities:

Key activities are crucial in a business, including a barbershop, as they represent the core operations that drive value creation and contribute to the overall success of the establishment.( Osterwalder, Pigneur 2010) 

Our key activities:
· Haircut and styling service
· Appointment scheduling
· Customer service
· inventory management
· Marketing and promotion
· Staff training

Key resources:

Regarding to Osterwalder & Pigneur, (2010) Key resources are the assets and inputs that directly contribute to the creation of value in a business.
Our key resources:
· Skilled barbers: we only hires high skilled experienced barbers.
· Equipment and tools: We use the best quality equipment and tools in our industry.
· Inventory: We make sure we have the right amount and quality of inventory.
· Financials resources: We use financial advisers to find the best financial resources for us ( bank loans etc)
· Suppliers: we have strong connections with our suppliers, and we appreciate them.



Key partners: 
Key partners are impostrant for the success of a business. Key partners provide access to resources. ( Osterwalder, Pigneur 2010)
Collaborating with key partners allows for the sharing of risks and responsibilities. This is particularly important for a small business like a barbershop, as it can help distribute the burden of certain operational aspects (Morgan & Hunt, 1994). Key partners can lead us to better cost efficiency. Shared resources, joint marketing efforts, or bulk purchasing through partnerships can help reduce operational costs for the barbershop (Williamson, 1985).

Our Key partners as you can see on my business canvas are the following:
· Haircare product suppliers
· Local businesses
· Community events
· Online platforms
· Beauty schools, trainings 

Channels: 
Channels, or the methods through which a business delivers its value proposition to customers, play a crucial role in the success and sustainability of a business. Channels determine how a business reaches and interacts with its customers. According to Osterwalder and Pigneur (2010), selecting the right channels is essential for ensuring that a business's products or services are accessible to the target audience. The effectiveness of channels impacts customer acquisition and retention. Properly managed channels contribute to attracting new customers and retaining existing ones (Kotler & Keller, 2016).

Our methods to deliver our products and services to the customers: 
· Barbershop base ( the actual salon)
· Social media
· Online booking platform
· Email marketing
· Store marketing


Costs:
Costs are a fundamental aspect of business operations, and managing them effectively is crucial for the overall success and sustainability of a business. (Drury, 2013).
Our costs are include: Start up cost, lease, rent, equipment, tools, licenses, permits, insurance, salaries, taxes, Utility bills. We do budgeting every 3 month and looking into our profits and expenses to make sure we monitor our financial situation. 

Streams: 
Revenue streams refer to the sources of income for a business, and they are crucial components of a business plan. "A clear understanding of revenue streams is essential for assessing the viability of the business model." This highlights how revenue streams are integral to the overall business model and its sustainability (Chesbrough, 2010).

Our revenue streams: 
· Haircut and styling service
· Product sales
· Membership plan
· Online store
· Up-selling and cross-selling

Conclusion:
Our commitment to customer satisfaction sets us apart in a competitive landscape, positioning us as a small community business in the market. The canvas analysis of our business model, including key activities, resources, customer segments, and revenue streams, underscores a strong foundation upon which the Golden Scissors Barbershop stands.





























Part2 
Reflective essay
Graham Gibbs created the Gibbs' Reflective Cycle in 1988 to provide framework for learning from events.  It provides a framework for analysing experiences and, because of its cyclical structure, works especially well with recurrent experiences, enabling you to make plans and learn from things that went well or poorly. There are six steps covered, what I am going to show on my personal experiences during my Enter
Introduction:
I recently took some tests in class to understand my entrepreneurial and managerial tendencies. I will be  be using the Gibbs Reflective Cycle (Gibbs 1988) to share my thoughts on the experience. This essay will take a closer look at the results and use simple academic models to better understand my entrepreneurial and managerial qualities.
Description:
The tests in class looked at different aspects of how I approach entrepreneurship and management. The Gibbs Reflective Cycle helps me organize my thoughts by exploring my feelings, evaluating the experience, and drawing conclusions for the future.

Feelings:
After checking the test results, I got really excited about the chances to do entrepreneurial things. At the same time, I felt comforted seeing that I also have skills that fit with being a manager.

Evaluation:

The results of the test showed that I have a strong interest in entrepreneurship, meaning I like taking risks and coming up with new ideas. But, interestingly, I also have some managerial traits, like being organized and thinking strategically. This mix of traits gives me a good balance, and I want to understand this better using simple academic models.
Critical Analysis:
Looking at personality traits related to entrepreneurship, the test results showed that I am open to trying new things and somewhat organized. This supports the idea that I have the right traits for entrepreneurial activities (Zhao et al., 2005).
The outcome of the test shows that I am  comfortable with roles where I connect with people and represent the organization. This means I am good at building relationships, which is an important part of being a manager (Mintzberg 1973).
Conclusion
Using the Gibbs Reflective Cycle, I found a good mix of entrepreneurial and managerial characteristics.  I like taking risks and being creative, but I am also good at organizing and connecting with people. 
Action: 
Moving ahead, the Action part means I am committed to always learning more about myself and growing. Understanding how both entrepreneurial and managerial qualities are important, I plan to use this mix in leadership positions. This way, I can be adaptable and effective in what I do.
Going forward, I see the value in having both sets of qualities to be a well-rounded leader. It is important to keep learning and growing to be successful in entrepreneurship and management.
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