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Part A
Introduction
This essay would allow me to explore the complexities of a business concept intended to serve the dynamic community. This will be an analysis that seeks to employ the Business Model Canvas (BMC) framework to examine the many aspects of Welsh Eats & Meets business model, my chosen hospitality venture, with a focus on the strategic choices and supporting evidence for each area.
Key Partnerships
Of critical importance, Key Partnerships will work as a determinant factor in the success and sustainability of the Welsh Eats & Meets as the establishment will readily appreciate the depth of strategic alliances within its boundaries and comfort (Espino-Rodríguez and Ramírez-Fierro, 2018). The most important partnership that will be worthy of mention is that with the University of Wales, which allows for cross-cultural expansion and opens up possibilities for the student–business connections. Such joint efforts will nurture joint events, academic linkages, and an all-inclusive community, each benefitting the restaurant and the academic institution. As far as the supply chain management is concerned, Welsh Eats & Meets will enter partnerships with respectable suppliers within the UK such as Abel & Cole for organics and UK Furniture Hire for amenities (Heeks, 2007). This conscious decision is synonymous with the restaurant’s ideals of eco—awareness, as well as in preserving a steady fresh ingredient supply chain. In partnership with such suppliers, Welsh Eats & Meets will not only obtain products of quality but also support ethical and sustainable practices in food manufacturing (Furniture Hire UK - Chair Hire & Table Rental for Events, n.d.).
This hospitality firm will also broaden its horizons by collaborating with regional event planners like Eventbrite (Solaris, 2020). Through this partnership, the restaurant's online presence will grow and its social media presence will be enhanced. Welsh Eats & Meets will interact with a wider audience by utilizing well-established event platforms, improving community involvement, and creating a feeling of community. Because Welsh Eats & Meets understands the importance of the digital world, it will also build beneficial online alliances, especially with platforms such as TripAdvisor (O'connor, P., 2010). The firm also acknowledges the fact that it is imperative to cultivate a positive online presence as a way of drawing clients and boosting the magical foot traffic in a business. In the end, the restaurant will be able to attract more customers to its physical location by showcasing its offerings, getting insightful comments, and developing a solid online reputation through platforms like TripAdvisor (Smyth et al., 2010).
Key Activities
Welsh Eats & Meets is a series of carefully planned events that aim to create a unique food experience while also acting as a vibrant social centre. The basis for an unmatched culinary experience is a varied and tempting menu, which is the essence of this business. In addition to highlighting the use of locally produced ingredients, the menu is a living, breathing thing that changes all the time to suit the community's tastes and seasonal offerings. Aside from food, Welsh Eats & Meets plans a number of promotions, parties, and special events (Nikolskaya et al., 2017). In addition to adding to the dynamic and colorful ambiance, these are essential elements in producing extra income streams. 
The goal of this venture is to draw in a varied audience and foster a feeling of community by creating one-of-a-kind experiences. A vital component of the company plan involves establishing trusting relationships with important stakeholders, such as suppliers and the nearby university. Partnerships like this are essential to guaranteeing a smooth supply chain, premium ingredients, and distinctive products. Through the creation and maintenance of these alliances, Welsh Eats & Meets gives its customers an improved overall dining experience by offering a carefully chosen assortment of delicious food items (Alvarez-Ferrer et al., 2018). Given the significance of the digital space, Welsh Eats & Meets focuses on retaining an active online footprint. The restaurant will always have interactions with its customers by regularly sending email newsletter and posting information regarding menu changes, upcoming events and special offer on social media sites. This virtual media exchange will not only create place of social cohesion but will also serve to provide platform for consumer’s feedback and rating as it enables their continued enhancement of the comfort of dining (Batinić, 2016).
Value Proposition
The value proposition around Welsh Eats & Meets is the impelling idea of offering the taste and cheer of Welsh cooking and ingredients. This adherence to freshness, environmental ethics, and local goodwill separates the store in an industry of rivalry. They provide special student discounts and special events that give lively environment where students live in the area and this creates a sense of community where students go to clubs to transact their business hence increasing business (Sztorc and Savenkovs, 2021). The objective is not only to provide the best restaurant environment but also to foster some favorable prompt unto its community.
Customer Relationships
Promotion of mutual customer relationships as an enduring strategy is crucial for Welsh Eats & Meets. Personalized service guarantees that each guest’s visit is personalized according to his/her needs, thus creating lifetime eating memories (Rather and Sharma, 2017). With the help of social media activity and regular newsletters via e-mails, customers will not sink out of mind while getting the information regarding novelties concerning the nature of services or new products offered, more events as well. Academic relationships are strengthen via joint events hosted by the University, e.g. themed nights and student parties; community engagement will also be enhanced in this way (Brahami et al., 2020). Feedback mechanisms and loyalty programs enhance customer engagement and loyalty will also play a huge role in ensuring the success of the venture lifecycle.
Customer Segments
University students, as well as locals and tourists, are the recognized customer segments for Welsh Eats & Meets. While fostering a friendly environment serves the needs of both visitors and the larger local community, providing special student discounts and organizing events directly address the needs of the main client segment (Noone et al., 2003). By using this segmentation method, the company will customize its products to meet the unique requirements and tastes of each market niche.
Key Resources
Key resources, such as a committed workforce, knowledgeable chefs, as well as solid relationships with nearby farmers, suppliers, the university, as well as event planners, will be crucial to Welsh Eats & Meets' success. With the aid of these resources, it will be possible to guarantee the provision of top-notch services, a long-lasting ingredient supply chain, and profitable partnerships (Alvarez-Ferrer et al., 2018).
Distribution Channels
To reach its clients, the restaurant will employ distribution channels that are both digital and physical. In-person meal experiences will be offered at physical restaurant locations, with a focus on cozy surroundings. Customers' convenience and accessibility will be enhanced by digital venues, such as online bookings, marketing, and alliances with event planners (Tan and Dwyer, 2014).
Cost Structure
The cost structure of Welsh Eats & Meets will encompass restaurant operational costs, marketing and promotional expenses, employee wages and training expenses, and costs associated with planning and participating in collaborative events (Collini, 2012). Each expenditure will be strategically allocated to ensure the smooth operation, promotion, and growth of the business.
Revenue Stream
The daily eating services that Welsh Eats & Meets offers will be the main sources of income. For customers looking for frequent meals, this means providing a wide selection and making the place feel friendly. The core of the company and a dependable source of financial stability is this consistent stream of revenue. The company will deliberately diversify its revenue streams through a number of channels in addition to providing daily meal services. Welsh Eats & Meets will be able to profit from festive occasions by throwing parties and unique events that draw in more customers and bring in extra cash (Noone et al., 2017). Collaborating with nearby companies or groups will offer an additional way to increase income as well as create alliances that are advantageous to both sides. Welsh Eats & Meets also understands the importance of building a strong online presence, which includes using social media, keeping their website up to date, and possibly providing e-commerce or delivery services. Having a strong online presence will increase visibility and open up new revenue streams by tapping into the digital market. Positive customer reviews and evaluations that are occasionally posted on various platforms will be crucial in boosting these revenue streams (Huynh, 2018). 
Below is the completed model canvas template:



Top of FormWELSH EATS & MEETS
Primary Canvas
X

The Business Model Canvas
Bottom of Form

	Key Partners
· Local Event Organizers (e.g., Eventbrite for community events)
· University of Wales (Student Collaborations)
· Positive Online Presence (e.g., TripAdvisor for reviews)
· Local Farmers and Food Suppliers (e.g., Abel & Cole for organic foods, UK Furniture Hire for amenities)
	Key Activities
· Creation and maintenance of Active Online Presence
· Creating Diverse Menu
· Creation of Connections with Partners
· Hosting Special Events, near the university, Parties, as well as promotions
	Value Proposition
· Exclusive Student Discounts
· Lively Environment
· Community Strengthening
· Fresh,Eco-Friendly, and Community-supplied Food
· An Unusual Culinary Experience Using Sustainable, Local Ingredients
	Customer Relationships
· Joint Events with University
· Loyalty Programs
· Active Social Media Presence
· Feedback
Mechanisms
· Customized Service
	Customer Segments
· Local Residents 
and Visitors
· University 
Students

	
	Key Resources
· Favorable Online Presence
· Skilled Professionals
· Partnerships with University as well as nearby Event Organizers
· Partnerships with Local farmers and Suppliers
	
	Channels
· Digital Venues such as Online Promotions and bookings
· Use of Physical Restaurant Locations
· Creating
partnerships with event Organizers to help in creating community events
	

	Cost Structure
· Employee Wages
· Training Expenses
· Restaurant Operational Costs, such as utilities, rent, and maintenance
· Payment of employee wages
· Training Expenses
· All associated costs of event Planning as well as taking part in Collaborative Events
	Revenue Streams
· Online presence and client evaluations
· Daily dining services
· Parties, collaborations, as well as special events




	




                                                Conclusion
To sum up, Welsh Eats & Meets is an example of a holistic company plan that combines community involvement with fine dining. In addition to providing exceptional eating experiences, the business hopes to create a bustling social hub around the University of Wales by carefully traversing each part of the Business Model Canvas. Welsh Eats & Meets is positioned for success in the cutthroat hospitality market because to the alignment of important alliances, initiatives, value proposition, client connections, and resources (Ku, 2014). With its dedication to sustainability, community development, and culinary innovation, the business has the potential to make a lasting impact on the local environment as it grows. Welsh Eats & Meets' success is intentionally diversified through partnerships, special events, web presence, and favorable client feedback, rather than depending only on its daily meal services. This comprehensive strategy will not only guarantee the firm's fiscal soundness but will also set the company up for long-term expansion in the cutthroat culinary market.

Part B
Reflective Essay
In this reflective essay, I intend to use Gibbs reflective model to explore my own entrepreneurial motives and characteristics as I go on a reflective path of self-discovery. This reflective article, backed by pertinent scholarly models and frameworks, attempts to critically assess the findings from the questionnaires on leadership, team roles, as well as entrepreneurial tendencies. I will be able to make use of my entrepreneurial motives and traits by peeling back the layers and comparing them to accepted theories of entrepreneurship.
The Gibbs reflective model's initial step entails describing the event, in this example, the way multiple evaluations have revealed my entrepreneurial traits. I received a thorough assessment of my strengths and opportunities for development from the leadership, team roles, and entrepreneurial qualities questionnaires. Essential characteristics including a willingness to take risks, inventiveness, and leadership abilities were highlighted. I use scholarly models and frameworks to assess my entrepreneurial qualities critically as I move into the analysis stage of the Gibbs reflective model. As a matter of fact, this analysis also improved my conscientiousness, extraversion, agreeableness, emotional stability, as well as openness to new experiences in the context of entrepreneurship using the Big Five Personality Traits model. My personality and the demands of entrepreneurial ventures are better understood in an organized way thanks to this evaluation.
Thinking back on my reasons for becoming an entrepreneur is the next stage. What attracts me to become an entrepreneur? The Self-Determination Theory serves as a useful prism through which I can evaluate the intrinsic vs extrinsic nature of my goals. Finding the motivations behind my desire to become an entrepreneur lays a strong basis for my future growth. To comprehend the significance of my traits and motivations, it is essential to align them with proven entrepreneurial theories. My environment has formed my entrepreneurial inclinations, and the Social Cognitive Theory explains this by emphasizing social influence and observational learning. Finding these factors helps me understand where my entrepreneurial traits originated. Examining my entrepreneurial development is the final phase. How can I use my qualities and drives to my advantage to advance? With the help of the Stage Model of Entrepreneurial Development, I can see where I am right now and what needs to happen to go to where I want to go. This introspective process serves as a guide for improving my entrepreneurial abilities and developing into a dynamic business owner.
In summary, it has been illuminating to examine my entrepreneurial qualities and motivations introspectively. In conjunction with academic models and frameworks, the Gibbs reflective model provided a structured approach to self-exploration. By aligning my characteristics with entrepreneurship ideas, I was able to gain a deeper understanding of the factors influencing my entrepreneurial career. This reflective approach serves as a compass for my entrepreneurial development, pointing me in the direction of a future where I may use my skills and motivations to successfully navigate the opportunities and challenges in the entrepreneurial landscape.
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