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Part A: Essay on Business Idea and Business Model Canvas
The business idea identifies the needs of the UK people. It aims to establish an Indian Restaurant in Sunderland City Centre, the UK. The business is named as  "Babaji”. The market lacks authentic and unfiltered Indian cuisine. Even if the customers are demanding the cuisine, they will not be able to get that because no current businesses in the area serve such items (Slurrp, 2023). Considering the market needs and gaps is crucial to achieving success in the business idea. Any business idea must have clear outlines and well-structured plans for every operation it is going to perform (Barringer and Ireland, 2019). The entrepreneur needs to undertake risks that may emerge from the challenging market forces such as a shift in consumer taste and poor market response. However, the business idea has a clear vision which is to be the leading Indian restaurant in the UK. The business model canvas will be created to outline various aspects of the business plan and its nine components will be explained in the essay (Murray and Scuotto, 2015). 
Customer Segments: The segmentation strategy involves identifying the appropriate market segment that is profitable as well as showing demand for the market offering (Hosseini and Shabani, 2015). All people in the UK may not like the authentic Indian food. So,  the business focuses on serving those people who have cravings and interest in tasting authentic Indian food. There are many restaurants available in the area which offer diluted and adapted versions of Indian food. Therefore, Babaji’s target customer segments are Indian food lovers, residents and workers, and tourists and visitors. Indian food lovers have a passion for Indian food and culture and they are willing to pay premium prices for getting authentic and quality food (Dey et al., 2019). Even they will become loyal customers. Residents and workers will make purchases when they can get the food conveniently. They will be enthusiastic to taste new items. Tourists and visitors may visit Babaji to experience the Indian culture and hospitality. 
Value Propositions: Value proposition is the key concept of the business plan. It identifies how the customers will be served and satisfied by meeting their requirements. If the business is not able to provide superior values, customers will not be attracted (Thielemann, Ottenbacher and Harrington, 2018). Even, the business will lose its relevance to the market needs. Babaji restaurant has clear value propositions. It will make sure that authenticity and quality services are integrated into all activities of the business. All the ingredients and processes of making Indian curry will be used so that customers can get authentic Indian curry. There will be no compromise on the taste, spice, and aroma of the original dish. The staff will be well-trained and the atmosphere will be favourable to make the customers satisfied. The unique selling point of Babaji restaurant is that it is the only Indian restaurant in the region that offers authentic Indian cuisine. By utilising unique selling points, businesses can create a distinctive position in the market (Grönroos and Ravald, 2011). To get a competitive advantage in the fiercely competitive market, a new venture like Babaji should emphasise on keeping a unique selling point.
Channels: Channels are the medium by which businesses communicate their market offerings and value propositions to the target market segments. Choosing the right channel is important to reach the target audience (Zimmerer and Scarborough, 2011). Various businesses use different channels based on their resources capabilities and convenience. For Babaji restaurant, digital channels will be suitable to reach a large number of target customers within a short period. The website of the restaurant should showcase details of the business such as location, menu, and reservation system. It must be built user-friendly and should have the capacity to manage traffic. Social media platforms such as Instagram, and Facebook are effective in creating brand awareness and conducting positive branding of the business (Bilgin, 2018). Promotional activities should be performed there. Finally, word-of-mouth will work as an important channel for the business. It will require the business to satisfy the customers. 
Customer Relationships: Customer relationship refers to establishing and maintaining good connections with the target customers. It is crucial to make the customers loyal to the business and increase the market share (Frow and Payne, 2009). Babaji restaurant will create a personal relationship will the customers by providing them attentive service. The customers will be greeted by name and their preferences, offers, and recommendations will be remembered. It will make the customers feel welcome and valued. Even they will have a memorable dining experience. It will offer rewards and incentives to the loyal customers who make repeated purchases. The customers will be invited to participate and build a community (Gomez et al., 2020). 
Revenue Streams: Revenue streams identify the areas from where the business can generate its revenues. The pricing strategy is related to this plan (Denizci Guillet, 2020). The revenue stream needs to be made well-diversified. Babaji restaurant has several sources for revenue generation. The core business is to sell food and beverages. The pricing of these items is fixed and included in the menu. Cost-based pricing is applied to setting the prices of each item. In cost-based pricing, various costs are considered before setting the price of the product. Sometimes, it will use dynamic pricing when it gives offers and discounts. The business also provides catering and delivery services for fees. Delivery services such as Uber Eats will generate revenue. Moreover, it will also receive revenue from merchandising and branding sources (BackofHouse, 2023). 
Key Resources: Key resources can be any physical asset, financial aspect, intellectual property, or human resources that the business uses to perform its core business functions. Resources used in the business must be made unique so that competitors can not imitate them (Williams, 2022). If key resources add value to the business, are rare to manage, inimitable for the competitors, and are organised, the business can achieve a sustainable competitive advantage (BudgetBranders, 2020). Babaji requires high-quality kitchen equipment such as stoves, ovens, refrigerators, freezers, mixers, blenders, and utensils. It also requires supplies to cook the food. It needs staff and chefs who have profound knowledge and experience in Indian cuisine, culture, and tradition. Other key resources are its website and social media accounts. 
Key Activities: The key activities are the important tasks that the business performs to create value for the customers. The key activities should reflect the value and the company and maintain the legal and ethical aspects of the business environment. Babaji must manage its ingredients from ethical sources. Using the ingredients, it will cook and serve Indian food and beverages. Food safety and hygiene should also be ensured while preparing and serving the food. The business will also perform staff management activities such as recruiting, selecting, training, and retaining staff (Rodrigo, 2018). Sometimes the staff needs to be motivated to increase their performance. The motivation process has significant influences on the employee's performance and turnover (Sitopu, Sitinjak and Marpaung, 2021). The business will receive feedback from the customers for making continuous improvements in employees' behaviour and organisational processes. Babaji will also perform marketing activities, particularly digital marketing. Digital marketing can make a positive impact on the branding and customer awareness aspects (Makrides, Vrontis and Christofi, 2020). 
Key Partnerships: Key partnerships are the key partners and suppliers who provide support to the business to maintain its key activities. Collaborating with partners and suppliers can address various uncertainties and challenges. It can also help the business to make good relationships with them. Babaji will create supplier relationships with local farmers and vendors for the continuous supply of reliable and quality ingredients. Proper negotiations and effective communication with them are required to maintain good relationships (Rodrigo, 2018). Babaji will comply with the terms and conditions of online platforms and apps while using them to increase the visibility and reach of the business. The business will also develop partnerships with the local businesses to get synergy from the relationship. 
Cost Structure: The cost structure includes all the sources of expenditures such as rent and utility bills of the business, food ingredients and beverage costs, and salaries of the staff (Pendrill, 2023). All these costs must be assessed properly before making any decisions. An optimised cost structure is required to achieve success in the business (Zimmerer and Scarborough, 2011). 
Generating a business idea is always a challenging task. It requires consideration of various aspects of the business. The business model canvas has addressed 9 aspects of the new business idea for Babaji which is an Indian restaurant. Before proceeding to the business idea, the entrepreneur has to perform comprehensive market research to understand the demand for authentic Indian cuisine in that area. The chosen market segment should be assessed. Their needs and preferences such as their dining habit and convenience should be considered. The value proposition aimed to keep consistency in the food and service quality. Without maintaining consistency, the business will lose its competitiveness. The relationship with the customers and key partners needs to be fostered using proper channels and regular communication. The key activities of the business include the preparation of foods and beverages and serving them to the customers, human resource management, and marketing and promotional activities. The cost structure must be regularly monitored to make it optimised. It is crucial to achieve a competitive advantage. The business idea is highly profitable because its market offerings have demand and the idea is unique but challenging to implement. 



Part B: Reflection
The reflection is conducted based on the score of the questionnaires. It aims to evaluate the entrepreneurship characteristics and management motivations within the author. For reflection, Gibbs’s Reflective cycle has been used. The model has six stages: description, feelings, evaluation, analysis, conclusion, and action plan (Ed.ac.uk, 2020).
I have completed the questionnaires of 12 questions. My score on the questionnaire is 31. It indicates that I have the capabilities to run my own business but in some cases, I become cautious. This is an opportunity for me to evaluate how many entrepreneurial traits I possess and the areas for improvement to be a successful entrepreneur in real life. 
It was a great experience for me to participate in the questionnaire. I was very eager to know my score at the beginning. I felt proud and confident when I knew that I could run a business because I have entrepreneurial and management qualities such as creativity, innovation, risk-taking, leadership, and communication. I felt surprised to discover some of the areas for improvement such as planning, organisation, teamwork, and decision-making. As I received feedback from my teacher and classmates, I became highly motivated to develop such qualities in me. 
There were both positive and negative aspects of my experience. The positive aspects are that I could understand the entrepreneurial potential and management style by using the questionnaire. Using this, I could also evaluate my key areas of strengths and weaknesses. Hence, I could make the necessary approaches to address my weaknesses. However, the negative aspects of the experience include the limitations of the questionnaire and the method of taking responses. The questions were very limited and subjective as they could focus on some areas of entrepreneurial and management characteristics ignoring the broader context and situation of each scenario. The self-reporting approach may not be an effective way to evaluate the characteristics. 
My situation and experience regarding each of the questions can be evaluated by the entrepreneurial orientation model. There are five dimensions in the model: innovativeness, proactiveness, risk-taking, competitive aggressiveness, and autonomy (Barringer and Ireland, 2019). My score on the questionnaire shows that I have a moderate to high level of entrepreneurial orientation. My score was high on innovativeness, proactiveness, and risk-taking, but it was low on competitive aggressiveness and autonomy. It makes me creative and innovative while also indicating my drawbacks for not being competitive and aggressive. I can also apply the situational leadership model that has the following styles: directing, coaching, supporting, and delegating (Burns, 2022). In this model, my score was high on directing and coaching but low on supporting and delegating. So, I am good at coaching and directing. 
I may have some crucial entrepreneurial and management traits but I still need to develop some of the key traits to become a successful entrepreneur and management. 
I will take some approaches to address the issues such as taking feedback from peers, mentors, and instructors to develop the skills and competencies, participating in entrepreneurship activities, and enrolling in online courses, workshops, and seminars (Hannon, 2018). These approaches can enhance my skills and competencies. 
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Appendices
Appendix – 1: Business Model Canvas for Babaji
	[bookmark: _Hlk157389266]Key Partnerships
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	· Local farmers and vendors.
· Apps, such as TripAdvisor, Yelp, and Uber Eats
· Other local businesses

	· Cooking and serving as core activities.
· Training and managing the staff to enhance performance and improve customer service. 
· Marketing and advertising activities.

	· Authentic Indian curry prepared with authentic Indian spices, herbs, and processes.
· Highly trained staff and business settings provide exceptional customer experience, and high-quality services.
· Only authentic and unfiltered Indian restaurants in the region making the core offering unique selling point.

	· Personal and attentive service that greets customers by their name and remembers customers’ preferences, and offers them accordingly.
· Invite customers to join the events and activities for community building and encouraging them to provide their feedback.
· Offer rewards and incentives to the loyal customers.
	· Indian food lovers who are looking for authentic and unfiltered Indian cuisine.
· Local residents and workers seeking convenient dining options.
· Tourists and visitors are willing to experience the Indian culture, heritage, and hospitality.

	
	Key Resources
	
	Channels
	

	
	· Kitchen equipment and supplies.
· Staff, chef and management team
· Website and social media accounts.

	
	· Website for showcasing the menu, location, and online reservation system.
· Social media platforms, such as Facebook, Instagram, and Twitter for communicating with the customers and performing promotional activities, events, and showcasing customer testimonials.
· Word-of-mouth and referrals from satisfied customers and partners.
	

	Cost Structure
· Rent and utilities vary based on the location and size of the business and it is usually fixed cost.
· Food and beverage ingredients as variable costs.
· Staff salaries and benefits as semi-variable costs.
	Revenue Streams

· Sales of food and beverages are core revenue source.
· Catering and delivery services as part of addition revenue sources.
· Merchandising and branding as potential revenue sources.





Appendix – 2: Mind Map
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