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Hospitality Business Concept – Espresso Editions
Espresso Editions presents a convincing value proposition as a unique coffee shop placed in the vibrant heart of Cardiff. Distinctive in its ambiance and offerings, the café welcomes customers to an aesthetically pleasing space enhanced with book-themed decor and cozy seating arrangements. Here, customers encounter an exclusive selection of high-quality coffee blends, including specialty options, complemented by a range of tasty pastries and desserts, with a particular focus on vegan and health-conscious choices. Beyond its culinary offerings, Espresso Editions serves as a retreat for students and book lovers alike, providing a relaxed environment favourable to both study and leisure. Through engaging events, such as book clubs and literary gatherings, the café encourages a sense of community and intellectual exploration. 
Based on Appendix 1, the customer segments for Espresso Editions include demographics such as age and sex, in order to understand and address the current preferences of diverse consumers (Nica et al., 2020), increasing the coffee shop's relevance across different groups in Cardiff’s dynamic social and cultural landscape.
The main target is represented by university students. This demographic consists of young adults, ages 18-24, both male and female, enrolled in undergraduate or postgraduate programs. According to Marshalsey (2023), these students are often in search of quiet, comfortable places to study and collaborate outside university libraries and dormitories. 
The second target is represented by university staff, ages 25-60. Including a broad range of ages and both male and female academics and administrative personnel, the staff is constantly balancing teaching, research, and administrative duties (Folabit et al., 2023). 
The next segment is represented by book lovers, ages 18-65+. According to Lehan (2023), the UK has a rich literary tradition and a strong culture of reading. Given this, Cope (2023) argued that book lovers are always on the lookout for cozy, inviting spaces where they can read. 
Another important customer segment is represented by the vegan and health-conscious customers, ages 18-45. This is because, according to Habib et al. (2024), the demand for vegan and health-conscious food options is on the rise in the UK, driven by a growing awareness of health, environmental, and ethical concerns. 
Lastly, the target is also represented by remote workers, ages 22-45. This is because the trend towards remote work has been accelerated by recent global events, with more people in the UK seeking flexible work environments outside the traditional office (Lake, 2023).
Looking at the customer relationship tab in the Appendix 1, Espresso Editions must adapt its strategies to meet the unique needs and preferences of its diverse clientele, ensuring a personalized and engaging experience for each segment (Aaker & Moorman, 2023). 
For university students, research (Çelik et al., 2023) has showed that dynamic connections can be established through platforms like Instagram and Snapchat, where they can receive exclusive loyalty programs and can plan for study nights. 
Research (Stewart et al., 2022) has also showed that university staff are more engaged through informative email newsletters, providing updates on reserved workspaces and tailored events designed to accommodate their professional needs. 
At the same time, studies (Sudharson et al., 2023) have identified that book lovers can be engaged through the café’ website, where monthly book clubs and literary events are announced. 
Moreover, vegan and health-conscious customers are usually engaged through platforms like Instagram, as well as by workshops on vegan baking and nutrition (Guptill et al., 2023). 
Finally, remote workers can benefit from personalized interactions on LinkedIn, where membership plans, networking events, and exclusive perks can be accessed (Andres et al., 2022). Through these tailored approaches, Espresso Editions ensures that each customer feels connected and valued by the café's offerings.
Multiple channels will be used to connect with the customers and enhance engagement. Firstly, Carah et al. (2022) argued that social media platforms like Instagram and Snapchat serve as perfect online spaces to showcase the café's aesthetic, special events, and promotions, encouraging an online community which will then become actual customers. 
At the same time, Adwan et al. (2023) identified that targeted email newsletters keep customers informed about exclusive promotions, upcoming events, and reserved workspaces, providing a direct and personalized means of communication. 
Moreover, according to Liu (2023), a website acts is mandatory, as it offers details about literary events, book recommendations, and the café's unique ambiance, while also facilitating online book sales and event registrations. 
On the other hand, LinkedIn serves as a channel for professional networking, reaching remote workers with updates on membership plans, networking events, and productivity insights (Kashive & Khanna, 2022). 
However, the most effective channels will remain the in-person events and collaborations within the community (Couillou et al., 2022), coupled with promotional materials in print and digital formats, which will further enhance visibility and attract a diverse audience to the café.
Espresso Editions must engage in different key activities to deliver a unique experience. Guptill et al. (2023) argued that from meticulous procurement of high-quality coffee beans and vegan ingredients to continuous menu innovation, the café must ensure a diverse and attractive culinary offering. Moreover, the maintenance of its distinctive interior design (Maspul, 2023), regular community events (Ferreira et al., 2021), and strategic marketing (Widadi & Dellyana, 2023) have all been confirmed as contributor to a coffee shop’s vibrant ambiance and cultural significance. At the same time, excellence in customer service (Kwame Opoku et al., 2022), operational efficiency (Pradana & Safitri, 2023), and strategic partnerships with local entities (Fontana & Pisalyaput, 2023) should further enhance the perception of Espresso Editions. 
Espresso Editions relies on key resources to bring its distinctive coffee shop concept to life. The foundation is based on the procurement of high-quality coffee beans and ethically sourced ingredients, ensuring a consistently exceptional menu (Guptill et al., 2023). Secondly, distinctive interior design elements (Maspul, 2023), including book-themed tables and a curated library, create a unique atmosphere that requires ongoing investment for maintenance. Another key resource is the culinary team (Puspita & Wijaya, 2024), necessary to create an innovative menu development, such as diverse coffee blends, vegan options, and delectable pastries. At the same time, skilled event planners are necessary to create community events and workshops to solidify the café's role as a cultural and intellectual hub (Maspul & Almalki, 2023). However, the most important resources are represented by everyday staff, that must provide exceptional customer service (Lee & Ruck, 2022). 
Espresso Editions strategically cultivates meaningful partnerships to improve its offerings and establish a deeper connection within the Cardiff community. By forming alliances with local universities, the café can easily integrate into the academic landscape, offering student-centric initiatives, exclusive discounts, and co-hosted events that not only attract university students but also contribute to the intellectual and cultural atmosphere of the space (Maspul & Almalki, 2023). Moreover, collaborations with ethical vegan suppliers and local artisans not only ensure a sustainable and diverse menu but also reinforce the coffee shop's commitment to supporting local businesses and promoting ethical practices (Fuller et al., 2023). At the same time, Caine (2023) argued that engaging with book publishers and local authors can establish a strong literary network, allowing Espresso Editions to host book launches, author readings, and feature a comprehensive selection of books in its library. All these partnerships extend beyond transactional exchanges, representing the café's dedication to quality, community engagement, and the creation of an inclusive space that resonates with customers of diverse interests and backgrounds (Ferreira et al., 2021). 
By looking at costs, Espresso Editions manages a comprehensive cost structure essential for sustaining its unique coffee shop concept. Key elements include procurement costs, covering high-quality coffee beans and ethically sourced ingredients for vegan options (Puspita & Wijaya, 2024). Operational costs include staff salaries, utilities, and insurance (Puspita & Wijaya, 2024). Marketing and promotion costs support the café's visibility through social media campaigns, collaborations, and event expenses (Widadi & Dellyana, 2023). The distinctive interior design, maintained through one-time and ongoing expenses, contributes to the café's unique ambiance (Maspul, 2023). Community engagement costs cover event planning and collaboration expenses, while technology and software costs support efficient sales and inventory management systems (Widadi & Dellyana, 2023). Regulatory compliance and licensing ensure adherence to safety standards (Widadi & Dellyana, 2023). Maintenance and repairs are needed for regular upkeep of the café's interior and equipment (Maspul, 2023), while training and development costs support ongoing staff education (Puspita & Wijaya, 2024). Contingency and miscellaneous funds provide flexibility for unexpected expenses (Puspita & Wijaya, 2024). This comprehensive cost structure reflects Espresso Editions' commitment to delivering a high-quality and sustainable coffee shop experience. 
On the other hand, Espresso Editions strategically creates diverse revenue streams to cover its operational costs and ensure financial sustainability. The primary revenue source will come from coffee sales, contributing approximately 50% of total revenue, with a range of high-quality blends and specialty drinks catering to various taste preferences (Ummah & Santoso, 2023). Food sales, accounting for 30%, include pastries, desserts, and a menu featuring vegan and health-conscious options (Ummah & Santoso, 2023). Book sales and event hosting generate an additional 10%, with fees for book clubs, author readings, workshops, and private event rentals (Ummah & Santoso, 2023). Membership plans for remote workers, contribute around 5% of revenue (Maspul & Almalki, 2023). Collaborations and sponsorships, merchandise sales, loyalty programs, and online sales each constitute around 1-2% of (Maspul & Almalki, 2023). This diversified revenue approach ensures flexibility against market fluctuations, providing flexibility to adapt and optimize income streams (Maspul, 2023) for Espresso Editions.
In conclusion, Espresso Editions aspires to be more than just a coffee shop, but to be a cultural and intellectual hub in Cardiff, offering a unique blend of high-quality coffee, exclusive aesthetics, and a welcoming space for diverse customers. With a strategic focus on customer engagement, community partnerships, and operational efficiency, the coffee shop wants to create an inclusive environment that resonates with university students, staff, book lovers, vegans, and remote workers alike. 
Reflective Essay
Based upon the findings of the GET2 questionnaire (see Appendix 2), which I completed in class, I will apply Gibbs's (1988) reflective model, a six-step model, to critically assess my intrapreneurial motivation and traits. The steps include description, feelings evaluation, analysis, conclusion, and action plan.
Early research indicates that entrepreneurial decisions are influenced by various factors including human traits, personal and commercial environment, goals, feasible company concept, opinions on outcomes, and personal expectations. (Cohen and Bacdayan, 1994 as cited in Estay, Durrieu, & Akhter, 2013)
Based on my GET2 test results, I have a modest level of entrepreneurial characteristics, as shown by my total score of 43%. Due to lifestyle limits or other objectives, I prefer working on self-employment, and I would rather support businesses than create them. Several traits were emphasised, including moderate levels of a need for accomplishment, no need for independence, cautious risk-taking, moderate locus of control, and low creative aptitude.
A complete approach to entrepreneurship, the Entrepreneurial Personality System (EPS) integrates entrepreneurial and psychological viewpoints, focusing on changeable traits such as enthusiasm, self-efficacy, risk-taking, locus of control, and need for accomplishment (Obschonka, Stuetzer, 1017).
Reflecting on this assessment created a mix of emotions. While I am happy to acknowledge existing entrepreneurial qualities, I also realise that there is more to learn. I am also feeling curious and determined to improve.
The evaluation indicates a moderate achievement motivation level with strengths in task-oriented behaviour but room for improvement in optimism and determination. While preferring teamwork, a reduced need for autonomy may limit leadership opportunities. Limited creative thinking suggests reliance on conventional approaches, restricting exploration of alternatives. The low projected risk-taking score points to uncertainty due to ongoing obligations or a lack of funding.
With a medium locus of control score suggesting a level of confidence, the analysis revealed that in order to thrive in a potential entrepreneurial venture, I need to improve my innovative skills and self-confidence. The assessment indicates a need to take more ownership of ideas while cautioning against excessive reliance on others. The low inclination toward creativity highlights an opportunity to encourage innovation by using traditional techniques.
In conclusion, the test has given me substantial fresh perspectives on my enterprising traits. Although I must admit that stability is essential to me, I also need to realise that for both my professional and personal development, I might gain just as much from having more autonomy, taking cautious risks, and using my creative thinking.   
My action plan is focused on improving motivation, by setting ambitious yet achievable goals, improving task orientation, and adopting a positive mindset to meet my needs (Kholifah et al., 2023). Improving leadership skills and taking initiative will fulfil my desire for autonomy, contributing to long-term personal development (Watson, 2022). To navigate calculated risk-taking, I plan to analyse risks on personal and professional fronts, with time gaining confidence in handling challenges (Watson, 2022). Building a locus of control involves boosting entrepreneurial flair, gaining confidence, and actively seeking opportunities to take initiative (Watson, 2022). Developing an innovative mindset requires embracing creative problem-solving, fostering creative thinking, and prioritizing relaxation (Kholifah et al., 2023).
In summary, the process of reflection allowed me to identify areas where my entrepreneurial traits may be strengthened. This will help me to approach my future work and prospective career as an entrepreneur with a more adaptability and knowledgeable mindset.
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|| % GET2 TESTRESULTS ||

‘The GET2 test defines an enterprising tendency as the tendency to start up and manage projects - highly enterprising people do
this more often and are more innovative in their approach. This self assessment test aims to give you an idea of your
enterprising potential, although it is important to note that there is much academic debate about the most important

characteristics of enterprising people, and there is a role for education and training in helping people develop their potential.
Your responses to the test suggest the following results:

llas GET2 Test Enterprise Rating

Less enterprising

[+ Less enterprising
The overall GET2 test result score of 43% suggests that you are not highly enterprising in your present activities. This
may be because you don't want to be enterprising because there are other things you intend to do. It might be a result
of constraints in your lfe that have not enabled you to develop your enterprising potential so far, and this may change
if you would lie it o in your future life. This score suggests that you would probably prefer to work in employment
rather than self-employment. Perhaps you might prefer to support enterprise rather than take a lead. Enterprises need
people to support and work on the implementation of plans so that goals are met.
This test does not assess personal strengths other than enterprising characteristics. The test, however,is not
definitive and should be used as an educational aid for stimulating personal reflection. If you are not happy with your
test results,personal transformation i an open door f you want o be enterprising you are half way there! Several
universities, such as the Open University offer free courses online which may help you to build up your business
knowledge and skills (see http://openlearn.open.ac.uk (http://openlea.open.ac.uk)). There are also many MOOCs
(Massive Online Open Courses) freely available on the FutureLearn platform (https://www.futurelearn.com
(https://www.futurelearn.com)) to help you to leam about technology, business and the economy, learn languages
and so on. If you have never set up an enterprise before you might consider starting a small project in your
community that represents a minimal risk to your time and money, to build up your experience and expertise. This
may help you to decide how important it is for you to be enterprising.

% Need for Achievement

[+2Medium Achievement
Having a medium score, you may recognise some of the following characteristics of a high need for achievement in
yourself:
« An orientation towards the future;
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« Reliance on your own ability;

+ An optimistic rather than a pessimistic outiook;

+ Astrong task orientation;

+ Effective time management;

+ An orientation towards results, which applies to yourself and others;

« Arestlessness, strong drive and high energy levels;

+ Opinionated and ready to defend your ideas and views;

+ Adetermination to ensure your objectives are met even when difficulties arise;
« Responsibility and persistence in pursuit of your aims;

+ Goal-orientated, setting challenging but realistic goals;

+ Awillingness to work long and hard when necessary to complete tasks.

A medium score probably means you are good at achieving work and life balance.

& Need for Autonomy

[+Low Autonomy
Having a low need for autonomy score, you probably are content to work as a valuable member of an organisational
team. You may prefer to be advised about managing your work and would not enjoy the responsibilty of taking
charge of an enterprise. However, autonomy may become more important to you at later times in your lfe.

A Creative Tendency

|+ Low Creative tendency
Having a low score, you would probably look to others for entrepreneurial ideas, but are probably content with proven,
traditional approaches to business or enterprise. If you wished to consider developing your own latent creative skills,
the best conditions for creativity are in a relaxed space where you avoid critical thinking or thinking too fixedly on a
problem, and then use techniques, such as brainstorming or mindmapping to generate lots of ideas. Part of the
creativity process involves some idleness to allow the subconsious to work on ideas during an incubation phase.
This may lead to sudden insights or Eureka moments, although creative ideas may be typically the result of an
iterative process of thinking, using creative techniques, and relaxation to come up with good ideas.

¥ Calculated Risk-Taking

+“Low Calculated Risk-Taking
Having a low score, you may not be happy about taking on any risk and perhaps you have too many responsibilities or
100 few personal resources to allow you to feel comfortable about taking financial or business risks. However, you
may change and decide to take more calculated risks at later times in your life. Enterprising people tend to take
calculated risks that are neither excessive of risk-averse.
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& Locus of Control

[+Medium Locus of Control score
Having a medium score, you may recognise yourself as being somewhat opportunistic, self-confident, proactive and
determined, although if you wish to start a business you may need to develop your self-confidence and enterprising
skills to make a success of the venture. In particular, you may need to leam to exert greater control over the
development of your ideas. Your self-confidence could be strengthened by developing specific business or project
management skills n areas that you feel need to be improved. Without greater self-confidence you may over-ely on
others, such as partners or clients, and this could create greater risks for an enterprise.

lsa General Enterprising Tendancy (GET2) Test Result Summary

The radar plot and chart show the characteristics of your GET2 test scores graphically. You can print the report off so that
You can compare your chart with somene else’s chart, or you can compare your own chart with a new chart if you decide
to re-take the test on a future date.
[+-Characteristics
Ach = Need for Achievement | Aut = Nee for Autonomy | Gre = Creative Tendency
Ris = Calculated Risk-taking | LoC = Locus of control

GET Score an
Achieve sa%
Autonomy ™
Creative %
Risk taking 3%
Control 0%

We hope this report helps you understand the nature of your tendencies for general enterprise and that you recognise in
the report some of your own traits. However, the author cannot accept any liability for the report or for these
interpretations, which are offered in good faith. If you would like to know more about this test and how to improve your
score, see the FAQ (index.htmi#faq). If you would like further information on the test, please consult the GET2
bibliographic references (index html#academic). Please don't forget to leave us your feedback (get2feedback htm). The
report can be printed if required

Report date: Tue Jan 09 2024
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