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Introduction:

Introducing "Savoury Serenity Cafe" which combines gratification in a peaceful haven located in the centre of London. Placed in one of the best spots, the hotel with an intimate atmosphere in which clients live through an exclusive gastronomic tour, offers its customers a new kind of experience. If you're experiencing the metropolitan mouthfeel of London culinary attractions, from restaurants and cafes to local producers, all put together by chefs recognized on the world stage. 
[bookmark: _Toc165040303]Background:
The idea of "Savoury Serenity Cafe" was born from the confluence of our strong liking for quality food and the desire to provide for food aficionados a place where they could feast on their eyes and be made spiritually refreshed. The founders saw London as a global capital of culinary arts and wanted to develop a highly luxurious cafe designed to be an oasis which would highlight the city’s rich culinary heritage, even as it removed one from the chaotic rush of urban life (Chen, Cheung and Law, 2012).
Witnessing the buzzing kitchens in London, the idea grew out of a passion to provide a not only the simply the food or just the environment, it became a dining sophistication and a culmination. The milestone of the "Savoury Serenity Cafe" planning and the realisation of it came in the meticulous planning step and the strategic partnership with the celebrity chefs, local culinary experts, as well as the artisans in their countries (Scarborough and Cornwall, 2016). 
The luxury Café was originally conceived as a space that would stand for sustainability, style, and originality. The concept was further refined to an upmarket cafe that bridges the gap between creativity and serenity, creating an atmosphere that allows keen gourmands to sample the deliciousness of the city while visiting the luxury cafe. ''Savoury Serenity Cafe'' captures the ideal blend of gourmet and tranquillity into a complete experience that discerning Customers will remember for a long time to come, as they search for an exquisite dining within the downtown of London (Deery and Jago, 2001).
[bookmark: _Toc165040304]Objectives:
Culinary Excellence: In order to present the Customers with the unmatched experience of video cooking, we decided to invent some new culinary techniques, use fresh and healthy ingredients, and to arrange a set of culinary activities led by famous chefs and recognized culinary experts (Anderson, Wennberg and McMullen, 2019).
Customer Satisfaction: Superior Customer satisfaction will be achieved by implementing Customer-customized services for an unmatched luxurious ambiance with unique and one-of-a-kind that surpasses expectations and guarantees Customers ‘repeat business (Hayes, Ninemeier and Miller, 2017).
Sustainable Practices: To incorporate sustainable procedures such as energy-saving appliances, waste reduction techniques, and eco-friendly ingredients sourcing, into our cafe operations in a way to have a minimal environmental impact and to contribute to a more environmentally friendly café business (Hayes, Ninemeier and Miller, 2017).
Explanation of BMC:
The Business Model Canvas (BMC) is a strategic management tool that provides a comprehensive framework for developing, analysing, and visualizing a business model. It consists of nine key building blocks, each representing a critical aspect of a company's operations and strategy. By systematically mapping out these building blocks, entrepreneurs and business leaders can gain a deeper understanding of their business model, identify potential opportunities and challenges, and align their strategies with the needs and preferences of their target market (Yup Chung, 2020).
[bookmark: _Toc165040305]Key Partners:
This element is made up of the concept of the external stakeholders and alliances which have influence to the success of the venture. The partnerships can cover a wide array of diverse perspectives such as suppliers and manufacturers, to more strategic association and distribution channels. Through a cooperation with the key stakeholders, companies can join their resources, expertise and networks to provide valuable products to the customers and ultimately lead to the implementation of their business objectives (O’fallon and Rutherford, 2010). 
[bookmark: _Toc165040306]Key Activities:
It is a building block for the estimation of core processes required in value delivery to customers, and to generate revenue in the business. The activities that have a central role in the company are, namely, product development, manufacturing, marketing and sales, customer service, and logistical operations. To bring in harmony and optimization, businesses have first to identify and emphasize the key activities to make sure they can allocate resources accordingly and dedicate them to what is considered to be critical for the success of their business (Sheela, 2005). 
[bookmark: _Toc165040307]Key Resources:
This factor is a vital element of the performance assessment as it determines what the essential means are necessary for the execution of some activities and achievement of values to clients Landscape influences may include human resources such as human capital, physical assets, intellectual property rights, financial capital, and strategic partnerships. Effective utilization and take of advantage of key resources are critical to business growth, optimization and obtaining a competitive edge in the market (Yup Chung, 2020). 
[bookmark: _Toc165040308]Value Proposition:
This fundamental block states the competitive advantage that is the particular contribution that the business could bring into the marketplace and thus be the reason why buyers will choose the products or services of the business over others. Compelling value proposition solves actual needs, gratify customers' desires and identifies pain points of the target market, highlighting the value, benefits and distinctive features of the business's offerings (Batinic, 2016). Not only can "Savoury Serenity Cafe" offer a one-of-a-kind gastronomical experience that blends luxury visit with experiential cooking adventures, but also its customers can meet celebrity chefs and attend exclusive culinary fests with a personalised service that will make their visit unforgettable and invigorating.
[bookmark: _Toc165040309]Customer Relationships:
This building block emphasizes on the nature of the relationships between the business and the consumers, which is essential in developing an ideal systematic solution for the business. The ways customer relationships that are formed may vary based on items like customer segments, product offerings and product distribution methods (Chen, Cheung and Law, 2012). Through customer relationships understanding and tending to, businesses will be able to give satisfaction, loyalty as well as retention towards customers. "Savoury Serenity Cafe" will handle the relationships with the customers through a number ways such as personalized service, customer engagement in different programs and cooking classes, as well as the feedback mechanisms for continuous improvement and adjustment of the services to customer preferences (Mariotti and Glackin, 2015).
[bookmark: _Toc165040310]Customer Segments:
This fundamental pillar of marketing strategy puts forward the target market of the business, whether real or prospective customers. Customers segments are founded on variables including demographics, psychographics, behaviours, and needs Segmenting the market and identifying customer niches being the companies' priority enables businesses to grasp the needs of this or that group of customers and adjust their products or services to serve them better (Tur-Porcar, Roig-Tierno and Llorca Mestre, 2018). 
[bookmark: _Toc165040311]Channels:
This essential block highlights the core avenues and media via which the business communicates its unique value offer to customers (Scarborough and Cornwall, 2016). Channels might be outlets including brick and mortar stores as well as digital fields like websites and social media platforms and indirect sales through sales agents or resellers. Strategizing on the appropriate channels and every aspect in order to decrease the cost of channels, businesses can lead the wave to their target customers effectively and efficiently (Deroos, 2010). 
[bookmark: _Toc165040312]Cost Structure:
This is a primary step which brings out the expenses involved in the running of the business as well as delivering its value proposition to target customers. The overall cost structure consists of the fixed cost and the variable one, plus the starting one-time and the recurring operational costs. Businesses could profit and boost their financial performance by managing their cost structure to know it’s failures and optimum points (Hayes, Ninemeier and Miller, 2017). 
[bookmark: _Toc165040313]Revenue Streams:
This component of the model portrays the number of outlets of the business and where the business gets its revenues from. Income sources may range from product or services sales, subscription, licensing or advertising revenue, or other form (O’fallon and Rutherford, 2010). An effective way to achieve this is by diversifying their sources of income and leveraging their income potential in order to strengthen the financial resilience and growth opportunities of the business (Ratten and Jones, 2021). 
[bookmark: _Toc165040314]Conclusion:
As a summary, "Savoury Serenity Cafe" is something far from ordinary - it is a peaceful escape in the centre of London that flawlessly combines gastronomic pleasure with luxurious serenity. The Café plans to do this by establishing strategic partnerships, applying sustainable practices, and offering a unique value proposition, and it will provide unforgettable experiences for if you are a thoughtful food enthusiast and look for an ambiance retreat.

[bookmark: _Toc165040315]Task 2 Reflection:
In the Gibbs reflective Cycle, there is a structured process of describing how an experience is related to an action and the motivating factors behind it, therefore one is able to gain a deeper understanding of their actions, actions and outcomes. Building on this framework, I can reflect on my results from entrepreneurial traits questionnaire and team roles and leadership questionnaire that I have filled in to examine the reasons why I want to start my own business and the entrepreneurial trait that I have (Scarborough and Cornwall, 2016). 
[image: ]
Figure 1 Evidence of GET2 Test
Description: The process started when I filled out the entrepreneurial traits/team roles and leadership questionnaires for classwork (Yup Chung, 2020). These analyses should show my entrepreneurial attributes, the true situation of myself, and which role I best fit in a team. It was after the findings that I perceived some of my personal features such as; innovativeness, problem-solving, and a collaborative approach to teamwork. Above all this, I also took the route of offering such services as ever minding, innovating, and coordinating the team.
[bookmark: _Toc165040316]Feelings: 
After analysing what my inventiveness was like, I felt absolutely strong in my entrepreneurial preferences. The fact that someone took time to notice my strengths, particularly the ones relevant to entrepreneurial activity, intensified my conviction that I had what it takes to make a real contribution to any start-up endeavour. Even yet, I acknowledge these are parts where I should work on and develop more confidently like leadership and decision making (Batinic, 2016).
[bookmark: _Toc165040317]Evaluation: 
The questionnaires' results were critical in identifying both my motivations and the traits that are needed for entrepreneurship, which motivated me to invest in my personal and business development (Chen, Cheung and Law, 2012). Academic models and models frameworks therefore, help implement the idea in practice and interpretation of these results. For example, I like initiating task pretty much and therefore concede that my traits may go along with the factor of open-mindedness. Likewise, working with my team involves I am pleased to say some traits such as agreeableness and conscientiousness.
[bookmark: _Toc165040318]Analysis: 
I can take some time to myself and determine some of the characteristics that define my aspirations as an entrepreneur as well as the strengths of mine which make a great potential transform myself into one. My creativity, problem-solving skills tailored for out-out-of-the-box thinking, and collaborative nature place me in a good position to create original ideas, obstacles, and work harmoniously in diverse teams (Deroos, 2010). Yet I am also assuring myself that learning and development does not end there, especially since I am still looking for avenues to further improve on my leadership and decision-making competencies.
[bookmark: _Toc165040319]Conclusion: 
Ultimately, the Gibbs Cycle contributed to shape my view of risks, skills, and leadership when taking the feedback from entrepreneurs’ questionnaires. Through the theoretical understanding of the models and principles, I can undertake a self-assessment of my personal traits in comparison with the vital aspects of an entrepreneurial skill set and where I need to gather more experience. In the future, I would keep focusing on my strengths, and take advantages of all possible chances going out there, which will help me to become a better professional in the upcoming days.
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	Business Model Canvas
	
	
	
	
	
	
	

	
	
	
	
	

	Key Partners
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	Who are our Key Partners? Who are our key suppliers? Which Key Resources are we acquiring from partners? Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS: Optimization and economy, Reduction of risk and uncertainty, Acquisition of particular resources and activities
 
	What Key Activities do our Value Propositions require? Our Distribution Channels? Customer Relationships? Revenue streams?

CATEGORIES:
Production, Problem Solving, Platform/Network
 
	What value do we deliver to the customer? Which one of our customer’s problems are we helping to solve? What bundles of products and services are we offering to each Customer Segment? Which customer needs are we satisfying?

CHARACTERISTICS: Newness, Performance, Customization, “Getting the Job Done”, Design, Brand/Status, Price, Cost Reduction, Risk Reduction, Accessibility, Convenience/Usability
 
	What type of relationship does each of our Customer Segments expect us to establish and maintain with them? Which ones have we established? How are they integrated with the rest of our business model? How costly are they?
 
	For whom are we creating value? Who are our most important customers? Is our customer base a Mass Market, Niche Market, Segmented, Diversified, Multi-sided Platform
 

	
	Key Resources
	
	Channels
	

	
	What Key Resources do our Value Propositions require? Our Distribution Channels? Customer Relationships Revenue Streams?

TYPES OF RESOURCES: Physical, Intellectual (brand patents, copyrights, data), Human, Financial
 
	
	Through which Channels do our Customer Segments want to be reached? How are we reaching them now? How are our Channels integrated? Which ones work best? Which ones are most cost-efficient? How are we integrating them with customer routines?
 
	

	Cost Structure
	Revenue Streams

	What are the most important costs inherent in our business model? Which Key Resources are most expensive? Which Key Activities are most expensive?
                                                                                                                                       IS YOUR BUSINESS MORE: Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing), Value Driven (focused on value creation, premium value proposition).
                                                                                                                            SAMPLE CHARACTERISTICS: Fixed Costs (salaries, rents, utilities), Variable costs, Economies of scale, Economies of scope
	For what value are our customers really willing to pay? For what do they currently pay? How are they currently paying? How would they prefer to pay? How much does each Revenue Stream contribute to overall revenues?
                                                                                                                             TYPES: Asset sale, Usage fee, Subscription Fees, Lending/Renting/Leasing, Licensing, Brokerage fees, Advertising
FIXED PRICING: List Price, Product feature dependent, Customer segment dependent, Volume dependent
DYNAMIC PRICING: Negotiation (bargaining), Yield Management, Real-time-Market

	Designed by: The Business Model Foundry (www.businessmodelgeneration.com/canvas). Word implementation by: Neos Chronos Limited (https://neoschronos.com). License: CC BY-SA 3.0
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	Key Partners
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	
· Celebrity chefs and culinary experts for workshops and events
· Local food producers and artisans for sourcing ingredients and products 
· Hospitality industries association and network for collaboration and industry insights 
	· Curating culinary experiences workshops and tasting events 
· Sourcing and getting locally sourced ingredients and products. 
· Marketing and promoting the local cafe through the various channels 
	· A unique culinary experience blending luxurious environment with variety cultural dishes.
· Access to celebrity chefs, local chefs, local culinary experts and exclusive culinary events.
· Tranquil ambiance and personalized service for memorable visits 
	· Personalized customer service to ensure customer satisfaction and loyalty engagement through culinary workshop testing event.
· Feedback mechanism to customer  
	· Food enthusiasts seeking immersive culinary experiences.
· Corporate for team building events, workshops and culinary retreats

	
	Key Resources
	
	Channels
	

	
	· Culinary ability partnership with chefs and food experts 
· Marketing and brand resources 
· Luxurious sitting structure and environment 
	
	· Online reservation choice 
· Social media platforms for marketing and promotion 
· Culinary events and workshops 
	

	Cost Structure 
· Staff salary and wages 
· Procurement cost for the ingredients, products and amenities
· Operational costs for utilities, maintenance and administration’
· Marketing and advertising expenses
	Revenue Streams
· Tickets sales for culinary workshops and tasting events. 
· Sales of branded merchandise and products 
· Corporate booking for events and meeting 

	
	

	Designed by: The Business Model Foundry (www.businessmodelgeneration.com/canvas). Word implementation by: Neos Chronos Limited (https://neoschronos.com). License: CC BY-SA 3.0
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Ocassionally enterprising

Enterprise

The overall GET2 test score of 69% suggests that you
are likely to have strengths in some of the enterprising
characteristics and may be enterprising in some
contexts. At this time in your life you may find that you
are content to work on a limited number of projects and
may be happy to be enterprising either within
employment as an intrapreneur, or in your leisure time
through voluntary community projects. However, if you
have ambitions to have an innovative growth business,
there is much you can do. Several universities, such as
the Open University offer free courses online which may
help you to build up your business knowledge and skills
(see ). There are also many
MOOCs (Massive Online Open Courses) freely available
on the FutureLearn platform

( ) to help you to learn 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.





