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The following piece will explore a promising business idea called Nomad Café. This innovative food van will serve delectable East African, specifically Somali, street food cuisine. For centuries, East African nations and Yemen have played pivotal roles in the Indian Ocean trading system, facilitating the exchange of diverse cultures, religions, and customs across the region (González-Ruibal et al., 2021). This rich history has given birth to new food staples in Somalia, such as chapati from the Indian trade and Malawah from Yemen which you will find in the Majority of Somalia households around the world (Wolgamuth et al., 2022). This essay will also discuss what makes a successful entrepreneur by analysing personality traits, behaviours, and factors such as family dynamics and relationships, etc (Lechuga Sancho, Martín-Navarro and Ramos-Rodríguez, 2018).
Nomad Café Van is not the only food van that sells burgers, baguettes, and smoothies. However, it has the potential to stand out and succeed in the current economic situation in the UK. According to research, street vendors need to specialize in a market that is not yet saturated to increase their value and focus on their food (Matzembacher, Gonzales, and Saldanha, 2019). In this case, Nomad Café Van has an advantage since it is the first one in Cardiff, with only two other restaurants selling the same cuisine. The trend of food trucks and vans selling ethnic food is growing in popularity due to their unique offerings and price value, which attracts economically conscious consumers (Shafieizadeh, Alotaibi and Tao, 2021). With the cost-of-living crisis in the UK, most consider price value before deciding.
Proper customer segmentation is a pivotal aspect for any budding enterprise, particularly in the food truck or van sector. It plays a significant role in determining the success of a business. Nomad Café Van, for instance, has identified millennials as its target audience. This subset comprises much of the workforce and a whopping 14 million people in the UK and due to their spending habits, a lucrative consumer group to target (Oke et al., 2023). Not only that millennials share common characteristics that mean if they are satisfied will be loyal consumers as they are not so easily swayed by social norms and prefer to buy products that share the same values as them (Purani, Kumar and Sahadev, 2019). Millennials tend to prioritize experiences over possessions, which is likely influenced by their shared experience of economic hardship, according to a study by (Sruk, 2020).
The present generation displays remarkable tech-savvy traits, being extensively reliant on social media to remain connected and stay abreast of current affairs and trends. According to (Atay and Ashlock, 2022) social media platforms have emerged as indispensable tools that enable individuals to access and share information quickly and efficiently. The ability to leverage social media to stay informed has become crucial for individuals seeking to remain relevant in today's dynamic and fast-paced world. New businesses must have a strong digital presence by marketing on platforms such as Facebook, Instagram, and TikTok. Positive feedback and reviews generated by a strong brand image and customer satisfaction can attract new customers (Dash, Kiefer and Paul, 2021).
Considering the growing environmental consciousness among consumers, it is essential for new businesses operating in the hospitality industry to establish eco-friendly practices to satisfy their customers (Heo & Muralidharan, 2017). Adopting such measures not only helps in meeting customer expectations but also contributes towards the preservation of the environment, which has become a critical concern for businesses worldwide. Therefore, hospitality businesses must prioritize the adoption of sustainable practices to remain competitive in the market. Nomad Café Van has implemented several eco-friendly measures to minimize its environmental impact. They will be using biodegradable utensils and packaging, and sorting waste to recycle anything possible. This includes recycling packaging from wholesale and donating surplus food to homeless charities. These actions will help reduce waste and contribute to a cleaner, more sustainable environment.








Reflection 
Recently, I completed the Business Canvas Model, which provided me with a comprehensive understanding of the critical elements involved in starting a new business, such as legal obligations and start-up costs. Through this model, I was able to meticulously analyse, scrutinise these essential factors, and re-evaluate my approach toward them. I found this tool to be invaluable in structuring my approach to these aspects, which has empowered me to make more informed decisions.

In addition, I used the Gibbs reflection cycle (Sweet et al., 2019) to evaluate myself critically and identify areas for improvement. I took the Mindmaps survey, a tool that predicts behaviour and attributes, to analyze the results and identify any weaknesses or opportunities for growth. The survey had a set of specially designed questions that predicted my behaviours and attributes. This analysis gave me a better understanding of myself by providing deeper insights into my strengths and limitations. For instance, my overall survey score was 44%, creativity score was 50%, but I scored low at 24% for achievement.
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