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Executive summary
The essay’s purpose is to develop a Business Model Canvas for a new business idea and to identify factors that could contribute to the success of a new business. The purpose of this essay successfully met with its findings. The findings of the BMC identified a new business side to establish a restaurant within the market of Manchester City in the UK that will value create by offering traditional food items of the UK. The business name is “Tasty Fare”. The target customers of “Tasty Fare” will be tourists and volunteers. “Tasty Fare” will operate offline and will offer high-quality products and services at competitive prices. “Tasty Fare” will collaborate with farmers and local SME suppliers to collect raw materials, furniture, technology, and human resources at the lowest price. The decisions taken by “Tasty Fare” at BMC are justified by analysis of market share, competitive positioning, and Porter’s Five Forces model that identified the availability of tourists and visitors within the market of Manchester which is an opportunity for restaurant business sot gain higher market share. Also, the absence of a competitive pricing strategy from competitors of “Tasty Fare” is an opportunity for “Tasty Fare” to gain success by implementing a competitive pricing strategy for its high-quality products and services. Collaboration with suppliers will help “Tasty Fare” reduce the threat to the bargaining power of suppliers. Bowman’s Strategic Clock recommended differentiation strategy for “Tasty Fare” and “Tasty Fare” should focus on both online and offline platforms to avoid the threat of substitutes. 
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[bookmark: _Toc157531383]Introduction
The BMC is a strategic management template to describe new business ideas and to document existing business. To develop a Business Model Canvas for a new business idea and to identify factors that could contribute to the success of a new business is the purpose of this report. The report will achieve the purpose by preparing a BMC (Business Model Canvas) for “Tasty Fare”. The report will focus on the analysis of the factors that informed decision-making at BMC of “Tasty Fare”. The report consists of an analysis of the market share, market positioning, and Porter’s Five Forces in the hospitality industry of the UK along with consist of the application of Bowman’s Strategy Clock to deliver recommendations to “Tasty Fare” to select a strategy to gain success. The report also consists of another recommendation for “Tasty Fare”. 
[bookmark: _Toc157531384]Main body
Food and beverage are an area of the hospitality industry. “Tasty Fare” is the new business that is a full-service restaurant. “Tasty Fare” will offer traditional food items from different locations in the UK within its single menu. Customers will get breakfast, lunch, and dinner within “Tasty Fare”. “Tasty Fare” will operate within the market of Manchester which is the 3rd most popular city in the UK for tourists (Alison, 2022). 
Business Model Canvas (BMC)
	Key partnerships
1. Suppliers of “Tasty Fare” are the farmers.
2. SME local suppliers of furniture and technology and recruitment agencies are other suppliers of “Tasty Fare”.
3. The travel agency will become the partner of the “Tasty Fare”.
4. The travel agency will recommend “Tasty Fare” to tourists and visitors and will get a commission from “Tasty Fare” which is the motivational factor of a travel agency (Borisova, 2020). Also, getting new customers is the motivation for “Tasty Fare”. 
3. Suppliers will provide vegetables, fruits, furniture, technologies, and skilled and experienced human resources to “Tasty Fare” (Gita Subakti, 2020). 
	Key activities
1. “Tasty Fare” will recruit skilled and experienced chefs and staff to cook delicious food items for customers and to serve them (Brotherton, 2021). 
2. “Tasty Fare” will ensure a feedback wall and will inspire customers to provide feedback about food and services and will work on that feedback regularly to solve issues (Grundy, 2020). 
	Value propositions
1. “Tasty Fare” will bring value to customers by offering traditional food items from different regions of the UK that will help tourists and visitors gain knowledge about the traditions of the UK (Brotherton, 2022). 
2. The uniqueness of the product of “Tasty Fare” is that traditional food items of “Tasty Fare” will inspire cultural tourism (Hauser, 2020). 
3. Each customer will get the opportunity to select any of the traditional food and get ready the food within only 30 minutes and will get free welcome drinks and the opportunity to give feedback (Leung, 2019). 
	Customer relationships
1. “Tasty Fare” will become a full-service restaurant where “Tasty Fare” will treat each customer efficiently as skilled staff of “Tasty Fare” will provide service to each customer from start to end (Liu, 2018). 
2. “Tasty Fare” will use mass media for communication with customers. Such as feedback systems through feedback walls, social media, emails, leaflets, posters, banners, TV ads, websites, and travel agencies (Mordor Intelligence, 2022). 
	Customer segments
1. The target customers of “Tasty Fare” will become the tourists and visitors to Manchester City.
2. The tourists and visitors could be from any gender from 18 to 60 years old and from middle and high-income levels (New Economy, 2022).
3. The problem of the customers is to get traditional foods from the UK and “Tasty Fare” will solve this problem (Rosenbaum, 2020).
4. Target customers are using services of the existing largest and most renowned restaurants in Manchester city.

	
	Key resources
1. Furniture
2. Cash
3. Skilled and experienced staff
4. Land and building
5. Technologies (Zhang, 2019).
	Channels
1. Mass media marketing campaigns to reach customers (Barringer and Ireland, 2018).
2. Travel agencies to reach customers.
3. The offline supply chain will be used by “Tasty Fare” to serve customers through physical restaurants.

	Cost structure
The total cost to create and develop a product of “Tasty Fare” is £1 million. 
Cost allocation:
Development: 70%
Marketing: 10%
Staff: 20%
	Revenue streams
1. “Tasty Fare” will be monetised by sales revenue.
2. Fixed price revenue model will be used by “Tasty Fare”.
3. Competitive pricing strategy to set competitive prices for its products and services (Burns, 2022). 
4. Cash, mobile payment, and card payment systems (Williams, 2021). 






The driving factors that informed decisions
Market Share Analysis
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Figure 1: Market share of existing restaurants in the market of Mancher City, UK.
Source: (Mordor Intelligence, 2022).
The market share is presenting that Vegan Cuisine, Vantra, Jumon, and Anna Loka are the closest competitors of the “Tasty Fare” that are covering up market share of 10%, 12%, 8%, and 8%. Other restaurants covered up approximately 62% of the market share in Manchester city of UK (Mordor Intelligence, 2022). Vegan, Vantra, Jumon, and Anna Loka cover up a large market share because of the presence of yearly 1.5 million tourists and visitors from different countries of the world which creates the opportunity to increase sales revenue by serving more customers (New Economy, 2022). So, the decision of “Tasty Fare” to target tourists and visitors within Manchester city is effective which will enable success in business by providing opportunities to serve both local and international tourists and visitors (Nelson, 2013). 



Competitive positioning
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Figure 2: Competitive positioning of restaurants in Manchester city.
Source: (Alison, 2022).
Vegan Cuisine, Vantra, Jumon, Anna Loka, This & That, and Yard & Coop Manchester are the competitors of “Tasty Fare” within the market of Mancher City UK (Alison, 2022). Vegan Cuisine and Vantra cover up the largest market share because of their high-quality food items, services, and excellent restaurant decorations and environment that are available at high prices. Jumon and Anna Loka are offering low-quality food items and services at high prices (Mordor Intelligence, 2022). This & That and Yard & Coop Manchester are offering low-quality products and services at low prices and targeting customers from low-income levels. This creates a gap of high-quality products and services at a competitive price (Alison, 2022). Since “Tasty Fare” selected a competitive pricing strategy at BMC, “Tasty Fare” will gain success and competitive advantage within the market as the market has a gap of high-quality products and services at a competitive price (Rickman and Roddick, 2013).

Porter’s Five Forces analysis
Threat of new entrance – Medium
The existing restaurants in the market of Manchester City cover up the largest market share which is creating a barrier for new entrepreneurs with lower funding support (Borisova, 2020). This is an opportunity for “Tasty Fare” as it will arrange adequate funds to establish a restaurant within Manchester City to compete with existing organisations (Barringer and Ireland, 2018). 
Threat of substitutes – Medium 
Threats of substitutes are a medium for “Tasty Fare” because of the presence of e-commerce platforms that are offering online services to customers (Williams, 2021). 
Bargaining power of Suppliers – Low
The bargaining power of suppliers is low for “Tasty Fare” as “Tasty Fare” will directly collaborate with farmers and local SME suppliers to collect raw materials, furniture, and human resources at the lowest price (Burns, 2022). 
Bargaining power of buyers – Low
The bargaining power of buyers is low for “Tasty Fare” as “Tasty Fare” will offer food items and services at a competitive price that is absent from competitors (Nelson, 2013). 
Industry Rivalry – Medium
Industry rivalry is a medium for “Tasty Fare” due to the presence of market players such as Vegan Cuisine, Vantra, and others. However, “Tasty Fare” will engage in partnership with travel agencies that will help to compete with competitors with a high number of customers (Brotherton, 2021). 

Recommendations for “Tasty Fare”
Bowman’s Strategy Clock
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Figure 4: Bowman’s Strategy Clock.
Source: (Liu, 2018).
Differentiation: Differentiation strategy requires creating high perceived value for customers that distinguishes the products and services of an organization from competitors (Rickman and Roddick, 2013). Since “Tasty Fare” will offer high-quality traditional food items at competitive prices to create a value proposition for customers, “Tasty Fare” should follow the differentiation strategy. By following a differentiation strategy “Tasty Fare” will be able to develop a competitive advantage and unique selling proposition (USPs) that will differentiate its products and services from its competitors (Gita Subakti, 2020). The competitors of “Tasty Fare” within Manchester City offer high-quality food items but do not mainly focus on traditional food items of the UK (Hauser, 2020). Also, offering products and services at high prices. So, a differentiation strategy will help “Tasty Fare” to offer high-quality traditional food items from different locations in the UK at competitive prices that will be lower than competitors' prices which will help customers select “Tasty Fare” over its competitors (Leung, 2019). 

Business at both online and offline platforms
“Tasty Fare” should focus on developing both online and offline platforms to serve target customers. Most of the competitors of “Tasty Fare” are offering products through both offline restaurants and online food delivery services to gain customer satisfaction (Liu, 2018). So, to remain competitive “Tasty Fare” should adopt e-commerce technology to build a mobile app to provide online food delivery services to customers to gain a competitive advantage by reducing the threat of substitutes and success within the market (Rosenbaum, 2020). 
[bookmark: _Toc157531385]Conclusion
The purpose of this essay is met with its findings. The findings of the market share analysis identified that the selection of Manchester City and tourists and visitors as target customers within BMC is effective for “Tasty Fare” as Manchester City has availability of tourists and visitors. The findings from the competitive positioning identified that the decision of “Tasty Fare” to select a competitive pricing strategy and high-quality traditional food items is effective as competitors have limitations of traditional food items and competitive pricing strategy. The findings of Porter’s Five Forces identified the threat of lack of presence of “Tasty Fare” on online platforms. Based on Bowmans’s Strategic model, a differentiation strategy will be best suitable for “Tasty Fare” and “Tasty Fare” should focus on both offline and online platforms to remain competitive. 
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[bookmark: _Toc157531387]Gibbs Reflective Cycle
Gibb’s Reflective Cycle ensures critical reflection of individual experiences with 5 stages. Such as Description, Feelings, Evaluation, Analysis, Conclusion, and Action. 
Description: As a learner of the Module “Entrepreneurship”, I engaged in different classroom activities that allowed me to identify my entrepreneurial traits and characteristics. I engaged in teamwork which provided me the opportunity to perform my role as a team member and leader (Ballein, 2020). I engaged in leadership questionnaires and implemented McClelland’s Acquired Needs Theory and Big Five personality traits model which helped me to identify entrepreneurial characteristics and traits (Rentschler, 2020).  
Feelings: I felt happy when I got a good score on leadership questionnaires that helped me to identify that I am good at critical thinking, decision-making, and problem-solving while leading a team to achieve organizational goals (Bassot, 2020). I felt nervous before engaging in role-playing classroom activities because of a lack of knowledge of how to work within a team. However, I felt self-confident when I got the opportunity to lead a team but I felt low when I had to perform the role of team member and report to the team leader (Rybnicek, 2019).  
Evaluation: The thing that went well was that I effectively provided instructions and motivation to my team members while engaging in the role-play activity of this module. The thing that went less well was that I faced difficulties in sharing my ideas and opinions while performing the role of a team member (Silver, 2020). The thing that was most effective was that I effectively applied Tuchman’s Team development model and Belbin’s Team Role Model to develop the team and divide tasks based on the strengths of team members which allowed me to lead the team without any conflicts (Williams, 2020). 
Analysis: Based on McClelland’s Acquired Needs Theory, leaders are motivated by achievements, power, and affiliation that is why I felt low when I had to report to my team leader (Zhou, 2018). My communication skills, critical thinking skills, and problem-solving skills helped me to effectively respond to team members while leading the team these are my entrepreneurial traits and characteristics (Ballein, 2020). Due to my low openness characteristic, I face difficulties in sharing my ideas and opinions with others (Rentschler, 2020). My practical skills, self-confidence, adaptability, and passion helped me to apply models to effectively complete teamwork (Bassot, 2020). 
Conclusion: I could have utilized my adaptability to adapt to the situation of performing my role as a team member which could have helped me to face the situation effectively (Rybnicek, 2019). I could have discussed my ideas with my team leader during teamwork (Silver, 2020).
Action Plan: I will improve my adaptability to improve my entrepreneurial character and traits by networking with professionals (Williams, 2020). I will improve my openness by sharing good practices with my peers (Zhou, 2018). These will help me to face similar situations efficiently in the future. 
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