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a) Introduction
Task 3 introduced a selected career path for the author, the report further describes the reason for selecting this career path and how it improves the quality of the author. The report further introduces the role and responsibilities of this chosen career path. The selected career path by the author is Head chef at premier Inn in Leamington spa. The second part of the report describes a self-reflection of the author.


b) Selected career path

· Select the Product Promotion Head Chef as the career path

This part of the assessment describes a particular career path which is Head chef at Premier Inn. The reason for selecting this career path is as the student is innovative and creative at cooking, he prepares new dishes for the customers as per their taste. Moreover, the author is enthusiastic enough to do his roles and responsibilities properly by maintain all rules and regulations of the company. As this sector needs variety based on the customers’ culture, values and taste as a chef the author needs to explore different corner of the society. Another reason of choosing this as career path is huge career opportunity and chef can explore themselves as a glamorous personality. It needs a variety of approaches and provides the opportunity for the author to explore the market and also help to control different marketing approaches. Product promotion is one of the most fluctuating career paths, as the purchasing trends and marketing trends continuously change day by day (Alexandrescu & Milandru, 2018).  A chef needs to consider several aspects like the demand of customers (based on their culture, and practices), availability of raw materials, and product acceptance in that particular area. Different marketing channels need to be considered by the author to develop high-quality products and services. A Head Chef  is requires an in-depth knowledge of local, national and international market also, every institution need a professional chef. Innovation and creativity are two important factors in this sector. Innovation needs to bring the products into the market with a positive tagline, spread information among employees, and check the affordability and product acceptance ratio. 
· Roles and responsibilities of a chef

Roles of a Head chef is to generate new recipes everyday based on customer choice and availability of raw materials. As the author is a calm person he can easily find out hazardous issue within his team and easily manage the team-work. Developing an innovative and creative recipe in the selected organization is the major duty of a chef. Another responsibility of a Head chef is to develop a team who analyses and monitor impact of new recipes among the customers. (Jin et al., 2018). Overseeing the product distribution and creation process is another duty of a chef. During the lunch and dinner time the restaurant becomes full, marinating this huge population is another responsibility of the head-chef. Developing a strong bond and communication among team members is another duty of the kitchen manager (head chef).
· Employment Opportunity

Employment opportunities are huge in these sectors as different recipes need to be adopted by the head-chef of the company. Different strategies need to adapted by a head-chef to create new employment opportunities in that particular organization are ability to do multitask, brings creativity, willingness to learn new ideas, time management and leadership skills. Due to the high demand for this post, chances of employment generation remain high (Erlangga, 2022). 
The reason of generating more employment opportunity in this sector is passion has been priorities over the skills. If a person has passion for cooking he or she can easily learn the cooking skill. As a head-chef the author needs to develop the leadership skill to examine the efficiency of new recruiters. So employment opportunities are huge in this sector. For a successful implementation of a head-chef, the author needs to divide his team into two parts. One part is the expert team and another part is the beginner- who learns from the expert team (Sudari et al., 2019). Technology inclusion is one of the largest sectors of product promotion and in this part, a huge employment opportunity can be created. Hiring technologies is an excellent way to explore new employment opportunities. 
· Qualities need to have to be a head-chef and career opportunities

 Qualities and passion for cooking are two major grounds of a good Head chef. As the author has experiences more than 5 years so the author has basic skills and knowledge like great cooking skills with innovation, strong organization and communication skill and ability to manage work under huge pressure. As a head-chef, at the time of new chef hiring, different requirements of different sectors need to be fulfilled (Paul, 2018). Some advanced skills need to be adapted by the head-chef like ability to manage total budget and maintain the accurate records of everything. Leadership is a very essential quality of a head-chef. Before exploring new employment opportunities two things need to be kept in mind: understanding market needs (through market research) and understanding customers' requirements. These two criteria can be fulfilled when a head-chef hires new employees after balancing the organization and employees' operational expectations. The author finds his interest in developing communication with different types of customers and maintaining a mutual understanding between the higher authority and customers. The second is finding opportunities. A very crucial quality of a head-chef is inspiring other chef to create new dishes and also help them to develop the latest kitchen model for the organization. Another factor is employment creation within the organization that enhances a positive sense within him. 
· Relation with customers 

Head-chef develops a bridge between customers of the restaurant and the authority. Taste of foods pull new customers and enhance the revenue sharing of the restaurant.  Based on the head-chef and his members’ efficiency and performance the strength of this bridge depends. An end-to-end employment opportunity can be created in this sector where employees can be divided into three parts to maintain the promotional chain of the products. These three parts are problem defining (product or service related), allocation of right resources, and right delivery of the products. Employees who can critically define and analyse the product issues need to be recruited by the product promotion manager (Muhammedrisaevna, Bayazovna, & Kakhramonovna, 2020). Additionally, some specific training needs to be provided to the new employee to improve their performance. Additional skills need to learn by the head-chef to manage and handle other chefs of the organization to stop the possible future risk. The quality control management team is an extended part of this zone (another employment opportunity), to check the product quality and ensure that the delivered product is completely secure to use. The second part is proper resource allocation by the manager, here the resources are the employees. Managing a team of product specialists is essential to identify the problem faced by a customer and solve it as soon as possible. 
· Communication with other departments of the selected restaurant with additional qualities

Development of the interaction system with the cooking departments and other departments of the institution is one of the main function of the head-chef. Innovation and creation with technology inclusion is the ground of this communication. Stamina and flexibility are key points of creating this communication. As a head-chef career the author needs to be very flexible at the work-place as he needs to handle a variety of customers. A business sense is very crucial for a head-chef to make the business a profitable one. A head-chef needs to focus on the tasty foods as well as the cost-effectiveness and food wastage handling.



c) Reflection

This part of the report discusses a reflective analysis of the author, and four concepts that I learned from my previous classes. These four concepts are discovering myself, checking different opportunities, making choices, and taking action. Before selecting the product promotion manager at first I try to understand my interest, and then I am looking for new opportunities. Reflection part of this report the author describes his learning from the previous classes and based on these concepts author understands that head-chef is the best option for him.

· Further learning from classes

Third, I learned to make choices, I chose the head-chef career in the Leamington spa, based on interest, skill and experience I like to select this area. As I have 5 years of experience of cooking, I have diverse idea about dish creation. (Tikhonov et al., 2020). The last step is taking action by the author. Before involving, some skills need to be adopted by the author which is market understanding by elaborate research of different market zones, learning group development theories and concepts to implement for developing a strong team within the organization, and proper use of communication tools with other members. 

· Emotional learning

Emotional learning which the author learned from my classes is to control personal emotions to avoid any organizational conflict. Giving respect to other employees and considering their opinion before taking the final decision is another learning which had been gathered by the author from his previous class. Understanding other emotions and solving the emotional conflicts (if arise) within the organization needs to be resolved by the head-chef of the selected institutions (Tien et al., 2020). Taking self-criticism and other criticism positively and implementing them to improve the performance. Another learning is product promotional sustainability, which is included as unconsciousness. In this part, both consciousness and unconsciousness are learned by the author to understand the relationship between the implementation of promotional strategies after considering the environmental issues (Mas’ari, Hamdy & Safira, 2019). Self-awareness is another factor that the author learned from his previous classes. Self-awareness includes monitoring everyone’s marketing progress. As a head-chef communication provides values and considers other opinion is very essential as it strengthen the bonding and improve the service and product quality.

· Learning about recruitment and selection procedure

The author has learned about the recruitment and selection process from the module. This has helped him to understand the way he will be recruited and what skills he must develop to ensure his recruitment in his desired job role. After completing the module, he had a vivid idea about recruitment and selection and learn about the steps of recruitment and selection. The author could learn that the recruitment and selection process include forecasting of planning and employment, supervising, and final choice (Djakasaputra et al., 2021). The author moreover learns about forecasting tools such as ratio analysis, trend analysis, scatter plotting, and so on.
Moreover, the author believes that being a future candidate, he must learn about the HRM processes as well which can help him to prepare well for the head-chef post of the organization. He has learnt that the challenges that are included in recruitment includes impacts of non-recruitment policies and issues followed by the effectiveness of the selected method of recruitment and legal requirements that are linked with other employment laws.

· Developing self-awareness 

From the module, I have learned about developing and improving self-awareness and its importance. He has learned that through the development of self-awareness, he can ensure he is confident in his approach in both his personal and professional life (Nelson et al., 2019). The importance of improved self-awareness has taught him to manage his emotions and enhance emotional intelligence as well. Emotional intelligence is among the important skills that every student and employee must develop in order to hold a good place in their class or workplace. The author could identify his strengths and weaknesses related to the skills that he is likely to develop in order to get a placement in the job role of product promotion manager. He has identified that he needs to develop certain transferable skills such as communication skills, analytical skills, and so on. Moreover, with this learning he started making better and more informed decisions, thereby enhancing his self-confidence (Nelson et al., 2019). The author has learned that he can communicate with intention and clarity in the future if he focuses on enhancing this skill. He could understand different things from varied perspectives.

· Exploring career options and employment opportunities

I was taught about seeking job options during the module.  Throughout this module, the author gained knowledge of the important factors that I must take into account while examining the work alternatives, such as determining the talents that I need to acquire, engaging in internships, enhancing transferrable abilities, and looking into other careers options, etc (Syambwa, 2018). I have moreover learned about exploring all of the burgeoning profession alternatives, and as a result, I have decided to pursue a career as a product promotion manager.

d) Conclusion

It can be concluded that this report mentions a particular career path as per the interest of the author and a new employment opportunity has been described. Head-chef has been selected as the career path. Roles and responsibilities along with the zones where employment opportunities can be explored have been discussed in this report. The report further contains the reason for selecting this career path (for example high demand, diversity, and interesting marketing strategies to pull new customers). The second part of this discusses a reflective approach of the author, where the author mentions the concepts which he learned from his previous classes.
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