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Part 1
Outdoor Restaurant Concept
The hospitality business concept adopted is an outdoor restaurant. An outdoor restaurant is an open-air restaurant where people enjoy the view instead of a restaurant's confined walls (Yang and Luo, 2021). Outdoor restaurants promote rural tourism by utilizing a portion of the sidewalk, street, alley, court, or other public space that offers food or beverages to customers and potential customers (Yang and Luo, 2021). These restaurants attract more customers who prefer enjoying the outdoor setting in spring and cool summer seasons. Exploring the Business Model Canvas is essential in understanding outdoor restaurants as a hospitality business concept. The Business Model Canvas is a strategic template for developing business ideas and documenting them to display their feasibility (Fakieh et al., 2022). The model helps in gathering feedback, testing assumptions, adapting to the dynamic business environment and making adjustments to the existing strategies and concepts. This paper will discuss and justify starting an outdoor restaurant using the Business Model Canvas. 
Business Model Canvas (BMC)
The primary components of this template are customer segments, value proposition, revenue streams, channels, customer relationships, key activities, key resources, key partners and cost structure (Fakieh et al., 2022). These elements lead to the success of a business through the alignment of its activities and the reduction of potential trade-offs. The components illustrate the flow of activities, resources, and value definitions towards the customers (Fakieh et al., 2022). 
Customer Segments
The customer segments are the target audience or the people whom the business intends to solve their problem (Fakieh et al., 2022). This component entails identifying the nature of the customers such as mass market, niche market, segmented and diversified market (Fakieh et al., 2022). In starting an outdoor restaurant, the target audience is urban residents and tourists seeking a special dining experience in an outdoor setting. Research shows that there is a growing demand for experiential dining whereby customers want unique and memorable settings (Cao et al., 2020). China which is renowned for its outbound tourists reveals that a tourism experience that is fun and reinforces positive emotions such as love and joy compels people to recommend the tourist attraction and develop revisit intentions (Chen et al., 2020). One such experience is outdoor restaurants such as the Dali Courtyard, Hua’s Restaurant and The Orchid. These restaurants have beautiful outdoor scenery that makes them memorable and exciting to visit especially in summer. Another example is the Ivy Chelsea Garden in London which developed as a result of the demand for outdoor dining experience (The Ivy Chelsea Garden, n.d.).  
Value Proposition
The value proposition refers to the thing that will create value for the customer (Fakieh et al., 2022). The collection of products and services that a business offers to meet the needs of the customers is the value proposition (Sibalija et al., 2021). The outdoor setting offers customers a refreshing and enjoyable atmosphere while they are dining. The value proposition for this case is quality cuisine, scenic view, and an enjoyable environment which sets the outdoor restaurant apart in the context of providing a dining experience. An example is The River Café in London which appeals to customers with a riverside environment as it provides high-quality food (The River Café, n.d.). This experience makes customers want to revisit the restaurant to enjoy the ambience. 
Channels
A business channel is how the company delivers the value proposition (Fakieh et al., 2022). It can also be defined as avenues that the business uses to reach its customers with the products and services (Fakieh et al., 2022). The common channels are physical ones such as storefronts and major distributors, and online platforms which are gaining popularity with technological advancements (Fakieh et al., 2022). The best channels for outdoor restaurants are online platforms, social media, and partnerships with celebrities and influencers (Garcia Lopes et al., 2023). These channels are effective platforms for creating awareness and reaching potential customers. For instance, the restaurant can create its own website, Instagram, YouTube channel, Facebook page, Twitter account and WhatsApp channel to advertise itself. Similarly, the restaurant can use mainstream media such as Television time to create awareness among its customers. TikTok influencers can also share photos, videos and reviews of the dining experience to popularize the restaurant. 
Customer Relationships
Customer relationships are how the business hopes to retain customers, attract them, and interact with them (Taipale-Erävala et al., 2021, p.110). The existing business relationships include self-service, automated services, personal assistance, and corporate responsibility (Fakieh et al., 2022). This segment also analyzes the cost of establishing customer relationships and integrating them into the business model. Building customer relationships is essential for the outdoor restaurant in fostering loyalty, revisits and recommendations. The business should establish loyalty programs, community engagement activities, and personalized services. An example of an outdoor event that builds customer relationships is “Taste of London” which brings together outdoor dining enthusiasts (Taste of London, 2024). Organizing such events with local artists can develop customer relationships because they will want to visit a place where such popular events happen. 
Key Partners
Key partners are the stakeholders who help in fulfilling the key activities with key resources. The partners include external companies, contractors, suppliers, and employees (Fakieh et al., 2022). The management must understand the activities that the partners perform to avoid unnecessary expenses. Developing partnerships with these stakeholders can help the outdoor restaurant to enhance its reach and diversify its menu. For example, the restaurant can partner with local breweries for unique beverages to attract the community. Similarly, partnering with event organizers can increase its popularity and help the restaurant to reach potential customers. The outdoor restaurant will have a long-term relationship with its suppliers if it takes them to be partners. It can benefit from adopting the most convenient strategy for obtaining stock. 
Key Activities
Key activities are the things that the restaurant needs to do to fulfil the value proposition. This component compels the restaurant to avoid promising the customers what it cannot deliver because delivering on its value proposition gives it a competitive edge over other restaurants (Fakieh et al., 2022). Key activities in common businesses include production, problem-solving, and networking. The key activities that the outdoor restaurant should focus on include food preparation, marketing the food, customer service, and maintaining the outdoor space. The success of an outdoor restaurant rests on efficient kitchen operations and a trained staff that offers excellent customer service. An example of an outdoor restaurant is The Pig which is a chain of restaurants that focus on a relaxed and friendly atmosphere (The Pig, n.d.). Therefore, a well-defined operational plan enhances the effectiveness and efficiency of the outdoor restaurant. 
Key Resources
Key resources are the tools required by the business to create value for its customers. These resources may include human resources, physical resources, financial capital, and intellectual resources such as patents, copyrights, and trademarks (Fakieh et al., 2022; Micieta et al., 2020, p.4). For the outdoor restaurant, the key resources include skilled staff, physical outdoor space, operating permits, and quality ingredients for preparing food. For example, River Cottage in Devon focuses on sourcing its ingredients locally (River Cottage, 2024). This strategy helps the restaurant to also maintain relationships with local producers who are key stakeholders for the business. Therefore, the outdoor restaurant can purchase ingredients locally to also avoid the cost of importing them at a premium price when they can get them affordably from local producers. 
Revenue Streams
Revenue streams are the ways in which the company generates income from the different customer segments. Common revenue streams include asset sales, subscription fees, licensing, brokerage fees, advertising, leasing, renting, and lending (Fakieh et al., 2022). Other common revenue streams are fixed pricing such as list prices, product feature prices, and volume-dependent prices, and dynamic pricing which includes negotiations, yield management, and real-time market prices. The outdoor restaurant can generate revenue from event hosting such as birthday parties and business meetings, food and beverage sales to customers, and merchandise sales. An example of a restaurant known for hosting events in its outdoor space is the Secret Garden in Kent (Secret Garden, n.d.). Other revenue streams that the outdoor restaurant can consider include themed dinners and live music concerts. These events can generate more income for the business to expand its operations and open branches in other lucrative locations. 
Cost Structure
Cost structure refers to all the costs that the business will incur including the fixed and variable ones. It also includes the daily costs of maintaining the business. Common examples of fixed costs that a business is likely to incur include rent, utilities, staff salaries, marketing expenses, advertising, and insurance (Fakieh et al., 2022). If the business enjoys economies of scale, it can minimize such and other costs that would be expensive on a sole proprietorship venture. Similarly, the business may spend more money on a sustainable pricing strategy that will ensure that it gains a competitive edge over its rivals. Outdoor restaurants such as Wahaca maintain cost-effective operations to be competitive (Wahaca, n.d.). These operations include focusing on animal welfare, reducing planetary impact, and caring for the natural world. These areas of focus are achieved through sourcing organic milk and free-range chicken, reducing plastics, and investing in ingredients with a long-term benefits to the natural world. Such strategies enable the company to attract investors and increase its financial capital to cover costs. 
The BMC highlights how the outdoor restaurant is expected to operate if it were to be initiated as a business. The Canvas can be used to identify strengths and opportunities that the business can exploit and the weaknesses and threats that the business must know as it ventures into this concept (Salwin et al., 2022). This information is critical for strategic adjustment and quick iterations based on the feedback generated and the dynamic market conditions. Similarly, the management can identify the stakeholders that can help the business to grow before allocating the required resources. This move helps the business to reduce risks, proactively address them, and mitigate them while the business is still in the planning phase. Therefore, the success of the outdoor restaurant can be assessed through this Canvas. 
Part 2
The Gibbs reflective cycle is a tool for self-improvement through self-reflection and monitoring mental well-being. The cycle helped me to identify the strengths and weaknesses that can be exploited for personal and professional growth. The cycle has six steps which are: (1) description, (2) feelings, (3) evaluation, (4) analysis, (5) conclusion, and (6) action plan (Galli and New, 2022, p. 92). 
Firstly, description entails describing the situation without adding interpretations or emotional reactions. In this scenario, I identified the personal entrepreneurial characteristics from the team roles and leadership questionnaires. These traits include innovativeness, autonomy, need for achievement, and opportunity-seeking. Innovativeness is evident in my desire to introduce new products, services, or processes in the market. Autonomy is visible in my desire to control my ventures or decisions. The need for achievement refers to my desire to overcome obstacles and provide solutions for existing problems. Meanwhile, I am an opportunity-seeking individual because I enjoy identifying opportunities and capitalizing on them for the greatest gain. 
My feelings were a mix of joy and anxiety after these traits and other negative ones such as risk-taking were identified from the tests. Risk-taking was a negative one because I did not have the composure to give up risky ventures that could potentially result in negative financial outcomes. However, I was overjoyed to learn that the above entrepreneurial characteristics make me an effective team leader. 
Evaluation is my objective assessment of the situation while overcoming the emotional barrier. Innovativeness follows the Innovation Entrepreneurship Theory which focuses on the creation and exploitation of opportunities through innovation (Mei, 2021, p. 3). My innovative nature emanates from willpower, intuition, and tolerance capacity. Autonomy focuses on the Self-Determination Theory which explains the intrinsic motivation that people have for starting new things and running them effectively (Du et al., 2021, para. 4). This entrepreneurial characteristic helps me to make decisions quickly instead of procrastinating them. 
The need for achievement follows McClelland’s Need for Achievement Theory which explains my desire for success over failure (Siok et al., 2023, p. 231). This motive helps me to solve problems instead of avoiding them. The trait also helps me to conduct self-reflection to determine successful strategies for solving emerging business problems. Meanwhile, my opportunity-seeking trait focuses on the Opportunity-Based view of entrepreneurship which postulates the exploration of opportunities that yield the greatest advantage or income (He et al., 2020). I enjoy this approach because it helps me to identify opportunities and strengths that I can exploit for success. 
In the analysis step, the focus is explaining how and why things happened the way they did. The traits that I identified have synergies and conflicts. For instance, my opportunity-seeking nature works effectively with innovativeness to meet the arising needs in business and other entrepreneurial decisions. Meanwhile, my risk-taking character could be detrimental if I continue with it without making a cost-benefit analysis. Risk-taking has in various instances resulted in a significant loss in the business ideas that I was exploring. Therefore, they caused me to develop a risk-averse behavior when there are no clear indications of the success of the risks to be taken. 
The conclusion step demonstrates that I need to develop my competencies in entrepreneurial competencies that I have. This move can lead to effective entrepreneurship ventures including the outdoor restaurant business. The action plan to achieve the desired outcomes is for me to identify opportunities for professional development in entrepreneurship competencies (Ryder and Downs, 2022, para. 15). This plan will involve identifying workshops, conferences, and training programs that impart me with entrepreneurial skills. 
Conclusion
The outdoor restaurant is a reliable business concept that could be used in the hotel industry to improve profitability. The many hotels that have lost their customers to fast-food companies could use the Business Model Canvas to venture the outdoor restaurants to attract more customers and retain their existing ones. Similarly, these hotels could divert their resources to this profitable venture for expansion and to attract new stakeholders from the community. Meanwhile, the Gibbs reflective cycle aided in detecting my best entrepreneurial traits such as innovativeness and autonomy. The cycle equips entrepreneurs with knowledge of the entrepreneurial competencies that they need to develop to change their businesses and operations. 
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