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 Proposal for an Italian Restaurant Business
 	An Italian restaurant business is a lucrative business venture that is highly rewarding due to the increasing demands for Italian cuisine by visitors from different parts of the world. Italian food is among the most popular cuisines worldwide owing to its high-quality ingredients, simple dishes, and substantial health benefits (Parasecoli, 2019). According to Italian Food News (2024), Italian cuisines accounted for 19% of the traditional restaurant market in 2023, based on a report from the Foodservice Market Monitor. This indicates that it is a crucial part of the global food industry with a huge profit potential. As a result, the proposal will explore the Italian restaurant business venture by examining its key partners, activities, resources, value propositions, customer relationships, marketing channels, cost structure, and revenue streams. It will also critically evaluate personal entrepreneurial characteristics that can influence the success of the business venture.
The key partners of the Italian restaurant business venture include investors who will provide the necessary funding for the project. Investors are crucial partners when establishing businesses since they have the financial strength to cover the startup and operational costs of the business venture (Williams, 2021). Besides, local restaurants will also be important partners since they can provide relevant information for the business. Local businesses are aware of the prevailing market conditions, endorsements, and suppliers of various required products; hence, they can provide important information for the business (Walker, 2021). Additionally, it is necessary to partner with local hospitality training institutions to provide well-trained employees. Anderson and Sanga (2019) explain that partnerships can save business employee training costs and guarantee a consistent supply of skilled employees. Notably, Shah et al. (2019) observe that partnerships are motivated by the need to provide necessary resources and reduce startup expenses for market research and employee training. They can also prevent uncertainties associated with unreliable suppliers and the inability to navigate the uncertain market conditions. 
Consequently, the key activities associated with the value proportions of the restaurant products include branding the restaurant and its menu with themes reflecting rich Italian culture, such as the warm and dark hues for fine dining settings. Also, Williams (2021) illustrates the importance of convenient distribution channels to ensure a timely supply of food products to restaurants and customers. It will engage the services of local food suppliers with adequate equipment like refrigerated trucks for transporting perishable products from the farms to the restaurants. Moreover, it will develop positive customer relationships by establishing clear communication channels like emails, phones, and drop boxes. These communication channels are necessary for collecting customer feedback to help improve the services offered at the restaurant and build trustful relationships with the customers (Sashi, Brynildsen & Bilgihan. 2019). Customer relations will also be improved through rewards and discounts for loyal customers and providing quality services (Zhu et al., 2019). Additionally, revenue streams will be created by developing strategic partnerships with hospitality businesses dealing with accommodation services to ensure their customers can be referred to the restaurant for Italian cuisines (Shah et al., 2019). The restaurant will also diversify its services to include takeaways, which can generate additional revenue. Thus, the identified activities will improve the restaurant's value propositions and give it a competitive edge in the market.
Notably, the value propositions will require various resources, such as a trademark, to protect the restaurant brand. The trademark will protect the brand and prevent its misuse by other parties, especially when the business is booming (Walker, 2021). The restaurant will also require cold storage units to improve the efficiency of its distribution channels by allowing consistent distribution of necessary products (Arriaga-Lorenzo et al., 2023). In addition, Abdelhamied (2019) illustrates that customer relationships will require skilled employees to communicate effectively and provide timely customer support. The final resource requirement is for the revenue stream, which will require sales and legal teams, including a professional business negotiator, to help negotiate partnership agreements with other businesses in the hospitality industry (Walker, 2021). The professional negotiator, sales and legal teams will help negotiate mutually beneficial partnership agreements for the business. Thus, the resources will ensure the success of the business by helping it gain a competitive edge in the market.
Furthermore, the value propositions which will be delivered to customers include quality Italian cuisines and drinks. The products will be sold at reduced costs and discounted prices for regular customers to increase the business's customer base (Zhu et al., 2019). The restaurant will meet consumers' need to experience Italian culture through food and drinks. This is because most customers find it challenging to access restaurants that can meet their specific needs of Italian food. The restaurant will target a mass market, regardless of geographical locations and demographics like the age or income potential of the customers (Walker, 2021). Diversifying market segments will increase the restaurant's customer base. 
Moreover, the business will strengthen its customer relationships by offering personalized services for every customer (Wu & Gao, 2019). Zhu et al. (2019) explain that the business can develop various customer relationships, such as offering discounts to create loyal customers. It will also integrate artificial intelligence software into its operations, enabling customers to make orders automatically. The software will also be available on the businesses' website to allow for enquiries and pre-ordering of services (Li et al., 2021). Additionally, it will also adopt value co-creation to integrate customer relationships into its business strategy effectively. Carvalho and Alves (2023) explain that the restaurant can achieve co-creation by collaborating with customers and business partners to improve the menu and diversify the services offered. Therefore, personalized services and discounts promote strong customer relations, which are integral to the success of restaurant businesses. 
The business will reach its customers through influencer marketing and digital marketing on social media pages like Facebook and TikTok. Singh, Singh and Dhir (2022) explain that the digital channels are popularly used worldwide due to technological advancements, allowing customers to review products online before making purchase decisions. The business will encourage customer feedback through its social media channels to improve after-sales services (Kim, Yoo & Yang, 2020). Based on the identified channels, marketing through social media pages is the most cost-efficient and can reach a larger audience quickly. In contrast, influencer marketing is costly but reliable and has higher customer conversion rates (Lee et al., 2021). Notably, the marketing channels will be integrated by developing a single marketing communication plan and messaging to ensure alignment with the businesses' mission and vision. Television adverts will be aired during news hours, while billboards will be installed on strategic access roads to increase audience reach.
Basically, Walker (2021) observes that the cost structure of the restaurant can be divided into fixed and variable costs, whereby the fixed costs constitute rent for the establishment and salaries. On the other hand, the variable costs constitute the cost of repair, product promotion and food, which vary depending on the amount of inventory supplied. Other costs that will be important to the business include the initial cost of acquiring equipment, operational licenses, health permits, costs, and security for the establishment (Walker, 2021). Notably, the initial cost of acquiring restaurant equipment, salaries and cost of food are the most expensive resources (Li & Singal, 2019). This is because they will consume a considerable portion of the invested capital and future profits to ensure smooth operations at the restaurant. 
Finally, the restaurant's customers will pay for the products delivered, such as food, drinks, and overall dining experience. Various payment services will be acceptable at the restaurant, such as cash, credit and debit payments, gift cards, bank transfers, and mobile payments. According to Önder and Gunter (2022), mobile payments will likely contribute to more than half of the revenue streams since they are customers' preferred payment method. Accepting various payment options will enable customers to choose the most convenient payment method, which improves customers' experience (Önder & Gunter, 2022). Therefore, the Italian restaurant business will offer quality products and services, increasing its customer base and revenue streams. 
Reflection
The Gibbs reflective cycle is a model that provides a framework for assessing experiences to help in learning and planning from the positive and negative outcomes of an activity (Jones, Macpherson & Jayawarna, 2022). I used the cycle to evaluate the importance of problem-solving, teamwork, critical thinking, and effective communication skills in entrepreneurship (Barringer &Ireland, 2018). For instance, the first stage of the cycle involves describing the experience in detail (Jones, Macpherson & Jayawarna, 2022). For example, in a group discussion with 4 of my peers outside the classroom, we focused on identifying a specific solution that could increase staff retention rates in the hospitality industry. The discussion was heated due to the inability to settle on one factor since many factors could increase staff retention rates. Haldorai et al. (2019) illustrate that the factors include reasonable compensation, a positive work environment, employee recognition, proper training, increased flexibility, and career advancement opportunities. I convinced my peers to choose a positive work environment since it combined other factors that could improve employee retention rates. 
The second stage involves discussing the feelings and thoughts during the experience and their impacts on the experience (Jones, Macpherson & Jayawarna, 2022). In this case, I was elated that my peers agreed to debate the issue of staff retention despite initially doubting that they may not agree to waste their time on such discussions. I was anxious during the discussion and feared we could not settle on a single factor. Surprisingly, I managed two individuals to support my position, resulting in happiness after the discussion.
The third stage is evaluating the experience, which involves assessing the experience to identify its successes and failures (Jones, Macpherson & Jayawarna, 2022). For example, I reflected on the experience and realised that my peers' decision to argue objectively was a success. However, one individual who was emotionally invested in the discussion promised never to engage us in future discussions.
The fourth stage involves analysis, whereby specific aspects of the experience are analysed to make sense of what happened (Jones, Macpherson & Jayawarna, 2022). For example, the discussion was successful because the peers agreed to argue objectively. The success aligns with Belbin's theory, which emphasises the importance of team roles in achieving positive outcomes (Flores-Ureba et al., 2019). Each team member presented their position based on facts, resulting in an impartial decision on one factor. Notably, if we had opted to argue subjectively without facts, we could have settled on fur different factors, which is not aligned with the aim of the discussion. 
The fifth stage concludes the learning experience (Jones, Macpherson & Jayawarna, 2022). For example, I learned the importance of being patient and using facts to support our arguments. The experience indicates opportunities for improvement, such as the need to initially elaborate on the discussion topic before allowing each person to give their position. This can help reduce misunderstandings and emotional involvement. Barringer and Ireland (2018) observe that problem-solving, critical thinking, effective communication, and collaboration skills are necessary for achieving optimal outcomes in future entrepreneurial discussions. 
The final stage involves an action plan, which assesses alternative approaches to such situations (Jones, Macpherson & Jayawarna, 2022). For example, in our next discussion, we would create a comprehensive discussion guideline to ensure that each person is given adequate time to defend their arguments without disruptions. I would present the discussion topic to team members three days in advance to enable them to research extensively before giving their opinions. I will attend group discussions and workshops regularly to improve my communication, problem-solving, and teamwork skills.
Conclusion
The high demand for Italian cuisines worldwide makes it a profitable venture for restaurant businesses. The partners necessary for establishing an Italian restaurant include investors, local businesses, and hospitality training institutes. Consequently, the key activities include branding, establishing distribution channels, positive customer relations, and identifying revenue streams. Its value proposition requires resources like a brand trade mark, cold storage rooms, skilled employees, sales and legal teams, and professional business negotiators. Moreover, customer relationships will be strengthened by offering personalised service and discounts and using value co-creation to improve customer loyalty. It will reach the customers through advertisements on television, social media, billboards, and celebrity endorsements. Basically, the restaurant's cost structure includes rent, repair, salaries, the initial cost of acquiring equipment, operational licenses, health permits, costs, and security for the establishment. Consequently, customers will receive quality food and drinks, which will be paid for through various payment options like cash, credit and debit payments, gift cards, bank transfers, and mobile payments. Finally, the Gibb reflective cycle critically analysed the entrepreneurial experience by helping understand the importance of skills like problem-solving, critical thinking, effective communication, and collaboration. These skills are necessary for making informed decisions in entrepreneurship. Thus, a new entrepreneur should employ such skills to facilitate success in their ventures. 
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