







BMIH5001- Entrepreneurship
Individual Business Model Canvas with entrepreneurial reflection
A Traditional Cake Shop
Student name: Cristian Tenea
Student ID: 2211743
Tutor: Christopher Wilkin


Table of Contents
1	Part 1	4
1.1	Introduction	4
1.2	Traditional Cake Shop	4
1.3	Business Model Canvass (BMC)	4
1.3.1	Key Partners	5
1.3.2	Key Activities	5
1.3.3	Value Proposition	5
1.3.4	Customer Relationship	5
1.3.5	Customer Segments	6
1.3.6	Key Resources	6
1.3.7	Distribution Channels	6
1.3.8	Cost Structure	7
1.3.9	Revenue Stream	7
1.4	Crafting the Foundation for a Traditional Cake Shop	7
1.5	Conclusion	8
2	Part 2	9
2.1	Description	9
2.2	Feelings	9
2.3	Evaluation	9
2.4	Analysis	9
2.5	Conclusion	9
2.6	Action Plan	10
2.6.1	Impact	10
2.6.2	Personal Development	10
3	References	11



[bookmark: _Toc157262674]Part 1
[bookmark: _Toc157262675]Introduction
The primary purpose of this report is to apply the Business Canvas Model to a new business venture in the hospitality sector. The selected business venture is a traditional cake shop where customers are also allowed to drink tea and coffee. The report also elaborates on the key partners and activities along with value proposition, customer relationship, customer segments, key resources, distribution channels, cost structure, and revenue stream of the shop.
[bookmark: _Toc157262676]Traditional Cake Shop
A traditional cake shop is more than just delicious cakes; it presents the opportunity to devour tea and coffee with freshly baked treats. This establishment seeks to capture the romance of days gone by, creating a longing mood that appeals to clientele. The smell of fresh, baked cakes and the cosy ambience mean that this is a place for people to relax without worrying about anything as they enjoy life’s little pleasures. The idea of a traditional cake shop is based on the warmth that friendly hospitality represents by encouraging customers to share in an experience beyond mere economic activity. The traditional cake shop provides a variety of cakes while serving various teas and coffees that are all the best quality, this way they can satisfy their different preferences. No matter whether they come to talk with friends or just seek a place of rest, the traditional cake shop is created with an understanding of people’s requirements when they visit it. Essentially, it strives to transcend being just a candy store; it seeks to be a collective haven in which the pleasure of indulgences is woven together with the pleasantries of tradition.
[bookmark: _Toc157262677]Business Model Canvass (BMC)
In the Business Model Canvas (BMC), each section is a crucial element in forming the traditional cake shop’s Idea. Key Partnerships include working with local suppliers and artisans to provide a sustained delivery of quality ingredients. Key Activities include such daily activities as baking, brewing, and keeping a friendly environment. The Value Proposition concentrates on a combination of the unique mixture of traditional recipes and a cosy atmosphere that attracts customers with an unusual experience. Customer Relations emphasize intimate service, creating an atmosphere of relationship (Sparviero, 2019). Customer Segments address different preferences, providing cakes and drinks for all tastes. The Key Resources for the business are skilled bakers, quality ingredients and a properly chosen venue. Distribution Channels are direct sales to possibly online platforms. The Cost Structure describes the expenses related to ingredients, staff and overheads (Li et al., 2019). Lastly, Revenue Streams consider the revenue accrued from sales of cake and beverages providing a sound business model.
	Key Activities

The key activities include the core of commitment to sustainability. The bakers of the company take eco-friendly measures, including waste reduction and efficient energy usage during baking. The daily operation incorporates reusable packaging, thus reducing negative environmental impact. Moreover, community engagement programs including sustainable living and consumption workshops demonstrate the commitment to promoting environmental literacy (Gurung, B. and Thapa, 2023). The core activities combine traditional baking with the modern eco-friendly context to give not only delicious treats but also make dining a greener and more socially acceptable experience.
	Key Partners

The Key Partners section of this eco-minded traditional cake shop is centred around strategic alliances with local organic farms and sustainable suppliers. Notable suppliers include GreenHarvest Farms, renowned for their pesticide-free produce (Greenharvest, 2023), and EcoBakery Supplies, recognized for their commitment to sustainable packaging (GreenPaperProducts, N.D).
These partnerships not only ensures a consistent supply of ethical ingredients but also reinforce our commitment to environmental responsibility. By sourcing from suppliers with well-established eco-friendly practices, we ensure the quality and authenticity of our products. Moreover, the collaboration with suppliers who prioritize sustainability aligns with the values of our environmentally conscious customer base, particularly catering to the preferences of the younger demographic concerned about the future (Katsikouli et al., 2021).
Therefore, the Key Partnerships not only support our commitment to ethical sourcing but also enhance the overall customer experience by providing a product that resonates with the values and preferences of our target market."
	Value Proposition

The Value proposition is based upon the provision of an unmatched experience combining tradition with ecological consciousness. The old-style cake shop goes far beyond excellent cakes and drinks; the shop provides a space that allows people to indulge in nostalgic pleasure without feeling guilty. The unique combination of exceptional recipes, ethically sourced ingredients and sustainable initiatives set it apart (Marquez Garat, 2022). The offering of an atmosphere of belonging and personal service makes a possible that what the shop offers is more than merely consuming. When customers come to the shop, they do not just enjoy delicious treats but contribute to a tradition-preserving movement that embraces eco-friendly solutions and helps the company stand out among its competitors.

	Key Resources

The Key Resources are talented bakers who have a love for maintaining age-old recipes, premium ingredients acquired through environmentally friendly relationships and an exquisitely designed space that is characterized by both homesickness and sustainability. These resources are the basis of a traditional cake shop, which provides not only quality products but also an atmospheric and eco-friendly atmosphere (Chen and Chen, 2022).
	Customer Relationship

The values of the cake shop are based on Customer Relationships. Indeed, the shop focuses on personalized service and creates a real relationship with customers. The employees highly trained in the field of hospitality create a comforting atmosphere for the guests. Interacting with customers is not just about transactions, it is also about knowing their preferences and establishing long-term relationships (Alam, 2021). This relationship is strengthened by loyalty programs and feedback mechanisms that generate a feeling of belongingness. Through a genuine connection with the customers, the shop not only satisfies their needs but goes beyond expectations to turn every visit into an unforgettable experience making the traditional cake shop that is customer-focused in this competitive environment.


	
	Customer Segment

In the traditional cake shop, customer segments range from several tastes to make the product lines inclusive. The choice of the menu covers diverse taste preferences regarding cakes and beverages including both classic and experimental flavours. The shop does not focus on a limited age group or demographic; the shop targets a community that requires quality, tradition and sustainability. Thus, by adjusting to the diverse needs of customers through the traditional cake shop the shop becomes a one-stop place for every occasion. Such an approach helps establish a distinctive position in the market, targeted at people from all walks of life who have common passions for culinary expertise and ecology (Tirtayasa, 2020).

	
	Channels

Distribution Channels include direct sales in the inviting traditional cake shop as well as potential internet platforms. The delicious snacks are readily available, thus improving customer convenience (Greenhalgh, 2020). Through optimal placement of the distribution channels, the shop seeks to increase reach while ensuring that the appeal and personal nature associated with delivering customer experience are retained.

	

	Cost Structure

The Cost Structure reflects an approach towards quality and sustainability in the classic cake shop. Costs are assigned to premium, ethically sourced ingredients, skilled workers maintaining traditional techniques and environmentally friendly practices. Although the initial investments in sustainable infrastructure might seem to be higher, their benefits from a long-term perspective that affect the mission include reducing environmental impact (Tanveer et al., 2023). The shop also includes in the cost structure employee training courses on eco-friendly practices. This ensures that the values are reflected in all facets of the establishment because the shop politically aligns expenditure with tradition to enhance them (Waqanimaravu and Arasanmi, 2020).
Considering the above cost structure below are fixed and variable cost;
Fixed Costs:
1. Rent: £5,000 per month
2. Salaries of skilled workers: £15,000 per month
3. Equipment depreciation: £2,500 per month
4. Eco-friendly infrastructure maintenance: £1,000 per month
5. Employee training courses: £500 per month
Variable Costs:
1. Premium, ethically sourced ingredients: £8,000 per month
2. Packaging materials: £1,200 per month
3. Utilities (water, electricity): £1,500 per month
4. Marketing and advertising: £2,000 per month
5. Cleaning supplies: £300 per month

Total Monthly Cost: £36,500








	Revenue Stream

The Revenue stream largely depends on the sales of the artisanal cakes and beverages. Outside the main offerings, the shop investigates supplementary income in special events innovations workshops and collaborators. In order to create a sustainable business model that is not limited to product sales and engages customers through experiential opportunities, the shop diversifies revenue sources. This multi-pronged approach not only creates financial stability but also promotes the view that the traditional cake shop offers something competitive in this market while helping to maintain a strong and varied revenue stream (Lin et al., 2020).
Noe reflecting upon the revenue stream below is the assumption; 
Artisanal cakes and beverages sales: £40,000
Special events, workshops, and collaborations: £10,000
Total Expected Revenue: £50,000
Profit = £50,000 - £36,500
Profit = £13,500







[bookmark: _Toc157262687]Crafting the Foundation for a Traditional Cake Shop
The foundation of this choice lies in the fact that consumer demand for environmentally friendly and ethical products is increasing significantly. According to Nielsen, a leading global information firm on brands’ sustainability, the percentage preference for sustainable-minded products is significant. Following this trend, the partnership with the local organic farms guarantees that all used ingredients satisfy eco-friendly standards. In addition, modern samples of successful sustainable businesses demonstrate that the integration between traditional culinary knowledge and eco-friendly practices is possible (Wani et al., 2023). The choice to establish the cake shop as an environmentally conscious establishment arises from the analysis of market trends and consumer behaviour, focusing on a position that values tradition but also places emphasis on sustainability. This tactical agreement not only meets consumer expectations but also helps to build the entire business’s resilience and success.
[bookmark: _Toc157262688]Conclusion
In a nutshell, the traditional cake shop will be a mixture of nostalgia and eco-friendly practices. This means that it will respond to the increasing demands of the customer base for sustainable products. Moreover, the shop will also partner with local organic farms and align with the trends of the market.

[bookmark: _Toc157262689]Part 2
[bookmark: _Toc157262690]Description
I was a student who studied entrepreneurial and managerial analytics in classes getting knowledge about my capacities and motivations. It contributed a massive helping hand in understanding different aspects of the management practices and entrepreneurship (Papageorgiou et al., 2021). In-class questionnaires also assisted me in presenting my entrepreneurial mindset and awareness of the factors influencing how I do business.
[bookmark: _Toc157262691]Feelings
Initially, this personality test filled me with curiosity and apprehension to find my entrepreneurial self. This is because people commonly feel interested in understanding their personality type (Diener and Lucas, 2019). It was enlightening to identify my own shortcomings and recognize the numerous uncertainties that I would face if pursuing entrepreneurship. The results provoked interest in boldness and connected my work with the orientation of entrepreneurship.
[bookmark: _Toc157262692]Evaluation
Having analysed the results, I found a tie to the Lean Startup Methodology. Validated learning teaching and iterative development seemed harmonious with my tendency for practicality and adaptability. This technique was a foundation for the students that assisted them in controlling uncertainties and features of entrepreneurial initiative (York, 2020).
[bookmark: _Toc157262693]Analysis
While the Lean Startup Methodology indicated a significant scientific method to entrepreneurship. It forced me to question assumptions, test hypotheses and change direction when required. This analysis showed my connection to the principles of this methodology. It became apparent that uncertainty must be accepted and adaptation should adjust to actual-world responses that fit my view on obstacles for entrepreneurial initiatives (Leatherbee and Katila, 2020).
[bookmark: _Toc157262694]Conclusion
In a nutshell, the Lean Startup Methodology serves as an important guide for me as a student entrepreneur. It shifts the system from prolonged planning to rapid testing which is more consistent with student-driven ventures, agile and resource stretched. The willingness to accept failure is one of the core elements comprising this methodology since it allows both resilience and a growth mindset at once.
[bookmark: _Toc157262695]Action Plan
As a future entrepreneur, I plan to implement the Lean Startup philosophy in my business activities. This includes creating measurable hypotheses, designing an MVP and conducting customer tests. The methodology provides a systematic but non-rigid framework that serves as the outline for formulating ideas and limiting risks (Malūkas, U. and Ninh, 2021).
[bookmark: _Toc157262696]Impact
The adoption of the Lean Startup Methodology is not only dependent on product development but also a global paradigm shift in behavioural attitude. As a young entrepreneur, it makes me see problems as an opportunity for learning and improving upon ideas from interactions with the world. The methodology enables me to further develop a relationship with potential clients on the basis of my values, which are customer-centricity (Sapru, 2023).
[bookmark: _Toc157262697]Personal Development
This reflection has contributed significantly to my development as an entrepreneur. It encourages a progressive and risk-taking attitude that is the foundation of successful entrepreneurship. On a similar note, it is important to point out that the recursive nature of methodology seamlessly complements the student entrepreneur’s learning path (Mansoori and Dimov, 2023).

It is through this reflection that I identify the flexible relationship between my entrepreneurial characteristics and Lean Startup Methodology. It functions as a navigator, showing me the ways through the entrepreneurship development landscape and shaping my perspective as an aspiring student-entrepreneur.
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