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DISCUSSION AND JUSTIFICATION OF THE PROPOSAL FOR THE ESTABLISHMENT OF THE ‘NAIJA-MEMORIES CUISINE’ CATERING BRAND WITH THE BUSINESS MODEL CANVA 
The Office for the UK National Statistics has released its most recent data, which shows that between June 2022 and June 2023, 141,000 Nigerians migrated into the UK and London has been constantly referred to as the city that houses the highest number of Nigerian immigrants (Utoh and Ebekue, 2023)
According to Fatima and Jabeen (2023) many immigrants after several years still hold on dearly to the cultural cuisine of their home country thus, the entrepreneurial idea being proposed is “Naija-memories cuisine” a Nigerian restaurant operating in the restaurant and catering sector of the hospitality industry in the United Kingdom. The proposed business aims to cater to Nigerians living in or visiting the UK by offering authentic, high-quality Nigerian dishes at cost-effective prices. The purpose is establishing a value and customer-satisfaction brand to survive and expand across the UK. Using the Business Model Canvas, this essay discusses and justifies this Nigerian restaurant idea in the UK and the sources influencing the business model decisions.
The identified pain points this brand targets are the high migration of Nigerians to the UK and their need for authentic Nigerian cuisines speedily. Upon migration, many struggle to adjust to new food options, essentially starving for weeks seeking familiar foods (Scoones et al., 2019). Not all immigrants are eager to try new dishes, leaving a pain point. This factor drives this entrepreneurial idea. The brand's unique value proposition offers a range of excellent Nigerian cuisine at cost-effective prices, making Nigerians in the Diaspora feel close to home despite being far away.
The dishes shall be excellently made with the finest of ingredients, speedy delivery, excellent customer service and patronage experience, eco-friendly packaging and cost-effective prices. This shall be done by hiring expert chefs with actual experience in making Nigerian dishes, integrating digital logistics to enhance smooth and hitch free food delivery, importing the need ingredients in bulk and partnering with local farmers from Nigeria to cut production cost, and most importantly, to contribute its quota to the protection of the environment by minimizing the use of plastics, using recyclable containers and focusing on eco-friendly production and packaging, 
To create an exceptional value proposition, two key activities are critical; quality management and strategic sourcing. Strict quality control measures will ensure only the finest ingredients are used, adhering to food safety standards. The restaurant will cultivate relationships with reputable local Nigerian suppliers across different regions. Directly sourcing from these local markets and farms provides authentic, flavorful ingredients at reasonable prices, while supporting local communities and fostering a sustainable supply chain.
To ensure efficient operations, alliances with shipping ports will be established to facilitate the importation of ingredients after passing rigorous quality checks. The focus will be on meticulous quality management throughout the supply chain and effective management of customer service, retail, and logistics operations. Partnerships with reputable logistics service providers, such as MealShift, will be crucial for prompt delivery of orders while maintaining the quality and integrity of the packaging (Tsang et al., 2021).
The key resources needed are substantial startup capital, estimated around £75,000 to £100,000, to import foodstuffs and ingredients from Nigeria, rent and design the first physical outlet, hire staff including a developer for the website and social media manager, and cover initial operational costs.
Another is the human capital, consisting of the individuals stated above as well as efficient logistics and supply chain infrastructure; there is the need for a warehouse close to the physical store to preserve the originality of the foodstuffs and ingredients. However, drawing from the operations of brands like McDonald's and Domino's, who utilize both physical stores and digital ordering systems, it is crucial to focus on analyzing data related to inventory, storage, materials, production, and packaging, necessitating staff dedicated to ensuring excellence at each stage, as well as managing delivery to customers and maintaining food and service quality (Swink et al., 2022; Bhattacharya et al., 2021).
For the customer segment, the brand's potential buyer persona are Nigerians who have migrated to the UK or are in the UK on a visit, seeking quality and excellently prepared Nigerian cuisine at cost-effective prices. The targeted demography is Nigerians, both males and females across income levels, who have lived in Nigeria in their latter life and are familiar with the cuisine. According to the Office for National Statistics (2022), there are over 200,000 Nigerian-born residents in the UK, representing one of the largest African Diasporas. Moreover, the UK attracts over 100,000 Nigerian visitors annually (VisitBritain, 2021). This sizeable Nigerian population and visitor base presents a market opportunity for authentic Nigerian cuisine. The reason for focusing on this demography is that Nigerians are already well-acquainted with the flavors and dishes, ensuring a strong foundation for building a brand that resonates deeply with their cultural culinary preferences, rather than primarily targeting explorers who may be interested but lack the same level of familiarity (Ramya & Mohamed, 2016).
To assess the competitive landscape, research was conducted on existing brands offering Nigerian cuisine in the UK market. Competitors identified include Afrisian UK and Aso Rock Restaurant (AfrisianUk, 2023; Aso Rock Restaurant, 2023). However, studies indicate that the growing Nigerian Diaspora population in the UK has outpaced the number of Nigerian cuisine providers (Alloh et al., 2018). Additionally, many existing options are relatively expensive due to the costs associated with sourcing ingredients from Nigerian stores in the UK (Alloh et al., 2018). To differentiate our brand and offer cost-effective pricing, we will bypass sourcing from UK-based Nigerian stores. Instead, we will directly import ingredients and foodstuffs in bulk quantities from local producers in Nigerian towns and villages. This supply chain strategy will help reduce operating costs, enabling us to provide authentic Nigerian cuisine at prices lower than current market competitors.
Concerning the Channels, to acquire and retain customers in the long term, this brand shall employ multiple strategies. Firstly, advertisements and billboards will be strategically placed at airports to notify incoming immigrants about the brand's existence and unique value offerings. The channels through which customers will communicate with the brand and receive their products will be multidimensional, encompassing both physical and digital platforms (Zaware, 2020). Direct sales will be conducted through the company's physical store. Additionally, online orders will be facilitated via the brand's social media pages and website. However, to avoid the costs associated with developing a dedicated mobile app, the brand will partner with established food ordering platforms like Deliveroo and Uber Eats, which have proven successful for brands such as Burger King and Aso Rock in reaching a broader customer base (Lord et al., 2023). The brand's cost-effective pricing strategy will provide a competitive advantage over existing Nigerian cuisine providers on these apps.
A major threat associated with digital channels is the potential for data breaches and cyber attacks, compromising customer information and trust. To mitigate this risk, strong cybersecurity measures will be implemented. Online accounts and platforms will employ strong AES-256 bit encryption for data protection (Srinivas and Liang, 2023). The brand's website, developed by security professionals, will follow best practices like input validation, secure coding, and vulnerability testing (Bandari, 2023). Also, strict access controls, multi-factor authentication, regular security audits, and incident response planning will be enforced (Bandari, 2023). These comprehensive measures is to provide a secure online experience, safeguarding customer data and fostering trust in the digital channels utilized for communication, ordering, and transactions.
Concerning its customer relationship, the brand would focus on excellently training its staff and salespersons. Also, the brand shall build a unique customer relationship and effective communication system through an amazing social media presence (Ebrahim, 2020). The brand shall constantly communicate with its customers via the Instagram, facebook and twitter social media platforms, to communicate with and constantly engage its followers. These platforms shall also be used to get new customers, and encourage existing customers to keep buying from the brand. These strategies have been leveraged by brands such as Cook west Dulwich to record excellent success (Ryan and Jones, 2020)
Strategic partnerships will be established for efficient operations. Firstly, partnerships with Nigerian farmers and suppliers will source authentic ingredients cost-effectively. Secondly, partnerships with Uber Eats and Deliveroo will expand customer reach (Lord et al., 2023). For reliable delivery, Best Food Logistics will be engaged for their temperature-controlled logistics expertise (Tayal et al., 2021). Partnerships with eco-friendly packaging suppliers like Polybags and London Bio Packaging will support sustainability goals (Roy, 2022; Greenpac, 2021).
The business will have variable costs like procuring ingredients from Nigerian markets, shipping expenses, production costs, packaging and logistics for orders, and inventory management. Fixed costs including developing the website, hiring staff like social media managers and culinary professionals, renting and designing the storefront. These fixed costs maintain the business infrastructure and human resources. Variable costs cover operations like sourcing, production, and fulfillment, while fixed costs sustain the overall operational capabilities.
The brand will generate revenue through multiple streams. Firstly, revenue from the sale of authentic Nigerian delicacies and cuisine offerings, both through online orders and in-person purchases at the physical storefront. Secondly, the business will offer meal kits and subscription boxes, providing customers with pre-portioned ingredients and recipes for recreating Nigerian dishes at home. Even more, the brand will offer event catering services, partnering with individuals and event planners to cater Nigerian cuisine for various occasions. Additionally, revenue will be generated from conducting cooking classes, following the successful model of renowned brands like Hilda Baci. These interactive classes will not only generate income but also foster community engagement and promote cultural exchange through the appreciation of Nigerian culinary traditions.
With the strategic and effective implementation of these strategies, coupled with proactive and strategic business management, this entrepreneurial idea is set to be a successful one. 
Gibbs' Reflective Cycle is a well-known cyclical model of reflection that comprises six phases: describing the experience, evaluating feelings, analyzing the situation, drawing conclusions, and formulating an action plan (Aneeis et al., 2023; Robson, 2022). Using this cycle, I shall reflect on the entire process of creating and mapping out the business model for this entrepreneurial idea. The provided in class questionnaire and handbook on entrepreneurship have helped me better understood my strength as an individual, with a score of 36 from the questionnaire, I came to better understand the fact that I possess most of the important qualities needed to be an entrepreneur and I need to capitalize more on my strengths and stop being afraid.
My entrepreneurial and management motivations come from the ability to identify a problem which I can solve and also make money from solving, which led to this entrepreneurial idea. My primary motivation is from the desire to make money while offering unique value. 
From the learning resources and developing this idea, I uncovered my entrepreneurial characteristic of creativity, how innovative I can be and the need to leverage these strengths to build an enduring business. However, I lack the characteristic of being a risk-taker and risk-tolerant. I prefer playing it safe and avoiding risks. But I now understand entrepreneurship is associated with risks. The trait theoretical perspective says entrepreneurs require specific traits like a propensity for taking risks - something I must develop.
The process of creating this business idea has been a fulfilling one, as it afforded an opportunity to get highly creative and think innovatively, However, I have also identified some of the character flaws associated with entrepreneurial traits which I currently possess, one of which is the unwillingness to delegate. I always prefer to get things done myself, not wanting to delegate to others to avoid errors, however, I have come to understand the need for delegation in order to run a successful business without burnout, thus, to address my fears, I shall focus on creating a dedicated workforce who are constantly being trained, evaluated, monitored and managed to give their best services to the brand. 
Moving forward, I have developed an action plan to address identified inadequacies. First, within three months, I'll research and learn from at least three renowned caterers, focusing on leadership, management, employee training, risk management, and quality control. Second, to improve risk-taking abilities, I will listen to one entrepreneurship podcast per week, read one relevant book bi-monthly, and attend two seminars within six months. Third, to ensure unique offerings and quality, I'll establish a dedicated quality assurance team within the first year, developing rigorous measures, conducting audits, and setting KPIs for continuous improvement. Throughout, I will maintain a lifelong learning mindset, adapting to best practices in the catering and hospitality industry.
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APPENDIX 
BUSINESS MODEL CANVA 
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