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Part 1
Introduction.
The pandemic and the online platforms helped the takeaway food market grow, reaching 13.3 billion pounds in 2022 and it is predicted to reach 14.6 billion pounds in 2025 (Statisa.com, 2023).
Manchester is making no exception to the trend and in 2022 it reached around 615 takeaways, being the 4th highest number in the UK, having 11.2 takeaways per each 10,000 people (Richard A. and Jenna C, 2023).
Looking at the major food delivery platforms, there is little option for Eastern European food, considering there is a sizeable Eastern European population in Manchester. Going deeper, the need for a takeaway with Romanian food, representing the Eastern European culinary culture in a market suffocated by western and Asian takeaway offer, stands out by itself. It can only bring culinary diversity and an option for healthy food, to those who would boldly experience new taste and flavours or others who are constantly looking for a flavour that would take them back in time and space.
Business Model Canvas - Romanian Takeaway.
Opening a new business represents a major effort. It requires planning, research, time and money. Nowadays there are multiple choices at hand that can help organize and plan each step of the journey.
Business Model Canvas comes as a handy tool that helps in providing a visual framework for developing, describing and refining a business model, focusing on the key elements of any business: the customer element, the business element and the value the business offers. The Model provides a comprehensive view of the business and a way to identify potential areas for improvement or innovation. 
The Business Model Canvas is divided into 9 key elements that is seeking to answer essential questions as who are the customers, what is there on offer, who are the partners and how will it bring the profit. 
1. Key Partners.
When it comes to a food business, making all the arrangements for a continuous supply of ingredients, is essential. Any disruption in the supply chain can cause major damages. This is the reason why it is essential that there should be a strong connection to the local and regional suppliers and farms. Also, a strong connection should also be built with the Eastern European food suppliers as there are seasonal or specific ingredients that could only come from those suppliers.
Food delivery platforms is another key partner for a takeaway. Using the popular food delivery platforms (Uber Eats, Just Eats, Deliveroo or other local delivery apps) could only allow the business to expand the reach and convenience for customers.
Local and national community organizations could only strengthen the visibility of the business, organizations such as local community groups, online community groups, community churches, or national representatives such as the Romanian General Consulate in Manchester. 
A very strong connection with the wider share of the target market could be reached by partnering with event organizers, business associations, marketing partners and through collaborations with other specific restaurants.
2. Key activities.
Most important activity would be the Menu Development. The business needs to ensure that it has the right staff in order to have the authentic Romanian taste and dishes that differentiate the menu and attracts both the target customers and the adventurous food enthusiasts.
It also needs to plan and implement seasonal menu specials to capitalize on trends, festivals, or holidays, keeping the offerings fresh and aligned with the culture and customer preferences.
Also, of great importance is the process of feedback on the menu items; developing a strong presence on social media platforms engaging with the community, and promoting special offers; customer loyalty program; targeted online advertising campaigns; regular training programs for kitchen and front-of-house staff to maintain consistent quality in food preparation, customer service, and adherence to hygiene standards.
3. Value proposition
The business offers authentic Romanian cuisine with unique traditional flavours that emphasizes the authenticity of the recipes passed through generations, using fresh and genuine Romanian ingredients, sharing the cultural significance and story behind each dish. The business also offers a unique and diverse menu (a full range of soup, cooked food and grills, salads, vegetarian and non-vegetarian), and a prompt, convenient and quick takeaway service through efficient order processing.
4. Customer relationships.
Building strong and positive customer relationships is essential for the success of any takeaway business, as it not only encourages repeat business but also turns customers into advocates who may recommend the business to others. Things like personalized ordering experience, loyalty programs and rewards, responsive and friendly customer service team to address inquiries, concerns, and feedback promptly, constantly encouraging and actively seeking customer feedback through various channels, and exclusive promotions could only benefit the business by taking the customer relationship to a next level. Also a takeaway business always need to consider full online interaction with the customers (emails, Facebook, Instagram and Tiktok page, and dedicated web page), paid adds, delivery apps partnerships, offline marketing (leaflets, menus, free samples, local radio, newspaper and television), create special days (like national days or national celebrations, use specific outfit and costumes).
5. Customer segments.
Manchester is a diverse multi-ethnic city. Understanding and effectively reaching these diverse customer segments will enable the takeaway business to tailor its marketing strategies, menu offerings, and service approach to meet the specific needs and preferences of each group. Mainly, the target group for the beginning of the business would be the Eastern European community, with a focus on the Romanian community. In a while, the business should constantly go beyond the cultural limitation and seek to attract local residents exploring diverse cuisine, individuals appreciating authentic Romanian dishes, workers seeking convenient lunch option, people looking for family friendly options, food enthusiasts, health-conscious consumers, and people looking for options on special occasions.
6. Key resources.
Strategically managing key resources, a cultural takeaway business can consistently deliver authentic and high-quality food, meet customer expectations, and build a reputation for excellence in the competitive market environment of Manchester. This is the reason why culinary expertise is essential to such a business model, as it has to ensure that traditional recipes are authentically replicated. Also, investing in marketing, efficient order management and delivery system, real time order tracking, implementing quality control protocols, being opened to menu innovation, and cultivating a strong relationship with reliable suppliers who can consistently provide authentic high-quality ingredients, are as much essential as having the right chef in the kitchen.
7. Distribution channels.
Considering the immense competition existing into takeaway market in Manchester, a Romanian takeaway will have to consider a large and diverse pallet of distribution channels, a pallet that would allow to reach customers in different areas of Manchester, customers of different cultures, nationalities and mother tongue, a pallet available for both online and non-online literate, a pallet that would mould on the diverse cultural skeleton existing in Manchester. These diverse distribution channels should start with the physical storefront and development of a dedicated website, including defining a brand identity. Then, social media is essential in today’s society, as well as listing the business on the local restaurants delivery apps, but also offering traditional phone ordering system, are key to ensure that the business reaches customers and customers are able to reach the business.
8. Cost structure.
Running a takeaway business assumes both fixed and variable costs. Planning is a very difficult job as there can be loads of variable costs that are dependant of multiple external and internal factors. Just a few details of the costs assumed by a takeaway business can be represented by: wages costs, insurance, electricity, gas, rent, internet and phone costs, quality ingredient procurement costs, continuous staff training costs, marketing and promotional expenses, online and offline marketing costs, loyalty programs and discounts, rent for the physical storefront, lease agreements cost. By carefully managing these cost components, the Romanian takeaway business can maintain financial stability, deliver a high-quality dining experience, and strategically allocate resources to drive business growth.
9. Revenue streams.
The business can optimise its financial performance and adapt to market dynamics by diversifying its revenue streams and strategically pricing products and services on offer. A Romanian takeaway revenue would be based on sales from walk-in customers (storefront transactions and upselling opportunities), revenue from online orders (online delivery platforms, delivery fees and commissions), catering services (specialized catering packages, collaboration with event organizers), meal deals and promotions, loyalty programs as repeat business revenue and gift cards and vouchers.

Conclusion.
The success of a Romanian takeaway business in Manchester is based on the effective integration and management of key elements within the Business Model Canvas. From identifying diverse customer segments and crafting a compelling value proposition centred on authentic Romanian cuisine to leveraging multiple distribution channels for wider reach, each element plays a vital role in shaping the business's growth.
Key partnerships with local suppliers, food delivery platforms, and community collaborators enhance the business's capabilities, while strategic collaborations and marketing efforts contribute to customer acquisition and retention. The dedication to quality resources, including skilled chefs, reliable ingredient suppliers, and efficient order management systems, ensures the authenticity and reliability that customers seek.
The cost structure is meticulously balanced, considering ingredient procurement, staff salaries and training, marketing expenses, and storefront rent. Simultaneously, revenue streams are diversified through walk-in sales, online orders, catering services, and promotions, providing the business with multiple sources of income.
Ultimately, a successful Romanian takeaway business in Manchester requires agility, adaptability, and a keen understanding of customer preferences. By continually refining these key elements, the business can thrive in the dynamic and competitive landscape, offering an authentic culinary experience while forging strong connections with the local community.
Part 2
At the beginning of this course we have entered an evaluation to determine our enterprising potential. A 40 minutes test where we were supposed to answer some 54 questions on get2test.net and find out how much potential we possess for being an entrepreneur.
Using the Gibbs reflective cycle and the steps that the tool has, I will further evaluate the process and the results, trying to be as objective into critically evaluate my entrepreneurial and management motivations and characteristics.
Gibbs Reflective Cycle is a structured framework commonly used for reflective practice, allowing individuals to analyse and learn from their experiences. Developed by Graham Gibbs, this model consists of six stages that guide the process of reflection:
Description: As I have already explained, it was a test that evaluated my enterprising potential, a test that the whole class took. It was the first time I was doing an evaluation of my enterprising potential.
Feelings: During the test and I couldn’t say I was feeling anything other than being eager to find out the result. I was curious as it was the 1st time taking this kind of a test, and I also wanted to see if there’s capacity within me to become a future entrepreneur. Although I was eager to find out the result I took my time to ensure that my answers would be accurate, according to my judgement.
Finishing the test, I had the results: 
· Overall score 78%
· Need for achievement 92%
· Need for autonomy 50%
· Creative tendency 67%
· Calculated risk-taking 83%
· Locus of control 83%
Evaluation: In terms of the need for achievement, according to the test I am a highly motivated person, having a strong need for achievement. In terms of autonomy I am somewhere in the middle, preferring team working over independence. In terms of creativity, I honestly don’t know what to say as I consider myself to be a creative person, but apparently I am not that creative. In terms of risk taking, the score shows, as I expected, that I am an opportunist taking calculated chances. In terms of locus of control, again, as I expected, I am able to control rather than being controlled.  
Analysis: Going back to the time when I took the test, I do remember I confident on my judgement, I did not experienced any fear at all or stress. The overall result reflects exactly my judgement at the moment when I took that test, without any interference.
Conclusion: The test showed me that I can start considering being an entrepreneur, in the future. 
Action Plan: I will need to further research and find solutions to become more independent and creative person. I have the energy for achievement, I am a calculated person, I can control myself from external factors, but being an entrepreneur sometimes need a stronger need for autonomy and being creative and innovative.
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Market value of foodservice delivery in the United Kingdom (UK) in 2021, with forecasts for 2022 and 2025.
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Non-British population of the United Kingdom in 2020/21, by nationality
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