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DISCUSSION AND JUSTIFICATION OF THE PROPOSAL FOR THE ESTABLISHMENT OF THE ‘NAIJA-MEMORIES CUISINE’ CATERING BRAND WITH THE BUSINESS MODEL CANVAS

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 years still hold on dearly to the cultural cuisine of their home country. The entrepreneurial idea being proposed is Naija-memories cuisine, a Nigerian restaurant operating in the restaurant and catering sector of the hospitality industry, that would sell major and renowned Nigerian dishes to a target market of Nigerians in the United Kingdom. The purpose of this business idea being proposed is to meet the needs of Nigerians who have migrated to, and those who are on a visit to the United Kingdom, the purpose is to be an excellent restaurant that provides high quality Nigerian cuisine at cost effective prices, to build a value and customer-satisfaction oriented brand that would survive the test of time and have branches in different parts of the United Kingdom. Using the Business model Canvas, this essay shall discuss and justify this business idea and the sources that have influences the business model decisions. 
The identified pain points which the unique value proposition of this brand shall target revolves round the high migration of Nigerians into the UK, and the need to offer them the finest Nigerian cuisines, speedily.  Upon migration, a lot of individuals find it challenging to adjust to new food options, with many recording experiences of basically starving for weeks while being on the look out for foods that are familiar, according to Scoones et al., 2019, not all individual immigrants are often passionate about trying these new dishes, leaving them with a pain point. This factor is a primary driving point behind the choice of this entrepreneurial idea. The unique value proposition of the brand is offer a unique range of different excellent Nigerian cuisine that makes Nigerians in the diaspora close to home even though they are far from home, at cost-effective prices.
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 the value proposition, the key activities needed are quality management, targeted at ensuring that the finest ingredients go into the food being cooked. The brand will need to get reputable local suppliers from local markets in different part of Nigeria to get the best ingredients and foodstuffs, all at the local prices. 
Also, alliances shall be formed with shipping ports so as to be able to ship the products in after passing all quality tests. Focus shall be on quality management and effective management of customer service, retail, logistics and distribution channels. Partnership shall be made with logistics service providers such as Meal Shift to ensure that food ordered are delivered promptly, in its finest state and packaging is not compromised (Tsang et al., 2021). 
The key resources needed is the start up capital, an estimated amount of five thousand pounds to import the needed foodstuffs and ingredients from Nigeria, at the conversion rate to naira, and then to rent and design the first physical outlet, hire a developer to build the website, a social media manager and store attendants for a start. 
Another key resource needed 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, as learnt from the operations of brands like Mc Donalds and Dominos who use both physical stores and digital ordering systems, there is the need to focus essentially on analysing data on inventory, storage, materials, production, and packaging, with staff needed to effectively ensure excellence at each of these stages, and manage the delivery to customers and ensure 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, who are in search of quality and excellently prepared Nigerian cuisine at cost effective prices. The demography that is being targeted is Nigerians, both male and female regardless of their income level, who have lived in Nigeria in their latter life, are familiar with the cuisine, and are in search of nicely home prepared Nigerian cuisines in the United Kingdom. The reason why this demography has been chosen is due to the fact that although non-Nigerians might also be interested in the Nigerian cuisine, to build a brand that will stand the test of time, there is the need to focus on Nigerians who are well familiar with these cuisines already, rather than majorly targeting explorers who are only looking out to try Nigerian foods. 
However, a Porter’s five forces analysis has been conducted to identify the level of competitive rivalry in the industry, and findings have revealed the presence of brands dealing in Nigerian cuisines such as Afrisian UK and Aso rock, the findings have revealed that the number of Nigerians migrating to the UK in large numbers have far outweighed the number of Nigerian cuisine sellers (Afrisian Uk, 2023; Aso Rock Restaurant, 2023). Also, most of these foods are quite expensive and that has been attributed to the shipping costs (Alloh et al., 2018). However, this brand shall focus on providing the best at cost-effective prices, lower than what market competitors are offering, this shall be facilitated by not getting the ingredients and foodstuffs from Nigerian stores in the UK, but rather by shipping all needed foodstuffs and ingredients from direct local producers in Nigerian town and villages, in large quantities. This would help to cut out cost. 
Concerning the Channels, to acquire and retain customers in the long term, this brand shall use multiple strategies. First, advertisements and bill boards shall be provided at strategic points in airports, making it easy for immigrants to get notified of the existence of the brand and its unique value offerings. The channels through which customers will communicate with the brand and also receive their products are multidimensional. Both physical and digital channels shall be used (Zaware, 2020). Direct sale shall be done through the company’s store. Also, orders shall be taken online through the brand’s social media pages and website which shall be created, however, to cut the cost of creating a mobile app, the brand shall enroll with food ordering apps, specifically Deliveroo and Uber eats to reach a larger number of customers (Lord et al., 2023). Brands like Burger Kings and Aso Rock have used these platforms over the years to achieve same results. The cost-effective prices this brand offers shall help to beat competitors on the app.
However, a major threat associated with digital channels is the possibility of data breaches and hacks, to prevent these, accounts shall be strongly encrypted and the website shall be developed by professionals (Srinivas and Liang, 2023; Bandari, 2023)
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)
Partnerships needed for this includes partnership with local farmers and suppliers of the needed ingredients and foodstuffs in Nigeria to import all that is needed, partnerships with food delivery apps, Uber eats and Deliveroo for a start (Lord et al., 2023) and also partnership with renowned and trusted  logistics companies, in this case Best food logistics and Fed Ex shall be used (Tayal et al., 2021). Also partnership is needed with eco-friendly packaging producers such as Polybags and London Bio packaging (Roy, 2022) 
The business shall have both fixed and variable operating costs. main costs expected are the cost of procuring needed ingredients and foodstuffs from local Nigerian markets which is a variable cost, shipping costs, cost of developing the brand’s website, cost of hiring a social media manager and sales attendants, cost of renting and designing its physical store; a fixed cost, cost of production of the cuisines which is a variable cost , cost of hiring and paying excellent and experienced caterers which is fixed, as well as cost of meeting orders- packaging and logistics which is also a variable cost. There is also the inventory cost associated with purchasing, storing and managing cost. 
The revenue streams for the business shall be from the sale of its various Nigerian delicacies and cuisines both from online orders and also from customers who walk in to the store, from providing meal kits and meal subscription boxes, from event catering services to individuals and event planners,  and also from cooking classes classes which has been used by renowned brands such as the Hilda Baci cooking brand, to increase revenue 
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. 
One of the most well-known cyclical models of reflection is Gibbs' Reflective Cycle, which uses six phases of experience exploration: description, feelings assessment, analysis, conclusion, and 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. 
My entrepreneurial characteristics which I have uncovered from the learning resources and the phase of developing this idea is that of creativity, I have further discovered how creative and innovative I can be, and the need to leverage on these strengths to build a business that will stand the test of time. However, one characteristic which I have discovered that I’m lagging at is that of being a risk taker and being risk tolerant, I always prefer to play safe and avoid risks, however, as an entrepreneur, I have come to better understand that entrepreneurship is associated with risks and according to the trait theoretical perspective, specific characteristics are required from entrepreneurs which I must develop, one of which is the propensity to take risks 
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. 
Looking forward, based on the inadequacies I have identified, I have created an action plan, I shall focus more on researching well into and learning from renowned names in the catering business in order to develop my leadership and management strategies and skills, and also learn from those persons so as to avoid their errors. I shall focus majorly on employee training, improve my risk taking abilities by listening to entrepreneurship based podcasts, attending seminars and reading books. I shall also stay dedicated to quality management and unique offerings at every stage of the business’s operation even as I stay dedicated to a life of learning, unlearning and relearning. 
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APPENDIX 
BUSINESS MODEL CANVA 
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