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Part-1: Essay
The cozy nicely touches the heart and informs the soul because it nestles in the colourful fabric of our neighbourhood. Imagine an intimate setting that features a blend of the smell of freshly ground coffee with the aroma of the freshest and finest seasonal local ingredients available. Every of the dish, in this, is a storytelling - a story of the land, farmers, and the craft that cultivate it. "The Nook" is not only a place to eat, it is a haven; a haven, where friends meet, families unite, and strangers blend with "our curtainment".
At "The Nook," our ethos is simple yet profound: to align the offered dining space with the goal of more than providing a subsidence. For us, food isn't only about satisfying the physical hunger. It is also about the non-material needs of the body — to be full not only of food, but also of soul. This is the reason for a very accurate menu, being cooked of the best that we have to offer, such as farm fresh products and artisanal cheeses, even homemade delicacies (Arnesen, 2018). Every dish we serve signifies our passion to excellence on the plate with undiluted flavours that also pay our tributes to the environment sustainability.
However, "The Nook", indeed, is much more than a place for a meal. It's a place where cordiality and conviviality are embodied, where words can flow abundantly and will last a lifetime (Lehtinen, 2012). We have basically created a space that can accommodate all our guests who want to hang out after a leisurely brunch with friends, while other couples can enjoy a Romantic dinner for two or those who are looking to have fun can attend the community events that we organize and all will find a warm welcome and a comfy table.
"The Nook’s” success can be attributed to several intertwined principles such as sustainability, community engagement, and technological innovation which are firmly built into its core foundation (Rodgers, 2008). We realize that our prosperity and our destiny are guided by the wholeness and vigour of the surrounding ecosystem and that is the reasoning why we do not hesitate in collaborating with nearby farmers and producers. Besides local sourcing, we make sure that our dishes are always fresh and full of the best ingredients and provide support to our community and cut down our own footprint. To be environmentally responsible in every aspect we apply eco-friendly packaging, energy-efficient appliances, as well as other measures of our impact on environment. Low and behold, we will promote reduction of food wastage by menu planning and composting ideas, which will end up being nonsense to every morsel that walks thru our kitchen. Our events give the residents a chance to experience their ever-young community's arts, culture and specialty foods.
"The Nook" establishes direct links with the nearby farms and food suppliers. This way they have supply chain that is both lasting and strengthening the local economy. Among the things this collaboration serves, it ensures access to the freshest ingredients having the most flavourful taste that is most important in the quality of the dishes served (Goryushkina et al., 2019). Partnership with local artists aims not just in beautifying the area but also creating a sense of belonging to the community, which helps to make the restaurant a site for cultural events. Such agencies which are essential to creating a distinct and versatile personality for “The Nook” in just one click, expanding its outreach and overall engagement with the target market through tailored campaigns, thus bringing new customers and a larger digital impression.
At the heart of "The Nook's" operations are its key activities: local sourcing, menu curation, event hosting, and social media management. Sourcing ingredients locally does not just indicate the restaurant's focus on freshness but also on sustainability whilst the rotation of the menus according to seasonality is aimed at putting the skills of the culinary team at display (Abubakar, 2016). 
The backbone of "The Nook" lies in its key resources: the people and affected state and digital means. Privately owned eateries are the pillars of our hospitality industry, whose skilled chefs and attentive service team set the stage for repeat customers' entrance by their mouth-watering meals. Cooking place that has the latest facilities and equipment ensures that the menu is always aligned with nature and dining hall in such a way that guests will always come back for another delicacy. The online booking system is an essential digital asset that simplifies the process of reserving tables and helps make monitoring tables more efficient. "Nook" has a all-rounded unique value proposition such as fresh ingredients, gourmet recipes, and adding value to the community will attract people seeking a quality dining experience and those who desire more from life. When it comes to fresh ingredients, we do not compromise and therefore, the prime value of our offer is our unshakable principle to provide local sourcing products only (Wijaya et al., 2013). We keep close ties with close and local farmers and producers to make sure that every dish that lands on our menu represents the best that the season has to offer and how to use it smartly. The fondness of freshness we aim at not only gives a lift to the flavour intensity but also helps in the development of small businesses while at the same time reducing the food mileage and reduction of the environmental footprint (Filimonau & Delysia, 2019).
To be a success, "The Nook" must positively focus its efforts on establishing and maintaining lasting relationships with repeat customers. The main contributor to this is that our service is more of a personalised one that not only focuses on the transactions. Not only regulars are recognised, but the dining experience is also tailored to the customer’s personal tastes. Furthermore, customers are welcomed into the community through special events like art exhibitions or live music concerts (Chathoth & Olsen, 2003). Moreover, "The Nook" will maintain a strong presence across social media and interact with customers here (Kim, Ng, & Kim, 2009).
"The Nook" recognizes the fact that its customers are quite heterogeneous, hence its multiple channel to segment approach. Bricks-and-mortar restaurant is the earliest gallery which has long been providing the warm and comfortable environment for indulging the dining. An online booking site with user-friendly platform provides convenience for customers who make reservations easily and do this at their own comfort level  (Piazzi, 2013). Social media channels act as the common grounds for engagement, news updates and linkages, civilians coming together to ride on the current local food culture and take pictures of the food they eat in their phones, hence introducing "The Nook" to a wider audience, attracting more food lovers to join the community around the restaurant (Grouching et al., 2019).
“The Nook”, in particular, addresses the issues of three major customer segments. To start up, the local residents in search for high quality dining out become the most sought after customers, stimulated by the restaurant's giving emphasis to freshness and origin (Shen, 2014). Next in the food fans who prioritize the gastronomic talent and seasonality that is a I feature of " The Nook" is the main market segment. Whereas community members frequently search for such venues to have some diner and short talk there search ends at "The Nook," the venue that plays the role of the community hub (Sigala, 2005).
"The nook building" incurs both initial and operational costs commanding the expense management. Run initially start cost is big, including many capital expense such as rental improvement and kitchen stuff, building better base for the entire operations (Asabere and Doku, 2013). Continually cost of operation is in strengthening control which musical ingredients are purchased from local suppliers, staff salaries, utilities, and targeted marketing efforts are the biggest part of monetary expenses (Filimonau & Delysia, 2019). 
Diversification should be at the core of “The Nook” revenue, covering dining, event facility and merchandise sales (Girotto et al., . A dinner event that also takes reservation from the community which is part of the income from the sale dining out. This is then complemented by hosting various events and activities such as art exhibitions and produce tasting that aim to enhance community engagement (Grande & Camprubi, 2022). The sale of branded eco-friendly utensils and other branded merchandise also promotes another revenue stream (Ivkov et al., 2016).
Food hygiene and safety certification will get primary attention and all our food-handling staff would be made to take appropriate food hygiene certifications. Our Nook will fall under the inspection of the local authority’s Environmental Health Office, and eventually ascertain a Food Safety Hygiene rating. This is our way of making sure our service maintains high sanitary conditions (Muller, 2016). Safety and security regulations will be followed to bring the same into compliance with the responsibilities of the specified laws and regulations in order to create a safe environment for the customers and the employees (Masocha, 2019). All employees would be given clearly written employment contracts which comply with British employment laws including the minimum wages set by the National Living Wage. A public liability insurance will be purchased and obtain from the authority that the business will be protected from any legal claim and a Fire Safety Certificate (Delannon, Raufflet, & Baba, 2016).
“The Nook” is all set to furnish the Eco-friendly and innovative atmosphere that our target customers would look for in their dining experience. Through intensive use of indigenous foods, online menus, and a variety of community involvement, we are the ideal candidate to create a distinctive identity in a saturated restaurant sector. We prioritize consistently high-quality, sustainable, and exemplary service that recognizes the uniqueness of every customer that keeps "The Nook" as the "favorite place" or "well-loved spot" for people around here. As part of our crew, we've been ready to make this happen, to deliver to you delicious, healthy and at the same time community-focused food.





Part-2: Reflection
Upon reviewing my GET2 test results, I embark on a contemplative journey, examining the nuances of my enterprising nature. The outcome, demarcated as "Occasionally Enterprising" with a precise score of 57%, imparts a multifaceted insight into my entrepreneurial capacities and inclinations. This reflection is an intimate discourse with myself, an exploration of what these results signify about my path ahead. Here i use Gibb's reflective cycle model to reflect my own experiences, strengths and shortcomings.
GET2 test reveals 'I am the occasional Enterpriser' as I have a score of 57% which can be taken as a hint that I inherit many entrepreneurial talents but those may not be displayed at every instance. While at the same time this test result (Are you an entrepreneur?) which is the total score of 39, puts me in the category of those two kinds of people that can have my own business, but sometimes I may be too cautious.
Feeling process gives a certain chance to measure and the way how I look at myself but also an underlying thought about overcoming the yet to be passed thresholds. For the entrepreneurial journey is about self-rediscovery as well as business management; it happens so that the outcomes turn into the catalyst of self-reflection and remind people that they should not take this way for granted (Muller, 2016). Engagement sincerely with those my personality competences and then at the same time, self-awareness step in to remind me about those debited marks (Girotto et al., 2015).
While both evaluations reflect the highs and lows of my abilities and inclinations that are to be elements of an entrepreneur, the good ones though are the confidence for success and creativity that the self-evaluation opportunities give. While the result has those meanings of independence and logical risks, I must also acknowledge those hidden side of meaning that I can use to move my origin - enterprising tendency which is just a habit to be enhanced into consistent and continuous entrepreneur action.
Moderate scores which I scored indicate my concern towards balanced approach while venturing into the entrepreneurship world. While I do feel encouraged by my creative ability and what I have achieved as well as I accept the fact that (I may) lack the drive to take risks as well as I might have done in setting up a business venture. It appears as if this my route is comprised of indecision by deciding the middle way or better putting pragmatism in place with creativity.
On my Action Plan. To harness my entrepreneurial spirit, I resolve to seek opportunities that challenge my comfort zones. I plan to embrace projects that demand innovative thinking and offer a degree of risk that can lead to substantial learning and growth. By setting incremental goals that expand my autonomy and decision-making, I will cultivate a more pronounced entrepreneurial identity.
My focus now shifts to a proactive enhancement of my entrepreneurial traits. I will engage in continuous learning, seek mentors who exemplify the autonomy I strive for, and immerse myself in environments that foster creativity. Through this, I will evolve not just in my entrepreneurial endeavors but also in my personal development, embodying the enterprising potential that my GET2 test results have illuminated.
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Appendix 
1. Breakdown of Cost Structure 
Here is a detailed breakdown of "The Nook's" cost structure in table format:
	Cost Category
	Estimated Costs

	Leasehold Improvements
	£10,000 - £15,000

	Kitchen Equipment
	£5,000 - £10,000

	Ingredient Purchases
	£2,000 - £3,000/month

	Staff Salaries
	£3,000 - £4,000/month

	Utilities
	£500 - £700/month

	Marketing Efforts
	£1,000 - £1,500/month



2. SWOT analysis 
	1. Strengths
	Weaknesses

	Locally sourced, seasonal ingredients
	Limited initial capital for extensive marketing

	Strong community engagement
	Reliance on local suppliers may limit variety

	Unique dining experience
	Potential challenges in securing permits and licenses

	Cozy and welcoming ambiance
	Limited brand recognition initially



	Opportunities
	Threats

	Growing trend towards sustainability
	Intense competition from established restaurants

	Increasing demand for community
	Fluctuations in food prices and supply chain disruptions

	Potential for partnerships with
	Regulatory changes impacting food industry

	local businesses and organizations
	Economic downturn affecting consumer spending


















3. BUSINESS MODEL PLAN
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Test Result 
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Cost Structure
< Initial and ongoing costs for rental improvements and kitchen
equipment.
< Operational expenses such as purchasing from local suppliers,
staff salaries, utilities, and marketing.
<+ Management of expenses to ensure sustainability and quality
service provision.

Revenue Streams
< Income from dining services, including reservations and walk-ins.
» Revenue from hosting events, art exhibitions, and produce tastings.
» Sales of branded eco-friendly utensils and merchandise to promote
sustainability and brand loyalty.
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|| % GET2 TESTRESULTS ||

The GET2 test defines an enterprising tendency as the tendency to start up and manage projects - highly enterprising people do
this more often and are more innovative in their approach. This self assessment test aims to give you an idea of your
enterprising potential, although it is important to note that there is much academic debate about the most important

characteristics of enterprising people, and there is a role for education and training in helping people develop their potential.
Your responses to the test suggest the following results:

lld GET2 Test Enterprise Rating

Ocassionally enterprising

Emerpnse

The overall GET2 test score of 57% suggests that you are likely to have strengths in some of the enterprising
characteristics and may be enterprising in some contexts. At this time in your life you may find that you are content
to work on a limited number of projects and may be happy to be enterprising either within employment as an
intrapreneur, or in your leisure time through voluntary community projects. However, if you have ambitions to have an
innovative growth business, there is much you can do. Several universities, such as the Open University offer free
courses online which may help you to build up your business knowledge and skills (see http://openlearn.open.ac.uk
(http://openlearn.open.ac.uk)). There are also many MOOCs (Massive Online Open Courses) freely available on the
FutureLearn platform (https://www.futurelearn.com (https://www.futurelearn.com)) to help you to learn about
technology, business and the economy, learn languages and so on. If you have never set up an enterprise before you
might consider starting a small project in your community that represents a minimal risk to your time and money, to
build up your experience and expertise.

% Need for Achievement

Achigvement

www.get2test.netiget2result htm 115
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Having a medium score, you may recognise some of the following characteristics of a high need for achievement in
yourself:

An orientation towards the future;

Reliance on your own ability;

An optimistic rather than a pessimistic outlook;

A strong task orientation;

Effective time management;

An orientation towards results, which applies to yourself and others;

A restlessness, strong drive and high energy levels;

Opinionated and ready to defend your ideas and views;

A determination to ensure your objectives are met even when difficulties arise;
Responsibility and persistence in pursuit of your aims;

Goal-orientated, setting challenging but realistic goals;

A willingness to work long and hard when necessary to complete tasks.

A medium score probably means you are good at achieving work and life balance.
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& Need for Autonomy

Autoomy

Having a low need for autonomy score, you probably are content to work as a valuable member of an organisational
team. You may prefer to be advised about managing your work and would not enjoy the responsibility of taking
charge of an enterprise. However, autonomy may become more important to you at later times in your life.

A Creative Tendency

Creguvty

Having a medium score, you may recognise yourself as being somewhat creative, although you are less likely to have
radical, disruptive innovative ideas with game-changing impacts. However, you may be very good at finding and
applying new technologies in a skillful way to your work, and may be practically productive in the way you develop
and apply your skills. If you wished to develop a more innovative approach then you might like to consider developing
your own latent creative skills.

The best conditions for creativity are in a relaxed space where you avoid critical thinking or thinking too fixedly on a
problem, and then use techniques, such as brainstorming or mindmapping to generate lots of ideas. Part of the
creativity process involves some idleness to allow the subconsious to work on ideas during an incubation phase.
This may lead to sudden insights or Eureka moments, although creative ideas may be typically the result of an
iterative process of thinking, using creative techniques, and relaxation to come up with good ideas.

‘www.get2test.netiget2result htm 25
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¥ Calculated Risk-Taking
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Having a medium score, you may recognise yourself as being somewhat decisive and able to calculate whether your
decisions and actions are likely to be successful. However, you may be happiest with tried and tested, less risky
enterprising ideas, or business ideas where a partner takes the risks even if that might include sacrificing some of
the potential rewards.

8% Locus of Control

Having a medium score, you may recognise yourself as being somewhat opportunistic, self-confident, proactive and
determined, although if you wish to start a business you may need to develop your self-confidence and enterprising
skills to make a success of the venture. In particular, you may need to learn to exert greater control over the
development of your ideas. Your self-confidence could be strengthened by developing specific business or project
management skills in areas that you feel need to be improved. Without greater self-confidence you may over-rely on
others, such as partners or clients, and this could create greater risks for an enterprise.

las General Enterprising Tendancy (GET2) Test Result Summary

The radar plot and chart show the characteristics of your GET2 test scores graphically. You can print the report off so that
you can compare your chart with somene else’s chart, or you can compare your own chart with a new chart if you decide
to re-take the test on a future date.
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General Measure of Enterprising Tendency v2 - GET2
Ach
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Ach = Need for Achievement | Aut = Need for Autonomy | Cre = Creative Tendency

Ris = Calculated Risk-taking | LoC = Locus of control
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75%
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We hope this report helps you understand the nature of your tendencies for general enterprise and that you recognise in
the report some of your own traits. However, the author cannot accept any liability for the report or for these
interpretations, which are offered in good faith. If you would like to know more about this test and how to improve your
score, see the FAQ (index.html#faq). If you would like further information on the test, please consult the GET2
bibliographic references (index.html#academic). Please don't forget to leave us your feedback (get2feedback.html). The
report can be printed if required.

Report date: Sun Oct 22 2023
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