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Part-1: Proposal for a Pizza Shop Business Concept

In this fast-changing digital world, hospitality companies must work hard to compete. Business development and marketing tactics may boost hospitality company growth, so understanding how each works is crucial. Both areas need strategic thinking (Glackin, 2012). A long-term plan is essential for corporate success. This essay will analyse a thorough company development plan to clarify the business concept by discussing the business model canvas and assessing it. A solid business decision explanation will support it. This article proposes a London-based pizza shop. The pizza restaurant will have customised pizzas and emphasis on quality and pricing.
[bookmark: _Toc157357848][bookmark: _Toc157372614]Key Partnerships
In the context of a contemporary pizza shop, the attention to a strong and consistent key partnership network is indispensable. When applying the BMC, it is essential to ensure that the primary partners are identified and these stakeholders are kept in close network loop to ensure timely resource acquisition and cost management. These partners are basically the raw material suppliers who are crucial for ensuring that the shop is functional and offers high quality and fresh pizzas continuously. (Rae, 2008). By establishing strong relations with the local vendors in the UK, farmers and dairy and meat suppliers, the pizza shop can secure a reliable supply chain for fresh vegetable, cheese and meats. The key supplier in this business will be J M Posner Limited (JM Posner, 2024). This partnership not only supports local business but also reduces transportation  costs and enhances sustainability. Additionally, collaborating with a local bakery for fresh dough will enhance the product quality. When forming the vendor network, the business has conducted vendor assessments and formed legal contracts which bound the suppliers to stay consistent with their commitment. These vendor partners also will help in created integrated marketing efforts by co-branding and community events. 
[bookmark: _Toc157357849][bookmark: _Toc157372615]Key Activities
The main tasks at a pizza shop are to make sure that the food is produced to a high standard, provide exceptional customer service, and run smoothly. Among these are the following:
Sourcing ingredients and managing inventories: Pizzeria's main focus is on obtaining the high quality and fresh ingredients. The availability is always made a priority while ensuring that no resources are wasted, and stock is proportionate as per demand. 
Cooking and Preparation: This includes assembling the ingredients, preparing the dough, cooking it, and making sure its flavour and overall quality are constant, at Pizzeria, advanced tools, appliances and equipment are used to reach the highest quality standard. 
Order management: Using streamlined procedures and dependable point-of-sale systems, effectively managing orders for takeaway and dine-in are maintained at Pizzeria. 
Customer service: It is the process of making a customer feel at home, attending to their needs, and effectively managing their feedback in order to increase their level of satisfaction and loyalty (Spinelli, 2008). And to increase market preference and customer loyalty, Pizzeria ensures constant customer interactions and ask for feedback so that necessary modification can be done. 
Marketing and Promotions: Developing and carrying out marketing strategies to draw in new clients and hold onto current ones via social media, community involvement, and seasonal discounts are some of the major marketing efforts adopted by Pizzeria. 
Hygiene and Compliance: To guarantee an appropriate dining environment, upholding strict cleaning standards and following health and safety guidelines is must for Pizzeria. 
[bookmark: _Toc157357850][bookmark: _Toc157372616]Value Propositions
The Pizza Shop's offers are centered on giving truly great client benefit and clean, reasonable pizzas. The nourishment is one of a kind since it employments batter with mushrooms and parcels of meat. Individuals will keep in mind this uncommon nourishment encounter. The Pizza Shop is diverse from other pizza places since it incorporates a special taste that individuals who like attempting modern flavours truly appreciate (Scarborough, 2011). Pizzeria’s essential value proposition is its variety of pizza flavours and its authentic tastes which caters to the preference of almost every pizza lover. It provides customized pizzas according to the preference of sauce and toppings. 
[bookmark: _Toc157357851][bookmark: _Toc157372617]Customer Relationships
The Pizza Shop needs to form beyond any doubt that clients are truly upbeat, so they continuously make sure to allow each client the finest benefit. The Pizza Shop works difficult to assist each client rapidly and viably. We are committed to giving extraordinary benefit, building believe, and keeping clients coming back. Diverse ways of talking to individuals, like talking in individual, utilizing social media, giving out feedback forms, follow ups, and enhancing with streamers, are all cases of this personalized arrangements (Ireland, 2018). Working closely with others gives a great opportunity to work together, permitting representatives to share personalized thoughts and address questions in real-time. Meanwhile, online stages for amusement are utilized as uncommon ways to developing reciprocal conversation around service aspects, permitting Pizzeria to increase customer engagement, share new discounts and options, and respond to criticism instantly to improve performance. They also assure that employees are well-trained in hospitality gestures and can form effective and respectful conversations with customers. 
[bookmark: _Toc157357852][bookmark: _Toc157372618]Customer Segments
The Pizza Shop in Marble Arch, London, must attract customers of different ages, jobs, and geographies. At The Pizza Shop, we make pizza everyone loves. If it's not too much bother, they create all kinds of pizza. The Pizza Shop promises clean, tasty, and affordable pizzas. People like to dine there since they know they'll receive delicious food at a fair price (Williams, 2021).In order to reach as many customers as possible, pizza caters to a variety of customer segments aged between 4 to 80 years. Primarily these consist of:
Family people: Families who seek easily available, fresh, tasty and reasonably priced places to grab pizza from to celebrate, occasional family get-togethers, and everyday meals.
Young professionals and undergraduates: Frequently ordering takeaway or delivery, they are searching for late-night dining options and satisfying, fast food options. Since authentically prepared and fresh pizza is favourite among young people, Pizzeria targets these people with curated marketing and promotional campaign on social media. 
[bookmark: _Toc157357853][bookmark: _Toc157372619]Key Resources
The pizza shop needs people, money, and supplies. Daily activities need real items like stores, furnishings, computers, and stoves, which improve consumer engagement. Professionals are crucial for maintaining service and product quality and providing excellent value, ensuring customers are happy and return (Nelson, 2013). Pizzaeria has high-quality ingredients (flour, milk products, meats, vegetables, condiments), skilled employees (culinary professionals, serving staffs, shipment individuals), advanced kitchen appliances (microwaves, freezers, blenders), a prime location in Marble Arch, London, an efficient point-of-sale system, an established brand existence (advertising, logo, social media channels, and marketing materials), and ef Pizzeria can produce high-quality pizzas by sourcing raw materials like milk, wheat, eggs, etc. from local suppliers. Fresh ingredients are utilised quickly to avoid wasting or inventory surplus. It will cut ingredient preservation costs and offer high-quality goods to consumers. This will boost store preference and repeat purchases, making it the company's USP.
[bookmark: _Toc157357854][bookmark: _Toc157372620]Channels
The pizzeria can reach a wide audience through its physical location, friendly dine-in environment, social networks and takeaway menu. To attract more consumers, Pizzeria also uses delivery services, using its own vehicle or through external applications like Uber Eats. A fascinating webpage and engaging social media accounts are essential for marketing and interaction with clients when it comes to their digital presence (Roddick, 2013). Customer retention strategies include email marketing and loyalty plans, while community outreach initiatives like partnerships and events help to raise awareness and encourage participation locally. Various customer preferences are catered to by these channels, which guarantee accessibility and convenience. 
[bookmark: _Toc157357855][bookmark: _Toc157372621]Cost Structure
	Expense Category
	Amount (£)

	Equipment and appliances 
	£1,000

	Marketing
	£3,000

	Staff Salaries
	£7,000

	Other Operational Costs
	£3000

	Total
	£14,000


[bookmark: _Toc157357856][bookmark: _Toc157372622]The Pizzeria has allocated £1,000 for equipment and required appliances. Marketing efforts will be undertaken within the budget of £3,000, employee salaries and befits will cost the highest amount of £7,000. Finally, the other operations and maintenance charges will cost around £3000.
Revenue Streams
Pizzeria will employ the Pay Per Use business model, which is a growingly common way for businesses to bill clients for goods and services. It works by charging clients each time they use a good or service after measuring their usage(Bocken, et al 2018). They will use cost-based pricing, a pricing strategy in which companies determine a product's selling price by factoring in the expenses associated with production, manufacturing, and distribution(Shepherd, 2008).

In summary, the Pizza Shop arrange carefully clarifies its primary parts, thoughts, and ways to do well within the competitive eatery trade utilizing the Trade Demonstrate Canvas. The Pizza put needs to be known for high-quality nourishment, great costs, and making clients cheerful. They want to stand out within the showcase and make the nourishment scene in Marble Arch, London way better (Glackin, 2012). With a strong commitment to development, maintainability, and client benefit, the Pizza eatery is situated to do well within the competitive neighbourliness industry. It offers a one-of-a-kind and enjoyable experience for clients and includes to the assortment of eating choices within the city.

[bookmark: _Toc157357858][bookmark: _Toc157372624]Part 2: Reflective Essay
Description
I've been analysing my motivations for becoming a manager and entrepreneur using Gibbs' Reflective Cycle. Getting additional information from in-class surveys—especially the GET2 Exploratory results—has been crucial to my ability to evaluate and analyse myself more accurately. The GET2 Test assessed several qualities crucial for leaders and entrepreneurs, giving me a thorough understanding of my passions and skill set.
Feelings
The outcomes were somewhat unexpected and fascinating. An "Occasionally Venturesome" score of 59% suggests an average chance of starting a new business. This realization made me think carefully about the factors that affect my business interests and pointed out areas that need more attention(Neneh and Dzomonda, 2024). Realizing that while it is good to consider options carefully before acting, obsessing over it can prevent action and prevent from making the best decisions, I experienced an equal amount of curiosity and apprehension. In addition, I received a score of 67% on the "Need for Freedom" question, indicating that I strongly value independence and the ability to make my own decisions—a trait that fits with my ambition (Wijngaarden, Bhansing and Hitters, 2021). 
Evaluation
Positively, the assessment aided me in identifying my main areas of potential and development. A high rating for the need for freedom was positive because it indicated a predisposition towards entrepreneurship (Puerta Gómez et al., 2024). Nonetheless, my 42% Locus of Control score revealed that I usually think outside forces have a greater influence on results than do my own activities. This was a serious realisation that made me think about how I could take more control over my decisions and their outcomes by being more self-assured and outspoken. Furthermore, even though a moderate level of creativity was observed, I realized that I needed to promote an innovative culture and develop my capacity for creative thought even more (Amiri and Marimaei, 2012)
[bookmark: _Toc157341624][bookmark: _Toc157357859][bookmark: _Toc157372625]Analysis
GET2 Exploratory outcomes will considerably effect my entrepreneurial progress. My "Occasionally Venturesome" score says that although minimising hazards is important, it's also important to avoid overanalyzing and missing opportunities. Independence aligns with my entrepreneurial goals, suggesting it may be a big incentive. However, my lower Locus of Control score suggests I should enhance my belief that I can control outcomes (Sendawulaet al., 2024). Business originality and imagination are also stressed by the moderate creativity score.
Conclusion
After reviewing these results, I see how important it is to capitalise on my strengths and improve my weaknesses. Academic models and frameworks show that entrepreneurial methods are motivated by locus of control, creativity, awareness, freedom, and venturesomeness. Being thorough might help me organise, and being open to new experiences could make me more creative yet risk-averse. A more careful approach may help me be structured, and doing new things may educate me to be risk-averse and innovative.
Action Plan
I will participate in more little and major initiatives to improve my talents and regulate my behaviours. Being disciplined would also improve my attention and synchronisation, which are essential for entrepreneurs.
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