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FAST FOOD RESTAURANT BUSINESS MODEL CONCEPT USING BUSINESS MODEL CANVAS AND  SELF-REFLECTION ON ENTREPRENEURIAL SKILLS
An essay



Drawing a start-up hospitality business concept using the Business Model Canvas.

Introduction:
Fast food has become an integral part of modern lifestyles, offering convenience and quick satisfaction to busy individuals and families. The canvas business model outlines the key components for starting and operating a successful fast-food restaurant, and the description of the start-up follows this model (see also Appendix 3). 

Fast food is a popular choice for many consumers due to its convenience, affordability, and speed of service. There is a consistent demand for quick and easy meal options. Fast food is a well-established industry with a proven track record of success. Fast food restaurants can offer a wide variety of menu items, catering to different tastes and dietary preferences, which can attract a broad customer base. One can strategically choose your restaurant's location to target specific demographics or tap into high-traffic areas to maximise visibility and foot traffic.

This business model proposes ‘’Urban’’ fast-food restaurant in Sawbridgeworth. The retail to-let is located on the tail unit on Station Road, Sawbridgeworth. Previously used as a Coffee shop, this retail unit is suitable for various uses. Measuring 3.65m x 3.55m, the shop front has a large display window. The guiding price starts at £8,340 pa (£59.57/sq. ft. pa), which is a reasonable price compared to the market.

The Urban fast food restaurant is set to transform the fast food industry by offering a unique menu, excellent customer service, and a commitment to quality. We aim to provide a memorable dining experience for our customers while maintaining competitive pricing and a strong focus on sustainability. Key highlights include the vision and mission of the business (Whittington et al., 2020; on the strategy of the business)
Vision: To become the preferred fast food destination for those seeking high-quality, delicious, and sustainable food choices.
Mission: To serve fresh, locally sourced ingredients in innovative and delicious ways while minimising our environmental impact.
The business concept was chosen due to the low-risk profile of the business from a financial management perspective (Brigham & Ehrhard, 2005). The business aims to maximise profit per product and raw material by using popular products combined with unique ingredients that are chosen for a particular demographic, which the market research shows is on an increasing trend (the details are explained in the value proposition paragraph), filling that gap in the market. Also, the inflation rate was considered (id.) when assessing the business risk and found that purchasing power for this product type will not be impacted considerably. 

Key Partners the business model mentions are some of the leading suppliers in the area. First are Brake and Bidfood, two companies offering a wide range of ingredients and packages. Then, the bank partner of the business will be HSBC, which provides some facilities to business owners and makes it easy to run operations through HSBC. The equipment for the kitchen and other staff for the start will be provided by CS Catering equipment and Nisbets. The business will use Affinity Water for water supply and Biffa for waste management.  

The key activity of the start-up will be to prepare and serve tasty burgers, kebabs and many more. A key difference will be the mixing up of the ingredients to make the best food for our customers.

The key resources the business will need include physical equipment and, human resources, the employees.

The business's value proposition (Baines et al., 2017)  is to offer tasty food for the customers willing to try and pay for our products. The objectives for three years of our  Urban Fast Food operation are to keep food costs under 35% of the revenue and to stay as a casual and affordable fast food restaurant for all wages groups with excellent food and service.
Given Sawbridgeworth's limited fast food options, there is a potential opportunity to enter the market with a unique value proposition ( Armstrong at al., 2015). By aligning the business offerings with local consumer preferences, focusing on gaps in the current market, and leveraging trends towards health, sustainability, and technology, the startup can attract attention and gain a competitive advantage (Baines et al., 2017; Armstrong at al., 2015)  (see Appendix 1).
This start-up value proposition fills the Sawbridgeworth dining experience gap by focusing on cuisine gaps and service model innovation (Burns, 2011). The market research found that some popular cuisines are not currently offered in Sawbridgeworth. For instance, if there is a lack of Indian and spicy food, plant-based spice fast food options with an increase in Indian and Pakistani demographics (Statista, 2024). 
The business model also looked at opportunities to innovate how food is ordered, prepared, and delivered (Burns, 2011). For example, the start-up fast-food restaurant will focus on technology-driven efficiency and interact in a unique manner with customers (Barrow, 2023; Mariotti & Glackin, 2016).
As a new entrant, the business also aims to uniquely position itself (Baines et al., 2017; Armstrong at al., 2015) in the community by being a place where the community engages, actively being present at local events and engaging meaningfully with other local businesses to enhance community bond.  
Our primary target market (Baines et al., 2017) includes busy professionals, families, and students seeking affordable, convenient, healthy fast food options.
Secondary target markets encompass tourists, individuals seeking quick snacks, and people with dietary restrictions.
Our menu will feature various options to cater to diverse tastes and dietary preferences, including burgers, salads, wraps, and vegetarian/vegan choices.
A key differentiator will be our commitment to using fresh, locally sourced ingredients and offering customisable options.
The fast food restaurant will be strategically located in a high-traffic area with good visibility and accessibility to our target market.

We will employ a multi-channel marketing strategy (Armstrong at al., 2015), including social media, local advertising, and partnerships with nearby businesses.
Launch promotions and loyalty programs will be used to attract and retain customers.
The restaurant will maintain high standards of cleanliness, food safety, and efficient service.
The business will hire experienced staff and provide ongoing training to ensure exceptional customer experiences.
An initial startup cost of 200K is anticipated, with revenues expected to grow steadily.
The cost structure includes food costs, labour costs, marketing and advertising, equipment maintenance, insurance, licence and permits and the rent of the premises and utilities as detailed in Appendix 2. The business model is, at the base, cost-driven, with some elements of personalised service and customised products to add value to the offering and gain a competitive advantage in its category (Osterwalder & Pigneur, 2010). 
The anticipated revenue streams will be from food sales, deliveries, catering services, and branded merchandise like customised cups and mugs. A strong relationship with the key partners and our unique customer interaction and engagement in community life will enhance and consolidate our revenue streams (Barringer et al., 2018).
Attached is a detailed financial plan with preview costs to set up the business. The profit and loss projections, break-even analysis, and cash flow forecasts will be analysed in the following work.
The business is committed to sustainability, including minimising waste, using eco-friendly packaging, and sourcing ingredients locally to reduce our carbon footprint (Burns, 2011 on strategies for success).

Opening a fast-food restaurant in the UK requires several documents and permits to ensure your business complies with local laws and regulations (Barrow, 2023. Here is a list of essential documents and permits that the start-up will seek to comply with UK legislation. The business will be registered as a limited company with the Companies House and HM Revenue and Customs (HMRC). It will also be registered with the local council at least 28 days before opening. This can be done online through the Food Standards Agency (FSA) website.
For the business to obtain the Food Hygiene and Safety Certification, it will ensure that all staff handling food have the necessary food hygiene certificates and will receive a food hygiene rating from the local authority's Environmental Health department.
To comply with the Health and Safety requirements, the restaurant will implement health and safety procedures and ensure the business complies with relevant health and safety regulations. The company will work with other key partners in the community to ensure proper waste disposal procedures and services, including recycling and waste collection, in compliance with environmental regulations.
To comply with the UK employment laws, the person responsible for the admin and HR will ensure all employment contracts for all staff meet the requirements of the UK law, including minimum wage requirements. The business will have public liability insurance to protect it from legal claims. The firm will also apply for a Fire Safety Certificate from the local authority for the premises.

Conclusions
Urban Fast Food aims to provide a unique and sustainable fast food experience that resonates with our target market. With a diverse menu, a commitment to quality and sustainability, and a strategic location, there is confidence that the fast food will succeed in the competitive fast food industry. By delivering exceptional service and delicious food, the business will build a loyal customer base and establish itself as a prominent player in the market. Staff are excited to embark on this journey and look forward to serving the community with delicious, wholesome, fast meals. 






2.	I will reflect on my entrepreneurial journey using the Gibbs Reflective Cycle.

Description (What happened?):
According to the trait theory (Chell et al., 2008)., I achieved a total entrepreneurial score of 75%, indicating an overall solid aptitude for entrepreneurship. My autonomy score is 67%, showing that I have a reasonable level of self-reliance. My creative and risk-taking scores are high at 92%, indicating a high level of creativity and willingness to take risks.

Feelings (What were you thinking and feeling?):
I  may be feeling a mix of emotions. My overall score of 75% suggests that I have the foundational skills and mindset for entrepreneurship, which can be a source of satisfaction and confidence. My high creativity and risk-taking scores may excite and motivate me, as these are essential for innovation and business growth. However, my slightly lower autonomy score might indicate room for improvement in self-reliance, which could make me feel determined to enhance this aspect of my entrepreneurial skills.

Evaluation (What was good and bad about the experience?):
The good aspects of my entrepreneurial assessment are high creativity and risk-taking scores. These qualities can be valuable assets when identifying new business opportunities and taking calculated risks to achieve success. My overall score of 75% is also a positive indicator of my entrepreneurial potential.

On the other hand, the autonomy score of 67% suggests that there might be some areas where I could enhance my ability to make independent decisions and take charge of my entrepreneurial journey. It is essential to recognise that autonomy is crucial for entrepreneurship, as it allows you to navigate challenges and opportunities confidently. Kirzner (1999, in Burns, 2011) attributes to entrepreneurs a sense of alertness in recognising opportunities and exploiting them consequently. 

Analysis (What sense can you make of the situation?): 
My high creative and risk-taking scores are excellent attributes for entrepreneurship. Creativity helps me develop innovative ideas, while a willingness to take risks can lead to new ventures and business growth. These qualities suggest that I have a strong foundation for entrepreneurial success.

While not low, the autonomy score indicates that there may be room for improvement in making independent decisions and taking control of your entrepreneurial path. This can be addressed through self-awareness, self-confidence, and perhaps seeking mentorship or guidance to enhance my autonomy in decision-making.

Conclusion (What else could you have done?):

To further develop my entrepreneurial skills, I will consider the following steps:
Investing in my self-confidence and self-reliance by seeking opportunities to make independent decisions, take on leadership roles, and trust my judgment. Next, by leveraging my creativity and risk-taking mindset, I will continue to explore new ideas and embrace calculated risks to capitalise on business opportunities. Furthermore, I might consider seeking mentorship or training in areas where I could improve, such as autonomy or specific entrepreneurial skills.

Action Plan (If it arose again, what would you do?):
Moving forward, I focus on enhancing autonomy skills by actively seeking opportunities to make independent decisions and take charge of my entrepreneurial journey. Additionally, I continue to nurture my creativity and risk-taking mindset, as they are essential for entrepreneurial success.
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Appendix:

1. Swot Analysis of the Business (Campbell et al., 2011)


	Strengths:

Unique food offerings or dietary accommodations.
Strong focus on customer service and experience.
Use of technology for convenience and efficiency.

	Weaknesses:

Limited brand recognition as a new entrant.
Potential higher costs due to quality ingredients or technology investments.
Dependency on local market dynamics.


	Opportunities:

Increasing demand for fast, quality food options.
Potential for partnerships with local businesses or events.
Expansion of online ordering and delivery services.

	Threats:

Competition from established fast food chains and local eateries.
Economic downturns affect discretionary spending.
Changes in food safety and health regulations






2. This is a list of standard utilities and equipment needed for the fast-food establishment:
(the prices were taken from the suppliers' website, and these are the rates considered on 2/02/2024)
Cooking Equipment:
•	Commercial fryers -£274 
•	Grills or griddles £201.60

Food Preparation Equipment:

•	Microwave ovens  £69.99

Refrigeration and Cooling:
•       	Freezers for storing £969
•	Refrigerated prep tables £635
•	Undercounter £443
Ventilation and Exhaust Systems:
•	Commercial ventilation £1559
•	Exhaust fan
Sinks and Dishwashing:
•	Multiple sinks £ 1065

•	Handwashing £8.69 

•	Total £14.810.28

Cash Registers and Point of Sale (POS) Systems:
•	Cash registers or POS systems for processing orders and transactions.
•	Receipt printers and cash drawers., pans, and baking sheets.
•	Cutting boards, knives, and utensils.
•	Food storage containers and lids.
•	Serving trays, trays, and baskets 
•	Trash bins and recycling bins.
•	Fire extinguishers and fire suppression systems.
•	First-aid kits.
•	Safety signs and emergency exits.HVAC (Heating, Ventilation, and Air Conditioning):
•	Proper climate control to maintain comfortable dining conditions.

Lighting:
•	Adequate lighting for both the kitchen and dining areas.
Pest Control:
•	Pest control measures to prevent infestations.

The business needs to ensure that all equipment is adequately maintained and that staff are trained to ensure food safety and operational efficiency in the restaurant. 


3.	Business Model Canvas screenshots and link:

https://app.conceptboard.com/board/45iq-bu6h-mmyq-h138-t5yz
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See below for more screenshots (pp.15-16)

Key Partnerships:
Suppliers: Establish relationships with food suppliers to ensure a consistent and reliable source of ingredients. Also, a business partnership with other businesses in the community, like Affinity Water (water supply) and Biffa (waste management)
Delivery Services: Partner with food delivery platforms (UberEATS, Eat, Deliveroo for off-premises sales).
Local Farmers: Collaboration with local farmers for fresh and seasonal ingredients.

Key Activities:

Food Preparation: Prepare and serve fast food items quickly and efficiently.
Customer Service: Provide excellent customer service to enhance the dining experience.
Marketing and Promotion: Create marketing campaigns to attract customers.
Inventory Management: Manage food inventory to minimise waste and maintain freshness.
Quality Control: Ensure food quality and safety through regular inspections.

Key Resources:

Skilled Staff: kitchen staff and front-of-house employees.
Kitchen Equipment: The business will invest in high-quality cooking and food preparation equipment.
Location: strategic and high-traffic area.
Branding: The business aims to develop a strong brand identity and logo.
Online Presence: website and social media for online visibility, own online app for ordering food

Value Proposition:

[bookmark: _Hlk157970927]Quick Service: Offering fast and convenient dining options for busy customers.
Affordability: Providing reasonably priced meals to cater to a wide range of budgets.
Variety: Offering a diverse menu with options for different tastes and dietary preferences.
Quality: fresh food that is tasty and meets quality standards.

Customer Segments:

Local Residents: nearby residents who are looking for quick and affordable meals.
Office Workers: professionals and employees in nearby offices for lunchtime meals.
Families: Family-friendly options to attract parents and children.
Tourists: Catering to tourists seeking local fast food experiences.

Channels:

Physical Location: Drive walk-in customers through the restaurant's storefront.
Online Ordering: Enabling customers to order through a website or mobile app.
Food Delivery Apps: food delivery platforms for off-premises sales and own online app.
Social Media: Promoting the restaurant and engaging with customers through social media channels.

Customer Relationships:

Personalised Service: friendly and personalised service to build customer loyalty.
Feedback and Improvement: collecting customer feedback to enhance the dining experience.
Regular Updates: keeping customers informed about menu changes, promotions, and events.

Cost Structure:

Food Costs: Expenses related to purchasing ingredients and supplies.
Labour Costs: Employee salaries, wages, and benefits.
Rent and Utilities: Costs associated with the physical location.
Marketing and Advertising: Expenses for promoting the restaurant.
Equipment Maintenance: Costs for maintaining kitchen equipment.
Insurance: Coverage for liability and property insurance.
License and Permits: Fees for licenses and permits required for operation.

Revenue Streams:

Sales of Food: Generating revenue through the sale of fast food items.
Delivery and Takeout Fees: Charging fees for delivery and takeout orders.
Catering Services: Offering catering for events and gatherings.
Merchandise: Selling branded merchandise such as t-shirts, caps, or mugs.
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