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[bookmark: _Toc156933932]Introduction
[bookmark: _Toc156933934]This essay will introduce a new business venture in East Sussex. This business will be based on a pet service that promotes pet care to their customers who have pets in this area. Pet Haven Resort intends to revolutionise the pet-friendly experience by including cutting-edge aspects, partnering with adjacent pet services, and creating a cosy, welcoming ambience inspired by current trends. In this regard, this essay will apply two models that will help to analyse the business intensities and learning activities of the owner of this business from his entrepreneurship test. The business model canvas and Gibbs reflective model will be used in this essay. Pet Haven Resort offers unique, personalised, and exceptional pet experiences to fit changing consumer requirements.
Critical Evaluation of BMC and the Driving Factors that may Contribute to “PetHeaven” Resort Success
The value proposition of this Business 
The business is particularly suitable for patrons wanting the highest quality and personable care for their pets. The committed staff ensures that the pets receive the best care for the guests to achieve maximum relaxation. Furthermore, the organisation's use of the latest technologies and partnership with local pet companies gives it the potential to experience the best pet-friendly energy.
It can flawlessly blend present-day architecture with a homey ambience. Personalized service, cutting-edge pet care, and original pet housing make Pet Haven Resort distinctive in terms of its service and product combination, redrawn for the evolving needs of pet owners. Set in the glorious East Sussex surroundings, the resort offers bespoke and suitable pet-friendly vacations. Association with local companies has allowed for original items and facilities that are adapted to the unique needs of the local pet owners.The modern, all-inclusive Pet Haven Resort emphasises the value of individualised attention, state-of-the-art facilities, and a warm environment. This all-encompassing strategy guarantees a remarkable, trend-focused, and all-encompassing experience for both owners and their pets. 
Similar Web Analysis for Competitors 
In West Sussex there are various types of companies are already existing their market on that industry. From the analysis based on a similar web, it has been seen that the Jolly Sportsman(THE JOLLY SPORTSMAN. n.d.)is a major competitive market in East Sussex. The animalsatHome is another leading company that has a major market share in that market (Animals at Home Ltd. 2024). 
Customer Segments (Target Audience):Through digital channels, we want to reach pet lovers and highlight the unique qualities of the offerings. Since pet owners' holiday plans and leisure activities tend to align with seasonal patterns and local events, these factors have a substantial impact on the business(Das et al., 2021). The business aims to cater to pet owners who have high standards and value personalised care. Incorporating state-of-the-art amenities, establishing strategic relationships, and cultivating a welcoming ambience are what set PetHaven Resort apart from its competitors. For all of these reasons, PetHaven Resort is the best choice for dog owners looking for a chic and all-inclusive resort.
Channels:From a similar web analysis,it has been seen that, renowned companies like thejollysportsman(THE JOLLY SPORTSMAN. n.d.), The Animals at homehave strong online platforms(Animals at Home Ltd. 2024). They have a heavy range of customer visiting per day on their websites. This higher demand has promoted a better result in their overall profit in their pet services. From the sources, it has been seen that they have mostly focused on streaming and online TV, Search engines and social networking in their promotion of business. Efficient communication and booking processes are facilitated by digital channels, including a user-friendly website and many social media site navigation (Daouet al., 2020). Therefore, by engaging in collaborative advertising, this company may effectively expand their target audience by partnering with adjacent pet enterprises. In order to inform consumers about exclusive promotions and distinctive pet encounters, this business uses e-newsletters and customised notifications. Physical touchpoints include the careful placement of leaflets and signage at local pet-related businesses (Micieta et al, 2020). Its convenient on-site personal assistants and efficient online reservation system facilitate the acquisition of necessary things and services. 
Customer Relationships: The customer relationship is an essential factor for the business. In that case, this business will follow the social media pages and constantly contact to the clients through email. In order to maintain a positive customer relationship this business will promote a customer loyalty program for those who are their repetitive customers. 
Revenue Stream: PetHaven Resort's revenue streams complement contemporary business. Freemium models charge for premium services like grooming and training while delivering basic services for free. The Resource Dependency Theory suggests partnering with local pet care providers to boost profitability and pet-friendliness(Muhtaroğlu et al., 2013). Another revenue stream is based on the selling of pet products and related accessories. This may be done by providing pet owners with unique accommodation options, accessories, and toys in their resort business where they will accommodate the proper pet care services with extra care.
Key Resources: PetHaven Resort has state-of-the-art pet facilities, accommodations that warmly welcome pets, strong partnerships with nearby pet services, and a stylish and welcoming atmosphere, all of which contribute to its exceptional value. In that case, the collaboration of the nearby partners of pet care is considered as essential resource who are who are send their pets with their owners to that pleasant spot (Simanjuntak, 2021). In that case, technological advancement is another essential resource that can promote an elegant and sophisticated atmosphere for the pets and their owners. These materials are crucial for meeting the growing demand for pet-friendly lodgings and transforming the whole pet-friendly accommodation offering in the contemporary hotel industry(Eisape, 2019). 
Key Activities: Opening PetHaven Resort requires locating a decent site in a pet-friendly community with plenty of green space. One must get permission and leases to run a dog-friendly establishment. This business may create indoor play areas to make places more dog-friendly throughout the design. A booking site with user-friendly interfaces improves website functionality and online revenues. Salespeople must find dog-savvy professionals to help. Operational activities include selling pet products at the hotel's gift shop. The campaign involves working with local pet influencers to improve their social media presence. Security may be achieved by installing pet-friendly surveillance systems(Sort and Nielsen, 2018). It provides high-quality spa services and pet grooming. 'Paw-ties' themed pet birthday parties are a terrific marketing tool. 
Key Partnership: PetHaven Resort partners with nearby pet services to provide a cohesive pet-friendly experience. One of the major partners of PetHaven Resort is Pet Supplies Sussex. This partner of Pethaven offers a variety of dog foods to the resort. Another major partner of PetHavenResort is KDT Pet Supplies Ltd. PetHaven Resort depends on important suppliers like Pet Supplies Sussex (Petsuppliessussex, 2024) and KDT Pet Supplies Ltd (. They offer premium dog food and necessary pet supplies, guaranteeing a seamless, pet-friendly experience. These collaborations improve the resort's capacity to efficiently accommodate each pet visitor's dietary and care requirements.
This supplier of PetHaven offers pet foods of different types and they are one call away from the resort. PetHaven Resort optimises its business strategy, minimises operational risks, and obtains key assets via these collaborations to provide consumers and their beloved canines with an amazing experience. Access Over Ownership recommends working with pet food and supply providers to offer a broad range of high-quality products to save inventory expenses (Murray andScuotto, 2015). Tourism companies may assist us recruit pet-friendly guests. This works with channel intermediates. These critical connections make PetHaven Resort popular with pet owners. PetHaven Resort partners with local firms like "Eastern Sussex Pet Shops" to offer the best facilities for furry visitors in an eco-friendly(Majidah et al., 2021), community-driven refuge for dogs and cats.
[bookmark: _Toc156933935]Cost Structure:The resort's careful financial planning is based on modern business philosophy. According to Cost Leadership theory, a pet-friendly environment must be well-maintained and developed to preserve a competitive edge. Staff compensation and training are based on the Human Capital Theory, resulting in a highly skilled team that offers excellent pet care. The marketing budget attempts to build the pet-friendly hotel brand's reputation via Brand Equity. The Resource Dependency Theory considers cooperative partnership fees as smart investments to enhance local pet service partnerships and broaden alternatives(Eisape, 2020). Their pricing strategy prepares PetHaven Resort for development and competition in the pet-friendly hotel sector.
Conclusion
PetHaven Resort serves consumers with current business procedures. It may work with local pet services and suppliers to provide a wide range of high-quality dog goods and services. The Resource-Based View says the strategic ties and massive assets let the business dominate the market. Modern marketing helps PetHaven Resort create consumer connections and efficient channels. Finally, this novel approach fulfils the growing need for pet-friendly hotels and pioneers the changing leisure sector.


[bookmark: _Toc156678277][bookmark: _Toc156933936]Reflective Statement
Application of Gibbs Reflective Model
Description: Within a classroom setting, I took the GET2 test which determined my entrepreneurial traits based on the need for achievement, need for autonomy, creative tendency, calculated risk-taking, and locus of control. A score of 50% generally indicates that I am strong in certain enterprising characteristics and more enterprising in some situations. 
Feelings: At first, I found myself feeling somewhat tepid about my results. While I was happy to discover that I scored medium in several categories and great to see I show potential in areas like my creative tendency and my calculated level of risk-taking, I was also dismayed to see how low I ranked in both of them in what I said earlier. In need of achievement and autonomy, these traits might not be beneficial for an entrepreneur. 
Evaluation: After evaluating the results of the test, I can identify my strengths and opportunities for further improvement. First, the results of the medium creative tendency indicate that I do not often come up with brand-new ideas, but I can skillfully operate new equipment. This may reflect Schumpeter’s unique theory of innovation. One of its principles is that the creative idea must be immediately laid out in a practical version, which will develop the economy. In addition, my high ability to calculate risks and make decisions with the help of safe methods can reduce the likelihood of bankruptcy of their projects. 
Analysis: In light of the above, analysing my entrepreneurial traits using academic models such as McClelland's Theory of Needs (Osemekeand Adegboyega, 2017) and Rotter’s Locus of Control (Ahmadet al., 2023) offers more specific information related to the success chances of entrepreneurs. First, according to McClelland's Theory, one with a high need for achievement is likely to succeed as an entrepreneur because he/she is driven to excel and accomplish something. I am slightly self-confident and proactive, which is a sign of the presence of the respective realization, but I need to work more at these features and produce to successfully control and lead a business. 
Conclusion: As I consider my test results, I see how crucial personal growth is to strengthening my entrepreneurial qualities. My medium scores in the locus of control, calculated risk-taking, and creative tendency are encouraging; however, I still need to work on strengthening my drive for autonomy and success. Participating in endeavours that push me to assume greater accountability and pursue success in various settings may enhance these qualities.
Action Plan: In the coming days, I want to develop my entrepreneurial traits by following specific steps. I will begin by enrolling on free online courses, such as those offered by the Open University and Future Learn, to build my business background in various disciplines. This way, I will gain more confidence in my capability to start and run a business. Second, I will pursue small projects that have low stakes in my community. Engaging in such projects will help me develop my risk-taking and goal-achievement prowess in a controlled environment. Finally, I will always self-optimize myself while seeking guidance and feedback from my mentors.
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