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Pet shop hospitality venture using Business Model Canvas (BMC)
Paws-lover is the unique hospitality venture of this essay, which is aimed at using a business model canvas to meet the evolving needs and demands of the dynamic pet sector. Here, the business model canvas is the strategic tool for any unique entrepreneurial business that gives a virtual framework for the owner on how the new venture could offer value with key resources, customer relationships and key partners to its evolving business ideas (Klang and Alfonso, 2019). After that, a reflection on the whole essay will be provided using Gibb's reflective model to evaluate the decisions made in the business model and provide contemporary sources and examples to review the pet care industry insight with real examples in the UK market (Strulak-Wójcikiewicz et al., 2020). The pet store named Paws-lover aimed to design a unique hospitality business entrepreneurship to fulfil the demand of pet lovers and build a safe home for pets. The business aims to provide an inclusive environment for its pets and owners, providing top-notch and premium pet products with expert guidance for premium value and service. 



Using the business model canvas, the new venture of a pet shop is being created in this essay, which mainly focuses on nine building blocks, which are - customer segment, value proposition, customer relationship, revenue stream, channels, key resources, revenues, key partnership, cost structure and key activities of the new pet shop (Murray and Scuotto, 2015). 
Key partnerships could help the pet shop build a stronger, more committed society with local rescues by collaborating with pet adoption institutions that provide adoption services in the community. Building partnerships with reliable suppliers is also a must for the business to have a brand image as the pet owners are more motivated to provide premium amounts for reliable premium service for their pets, which can be more efficient by creating collaboration with event experts or trainers in their arranged workshops and pet events (Shiralkar, Bongale and Kumar, 2022). The UK pet industry has also seen a drastically changing trend towards natural, organic food with premium quality to emphasise pet wellness and fitness (Pons-Hernandez, Wyatt and Hall, 2022). The increased pet influencer marketing with pet-related content is making pet owners seek pet guidance from trainers and experts, which they can get from the trusted pet shops around them. The social interaction with the pets is another driving source to make the pets socialise, supported by the business's pet-friendly events and workshops attracting customers with stronger community and brand value (Morgan et al., 2020). Local veterinarians' referrals could be beneficial for both businesses, where they can recommend veterinary services to the customers, and vice versa for pet shops. The collaboration with the animal centre can help the business enhance community engagement by helping them find homes for their pets and conduct social responsibility (Macha-Huamán et al., 2023). 
Key activities of the business include adoption services where pet lovers and pet enthusiasts are allowed to have responsible pet ownership. They are using a streamlined process to ensure the necessary paperwork for the potential adopters to facilitate pet adoption. The business also focuses on pet grooming services for paw-lovers as the customers of the UK market are now more concerned regarding the appearances of their pets, prioritising different grooming services for their beloved pets' well-being (Shiralkar, Bongale and Kumar, 2022). For special occasions like New Year, Thanksgiving, and Christmas, the business will have different toys and accessories options for animal lovers to make their pets feel special. 
The key resources of this business model will be physical, intellectual, and online shop options, providing knowledgeable staff and inventory items to the pet owners to generate value efficiently through revenue streams (Shah, 2020). The business would hold a wide variety of inventory items for pet products to meet the different needs of the pet owners as with changing times and trends, owners are now more likely to purchase unique toys, accessories and grooming service materials besides the food items for their pets. Different occasions are celebrated by pet owners, and they mostly search for gifts to give their pets as a token of love and gratitude. (Pons-Hernandez, Wyatt and Hall, 2022). Human resources, which includes experienced staff, is one of the crucial segments for the pet shop. Having a skilled team can enhance product-related knowledge and guide the team in assisting the customers in handling pet care and daily management, increasing customer value. Another one is the online emergence, which will expand the customer market. With this media, customers can easily browse and purchase desired products, extending the market reach of the business (Evans, 2016). 
Value proposition mainly solves the lack of professional expert guidance related to the grooming and health services of pet owners. Emphasising the pet product, the pet store will have premium service related to quality food, grooming, spa and proper recommendations to take care of the pets for any new pet parents out there who have zero knowledge regarding all these issues (Osterwalder et al., 2020). To create a collaborative and strong community, the shop will also have a welcoming space for the pets to socialise with others and advise the owners to learn more about the pets (Sparviero, 2019). The ethical and sustainable practices will show commitment to the customers with sustainable practices and options for cruelty-free product items. They also include loyalty programs by offering discounts for regular customers and attracting customers. Product variety, quality service, and knowledge of staff also ensure the wellness of the pets in their shops, which enhances sustainable practices (Evans, 2016). 
To build the customer relationship blocks, the business can provide personalised and tailored assistance to meet their specific demands, addressing the individual needs of different pets. They can enhance the customer experience by remembering and using their previous preferences to ensure a personalised experience for the customers. Except for direct selling and donations, events will be held by the management to build a more dedicated and strong community that will provide large community pet shops and adoption services. With virtual assistance and feedback programs, they can listen to their customer's feedback and also make them notified regarding new arrivals through mail and social media to be more connected with customers (Scanlon, McBride and Stavisky 2021). 
Here, the customer segment is mainly the pet owners who currently have pet animals. Another is pet enthusiasts who do not own any pets but are interested in having pet animals in the future. This shop will try to determine the customers' behaviours and personalities, which will focus on demographic and psychographic segmentation to meet the diversified demands of each group of customers. The segments of this pet shop include pet owners, enthusiasts, the local community, online customers, professional trainers and corporate clients. Psychographic segmentation will help the store develop its services, giving a better client experience and making it more competitive with happy, loyal, and sustainable customer segments (Burns, 2022). The UK nation is a loving country which has seen UK statistics revealing surprising facts regarding pet market revenue and owners' spending on their pets' physical wellness, safety, and grooming, as well as different gifts for occasions like New Year, Thanksgiving, Christmas for their beloved pets representing 68% of the UK customers mainly the middle-aged groups (Ross et al., 2023). 
This business's communication channel will have both online and offline systems to reach its target markets. Nowadays, the social media platform is one of the most used and common marketing techniques for businesses to influence the purchase decisions of customers by sharing lovely pet-related content and promoting its events (Shah et al., 2021). Online shopping would also include an e-commerce service with a proper description of the pets to make the purchase convenient for the customers rather than checking in the physical store (Burns, 2022). Through the referrals of other key partners, they can also attract new potential customers willing to have services for their beloved pets. 
The cost structure also includes inventory, employee costs, transportation costs, security, marketing, point-of-sales-related costs, and animal care-related costs to start their business and remain sustainable over time. High-quality services include a higher cost structure to ensure a motivated and trained staff. Operating expenses will be a bit higher due to lease, utility and maintenance costs. Therefore, the shop needs to control its costs with the proper balance of operational costs, technological breakthroughs and digital marketing expenses. (Fadil, Abd Rahman and Dahlan, 2018). 
· Employee and trainer cost: 8000£ ×5= 40,000£ (Per month)
· Transportation cost: 3000£ (1 day)
· Care and support related to cost: 15,000£
· Security: 3,500£
· Utility and maintenance fee: 5,000£ (Per month)
· Marketing cost: 2,000£ (Per month)
· Total = 68,500£

The revenue stream is built on three different revenue categories: product sales, grooming services, and event fees of the pet shop. Product sale is generally the revenue stream arising from the selling of pet animals like birds, dogs, cats and other household items (Lewandowski, 2021). Pet owners also need grooming services for their pets to ensure a clean and healthy body, which can also be offered by the shops as another option for revenue stream to the business. Finally, the third one is event fees for pet owners and pet enthusiasts who are interested in adoption, workshops and other pet-related events. With the changing demographics and technology-driven techniques, the store should be seeking new revenue streams like unique bundles, membership programs, and subscription services to optimise the revenue streams over time (Shah et al., 2021). 
With the above business model canvas, the new venture paw-lovers can evolve as a promising business with strategic partnership, resources, and inventories to create a subscription-based model in the e-commerce platform, generating more inflows through customisation and premium service fees. 
Reflection on the business model using Gibbs reflective cycle
To make the reflection on my proposed business entrepreneurship named paw-lover, I used the Gibbs reflective cycle to highlight the overall business model using theoretical and empirical data sources of the pet shop in the UK market (Adeani, Febriani and Syafryadin, 2020). This model has six stages, which are discussed below based on my proposed venture, "Paw-lovers." 
[image: ]
Figure 2: Gibbs reflective cycle (Tawanwongsri and Phenwan, 2019)

Description
I have proposed a new innovative business venture named Paw-Lovers, which would offer premium pet products, various grooming items, services, and various toys to attract more people to my shop. Before choosing this business, I evaluated the UK statistics of the trending pet industry of the UK market, and based on contemporary examples like the big success of Amazon, an e-commerce platform in this business, I analysed my business based on the BMC model (Sicora, 2017). 
Feelings
Initially, this idea gave me Goosebumps as I am also a pet lover and have had a huge interest in nurturing and protecting animals since my childhood. This pet shop would let me combine my passion for pets, making it more interesting and supportive for me to make the business more viable. Later, I also felt a huge responsibility towards the pets and their owners as I needed to ensure quality service and food to ensure the physical fitness and wellness of the pets in my shops (Overall, 2017). It was also very surprising and pleasing to see that owners are more inclined to provide their pets with premium service rather than their development. 
Evaluation
The growing demand of UK customers to have pets and ensure their premium service has provided growth to the pet industry, with the supporting market trends having upward demand movement. Moreover, the events, adoptions and workshops related to pet owners would give my business a unique selling point despite the global presence of online marketing and e-commerce platforms. 
Analysis
The key partnership decision with local rescuers was the most effective strategy for my start-up as it introduced an ethical practice to the customer to adopt pets rather than purchase breeding pets abruptly. The grooming, spa, and different tailored services also give upward trends in the market, with professional trainers and expert advice attracting customers more towards my business. 
Conclusion
My business, combined with premium offerings, sustainable and organic food items, and a collaborative environment, is going to meet the trending demands and increase the growth of customer service in the pet industry in the UK market. 
Action plan
After the viable start-up of my pet shop, I will conduct more market research and make in-depth analysis based on customer age, family size, occupation and relationship status of the customers to understand the differentiated and integrated market of the whole UK customer base (Tawanwongsri and Phenwan, 2019). I will also focus on more partnerships with pet experts and develop a customer feedback channel to make the shop items more appealing towards the pet-lover nation of the UK market. 

	
KEY PARTNERS

· Pet adoption institution
· Reliable suppliers
· Trainers and experts
· Local community
· Local veterinarians
· Animal centre
	
KEY ACTIVITIES

· Adoption
· Grooming services
· Gift items
· Safety assurance
	
UNIQUE VALUE PROPOSITION

· Safe and comfortable experience
· Professional expert guidance
· Premium spa and grooming

	
CUSTOMER RELATIONSHIP

· Loyalty program with discounts and offers
· Customised demand meet
· Virtual assistance
	
CUSTOMER SEGMENTS

· Pet owners
· Pet enthusiasts
· Pet lovers
· Middle-aged customer group

	
	
KEY RESOURCES
· Effective inventory items
· Experienced staffs
· Online platform 
	
	
CHANNELS
· Social media
· Websites
· referrals
	

	
COST STRUCTURE
· Security
· HR cost
· Transportation cost
· Maintenance fee
· Marketing cost
	
REVENUE STREAMS
· Event fees
· Grooming and pet service fees
· Fees for experienced guidance and tips
· Membership programs
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