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Part 1
The changing landscape in the tourist industry and consumer tastes and preferences necessitate businesses and entrepreneurs to make significant changes to meet evolving customer needs. According to the Anholt-Ipsos Nation Brands Index study, the UK ranks 4th among the nations favouring tourism (VisitBritain.org., n.d.). This means it provides a platform for entrepreneurs to profit in the industry. However, like any other industry, it would require the entrepreneur to think and choose a venture that would be profitable in the long run and suitable for the economy. This essay proposes a unique hospitality business concept that aligns with a Business Model Canvas (BMC) framework provided in the Appendix. The business venture that looks profitable is a sustainable, eco-friendly boutique hotel. The BMC framework will help guide the development of several aspects of the venture. Also, this essay will use several examples UK-related to justify some of the decisions in developing the venture. 
While it is imperative to provide an analysis of the factors that led to the choice of the boutique hotel through the BMC framework, it is first essential to define this type of business venture. A boutique hotel is a hotel that is smaller, more intimate, and has a capacity of less than 100 people (Dall'Agnol, N.S.C. and Nakatani, M.S.M., 2018). Despite being small, they offer significant competition for the large five-star hotels, given that they provide personalized services and several entertainment amenities. On to the business model canvas, the customer segment/ the target market of the eco-friendly boutique hotel venture would be environmentally conscious travellers (check Appendix). One common theme among these eco-tourists is to have a sustainable and luxurious experience during their tourist adventures (Angelopoulou, A.E., 2021; Jackson, T. 2018). Also, the venture is further viable given that most UK residents are more inclined to utilize environmentally friendly transport and accommodation (Guttridge-Hewitt, M. 2022). So, having an environmentally friendly boutique hotel is likely to be a profitable venture for me, an advantage to sustaining the environment.  
Our value proposition would be to maintain sustainability without compromising or affecting customers' luxurious experience. The venture will feature eco-friendly amenities, various innovative energy-saving technologies, and partnerships with suppliers to ensure the supply process is sustainable and has a low carbon footprint (Amatulli, C., De Angelis, M. and Stoppani, A., 2021; check Appendix). This value proposition is superior to competitors using only superficial green initiatives like reusing or recycling products (Kant, C. 2023). While this system is effective, it is backward and compromises the tourists' luxury. Their lack of partnerships with the suppliers sets them apart from our venture. A sustainable system should be in the entire supplier chain and not only visible in the company. Our value proposition is one that we control throughout the entire supplier chain: the suppliers, our services, and the technologies we use to serve our customers. 
Marketing is essential in bringing attention to the market and making the market aware of the presence of a product. The channels that seem adequate for this venture include digital platforms, especially the business' website, online travel agencies, and social media. Last-minute and Hays Travel are the online travel agencies that have proven effective in the UK (Poncio, M. 2023; Boley, M. 2023). Statista.com reveals that WhatsApp is the UK's most used social media platform (Dixon, S.J. 2023). One advantage is that social media has become an integral part of the Britons, so advertising through social media, say Facebook and Instagram, can help advance the venture's ads through WhatsApp, thus enhancing its popularity on YouTube, integral, and TikTok (Dixon, S.J. 2023; check Appendix). This will help create a social media following that will increase daily and popularize the venture. The cost would not be high. It is usually recommended that before a venture can stabilize, it is imperative to use the cheapest method possible. Using the selected social media sites entails the most affordable methods possible. However, we will likely use advertisement agencies before using them as we expand our operations to other regions still within the UK. 
Regarding customer relationships, the venture will utilize organic spa treatments, eco-friendly guided tours, and interactive training sessions/programs on sustainable living. It is imperative to note that the venture would be at its infant stages, so these are some of the customer relationship aspects that the venture can use at that particular use. Fortunately, the venture's website is another platform that can help communicate with consumers, especially by giving them information regarding tour guides and training sessions (check Appendix). However, we will develop the venture near tourist attraction sites (Cairngorms National Park, Scotland and Pembrokeshire Coast National Park, Wales just to name a few) the UK to save on any transport and logistics costs associated with taking the tourists to the attraction sites (fatbuzz, 2023). The training programs will help customers and the local community better understand the venture (the hotel's) policy regarding their strict adherence to sustainability and luxurious tourist experiences (Amatulli, C., De Angelis, M. and Stoppani, A., 2021). Building a community or following in creating and maintaining sustainable tourism will be the key aspect of this business venture's consumer relationship element of the Business Model Canvas (BMC) framework. 
While the business venture depends on room bookings as its primary source of revenue, there are some creative ways that the company can also utilize to make money. One of these methods will be to use eco-tour packages and host events around the attraction sites for a fee (Crowe, E. 2023; check Appendix). Still, the venture can partner with established companies on the events to increase revenue generation. Also, the booking process allows the venture to understand the clients better (Kurpjuweit, S. and Wagner, S.M., 2020). These returning clients help increase revenue as it helps the venture develop specialized packages for them. The reason for their return visit is usually self-explanatory, such that they enjoy it. These individuals can support the venture and enhance its customer base by recommending it to other users. So, the number of customers or our venture will depend on the service quality we gave the first/ initial customers. 
While the venture has its value propositions, something that will make it stand out, it must be associated with various activities that propel it towards it. One of the first and most significant activities is checking on developing a strategic partnership with the local suppliers to ensure that they adjust to operating only for organic food (Droin, F. 2018; check Appendix). Other activities will include purchasing and installing renewable energy resources. To maintain its credibility and commitment, the hotel will help provide more information to the public regarding its commitment to serving its clientele while remaining profitable. However, the activities cannot be executed effectively without resources. The company will have two classes of resources that, when used, will help enhance the quality of life. The first includes all physical resources like equipment and the company's premises. Apart from these resources, training the employees and acquainting them with compelling and actionable sustainable practices they can use to enhance the guests' overall experience would be imperative.   
The cost structure of the boutique hotel business venture requires careful consideration to ensure a comprehensive record of all the costs to be incurred before starting the venture. Some of the components include the initial investment in green technologies (Davies, M. 2023; GOV.UK, 2022). These include solar panels and the impact of energy-efficient HVAC, among others. The venture might be renovated or constructed especially to conform to eco-friendly standards and requirements. However, building and renovations are not the only ways a business venture can reform to the sustainable practices of the new venture (Geng, C. and Eamural, P., 2022). Training and development costs are also significant, and a business venture must cater to the overall effectiveness of the establishment. Another associated fee would be in the acquisition of certifications and compliance. The certification and compliance are also associated with the cost structure of the business venture. Obtaining these certifications is challenging, especially when making its financial obligation before the service (Geng, C. and Eamural, P., 2022; Walker, A. 2023). It is also clear that the government in the country is making reforms and advances to ensure that accessibility of green technology ceases to be a problem.
The UK's tourism industry has presented opportunities that businesses and entrepreneurs can exploit to develop ventures that can make them significant profits. There is a gap to fill; the market is ready to be used. The Business Model Canvas (BMC) framework has been a unique tool in guiding the choice and developing the business venture. Fortunately, it has a superior value proposition; the BMC also helped us outline the other resources required and what needs to be done to help the project grow. 
Part 2
Reflection is usually a great tool to assess one’s weaknesses and strengths regarding a particular issue. Through reflection, one can understand what they should do in the future when they find themselves in a similar situation. While there are several reflection models, Adeani, I.S., Febriani, R.B. and Syafryadin, S., 2020) Gibbs Reflective Cycle seems to be an effective method one can use to assess oneself as it details a description of the situation, feelings following the situation, evaluation and of what one made of the problem, leverages academic writing concerning my paper, analysis or making sense of what happened, and a conclusion of the entire situation and the related reflection. 
As students pursuing entrepreneurship, the instructor arranged and brought in questionnaires for each class member to fill out and later on discuss whatever one had gathered from the questionnaire regarding their motivations and entrepreneurial tendencies. While we were expected to answer some questions, I was more focused on pondering the entrepreneurial aspect, as asked in the questionnaire, than any other spiritual or intellectual aspect (Baker, T. and Welter, F., 2020). I noticed that I was more inclined to lead an innovative leader. 
Before the questionnaire exercise, I never knew I had entrepreneurial and leadership in me. This realization made me happy, knowing I could do something for my life, the community, and the globe. After realizing the questionnaire prepared us for what would come, I removed all the nervousness. Looking back, I am glad and satisfied that the questionnaire helped me re-evaluate my life (Baker, T. and Welter, F., 2020). Entrepreneurship forces us to be cautious, not wanting to get mixed up in things that do not matter to one’s future. In my case, I only care about if my efforts add value to helping the masses. 
In evaluating the exercise, I can attest that I immensely enjoyed the session. I can at least converse or engage someone in an intellectual argument. I realized I could express myself and what I feel without fear after learning that I fell under the openness personality trait (Baker, T. and Welter, F., 2020). This trait is required of an entrepreneur as I must meet with many people to discuss many deals. 
I have developed so much interest in entrepreneurship despite not knowing I could be an entrepreneur because of my desire to add value to society. Two theories can explain my concept of adding value. According to the Innovation Entrepreneurship theory, an entrepreneur is different from other business people as he looks for innovative ways to reduce production costs and increase demand for a particular product. Also, my type of entrepreneurship caters to every member of society, irrespective of culture. This matches with sociological entrepreneurship theory, in which an entrepreneur considers every aspect of culture, taboos, and everything around to ensure that the idea or business venture they establish will cater to everyone‘s needs.
The entrepreneurial exercise in class enhanced my entrepreneurial practice and inclination and showed the importance of aligning my entrepreneurial practice with those of my values. It would be much easier to be an entrepreneur authentic to their values. That way one can never contract themselves. 
In general, tourism in the UK is a growing industry with massive opportunities entrepreneurs can exploit for profit. However, one has to stand out because, in a situation where there is an opportunity, the market usually floods with business people offering mediocre services. To stand out in such a market, one must have a strong and distinct value disposition that beats the market commoners. Using the Business Model Canvas (BMC) framework, I identified eco-friendly boutique hotels as my one business model that can be effective in the UK market and profitable in the long run. The UK has numerous tourist attractions, and having my venture near these sites could be worthwhile. The fact that I offer eco-friendly and sustainable accommodation without compromising luxury makes me a shark in the market. I have the potential to thrive and even open branches in future. This aligns with my personal beliefs of creating value for the people. 
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   Local suppliers
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*Establish strategic partnerships with the local suppliers.
*Stock only organic foods
*Acquire and install renewable technologies and sources of energy.
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Providing services and accommodation that are environmentally friendly.
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*Digital platforms, like the company’s website, online travel agencies, and social media. 
*Online travel agencies like Hays Travel and Last-minute. 
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*Adults
*Gen Z
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*Physical; machinery and the venture’ premises.
*Human resources; trained employees.
	
	[image: ]
*WhatsApp
*Facebook
*YouTube
*TikTok 
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Most Expensive Resources
*Land Purchase and Acquisition
Least Expensive Resources
*Employee Training and Education
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*Providing accommodation or accommodation fees paid by the tourist. 
*Touring services like tour guiding around the attraction sites nearby and within. 
*Host events where tourists pay an entrance fee to attend. 
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