























Artisan Inn is a boutique hotel that combines art, culture, and sustainability. This idea is in response to the growing desire of consumers for travel experiences that go beyond traditional tourism and are meaningful and captivating. The hotel is unique because of its eco-friendly operations, local partnerships, and personalised guest experiences—all of which are ingrained in its design to appeal to the kind of selective traveller who seeks authenticity and a sense of place.

Artisan Inn builds strategic alliances essential to its brand identity in order to craft a distinctive thematic essence as Wheeler et al. (2011) teach in their study. According to the study by Du Cros and Jolliffe (2014), important partnerships include local artists who turn the hotel into a vibrant gallery that hosts live sessions and showcases regional artistry. Dangi and Petrick (2021) claim that cultural institutions are essential because they provide educational workshops and heritage tours that acquaint visitors with the history and customs of the area. Environmental partnerships are also important; organic goods from nearby farmers support the hotel's farm-to-table culinary offerings by ensuring their sustainability and freshness. According to Chi et al. (2022) Journal, the hotel's green credentials have been improved by the implementation of eco-friendly programmes, such as waste reduction and energy conservation, which have become operational standards. By knitting a tale of environmental responsibility and community integration into the fabric of the guest experience, these synergistic partnerships do more than just provide goods or services; they elevate the hotel from a place of lodging to a steward of ecological and cultural value.
The essence of Artisan Inn boutique hotel identity is derived from its core activities, which are influenced by Camillieri's (2023) journal. A key component of the hotel's transformation into an evolving canvas where visitors engage with art in private settings is the curation of art exhibits. By providing profound experiences like traditional festivals and live performances, cultural event organisations also help to close the gap between tourists and the local way of life. Green practices are integrated into everyday operations, which is similar to Barakagira & Paapa's case study of Kampala (2023); they vary from recycling programmes to the use of renewable energy sources, all of which highlight the hotel's dedication to sustainability. Together, these initiatives create an engaging story that positions the hotel as more than just a place to stay but also as a refuge for culture and the environment. This operational philosophy is similar to that of the Art Series Hotel Group, which believes that incorporating art into hospitality improves the guest experience and strengthens the hotel's unique market position in addition to providing just a place to stay (Fairmont website, 2024).
According to Seyfi et al. (2020) views on tourism, the French Riviera offers the ideal setting for the hotel's target market segments because of its combination of luxurious leisure and untouched landscape. It serves a broad spectrum of customers, from youthful, eco-aware travellers to seasoned travellers who have developed a taste for cultural diversity without sacrificing their environmental principles. These visitors, who are looking for experiences that balance luxury and sustainability, are frequently drawn to the area by its glitzy reputation, crystal-clear waters, and beautiful hills.
The hotel's customised offerings, which are meticulously tailored to suit these preferences and are inspired by the study of Poponi et al. (2020), include guided eco-tours that explore the Riviera's hidden coves and terraced vineyards, thereby promoting a deeper understanding of the region's biodiversity. Inspired by Bendix's (2018) book, cultural workshops and events honour regional customs and offer genuine Riviera experiences, ranging from Provençal cooking classes to private art collection viewings.
Aligned with platforms such as Responsible Travel, the hotel strategically places itself at the intersection of upscale travel and ecological principles, capitalising on the growing trend of responsible tourism (Cheer et al., 2021). It tells a story that supports the preservation of the natural and cultural riches of the French Riviera while also being in line with its rich and artistic past. By doing this, the hotel secures its position in a cutthroat and dynamic industry while simultaneously satisfying the needs of its current clientele and helping to preserve Riviera's charm for future generations (Anup et al., 2015).

The hotel's customer relationship strategy relies heavily on the ideas of effective communication, responsiveness, empathy, personalisation, and consistency, according to the study by Kandampully et al. (2023), guaranteeing a guest experience that goes above and beyond the typical comparable business. Upon arrival, guests are attracted by appealing direct booking bonuses that provide them with more than just lodging; they are also offered a customised experience with unique room choices and custom facilities. With a focus on proactive engagement and responsive service values, the communication strategy has been carefully planned to make each guest interaction feel meaningful and personal.
In line with Nazir and Islam's (2020) examples, the hotel's staff is trained to anticipate and comprehend the needs of its customers, thereby guaranteeing a stay that feels particularly personalised. Daffy (2019) claims that in addition to this individualised approach, the hotel offers a loyalty programme that goes above and beyond traditional rewards by providing guests with experiences that strengthen their connection to the hotel's environmental and cultural themes, promoting return business, and creating a sense of community among visitors.
The hotel not only meets but surpasses guest expectations by imitating the superb guest relations demonstrated by The Serras in Barcelona, resulting in a charming and customised ambience that greatly appeals to its clientele (Tale A Guest website, 2023). As per Nareth et al. (2013), the hotel's deliberate focus on fostering strong and significant connections guarantees that it not only preserves its competitive advantage but also cultivates a devoted clientele that appreciates the unique themed experience the hotel provides on the French Riviera.
According to Hwang and Kim (2021), Artisan Inn, which is located on the French Riviera, targets a specific market segment that includes eco-aware young adults and seniors who value sustainability and rich cultural diversity. This group of people is drawn to the Riviera because it offers a unique combination of scenic beauty and sophisticated culture. According to a study by Volo and D'acunto (2021), the hotel's services are tailored to meet the needs of these customers, who also want genuine cultural experiences and eco-friendly travel. This demand is supported by the popularity of websites like Responsible Travel. The area's reputation for luxury and relaxation is used to draw tourists who want to indulge without sacrificing their cultural or ecological values. By concentrating on these markets, the hotel takes advantage of the growing trend of responsible tourism and offers experiences that highlight the distinctive cultural and environmental stories of the French Riviera, making it stand out in a crowded market.
Artisan Inn has a strong online presence and uses Facebook, TikTok and Instagram to highlight its theme appeal, which includes local art and blue waters. Travellers from all over the world are drawn to the Riviera’s allure because of its exclusivity and diversity of culture. A population interested in sustainable luxury is drawn in by captivating content that highlights the area's beautiful scenery and the hotel's environmentally conscious efforts (Aydin, 2020). Similar to CitizenM's approach, influencer partnerships and focused marketing campaigns on these channels reflect the hotel's story and guarantee visibility to travellers looking for distinctive experiences (Buhalis et al., 2023). In addition to marketing, this multi-channel digital strategy seeks to create a sense of anticipation and desire for the experience by connecting prospective visitors with the French Riviera's essence through storytelling, long before they ever set foot there.
According to Hudson's (2017) study, the hotel generates money by charging more for themed experiences, collaborating with regional artists, and offering classes and other special events. This is similar to the revenue model of Dublin's Schoolhouse Hotel, which uses its former use as a school to draw in visitors to its distinctive historical narratives (Schoolhouse website).
The hotel's cost considerations include investments in themed decor, art, and the creation of classes and tours. Significant costs are also associated with marketing and green practices. As demonstrated by the environmentally conscious Six Senses Hotels Resorts Spas, where environmental initiatives are a core part of the investment, this is a typical financial model for boutique hotels that prioritise unique experiences (Rumpf, 2014).

The business plan for Artisan Inn boutique hotel situated on the French Riviera, combines customer-focused services, sustainability, and cultural enrichment in a sophisticated way. The project has the potential to succeed because it is in line with current market trends and consumer behaviour that favours distinctive and meaningful travel experiences. The execution of its value proposition, which guarantees that each guest's stay is more than just a transaction but rather a memorable experience that resonates with their personal values and interests, will be crucial to its predicted success. Incorporating sustainable practices with local culture not only meets the needs of contemporary tourists but also benefits the environment and local community. This results in a business model that is not only profitable but also socially and environmentally conscious.









Reflection

Looking at the geometric shapes on my GET2 test result, I saw a clear reflection of my previous roles and their lasting influence. Memories of working as a receptionist at a busy hotel come back to me as I think about the 'Need for Autonomy' at 50% and 'Calculated Risk-taking' at 58%. This clouded my evaluation of these scores.
I worked hard in that hotel, but I was constantly under the watchful eye of a manager who never seemed to be satisfied. Although I was alert and inclined to do more than just fulfil my responsibilities but also correct other people's mistakes, praise was nonexistent. Instead, self-doubt was planted by the frequent corrections. I understand now that this experience chipped away at my confidence, making me question if my supervisor's seemingly arbitrary standards were to blame me. I didn't value my work or my worth at the time because I was so focused on meeting everyone else's demands.
A more thorough reflection on these influential events is inspired by the Gibbs Reflective Cycle. At the 'feelings' stage, as Bassot (2015) helps us put into practice, I face the irritation and self-doubt that my boss's constant criticism has created. "Evaluation" forces me to admit that, although the criticism was depressing, it was also a distorted picture of my capabilities, not a true indicator of my aptitude or potential.
As I shift to "analysis," I use scholarly models to reinterpret the situation. According to the locus of control theory, people tend to blame either external or internal factors for results. My locus of control may have shifted outside in response to unrelenting criticism, unintentionally weakening my belief in autonomy and personal control. I use Bandura's Self-Efficacy Theory as Koutroubas and Galanakis, (2022) explain, which declares that self-belief is essential for success. To boost my self-efficacy, I am therefore going to ask for constructive criticism, establish goals for myself, and acknowledge minor successes.
The goal becomes evident when I apply this reflective process to my essay about Artisan Inn: to develop a management style and corporate atmosphere that stands in direct contrast to my previous experiences. I imagined that building a culture of self-affirmation and personal development at Artisan Inn would not only strengthen my own "Need for Autonomy" and "Calculated Risk-taking," but also allow my team to work with confidence and creativity.
To sum up, the GET2 exercise has been a helpful tool for letting me reflect on and reevaluate my career path. I am defining a path for business strategy and personal growth that supports independence and measured risk by applying academic theories and critically evaluating the influence of my early experiences in the hospitality sector. By doing this, I am not only redefining my professional identity but also making sure that a business-like Artisan Inn, as I imagined it, could be a hub of creativity and confidence—attributes that I now understand are essential to the success of any business venture.   
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