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Part 1
This essay examines Magic Mirror Photo Booth's operational strategies, focusing on how its value propositions and partnerships improve guest experiences in the UK hospitality industry. The objective is to showcase how the company's inventive services, strategic partnerships, and vital marketing initiatives collectively promote engagement, satisfaction, and loyalty among various customer segments. This discussion will emphasise the significance of adaptive strategies in maintaining a competitive advantage and driving business growth by analysing customised service offerings and incorporating state-of-the-art technology.
Magic Mirror Photo Booth is a company based in Southampton that provides customisable and immersive photo booth experiences at hospitality venues throughout the UK. Their goal is to enhance guest interactions strategically. The company offers Magic Mirror booths and 360-degree video setups for private and public events. Additionally, they provide Customised Tourist Packages at prominent attractions to improve visitor engagement and loyalty. The portable booths are well-suited for various settings, including street gatherings and impromptu events. Shulga and Busser (2020) provide evidence supporting the significance of customising services to enhance customer well-being and perception of service.
Magic Mirror Photo Booth's commitment to customer satisfaction is evident in its continuous service improvement process. As highlighted by Nangpiire, Silva, and Alves (2021), the company recognizes the essential role of positive interactions in value co-creation. They actively seek and incorporate customer feedback into their refinement process, specifically focusing on personalisation and comfort, as identified by Ariffin et al. (2018). This customer-centric approach allows Magic Mirror Photo Booth to effectively adapt to the changing demands of the hospitality industry, ensuring that their services consistently meet the evolving needs of their customers.
The growth of Magic Mirror Photo Booth can be attributed to solid partnerships established within the hospitality industry. Partnerships with prominent hotel chains such as Marriott International and Hilton Hotels guarantee exceptional service quality and uniform guest experiences. These strategic partnerships, such as VisitBritain and Whitbread Group, enhance the business's visibility and enable it to tailor its services to meet the preferences of tourists, thereby significantly improving guest satisfaction. Collaborations of this nature are crucial for broadening market penetration and enhancing financial gains, as highlighted by Roberts (2009) and further underscored by Zahrah, Rahayu, and Dirgantari (2022). Furthermore, Magic Mirror Photo Booth gains advantages from the previous actions taken by Emaar Hospitality Group during Expo 2020 Dubai, where strategic partnerships resulted in the development of new ideas and expansion (Yeung and Al Mashary, 2019). Facilities management is vital in maintaining relationships and ensuring long-term partnership success. It aligns with Magic Mirror Photo Booth's high standards and commitment to mutual benefit, as emphasised by Hassanien and Dale (2013).
The company improves hospitality services by tailoring offerings for different occasions, such as weddings and conferences, and collaborating closely with venue managers. It provides a wide range of services, such as balloon installations, immersive 360-degree video booths, and themed photo booths that can be used indoors and outdoors. In addition, the company strategically positions mobile units at popular tourist destinations and customises events to align with local cultures and seasonal celebrations, effectively targeting the tourism industry.
According to Miran Kim (2011), providing customised services substantially enhances guest satisfaction and promotes repeat business, which is crucial in the hospitality industry. Magic Mirror Photo Booth's adaptability enables customisation to cater to the impromptu requirements of tourists, such as arranging birthday festivities at renowned landmarks like Big Ben, enhancing guest satisfaction, and cultivating loyalty (Gagić et al., 2015). Skogland and Siguaw (2004) emphasise the significance of providing distinctive and unforgettable services, as they are essential for retaining customers and encouraging repeat visits. Magic Mirror Photo Booth remains relevant and attractive in the highly competitive hospitality industry by consistently innovating and adjusting to market demands.
Magic Mirror Photo Booth is dedicated to enhancing operational efficiency and guest satisfaction by investing in specialised hospitality equipment and software. Incorporating portable photo booths and advanced event-specific software ensures that services are seamlessly integrated into various hospitality settings for a smooth guest experience. Ip, Leung, and Law (2011) assert that advanced information and communication technologies (ICTs) significantly boost service quality and operational efficiency in the hospitality industry. Magic Mirror Photo Booth's range, including balloon arcades, 360-degree video booths, and themed photo booths, caters to diverse cultural and social events.
Moreover, Verma and Jain (2016) emphasise the importance of building automation systems for energy efficiency and guest comfort. Ghanem (2021) notes that adopting Total Productive Maintenance (TPM) enhances productivity and cost efficiency. The business ensures that each photo booth session is memorable by upholding high standards and utilising cutting-edge technologies like augmented reality and social media tools. These initiatives enable Magic Mirror Photo Booth to provide customisable experiences, such as unique celebrations at iconic locations, fulfilling various client needs and creating lasting memories across the UK.
This business prioritises strong customer relationships by employing dedicated hospitality account managers to ensure services meet the specific needs of venues like hotels and resorts. The company leverages direct feedback mechanisms to continually refine services, aligning with guest expectations and enhancing client retention. Wang (2012) underscores the importance of effective account management in boosting long-term client loyalty and revenue. Additionally, insights from SimilarWeb indicate that platforms like Snappr.com and VisitBritain.com use social media networks and email effectively as critical channels for engaging clients.
Furthermore, Nguyen and Luu (2018) stress the critical role of CRM practices in maintaining customer satisfaction and loyalty in the hospitality industry. Using strategic communication via popular channels, Magic Mirror Photo Booth effectively manages and bolsters customer relationships, ensuring high satisfaction and repeat business. This proactive approach keeps this business competitive and preferred among hospitality clients, aligning with current industry trends.
Magic Mirror Photo Booth effectively uses hospitality-specific marketing channels to boost brand recognition within the sector. Channels like trade shows, industry publications, and educational partnerships target the right audience efficiently (Cherednichenko, 2022). Data from SimilarWeb shows that visitbritain.com mainly receives traffic from organic search (82.52%) and direct visits (12.93%), with a significant portion of social media traffic coming from Facebook (89.97%) (SimilarWeb, 2024a). Likewise, snappr.com's traffic is mainly from direct visits (51.14%) and organic search (29.4%), with considerable social media engagement on LinkedIn (43.72%) and Facebook (25.87%) (SimilarWeb, 2024b). Utilising these insights, Magic Mirror Photo Booth focuses on SEO and social media marketing to enhance visibility and engagement. The company's use of trade shows and educational partnerships extends its marketing reach within the hospitality industry, targeting a broad yet specific audience. Strategic partnerships with entities like VisitBritain and Whitbread Group further boost profitability and expand customer bases (Hussain et al., 2020), fostering a robust network for sustained growth and presence in the market.
Magic Mirror Photo Booth strategically utilises SimilarWeb data to refine hospitality segments and create detailed customer profiles, ensuring that marketing and service strategies are effectively targeted. This approach enhances customer satisfaction and optimises engagement across diverse segments. The company has identified four key customer profiles based on their digital engagement patterns and preferences, which helps tailor marketing campaigns and interactive digital services.
The first profile, tech-savvy travellers between 25 and 34, are evenly split gender-wise and highly active on social media networks and Google. This group's digital fluency makes them prime targets for online marketing initiatives. Similarly, the young professionals within the same age range but predominantly male are focused on technology and business, indicating a preference for efficiency and professional growth. These characteristics suggest they are likely candidates for business-oriented services and technological integrations.
Event planners, typically aged 35 to 44, are strongly inclined towards programming and developer software, pointing to a need for reliable and technologically advanced photo booth solutions that can seamlessly integrate into their event planning processes. Lastly, leisure tourists, also primarily in the 25 to 34 age bracket but mostly female, engage with content related to email and online streaming. This demographic values entertainment and leisure, making them ideal for fun and engaging photo booth experiences at tourist hotspots and leisure events.
By understanding these detailed profiles, Magic Mirror Photo Booth can deliver highly personalised experiences to each segment, enhancing guest satisfaction and fostering loyalty. The precision in targeting allows the business to design marketing campaigns that are effective and efficient in driving engagement and conversions. This segmented approach ensures that each customer receives attention tailored to their needs and preferences, aligning Magic Mirror Photo Booth's offerings with luxury resorts and boutique hotels' expectations.
Magic Mirror Photo Booth has implemented cost structures and pricing models strategically tailored to meet the unique requirements of the hospitality sector. A substantial correlation has been observed between customer retention in the hospitality industry and implementing cost-effective pricing strategies, such as those utilised by Magic Mirror Photo Booth via event-driven and seasonal packages (2023). Mattila and Gao (2016) also contend that revenue streams can be effectively increased through price framing and customer responses to diverse pricing formats, including package deals and discounts. These approaches guarantee the ability of hotels, resorts, and event organisers to accommodate financial cycles with flexibility and adaptability. 
The financial aspect of Magic Mirror Photo Booth is designed to accommodate the unique operational requirements of the hospitality sector, encompassing expenses such as mobile setup and on-site personnel. Miller and Clark (2018) propose that profitability can be increased by adapting cost structures to industry standards. Verma and Jain (2016) noted that investments in sophisticated photo booths and event-specific software are crucial, emphasising the significance of building automation systems in promoting energy efficiency and guest comfort. Furthermore, the adoption of Total Productive Maintenance (TPM) is advocated by Ghanem (2021) as a means to enhance productivity and cost-effectiveness, guaranteeing that Magic Mirror Photo Booth upholds elevated operational benchmarks and maintains sustainable financial management. 
Magic Mirror Photo Booth's approach to business within the hospitality sector exemplifies how targeted customer service and strategic partnerships contribute to enduring success. By aligning its operations with the specific needs of varied customer profiles and optimising its resource management, Magic Mirror Photo Booth meets and exceeds its clientele's expectations. The company's dedication to enhancing service delivery through technology and customer feedback loops ensures its position as a leader in the market, ready to adapt to future challenges and opportunities in the hospitality industry. This essay highlights the critical role of customer-focused strategies in sustaining business growth and enhancing guest experiences in a dynamic sector.























Part 2
Reflecting on the entrepreneurial traits and leadership questionnaire results, I have identified significant areas for self-improvement using Gibbs' Reflective Cycle. This reflection process has been crucial in understanding my entrepreneurial capabilities and how they relate to running Magic Mirror Photo Booth.
The questionnaires revealed both strengths and weaknesses in my entrepreneurial profile. My 40 out of 48 scores on the entrepreneurial traits test indicate a strong inclination towards entrepreneurship, with high marks in calculated risk-taking and creative tendency. However, the GET2 Test scores showed areas of concern, particularly in the need for autonomy and locus of control, both scoring 50%, suggesting a potential struggle with decisiveness and independence in business decisions (Trebicka et al.,2023). Initially, my feelings about these results were mixed. While pleased with the high scores in risk-taking and creativity, the lower scores in autonomy and locus of control raised concerns about my ability to lead effectively without excessive reliance on external input. These traits are critical in entrepreneurial success, as autonomy and control influence decision-making and strategic direction (Galli & New, 2022).
Upon evaluating these results, I acknowledged my weaknesses: a tendency to seek validation and a potential hesitation in making autonomous decisions. This self-awareness is crucial for personal and professional growth. As Sacchetti and Campbell (2014) highlight, reflection can significantly enhance one's entrepreneurial journey by aligning personal traits with business needs.
In analysing these weaknesses, I realised that my business decisions might sometimes be overly cautious or dependent on external advice, potentially hindering rapid and innovative responses. This aligns with Poon et al. (2006), who emphasise the importance of internal locus of control for firm performance. Recognising this, I must develop strategies to bolster my confidence and decisiveness.
The action plan involves targeted steps to address these weaknesses. First, I'll continue learning and professional development, focusing on leadership and decision-making skills. Participating in workshops and seeking mentorship can provide practical insights and enhance my autonomy. Additionally, implementing structured feedback mechanisms within Magic Mirror Photo Booth will help balance decision-making processes while gradually increasing my independence (Kurczewska et al., 2017).
Integrating Total Productive Maintenance (TPM) as part of my operational strategy will ensure a systematic maintenance and operational efficiency approach, reflecting a proactive management style. Ghanem (2021) suggests that this approach enhances productivity and decision-making capabilities.
Moreover, leveraging technology, such as advanced CRM systems, will streamline operations and reduce dependence on external validations. Data analytics can provide real-time insights, supporting more autonomous decision-making processes (Ruiz-Molina et al., 2011).
In conclusion, reflecting on my entrepreneurial traits through Gibbs' Reflective Cycle has been enlightening. Addressing autonomy and locus of control weaknesses through targeted learning, systematic operational strategies, and technological integration will enhance my leadership capabilities and ensure Magic Mirror Photo Booth's sustained success and growth in the competitive hospitality industry.
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Appendix 2
Similar Web Data 
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Appendix 3
Class Tests results
GET2 test (General Enterprising Tendency):
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Are You an Entrepreneur Test Scores:
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snappr.com Web Traffic by Country

Which countries sent the most traffic to snappr.com lately? Where is their core
audience from? Last month United States was the top country sending desktop
traffic to snappr.com - click below to discover all countries
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snappr.com Website Traffic Demographics

Audience composition can reveal a site's current market share across various

audiences. snappr.com's audience is 49.57% male and 50.43% female. The largest

age group of visitors are 25 - 34 year olds.
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snappr.com Target Audience

Audience interests reveal key details on the browsing interests of snappr.com's
visitors. snappr.comis audience is interested in Computers Electronics and
echnology > Computers Electronics and Technology - Other & business.
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