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[bookmark: _Toc158078487]Introduction
Innovation and strategic planning are very important for businesses in the hospitality industry to do well in a world that is becoming more competitive and changing quickly. These things are very important for keeping up with changing consumer tastes, taking advantage of new technologies, and achieving long-term growth. This essay talks about a new type of hotel business: a boutique hotel that uses smart technology to give each guest a personalised experience. This idea is unique because it combines technology with eco-friendly practises, personalised room settings, and automated services in a way that doesn't feel like technology is there. This gives guests the best comfort and convenience while also putting sustainability first.
Using the Business Model Canvas (BMC) as a starting point, the main goal of this essay is to break down how this business idea came to be and the strategic decisions that went into it. We will talk about the unique selling point of giving each guest a personalised, technologically advanced experience and explain why the important decisions made in the different parts of the BMC were made the way they were. This analysis looks at all of the idea's parts, from customer groups and value propositions to key activities and partnerships, to show how strategic planning and new ideas are what make it possible for the idea to work. This research will show how important it is for businesses in the hospitality industry to make sure their plans are in line with current trends and customer needs.

[bookmark: _Toc158078488]The Genesis of Our Hospitality Venture
Our hospitality business started because we love living in a way that doesn't harm the environment and we want to change the way people think about luxury travel. We saw a big need in the market for eco-friendly luxury accommodations, and the growing number of travellers looking for more eco-friendly travel options gave us ideas (Barci & Hao, 2023). These travellers want more than just comfort and luxury. They also want to make sure that their travels are good for the environment.
This unmet need is what our business is all about: providing a unique mix of high-end hospitality services that are deeply rooted in environmentally friendly practises. Our goal is to offer a luxurious yet eco-friendly travel experience by using renewable energy sources, eco-friendly building materials, and organic, locally sourced food.
New trends in the travel industry, like how important it is to protect the environment and how people want real, local experiences, have made us even more driven (Why people aren't motivated to address climate change 2022). We saw that even though there is a growing demand for eco-friendly travel options, there are still not many truly luxurious eco-friendly places to stay. Because of this observation, we came up with the idea for our business, which aims to fill this gap by combining luxury and sustainability, appealing to discerning travellers who want to indulge without sacrificing their environmental values.

[bookmark: _Toc158078489]Value Proposition
The value proposition of our hospitality business is perfectly aligned with the changing tastes of modern travellers, who want more and more luxurious experiences that are also good for the environment. This project combines the luxury of luxury travel with the idea of sustainability, making a one-of-a-kind product that stands out from the rest.
There is a big shift happening in the luxury travel market toward being more eco-friendly (Kim et al., 2021). This is where extravagance meets environmental responsibility. People are now looking for places to visit and places to stay that put an emphasis on being environmentally friendly, like using renewable energy and long-lasting building materials, while still offering a high level of comfort and luxury (Cook, 2022). This change is part of a larger trend where both the trip and the stay are as eco-friendly and luxurious. Examples include eco-friendly transportation options like electric cars and biofuel-powered jets, and accommodations that protect the environment while providing high-end amenities.
Eco-friendly accommodations aren't the only thing that's becoming popular in sustainable travel (Jarryd, 2023). Slow and mindful travel, sustainable transportation, and culinary adventures that use local, sustainably sourced ingredients are also becoming popular. These trends show that travellers want to interact with their surroundings in ways that are kind to the environment and the people who live there (What impact does the environment have on us? 2023).
In response to these changes, the luxury travel industry is also offering more personalised and environmentally friendly trips. There are expedition cruises to faraway places, customised trips based on each person's tastes, and environmentally friendly vacations with eco-hotels and preservation projects. Indigenous-led travel experiences are also becoming more popular in the industry (How can indigenous-led travel benefit people and the planet? 2023). These let travellers immerse themselves in local cultures and practises, which gives their trip more authenticity and depth.
By following these trends, our business is at the top of the luxury travel market, providing an experience that not only meets the needs of discerning travellers for unmatched luxury and customization, but also fits with their values of sustainability and caring for the environment. Focusing on these key areas makes our project more than just a retreat; it's also a showcase of how luxury and environmental awareness can work together in harmony. This makes it an appealing option for modern, environmentally conscious travellers who want to indulge with a purpose.

[bookmark: _Toc158078490]Customer Segments
Our ideal customers are wealthy, eco-friendly travellers who care about the environment but don't want to give up comfort. Individuals in this group have a lot of extra money to spend and like brands that show they care about the environment (Petro, 2023). Consumer trends and market research show that there is a big shift toward more responsible travel, and people are willing to pay more for accommodations that share these values. By focusing on this niche, we're able to serve a group that isn't getting enough attention but is growing quickly.

[bookmark: _Toc158078491]Channels
We use a multi-channel strategy that includes digital marketing, partnerships with eco-friendly platforms, and direct engagement through our own booking platform to reach our target audience. This strategy makes sense because online marketing tools are effective and reach a lot of people, and more and more people plan and book their trips online. Being listed on specialised eco-travel websites makes us even more visible to our ideal customers (Ashoka, 2023). Social media campaigns that talk about our eco-friendly efforts and high-end products are very important for getting people to know about and interact with our brand.

[bookmark: _Toc158078492]Customer Relationships
We want to build lasting relationships with our guests by giving them personalised service, giving them amazing experiences, and caring about the environment. As part of our relationship strategy, we offer personalised comfort settings, custom travel plans, and special access to sustainable local experiences (Haq et al., 2008). These are all made possible by smart technology. Feedback loops and loyalty programmes keep people interested, which turns first-time visitors into repeat customers and brand advocates. This method fits with current trends in hospitality that value personalised experiences and environmental friendliness as important ways to keep guests happy and coming back.

[bookmark: _Toc158078493]Key Activities
Sustainable operations, improving the guest experience, and constant innovation are some of the most important things we do. To keep our carbon footprint as small as possible, we buy green technologies like solar panels and water recycling systems. At the same time, we focus on giving our guests the best, most personalised service possible by constantly training our staff and using the latest technology. We stand out by coming up with new ways to provide sustainable luxury and guest services. This way, we can meet and even exceed the high standards of our discerning clients.
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	Key Partners
	Key Activities
	Value Propositions
	Customer Relationships
	Customer Segments

	Local communities and businesses: Collaborating with local suppliers and artisans to source sustainable goods and services, enhancing the authenticity of the guest experience.
Environmental organizations: Partnering with NGOs to contribute to conservation efforts and validate the venture's sustainability credentials.
	Sustainability initiatives: Ongoing efforts to reduce carbon footprint, such as waste reduction, water conservation, and supporting local conservation projects.
Customer service excellence: Ensuring guests receive a luxurious experience that meets their eco-conscious expectations.
	Eco-friendly luxury accommodations: Offering high-end, comfortable stays with minimal environmental impact, utilizing renewable energy, sustainable materials, and eco-conscious practices.
Authentic local experiences: Providing guests with opportunities to engage with local cultures and environments in a respectful and enriching manner.
	Personalized services: Tailoring experiences to individual guest preferences, including room customizations, eco-tours, and sustainable dining options.
Loyalty programs: Encouraging repeat visits with rewards for sustainable travel practices.
	Affluent, environmentally conscious travellers: Individuals and families seeking luxury travel experiences that align with their values of sustainability and environmental responsibility.

	
	Key Resources
	
	Channels
	

	
	Eco-friendly properties and technology: Investments in sustainable building materials, renewable energy sources, and green technologies to minimize environmental impact.
Skilled staff: Team members trained in sustainable practices and providing high-quality guest services.
	
	Digital marketing and social media: Utilizing online platforms to reach potential customers through targeted campaigns, showcasing the unique aspects of eco-luxury travel.
Travel agencies and eco-tourism platforms: Partnering with agencies that specialize in sustainable travel to promote offerings.
	

	Cost Structure
	Revenue Streams

	Sustainability investments: Initial and ongoing costs associated with maintaining eco-friendly practices and infrastructure.
Operational costs: Expenses related to running a luxury hospitality business, including staff salaries, marketing, and property maintenance.
	Room bookings: Revenue generated from accommodation bookings.
Sustainable experiences and services: Profits from eco-tours, sustainable dining, and other eco-friendly activities offered to guests.




[bookmark: _Toc158078495]Conclusion
To sum up, our eco-friendly luxury hospitality business is set to make the travel industry more environmentally friendly while still allowing people to enjoy themselves. We've come up with a plan to meet the growing demand for eco-friendly luxury experiences by using the Business Model Canvas. This business not only takes advantage of a big market chance, but it also sets a new standard for responsible travel. Our dedication to sustainability, along with our focus on luxury and personalised service, makes us the perfect choice for travellers who care about the environment and want to indulge in luxury without feeling guilty. As we move forward, our business shows that it is possible to provide luxury travel that is also good for the environment, starting a new era in the hospitality industry.
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[bookmark: _Toc158078497]Introduction
Reflective practise is an important part of figuring out your own management and entrepreneurial skills. Using the Gibbs Reflective Cycle, this essay thinks about how I did on the personal entrepreneurial and managerial tests I took in class. It does this by comparing my motivations and traits to academic models and frameworks.

[bookmark: _Toc158078498]Description
In a recent class, I filled out a series of questionnaires that were meant to test my managerial and entrepreneurial skills. These tests measured a lot of things, like how willing someone is to take risks, their leadership style, what drives them, and how they make decisions.
[bookmark: _Toc158078499]Feelings
At first, I was worried about what these tests might show about my competency for a managerial or entrepreneurial position. Nevertheless, as I filled out the questionnaires, my interest grew, and I was eager to find out how my personal traits might affect my professional path.
[bookmark: _Toc158078500]Evaluation
The test results showed that the person was strong in areas like creativity and resilience, which suggests that they could be very good at being an entrepreneur. But they also showed places where things could be better, especially in managing risks and leading teams. Even though the results were interesting, I knew I needed a more complete picture, taking into account both the tests' strengths and weaknesses.
[bookmark: _Toc158078501]Analysis
The Big Five personality traits (Openness, Conscientiousness, Extraversion, Agreeableness, and Neuroticism) and McClelland's Theory of Needs (achievement, power, and affiliation) helped me see patterns in why I did the things I did and how I behaved. My high score on "Openness" is linked to being an innovative business owner, while my moderate score on "Conscientiousness" could explain why it's hard for me to evaluate risks. McClelland's model also helped me understand how my strong need to succeed is a big part of why I want to be an entrepreneur.
[bookmark: _Toc158078502]Conclusion
Looking at my test scores through the lens of well-known academic models has helped me gain a deeper understanding of my managerial and entrepreneurial skills. It's clear that I need to improve in some key areas, like risk tolerance and team leadership, even though I naturally have some strengths that make me a good entrepreneur.

[bookmark: _Toc158078503]Action Plan
I'm going to do targeted learning and development activities to work on these areas where I need to improve. This means going to workshops on leadership and risk management, looking for advice from business owners with experience, and working on projects with others to improve my teamwork. I want to build a more well-rounded profile as an entrepreneur by focusing on these areas.
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