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Tourism has become an integral part of life for many people and for that, the demand for tourism services has increased. BMC is an effective to make sure that an idea for a new business will be developed (William, 2019). Travel will be changed by AdventureRealm Escapes. With action and leisure, this organisation delivers exceptional vacation experiences for a wide audience. Exploring the world according to clients' values and aims is the AdventureRealm Escapes goal. AdventureRealm Escapes will offer its services all over the world but the main focus will be on European tourist destinations. The base of operation will be in London. Travellers will have the chance to book services both online and offline. Make unforgettable journeys to save spots. AdventureRealm Escapes offers many services that make vacations simpler, more enjoyable and personalised. AdventureRealm Escapes offers peaceful and adventurous tours. Each package is carefully chosen to offer unique and culturally engaging experiences (Ahmad, Youjin and Hdia, 2022). Since travellers prefer comfort and convenience, the company helps customer’s book hotels that fit their demands and budgets. For seamless vacation logistics, AdventureRealm Escapes offers broad transportation. It includes booking flights, trains, buses, and private transportation to meet the client's itinerary and style. Only knowledgeable and experienced guides deeply explore local culture, history, and attractions, making every trip memorable (Williams, Sánchez and Škokić, 2020). Customised itineraries are available from AdventureRealm Escapes. This makes each trip unique by catering to each traveller’s preferences. 
For tourism industry advantage, AdventureRealm Escapes should focus on key partnerships. These agreements fulfil the company's objective while providing sustainable and customer-satisfying travel services (Uduk, Okoye and Onuorah, 2017). Focusing on partners who offer eco-friendly tourism services is essential because they will help the business meet eco-friendly travel demand with green solutions. The company attracts eco-conscious tourists in crowded markets in this manner. Tourism board relationships provide local knowledge. Knowledge exchange and promotion boost local economies and authentic experiences. These partnerships help AdventureRealm Escapes and destination communities. Technical agility is ensured by robust IT system development and maintenance contracts (Roy, 2022). Customer service, bookings, and travel planning depend on these technologies. Technology improves operations and customer service, keeping companies competitive. Collaboration with travel bloggers and influencers boosts reputation and market reach. This collaboration uses social media and content marketing to share vacation stories with potential clients. 
There are several key activities which will be done to ensure the business will run effectively. The attempts address changing tourist expectations and inclinations. Maintaining travel destination service provider partnerships is crucial (Rizk and Azzazy, 2016). This provides many local activities and lodgings, making vacations unforgettable. The company may stand out by offering authentic, high-quality services that reflect local cultures and cooperating with local institutions to improve travel. Today's digital-first world requires a website and mobile app. An intuitive interface simplifies excursion booking. Maintain digital trends and satisfy tech-savvy travellers with updates and innovations. Crafting captivating content and trip packages is essential. The company attracts various clients with interesting, well-researched content and well-designed trip packages (Mcdaniel, 2015). This displays brand and travel possibilities. Need good client service and satisfaction because quality customer service retains consumers and generates favourable referrals which will grow the business. 
AdventureRealm Escapes invests key resources in its market position and top escapes. Carefully chosen materials serve the company's strategic aims. Comfortable travel requires a strong local housing, transit, and activity partner network. These partnerships guarantee high-quality services and authentic local experiences, providing value (Lowe and Marriott, 2017). This network must be versatile and offer various options to meet passenger preferences and budgets to compete globally. Business uses advanced IT for websites, mobile apps, and support (Ponte et al., 2021). This technology secures and streamlines digital interactions, gaining client trust. Booking and customer service technology must be optimised. Travel experts at the organisation are knowledgeable about places and services and offer individual advice. This travel customising company shines. Brand value is promoted by digital marketers, content developers, and consumer engagement experts (Casson, 2020). Marketing increases awareness and attracts, and maintains clients. 
The value proposition is important for AdventureRealm Escapes. Travel experiences tailored to specific interests meet the growing need for bespoke travel solutions. Personalisation allows the organisation to satisfy customers and make each trip unique (Boulton and Turner, 2019). This distinguishes the travel package and attracts distinctive customers. Hotel, transport, and tours are combined for convenience. The whole system eliminates client-provider coordination, simplifying holiday planning. This partnership improves client satisfaction and makes AdventureRealm Escapes a convenient solution for busy travellers. Expert-led tours enhance cultural and historical knowledge. Expert guides unearth hidden gems on these tours. Clients that want destination knowledge like this (Aman and Teik, 2018). More eco-conscious travellers choose to travel with the business because eco-friendly vacations from AdventureRealm Escapes promote modern values and preserve destinations. 
AdventureRealm Escapes values customer relationships to attract customers. The business’s 24/7 customer service team answers calls, emails, and chats. 24/7 availability reduces travel anxiety and improves service reliability (Río and Garrido, 2020). In the competitive travel market, accessibility fosters client trust and security. Travel interests and comments tailor each itinerary. This response to customer feedback makes travellers feel appreciated and understood, boosting service and pleasure. Clients receive discounts, travel ideas, and critical information via app and email newsletters. Continuous involvement keeps clients brand-conscious (Dias and Silva, 2021). Discounts and incentives foster repeat commerce and long-term relationships in loyalty programmes. This retains clients and boosts word-of-mouth referrals, which attract new ones. 
AdventureRealm Escapes' channels optimise user interaction and accessibility, making its services easily accessible. This method combines a simple website with booking, thorough information, and live chat (Iskakova et al., 2021). This platform, the main interface, lets customers browse, choose, and book services. Live chat's quick responses boost support and decision-making. Mobile notifications and trip management tools make iOS and Android apps more accessible. This programme streamlines bookings, itineraries, and trip updates, improving the experience. Visually stunning and interactive social media updates casually engage clients and inspire vacations (Ratten, 2019). Engaging content and real-time engagement build traveller communities and attract customers. Travel and trade exhibitions let companies meet clients, showcase products, get feedback, and build partnerships. 
Selecting the right customer segments is important for every business's success. AdventureRealm Escapes targets a wide audience by catering to diverse visitor kinds. Extreme sports and outdoor enthusiasts are the core customers. They like thrills and nature to comfort. The company sells adventure packages to fulfil this segment's appetite for thrilling, difficult-to-organize events. Cultural tourists interested in history, art, and community are also numerous (Sánchez, Williams and Andreu, 2019). Visitors want to learn about local customs. Personalised cultural immersion and learning excursions appeal to this industry because they are non-commercial and promote destinations. Ecotourism and environmentalists value sustainability and for that, AdventureRealm Escapes will offer eco-friendly travel for this sector. 
AdventureRealm Escapes develop cost structure to fulfil corporate goals while maintaining efficiency and quality. Price competition and operations require careful spending control. Payroll, utilities, and office maintenance dominate the budget (Tang et al., 2019). Trip planning and customer service require qualified people and a good workplace, therefore these costs matter. For client acquisition and firm promotion, marketing and promotion are priorities. Combining digital and conventional marketing strategies boosts brand awareness and customer retention. This visibility is crucial in a competitive market where brand difference affects consumer choice (Battour, Salaheldeen and Mady, 2021). Costly web and mobile app development and upkeep. A flawless online experience requires constant technology investment for customer happiness and business efficiency. User experience, booking security, and efficiency improve. Quality and service growth require alliances and expenditures. Consumers can enjoy diversified, trustworthy, and high-quality travel alternatives from the collaborations. 
AdventureRealm Escapes diversifies its revenue streams to capitalise on travel trends. Airline, hotel, and tour operator commissions are key revenue sources. These partnerships improve travel, lodging, and tour booking platforms and generate revenue. The approach benefits from volume because reservations boost commission (Mahato, Phi and Prats, 2021). Customised travel planning and itineraries cost money. Customised services are priced higher to attract a niche market prepared to pay more for personalised travel arrangements, increasing profitability (Barkas, Honeck and Rubio, 2020). Premium services generate revenue. Exclusive advantages, discounts, and first access to new offerings boost recurring revenue and client retention for members. Travel insurance and related items sell more. These products boost average transaction value, security, and convenience (Subramaniam and Masron, 2021). Premium trips provide expert guides and deep experiences. These high-value packages attract travellers seeking unique and educational excursions and offer larger profit margins due to their limited availability and specialised content. Guides use their expertise to charge premium prices, attracting discerning travellers and increasing revenue. 
UK tourism is changing due to technology and consumer preferences. AdventureRealm Escapes faces these market dynamics. UK sustainable tourism is growing. Travelling sustainably and supporting local businesses are becoming more fashionable (Williams, Sánchez and Škokić, 2020). Sustainable AdventureRealm Escapes can benefit from this trend. Offering eco-friendly hotels, activities, sustainable transit, and local conservation projects may attract eco-conscious customers and provide the company with an edge. Brits prefer customised tours versus packaged ones. Customisation helps travellers connect with destinations (Simanjuntak, 2021). AdventureRealm Escapes can capitalise on this trend by offering customised holiday packages including adventure sports, local cuisine, and history. The company can attract non-traditional tourists with personalised experiences. Technology affects travel. Digital platforms make booking, planning, and in-trip experiences easy for UK travellers. AdventureRealm Escapes' website and applications need trip management and real-time notifications. Technology enhances operations, customer service, and efficiency (Tang et al., 2019). Post-pandemic health and safety are top priorities. AdventureRealm Escapes can fix these issues by enforcing safety rules, publicising them, and ensuring partner services fulfil health standards. This method provides comfort and trust for bookings in this setting. AdventureRealm Escapes can improve its services, satisfy customers, and compete in UK tourism by tracking industry trends. 















GET2 and Entrepreneurial Questionnaire helps me to assess my management and entrepreneurial motivations. The Gibbs Reflective Cycle evaluates these tools for personal entrepreneurship. The first step of this model is about the description of the events. Business abilities between 36 and 48 on the Entrepreneurial Questionnaire indicate a solid foundation. The top grade needs improvement. GET2 scores of 67% suggest entrepreneurial drive, especially Need for Achievement and Autonomy (83%). Entrepreneurship requires drive and independence. Creative Tendency and Calculated Risk-taking at 67% imply a balanced approach to innovation and risk management, essential for entrepreneurship's turbulent waters. Development is achievable with 42% Locus of Control. 
I have a feeling that the Entrepreneurial Questionnaire and GET2 scores boost curiosity and confidence. High Need for Achievement and Autonomy scores indicate entrepreneurial potential, while low Locus of Control scores reflect life control needs. Accepting emotional complexity improves personal and professional objectives by revealing strengths and weaknesses (Subramaniam and Masron, 2021). Confidence and inquiry boost personal and organisational success. Accepting and understanding this emotional environment helps me grow personally, professionally, and entrepreneurially, growing my businesses and route. 
The Entrepreneurial Questionnaire finds me entrepreneur-ready after evaluation. GET2 Test results show a strong desire for success and autonomy, crucial for business. However, my lower Locus of Control score shows that my result control perspective may need to change to improve corporate balance. Introspective research emphasises a balanced entrepreneurial approach and improvement opportunities (Sánchez, Williams and Andreu, 2019). It implies accepting that external forces may affect results yet managing company operations. Addressing this will enable me to adapt to the changing business climate and follow my entrepreneurial aims and market realities. 
Analysis of my business questionnaire and GET2 Test results shows my potential. My questionnaire shows my dedication to independence, ambition, and creativity “entrepreneurship attributes”. I take small risks, which is crucial to entrepreneurial decision-making, according to the GET2 Test. My lower Locus of Control score suggests I need to improve outcome control internally (Roy, 2022). My business uncertainty perception and management depend on this. Recognising this distinction is key to entrepreneurship. These qualities and weaknesses demonstrate that self-reflection is necessary to foster an entrepreneurial mind-set that solves business and innovation issues. I become more entrepreneurial by carefully reviewing these results. Entrepreneurship suits my need for autonomy, achievement, and measured risk-taking. 
In conclusion, GET2 and the Entrepreneurial Questionnaire determine personal and professional success. Introspective examinations reveal my company and management goals, strengths, and limitations. A dual examination shows my entrepreneurial talents have improved. These tests help me manage entrepreneurship by showing my talents and weaknesses. Business requires skill development and smart decision-making. Self-examination accelerates my personal and professional progress. 
I will apply SMART, to develop an effective action plan. First, I will review my decisions weekly to increase my internal locus of control by 20% in a year. Second, I will start a new business quarterly and document findings to improve risk-taking and decision-making (Rizk and Azzazy, 2016). To boost creativity, I want to mind map for two hours a week to establish a sustainable business strategy every six months. To stay relevant and productive, quarterly goal assessments will link my personal and professional progress. 
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Appendix 
BMC 
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Key Partners
· Collaboration with eco-friendly and sustainable service providers to ensure green travel.
· Alliances with local tourism boards for promotional support and information sharing.
· Agreements with technology providers for development and maintenance of IT systems.
· Partnerships with travel influencers and bloggers to enhance market reach and credibility.
· Insurance companies to offer comprehensive travel insurance packages to travellers.
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Key Activities:
· Building and maintaining partnerships with service providers in travel destinations.
· Developing and updating the technology platform (website and mobile app).
· Creating and curating engaging content and travel packages.
· Managing customer service and ensuring high satisfaction levels.
· Marketing and promotional activities to attract and retain customers.
Key Resources:
· A network of reliable local partners providing accommodation, transportation, and activities.
· Advanced IT infrastructure to support website, mobile app, and customer service technologies.
· A skilled team of travel consultants with expertise in various travel destinations and services.
· Marketing team skilled in digital marketing, content creation, and customer engagement.
· Data analytics systems to track customer preferences, satisfaction, and engagement.
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Value Propositions:
· Offers personalized travel experiences tailored to individual preferences and interests.
· Integrates multiple travel services (accommodation, transportation, tours) for convenience.
· Provides expert-guided tours for deeper cultural and historical understanding.
· Ensures sustainable and eco-friendly travel options to appeal to eco-conscious travellers.
· Leverages technology to streamline booking and itinerary management processes.
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Customer Relationships:
· Dedicated customer service team providing 24/7 support via phone, email, and chat.
· Customized travel experiences based on individual feedback and travel preferences.
· Regular updates and communication through app notifications and email newsletters.
· Loyalty programs offering discounts and special offers to repeat customers.
· Engagement through social media with interactive content and responsive communication.
Channels
· User-friendly website with booking capabilities, detailed information, and live chat.
· Mobile application for iOS and Android offering notifications and travel management tools.
· Social media platforms to engage with customers and provide travel inspiration.
· Travel expos and trade shows to connect with new and existing customers face-to-face.
· Email marketing for personalized offers, updates, and travel tips to engage the customer base.
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Customer Segments:
· Adventure travellers seeking immersive experiences in nature and extreme activities.
· Cultural tourists interested in historical, artistic, and local community engagement.
· Eco-tourists and environmentally conscious individuals looking for sustainable options.
· Busy professionals who require quick, efficient, and tailored travel planning.
· Families and groups looking for safe, well-organized, and educational vacation options.
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Cost Structure:
· Operational costs including salaries for staff, office maintenance, and utilities.
· Marketing and advertising expenses to promote the business and attract customers.
· Technology development and maintenance costs for website and mobile app.
· Costs related to acquiring and retaining partnerships and alliances.
· Customer support costs including training and personnel to ensure quality service.
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Revenue Streams:
· Commissions earned from partnered hotels, airlines, and local tour operators.
· Fees from customized travel planning and personalized itinerary design services.
· Membership or subscription fees for premium services including exclusive offers.
· Profit from selling travel insurance and other additional travel-related products.
· Special guided tour packages at a premium rate with expert guides.
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GET2 Result 
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Entrepreneur Questionnaire
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Now look up your result from the list below and answer the questions:

0-12 points: You do not seem interested in running your own business, bt this does not mean you
cannot be enterprising!

1224 points: You may have the qualties to be an entrepreneur but you seem to want to make too
much money too quickly!

24.- 36 points: You appear to have the potential o run your own business, but some fimes you may
be too cauious.

4836 points: You appear to have all of the qualities needed to be an entreprencur
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