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In this particular report, a proper innovative service plan regarding a newer business venture will be proposed regarding travel guidance providing business Xploraholic. Concerning this context, ideas regarding the development of a newer mobile application will be developed. Which appropriate ideas will be included in this particular report which will support in designing a user-friendly application for different kinds of travellers which will be included in this particular report.  
[bookmark: _Toc117094203]2.1 The innovative service proposition: 
The tourism industry is near about 1.16 trillion British Pounds (Statista, 2022). Innovative businesses in this sector can be proven highly profitable as well as they can acquire huge customers within a short time. For that reason, this study has thrown light on an innovative business venture, “Xploraholic”. Xploraholic is all about a mobile application that will guide people who love to travel and explore the world. It is a software service-based company that will guide customers in order to select the travel destination according to their budget, book tickets and other transportation for ensuring the journey of the customers. Moreover, customers can book their hotel rooms through the Xploraholic mobile app. Moreover, the app will provide a virtual tour assistant to make the customers informed about the details of the spot they will visit. In addition, the 24x7 customer support service of this app will also help customers in any problematic situation. Based on the services of Xploraholic it can be said that the business idea will sell a complete travel solution to the customers. 
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Figure 1: Market size of tourism industry
(Source: https://www.statista.com/statistics/1220218/tourism-industry-market-size-global/#:~:text=In%202021%2C%20the%20market%20size,approximately%201.31%20trillion%20U.S.%20dollars.)
The service that Xploraholic is going to provide has several traits that make it innovative. Currently in order to travel to any place customers have to go through different applications for performing different tasks like flight ticket booking, hotel room booking and so on. Xploraholic is an innovative mobile application in which customers can perform all these tasks. Another innovative aspect of this service is its AI and chatbot system (Gamble, 2022). It suggests the customer's travel destination aspect of their budget by budget filtration system in the apps. Moreover, for more accurate suggestions this app will ensure the travel interest of the customers with short close-ended question-and-answer sessions. 
The mobile application of Xploraholic will be available in Google Play and AppStore. The application will earn money from the end of consumers as well as the agencies connected with this app. When the customers will buy any travel package a certain percentage of the profit will be received by Xploraholic. Moreover, holes and other agencies will ensure their partnership with Xploraholic with subscription fees. 
Unique selling point
Xploraholic which is a travel guide providing software has planned on providing their targeted customers belonging from the age groups belonging from 16 to 65 yrs. of age present in different markets. The unique selling point of this particular travel guidance providing software is that it will help the customers in attaining adequate knowledge regarding any travel destination following their stipulated budgeting options (Haaker et al 2021). 
Other than that, this mobile application will also support assisting the travellers in getting guidance regarding the food, and logging facilities that are necessary information regarding the travel destination. Moreover, the application will help the travellers in booking their train or flight tickets for visiting the location (Linton & Kwortnik, 2019). Furthermore, the mobile application will also support travellers in attaining local guidance concerning a certain destination. Thus, all these facilities will surely prove to be a unique selling point for this particular application amongst its intended customers.  


Customer requirements
After the end of the Covid-19 pandemic times, there has been a drastic transformation within the customer requirements that previously they use to have with the travelling businesses. After downloading this particular application, the intended customers will be able to gather necessary information regarding any travel destination such as the covid-19 travelling guidelines, and the costs of food and lodging-related expenses (Liew et al 2019). Along with that, they will also be enabled enough in gathering information regarding the famous attraction spots which are present within the area which the visitors can easily visit and in turn can attain a greater travelling experience for themselves (Shaheen et al 2020).
SWOT Analysis
	Strengths
	Weaknesses

	· Easy of Usage.
· One-stop destination for gathering travel-related information. 
· A cost-effective application which can be used by the customers 
	· Indecisive customers who are not sure of their choices. 
· Constant customer behaviour changes 

	Opportunities
	Threats

	· Can target a large number of people at a single point in time.

	· Other similar kinds of mobile applications are already available in the online market and are already being used by varied customers.  



Although there are certain famous competitors such as OYO, MakeMyTrip, RedBus and much more who can provide major competition to this mobile application. Oyo specialises in providing lodging and also fooding facilities to the people with it they usually book hotel rooms for themselves for staying purposes while travelling to any particular location (Jia & Ruan, 2020).  MakeMyTrip helps its customers in booking flights for any particular destination. RedBus allows their intended customers in booking bus tickets for themselves and for which all these travelling businesses have designed applications for it through which their intended customers can for travel bookings in accordance with their budget and expense limitations (Shaheen et al 2020).
Xploraholic will be working as a one-stop application for their customers. Through this, its intended customer groups can easily do hotel bookings, and ticket bookings and also can get guided information regarding any particular travelling location which they will be planning on visiting alone or with their family (Peake, Kerr & Sullivan, 2018). Moreover, this application will also sort out the travel destinations and accommodation, food and also ticket booking facilities following their customer’s travelling budget ranging which will surely help in providing added competitive advantage to this new business venture in the long run (Liew et al 2019). All these added advantages will in turn help in providing an additional value of money to their targeted customer groups. 
[bookmark: _Toc117094204]2.2 E-commerce
While setting up an online website many things are needed to be considered. While designing the app Xploraholic the website will be made by using WordPress. It is one of the most reliable and trusted website builders. It has also helped to prepare websites for about 43% of the websites on the internet (WordPress.com, 2022). With the help of WordPress, a good quality website can be prepared. A website is very important while competing in eCommerce. 
The mobile application will be prepared with the help of SaaS. With the help of SaaS, the new company will be able to build a better application. The app will provide an all-around service to the customers like it will book the tickets as per the budget of the customer. It will also suggest the destinations, book the hotels, and other local help. It will provide a map of the place and will also provide detailed information about the place. All these features can be installed with the help of the SaaS software. As stated by Memon et al (2020), it has been said that all-around information about travel destinations helps travelers and is used frequently by travelers (Memon et al. 2020). 
The app Xploraholic will be available to people and travelers in the Google Play Store. Travelers and tourists can buy it from the Google Play Store. The customers will be attracted by the help of attractive content and photographs of destinations. Good content will surely bring more people to the app. The creative content will help to increase awareness about the app and it will also help to reach potential customers. In the opinion of Geru et al (2018), it has been found that tempting photographs are very useful in attracting customers. With the help of attractive content, people are also attracted and the revenue can be increased in this way (Geru et al. 2018). 
The business idea will be protected with help of copyright. It will protect the innovative business idea so that o one can copy the business idea (Thimmesch, 2018). It is done in the form of two rights, that is economic rights and moral rights. 
Financing 
Xploraholic will get the money from angel investors. Angel investors are the personnel who provide business ventures money instead of equity. Taking small loans from financial institutions sometimes creates business risk hence; the company will choose Angel investors for receiving money (Herck Giaquinto & Bortoluzzo, 2020). 
Table for Cost: 
	Purpose 
	Cost

	Commercial lease or licensing 
	£40,000

	Human Resource 
	£20, 000

	Other Equipment 
	£20,000

	Total Cost 
	£80,000



Equipment and Supplies- For making any effective software for this newer business venture the app developer will be needing one of the basic native mobile application development equipment such as X-code, Android Studio, App Code, Appcelerator, and so on (Wu et al 2021). And for running one or more of these specified app developing equipment the app developers will be required to have a proper set-up with the setting of scope, through proper user or market research, utilisation of UX wireframe, designing of the prototype first, effective UI designing with animation, software developing and much more (Wang, Cai & Zhao, 2020). 
Staff- Customer care service executives, Managers, Marketing team members, IT personnel and internet providers mainly comprise the staff members of this newer business venture. And with the joint efforts of all these varied groups of individuals will surely support the business in developing a robust, impactful and user-friendly application for the intended customers of the Xploraholic and will also provide them with added competitive upper hand in the highly competitive travelling guidance providing industry (Zhang, Guo & Su, 2021).  
Using of Payment Services- Through Xploraholic’s mobile application the customers will be able to purchase all the innovative services which are being designed for them for their convenience while travelling to any particular location for any necessary or recreational purposes. either through online payment systems such as UPI payments, Net Banking facilities or card payments (Naruetharadhol et al 2022). 
For safeguarding the payment details of the different users of the application user’s proper awareness of PCI-DSS issues such as online fraud or identity thefts will also be kept in mind while designing the mobile application (Mohd Satar, Dastane & Ma’arif, 2019). Proper PCI Awareness training providing basic knowledge regarding the PCI DSS will be given to the individuals working for the Xploraholic which will help them in meeting the compliance needs and safety of the mobile application users and handlers (Zhu et al 2019).
[bookmark: _Toc117094205]2.3 Marketing 
Promotional Strategy 	
Marketing is essential for any business. In the case of a new business, venture marketing plays a crucial role. According to Ansari et al., (2019) through good marketing method, one new venture can create awareness about its products or service among potential consumers also engages them and assists them to formulate the purchasing decision. In contrast, Katsikeas, Leonidou & Zeriti, (2019) argued that marketing method or plan assists businesses in maintaining the demand of the marketplace, reputation, competition and many other. From the above arguments, it can be recognised that promotional strategies are significant for new business ventures. 
Innovative social-media marketing strategy
Here to craft, the finest promotional strategy for the Xploraholic innovative marketing strategies will be adopted. It has been seen in the research that business ventures opt for pioneering marketing methods for multiple reasons such as to enhance the success of the business, to recognise future markets also to introduce a brand new product or service in the market Lee et al., 2019). Xploraholic will provide all types of travel guides to its subscribers. Hence, the company will utilise an interactive social media marketing strategy as an innovative endorsement method.  It has been found from a report by Statista (2022) that the number of social media users world there is approximately 4.26 billion also it has been projected in the same report that the number will increase to 6 billion. As social media has become a popular activity all over the world most business institution has started using that technology.  On average one digital media user spend approximately 144minutue each day on social media platforms like Facebook, Instagram and many others (Dixon, 2022) Hence, it can be said that if Xploraholic will use Facebook as well as Twitter for promotional purpose that will improve its brand awareness also the travel guidance providing organisation will become able to attract a wide range of audiences. As per the opinion of Ahmad, Bakar & Ahmad, (2018) the social media branding cost is lower than the physical marketing cost and due to that entrepreneur mostly utilises that for their promotional purpose. 
SEO Marketing 
SEO is an abbreviation of Search engine optimisation. Paid SEO marketing permits businesses to place their advertisements at the top of the search engine. It has been found in a report that 60% of marketers opined that the best quality leads came to them from SEO-engaged consumers (Muthoni,2022). Ranking the search engine pages like Google is essential because only through it one application like Xploraholic can be seen by the consumers. Placing an advertisement on the front page on one side gives the business more exposure to the consumers and also makes it the most trustworthy application. 
Target Consumers
Way to target consumers
As per the opinion of Dolnicar, Grün & Leisch, (2018) market segmentation is important for businesses as it can assist one organisation in understanding its consumers in a better way and also the marketing method becomes suitable. On the other hand, Wood et al., (2021) said that market segmentation permits corporations in gaining knowledge about their consumers through which business venture can customise their offers for their potential consumers. The targeted consumers of Xploraholic will be 18 to 60 aged persons who are also tech-savvy. Xploraholic will use social media as its key marketing strategy hence to reach the target audience the business venture will craft a concrete plan, in that context the company will draw its buyer's persona or profile of their consumers, the insights from Facebook and data analytics tools can help the business in this matter. Becker, Spann & Barrot (2020) stated that a clear message can increase the interest of potential clients in opting for a service. Hence, Xploraholic will present its offers through clear statements. 
Customer Journey Mapping
Mapping the journey of the consumers' guarantees that one organisation is not misplacing any chance to communicate with their consumers. The procedure also aids leaders of the business organisation in finding general consumer pain points also businesses became capable to deliver personalised consumer experience (Sinclair et al., 2018). To create the consumer journey mapping Xploraholic first will create their buyer persona then the business will map out the journey which will enclose Awareness, Consideration, Purchase, service and loyalty. For awareness, the company will use online advertisements and digital billboards and take the consideration of search engine optimisation. Interested consumers became able to purchase the service of the application from the app store. The consumers' service will be provided through chat and call and when the consumers will gain satisfaction they will become loyal consumers.  

Figure: Consumer Journey Mapping
(Source: Learner)
Pre-launch/launch promotion:
Pre-launch marketing indicates the occasion which occurs before the official launch of a service or product. The supremacy of word–of–mouth marketing is huge for the pre-launch occasion the Xploraholic will collaborate with the influencers. In social media influencers have a loyal fan base hence, that collaboration will provide the business venture with the most excellent result in reaching out to potential consumers (Lakmal, Hettiarachchi & Anuranga, 2019).
[bookmark: _Toc117094206]3. Summary
From the above, it has been recognised that the Xploraholic will provide all the travel faculties to their potential clients. The tourism industry all over the world is huge and now the modern generation wants all services in one place. The ease of use will attract the consumers more. For marketing purposes, the company will use social media marketing and that will provide them with many benefits. 
			`
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