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Unveiling Sustainable Haven: A Hospitality Venture
Introduction
[bookmark: _GoBack]Sustainable Haven wants to go beyond traditional ways of hosting guests by using eco-friendly methods at all points of contact. This idea isn't just about giving a place to stay; it's a promise to provide an engaging and environmentally friendly experience that fits with travellers' growing concern for the planet. My ambitious hospitality company, "Sustainable Haven," aims to provide contemporary travellers with an eco-friendly sanctuary, and I take you on a tour of my trip to introduce it in this paper. This business idea isn't just a business plan; it's also a conscious effort to change the rules in the hotel industry. Sustainable Haven is based on a carefully thought-out Business Model Canvas (BMC) (Appendix 1) that shows a customer-centered and environmentally-friendly approach. The BMC is what Sustainable Haven needs to do to be successful. This strategy tool breaks down the business into its main parts and shows how they all fit together to make a successful and long-lasting company.  At the same time, I will connect my personal goals with the larger objective of promoting sustainable tourism by providing introspective insights into my entrepreneurial traits and motives.
Business Model Canvas (BMC)
1. Value Proposition
Sustainable Haven's competitive edge comes from its steadfast dedication to protecting the environment. Additionally, the business model uses a variety of methods, including current study and examples of what has worked in the past, to support this claim. The localization of the supply chain is in line with the principle of producing shared value proposed by the famous strategy expert Michael E. Porter, whose study served as inspiration for this approach. Businesses, according to Porter, should consider not only their financial gain but also the demands of society and the state of the environment (Porter and Kramer, 2011). Sustainable Haven not only lowers its carbon footprint by buying from local businesses, but it also helps the local economy grow.
Using new tools that use less energy is a big part of Sustainable Haven's pledge to being environmentally friendly. According to Santiago (2021), using methods that use less energy in the hotel business not only cuts costs but also helps the world reach its sustainability goals. This fits with today's travelers' desire for eco-friendly lodging, making it a win-win situation. Eco-friendly methods are being used because people want them and the world is becoming more aware of environmental problems. Consumers are ready to pay more for goods and services that show they care about the environment, according to a study by Peláez et al. (2023). Sustainable Haven capitalizes on this consumer trend by employing environmentally friendly methods to make it an attractive retail destination for eco-conscious visitors.
2. Customer Segments
Sustainable Haven carefully sources and targets eco-conscious visitors who are looking for a pleasant and eco-friendly hospitality experience. In-depth market research supports this segmentation of customers, showing that there is a clear and growing need for environmentally friendly services in the hotel industry (Prokesch, 2014). Several market studies, including those from the Global Sustainable Tourism Council (GSTC) and the World Travel Tourism Council (WTTC), indicate people’s interest in environmentally friendly travel options is increasing dramatically. Some 82% of tourists around the world say that sustainable practices are important when picking where to stay, according to a study a major online travel service (GSTC, 2023).
People of all ages and income levels are responding to this rising desire. It is not just limited to one group. It has been found that Millennials and Gen Z in particular are big reasons for the rise in eco-friendly travel. Granskog (2021) research shows that these groups are more likely to pay more for goods and services that are in line with their environmental values. Sustainable Haven also knows how important it is to appeal to a wide range of people. Families, solo travellers, and business people who want a mix of comfort and economy are all important groups. By focusing on the needs of each group of customers, Sustainable Haven hopes to not only meet but also beat their standards, making the resort appealing to a wide range of traveller types.
3. Channels
Sustainable Haven tries to reach travellers who care about the earth in many ways. The business uses online tools to build an easy-to-use website and works with online travel agencies (OTAs) to take advantage of the growing trend of booking things online. The importance of having a strong online presence is shown by Statista's that worldwide sales of online travel reach $817 billion in 2023 (Statista, 2023). A big part is played by social media, with sites like Instagram and Facebook being used to clearly show off the eco-friendly practices and unique experiences that are available. GlobalWebIndex study shows that more than half of social media users use the sites to look up information about products (GWI, 2023). This shows how important it is to have a strong social media presence. Key goals include getting to know possible guests directly and building a group of eco-friendly travellers.
Moreover, strategic relationships with eco-friendly travel firms expand Sustainable Haven's target market. Gössling, Hall and Scott (2015) show that such alliances expand the venture's consumer base and provide credibility to its sustainability efforts. Overall, Sustainable Haven's channel approach is tailored to modern travellers' interests and behaviours to effectively communicate its sustainability message and resonate with the target audience.
4. Customer Relationships
Sustainable Haven prioritises customer connections. The company emphasises personalised eco-friendly experiences to link guests to sustainable practices. Sustainable Haven resolves problems quickly and effectively, demonstrating their commitment to visitor happiness. The client-centric strategy is inspired by successful companies like The Green Retreat, who built their name on customer experience. Sustainable Haven resolves customer complaints quickly and actively seeks feedback to improve services. According to Taherdoost (2023), these kinds of methods work best when they focus on personalized experiences and response. Sustainable Haven wants to build relationships with visitors and spread good word-of-mouth in the eco-travel community. The focus on client connections is not simply a commercial strategy; it's a commitment to outstanding, sustainable experiences.
5. Revenue Streams
Sustainable Haven's approach to making money strikes a mix between being competitive and charging fair prices so that they can meet the needs of eco-friendly travelers. Businesses like Starwood Hotels have shown that ethical prices can work in the business world and help build a good brand image. Deloitte found that more consumers are prepared to support ethically priced firms that are socially and environmentally responsible (Deloitte, 2019). Tiered pricing, loyalty programmes, and unique sustainability packages diversify Sustainable Haven's earnings. By offering many alternatives, the enterprise appeals to a wide range of travellers while keeping sustainability affordable. Sustainable Haven optimises income with dynamic pricing based on market trends and seasonal demand. Chen, Pang and Kuslina (2023) found that dynamic pricing maximises hospitality profitability, supporting this data-driven strategy.
6. Key Resources
Sustainable Haven prioritises talented workforce, sustainable technology, and local eco-friendly relationships for operational excellence. Sustainable Haven models itself after successful companies like Starwood Hotels, which emphasises trained labour and sustainable technology. Well-trained workforce improves client happiness and operational efficiency, according to Costen and Salazar (2011). Sustainable Haven allocates resources by integrating sustainable technology including energy-efficient systems and waste reduction activities (Zhu, 2023). According to Panigrahi, Bahinipati and Jain (2019), partnering with local eco-friendly suppliers promotes the community and follows sustainable supply chain management principles. Sustainable Haven promotes industry-relevant, environmentally and socially responsible resource allocation by learning from successful examples and academic research.
7. Key Activities
Sustainable Haven prioritises sustainable buying, eco-friendly workforce training, and community participation. Sustainable Haven's environmental practices are modelled after successful companies like The Green Retreat. Sustainable buying aligns with supply chain management research, promoting environmental and social benefits (Panigrahi, Bahinipati and Jain, 2019). According to Jaworski et al. (2018), well-trained employees improve customer satisfaction and operational efficiency. Sustainable Haven supports local development by engaging with the community, as indicated by sustainable tourism research (Ricart et al., 2023). Sustainable Haven stands apart in the market and benefits society and the environment by merging these important activities.
8. Key Partnerships
Sustainable Haven focuses on building strong relationships with nearby environmental groups, eco-friendly brands, and providers to make its services more valuable. Learning from great examples, the company wants to build partnerships that help both parties and make the business more environmentally friendly (Ahm Shamsuzzoha et al., 2023). These relationships make sure that people can get eco-friendly tools, show that Sustainable Haven is serious about being environmentally responsible, and show how these partnerships can have good effects on both people and the environment.
9. Cost Structure
Sustainable Haven's cost structure was carefully designed to balance sustainability with profitability. It does this by looking at industry standards and competitors, such as the successful model used by a major rival. This strategy alignment makes sure that cost considerations are in line with what the industry expects and also show a dedication to environmentally friendly practices (Ballew, Omoto and Winter, 2015). By looking at successful businesses in the same field, Sustainable Haven finds the right mix between making money and caring for the environment. They make sure that every dollar they spend supports their overall goal of providing sustainable hospitality.
Reflection 
My entrepreneurial traits, such as a penchant for taking calculated risks and an abundance of creative ideas, have been illuminated by the in-class questionnaires. This self-awareness fits with known traits of entrepreneurs because it shows that the person is ready to deal with uncertainty and come up with creative solutions, which is a key part of being an entrepreneur.
The desire to help make travel more environmentally friendly stood out as a strong motivator. In addition to a deep desire to link corporate operations with more environmentally friendly measures, the evaluations showed a resolute dedication to environmental preservation. This drives people to do more than just make money, and it's what makes Sustainable Haven's mission-driven projects in the hotel field work. When looking at the Business Model Canvas (BMC), it shows the most important decisions that can be made based on both the person's traits and how the market is changing. Recent market trends and a rising focus on sustainability in the hotel business have changed Sustainable Haven's value offering. Our company's concept is both new and adaptable to meet changing customer needs because it fits with new sustainable standards and what we've learned from other businesses that are doing well with it.
The expected success of Sustainable Haven depends on how well business needs and moral obligations match up. Trends in the industry show that people want more sustainable leisure experiences. This puts our business in a market that values eco-friendly practices more and more. The lessons we learned from well-known businesses that made sustainability a core part of their operations instead of just an extra feature stress that this approach not only sets us apart in the market but also builds customer loyalty, which is very important in the hospitality industry. Sustainable Haven is more than simply a company; it's a calculated reaction to my innate entrepreneurial spirit and an analysis of current market trends. Sustainable practices are not just a passing fad for this company; they are fundamental to who they are and what they want to accomplish: making a good impact in the hospitality industry.
Conclusion 
Finally, Sustainable Haven turns out to be a purpose-driven business based on my goals and traits as an entrepreneur. The in-class surveys showed that I like to take risks and think of new ideas, which are both traits that are common among entrepreneurs. The venture's goal is based on the desire to contribute to sustainable tourism, which was found through these studies. This shows a commitment to environmental responsibility that goes beyond making money.  The careful decisions shown in the Business Model Canvas (BMC), along with modern models and insights into the industry, show that Sustainable Haven's strategy is in line with new market trends. Taking ideas from successful hotel businesses that focus on sustainability, the business idea places itself not just as a trend watcher but also as a creative and flexible player in a market that values eco-friendly practices more and more. Expected success depends on the business's ability to meet the growing demand for long-lasting hospitality experiences while also building customer trust, which is very important in the competitive hospitality industry. Sustainable Haven isn't just a business; it's a professional journey that combines personal goals, knowledge of the industry, and a dedication to sustainability. The goal is to be a good force for change in the fast-paced hotel industry.
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