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[bookmark: _Toc167961525]Introduction
In the faster pacing and growing hospitality industry, there is a need to introduce a new concept of Bed and Breakfast – The Boutique Bliss Bed and Breakfast. This paper provides a proposal of the Business model canvas for the Boutique Bliss and justifies the chosen business idea. The BMC of value proposition, customer segments, channels, customer relationships, revenue streams, key resources, key activities, key partnerships, and cost structure will be used for this development of this bed and breakfast as a chic boutique establishment. Every part of the plan will be clearly analyzed and such criteria as the nature of contemporary competition and actual industry examples and statistics will show how Boutique Bliss stands out among rivals. With this strategy of merging luxury, identity, and environmentally sustainableness, it is possible to establish Boutique Bliss as the new reference of niche hospitality industry.
[bookmark: _Toc167961526]Part 1: Business Model Canvas for Boutique Bliss Bed and Breakfast
[bookmark: _Toc167961527]Value Proposition
Boutique Bliss Bed and Breakfast is an exceptional accommodation featuring an atmosphere of luxury and personal hospitality services, combined with environmental conscientious. The main concept focused on providing guests with unique and pleasant impressions, as well as individual approaches to each client and his or her needs (Berne-Manero and Marzo-Navarro, 2020). This is done through luxurious facilities, personalized experiences which are not found in the large hotel chain facilities. Luxury at this particular Boutique Bliss is seen in the selected rooms characterized by high-quality bedding, classy furnishing, and sophisticated equipment. All the rooms are to offer impeccable comfort coupled with luxury to guests who desire the very best (Kadir and Shaikh, 2023). Additional privileges add to the guest satisfaction whereby employees are informed on how to meet guest’s individual requirements. Starting from the welcome products to the meals that the clients are served, everything is tailored to make them unique, valued and important.
Environmental sustainability is one of the key values that are captured in Boutique Bliss’s proposition. The establishment works sustainably in all aspects that concern the provision of organic products from local farmers, energy saving measures in the establishment and proper recycling of products and wastes. Since Boutique Bliss deals with local green suppliers, it helps boost the economy and reduce wastage of resources. This is because the current generation of tourists has developed a conscience concerning conservation by embracing environmental-friendly choices. In conclusion, the value added proposition of Boutique Bliss Bed and Breakfast can be described as luxury, for the guests to get a personalized treatment with an added touch of sustainable management (Blackwell¸ 2011). This unique combination fulfills the need that has emerged on the market of a separate and selective traveler who seeks luxury, but at the same time cares for the conditions of the natural environment. Altogether, the core strategy of Boutique Bliss is to provide an environment that will guarantee customer loyalty and raise the overall standard of boutique style services.
[bookmark: _Toc167961528]Customer Segments
The perfect target market for Boutique Bliss Bed and Breakfast can be described in context of the social class as the target market consists of the business and successful tourist in form of couples, singles or businesses. These customers are those who opt for luxury in their service as well as quality services or products and the special touch of personalization which most bigger hotels lack. These are the young couples that need love and to spend their holidays mostly staying intimate and prefer to be personally attended (Niu et al., 2021; Dwivedi et al., 2023). The singles; the business people, the couples, and any other individual who may not have families or those on business trips prefer the single rooms; further, the high-end earners can afford the service charges which accompany the amenities found in such rooms and thus are always booked in a single room. Moreover, it is critical to note that the target clientèle of the Boutique Bliss are the business persons who require a quiet place to rest and relax after work or business meetings. That segment also embraces luxurious and practicability simultaneously with the features such as free high speed Wi-Fi, an individual working space, and a strategic positioning (Mariotti and Glackin¸2012). Based on the identified segments, Boutique Bliss can easily address its target market that has specific needs and interests to imply that services are relevant to their needs and the clients will be eager to use hotel services again.
[bookmark: _Toc167961529]Channels
The target customers for Boutique Bliss Bed and Breakfast can be contacted through a tatical map, which is a tactical plan consisting of several operational channels. The major ones are online ordering sites, such as Booking. Some of the competitors are: com, Airbnb, and of course the hotels own website with good UI and smooth Reservation engines. The contemporary social media sites like Instagram, Facebook, and Pinterest will also be utilized in marketing and selling the distinctiveness of Boutique Bliss through expelling images and films that will fascinate the guest’s interests in booking the boutique hotel. Other ways of reaching the target group involves contacting previous customers and probable consumers through e-mail newsletters to pass necessary information and announcements (Kushwaha and Kar, 2021). Likewise, relations with travel agents/Tour operators helps in reaching out the international market in search of the kind of accommodation not available in every hotel. Since public relationships are involved by participating with travel bloggers and influencers, it helps to the visibility and the market share of their offers (Rae, 2008; Zhao et al., 2022). The opportunity to organize the face-to-face communication with the guests and direct receiving the feedbacks also presupposes the constant improvement of the services supplied on the premises (Hisrich et al., 2008). Therefore, through the help of these various outlets, it would be possible for Boutique Bliss to effectively convey their specific marketing message to their clienteles’ and be able to attract more number of guests that belong to the higher end market segments more often in the long running.
[bookmark: _Toc167961530]Customer Relationships
Boutique Bliss Bed and Breakfast wants to stand out in the hotel business by building deep, important connections with its guests. Providing excellent customer service is key to building these connections. This includes thoughtful touches like personalised welcome cards, experiences that are suited to guests' hobbies, and follow-up messages to make sure they are happy. In order to build a loyal customer base, it is important to interact with users on social media and quickly answer to their comments. Boutique Bliss's goal is to give each customer a unique experience and build real relationships with them so they will come back and tell their friends about the business.
[bookmark: _Toc167961531]Revenue Streams
Booking rooms is where the company will make most of its money, especially at the boutique's fancier but more expensive rooms. Boutique Bliss wants to get more customers and make more money by providing an array of free services, like private guided trips, spa treatments, and gourmet meals made with local ingredients. The business can make more money by selling special event packages for things like weddings, birthdays, and business trips. A great way to get more people and make more money is to work with other companies in the area that offer discounts and deals.
[bookmark: _Toc167961532]Key Resources
Another important thing that makes the experience better for tourists is the well-trained staff that gives great service. Sustainable practices that appeal to tourists who care about the environment, high-quality services, and cutting-edge technology for managing guests and reservations efficiently are some of the other benefits. Boutique can make sure the guests have access to the best foods and most unique items while also helping the local economy by working with local sellers.
[bookmark: _Toc167961533]Key Activities
At Boutique Bliss Bed and Breakfast, the team work hard to make sure that all of the guests are as comfortable as possible and get great service. Some of them are offering nice, well-kept facilities, customising services for each person, and cleaning all areas very carefully. Marketing and advertising will be very important for getting customers and building the company's name (Gangu Naidu Mandala et al., 2024; Tiwary et al., 2021). Themed activities and events are a great way to make things more interesting for guests. To set Boutique Bliss apart from rivals and make sure long-term success, it is important to always come up with new ideas and follow market trends.
[bookmark: _Toc167961534]Key Partnerships
A considerable goal for Boutique Bliss is to build trusting relationships with other local companies. Because the Boutique work with area spas, it can offer health and relaxing deals to the customers. Supporting local artists and sellers not only helps the local economy, but it also adds to the unique and charming charm of the store (Sundaram et al., 2020; Terho et al., 2022). Because of these relationships, guests can look forward to a more complete and enjoyable stay.
[bookmark: _Toc167961535]Cost Structure
There will be both fixed and changeable costs in Boutique Bliss's budget. Fixtures include things like keeping the building in good shape, paying employees, and keeping up with marketing campaigns. Fees for food and drinks, fees paid to booking sites, and extras for guests will all be seen as changeable costs. To keep up the high level of service, it is important to train the staff and buy the latest scheduling system technology (Stallone et al., 2021; Wang et al., 2022). Using services that use less energy and buying things made in the area are examples of sustainable habits that may help keep costs low and attract tourists who care about the environment. 
[bookmark: _Toc167961536]Part 2: Reflective Essay using Gibbs Reflective Cycle
[bookmark: _Toc167961537]Description
The fact that I got a 63% on the GET2 test shows that I have some business-like traits. In other words, I can show signs of becoming an entrepreneur now and then, but not all the time. These results also show that I only need to focus on a few jobs for now in order to get by. It is possible for me to be entrepreneurial in my volunteer work or even at work. The piece goes on to say that taking one of the many free online classes that companies like FutureLearn offer is one of the best ways to improve business skills (Lopes and Casais, 2022). It suggests that I start with small jobs in my area to gain experience if I have never been in business before
[bookmark: _Toc167961538]Feelings
Getting a 63% on the GET2 test made me feel many different things. It makes me think about where I can need to improve, even though it is good to know that I have some business traits. There are times when the idea of being entrepreneurial speaks to me because, even though it has not always been the case, I have looked for new ways to do things and have been the one to lead.
[bookmark: _Toc167961539]Evaluation
Some thought led me to believe that the intrapreneurship model best describes my company's goals and my personality. I have always liked questioning the status quo and looking for new ways to look at old problems, whether I was a teacher or a businessperson (Khan et al., 2022). Because I like to make good use of current structures and resources to boost innovation and create value.
[bookmark: _Toc167961540]Analysis
When I look at my desire to be an entrepreneur through the view of academic models and frameworks, I can see that ideas like the intrapreneurial mindset and the social entrepreneurship paradigm are real. Being an entrepreneur at work helps me reach my goal of coming up with new ideas and making progress within the way things are set up now. I like the idea of using community work as a way to satisfy my business urges. I also believe in making the world a better place while following my interests and skills.
[bookmark: _Toc167961541]Conclusion
The results of the GET2 test have finally made me think about myself and cause me to grow. I am proud of how businesslike I naturally am, but I know I can always do better. To stay on the path of business, I plan to learn more about social entrepreneurship and take advantage of intrapreneurship chances at work.
[bookmark: _Toc167961542]Action Plan
The plan for me is to take useful online classes in the future to improve my business knowledge and skills. To get better at being an entrepreneur through experience, I want to look for ways to start side businesses in my area. I want to get better at being an entrepreneur by regularly thinking about the things I have done in the past and using useful academic models and frameworks.
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llaa GET2 Test Enterprise Rating

Ocassionally enterprising

The overall GET2 test score of 63% suggests that you are likely to have strengths in some of the enterprising characteristics
and may be enterprising in some contexts. At this time in your life you may find that you are content to work on a limited
number of projects and may be happy to be enterprising either within employment as an intrapreneur, or in your leisure time
through voluntary community projects. However, if you have ambitions to have an innovative growth business, there is much
you can do. Several universities, such as the Open University offer free courses online which may help you to build up your
business knowledge and skills (see http:/openlearn.open.ac.uk). There are also many MOOCs (Massive Online Open Courses)
freely available on the FutureLearn platform (https://www.futurelearn.com) to help you to learn about technology, business and
the economy, learn languages and so on. If you have never set up an enterprise before you might consider starting a small
project in your community that represents a minimal risk to your time and money, to build up your experience and expertise.
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