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Saint Inn: A Modern Affordable Hotel Service in the Town

The hotel industry is known for its fast pace, as new players are constantly trying to carve out a destination for themselves. Yahoo Finance (2023) shows that the global hospitality market was USD 4409780 Million in 2022. The same report also thinks that the industry is expected to grow 10.43% annually. The essay analyses in detail the business fabric of the new hotel "Saint Inn", to carve out a special place in the hospitality industry To better understand the startup's design and some of the obstacles it faces is illustrated in detail using Business Model Canvas which is also illustrated in appendices. 
López‐Gamero et al. (2022) highlight that a successful company provides unique value to its customers. Saint Inn's Value Proposition is exceptional hospitality that flawlessly blends magnificence, eco-friendliness, and customised services. Based on research, Burns (2022) suggested the 'Experience Economy'. Saint Inn aims to redefine the hotel experience to leave a lasting impression. Sustainability in the Value Proposition reflects the growing trend of eco-conscious consumerism (Batchenko et al., 2023). Saint Inn targets eco-conscious travellers as a socially responsible alternative. Other studies have shown the importance of corporate social responsibility in hotels. Saint Inn must always provide fresh and inventive deals to sustain the Value Proposition. Troshkina (2023) argues that tourism value may be increased by increasing services, incorporating local culture, and using new technology. Adaptability is key to satisfying customer expectations and staying competitive.
Hemmington and Neill (2021) acknowledged that understanding the needs of the target market is crucial to corporate success. Saint Inn uses a complex way to determine its Customer Segments, taking into consideration special traveller personalities. Saint Inn uses demographic, psychographic, and behavioural segmentation to tailor its offers to each group's desires. Hotel customer segmentation literature supports this method. Psychographic segmentation is crucial to meeting passengers' various needs, according to Burns (2022). This knowledge allows Saint Inn to customise its offerings, ensuring a better client experience. The hotel recognises the importance of catering to business visitors' needs. To attract and retain this valuable industry, well-equipped conference rooms, high-speed internet, and tailored concierge services are needed. According to Gerke et al. (2023), hotels must adapt their offerings to meet business visitors' needs. Saint Inn should regularly assess its customer categories and adapt its services to market developments to maintain a competitive edge. To keep customers happy and loyal, the hotel must adapt to changing tastes.
Effective distribution and communication channels are essential for attracting and retaining customers according to Zaki (2022). Saint Inn maximises visibility via digital platforms, travel brokers, and partnerships. Online presence is crucial in the digital age, and the hotel uses several platforms to reach its audience. Online channels' impact on travel decisions is highlighted by Bag (2023) in the hotel industry. Saint Inn has an easy-to-use website, social media accounts, and OTA partnerships.  According to Williams (2022), OTAs strongly influence client choices and facilitate bookings. However, Saint Inn recognises the limitations of internet-alone marketing and invests in travel agencies and partnerships. This strategy supports Evans (2016) who recommends combining online and offline media to maximise market penetration. The ever-changing hotel sector requires constant channel strategy monitoring and adjustment. Saint Inn must monitor technological and market changes to keep its distribution techniques effective and relevant to its target audience.
Zaki (2022) found that hospitality businesses need excellent customer relationships to succeed. Saint Inn prioritises tailored services, loyalty programmes, and feedback mechanisms to build long-term client connections. The importance of tailoring services is emphasized in hotel customer relations literature. Saint Inn can enhance customer satisfaction and loyalty by proactively identifying and fulfilling the individual requirements of each guest. In a study conducted by Zaki (2022), it was discovered that implementing a strong hotel loyalty program may enhance customer retention. Saint Inn places great importance on client input in order to enhance service quality and foster stronger relationships. The hotel often interacts with guests via surveys, social media, and direct communication to improve and expedite the process. The hotel will be able to grab new customers if it can strategically handle customers with their latent needs and customised services.
The income model is crucial to Saint Inn's strategy. By introducing services and events, the hotel seeks to diversify its revenue beyond room bookings. Bardukova (2023) says auxiliary services and experiential goods improve hotel revenue. Sponsoring conferences and events will bring Saint Inn money. The hotel targets the lucrative corporate events market, which chooses premium settings, with contemporary conference facilities according to Batchenko et al. (2023). Diversification increases revenue, brand image, and weekday occupancy. Local business partnerships fund Saint Inn. In conjunction with restaurants, travel companies, and entertainment venues, the hotel provides customised packages to complete the experience. Collaborations diversify revenue and provide a unique value proposition, complementing literature on partnerships in distinctive goods (Gummesson, 2000). In the fast-changing hotel sector, Saint Inn must be adaptable in seeking new revenue streams. Technology-driven services, membership programmes, and unique bundles may improve hotel revenue.
Human capital is hotels' most valuable asset. Well-trained, customer-focused staff help the hotel give value Barringer and R Duane Ireland (2019). Saint Inn's business strategy relies on acquiring and maintaining key resources. A strong corporate culture and employee training cultivate these resources. Technology, furnishings, and infrastructure are essential hotel resources. Saint Inn requires constant maintenance, renovations, and technology spending to compete in comfort and modernity according to Bag (2023). Strategic supplier partnerships help the hotel function efficiently. A reliable, affordable food, bedding, and amenity supply chain is essential. This strategy complements hotel supply chain management literature (Williams, 2022). Saint Inn must handle resources well as it expands. The hotel must continually assess labour needs, train staff, and manage resources to provide exceptional service.
The hotel industry uses technology to enhance visitor experiences argued by Al-Sabi et al. (2023). Therefore, innovation should be another Saint Inn focus. Saint Inn focuses on basic processes to provide value and boost efficiency. These activities need great check-in/check-out, room maintenance, and customised guest services (Barringer and R Duane Ireland, 2019). These key roles mirror research on how hotels keep customers happy and loyal.  A hotel that offers contactless check-ins, smart room controls, and other cutting-edge technologies satisfies travellers' expectations and innovates hospitality according to Williams (2022). Saint Inn advertises to maintain brand awareness. Hotel marketing includes influencer collaborations, industry events, and a robust digital presence. This supports hospitality marketing literature, particularly in digital times (Hemmington and Neill, 2021). Saint Inn must adapt its core activities to market, technological, and customer changes.
Saint Inn effectively works together to increase value. Partnerships with local restaurants, activities and travel companies are customized features. This supports partnership diversity and wealth development analysis (Hemmington and Neill, 2021). OTAs and itinerary agreements help the hotel expand. Key OTA partnerships provide online visibility and simplify guest registration. The hotel balances the negotiation with a one-sided mismatch. Internal departmental relationships are as important as external ones. To run the business smoothly and have a good experience for guests, front and back of house personnel should cooperate according to Bardukova (2023). Saint Inn should be able to critically analyse and develop its key relationships to achieve its strategic and financial development objectives.
Most HR expenditures include pay, training, and benefits. High-quality hospitality services need well-trained and motivated staff, according to Zaki (2022).  Saint Inn needs cost control to survive. Technology, marketing, labour, and maintenance impact hotel expenses. IT infrastructure maintenance and new technology adoption are costly. Saint Inn must analyse the ROI and balance technological breakthroughs with expenses to increase operational efficiency and guest satisfaction according to Ajay Khatter (2023) Brand recognition and client acquisition need traditional and digital marketing expenses. Saint Inn must regularly assess its marketing approach to optimise ROI. As the hotel expands, size may affect pricing (Bardukova, 2023). Cost management and profitability may be achieved by strategic resource allocation, supplier agreements, and operational efficiency.
Saint Inn's performance relies on integrating and harmonising its services toward customers according to the BMC model. This business model canvas overview thoroughly analyses each component and compares them to hospitality literature to highlight the hotel's strategic options. Saint Inn must monitor market developments, technology, and client tastes to react to hospitality changes. By doing so, the hotel may become an industry leader, offering great value, developing significant relationships, and ensuring the hotel's growth.


Personal Reflection
The following reflection is conducted using Gibbs's reflection model.
Description Stage
I took a self-assessment entrepreneurial and management test throughout the workshop. These polls revealed my entrepreneurial and management motivations. Jin (2023) showed that risk propensity, management styles, and cognitive decision-making attitudes are essential for entrepreneurship. After completing, the results summarise my entrepreneurial and managerial traits. The findings indicated strengths and development areas in both categories, revealing my leadership style and approach to company challenges.
Feeling Stage
Li and Boštjan Antončić (2023) believe that reviewing the test results first generated mixed emotions. Recognising ingenuity and clever thinking made people feel good. Self-validation and identification of growth opportunities were balanced with awareness of areas for improvement (Jin, 2023). I was excited to employ my skills yet nervous about fixing the identified weaknesses. Reflection helped me understand these emotional responses as essential to personal and professional growth.
Evaluation Stage
Comparing entrepreneurial and management test results to academic models and frameworks indicated significant tendencies. I discovered my entrepreneurial tendencies via the Entrepreneurial Orientation (EO) paradigm. It values creativity, risk-taking, and proactiveness (Dipan Kumar Sahu et al., 2023). The exam showed a strong creative bent, with a willingness to try new ideas and methods. Dyck and Neubert (2019) found that the Leadership Grid offered managerial insights. Leaders who balanced task and interpersonal focus favoured a team-oriented approach. However, aggressiveness and decisiveness may improve. Mintzberg's Managerial Roles showed competency in interpersonal roles but potential inadequacies in decisional positions. This evaluation showed me the various and difficult facets of entrepreneurial and managerial jobs, emphasising the necessity for a wide range of abilities.
Analysis Stage
I recognised the dependency between entrepreneurial and management qualities after reviewing the test results. Dyck and Neubert (2019) found a high innovation score that demonstrates a great connection with entrepreneurial aims and emphasises the importance of creative thinking in managerial choices. The inquiry also made me consider these qualities' context. Some traits are useful in entrepreneurial settings but may require a change in management. According to contingency theory, leadership styles adapt to circumstances according to Dipan Kumar Sahu et al. (2023). I considered Emotional Intelligence (EI) in entrepreneurship and management. The assessment revealed areas where enhancing my emotional intelligence might improve my leadership. I committed to improving my Emotional Intelligence (EI) since it affects teamwork and decision-making.
Conclusion
Reflecting on the entrepreneurial and management evaluation results has deepened my professional identity. The event demonstrated the necessity for agile and responsive leadership, realising that entrepreneurship and management need complementary abilities according to Abousoliman, Abualruz and Mohamed Abdelrahman (2023). An introspective process informed a self-improvement method. Identifying my strengths enhanced my confidence while identifying my weaknesses encouraged me to study and improve.
Action Plan Stage
The last step included planning to capitalise on strengths and weaknesses. Given my risk aversion, I have taken fewer risks, knowing that measured risks are part of the business. I deliberately sought methodical experimentation and increased my comfort. Moreover, I tried to balance collaboration and efficiency in decision-making. While I appreciate a variety of perspectives, I am committed to detecting situations that need a more decisive approach and ensuring that decision-making processes match the urgency of entrepreneurial contexts. In leadership, I wanted to improve my task-oriented management and transformational approach. Professional development programmes focused on strategic planning, project management, and organisational efficiency were funded.
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Appendices
BMC Model of Saint Inn Hotel
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Business Model Canvas
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@ Key Activities

- Focuses on  check-in/check-out
and personalised guest services.

- Innovatively uses  technology to
improve visitor experiences.

- Promotes brand awareness via
marketing.

& Key Partners

« Works with local companies
to create unique bundles.

« Uses OTA alliances to boost
internet presence.

+ Understanding the value of
internal alliances for.
seamless operations.

5 Key Resources
* Recognises human capital as
essential for excellent service.

« Hotel infrastructure, furniture,
and technology are prioritised.
Strategic supplier relationships.
provide a reliable and cost-
effective supply chain.

@ Cost Structure
Variable Cost (Based on Task)
Fixed Cost (Hotel Buildings and Infrastructure)

Assesses technology-related ROI.
Optimises marketing budget for ROI
Evaluates economies of scale as the hotel grows.

- Effectively manages expenses via HR, technology, and marketing.

0» Value Propositions

Saint Inn's value s
distinctive, sustainable
hospitality.

Uses ‘Experience

Economy to leave a
lasting impression.

Sustainable practices
match  eco-conscious
consumer trends.
Values flexibility to
changing client needs.

@ Revenue
Stream
 Expands income beyond room reservations.

[ customer Relationship

Customer-focused
personalised services and loyalty

programmes.
Promotes  client  input  for
continual development.

Uses surveys, social media, and
direct contact to engage visitors.

@ Channels

Uses internet platforms, travel
agents, and partnerships.
Supports social networking and a
user-friendly website.
Understands the value of
balancing online and physical
channels for reach.

(=] Customer

Segments

Demographic,
psychographic, and
behavioural segmentation
captures distinct traveller
identities.

Recognises the necessity
to serve business travellers.
Assesses client segments.
regularly to adjust to
market developments.

« Holds events and conferences to target business events.
« Explores local business relationships for selected bundiles and value.
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