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Introduction
In contemporary business landscapes, strategic decision-making is essential for entrepreneurial success. Part 1 of this essay will delve into justifications and explanations of a proposed business concept, accompanied by contemporary examples and sources to inform these decisions. A thorough examination of the value proposition will highlight the unique elements that set the business apart from competitors, drawing upon real-world examples and academic insights to provide a comprehensive analysis. In Part 2, the essay will shift focus to personal reflection using Gibbs’ reflective cycle. Through a critical evaluation of in-class entrepreneurial/managerial test results, the essay will explore motivations and characteristics relevant to entrepreneurial endeavours. Drawing on appropriate academic models and frameworks, this reflective journey will offer insights into individual strengths, areas for development, and strategies for personal and professional growth.
Discussion
Part 1
Targeting eco-conscious vacationers corresponds with the trend of green tourism. On the one hand, travellers who value sustainability tend to demand environmentally friendly accommodations (Kim et al., 2021). Moreover, secondary segments such as the companies that organize corporate retreats and event planners looking for eco-friendly offsite locations present an opportunity to diversify revenue sources as well as grow their audience.
da Costa Fernandes et al. (2020), states that the value proposition that Green Haven Retreats presents, blending luxury comfortability and sustainability, derives largely from the demand for a self-immersive nature. The business offers environmentally-friendly lodging, organic food options as well as a wide array of nature activities to appeal to the eco tourists looking for authentic and responsible tourism ventures.
The use of both online and offline channels as a means to reach customers is justified by the requirement for multi-channel marketing strategies in hospitality (Ailawadi and Farris, 2020). The website and social media accounts create an easily accessible storefront that conveys sustainability while relationships with local travel agencies expand the reach to customers.
The commitment to building relationships with guests is demonstrated by investments into personalized booking experiences, post-stay surveys and loyalty programs (Böhme, 2023). Constant communication using newsletters and social media updates increase the level of engagement as well as keeps members abreast with how they are sustainable, inculcating trust in customers.
Focusing on lodging reservations as the main revenue flow is substantiated by stable demand and interest in eco-friendly accommodations (GUPTA, 2024). Utilizing nature as a source of revenue through curated experiences, eco-friendly products and collaboration with corporate clients for retreats/team building activities not only adds to the sources of income but also completes our business model.
Allocating more resources to eco-friendly lodges, qualified personnel for hospitality and guided tours, partnerships with local farmers for organic products and collaboration with environmental specialists show a passion towards sustainability (Legrand et al., 2022). Investments in technological assets such as an effective online platform and reservation system improve operational efficiency as well as the quality of guest experience.
Activities that are focused on enhancing and improving environmentally friendly accommodations, selecting nature-based experiences, providing sustainable supply chains among others resonate with the core beliefs of Green Haven Retreats (Tuppen, 2021). Continuous training for the staff on sustainability practices is a proactive approach towards responsible business operations.
Through interaction with environmental associations, local communities and eco-friendly suppliers, the business ensures its sustainability. The key partnerships from travel agencies, green brands and research institutes make Green Haven Retreats stand out as a pioneer of responsible tourism.
The cost structure that includes the incurred for maintenance of accommodations, and wages paid to employees and others as well is an example of investment placed at its disposal to maintain sustainability business initiatives (Barringer and Ireland, 2018). The continuous training on sustainable practices and the conduct of periodical EAs are clear evidence of a long-term commitment to running an environmentally responsible business.
Green Haven Retreats is a lighthouse in the hospitality market, providing an innovative value proposition that merges luxury hotels with comfortability and sustainability (Williams, 2021). This specific combination is designed to offer visitors a memorable natural retreat and make them feel good about the planet.
The commitment to sustainability starts with the very constructions that shelter our guests. Green Haven Retreats, however, sees eco-lodging as more than just a catchphrase. All of the lodges, from cosy eco-cabins to treehouses nestled amid leafy forests are built with sustainable materials (Burns, 2022). Our architects and builders emphasize on the energy-efficient characteristics which include renewable sources of power such as solar panels or windmills to continue leaving a light carbon footprint (Nelson, 2013). This strategy distinguishes us from competitors who might profess to be green without delivering any real actions. Through the investment in sustainable architecture, we create a unique and immersive environment for our guests not only but also contribute to environmental sustainability.
The dining experience that Green Haven Retreats offers is above and beyond what one would expect. Apart from delivering organic food, we adopt the farm-to-table principle by cooperating with local producers to ensure freshness and sustainability in our supply chain. Guests can savour dishes crafted from locally grown and organically sourced produce, building a relationship with food leading back to the environment in which it was produced (Rickman and Roddick, 2013). This strategy guarantees that our philosophy of sustainability is applied in all areas of the guest stay. It helps us stand out from competitors who might focus on the ambiance of their dining area but have no real commitment to sustainable sourcing and practices.
Green Haven Retreats is not only a place to visit but an escape into nature. The guests have a wakeup call to the sounds of birds chirping around them in green nature while fresh air fills their nostrils. Guided hikes, designed to showcase the splendour of nature around them, offer guests a way to relate more strongly with their surroundings. This method allows us to stand out from competitors who can provide ordinary accommodation but do not highlight the experiential component. We provide nature activities to our guests that transform and create purposeful, meaningful travel.
Relaxing at Green Haven Retreats takes relaxation to a whole new level beyond merely massage and body treatments. Our spa amenities are highly environmentally conscious in nature, using only natural and sustainable products. Starting from skincare treatments to wellness practices, guests can rely on providing them with a lot of rest while understanding that their health conformity is consistent with the Ecological standards (Blackwell, 2011). This pledge is greater than competitors that may provide spa amenities with limited ecological commitment. Through the use of sustainable practices, we make sure that even periods for kicking back are contributing to a bigger sustainability theme behind this retreat.
The entire setting of Green Haven Retreats has been put up with a deliberate intention towards environmental friendliness (Hisrich et al., 2008). Whether it is composting and recycling or water conservation efforts, every aspect of the guest experience adheres to Mother Nature’s laws. The more holistic approach guarantees that sustainability is integrated into the operation of retreat on a daily basis. This broad undertaking makes us unique from other competitors who choose specific green practices. Making sustainability part of every sector in a company’s operation does not only offer a new and ethical service but also drives the mission for environmental consciousness to the hospitality industry.
Green Haven Retreats is not simply a business; it is an evolution towards conscious and ethical travel (Mariotti and Glackin, 2012). Our goal is to build a stronger relationship between our guests and nature, encouraging them to change their behaviour not only during the period of stay. Such commitment to environmental responsibility makes us not only a brand but also a company whose profit goes beyond the planet. It differentiates us from competitors who might see sustainability as a market trend only. Through our representation as champions of the mindful travel movement, we develop a distinctive brand that speaks to an emerging group of eco-conscious travellers.
Part 2
After giving an in-class personal entrepreneurial/managerial test and getting into the results classroom test that I have received, it is obvious to me now that my overall GET2 result score of 67% implies some enterprising nature about as follows. The detailed breakdown of scores highlights my strengths and areas that may need attention. The following percentages were achieved in Achieve (83%), Autonomy (17%), Creativity 67%, Risk-taking, and Control.
I had both satisfied and curious reaction to the findings. The Achieve and Control areas where I scored high pleased me, which shows my ability to do targeted actions as well as the feeling that circumstances are under control (Rae, 2008). But the lower score in Autonomy made me wonder about my tendency to be independent, which puzzled me. The Creative and Risk-taking scores being within the mild domain only made me think of how much I am ready to accept creativity and unpredictability.
The high score in Achieve matches my personal desire for goal-setting and accomplishments. I feel good when concrete results appear, and this characteristic seems to be a major motivating factor for me. A low score for Autonomy also puzzled me, as I have always considered myself to be a person who appreciates freedom. This made me want to dig deeper into whether I might prefer teamwork over individual initiatives (Timmons and Spinelli, 2008). The scores in Creative and Risk-taking are moderate, which means a balanced attitude. Open to creativity and innovation, but not completely adaptive of unorthodox or very risky tactics. The above-average point on Control clearly states my desire to ensure the preservation of a responsible amount of authority and stability even as I pursue entrepreneurial projects.
The test results shed light on my entrepreneurial and managerial motivations as well as personality. The dance between Achieve and Autonomy implies that although I am predisposed to achieving goals, independence may not necessarily be my ultimate goal. This subtle understanding underscores the importance of collaboration and teamwork in my approach to entrepreneurship (Zimmerer and Scarborough, 2011). The medium level of the scores in Creative and Risk-taking reflect a desire to experiment with new ideas without taking unnecessary chances. Nevertheless, it also indicates a preference for an appropriate level of stability and control as captured by the Control measures. The balance between creativity and a desire for control can serve as both an asset and weakness in the entrepreneurial endeavour.
My motivation as an entrepreneur and manager is complex. The test scores reveal a mixture of strengths and opportunities for development (Ali and Anwar, 2021). I am high in goal-directedness and control, but the low Autonomy score suggests that my perceptions of what constitutes freedom need to be expanded. The scores for Creative and Risk-taking indicate some moderation, which could be a positive approach in the face of challenges facing entrepreneurs.
For a deeper understanding of my need for autonomy, I will partake in activities that involve making independent decisions. This may include doing small projects where I make all decisions and do the entire implementation process.
Aware of the value that creativity provides, I will try to create opportunities for innovation (Zhao et al., 2021). This can be through brainstorming sessions, attending workshops or collaborating with people known for their creative thinking.
Although I endeavour to retain control for balance, the uncertainty of calculated risks will have a strategic measure dictating what opportunities I take. This can be, for example, starting a small project with a manageable level of risk that helps develop confidence in dealing with uncertainties.
It is essential to reflect on my entrepreneurial path regularly and return to the GET2 test outcomes. Through constant review of my motivations and attributes, I am able to adjust accordingly as well as support ongoing personal and professional development (Sims and Fletcher-Wood, 2021).
Conclusion
The comprehensive analysis of the business concept and personal entrepreneurial/managerial test results provides valuable insights into both strategic decision-making and individual motivations. The detailed examination of customer segments, value proposition, channels, customer relationships, revenue streams, key resources, key activities, key partnerships, and cost structure underscores the holistic approach of Green Haven Retreats, positioning it as a leader in sustainable hospitality. Furthermore, the reflective journey through Gibbs’ cycle highlights a multifaceted entrepreneurial profile, combining strengths in achieving goals and maintaining control with opportunities for further exploration in autonomy, creativity, and risk-taking. By embracing a balanced approach and implementing strategic actions to address areas of development, there is potential for continued growth and success in both entrepreneurial endeavours and personal development.
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