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1. Introduction 
A reaction to the environmental imperatives of our time, the hotel sector is now undergoing a paradigm change towards sustainability. Beyond only meeting legal requirements, sustainable hospitality involves incorporating environmentally conscious practices into every aspect of a hotel's operations (Jones, P., Hillier, D., & Comfort, 2016). Bohdanowicz, Zientara, and Novotna (2017) state that it expresses an ethical stance by putting an emphasis on reducing carbon footprints, conserving resources, and improving local communities. This idea is embodied by GreenVista Retreat, which strives to provide eco-conscious tourists with exquisite experiences while maintaining a strong commitment to environmental stewardship (Mensah, I., 2006). By responding to consumer demand while simultaneously supporting worldwide environmental initiatives, this type of company model might revolutionise the market (Smith, V. L., & Eadington, W. R., 2017).

2. Business Model Canvas for GreenVista Retreat
· Key Resources
In the beginning and throughout its development, GreenVista Retreat's initial cash served as its basic asset (Appendix 1). Capital funds with an emphasis on environmental protection have provided this seed money, continuing a trend towards sustainable investment in the hotel sector (Bohdanowicz et al., 2011). As more and more customers show their support for environmentally conscious companies, The Retreat takes use of financial planning approaches that put an emphasis on environmental effect (Jones et al., 2014).
· Cost Structure
Crucial to the cost structure are the acquisition and upkeep of high-quality, energy-efficient machinery. This makes sure everything runs well and fits in with the growing trend of eco-friendly, money-saving procedures in the hotel industry (Chan & Hawkins, 2010). A key component in today's market, the Retreat's dedication to long-term sustainability is demonstrated by the resources invested for upkeep.
· Key Partnerships and Human Resources
Partnerships extending to staff management are an integral aspect of The Retreat's human resources strategy, which aims to support the enterprise's mission and operations. Those who work there are dedicated to sustainability, which improves service quality and makes customers happy (Harkison , 2018). This applies to everyone from managers to waiters. The growing trend of incorporating environmental experts into hospitality companies is mirrored in the establishment of a specialised green team (Jones & Hillier, 2016).
· Key Activities
Effective time management is the key to GreenVista Retreat' s smooth operations. Ensuring a harmonious coexistence of high-quality service with ecological consciousness requires efficient scheduling and running operations. Positioning the Retreat as eco-friendly and client-centric, this contributes to customer happiness and reflects practices where efficiency and sustainability interact (Legrand et al., 2016).
· Value Propositions
Choosing a car and furnishings are the physical parts of GreenVista's selling point. A dedication to decreasing emissions is demonstrated using eco-friendly cars for transport services at The Retreat (Tang et al., 2014). While it improves the client experience and lessens the environmental impact, the selection of sustainable furniture further establishes the Retreat's commitment to environmental ethics (Manaktola & Jauhari, 2007).
· Revenue Streams
In a novel way, GreenVista Retreat' s sustainable value proposition is connected to its revenue streams. Guests are prepared to pay a premium for sustainable experiences, and the Retreat capitalises on this trend by offering rooms with green living features and holding activities that encourage eco-friendly behaviours (Cone Communications , 2017). 
A sustainability-focused business concept is on display in the GreenVista Retreat BMC. Each part, backed by real-life instances and scholarly studies, highlights the Retreat's dedication to a sustainable future for hospitality. In addition to being the right thing to do from a moral standpoint, this strategy is becoming more and more of a need for success in the hotel sector (WEF, 2019).

3. Strategic Rationale 
A convergence of environmental imperatives, market trends, and operational concerns forms the multi -faceted strategic reasoning underpinning GreenVista Retreat' s hospitality industry. To ensure congruence with both corporate aims and sustainable practices, GreenVista Retreat has meticulously evaluated several elements that impact strategic decisions as it forges its way through the competitive hospitality industry.
· Environmental Imperatives
Undoubtedly, GreenVista Retreat's strategy decisions are heavily influenced by the pressing need to combat climate change. Sustainable practices are becoming more important in the hotel business as it acknowledges its contribution to global carbon emissions (Bohdanowicz & Zientara, 2008). The Retreat' s reputation and productivity are both boosted by environmentally conscious business initiatives including cutting down on waste and embracing green technology.
· Market Trends
An rising number of tourists are showing a desire for environmentally conscious accommodations, which indicates a change in consumer behaviour towards responsible and sustainable tourism (Dolnicar & Leisch , 2008). By including eco-friendly amenities into its main service, GreenVista Retreat is well-positioned to take advantage of this trend. According to customer surveys and comments from the industry, this move is both morally sound and takes advantage of the market's need for environmentally friendly activities (Cone Communications, 2017).
· Operational Considerations
As far as the operational domain is concerned, GreenVista Retreat has taken deliberate decisions to incorporate sustainability into all parts of its operations. A full-scale waste management system and renewable energy sources are part of this, since they both save operational expenses in the long run and help keep the environment clean (Chan & Hawkins, 2010). These choices are in line with the industry-wide trend towards less waste and more energy efficiency, which is good for the environment and is being required more and more by laws and international norms (Jones et al., 2016).
· Customer Expectations and Experience
One of our top priorities is to anticipate and fulfil all of our customers' expectations. Guests, especially those in the luxury market, are on the lookout for one-of-a-kind adventures that don't skimp on comfort or ethics (Mensah , 2006). With its commitment to eco-friendly practices and first-rate facilities, GreenVista Retreat meets the demands of both luxurious hospitality and corporate social responsibility. Accordingly, decisions are made in a way that promotes the Retreat's sustainable ethos while simultaneously improving the experience and happiness of guests (Hung et al., 2021).
· Competitive Advantage
Building a competitive advantage through differentiation is another critical factor influencing GreenVista Retreat’s strategy. Adopting Porter’ s (1985) generic strategies, GreenVista Retreat has positioned itself as both a cost leader and a differentiator within the niche of sustainable luxury hospitality. This strategic stance not only sets the Retreat apart from competitors but also attracts a specific segment of the market willing to pay a premium for environmentally conscious accommodations (Porter , 1985).
Finally, GreenVista Retreat relies on a good balance of eco-fulness, operational efficiency, the customer focus as well as competitive location strategy– and luck! The final aim of all decisions is to create a hospitality enterprise that has existed for many years and is also flourishing. This decision-making method is demonstrated in the BMC below: relationship between enterprise philosophy, operations and market positioning.

4. Industry Context and Sustainable Practices 
The launch of GreenVista Retreat into the modern market coincides with the growing demand for environmentally conscious accommodations in the hospitality sector. The industry must tackle the problems of climate change and greater customer knowledge of environmental issues by incorporating eco -friendly measures; this is more than just a fad (Bohdanowicz & Zientara , 2008). By adopting these methods, GreenVista Retreat puts itself in a position to serve a sector of the market that is looking for eco-friendly choices. 
Sustainable practices are becoming integral to company operations and strategy, rather than being seen as an afterthought in today's industry (Jones et al. , 2016). In response, GreenVista Retreat has prioritised sustainable and local sourcing of food and supplies, instituted stringent waste management rules, and begun employing renewable energy sources. These practices address both the environment and the changing expectations of visitors, who are increasingly considering a business's ecological impact when making a purchase (Dolnicar & Leisch , 2008).
Sustainable methods also provide a big advantage over the competition. Sustainability, according to the World Economic Forum (2019), is one of the most important factors propelling innovation in the sector. Taking advantage of this, GreenVista Retreat differentiates itself from conventional luxury hotels by providing guests with one-of-a-kind experiences like farm-to-table meals and eco -tours. A more profound comprehension of the modern traveller’s pursuit of experiences that are in line with their principles without sacrificing quality or comfort is reflected in The Retreat's dedication to sustainable luxury (Mensah, 2006). 
Relationship building and maintenance are also part of sustainable practices. Socially responsible activities, hiring locally, and investing in the areas where GreenVista Retreat is located are all part of the company's goal. As both customers and companies come to see the importance of community involvement in sustainability efforts, this strategy does double duty by improving the hotel' s image and fostering loyalty among local stakeholders (Jones & Hillier, 2016). 
Environmentally friendly policies are also paying dividends in the world of finance. A rising amount of research indicates that resorts and hotels that put money into sustainability may save money, run more efficiently, and charge more for their services (Manaktola & Jauhari , 2007). Therefore, GreenVista Retreat's sustainability initiatives are integral to its financial strategy, which aims to attract investors seeking green business possibilities and conform to worldwide trends in sustainable development. 
All things considered, GreenVista Retreat is looking ahead, not only at the present, to where the hospitality sector is likely to go. Sustainable practices are fundamental to the performance and longevity of businesses in the present and future markets. This knowledge forms the basis of its operational culture. The GreenVista Retreat is a pioneer in sustainable hospitality thanks to its innovative use of environmentally friendly techniques; it shows how the sector can adapt to the problems of the modern day. 

5. Personal Entrepreneurial Reflection 
As I set out on my entrepreneurial path with GreenVista Retreat, the knowledge I gained from Gibbs' Reflective Cycle—especially when looking at the personal evaluation graph—has been crucial in critically examining my entrepreneurial attributes.
Description: According to the results, I have a high-risk propensity (67%), which means I am willing to accept and even welcome uncertainty. This trait is in line with what Kerr et al. (2018) found: that entrepreneurs who take risks tend to be more successful. In line with the research of Locke and Latham (2002), who stress the significance of well-defined and realistic objectives for entrepreneurs (Appendix 2), my GET score of 52% and Achieve score of 50% indicate a moderate strategy for goal-setting and achievement.
Feelings: I was first worried when I realised that my level of autonomy was modest (33%). This quality may be seen as a hindrance in a field where autonomy is commonly associated with creativity. Nevertheless, after giving it some thought, I've come to value teamwork and the power of interdependent dynamics.
Evaluation: The results of the evaluation were contradictory. Optimistically, my penchant for taking chances can propel GreenVista Retreat towards the kind of innovation and fresh ideas that are essential to the dynamic hospitality industry (Huang & Knight , 2017). On the flip side, a lower autonomy score may indicate difficulty making quick decisions, which might slow down responsiveness to changes in the market.
Analysis: As a result of having equal parts creative drive and methodical management, my results on the GET and Achieve scales are balanced, and my scores on the Creativity and Control scales are also balanced at 50%. I am well-prepared to face the risks of entrepreneurship thanks to my high risk tolerance, but I may be most effective as part of a team that brings different viewpoints to the table to help make decisions (Brinckmann et al., 2010).
Two main findings have resulted from the contemplation. First of all, I am not afraid to take risks , which is a strength when it comes to pursuing innovative company ideas like GreenVista Retreat, particularly in a sector that is ready for sustainable change. Second, developing autonomy in decision-making to improve leadership effectiveness is essential, as is striking a balance between autonomous and collaborative practices.
Action Plan: I intend to make the most of my adventurous spirit by keeping up with developments in the sustainability sector in search of novel approaches that GreenVista Retreat might adopt. In order to overcome my lack of independence, I want to take part in leadership courses that emphasise being decisive and confident, and I will also work to create a team atmosphere that respects and incorporates the ideas of all team members.
I have gained a comprehensive awareness of my entrepreneurial tendencies and how they impact my management of GreenVista Retreat using Gibbs' Reflective Cycle, which provides a disciplined method to introspection. This introspection does double duty : it helps me develop as a person and as a leader of an innovative sustainable hotel business.

6. Conclusion 
In conclusion, the entrepreneurial journey of creating GreenVista Retreat is both a combination of strategic analysis and introspection. Drawing on industry trends as well as operational cleverness, the Business Model Canvas has laid out exactly what way sustainable luxury in hospitality should develop. The use of Gibbs’ Reflective Cycle has given me profound insights into the links between my personality and leadership under the new biotechnology enterprise. Looking ahead, the Estate looks set to not just exploit one particular niche within the eco-luxury market but continuously adapts to changing demands of sustainability, ensuring that we stay at the forefront in terms of any responsible business practice.
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Appendices:
1. Business Model Canvas for GreenVista Retreat
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2. Personal Entrepreneurial Traits Assessment Chart:
[image: A screenshot of a computer

Description automatically generated]


image4.jpg




image1.png
Business Model Canvas

Designed by:

sustainable
suppliers for
organic
amenities and
services

certification
bodies for
validating cco-
iendly
practices

with local
environmental
organizations
for community
engagement

Key
Activities

Construction
and
maintenance of
cco-friendly
infrastructure

2
programs for
sustainable

operations

with local
artisans for
unique,
sustainable
decor

Value
Propositions

Luxury
accommodatio
ns witha
strong
commitment to
sustainability

ly.
amenities and

services

a green hotel,
cnsuring

environmental
responsibility

Customer
Relationships

Personalized
customer
service
cmphasizing
cnvironmental
values

21
communicatio

n through
newsletters
and social
media

mechanisms
to understand
and address
customer
needs

GreenVista Retreat

Georgiana Poteaca

18.04.2024

Customer
Segments

Environmentall
¥ conscious
travellers
ccking luxury
expericnces

focused
corporations for
cco-friendly
corporate
retreats

familics looking
for sustainable
holiday options

Channels

Online
platforms for
booking and
communication

ns with
sustainable
travel agencies

community
building and
marketing

Key
Resources

Skilled staff
rained in
sustainable

with local
usinesses for
mutual support

Cost
Structure

Initial
investment in
cco-friendly

infrastructure

going
for staff

training and
certifications

of sustainable
amenities and
services

Revenu
e Streams

Room

bookings
from cco-
conscious
travellers

2

cco-
friendly
cvents and
corporate
retreats

organic
amenities
and
products
within the
hotel





image2.jpg




image3.png
Prifysgol Cymru
2+ Y Drindod Dewi Sant
& University of Wales
Trinity Saint David

35




