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Part – 1: Essay 
ShareView: Revolutionizing Travel with a User-Centric Approach
ShareView is a forward-thinking online travel agency (OTA) in the UK that is about to change the travel business with its new ideas and focus on the customer. This essay explores the main parts of ShareView's business plan, using the Business plan Canvas (BMC) to show what makes the platform special and how it can make money.
Market Segments: The people or businesses that a product or service is meant for are called "customer segments." These are separate groups of people or businesses with similar wants, behaviours, and traits (Barringer & Ireland, 2018). Businesses need to know how to target their marketing, communication, and product development by finding and knowing different groups of customers. Businesses can improve their products and services and connect with certain groups of customers more effectively by understanding the different wants and needs of these segments (Williams, 2021). Businesses can improve customer happiness, boost sales, and build long-lasting relationships with customers by giving each segment a more personalised and relevant experience.
ShareView's main target group is people who want more than just a travel service; they want a personalised and community-driven trip. ShareView wants to attract a wide range of users, from solo travellers on a budget to families and business people. As eco-friendly travel becomes more popular, ShareView wants to draw people who care about the environment on their trips.
Value Proposition: A value proposition is a short sentence that tells the people you want to buy your product or service what makes it special and valuable (Burns, 2022). It tells people why they should buy a certain product instead of others on the market. A strong value proposition meets specific customer wants, draws attention to unique features, and communicates the competitive edge (Nelson, 2013). It goes beyond the features of the product to stress how it fixes problems or makes the customer's life better. Making a strong value offer is important for marketing, standing out, and keeping customers coming back. This is because it gives people a strong reason to interact with and choose a certain product or service (Rickman & Roddick, 2013).
What makes ShareView unique is that it is dedicated to creating a platform that is both unique and easy to use. This platform goes beyond the usual services that travel agencies offer. The platform carefully chooses flights, hotels, and events for people with a range of tastes and budgets. ShareView has social features that let users share tips, memories, and thoughts. Its focus is on openness and community. ShareView actively encourages travellers to choose eco-friendly options, which helps people feel responsible for the earth.
Channels: Marketing platforms include all the different ways that companies get their goods and services in front of the right people (Blackwell, 2011). Some of these outlets are digital, like social media, email, and websites, which help people find and interact with you online. Old-fashioned media like TV, radio, and newspapers are still useful. Direct marketing, working with influencers, and partnerships are some other ways that diversified tactics can be used. Both physical and online retail platforms make it easier for people to get products (Hisrich et al., 2008). Brands can reach even more people through events, partnerships, and word of mouth. A well-integrated multichannel method lets businesses connect with customers in a variety of ways, which increases the effectiveness of marketing and keeps customers interested (Mariotti and Glackin, 2012).
ShareView's growth depends on having good marketing and distribution channels. ShareView wants to reach a lot of people, so it uses digital sites like Expedia and Booking.com and has a strong social media presence on Twitter and Instagram. Working with tour companies that care about the environment will help the platform get even more attention. As the market changes, the multichannel method makes sure that the message reaches as many people as possible and gets them involved.
Customer Relationship: The interactions and links that a business builds and keeps with its customers over the course of their relationship with the business are called customer relationships. It means earning the trust of customers, knowing their needs, and giving them ongoing support to make them happier and more loyal (Rae, 2008). To manage your relationships with customers well, you need to talk to them through a variety of channels, respond quickly to their worries, and give them a personalised experience. Companies use customer relationship tactics to build goodwill, get customers to buy from them again, and get customers to promote their products. Building strong relationships with customers, whether in person, through customer service, or online, is essential for long-term success because it makes a good and lasting connection between the business and its customers (Timmons & Spinelli, 2008).
ShareView stands out in the crowded OTA market by its dedication to personalised service, which builds strong customer relationships. Using information about its customers, the site makes services fit the needs of each person. The skilled butler service is meant to help people plan trips and activities that are good for the environment. Customers feel more connected to a business when it does regular eco-friendly things like planting trees and cleaning up the beach. Social media sites are a dynamic way to talk to people, share real-time news, and get comments from users.
Revenue Streams: There are different ways for a business to make money, which are called revenue lines (Zimmerer & Scarborough, 2011). Sales of goods, membership fees, licence fees, advertising fees, and service fees are some examples. Having different ways to make money helps businesses lower their risks and stay financially stable. E-commerce platforms, business-to-business transactions, and direct sales to customers are all popular ways to do business. Subscription models let you make money over and over, and freemium models mix free and paid services. Additional money comes in from side jobs, partnerships, and licence deals. Effective monetization strategies match the value offer with the target market. This helps businesses grow financially over time by bringing in money from a variety of sources (Dibb, 2018).
ShareView needs to have a variety of revenue streams in order to stay financially stable. Booking hotel rooms, health and exercise plans, and planning eco-friendly events for weddings and business meetings are the main ways they make money. ShareView lowers its risks and makes sure it has a steady flow of income by providing a range of services. Looking at hotels like The Ritz and The Savoy that have done well shows how important it is to have more than one way to make money in the competitive hospitality business.
Key Resources:ShareView knows that key resources are necessary to keep its promise of being sustainable. It is important to have partnerships with companies that sell sustainable materials, work together with companies that provide clean energy, and train workers on how to save energy on a regular basis (Sarabia, 2016). The platform is committed to sustainability by working with local farms and suppliers and community projects that are backed by environmental NGOs.
Key Activities:ShareView's main jobs include setting standards for green building, overseeing daily activities that promote a healthy lifestyle, and planning and carrying out green travel and events. Two community involvement programmes that are very important to ShareView's business are working with local companies and taking care of the environment. Well-known people in the business, like The Pig and The Good Hotel Guide, talk about how they work together and share their stories. If you do this, your friends will have a great time.
Key Partnerships:For ShareView, making strong partnerships is very important. The platform works with ecotourism groups, local farmers, suppliers who care about the environment, and foreign environmental groups to reach its sustainability goals (Beane and Ennis, 2017). ShareView focuses on working together and getting involved in the community to make their business more powerful and last longer. It gets ideas from a lot of well-known models, like The Good Hotel Guide and The Pig.
Cost Structure:ShareView's cost structure is based on spending money on green building products, getting sustainable building certifications, and installing renewable energy systems. To encourage people to live a healthy life, we need money for fitness equipment, certified teachers, and ongoing health-related events. A well-optimized cost structure includes green advertising projects and analytics that measure how well different marketing platforms work. ShareView wants to make smart decisions about marketing costs and eco-friendly practices by looking at how rivals like The Ritz and The Savoy set their prices.
ShareView stands out as a leader among UK internet travel agencies in this competitive field. ShareView is set up for success by putting the needs of users first, focusing on sustainability, and finding new ways to make money. When the Business Model Canvas is added, it's easier to see what makes ShareView special and how it might be able to make a lasting difference in the fast-paced world of online travel agents. ShareView is a leader in creating unforgettable and life-changing travel experiences. It's a big step forward for the industry towards a future that cares more about customers and the environment.



Part – 2: Reflection 
Starting to think of ideas for ShareView, a new kind of online travel agency, has been an interesting mix of personal growth, business problems, and putting theoretical frameworks into practice in the real world. As I think about how ShareView came to be, I keep coming back to the Gibbs Reflective Cycle, a tool that helps me get a better sense of the business and management parts that went into making this happen.ShareView's main goals are to focus on users and be environmentally friendly. As we talked about it in class, my desire to be an entrepreneur fits with the idea of making a platform that meets users' wants and builds community. In Mintzberg's Management Roles, the importance of involving people in the decision-making process was stressed, which hit home for me. That fits with ShareView's goal of using social features to bring people together and build a community where they can share stories and travel tips.
ShareView changed how they thought about sustainability after learning about the Triple Bottom Line. This idea says that companies should think about things other than their bottom line. People should also think about how their choices will affect other people and the world. This is perfect for ShareView because it fits with their goal to promote sustainable tourism and help local businesses in tourist places. Holding fast to these beliefs has helped ShareView grow into a successful business that helps people and the environment. Carroll's CSR Pyramid shows that ideas about corporate social responsibility (CSR) have become more important to ShareView. The four levels of the pyramid show what people need to do in terms of ethics, the law, money, and charity (Osterwalder et al., 2015). SharingView's only goal is to follow the law. They also want things that have to do with morals and kindness. This approach can help ShareView do its part to make the world a better place for everyone.
I was able to see how CSR and related ideas related to the Triple Bottom Line and my academic goals after studying them. From what we've learned, ShareView is a lot more than just an online tour agency. It is very important to match your academic goals with your own goals, especially since ShareView is more than just a business and an example of responsible entrepreneurship. The Triple Bottom Line, which is still a guiding concept, helps ShareView make decisions about its future. Torres-Delgado and Saarinen say that cooperation could lead to practices that last (Payne et al., 2017). A great way to support this idea is to get people to work together and make choices that are good for everyone. Since working together is what ShareView is all about, it's important to make sure that everyone feels like they belong and can help the platform grow.
Finally, the Gibbs Reflective Cycle has helped me understand my business goals and how they relate to the growth of ShareView. Models like CSR and the Triple Bottom Line have not only changed how businesses run, but they have also motivated people to take responsibility for the world around them. These things help us keep sustainability at the centre of ShareView's growth as we do so, which lets us make a good difference in the online travel agency business.
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