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Business Model Canvas for GreenVista Retreat
Introduction 
My proposed hospitality enterprise is a cutting-edge, environmentally conscious boutique hotel named "GreenVista Retreat." This business is meant to serve tourists who care about the environment and want to stay in a way that is both sustainable and engaging. Using the Business Model Canvas (BMC), the goal of this essay is to explain and defend the main parts of GreenVista Retreat's business model (Appendix 1). Sustainable practices have become more popular in the hotel sector in recent years, as customers place a higher value on products that don't harm the environment. This change is something that GreenVista Retreat wants to take advantage of by not only offering great accommodations but also making eco-friendly practices a top priority in all of its operations. Hospitality entrepreneurship shapes visitor experiences and meets changing consumer wants. It requires generating a distinctive and enticing product and managing sustainable business methods. The BMC and GreenVista Retreat will show us how entrepreneurship aligns consumer desires with environmental responsibility. Sustainable hospitality can coexist with elegance and comfort, as this enterprise aims to establish a new benchmark.
Business Model Canvas (BMC)
1. Value Proposition
GreenVista Retreat's value is its unmatched, sustainable hospitality. Based on Michael Porter's competitive strategy research, the hotel integrates environmental responsibility into its value chain to stand out from the competition. Porter's research emphasizes differentiation for businesses seeking a competitive edge (Dieffenbacher, 2023). GreenVista Retreat differentiates itself through eco-friendly practices. Cutting-edge green technology to reduce energy use, recycled and locally produced building materials, and strict waste management are our value offer. These efforts lower the hotel's environmental effect and demonstrate its corporate responsibility. The guest experience includes individualized eco-friendly amenities, organic bedding, and sustainable, regionally inspired eating. GreenVista Retreat targets affluent, eco-conscious guests by combining luxury and sustainability. Jobber and Ellis-Chadwick (2019) found that a compelling value proposition attracts and retains consumers. GreenVista Retreat's value offer matches customer desires for ecological and ethical choices, tapping into a market group that wants experiences that match their beliefs. This distinguishes the hotel from rivals and positions it as a hospitality trailblazer, meeting the rising desire for eco-friendly tourism.
2. Customer Segments
GreenVista Retreat targets eco-conscious guests who value luxury and sustainability. Market data shows an increasing number of customers choosing ethical and environmentally friendly housing. Hung et al. (2021) found that 66% of worldwide customers would pay extra for sustainable companies, creating a large market for eco-friendly hotels. Targeting this population is justified by contemporary tourists' growing awareness of their environmental effect. GreenVista Retreat targets eco-conscious travelers interested in luxury facilities and responsible tourism by personalizing our services to their needs. Sustainable tourism specialist Anna Spenceley emphasises the significance of catering to the expanding market of travellers seeking genuine and ecologically responsible experiences (Spenceley, 2012). Adventurers and city dwellers benefit from GreenVista Retreat's closeness to natural areas and outdoor activities. According to study, location attracts certain client demographics to hospitality organizations (Mim and Ferdous, 2021).
3. Channels
The GreenVista Retreat uses several methods to contact clients online and offline. To attract visitors, online channels will leverage social media, SEO, and a user-friendly website. Instagram, Facebook, and Twitter will be used for promotions and to publicize the hotel's eco-friendly projects, building community among eco-conscious tourists. The website will showcase the hotel's sustainability, eco-friendliness, and unique experiences as well as make reservations. Moreover, potential clients will be reached via physical channels as well as online. Sustainable and eco-friendly travel providers will be partnered with to reach more people. Morrison (2018), a tourist marketing specialist, suggests attending travel and trade fairs to meet prospective passengers and travel experts. Strategic relationships with environmental groups and local businesses will also help GreenVista Retreat get more attention and are in line with the hotel's commitment to helping local communities and eco-friendly practices. This fits with the study, who stresses how important it is for people in the hotel business to work together and form relationships (Buhalis and Law, 2022).
4. Customer Relationships
GreenVista Retreat's Customer Relationships component of the Business Model Canvas is crucial to its success in attracting and retaining ecologically aware guests. In accordance with influence and persuasion expert Kupferschmidt (2017), the hotel will promote reciprocity to improve customer connections. GreenVista Retreat provides tailored eco-friendly facilities, guided nature tours, and environmental education to make visitors' stays unforgettable. The reciprocity principle states that people are more willing to give back when they obtain something valuable. To improve visitor satisfaction, GreenVista Retreat offers free eco-friendly items including reusable water bottles and locally produced organic toiletries. This supports the hotel's environmental goals and generates repeat business by creating goodwill and client loyalty.
In addition, a customer-centric strategy is necessary for long-term connections, according to study (Hemel and Rademakers, 2016). GreenVista Retreat will provide for visitors' particular preferences and requirements. Surveys, targeted communication, and service changes may be needed. Guests should feel connected to GreenVista Retreat as part of their eco-conscious lifestyle, not merely a place to stay. The RATER model defines five core service quality dimensions: dependability, assurance, tangibles, empathy, and responsiveness (Conger, 2012). The hotel will use this model to develop customer service strategy. Staff training will highlight these characteristics to ensure visitors get a luxury stay and great service that matches their beliefs.
5. Revenue Streams
In GreenVista Retreat's firm Model Canvas' Revenue Streams section, evaluate how the firm will create cash while matching with its unique value offer of eco-friendly luxury lodging. A pricing pioneer, coined the term "price premium," which might help us portray GreenVista Retreat as a premium product (Simon, 2015). The hotel's unique activities and dedication to sustainability explain a higher price point than standard hotels. Room reservations will be a major income source for GreenVista Retreat. Guest preferences will be met by several accommodation types with eco-friendly and opulent facilities. A pricing strategy expert recommends using the tiered pricing model to provide consumers alternatives and help the hotel collect value from various market groups (Trebicka, Tartaraj and Harizi, 2023). Eco-conscious guests may pay extra for accommodations with increased sustainability features.
The hotel will also investigate auxiliary income sources to boost profits. Offering guided eco-tours or collaborating with local craftspeople on special, sustainable items might provide extra money. GreenVista Retreat diversifies its earnings and offers value for visitors seeking a comprehensive, ecologically immersed experience by using such tactics. The hotel's pricing will reflect its sustainability and financial viability. Researchers recommend "value-based pricing," which will base charges on visitors' perceived value from the distinctive eco-friendly products (Chi et al., 2021). GreenVista Retreat wants to explain its higher pricing to its target market by emphasizing its environmental activities and luxury experiences.
6. Key Resources, Activities, and Partnerships
To maintain company continuity, GreenVista Retreat will prioritize many important resources. Visitors that care about the environment will trust eco-friendly credentials and collaborations like Green Key. Sustainable materials and energy-efficient technology will form the foundation of the physical infrastructure. Additionally, a well-trained and competent team dedicated to eco-friendly hospitality would be beneficial. According to Porter's resource-based view (RBV), valuable, scarce, and hard-to-imitate resources provide a company a competitive edge (Kodua, 2019). The hotel's dedication to environmental sustainability and usage of eco-friendly products makes GreenVista Retreat stand out in the competition.
The daily operations of GreenVista Retreat will include several important tasks to offer a great eco-friendly experience. Effective waste management, energy-efficient technologies, and sustainable living education for workers and visitors are essential. The hotel's environmental performance will be assessed and improved via ISO 14001-inspired environmental audits (ISO, 2018). GreenVista Retreat follows continuous improvement techniques to remain ahead in a changing market. The emphasis on audits and staff training shows adaptation and creativity.
Furthermore, GreenVista Retreat will build strategic collaborations with local environmental groups, sustainable product suppliers, and eco-conscious tour operators. Strategic alliances help access specialized resources and skills, according to core competency and external network research (Keinz and Marhold, 2020). GreenVista Retreat will work with eco-friendly tour operators and local suppliers for organic and sustainably derived facilities to improve visitor experiences. These relationships expand the hotel's services and boost the local economy.
7. Cost Structure
The pricing structure of GreenVista Retreat prioritizes sustainability and economy. Building an eco-friendly infrastructure using sustainable materials and energy-efficient technology is expensive. Kaplan and Norton's balanced scorecard integrates strategic goals like environmental responsibility into the cost structure (Rafiq et al., 2021). Investing in eco-friendly infrastructure up front, teaching staff for sustainable operations, getting and keeping eco-certifications, and buying organic, locally grown goods are some of the biggest costs. Even though these may seem like one-time costs, they will help the hotel's pledge to being environmentally friendly in the long run by lowering costs and bringing in people who care about the environment. Using technology for energy management, programs to cut down on waste, smart relationships with suppliers, and strategies for ongoing growth based on the principles of Total Quality Management are all important ways to keep prices down. Researchers Sinha and Modak (2021) found that focusing on reducing waste and making improvements all the time, as suggested by Deming (1986), not only help to cut costs but also fit with GreenVista Retreat's values of doing business in a way that is sustainable and responsible (Obaideen et al., 2022).
Reflection 
Starting my entrepreneurial experience with GreenVista Retreat, an eco-friendly luxury hotel concept, allowed me to test my management and business skills. My management and business talents were shown via in-class questionnaires. Strategic thinking, adaptability, and a willingness to innovate are my strengths, according to self-evaluation. Lumpkin and Dess's (1996) business mentality paradigm emphasizes creativity, aggression, and risk-taking. Tests revealed development opportunities in delegation and risk tolerance. These results may be explained by entrepreneurial motivation theories like David McClelland's Need for Achievement (Siok, Sim and Rahmat, 2023). While accomplishment and innovation are innate, risk and control must be constantly refined.
Thinking about what drives me to be an entrepreneur shows that it's a mix of internal and external forces. Entrepreneurs are driven by a desire for independence and a love for their chosen field. They also have an innate desire to come up with new ideas and care deeply about the environment. The internal pleasure that comes from helping to make tourism more sustainable is stronger than the external drive of making money. In addition, McClelland's (1961) theory stresses the importance of belonging, power, and success in business. The need for success and power is linked to the desire to build a sustainable luxury getaway, which adds to the venture's importance beyond making money (Siok, Sim and Rahmat, 2023).
The business choices outlined in GreenVista Retreat's Business Model Canvas are in line with my desire to be an entrepreneur. Sustainability is not only a way to stand out in the market, but it's also a mirror of personal values and a reaction to the growing demand for responsible tourists. The attention on customer-centricity shows how important it is to know what customers want and give it to them. Channels and collaborations emphasize stakeholder interdependence, reflecting the entrepreneurial ecosystem approach. Local supplier and sustainable organization partnerships support the assumption that successful businesses are networkers.
Conclusion 
To sum up, the entrepreneurial process of creating GreenVista Retreat is an all-encompassing combination of traits, motives, choices, and a well defined company strategy. A detailed self-examination showed that I am good at coming up with new ideas and planning ahead, which is consistent with a business mindset. The business plan’s focus on sustainability not only sets Green Vista Retreat apart, but demonstrates the strong connection between individual perspective and strategic market needs a it is changing. A visual representation of the important parts of a business, the Business Model Canvas (BMC) emphasizes the interdependence of these parts. BMC provides a comprehensive picture of the company’s strategic plan, including specific customer segments and value propositions, as well as critical applications, products and partnerships Sustainability is absolutely essential from businesses building environments negative to building good relationships with suppliers. This shows a clear and objective approach to performance improvement. This canvas is a living document that helps entrepreneurs along the way and shows how to make GreenVista Retreat successful long term.
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