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Part 1
Essay on Business Plan 
[bookmark: _Hlk167231439]The essay will present a hospitality business plan using Business Model Canvas (BMC). The business idea is to offer sustainable and eco-friendly hospitality services in the urban areas of the UK. The name of the business is Sustainable Urban Oasis Hotel which will be located in Birmingham. 
The key partners section of the BMC includes the other business organisations who support the proposed business’s activities (Murray and Scuotto, 2015). For the Sustainable Urban Oasis hotel, key partners are identified as the local food suppliers, providers of eco-friendly maintenance and cleaning services, renewable energy providers, travel agencies, and local tourism boards. These key partners are chosen for various reasons. They contribute to achieving the business's objectives In different ways. The business will identify the local suppliers who promote sustainability in their operations. Local suppliers are important for the business because the business can reduce environmental impacts from the reduction of carbon emissions in transportation (Zhu and Sun, 2020). Sourcing from local partners can improve the service quality because it can provide an authentic taste and experience to the guests. Sourcing foods and other things for the business can achieve both sustainability objectives and guest satisfaction. Providers of eco-friendly cleaning and maintenance services will ensure that the business uses non-toxic and biodegradable cleaning products. These products are safe for the guests. By taking care of the guest’s well-being, the business can improve its reputation in the market (Strobl and Kronenberg, 2016). Renewable energy usage aligns with the hotel’s goals. Hence, the business will make partnerships with renewable energy providers. Most importantly, the local tourism boards and travel agencies can be crucial partners to promote the business in the market. They can generate positive responses in the market by highlighting the hotel’s sustainability initiatives and attractive offerings. 
The key activities section of the BMC focuses on the core functions of the business (Murray and Scuotto, 2015). The business aims to generate enough revenue from these key activities. The Sustainable Urban Oasis will generate a significant portion of revenue from the accommodation services. Accommodation services are the cornerstone of the hospitality industry. Hotel businesses provide the service in different ways. They try to understand what their target customers expect from them. If the customer seeks budget options, they might provide budget accommodation services. On the other hand, the accommodation services can be luxurious provided that the target customers demand (Barringer and Ireland, 2018). For Sustainable Urban Oasis, the business's customer persona attracted in the appendix indicates that the customers prefer sustainable and eco-friendly accommodations. To meet these expectations, the hotel will offer eco-friendly accommodations (Modica et al., 2018). The hotel's hospitality operations should be aligned with sustainability practices such as waste reduction, responsible energy consumption, and sustainable food practices. These practices can improve brand reputation and increase the company's profitability because of the cost-saving benefits. The business will undertake comprehensive marketing activities which will include both offline and online channels. The marketing activities are crucial for the business to increase the target customer awareness of the new hotel. The business will promote innovation and technological transformation initiatives so that it can improve guest services continuously (Šerić, Gil-Saura and Ruiz-Molina, 2014). These key activities can create a distinguished position in the target market. 
The Resource-based View (RBV) theory explains that organisations can create a competitive advantage in the market by developing resources which other competitors do not have (Kruesi and Bazelmans, 2022). The Sustainable Urban Oasis Hotel has identified some key resources by which the new business will strengthen its market position. The hotel will have buildings which are developed from sustainable materials. The hotel will have eco-friendly and luxurious amenities so that the guests are satisfied during their stays. Employees can play a crucial role in the hospitality industry. Because they interact with the guests directly. The hotel will recruit the most skilled and experienced employees from the industry to perform the hospitality services efficiently. They can be the key resource to make a difference in the fiercely competitive market (Rose Liu et al., 2022). The partners of the green organisations can provide their expertise and support to operate the business smoothly and maintain its sustainability practices. The business will streamline its booking processes by adopting online booking and reservation systems. The resource is necessary to enable the business to embrace digitisation opportunities. 
The value proposition segment of the BMC identifies the values that will be offered in the market. The hotel must create values that align with the corporate goals and objectives. The values must be unique and differentiated from the competitors so that they can attract the target customers. The Sustainable Urban Oasis Hotel offers an exceptional stay to the guests ensuring their zero environmental footprint from their hospitality experience. The business will not compromise on its luxury services while providing eco-friendly accommodation options to the guests (Barringer and Ireland, 2018). It will offer eco-friendly and luxury amenities so that the guests can have a seamless experience during their stay. It will use the latest technologies such as AI and data analytics to achieve customer insights. These technologies are crucial to offering customised hospitality services. The business will differentiate itself from other competitors by personalisation (Neuhofer, Buhalis and Ladkin, 2015). Most importantly, the business will contribute a positive impact on the local communities. It will engage them in the value creation and distribution processes. Because the engagement of local communities and corporate social responsibility (CSR) activities can enhance the brand's reputation and performance. 
The customer relationship section of the BMC explains how the new business will maintain a good relationship with the target customers. The business will emphasise on personalisation of the guest experience to make them satisfied and repeat customers (Burns, 2022). It will offer a loyalty programme for those customers who make repeated purchases. In the loyalty programme, the business may offer discounts, exclusive services, and room upgrade opportunities. Effective loyalty programmes can increase the customer retention rate. The business will create a good relationship with the local communities. Because these people can also be customers. The business will engage them in various activities such as sustainability workshops. It will receive feedback from the customers. To receive feedback, it might use online mediums such as websites, social media sites, and survey questionnaires. The feedback initiative will identify the areas for improvement in the business. It will create a sense among the customers that the business values their feedback. Hence, the business can maintain a good relationship with the customers (Sota, Chaudhry and Srivastava, 2019).
The channel section of the BMC shows how the business will communicate and sell its services to the customers. The business will use both offline and online channels to enhance its reach to the target audiences. Its website will be used to sell the services directly to the guests. Usually, loyal customers make direct bookings through the websites. The business will use various online travel agencies to reach a large number of customers (Burns, 2022). However, they might charge a portion of the sale as a commission. The business will use social media such as Facebook, Instagram, and Twitter to engage with the target customers and communicate the offers and best deals on services (Denizci Guillet, 2020). Moreover, the company will participate in ecotourism fairs and events so that it can build networking with the industry professionals and experts.
The customer segment of the BMC focuses on the profitable segments of the business. The business aims to serve self-conscious travellers. In recent years, the UK has had an increasing number of travellers who prefer eco-friendly and sustainable hospitality services. They tend to pay a premium to get eco-friendly services (González-Rodríguez, Díaz-Fernández and Font, 2019). The business targets business travellers who like to have comfortable stays and eco-friendly office settings. It also targets local people. The company will serve international tourists. In the appendix, two competitors: Premier Inn and Travelodge customer segments based on the region have been provided. Because these two competitors primarily focus on the UK customer segment, the business will find it difficult to create a position in the market (SimilarWeb, 2024).
The cost structure of the BMC outlines various sources where the business will spend its funds. The company has to spend a significant amount of funds on infrastructure development. It will require installing energy-efficient equipment and renewable energy sources. Then the business will incur costs in its operating activities such as eco-friendly supplies (Chen et al., 2018). The business will prioritise marketing sources' spending because it is crucial to increase the visibility and awareness of the brand (Šerić, Gil-Saura and Ruiz-Molina, 2014). The company will spend on employee training and development because these will enhance the service quality. 
The revenue streams of the BMC aim to ensure that the business has diversified sources for revenue generation. Primarily, the company will generate a significant portion of revenue from room booking and accommodation services. The company will apply a dynamic pricing strategy to increase revenue per room (Erdem and Jiang, 2016). The business will organise eco-tour workshops for additional revenue inflow. Its partnerships with other companies might create an opportunity to launch co-branded services for revenue generation. Moreover, the green certification of the business can support the business to charge higher prices on its eco-friendly services (Forgacs, 2017).
The business plan needs to be adjusted based on the market research. The hotel will achieve success if it reflects the market’s expectations and preferences. 



Part 2 
Reflection 
Reflection is an effective way to improve the skills and experience. I will apply Gibbs’ reflective model to assess my entrepreneurial traits. The model provides different stages for reflection such as description, feelings, evaluation, analysis, conclusion, and action plan (The University of Edinburgh, 2020). 
The entrepreneurial test that I performed shows that I got 27 points. The score indicates that I have the potential to run my own business but I also need to take cautious actions to avoid losses and challenges. I have the required qualities that one might need to be an entrepreneur. However, my traits of entrepreneurship are not enough to enable me to overcome the uncertainties and challenges. 
It was a great feeling for me that I qualify as an entrepreneur. I have the potential to become a successful entrepreneur who dares take risks and achieve success. However, I am concerned with my ability to handle the uncertain situations. I lose my confidence at the time of challenges. 
The approaches that I take have both merits and encouragement by which the company can plan and assess the risks. If I continuously remain cautious about the valuable opportunities and the risk of delayed operations are the examples for the business’s challenges in hospitality operations. 
Because I need to be cautious in my entrepreneurial initiatives, I must assess the various factors of the market because deciding any business decisions. I may identify the root causes of why I need to be cautious in my entrepreneurial initiatives. The root causes might be the lack of experience, gaps in knowledge and understanding, and personal choices. The theory of planned behaviours can help me to analyse my attitude, subjective norms, and perceived behaviours. I can better understand my entrepreneurial intention by applying the theory (Ajzen, 2020). The challenges that I face in my entrepreneurship might hinder my progress and reduce the motivation. Hence, it is important that I recognise my weaknesses and work on them to overcome. 
I can achieve growth in my entrepreneurial aspects if I can draw a balance between the entrepreneurial potential and my cautious nature. I have to recognise my own limitations that I become less confident during the time of uncertainties and challenges. 
To overcome my drawbacks, I need to undertake various initiatives as action plan. I should apply my experiences and learning from the entrepreneurial aspects into real-life settings so that I can be a successful entrepreneur.  To gain confidence in decision-making, I can receive mentorship and guidance from the industry experts and successful entrepreneurs in the hospitality industry. I need to set different goals and keep track of the achievement of those goals (Oosterbeek, van Praag and Ijsselstein, 2010). I can overcome my drawbacks by analysing the gaol settings. 
The reflection provides a structural way to improve my entrepreneurial traits. It may take a longer period to address my drawbacks such as cautiousness in the decision-making. I must be determined to utilise my opportunities and become a successful entrepreneur. 
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Appendices
Business Model Canvas for Sustainable Urban Oasis Hotel
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Persona

Name: Anne
Age: 32

Oceupation: CEO at a well-known company
Location: London, the UK

Income: £60,000 per year

Preferred Channel: Website

She seeks eco-friendly accommodation for the
business travel





image5.png
Traffic share by country ©

iy Export Excel
Feb 2024 - Apr 2024 All traffic ug P +

Search
Country (98) \ Traffic Share
1 & United Kingdom 81.07% m—
2 & Germany 5.48% 1
3 £ United States 2.04% 1
4 () Ireland 1.49% |

5 () Canada 1.06% |




image6.png
'_I'_rafﬂc share by country & B3 ExportExcel  +

Feb 2024 - Apr 2024 Al traffic
Search
Country (86) \ Traffic Share
1 & United Kingdom 88.13% m—
2 £ United States 1.40% 1
3 () France 1.14% 1
4 @ Turkey 1.04%

5 < Spain 0.88% |




image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




image2.png
. oesigned or. Sustainable Urban Oasis

© Key artners

Local suppliers who provide
sustainable food options
Providers of eco-fiendly.
maintenance and dleaning
senices

‘Companies that sellrenewable:
energy sources and ather
sustainable optons to operate
hotels

Local tourism boards and ravel
agencies

cost strocture

Key Actiites

. Moy Resources

Hotel buidings and eco-fiendly
equipment and solutions.
Experienced employees.
Partners who support
sustainable practices

Oniine booking and management.
systems

Designed by

Company website
Oniine Travel Agencies (OTAs)
Social sies

Events that promote
sustainabiity

+ Revenve streans

Rentals from hotel ooms and charges of the hospitalty services
Ecotours and sustainabilly experiences

Partnerships with other brands that have similar objectives and
sustainabilty pracices.

Achievement of green certifation

Customer segments

Travellrs who want eco-riendly
hospitaltyservices

Business travellers

Local people

Interatonal toursts




image3.png
Hospitaity serves.
Cebmmodation for
st Exceptional hospitaty
Servces that
conirtuie to ze0
enwronmenal
Tootprints

Localed i Bimingham

il cost for
“ceonendy

Srure and




