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Mystic Escape. The Magic Boutique Hotel in Bali
The boutique hotel industry, known for its intimate atmosphere and distinct character, is adapting to meet the growing demand for personalised lodging experiences. In an era when travellers seek authenticity and personalised services, the industry is responding with innovative offerings. Boutique hotels are now offering apartment-style rooms, which combine the bespoke charm of boutique settings with the space and amenities of private apartments, catering to those seeking a more homely yet luxurious travel experience.

The Concept and Value Proposition of Mystic Escape, the boutique hotel, imagined within the beautiful embrace of Ubud's rainforest and hillside rice fields, stands out as an oasis of cultural authenticity combined with modern comfort. Its unique selling point is the combination of Bali's cultural richness with the refined facilities of modern hospitality. This retreat stands out by its strong ties to local customs and traditions, providing guests with an authentic experience of the island's heritage. Every aspect, from the architectural design to the personalised services, is designed to complement Bali's spirit, offering guests a gateway to soulful traditions and lush landscapes (Green, 2023).
According to Putra and Hitchcock (2021), architecture and interior design honour Balinese artistry, with spaces crafted by local artisans that combine authenticity and luxury. Modern conveniences are woven into traditional elements, providing comfort while encouraging cultural immersion. In collaboration with local artists and environmental groups, each suite becomes a showcase of community craftsmanship, improving guest experiences and promoting sustainable practices in Ubud.
Inspired by Yuliari and Yulianto's (2021) paper, the hotel's offerings centre on an authentic Balinese experience, encouraging guests to immerse themselves in the island's spiritual and cultural heritage. Exclusive wellness programmes designed following age-old customs provide a haven for rejuvenation amidst Ubud's natural tranquillity. These programmes, led by local shamans and wellness experts, are tailored to each guest's specific wellness goals.
The hotel's philosophy is based on providing exceptional, personalised service. High-touch interactions create a story of memorable experiences. Culinary delights prepared by skilled chefs, combined with the attentiveness of dedicated guest assistants who are available 24 hours a day, seven days a week, ensure that every preference is anticipated and met. This personalised service continues throughout the guest's stay, fostering a strong and personal connection with Ubud's culture (Yanthy and Aryanti, 2019).
Unlike retreats like COMO Shambhala Estate, the hotel provides intimate wellness experiences with custom-tailored sessions by Balinese shamans, mindfulness activities, and yoga in the tranquil setting of Ubud, all of which reflect the area's peaceful essence. Guests appreciate the convenience of dedicated in-room spa services and a responsive service provider who ensures all needs are met with meticulous attention to detail (Abdo and Shokry, 2020; Sukawati, 2017).
In reference to the Key Partners and Resources section, Bell's (2019) research suggests that a hotel is not just a place to stay; it should be considered a sanctuary for experiencing Bali's fascinating culture. This promises a profound and lasting engagement with the island, much like the timeless beauty of Ubud's landscape.
The boutique hotel's vision in Ubud is strengthened by a solid base of key partners who are essential to its core values of authenticity and sustainability (Bui et al., 2020). Inspired by the Tapfuma et al. (2023) journal, artisans from the local community bring the hotel's atmosphere to life, shaping bespoke interiors and leading cultural workshops that provide guests with an authentic glimpse into Balinese art. According to Horn and Tsai (2012), collaborations with travel agencies and culinary experts broaden the hotel's horizons, allowing for the creation of unique journeys and culinary experiences that celebrate the island's rich heritage.
According to Wang et al. (2020), this mutually beneficial network is critical because it not only authenticates the hotel's offerings as uniquely Balinese but also reinforces its commitment to sustainable practices. The goal is to have a positive impact on the local community while preserving the cultural and environmental essence that makes Ubud so magical.
The hotel's charm is anchored by its unparalleled resources. The property, situated between Ubud's lush jungle and terraced fields, offers a variety of experiences that promise both tranquillity and discovery (Davies 2017). According to Das's (2023) research, digital infrastructure and a competent team provide the foundational support for the hotel's operations. Cutting-edge technology works quietly to improve the guest experience, while the staff's genuine attentiveness adds a layer of warmth, personalising each interaction. These elements are more than just functional; they are essential to ensuring that each visit is not only luxurious but also intimately connected to Bali's vibrant spirit.Top of Form
Mystic Escape is a resort that places great value on the individual journey of each guest. They strive to create long-lasting connections with their guests by providing high-touch customer service that turns a simple visit into a memorable experience. Their Customer Relationships and Segments section highlights their commitment to strengthening the relationship between them and their guests by tailoring their services to meet each individual's unique needs and desires. Research by Brun et al. (2017) has confirmed that the resort provides personalized experiences, such as custom wellness programs and cultural immersions, with the goal of inspiring repeat patronage and cultivating loyalty. The resort's clientele reflects the variety of its offerings. According to Yang (2021), affluent couples, primarily aged 25 to 55, frequently seek romantic getaways, whereas solo adventurers, aged 25 to 50, seek unique sanctuaries that reflect their exploratory spirit. Health and wellness enthusiasts, aged 25 to 60, frequent the resort's tailored fitness programmes. Every service is inextricably linked to the guest's story and adaptable to their changing needs. The resort promises to meet the specific needs of each demographic, ensuring that the essence of each visitor's experience is shaped by the personalised attention that characterises their stay (Alananzeh et al., 2018).
In comparison to COMO Shambhala Resort, Mystic Escape has a similar clientele profile, with a skew towards a female audience, representing the larger segment of 25-34-year-olds, as indicated by traffic demographics from myboutiquehotel.com found on Similar Web, indicating a prime target for both resorts. Both establishments can use these insights to fine-tune their bespoke offerings, catering to the dominant age group and gender of boutique hotel enthusiasts while taking into account the nuances that distinguish their respective brands and locations.

Mystic Escape strategically organises its key activities and channels to reflect the digital footprint of its boutique hotel audience, using data-driven insights from SimilarWeb as a guide. The resort's strong online presence on leading booking platforms, as well as strategic email communications, align with the target audience's preference for social media networks and search engines as essential tools for travel planning and discovery. Mystic Escape, which offers authentic Balinese experiences and wellness programmes, aligns with its guests' digital engagement trends, which include frequent visits to popular sites such as booking.com and social media giants like Facebook and Instagram for inspiration and connectivity.
In parallel, COMO Shambhala Resort, which has a similar clientele, is embracing these platforms to increase its visibility and guest interaction, capitalising on the synergy between travel interests and digital behaviour. Both resorts are well-positioned to benefit from a deliberate emphasis on social media engagement, particularly on platforms like Instagram and Facebook, which are useful for storytelling and visual marketing, attracting a demographic that also values content on platforms like YouTube for rich travel-related content.
Mystic Escape's commitment to leveraging these channels is central to its marketing strategy, ensuring that every touchpoint—from Instagram posts to search engine listings—is woven into the larger tapestry of the guest experience. This approach, which is supported by customer engagement research (Brun et al., 2017), not only strengthens brand identity but also reinforces customer relationships via the personalised touchpoints provided by these social platforms. According to SimilarWeb's analysis, their clients' similar digital behaviours and preferences indicate that both Mystic Escape and COMO Shambhala Resort can improve their key activities by focusing on these converging channels to meet and exceed the expectations of their tech-savvy travellers.
Furthermore, Mystic Escape's key activities, designed to enhance the guest experience, include authentic Balinese experiences, 24-hour wellness services, personalised dining, cultural immersions, and local explorations (Chin and Hampton, 2020). These are seamlessly integrated with digital channels such as social media and online booking platforms, ensuring that the curated online narrative is mirrored by the real-world luxury and cultural richness that guests experience during their stay (Hu and Olivieri, 2020).

The boutique hotel in Ubud diversifies its revenue streams by offering a mix of room bookings to those seeking luxury and unique experiences. The hotel's cultural and wellness activities increase guest engagement with Ubud's essence, while the renowned spa and restaurant significantly boost earnings, as detailed by Chong (2019) and Hilman and Effendi (2023). Upselling premium services such as personalised culinary sessions and in-room exclusives boosts financial growth (Bowerman, 2014).
This revenue is offset by both fixed costs (such as property acquisition and high-quality furnishings) and variable costs (staff wages, marketing, and maintenance). The goal is to strike a fine balance between lavish service provision and efficient operations, ensuring financial decisions that support both high standards and long-term profitability. This careful financial stewardship is critical to the hotel's long-term success.

Located in the heart of Ubud, Mystic Escape boutique hotel stands out as a beacon of Balinese culture, combining luxury and tradition. Its design, from the individually designed rooms that reflect the island's ethos to the thoughtfully crafted wellness journeys, offers guests an unparalleled comprehensive experience. Looking ahead, the hotel aspires to be more than just a destination; it wants to be a driving force for sustainable tourism, benefiting the local community and setting new standards for mindful hospitality.
The hotel's future sparkles with promise, with plans to expand its service offerings and further integrate into Bali's rich cultural fabric. This vision demands that the tranquil experiences available to guests not only reflect the island's timeless attraction but also contribute to a legacy that is as lasting and captivating as Bali's natural beauty. 


Reflection 
Reflecting on my GET2 test scores, I cannot help but think about my previous experiences, which have undoubtedly shaped the current environment of my motivations. My desire for success is palpable, linked to a memory that refuses to fade: the difficult years of preparation for a spot in military high school. I ended up with a theoretical score of 98 out of 100, which was nearly perfect. But it was the shadow of nepotism that stole my victory, not a lack of merit. This episode, which represents my striving spirit, stands in opposition to my modest score in terms of autonomy.
Using the Gibbs reflective cycle, as explained by Websteret et al. (2020), I begin with the feeling of rejection, a real sting that has persisted over the years. The analysis reveals a biased system, calling into question the value of solitary endeavour and self-governance. The conclusion is not that my ability to exercise autonomy is lacking, but that my belief in it was shaken by an unjust external force.
To achieve higher autonomy scores, I need to reframe my approach to personal and professional challenges. The action plan includes looking for environments that value individual efforts and encourage autonomy. This includes setting personal goals and celebrating achievements, regardless of external recognition.
From an academic standpoint, using Maslow's Hierarchy of Needs, the experience reveals a deficiency in esteem needs, where respect from others and self-respect are important. This is related to McClelland's Theory of Needs in the work of Rybnicek et al. (2016), where my high need for achievement corresponds to the desire to excel, but my low autonomy score contradicts the need for independence. To find a balance, I must look for environments that encourage both personal development and recognition of individual efforts.
In evaluating entrepreneurial motivations using Oshio's (2018) framework of the Big Five personality traits, my narrative suggests a high level of meticulousness and openness, with a possible drop in agreeableness due to the dissatisfaction experienced. According to entrepreneurial motivation theory, autonomy and innovative thinking are essential to the entrepreneurial spirit. My path to greater autonomy may include participating in entrepreneurial ventures that value innovation and independent decision-making, thereby restoring my faith in the value of self-direction.
In management, the Transformational Leadership model encourages leaders to inspire and motivate others, which can serve as a platform for increasing achievement and autonomy. By embodying this model, I can inspire not only myself but others to value and pursue autonomous achievement.
Finally, my journey through the reflective dimensions of motivation theory has resulted in a critical understanding of my motivational scores. To increase my desire for autonomy, I must deliberately put myself in situations that encourage self-directed success. By aligning my story with academic models, I have outlined a strategy for transforming my need for achievement into a balanced picture of an entrepreneur who values both the recognition of success and the autonomy of self-driven pursuits. This reflective practice is more than just a tool for self-improvement; it's also a way to shape an entrepreneurial identity that values both autonomy and achievement.
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