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The essay aims to debate and justify a proposal for a budget hotel business concept based on the Business Model Canvas (BMC). Furthermore, the essay outlines decisions taken based on contemporary examples and sources. The objectives of the assessment include the identification and presentation of the value proposition, the other elements included in BMC, and their justifications. The BMC for a budget hotel business concept proposal is provided in the appendices of the essay.

Entrepreneurship is the process of starting a new business, often based on innovation, to address opportunities in the business environment (Trimi and Berbegal-Mirabent, 2012). Business model’s design can be founded on frameworks such as the BMC (Concept Board, 2024), to improve planning,  identify the bases of value creation, and the relationships with the business strategy process (Trimi and Berbegal-Mirabent, 2012) when pursuing opportunities beyond the control of resources (Eisenmann, 2013). BMC is related to deciding which business model to employ when aiming to successfully pursue a market opportunity (Drucker, 1985). According to Powell and Hughes (2016), a business model represents the activity system employed by a business to create and monetize value. Osterwalder (2013) explains that it depicts the reason why a business produces, delivers, and captures value. BMC includes the key aspects such as the customer segments, value propositions, channels, customer relationships, revenue streams, resources, key activities, key partners, and cost structure, and it illustrates them in graphic form. Please see Appendix No. 1 for an illustration of the BMC.

The business proposal refers to a budget hotel to be launched in Barking in the Borough of Barking and Dagenham in East London, near Barking Rail Station. Please see Appendix No. 2 for the BMC applied to this hospitality business concept.

The key partners include employment agencies, food and drink suppliers, cleaning services suppliers, creditors (investors and banks), media agencies, Booking.com and similar travel e-commerce platforms, building’s landlord, and the auditor. Labour is sourced by employment agencies, to avoid struggling to recruit staff (Lawson and Calverley, 2023). Considering the key role of the quality of food and drinks in hospitality (Davis et al., 2018) and that sustainability focus requires responsible resourcing, then key partnerships are agreed upon with sustainable local providers of food, drinks, and cleaning services suppliers, as in the case of Ibis Hotels (Ibis Accor, 2020). Moreover, strategic partnerships are made with investors and creditors, such as banks (Field, 2010). Additionally, key partners include building owners, audit companies, and media agencies, which have a significant influence on organisational performance. Moreover, online travel platforms such as Booking.com and Expedia are essential to marketing online lodging services (Berman, 2023; Lin et al., 2023).

The key activities encompass the management of hotel services, lodging, boarding, restaurant services, and transport from and to airports (Gilmore and Pine, 2002).

The value proposition is excellence in providing sustainable accommodation and food and drinks (Gössling et al., 2011) for low-budget travellers in London while protecting people and the environment. Thus, the value proposition focus on quality and sustainability. Moreover, an easy booking system and multiple payment options are provided to enhance customer experience. Travellers will get quality services at low prices while saving money (Khan et al., 2020) and the planet.

The customer relationship includes customer support services and a loyalty programme (Koo, Yu and Han, 2020), as per the strategy of Ibis Hotels (Nuseir, 2021). There is a multichannel strategy, including advertising in outdoor, print, TV, and online media, communications via mass media (online and offline) and social media marketing practices (Facebook, LinkedIn, YouTube, Instagram, TikTok, etc), and traditional and online sales channels which are essential for a new hospitality brand, and word-of-mouth and customer recommendations on specialised websites and social media.

The customer segments include a business-to-consumer approach that targets individual budget travellers and a business-to-business approach that targets companies (business tourism) to maximise the opportunities for profits (McNeill and Nienaber, 2020). A budget lodging business targets budget-conscious travellers who focus on the relationship between the price and value of services (Bai, Ghiselli and Pearson, 2000). Moreover, simplicity and profitability are the main characteristics of this market segment (Bai, Ghiselli and Pearson, 2000). The services and amenities are critical for enhancing the customer experience (Bai, Ghiselli and Pearson, 2000), which leads to the need for differentiating among the competitors in this segment. To be effectively positioned, a budget hotel business can consider enhancing brand profitability by embracing digital strategies and technologies and offering sustainable services and associated products. The objective positioning is related to the objective characteristics of a hotel, such as physical appearance (Bai, Ghiselli and Pearson, 2000). In the case of an economy hotel, the objective characteristics must include an attractive appearance of the building, rooms, and other spaces within the hotel area. On the other hand, subjective positioning refers to the customers’ perceptions (Bai, Ghiselli and Pearson, 2000), which can be influenced by adapting to customer trends such as the use of digital tools and e-commerce, lifestyles, and environmental awareness. According to Bai, Ghiselli and Pearson (2000), the budget customer segment includes persons travelling for pleasure and personal purposes or for business purposes who are value conscious and aim to spend as little as possible on a very limited stay. That is why the proposed business concept aims to attract both individuals travelling for pleasure and business purposes, and it plans to offer simplified, basic, and qualitative services at affordable prices, offering a good value for the amount of money spent by travellers.

The key resources include employees, digital strategies and tools, sustainable operations and practices, and brand equity. Human resources are the principal asset of businesses (Mueller, 1996). The lodging services are supplied by the employees of the hotel, which are one of the key resources of the business, which means that they need effective management and HR strategies and practices to perform. The recruitment of the employees is outsourced to employment agencies, considering that the players in the sector are struggling to recruit staff (Lawson and Calverley, 2023). Moreover, digital strategies and tools increase the productivity and profitability of businesses (Rogers, 2016). Additionally, a strategic partnership with online travel platforms such as Booking.com and Expedia is essential (Berman, 2023; Lin et al., 2023) in the plan to boost sales using digital tactics. Sustainability is a megatrend in the global economy, and as a part of corporate social responsibility, it can contribute to increasing brand equity (Derqui, 2020) by adopting UN’s SDGs. To increase the quality of the food and drink services (Davis et al., 2018) and the brand equity through sustainable practices, the business must agree to partnerships with sustainable local providers of food, drinks, and cleaning services and cleaning products, as per Ibis Hotels (Ibis Accor, 2020). Lastly, finances represent a key resource, thus, the relationships with investors and creditors (Field, 2010) have high importance for the start-up, as do the relationships with the building owner, and auditors. 

The cost structure includes mainly labour, rent or leasing, bills, suppliers of outsourced goods and services, marketing costs, legal fees, and taxes (Mashayekhi and Ara, 2017).

As mentioned above, the value proposition focus on excellence in providing sustainable accommodation and food and drinks (Gössling et al., 2011) for low-budget travellers in London while protecting people and the environment. This proposition is made to seize the positive trends of demand in hospitality (Accor, 2023) and to meet the expectations of value-conscious travellers, who will get quality services at low prices (Bai, Ghiselli and Pearson, 2000; Khan et al., 2020) while protecting the planet. Furthermore, climate change is an increasing concern for people and businesses, and sustainable business behaviour is a megatrend in the global economy. Embracing sustainability as a corporate social responsibility theme can lead to the enhancement of brand awareness (Crane, Matten and Spence, 2014).

Customer support services and a loyalty programme are crucial for effective customer relationship management (Koo, Yu and Han, 2020). Moreover, a multichannel strategy, is essential for effectively marketing a new hospitality brand. The customer segments include both B2C and B2B consumers to maximise the opportunities for profits (McNeill and Nienaber, 2020).


The essay has discussed and justified a proposal for a budget hotel business concept based on the Business Model Canvas (BMC), outlining decisions taken based on contemporary examples and sources. 

The value proposition is excellence in providing sustainable accommodation and food and drinks for low-budget travellers in London while protecting people and the Planet. The proposed business concept aims to attract both individuals travelling for pleasure and business purposes, and it plans to offer simplified, basic, and qualitative services at affordable prices, offering a good value for the amount of money spent by travellers. This proposition seizes the positive trends of demand in hospitality and meets the expectations of value-conscious travellers. Embracing sustainability as a CSR and operational theme leads to enhancing brand awareness, as well as embracing digital strategies and technologies. Employees, digital strategies and tools, sustainable operations and practices, and brand equity are the key resources that contribute to a start-up’s profitability and performance. Lastly, the analysis of the cost structure identified the main costs of the start-up, which include wages, rent/leasing costs, bills, suppliers of outsourced goods and services, marketing costs, legal fees, and taxes. 
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This reflective essay aims to explore my personal entrepreneurial traits and motivations in the context of entrepreneurial theories and models and personal entrepreneurial growth. The results of the entrepreneurial test made in class are interpreted and critically evaluated using Gibbs’ reflective cycle.

I took the test ‘Are you an entrepreneur?’ and the score was 42 points, meaning that I appear to have all of the qualities needed to be an entrepreneur. Additionally, I took the GET2 Test Enterprise Rating, and the test score of 83% indicates that my enterprising tendency is high, meaning that I tend to start up and manage innovative projects. Moreover, I scored high for the need for achievement (100%), a medium score for the need for autonomy (67%), creative tendency (75%), calculated risk-taking (75%), and a high score for locus of control (92%). Overall, it means that my motivation is very high for achieving, I like to be in charge, I seek opportunities and use resources to achieve my plans, I believe in my own capabilities to succeed, and I am innovative and willing to take a calculated risk to successfully achieve my objectives (Get 2 Test, 2024). Please see Appendices No. 1 and No. 2 for these test results.

I felt excellent that I scored high, and I have traits and attitudes that show high entrepreneurial potential. Considering that I plan to have my own business, this result is encouraging, and I will investigate more of my strengths and weaknesses in order to effectively develop as a future entrepreneur. I shared these test results with my family, and they were also happy, as they knew my entrepreneurial plans.

After these tests, I know that my personal traits represent a sound foundation for an effective entrepreneurial career, but I must investigate more in order to develop areas for improvement. I know for sure that my family and my lecturers will support me in this process of self-discovery for a better development plan.

The trait theory asserts that attributes such as locus of control, inclination to take risks, ambition, self-confidence, creativity, effective leadership, proactivity, tenacity, and the need for autonomy are critical for an entrepreneurial personality (Chell et al., 2008). On the other hand, there are several risks associated with entrepreneurial traits, such as the need for personal control, the inability to delegate tasks, a lack of trust from subordinates, and a high need for external recognition (Fuller-Love, 2006).

Thus, I learned that I have significant potential to succeed as an entrepreneur, but I also need to investigate the risks associated with entrepreneurial traits and discover areas for improvement.

My plan is to get to know myself better by investigating further my traits and behaviours, addressing flaws and weaknesses, and identifying areas for improvement to become a successful business leader and an effective entrepreneur.

Exploring my personal entrepreneurial traits and motivations in the context of entrepreneurial theories and models and personal entrepreneurial growth, I realised that I felt excellent, scoring high and finding that I have traits and attitudes that show high entrepreneurial potential. My plan is to get to know myself better by investigating further my traits and behaviours, addressing flaws and weaknesses, and identifying areas for improvement to become a successful business leader and an effective entrepreneur.
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Source: Osterwalder and Pigneur, 2010, p. 42
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Have you got what it takes to start and run your own business?
Check your answers and add up your score!

Your score:
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|| %% GET2 TESTRESULTS ||

‘The GET2 test defines an enterprising tendency as the tendency to start up and manage projects - highly enterprising people do
this more often and are more innovative i their approach. This self assessment test aims to give you an idea of your
iportant to note that there is much academic debate about the most important

Your responses to the test suggest the following results:

llaa GET2 Test Enterprise Rating

Highly enterprising

Entorpise

The overall GET2 test score of 83% suggests that your enterprising tendency is high. This means that you have a
tendency to start up and manage innovative projects. This could be your own business venture, within your employing
organisation or your community. You may recognise the following qualities in yourself:

« You have a strong need for achievement;

« Youlike to be in charge;

« You will seek opportunities and use resources to achieve your plans;

« You believe that you possess or can gain the qualities to be successful;

« You are innovative and willing to take a calculated risk to achieve your goals successfuly.

The most enterprising people set up projects more frequently, set up more innovative projects and are more growth-
nted, which means that they are opportunistic and good at utilising resources, including human, technological,
physical and organisational resources. However, there is much you can learn and do. Several universities, such as the
Open University offer free courses online which may help you to build up your business knowledge and skills (see
http://openlearn.open.ac.uk (http://openlean.open.ac.uk)). There are also many MOOCs (Massive Online Open
Courses) freely available on the FutureLeam platform (https://www.futurelearn.com (https://www.futurelearn.com)) to
help you to lean about technology, business and the economy, learn languages and so on.
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% Need for Achievement

Your need for achievement is high. This means that you may have the following qualities:
« An orientation towards the future;
= Reliance on your own ability;
« An optimistic rather than a pessimistic outiook;
= Astrong task orientation;
« Effective time management;
= An orientation towards results, which applies to yourself and others;
« Arestlessness, strong drive and high energy levels;
« Opinionated and ready to defend your ideas and views;
« Adetermination to ensure your objectives are met even when difficulties arise;
« Responsibility and persistence in pursuit of your aims;
« Goal-orientated, setting challenging but realistic goals;
« Awillingness to work long and hard when necessary to complete tasks.

With a high need for achievement, you may need to be careful about maintaining your work life balance and in
particular taking care of your health and important relationships in your lfe.

Your results suggest you are both highly enterprising and that you have a high need for achievement, suggesting that
you are interested in considering business or enterprise ideas with potential for growth, and expansion in global as
‘well as local contexts. Your high need for achievement gives you the drive to accomplish great achievements in the
career path of your choice.

& Need for Autonomy

Augnomy

‘amedium score, you may recognise yourself being somewhat independent,individualistic and determined,
although you may be happy to work as an intrapraneur or as a valuable member of an organisational team. If you start
your own enterprise, you may need to cultivate stronger independent leadership qualities. Starting a business is only
‘one option for you, and you would probably be equally happy to work as an employee as part of an organisational
team or on your own projects.
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A Creative Tendency

Crgaiity

‘amedium score, you may recognise yourself as being somewhat creative, although you are less likely to have
radical, disruptive innovative ideas with game-changing impacts. However, you may be very good at finding and
applying new technologies in a skillful way to your work, and may be practically productive in the way you develop and
apply your skills. If you wished to develop a more innovative approach then you might like to consider developing your
ownlatent creative skills.
The best conditions for creativity are in a relaxed space where you avoid critical thinking or thinking t0o fixedly on a
problem, and then use techniques, such as brainstorming or mindmapping to generate lots of ideas. Part of the
creativity process involves some idleness to allow the subconsious to work on ideas during an incubation phase. This
maylead to sudden insights or Eureka moments, although creative ideas may be typically the result of an iterative
process of thinking, using creative techniques, and relaxation to come up with good ideas.

¥ Calculated Risk-Taking

Having a medium score, you may recognise yourself as being somewhat decisive and able to calculate whether your
decisions and actions are likely to be successful. However, you may be happiest with tried and tested, less risky
enterprising ideas, or business ideas where a partner takes the risks even if that might include sacrificing some of the
potential rewards.

You probably enjoy being involved with enterprising projects, but you would not be happy taking big risks, especially
financial risks, or pursuing every opportunity that you spot, although you may feel like kicking yourself sometimes
‘when you see others successfully pursuing the opportunities that you blocked out. You are probably most secure
‘working on welltried enterprise ideas with fairly clear directions, although you might consider whether it is worthwhile
to pursue a more risky opportunity

i Locus of Control

>
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having an internal locus of control. This means that you may have the following qual

- Opportunistism, seeking and taking advantage of opportunities;

« Self-confidence with the belief that you have control over your destiny and you make your own luck, rather than
being controlled by fate;

- Proactivity, taking personal responsibility to navigate problems that arise to achieve success on your terms;

« Determination, expressing a strong wil and seeking to exert control over your lfe;

« Self belief, where you equate the results achieved with the effort you make.

aninteral locus of control means that you confidently seek to exert control over your lfe, drawing on your
inner resources rather than depending on others. You strongly believe that your personal qualities and efforts will
determine your success in life.

I General Enterprising Tendancy (GET2) Test Result Summary

‘The radar plot and chart show the characteristics of your GET2 test scores graphically. You can print the report off so that
You can compare your chart with somene else’s chart, or you can compare your own chart with a new chart f you decide to
re-take the test on a future date.

au

‘Ach = Need for Achievement | Aut = Need for Autonomy | Cre = Creative Tendency
Ris = Calculated Risk-taking | LoC = Locus of control

GET Score %

Achieve 100%

Autonomy 7%
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We hope this report helps you understand the nature of your tendencies for general enterprise and that you recognise in the
report some of your own traits. However, the author cannot accept any liability for the report or for these interpretations,
‘which are offered in good faith. If you would like to know more about this test and how to improve your score, see the FAQ
(index html#faq). If you would like further information on the test, please consult the GET2 bibliographic references

(index htmi#academic). Please donit forget to leave us your feedback (get2feedback htmi). The report can be printed if
required.

Report date: Wed Jan 24 2024
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