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1. Top-Executive Summary
VR travel services is a VR augmented patented technology that provides a convenient and cost friendly alternative to travel for those consumers that may have physical or monetary restrictions. This includes consumers with medical issues, outpatients, those with physical disabilities, low income, responsibilities at home or school or other restrictions on travel. Using them is as simple as entering one of the VR pods and sliding on a fully adjustable headset, which just so happens to be accessible to all shapes and sizes of consumers heads, including religious head garments. 
	As current leaders in technological innovations, VR travel services is capable of providing the hardware, and software required for operating these VR pods. To obtain all the software elements required for a project of this scale, multiple teams will travel the globe to obtain 3D scans of prominent tourism locations. These scans will then lay a groundwork allowing for developers to remove depictions of people, adjust the scans to appear in the best of weather conditions, as well as remove litter. Once the locations are altered, consumers can pay for access to the pods which will allow them to experience any of the locations that are available. 
	Using information from current technological and business analysis sources, the VR travel services team have identified the strengths and opportunities available within the untapped market of VR travel alternatives. Benefits for choosing VR travel services include being able to access multiple locations on different continents within minutes of one another, a lack of reliance on daily weather conditions, freedom from hours spent in airports airplanes trains cars etc., as well as access to any location regardless of the consumers physical ability. These benefits combined with the recent expansion of virtual reality indicate an untapped market for utilizing technology to make travel more accessible.
Though VR cannot offer the exact same experience as real life travel, the separation of target markets means that there is little direct or indirect competition for the VR travel services to interact with. Currently, technological options for simulating travel include Youtube Videos, blogs, and social media sites such as Instagram or Pinterest. These options lack the personalization and explorative aspects that the inclusion of VR technology can allow. Combined, this untapped market for VR tourism as well as recent technological advancements leads us to believe this is a potentially thriving market with ample room for growth and progress. 
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3.0 Product Description
This VR pod design is intended to allow quick and simple access to the visuals and environmental stimuli of tourism destinations. Whereas some VR experiences purely provide visual experiences, the VR travel services will provide visual experiences along with enclosed climate controlled pods designed to imitate multiple dimensions of travel. 
The VR experiences consist of three levels of engagement, in the simplest level the user wears a VR headset with sensors that sit on the back of the neck to make the body perceive temperature changes. In the intermediate level, the user sits in a enclosed pod that actively changes the temperature of the air around the user. In the most complex simulation, the user wears a vr headset in a room, along with gloves that provide resistance. The combination of the headset, the open space, and the resistance gloves then allow the user to actively move around the room, and ‘touch’ objects within the simulation. 
3.1 Target Groups
Though travelling the world is on our bucket lists, it also becomes infeasible and inaccessible for many people. Our product focuses on two main target groups: firstly, those who have monetary restrictions such as low income families or students. Secondly, those who have physical restrictions such as medical issues, disabilities or elderly.
Our product will be targeted to the middle class, as it’s neither a luxury or necessity. However, it will satisfy the wants of our consumers who are those with monetary or physical restrictions along with consumers who would like to experience virtual reality travelling. With a focus on smaller and more frequent consumer groups, the use of Praedo’s Law will help us generate 80% of our profits from these two groups.
3.2 Students and Part-Time Workers
Focusing on school and part-time jobs, students and part-time workers do not only find travelling costly but also time consuming. On such tight schedules, with limited vacation time there is not enough time to focus on planning a trip while keeping it cost efficient. Our product breaks those barriers for students and part-time workers by providing both time and cost efficient travel experiences anytime they please.
3.3 Elderly
Elderly persons also have trouble travelling due to small and cramped conditions, environmental conditions and managing health and mobility issues (Public Health Agency of Canada, 2011). VR travel allows the elderly who may find it difficult or inaccessible to travel via airline or motor vehicle, the ability to regain their youth by travelling the world. The elderly are able to experience new sights, sounds and also relive fond memories. 
3.4 Illnesses and Disabilities
For those who have illnesses and disabilities, travelling can become quite costly. It can become difficult especially when booking accessible friendly plane tickets, hotels, accommodations (wheelchair accessible, blind and deaf accessibility) in the city or country consumers would like to travel to. With VR travelling, we offer a virtual environment that’s accessible and accepting for everyone. Our pods will give those who may not be able to climb a mountain or swim in the oceans the opportunity to do so.
3.5 Pricing Strategy
The virtual reality travelling pods will be priced from $99.99-$149.99 per hour and will vary depending on the level of immersion customers choose. Each level will contain a perk, allowing individuals to weigh out their options. It is a cost-efficient alternative for consumers, dealing with personal constraints resulting in the inability to travel, such as financial/physical limitations. This service also teeters towards individuals looking for enjoyment, and/or personal escape. The VR travelling pods provide an easily accessible and sustainable service which ultimately does not harm the environment.
            Current virtual reality experiences cost anywhere between $40-240 in North America (Think Mobile, 2020). Whereas, according to Expedia, roundtrip tickets; including airfare and hotel, can cost thousands of dollars. For example, a roundtrip ticket to Venice, Italy from Toronto is priced from $1366-$2649 (Expedia, 2001). To increase sales, services would implement the psychological strategy of using the decimal scale to provide consumers with the illusion that they are paying less. 
Our advanced search engine will ask numerous questions to create recommendations and provide discounts within the consumer’s budget. Based on the consumer behavior on our site, the system will customize promotion packages that are in line with the customer’s wants. For example, if a customer is interested in a relaxing vacation, they tend to search for mindful and wellness activities. This might include sight-seeing, spa packages, yoga, etc. In this scenario, our system will use algorithms to design the perfect experience at a discounted rate to ensure the best possible outcome. This is an important tool to instill to create customer loyalty and traction to our services. 

4.0 Legal/Political Environment Analysis 
4.1 Facilities
Product services will be located in privately owned buildings, therefore is a legal onus to ensure the building is up to municipal codes (Government of Ontario, 2020), and to maintain the buildings state of repair throughout its use. As our target market includes those with potential physical limitations; parking spaces, waiting areas, services counters, outdoor paths, and entrances must obey accessibility standards of Ontario (Government of Ontario, 2019). Sanitation and janitorial employees will have to undergo WHMIS training in Ontario to ensure proper knowledge and handling of chemical solutions (Government of Ontario, 2019).
4.2 Damage and Loss of Property
As VR immersion includes customers becoming unaware of their surroundings, liability for property theft or damage to property whilst customers are in simulation will need to be addressed. As seen in Quebec inc. v. Lombard General Insurance 2018, services that advertise services where there is an expectation of care of property can be liable if appropriate steps are not taken to ensure care of property (3091‑5177 Quebec inc. ..., 2018). This precedent supports business requirements of security measures (such as cameras and devices such as lockers or safes to protect against damage and theft) to protect against liability. 
4.3 Privacy Laws
Use of scanned individual’s likeness’ in simulations would require written agreements where it is understood that the likeness would be property of the company once scanned. The specific details of these written agreements will vary based on legal requirements of different locations, for example in Singapore; collection and publication of images of persons does not require those individuals consent (Republic of Singapore, 2020). Whereas in Hungary, consent needs to be obtained before images can be taken of individuals (Nolan, 2014). It would also be included in the written agreements that our company has the right to alter the images as they see fit, without prior knowledge or approval from the individuals (such as to blur a shirt with inappropriate imagery or words).
4.4 Injuries on Premise
As one of the target markets includes the elderly and disabled, waivers releasing the company from liability if individuals were to experience discomfort, or health emergencies would be incredibly important. Insurance to cover potential injuries on premise would also be important, as acts such as the Occupiers Liability act find owners of buildings responsible for injuries suffered on private properties (Ontario.ca, 2019). Waivers may be used as protection against unintentional injury on the property, however these are not all-encompassing (ILO, n.d.).
4.5 Employment Law
Majority of jobs inside the locations will be those of low skill level, therefore changes in minimum wage may affect rates of pay for employees (Government of Ontario, 2019c). Changes in employee benefit regulations will also affect those employed in operational positions (Sakkejha, 2018). Legal requirements of employment will need to be researched for each of the countries where scanning takes place. Employees of the company may require working permits to access certain countries for business reasons, for example there are multiple types of visas required to work in the United States (U.S. Embassy & Consulates, na).
4.6 International Copyright and Permits
Fair use and permission for scanning of international locations may need to be obtained, for example Parliament Square Garden in the UK requires all filming to require written permission from the mayor of London (Greater London Authority, 2012a). Some countries do not have ‘freedom of panorama’ laws where photography of public locations are freely allowed, even when photography is for financial benefit (Dulong, 2017). This will require special permission to be obtained from governing systems to be able to conduct scans of public locations such as Trafalgar Square (Greater London Authority, 2012b).
Tourist destinations that are on private property in many countries such as the United Kingdom will require written permission to both conduct scanning, as well as to have use of scanned material for monetary gain. This will likely require flat fee contracts, percentage of sales, or pay per use agreements to the owners of the properties.
Some countries such as Canada require operation permits and registration for the use of drones, therefore appropriate permits would need to be obtained before using drones to scan taller landmarks (Government of Canada, 2019).
4.7 Patents
As there is no global patent authority (WIPO, n.d.), individual patents will have to be obtained from multiple legal systems regarding the technology used to conduct scans, as well as patents regarding intellectual property required for operation. For example, patent applications will have to be applied for through the Eurasian Patent Organization (EAPO, 2019), and the European Patent Organization (EPO, n.d.), to ensure our company having sole rights to the technology in Eurasia and the EU respectively.
4.8 Taxation
Taxation laws would require research as different countries have varying legal requirements regarding taxes, as well as different countries have different treaties with Canada. For example, taxes paid in the United states can be contributed to Canadian taxes, due to the tax treaty between the two countries (Ward, 2019).
4.9 Political Unrest
Political unrest in geographic locations may result in changes in pre-existing laws and treaties. The United Kingdom who have voted to separate from the European Union has yet to decide which aspects of current EU legal code will be included in the new UK legal code upon separation (European Commission, 2020). Unforeseeable changes such as this, may result in challenges for the product to maintain legal standing if legal requirements are altered.

5.0 Economic Environment Analysis
5.1 Relationship with the Economic environment
The economic environment of the GTA is the lynchpin of our marketing strategy and determines the pricing and purchasing power of our clientele. Because our service is a substitute for more extravagant capital intensive vacations, we would likely see a boost in sales when discretionary income is reduced, such as in a recession. However in economic depressions this would not be felt and sales will plummet the same. This is not to be confused as a reliance on economic alignment for success. Our core target demographics are evergreen in supply and retain  demand for our service beyond the macro-economic scale.  
5.2 Price Posturing with Target Demographics 
While average income and wealth is increasing in the city of toronto, this is only a mean measure that becomes skewed from extreme outliers. Thus though a median measure we can more accurately assess the situation of our local/native clientele. The image we see here is one well below the average income in the GTA (40% worse roughly) and also one where the population of unemployed university graduates is also on the line. (Toronto Foundation 2019) 
These factors help contribute to an environment where substitutes for traditional luxury goods and services are paramount. However, our pricing structure must also remain in line with this vision for a competitive advantage. On average, a round trip plane ticket exiting north america begins at around $600 mark and we want to stay comfortably under that with all our service options. The pod and headset will both charge hourly rates of $80 and $40 respectively because once the set up overheads costs have been established, upkeep remains cheap.
While the economic environment of the GTA and especially Toronto itself is less hospitable to the lower class, this isn’t to be confused with a lack of purchasing power but rather a shift in the hierarchy of needs and wants. The actual GDP (inflation rate) is currently stabilized on the lower end of 2% GDP growth every year which is normal and healthy for a market to function.(Toronto Foundation 2019)
5.3 Income
In 2018, the mean household income in the Toronto metropolitan area was recorded to be $100,129. An increase was seen from 2017, when the mean household income was $96,603. However, the mean household income is projected to increase to $124,707 by 2025  (“Toronto: City Statistics”, 2020). This equates to the growth of disposable income for consumers that can be allotted for our service.
5.4 Jobs
In 2018, the total labour force of Toronto consisted of 2.9 million workers with 2.7 million employed, equating to a 93% labour force participation rate (“Toronto: City Statistics”, 2020). The service sector employed 80.1%, the secondary sector employed 18.9%, the primary sector employed 1.0% with the service sector projected to employ 81.1% by 2025 (“Toronto: City Statistics”, 2020). 
5.5 Expenditure in Canada
In the Toronto metropolitan area, an increase was seen in total consumption expenditure from 2018 of $228.4 billion compared to $217.5 billion in 2017 (“Toronto: City Statistics”, 2020). Additionally, the average household expenditure in 2018 in the Toronto metropolitan area equated to $91,497, which is projected to reach $112,347 by 2025 (“Toronto: City Statistics”, 2020).

5.6 Expenditure in Product Category
Consumer spending is growing more slowly than income as highly indebted households are becoming more cautious and credit growth has slowed (“Canada: Country Profile”, 2020). These financially cautious consumers are among our target group as our patented technology allows for cost friendly tourism around the world.
5.7 Geographical Target Region Development 
The Toronto metropolitan area accounted for 18.0% of Canada’s total GDP in 2018 (“Toronto: City Statistics”, 2020). Real GDP grew at a slower rate as it was 4.3% in 2017 compared to 4.1% in 2018 however, the regions economy is expected to become stronger as real GDP is projected to grow by 2.9% by 2025 (“Toronto: City Statistics”, 2020). Nominal GDP of the area was recorded at $400.2 billion in 2018 compared to that of $382.1 billion in 2017, and is projected to reach $519.6 billion by 2025 (“Toronto: City Statistics”, 2020). The projected increase of real GDP and increase of nominal GDP indicates Toronto’s strong growing economy thus boosting consumer confidence and spending.
5.8 Inflation
The inflation rate in the Toronto metropolitan area was 1.5% in 2018 compared to that of 2.1% in 2017, and is projected to further decrease to 1.2% by 2020 (“Canada: Country Profile”, 2020).
5.9 Unemployment
The unemployment rate in the Toronto metropolitan area experienced a decrease as it was 8.0% in 2014 compared to 6.3% in 2018 (“Toronto: City Statistics”, 2020). This decrease occurred due to the creation of 162,248 jobs from 2014-2018 of which 80% reside in the service sector (“Toronto: City Statistics”, 2020). The unemployment rate is further projected to decrease to 5.9% by 2025, thus consumers will have more money available to spend and increased levels of confidence (“Toronto: City Statistics”, 2020). 


6.0 Technological Environment Analysis
 Technology had long been gated by resolution limitations which made a virtual reality simulation immersive and impractical, however adequate R&D has been invested into the technology for 1440p, 4k, and 8K resolution headset displays to be readily available for market use. Furthermore the technology has evolved to incorporate more aspects of sensory deception such as smell and touch with the use of more involved virtual reality stations.
6.1 Software
The company would have proprietary software for facial/body scanning as well as the program to implement the location simulation. An intensive 3d scan of popular travel destinations and landmarks is conducted with 3D light transmitters and multiple personnel over a period of time correlating with the given area to be scanned. This information would along with deep learning algorithms transform the scanned 3D images into an interactable and alterable virtual environment that would be indistinguishable from real life. This program can also be edited to completely remove or insert objects or entities from an environment. This will be used to remove all pedestrians and other unconsenting people from the area scan in place of 3D humans scans for which the rights have been obtained. This image editing can also be used to remove unwanted imagery, such as construction signs, advertisements, or litter from the scanned locations. Currently Google has produced algorithms that analyze and predict unseen sections of images and can splice those predictions into real photos with realistic effects, such as using algorithms to remove fences from photos (Ganti, 2018).
6.2 Experience Augmentations (Headset) 
	The service the company will offer has 2 main implementations and tiers that our customers can purchase, these being the headset or pod experiences. The headset will come in multiple sizes due to the high nature of modularity in production of the headsets and use state of the art 8k displays not unlike the ones being used in the pimax 8k VR headset. As competition in the field begins to mature, resolution will become among the flagship headlining specs that determine public interest in a VR product, similar to how cameras are perceived in new smartphone releases. In addition, as the pool of augmented reality experiences for commercial and professional use are pushed to the cutting edge, new immersive implementations of haptic and mind feedback are brought forth. These range from things like skin and motion as inputs or 4D smell and heat. To maintain our product as a viable substitute to worldwide travel, the main headset unit will have resistance based limb attachments present to simulate sensations such as picking up objects or kicking a ball. (medium 2020)
6.3 Experience Augmentations (Pods) 
	The pod is designed to be the more premium and extensive experience with 330 degrees of viewing angles in a pure glass screen enclosure hybrid. They will be climate controlled to mimic the environment of the destination and support Dolby Atmos for a 3D sound stage. The pods themselves will be large enough to comfortably fit any size or shape of passenger (as tall as 6’6 or obese) and have passengers lay down in a relaxed position. A biometric scanner will be built into all headsets and pods to monitor vital signs as well as stress level. This technology is similar to the software Dutch startup company Sensiks created (Golczynski, 2018). 
6.4 Accessibility industry standards 
Our target market includes those with mental or physical limitations and therefore we must include features that will accomodate them. For the elderly or people with physical restrictions there will be body scanning technology that will accomodate them. The body scanner will be similar to the VITUS BODYSCAN 3D Scanner by Vitronic except it will be flush to the ground and wide enough for wheelchairs to get through while remaining seated (Vitronic, n.d.). This body scan is done before entering the pod and can be used as an avatar. 
To avoid social, cultural, and legal issues the customer can choose not to use an avatar and instead be represented as a floating orb when in the simulation. Therefore physically disabled clients will not be forced to occupy bodies without disabilities. The technological adaptations included will ensure physical differences won't discriminate users or limit them as to which locations they can experience.
6.5 Public consensus and attitude 
	Public attitudes towards VR are slowly becoming more and more hospitable as the sector matures. More companies are entering the market such Valve with the Valve Index or diversifying its product line, like with facebook and their 3 different oculus rift models and as sales figures grow every quarter, so too will the amount of software developed to support VR. The aforementioned Valve Index was a prime example of this. It was announced alongside the reveal of a full budget triple A game called Half Life Alyx and within the day, the Index was sold out of 150,000 units. (arstechnica 2020) As this trend continues with future anticipated software, the sentiments surrounding VR has begun to shift from a clunky and luxury gimmick to a fully featured medium through which we can immerse ourselves.VR headsets for home use alone have sustained a annual 20% growth in sales volume.(Statista 2020)

7.0 Social/Cultural Environment Analysis
7.1 Prohibition of Framing Scene on Certain Entities
Cultural and religious differences may prevent companies from framing or panoramic scanning of some religious entities, such as temples, churches, etc. In addition, individuals' sense of protection of private information in the society has gradually increased, thus shooting of private real estate may also be prohibited.
7.2 Negative Public Attitudes Towards VR Usage
People have some negative perceptions of VR high-tech products. For example, they believe that VR will indulge young adults in virtual reality, deepening societal worries about the habit of young generations after the fact of young adults staying at home for a longer time
7.3 Ethical Concerns of VR Technology
As for ethical concerns of VR technology, if VR services contain pornographic and violent content, it will have a negative impact on people's physical and mental health, which might hasan adverse impact on the marketing of VR service (Kim, 2015)
7.4 Adept New Generation Trend
Millennial (ages 20-35) is the largest generation class in North American, featuring being eager to learn new technology. The newer generation Z is very accustomed and accustomed to the use of high technology, so they would keep an open mind to VR reality tourism Service, which can accelerate the marketing of the company's services. 
7.5 Increasing the Need for Travel Substitution
Consumers are stressing the need for various travel substitutions, as a result of a combination of many factors, increasing concerns about environmental impact, convenience, and cost and time saving, etc.

8.0 Natural Environment Analysis
The Virtual Reality Pods provide a tourism experience without leaving the comfort of the urban and suburban regions in the Greater Toronto Area. The VR pods specialize in ‘peak season’ experiences across the world. In many countries such as Thailand, France, Spain, Costa Rica, experience their peak seasons from June- August (Bernie, 2019). Thus, our scans will be done during those periods to maximize the experience for our customers. Usually, when individuals are traveling across the world, climate, weather, and health concerns are a major factor in the decision-making process. With viral outbreaks affecting travel, Airlines and various countries put in place restrictions and additional requirements to control the spread of diseases. According to the article, “Everything travelers need to know about the coronavirus, it states “Airlines all over the globe have canceled flights amid the outbreak, and service to China has been suspended by many airlines” (Hunter, 2020).The Virtual reality pods will allow consumers to virtually visit various countries, which is ultimately a safe alternative.  
Furthermore, Venice located in Italy experiences high water levels during their off-season, i.e September – April, causing our scans to take place during the summer to maximize the experience (Slauer, 2019). Tourists prefer to travel during peak seasons to feel they get the most value for their money in terms of peasant experiences. The scans take place during June-August when many locations are experiencing better weather (Slauer, 2019). Scans will normally take place between 10 am – 4 pm local time, when the sun’s rays are at its strongest (Hurly, 2017). Our focus is to also analyze specific things occurring in each environment allowing us to imitate it within the VR pods. Our services preserve the essence of historical landmarks, culture, and traditions. For example, the Cathedral of Notre Dame in Paris, France caught on fire on April 15, 2019. Consumers will be allowed to travel back in time and experience historical periods, emulating the originality of any period in history, not limited to current issues. This increases the realism of the city/specific location. This includes, the sun beaming on our skins, the light wind breeze, the sounds of nature create a summer feel within each city.

9.0 The Competitor Analysis
9.1 Direct Competition 
In our market there are currently two major competitors offering a similar service, Oculus and HTC Vive. Both of these companies provide virtual reality headsets that create real life point-of-view experiences, through developing applications with partner companies (Charara, 2017). However, in order to access these applications consumers must purchase or already own the complete Oculus or HTC VR systems. A major benefit of our product is that being able to rent a VR pod does not require customers to purchase a complete VR headset. With our rental prices being cheaper than a VR headset, this allows customers to purchase experiences whenever they are financially able to do so. Another major benefit of our product over competitors is that through our company, consumers have a large selection of travel destinations. This large selection of travel destinations may act as a barrier to new entrants, as new competitors will be required to undergo extensive scans resulting in large investments of capital, technology and time.

	Competitors 
	Product
	Price
	Target Market
	Promotion
	Distribution

	Oculus
	Rift-S

	Complete System: $549.99 CAD

	Individuals interested in VR Gaming
	The official Oculus website offers Free Shipping and Returns on all products, Defect and malfunction Coverage as well as Free Games and Apps

Website promotes features such as Improved Optics, Ergonomic Design and Oculus Touch Controllers

Uses social media such as Instagram and Facebook to promote VR experiences and games
	Sold through Website:
https://www.oculus.com/rift-s/

Available at:
Best Buy (In-Store and Online), Newegg and Amazon



	HTC Vive
	Vive VR System
	Total Package: $699 USD
	Those who want to increase their storytelling, education,  gaming and entertainment experience
	Website offers Free VIVEPORT Infinity Membership which allows free and unlimited access to games and apps

Uses Social Media such as Instagram and Facebook to promote product and Sale Promotions (Black Friday, Cyber Monday)
	Sold through the HTC Vive Website:

https://www.vive.com/us/product/

Available at: Best Buy (Online and In-Store)

	Google
	Earth VR
	Free add-on for Oculus Rift and HTC Vive headset owners.
	For those who want to experience all the parts of the world 
	Website offers Features and Highlights of app
Provides footage of different perspectives such as walking, flying and browsing
	Available through Oculus Quest and SteamPowered App websites:
https://www.oculus.com/experiences/rift/1513995308673845/
https://store.steampowered.com/app/348250/Google_Earth_VR/

	Boulevard 
	Boulevard App
	Free add-on for Oculus Rift headset owners.
	For those who are interested or cannot afford to travel far but want to experience museums, galleries and cultural sites
	Minimal information on given on Boulevard website

Youtube videos of uses experiences
	Available through Oculus Quest

	Rizort
	Rizort Vr App
	Free add-on for Oculus GO VR headset owners.
	For those who are travelling and want a better a better look at hotels, destinations and experiences before they book


	Specific page for Rizort VR on website including description of the app as well as videos of what you can experience through the app
	Available to download through Oculus’ website: https://www.oculus.com/experiences/rift/1659082534123906/. Also offers hotel stays and experiences through their own website: https://www.rizort.com/


9.2 Indirect Competition
When looking at our company’s indirect competition, we focus on the companies and people that provide experiences showcasing imagery of travel locations. Though they are close substitutes in our market, the services they provide do not compare to the complete experience consumers receive with our product. Youtubers who post ‘vlogs’ of themselves travelling the world is not a direct substitute to the virtual reality travel experience which allows consumers to experience the locations that they wish to visit. Travel agencies offer a platform for customers to purchase their travelling accommodations such as flights, hotels, all inclusive vacations and more. Though travel agencies such as Expedia and Flight Centre offer this platform, they can be quite expensive and do not meet the needs of consumers with income or physical restrictions.
 
	Competitors 
	Product
	Price
	Target Market
	Promotion
	Distribution

	YouTubers (Kara and Nate, Drew Binsky)
	Full-time YouTubers who post videos of them travelling the world. 
Offer various discounts on flights, and places to stay.
	Free to watch, prices depend on where you travel and where you stay. Airbnb discount is $40 and flight discounts can go up to 80% off. 
	Those who are looking to travel as well as those who cannot travel to those specific locations
	Offer discounted flights through a website they created called FareDrop: https://faredrop.com/
They place this link in every single one of their videos, which is of them exploring a new country in person. 

They also partner with sponsors for a lot of videos who can offer discounts on travel such as Airbnb giving a $40 discount to first time users who use Kara and Nate’s link. 
	They upload videos on a weekly basis. They place their promotion links in their YouTube video descriptions, which is easy access for the discounts for their viewers. 

	Travel Agencies (Expedia, Flight Centre, Marlin Travel)
	Provides flight rates, hotel rates, flight + hotel bundles at the lowest possible price.
	Depends where and when you are going but usually starts around $1000 and goes up from there.
	No specific target group, just people who want to travel and have the financial means to do so. Usually people who are middle class and higher. 
	An agency like Expedia has the financial capability to create plenty of commercials, and can put advertisements almost anywhere they want. 

Flight Centre and Marlin travel are smaller agencies who have to be more selective about product placement, and how many advertisements they can afford.
	Business to Consumer distribution channel. Partner with airline companies to get cheaper rates and to get these rates, you must purchase from the agency itself: https://www.expedia.ca/?pwaLob=wizard-hotel-pwa



10.0 SWOT Analysis
	Strengths
· Offers full immersion and interaction with Virtual reality, removing need for physical travel
· Allows short periods of exploration, without requiring taking full days away from work
· Reduces need for fossil fuels
· Experiences can accommodate individuals of any age and/or physical ability
	Weaknesses
· Requires large amounts of technology and data storage
· Requires large amounts of capital to initiate
· Copyright laws required for all countries involved
· Does not have same ‘bragging right’ as physical travel (souvenirs, instagram photos… etc)



	Opportunities
· Current trend for VR is increasing
· During times of pandemic/fears of pandemics, VR removes fear of travel related viral spread
· Current flight costs are increasing with increased fuel, and taxes
· Strong networking with companies in the travel industry allowing for boosted sales and potential partnerships
	Threats
· Expansion of VR technology may be a fad
· Power outages would result in crucial downtime
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