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Introduction

Sports are centuries old but they keep evolving with advances in technology. Consequently, sports have evolved by adopting innovative ideas that boost its coverage as a for-profit model. In this case, QA-VR Co leveraged technology to make sports an immersive venture by enabling the transmission of 3-D virtual reality sports changing the experience of watching games. However, we faced several challenges during the group work which I will discuss how we addressed as well as the lessons we learnt. Therefore, this reflection details my group work experience on the New Venture Creation task-QA-VR Co. It zeros in on the challenges we experienced when navigating intricate issues of sustainability and the circular economy while ensuring the value proposition is appealing enough. To this end, the reflection will detail the two experiences separately guided by the Gibbs framework for reflection (1988).

Experience 1: Sustainability and the Circular Economy

Description 

The overarching need to adopt sustainable business models highly influenced our strategy. According to Reinhardt et al. (2019), sustainable business models reduce operational costs, improve brand image and attracts environment-conscious consumers positively boosting the bottom line. The world cup attracts millions of fans resulting in increased carbon footprint and environmental degradation. To counter these adverse impacts, QA-VR Co. aimed to reduce the overall carbon footprints produced by transportation and other activities by reducing physical viewership of the world cup. 

Feelings and Evaluation
I am passionate about both sports and sustainability but the lack of sustainable solutions to the World Cup’s environmental impacts forces consumers to unsustainable solutions, expanding the ecosystem's damage. Therefore, I was elated when we were able to offer a more sustainable solution-VR, while ensuring consumers are fully emersed and enjoy each moment. However, VR still poses environmental challenges along its supply chain for instance its manufacturing adversely impacts the environment. But compared to other models, QA-VR is more sustainable. Although it still does not meet the minimum threshold principled by the SDGs, it substantially reduces the overall carbon footprint, the issue of overproduction and overconsumption and transmission of COVID-19.

Analysis
As the project scope indicated a proactive approach to exert sustainability and circular economy, reasonable concerns were set to improve the propensity of the project attaining approval. In limiting the nature of VR on the long-term impacts on sustainability, realizing that an amicable reduction of the carbon footprint from burning fossil fuels while attending the match was positive. In drawing the conclusive principles of making sports immersive, using VR, an inclusive approach to reducing inequality outweighed the aspect of growth patterns and consumption levels. The prospect of promptly engaging and brainstorming the positive impacts of implementing VR as a gadget in immersive sports paved a decisive outcome from the assignment. It was coming to terms with the negative long-term implications of a profitable innovation that forces the actualization of a contingency plan or disapproval of the prospect by state and social activists. Things went wrong as I could not fully maneuver the case in question. As QA-VR Co improves to meet the five stages of business growth, its sustainability measures will have to adopt a different aspect that rationalizes the size and scalability of the company (Arora, 2022). My experience in harnessing a more approachable sustainable goal aligns with the literature on technological development, and it's thus essential. With the current perception, and understanding of the theoretical factor of sustainability, I did respond in the best way possible, and the one which abdicates to technological opportunities. 
Conclusion and Action Plan
Through the project and the perceived incumbent challenges, I learned the need to make subtle decisions that can affect the business and the industry. Much priority should be put on the divergent limitation of sustainability. I should understand the limiting concerns that come with the size and scale of a business and also forecast the impacts the business will have from a broader perspective. In case such a scenario is prevalent in any area of business, such as implementing AI in building a smart house. For an improved set of outcomes, in the long run, I will improve my skills by evaluating different contingent scenarios and setting a better result for a sustainable business environment. I am faced with the need to choose between the short-term positive and the long-term negative impact; I would have to re-evaluate all aspects and devise an outcome that is positive in the short and long term.

Experience 2: Value Proposition

Description

QA-VR focuses on capturing global entities' audiences to maximize value proposition in alignment with the customer profile. Designing the value proposition for QA-VR Co with target customers in mind also experiences some pitfalls. In this case, we experienced the challenge of confusing supporters with customers and assuming customers are sophisticated buyers (Iyer et al., 2022). With a more significant customer segment targeting sports media, telecommunication, and the different social media platforms, understanding what the customer needs and wants is an issue. Qatar has a considerable market share of telecommunication companies that are able to link VR technologies from media groups to an individual at home. Although a more significant number of people can access social media platforms, separating genuine customers from supporters of VR is challenging (Iyer et al., 2022). The larger audience understands the niche and thrill of watching sports, and numerous seem to lack the desire for the immersive experience. 
Feelings and thoughts

As a new program devised for normal watching, numerous customers seem to enjoy the brand's design and its story without being able to interact with the product. Thus, the target customer profile might have a lower target than expected. With technology, much is placed in the hands of a customer to explore and be acquainted with the new product. The production of VR assumes the nature of customers is sophisticated enough to use and maintain them. The development and service might require additional knowledge to aid the operation. Still, it's not typically stated, as value is only provided when the customer is able to buy and subscribe to any streaming platform. QA-VR Co needs the reconsideration of its communication and service design to offer knowledge to customers. 

Evaluation and Analysis

Understanding that there is much to be done, other than matching customer profiles to value proposition, more effort became necessary. I understood the need to transform VR supporters into customers by evaluating customer profiles. From this standpoint, I triggered the need to re-evaluate personal appeals and wants. I became entrenched in understanding the need to transition and explorer into actual customers. The introspection was founded on the gains, and societal concepts, which was exhilarating. Reviewing value propositions aligned with the micro factors paved a path for improved VR experience. The aspect of empowering customers before product purchase was produced contrasted with changing supporters to customers. Although curiosity became an aspect of manipulation, all the contributions became positive. Qualifying the prevailing challenges bared a positive outcome, and no incident proved difficult.

Conclusion and Action Plan

Without the entire disclosure of customers, the value proposition could not be ascertained as the available customer profile is shallow. With outsourcing knowledge from sectors utilizing VR and setting a program to train and empower employees within the company, notable change was recorded. As accorded by literature, my experience compares to literature with the application of empowerment and Zimmerman's empowerment theory (Peterson, 2014). They aid in improvising knowledge to fit a unique situation, such as building a product with the customer in mind. From experience, I have learned not to consider the specifics of the customer's needs and wants but to re-evaluate the market and prospect, aligning the product with customer needs. The case is actualized with the fact that invention is painful, as the product might not be compelling enough for the customer or rather highly advanced. Through the gained knowledge, understanding the value proposition and keeping the product's brilliance will lead to the discovery of customers (Peterson, 2014). In this case, it is the consideration of perfect customers who value the product for what it is and will gain its benefits without fabricated ideals. 

Conclusion

Challenges are bound to occur in any business setting; the inevitability of a problem indicates that the product or the model is perfect. And humans who are creators of such are not perfect. The stated challenges were part of the project, and the QA-VR project having undergone procedural rectifications, a more refined draft was finalized. The experience of difficulty in handling the issues was part of the project, where more abstract views were to be solidified with clarity and solid logic. The learning process to adjust earlier claims and modify the assignment project with desirable and realistic fundamentals led to an improved and noteworthy product.  
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