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[bookmark: _Toc168328371]1. EXECUTIVE SUMMARY
Mountain Heartsease Guest House offers a picturesque hotel experience nestled in the serene Betsom's Hill mountains. Visitors interested in fostering a more environmentally conscious vacation with farm-to-table organic food and fun on the farm activities made the trip. These setups take longer to establish because of the high costs of organic farming and lower reach to urban markets, but more opportunities lie in the interest shown by more and more people into ecotourism and organic food. Nevertheless, annual business changes and nearby places provide looming threats. Mountain Heartsease hopes to standout in the hotel market with these offerings and complement with sustainability; providing a respite in the hearts of beautiful nature to guests in search of a higher standard of well-being and leisure.


[bookmark: _Toc168328372]2. THE BUSINESS IDEA
[bookmark: _Toc168328373]2.1 The Product/Service
Company Name: Mountain Heartsease Guest House
Location:Betsom’s Hill
Industry: Hospitality
The Mountain Heartsease Guest House has a Calm and Rustic dwelling in the mountains, a respite from city life. People come because the company offers fresh, clean vegetables right from our soil and simply unbeatable taste and nutrients. The pick-your-own food allows guests to farm fresh moments and experience their vacation in very interesting ways (Hong & Desai, 2020). These rooms are designed to offer serenity and solace, which enhances the overall sense of peace of the body, mind and soul giving every individual a chance to return from their city life back to a healing and soothing experience (Noe & Stolte, 2023). Additionally, low awesome reductions are claimed to be saved affordable with pre-reservation, ideal for the cost of the vacation home, thus obviously reducing people who claimed their present rest and wellbeing.
[bookmark: _Toc168328374]2.2 SWOT Analysis Summary
Factor 	Summary
Strengths	Mountain Heartsease Guest House boasts a unique setting with farm-fresh and organic food that offers an excellent eating experience. The entertaining farm activities provide a unique draw.
Weaknesses	The business faces high setup costs at the beginning stage for organic farming. Additionally, there is a restricted reach to downtown users.
Opportunities	There is a growing interest in eco-tourism and organic food, which can be leveraged to promote environment-friendly choices and draw environmentally conscious tourists.
Threats	The business may face yearly changes and strong competition from nearby hotels and well-established restaurants.

Table 01: Summary of SWOT Analysis
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[bookmark: _Toc168328376]3.1   Key Personnel
1. Alexandra Gjoka, Organic Farm Manager 
· Skills and Experience: Profound knowledge of organic farming practices and sustainable agriculture techniques (Ostapenko et al., 2020). Experienced in crop rotation, pest management, and soil health to ensure hight-quality produce.
· Role and Responsibilities: Oversee all aspects of the guest house’s organic farming operations. Implement strategies to enhance agriculture productivity and maintain organic certification standards. Responsible for training farm staff and ensuring adherence to sustainable farming practices.
2. Denisa Elena Nisipeanu, Marketing Manager
· Skills and Experience: Strong background in digital marketing and social media strategy, with a proven track record of increasing brand visibility and engagement through targeted campaign (Quesenberry, 2020).
· Role and Responsibilities: Lead the marketing efforts to promote Mountain Heartsease’s unique selling propositions. Develop and manage digital marketing campaigns, create content for blogs and vlogs, and organize online contests to enhance customer engagement and attract new guests (Saura et al., 2020).
3. Elzbieta Beuca, Guest Service Manager
· Skills and Experience: Extensive experience in hospitality management, with excellent communication and interpersonal skills. Proficient in managing guest services and enhancing customer satisfaction. 
· Role and Responsibilities: Coordinate guest service operations, oversee the reception area, manage bookings, and ensure that guest inquiries and issues are resolved promptly. Aim to provide exceptional customer service that enhances guest satisfaction and encourages repeat visits.
4. Abdul Quiyum, Food and Beverage Manager
· Skills and Experience: Expertise in culinary arts and restaurant management, with a focus on sourcing local and organic ingredients. Skilled in menu planning and cost management.
· Role and Responsibilities: Manage the dining operations at the guest house, including menu design, food preparation, and service. Ensure the quality and sustainability of food sources, and work closely with the organic farm Manager to incorporate fresh produce into meals. 
5.Adrian Oprea, Maintenance Supervisor
· Skills and Experience: Skilled in facility management and preventive maintenance (Dzulkifli et al., 2021). Knowledgeable in safety regulations and environmental sustainability practices.
· Role and Responsibilities: Oversee the maintenance of the guest house facilities, including guest rooms, public areas, and farm equipment. Ensure all areas are safe and well-maintained, conduct regular inspections, and coordinate repairs and upgrades as necessary.
Table 02:  Key Personnel
[bookmark: _Toc168328377]3.2 Skills Gaps & Key Partners
[bookmark: _Toc168328378]3.2.1 Additional Staff Requirements (Roles and Responsibilities)
Mountain Heartsease Guest House will be employing additional cleaning staff and guest service representatives to meet high standards of service and repair (Si et al., 2020). The cleaning staff will be humming around to keep the guest rooms and parts of the complex in a clean and orderly state (Agarwal, 2021). The Guest Services will be responsible to answer guest inquiries, bookings and provide hospitality to guests. These jobs are important to maintain service standards of the guest house so that each tourist enjoys a good experience. These staff members are needed and will resolve the gap in service skills, providing the guest house a new model which can be used, to accommodate more than before, thus keeping its good name.
[bookmark: _Toc168328379]3.2.2 Training and Development
The team intends to invest in in-depth training and development programs to plug any skill gaps From Organic Farming Techniques, to population control, organic fruits and vegetables tend to last longer keeping as much of their nutrients and preservation. The employees will be trained with regard to Digital Marketing to enhance the company’s online presence and customer interaction tactics (Goldman et al., 2021). Acknowledging the importance of great guest service, which inherently includes guest interaction as an array of Hospitality Management Training also will be made available to enhance staff skills in being better equipped to provide even greater guest experiences with company members help. The goal of these training initiatives is to equip team members with the knowledge required to best contribute to the success of Mountain Heartsease Guest House.
[bookmark: _Toc168328380]3.2.3 Outsourced Support / Key Partners
The Organic Certification Agency partners with a reputable third-party agency to adhere to stringent organic practices, which enhances credibility for eco-conscious consumers. In addition to that, the Digital Marketing Agency develops and runs specific internet campaigns to enhance the online presence of the Organic Certification Agencies and could do wonders in improving the engagement of the customers (Peter and Dalla Vecchia, 2021). In addition, it makes the experience much better for the guests and offers them guided knowledgeable trips in the natural sites of the area and confirms the agency's commitment to sustainable tourism practices. Having these key relationships only enhances the appeal of Organic Certification Agencies goods and adds strength to its standing in the eco conscious market.
[bookmark: _Toc168328381]4. MARKET RESEARCH
[bookmark: _Toc168328382]4.1 Market Information, Trends and External Factors
Mountain Heartsease Guest House nestles in the centre of the West Midlands organic and sustainable holiday playing grounds of England, a new and vibrant, but quickly growing area of eco-tourism and organic foods to satisfy the increasing demand for green and health-conscious holidays (Shinwell & Defeyter, 2021). Are not a huge fan of the Pacific or Atlantic, well, have no fear, the North Downs of England have Betsoms Hill to cater to the taste of the nation as per the UK hotel industry is projected to be worth £24.7 billion by 2023. The stay rate was a bit higher in March 2024, presumably somewhat of a recovery from the depths of the pandemic (Crown, 2024). The example of England that accepts organic farming, including hilly and rocky places like the South West, more and more suggesting a tendency of environmentally friendly methods. It also comes on the back of increasing farm-to-table and sustainable travel trends, at an era when visitors have enjoyed economic stability and environmental appreciation and that has local laws that promote responsible tourism projects.
[bookmark: _Toc168328383]4.2 Customer Profile
Customers Profiles	Description
Environmentally Conscious Tourists	These tourists value ecology and eco-friendly practices in their holidays. They seek places that fit with their values, choosing accommodations that offer healthy and locally made services (Demir, Rjoub and Yesiltas, 2021). Environmentally conscious tourists are ready to pay a price for activities that reduce environmental effects and support local communities.
Serenity Seekers	Serenity lovers are individuals looking for quiet and rest in their holidays. They are drawn to peaceful places away from the hustle and bustle of urban life (Oelklaus, 2022). These customers value quietude, nature settings and chances for thought and rejuvenation.
Budget Aware Tourists	Budget aware tourists are focused on getting the most value for their money during their trips. They seek cheap lodging without settling on quality (Mondal and Samaddar, 2022). These tourists are interested in cost-effective choices that allow them to explore new locations while staying within their budget limits.

Table 03: Customer Profiles
[bookmark: _Toc168328384]4.3 Competitor Profiles
1. Nearby Lodges in the Hills: Near Mountain Heartsease Guest House Mountain Heartsease is not the only option with these cosy cabins, which, nonetheless, provide visitors a place to unplug and also enjoy the natural surroundings and mountain landscape, but may fall short of the attention to farm-to-table eating and organic food that sets Mountain Heartsease above the rest (Zoyirova, 2024).
2. Hotels in the City: It faces competition from city-based hotels like the Metropolitan Hotel, some of Central Suites which draw guests expecting urban comforts and convenience (Ma, 2022). They tend not to be as tranquil and as naturally focused as Mountain Heartsease.
3. Regional Restaurants: Those come locally from Hilltop Bistro and Valley Grill, which battle for diners even while catering to a different crowd looking for dining on the fly in lieu of a longer stay (Khatri, 2023).
[bookmark: _Toc168328385]5. MARKETING PLAN
5.1 Price
Positioned fairly against city hotels, with rates starting at £100 per night, Mountain Heartsease Guest House offers premium yet cheaply priced accommodations.
5.2 Product
Featuring a rustic interior design with simple colours, wood furniture and warm lighting, the guest house provides a quiet country setting for guests to enjoy.
5.3 Placement
Mountain Heartsease Guest House carefully offers its goods and services both offline, through in-person orders and nearby agency sales, ensuring accessibility to a bigger range of customers.
5.4 Promotion
Utilising a mix of traditional and online advertising platforms, along with connecting with tourists directly and encouraging conversation, the business successfully offers its farm-fresh guest house experience to target audiences.
[bookmark: _Toc168328386]6.  KEY RESOURCES

For community competition and efficiency, Mountain Heartsease Guest House needs physical equipment. 
6.1 Premises 
Mountain Heartsease will be at Betosm's Hill, a peaceful guesthouse. There will be guest rooms, kitchens, dining halls, and farms (Adeola et al., 2020). Building lease is expected to cost £2,000 per month. This price was based on local market pricing and real estate agent communication. 
6.2 Equipment 
Mountain Heartsease requires community dorm beds, kitchen utensils, and farm equipment. These resources feed guests, house them, and manage the guest home, including its little farm. Quality and reliable local merchants will provide £20,000 initially. The above suppliers' quotes and similar guest house comparisons corroborate this estimate. 
6.3 Key Suppliers 
Local farms and motels provide Mountain Heartsease's meals. Residents will get food and other necessities from these sources. These things will cost £5,000 every month to buy and distribute. The guest house relies on supplier quality and reliability to run its operations and please customers. Contracts are needed to streamline supply chains, thus outsourcing is specified. 



[bookmark: _Toc168328387]7.  FINANCES AND START-UP SUPPORT
	EXPENDITURE
	Year 1 
£

	Company Registration
	78

	Rent/Rates
	24,000

	Staff Wages
	172,000

	Travel/Accommodation
	

	Telephone (mobile)
	480

	Broadband
	600

	Utilities
	7,123

	Marketing and materials
	15,000

	Insurance
Training & Development
	2,500
1,500

	Stock/Materials Purchases
	20,000

	Bank Charges
	300

	Office Consumables
	500

	Loans Repayments
	5,000

	Total Expenditure
	£     249,081

	
INCOME
	Year 1 
£

	Sales A
	60,000

	Sales B
	40,000

	Sales C
	20,000

	Capital Introduced
	50,000

	Funding 
	

	Loans/Borrowing
	100,000

	Total Income
	£ 270,000


	YEAR ONE PROFIT/LOSS
	£

	Total Income
	270,000

	Total Expenditure
	249,081

	
	

	Profit/Loss
	£20,919
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Organic farm manager -36,000£ yearly
Marketting manager- 40,000£ yearly
Gest service manager salary- 29,000£ yearly                      
 Food and bavarage manager- 28,000£ yearly
Maintenance manager- 39,000£ yearly


7.1 Financial Summary
Although lean in a location such as Worcestershire, where there is a demand for such a service, the fiscal year for Mountain Heartsease Gueest House stack up with an income of 270,000£ and an expenditure of 249,081 £ which leaves 20,919 £ as profit. The money comes in from various places such as loan from Nationwide Bank, personal investment, and personal sales revenue from various packages.
Expediture covers all the facets that are important for the enterprise running from company registration to purchaising stocks. To minimise the cost for salary, the jobs that will be required will be split to all 5 directors witch at the moment are the managers for every section as well.
The utilities are calculated annually with an avegare of 20,000 kWh for 8,1p with a 3.7p daily standing for gas and 20,000 kWh with 24,9p with 24,9p daily standing for electricity.
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[bookmark: _Toc168328391]Appendix A – SWOT Analysis
Strengths	Weaknesses
Unique setting in the mountains	Farm-fresh and organic food offerings enhance dining experience	Entertaining farm activities provide a unique draw for guests	High setup costs for organic farming.	Restricted reach to urban customers
Opportunities	Threats
Growing interest in eco-tourism and organic food.	Opportunity to promote environment	friendly choices and attract environmentally conscious tourists.	Yearly fluctuations in business	Strong competition from nearby hotels and well-established restaurants





[bookmark: _Toc168328392]Appendix B – PEST Analysis
Factors	Description
Political 	UK laws promotes organic farming
Environmental 	Sustainable tourism practices in the UK is expanding
Social 	Ecologically conscious travellers ready to pay additional
Technological 	Digital marketing promotes tourism 
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Market Information, Trends and External Factors

The business serves the increasing need for
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by operating in the environmentally friendly tourism
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affordability and increased quality away from the city.
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Company Registration 78
Rent/Rates 24,000
Staff Wages 172,000
Travel/Accommodation
Telephone (mobile) 480
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Bank Charges 300
Office Consumables 500
Loans Repayments 5,000

- Total Exienditure £ 249,081 _




image21.svg
                                                                                                                                          FINANCES AND START -UP SUPPORT                                                         EXPENDITURE Year 1  £ Company Registration 78 Rent/Rates 24,000 Staff Wages 172,000 Travel/Accommodation Telephone (mobile) 480 Broadband 600 Utilities 7,123 Marketing and materials 15,000 Training & Development 1,500 Stock/Materials Purchases 20,000 Bank Charges 300 Office Consumables 500 Loans Repayments 5,000 Total Expenditure £  249,081    Abdul    Quiyum


image22.png
ul Quiyum

FINANCES AND STARTP SUPPORT

Year 1
INCOME
£
Sales A (Food) 60,000
Sales B (Accommodation) 40,000
Sales C (Sales via Online) 20,000
Capital Introduced 50,000
Funding
Loans/Borrowing 100,000
Total Income i 270,000

\

’ W ;, t ’





image23.svg
                                                                                                                              FINANCES AND START -UP SUPPORT                                                                                                                                                            INCOME Year 1  £ Sales A (Food) 60,000 Sales B (Accommodation) 40,000 Sales C (Sales via Online) 20,000 Capital Introduced 50,000 Funding Loans/Borrowing 100,000 Total Income £  270,000    Abdul    Quiyum


image24.png
Adrian Oprea

FINANCES AND STAR-UP SUPPORT

YEAR ONE PROFIT/LOSS £
Total Income 270,000
Total Expenditure 249,081
Profit/Loss £20,919

-
-





image25.svg
                                                                                                                              FINANCES AND START -UP SUPPORT                                                                                                                                                      YEAR ONE PROFIT/LOSS £ Total Income 270,000 Total Expenditure 249,081 Profit/Loss £20,919    Adrian    Oprea


image26.png
Adrian Oprea

FINANCIAL SUMMARY

The likely price of the initial year of business for the Mountain Heartsease Guest House is
£134,840. These prices cover up an assortment of expenditures like business register procedure,
rentals, worker remuneration, travel and housing, broadband, utilities, marketing and ingredients,

acquirements of storage and things, bank charges, office materials, and loan settlements.
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