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EXECUTIVE SUMMARY 

Creative and ethical small company GreenGlow Hospitality is committed to provide visitors a fun, opulent, but ecologically conscious vacation experience.  Initially, we want to run a single boutique hotel in a well-known ecotourism spot, perhaps the Lake District or Cornwall. Using green technology like solar panels, water-saving systems, and sustainable construction materials, our little hotel will highlight environmentally responsible methods.  Interior design will be environmentally mindful, and all equipment will give energy economy first priority. Along with locally grown food and drinks, we will have a farm-to- table dining experience supporting surrounding farms and producers. The primary offering is a premium, customized hotel with an eye on sustainability.  Our core proposition is to minimize environmental effect while also providing visitors who want for comfort and luxury with unforgettable experiences. Working together with nearby communities, GreenGlow Hospitality will also provide real cultural experiences like guided eco-tours, culinary lessons with local chefs, and handcrafted workshop projects. Although there is fierce competition in the industry, our benefits include a focus on sustainability, exceptional experience, and collaboration with regional artists. Because of the good pricing strategy and strong sales diversification based on lodging and food and non-food revenues, health and beauty services, and eco-tours, the business will turn a profit in three years, according to a calculation of operating costs compared to income. Personal money and private investors will supplement green awards for new businesses. GreenGlow Hospitality's short-term objectives include choosing two locations to launch the service and keeping room occupancy at 85% over the first year. The acknowledgment of sustainable services in the hotel sector is one of the medium-term goals, along with diversification into new markets and specialized ongoing expansion. The general, tactical, and management timeline for effectively achieving these goals is provided by the comprehensive business plan.
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THE BUSINESS IDEA  
[bookmark: _Toc182992024]The Product/Service

Thus, GreenGlow Hospitality is a new brand of boutique hotels operating in the sustainable hospitality industry. The goal of the project, which is situated in ecotourism-related locations, is to create and provide high-end, eco-friendly lodging while keeping in mind that travelers enjoy comfort, quality, and a welcoming atmosphere (Allaberganov et al., 2021). Conscious travelers seeking genuine, ethical, and purposeful travel experiences make up our TEA. The value offering consists of a range of boutique hotels that are outfitted with contemporary integrated technologies to promote sustainability, such as rainwater harvesting systems, solar energy systems, and eco-friendly construction materials (Latif et al., 2022). The interior design of the self-sufficient lodging includes eco-friendly furnishings and ergonomic extras like organic soap and energy-efficient fixtures. In addition to offering locally grown, organic cuisine for fresh, farm-to-table dining on-site, all provide educational eco-tours of nearby conservation projects. The ability of GreenGlow Hospitality to host visitors and deliver a satisfying experience without breaking the bank is an environmental pledge. In order to do this, the company serves the growing market trend of sustainable luxury linked to eco-friendly travel. Reduced carbon emissions, personalized services, and opportunities for cultural and practical engagement with locals through eco-tours and other services are the main benefits for visitors. Thus, GreenGlow Hospitality not only meets the needs of clients who care about the environment, but also establishes itself as a leader in the green travel industry; a business that adds value for its customers by using sustainable practices that incorporate creativity and honesty.
[bookmark: _Toc182992025]SWOT Analysis Summary
	Strengths
	Weaknesses
	Opportunities
	Threats

	- Fresh approach to the concept of luxury.
	- High start-up costs
	- Growing eco-tourism sector
	Competition threats-Stiff competition from organised hotels

	–Green technologies
	Slow dependence on a specific market need
	Hence more and more the consumers are developing a tendency towards the use of sustainable products.
	- Economic uncertainties

	Sustainable and strong environmental appeal to the travellers.
	
	Possible with other environmental organizations
	- Legal restraints in some parts of the globe
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[bookmark: _Toc182992028]Name and Company Position:  Founder and CEO – GreenGlow Hospitality
Skills and Experience: hotel industry managerial and leadership skills with an eye on sustainability and corporate expansion.
Role and Responsibilities: Oversaw strategic planning, offers vision and strategic direction, manages resource mobilization and operational effectiveness.

Name and Company Position: Chief Sustainability Officer (CSO) – GreenGlow Hospitality
Skills and Experience: Mastery of sustainable management, environmental preservation, and green technology.
Role and Responsibilities: knowledge in sustainability management, environmental
protection, and green technology.

Name and Company Position:  Marketing Manager – GreenGlow Hospitality
Skills and Experience: Expert in digital marketing tactics, consumer interaction, and branding.
Role and Responsibilities: controls marketing initiatives, advances the value proposition of the business, and increases consumer involvement.


Name and Company Position:  Finance Manager – GreenGlow Hospitality
Skills and Experience: background in corporate finance, budgeting, and cost control.
Role and Responsibilities: manages finances, develops a budget, guarantees general financial stability and efficiency.


Skills Gaps & Key Partners
GreenGlow Hospitality has identified skills gaps in improving customer relations management and optimizing eco-building design (Bakri, 2021). To deal with these, the business intends to:
1. Employ an internal eco-architect to lead the endeavour and carry out green hotel design and construction.
2. All contact staff should have customer service training, with a focus on ecotourism business and direct guest engagement.
3. To enhance online booking solutions and interfaces, approach a reputable digital solutions business to revamp and create new mobile applications and websites.

GreenGlow Hospitality will contract with a recognized digital solutions business with knowledge of the hotel and eco-tourism industries to handle mobile app and website development. Update the web presence and booking interface to enhance client connection and simplify booking experiences. For a whole makeover and launch, about £8,000–£12,000. Working with nearby environmental groups will help to encourage community involvement and conservation initiatives.  improves the eco-credentials of the business and supports corporate social responsibility programs.  GreenGlow Hospitality will authenticate the sustainability of its activities via certifying organizations like Green Globe or EarthCheck.  Certification enhances market positioning and builds confidence among environmentally concerned customers. 
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MARKET RESEARCH
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The size of the worldwide ecotourism market is anticipated to increase at a compound annual growth rate (CAGR) of 14% by 2030, partly as a result of responsible travel and awareness of global warming. Target clients are Gen Z and Millennials, who are aware of how their consumption affects the environment. 73% of visitors to international hotels are willing to pay for sustainable hospitality in the modern period, according to a global poll (Kumar and Yadav, 2024). Some trends regarding GreenGlow Hospitality include the rise in demand for eco-friendly lodging, government initiatives to encourage sustainable businesses, and the creation of cutting-edge green technologies. PEST study (see Appendix 3) covers economic opportunities associated with the expanding middle class in developing nations, technological advancements in waste management and energy, and political backing shown in tax incentives and subsidies. Nonetheless, the tourism industry faces a number of concerns, such as anticipated future unstable economic conditions that could impair the sector to some degree of ambiguity in traveller patterns brought on by global uncertainties (Lubowiecki-Vikuk et al., 2023).
[bookmark: _Toc182992031]Customer Profiles
GreenGlow caters to three different clientele groups:
1. Young and middle-aged individuals who are concerned about the environment when selecting a destination are known as eco-tourists (Tueanrat et al., 2021), 25-45 age. They most certainly participate in outdoor pursuits like hiking, animal excursions, and volunteer work in conservation.
2. Wellness Enthusiasts: A lodge that offers yoga and meditation to those who are eager for a healthy vacation (Sundararaj and Rejeesh, 2021). Yoga lessons, meditation areas, and locally grown organic food from GreenGlow make the perfect environment for vacation geared at wellness and relaxation.
3. Business travelers are those who attend conferences or other events and seek for lodgings that align with business sustainability criteria. Professionals and corporate workers between the ages of thirty and fifty, often flying alone or in small groups for meetings, conferences, and business activities.

Each market segment values luxury, sustainability, and personalization, making them a perfect fit for GreenGlow's offerings (Mainardes and Freitas, 2023).
[bookmark: _Toc182992032]Competitor Profiles
GreenGlow's rivals include EcoResorts International, McDonald's advantages include strong brand recognition and a large number of locations; disadvantages include uniform services and products that are less likely to change.
1. SustainaStay Hotels: For instance, creative eco-design is a successful strategy for hotels, but it comes at a greater cost, which may turn off budget-conscious guests.
2. Local Boutique Hotels: While some offer unique goods and services, many still lack creative, sustainable business plans.
Luxury, energy and technological innovation, and an awareness of regional architecture and design are what set GreenGlow apart (Pouliot, 2023). In order to ensure market competitiveness, the unique selling proposition is designed to be based on eco-tourism experiences such as farm-to-table eating or eco-workshops. As a result, GreenGlow Hospitality is focusing on and operating in a quickly growing sector where there is a strong demand for eco-friendly travel (Ahmad et al., 2022). Despite industry challenges, it will successfully target and retain devoted green consumers because of its competitive advantage and suitability for market demands.
[bookmark: _Toc182992033]MARKETING PLAN
Price
The market skimming pricing strategy is used by GreenGlow Hospitality, which aims to charge its clients exorbitant fees because of the high caliber and sustainability of the goods it sells. Relying on financially stable eco-tourists who are prepared to make investments in environmental preservation, the price strategy is optimized as a part of competitive low-cost luxury eco-tourism (Chaffey and Smith, 2022). This is applicable to regular and deluxe accommodations, wellness products and packages, and exclusive and exclusive nature-based eco-tours, among other things. To ensure that its clients receive the most value for their money, its values are in line with those of rivals such as EcoResorts International. 

Standard Eco Room, £50 per night, eco-friendly room, access to green spaces. 
Wellness Retreat Package, daily meditation, breakfast, organic meals for three days, £100.
Ultimate GreenGlow Experience, same condition as wellness retreat package, plus spa treatments. £120.

The item
GreenGlow's offering is therefore all about luxury with a focus on sustainability. Boutique hotels that incorporate natural components are constructed using natural materials and furnished with eco-friendly furnishings (Kang and Sung, 2022). Solar energy, natural soaps and shampoos, and intelligent energy-saving technologies are so prominently shown. Eco-tour packages and farm-to-table meals are additional features that enhance the guests' experience. Once more, packaging and branding are distinguished by their simplicity and focus on sustainability.
Placement 
GreenGlow distributes their content both physically and online. Bookings are made possible by an intuitive and user-friendly website and related app, which also offers options like virtual tours and eco-tour packages (Wang et al., 2022). Reaching out to target clientele is thus made possible by partnerships with eco-tourism organizations and services, such as Booking.com and Airbnb. Offline, they intend to advertise their goods through wellness centres, eco-tour companies, and travel agents. The hotels are easily accessible to travellers because they are situated in eco-tourist destinations.
Promotion
The most important element of GreenGlow's promotional mix is promotion. To create awareness and build a brand, both online and offline advertising strategies are used. Customers are engaged by Instagram and Pinterest, which also captivatingly portray eco-luxury living experiences. Increased readership and perception are facilitated by affiliates with eco-tourism and travel blogs (Manthiou et al., 2022). Advertisements in vacation magazines and firm promotion at eco-tourism fairs are examples of traditional platforms. Customers who return or recommend others to the firm are eligible for discounts (Kumar and Ayodeji, 2021). This indicates that in order to integrate a cycle of continuous improvement, the feedback system incorporates post-stay questionnaires and other social media involvement. Promotions during ecotourism events and holidays bring in new clients and guarantee a way to get in touch with them again in the future.
[bookmark: _Toc182992034]KEY RESOURCES 
GreenGlow Hospitality requires spaces in or close to tourist destinations with high visitor volumes, such as national parks, coastal regions, or areas well-known for eco-friendly travel. Because they will be built using energy-efficient construction and renewable materials, all boutique hotels will be environmentally beneficial (Kuo et al., 2022). Depending on the area, leasing a medium-sized property can cost anywhere from £50,000 to £70,000 annually. In addition, it is anticipated that each property will incur additional expenses of £30,000 for specially designed upgrades in order to meet green certification requirements.
Tools
Therefore, investing in top-notch sustainable equipment is essential to GreenGlow's success. These include water treatment systems for conserving water, photovoltaic solar energy panels for the hotel's power supply, and energy-efficient SMART guest room equipment (Borba et al., 2020). The hotels will also need Internet applications and tools for reservations and guest interactions, as well as organic items in the rooms and sustainable furnishings. Depending on the supplier's accreditation and environmental rating, the initial set of equipment is expected to cost £10,000 per property.
Important Vendors
GreenGlow has found a few suppliers of environmentally friendly hospitality products. Brand quality will be ensured by strategic partnerships with the implementation of solar electricity, green construction products, and organic bedding (Pillmayer and Scherle, 2022). By purchasing food from regional producers, farm-to-table eating will encourage sustainability of products and local participation. In order for the business to stay afloat and consistently uphold its ethical obligations as a sustainable enterprise, supplier assessment comprises ethical evaluation, reliability, and pricing considerations..
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	Expenditure (Year 1)
	Cost (£)
	Income (Year 1)
	Revenue (£)

	Company Registration
	500
	Room Bookings (Standard)
	12,000

	Rent/Leasing
	6,000
	Room Bookings (Deluxe)
	8,000

	Renovations & Eco Upgrades
	3,,000
	Wellness Packages
	2,000

	Marketing & Promotions
	2,000
	Eco-Tours & Activities
	1,000

	Equipment & Furnishings
	7,000
	Total Revenue
	23,000

	Staff Salaries
	9,000
	
	

	Utilities & Maintenance
	1,000
	
	

	Miscellaneous
	1,000
	
	

	Total Expenditure
	29,000
	Profit/Loss (Year 1)
	(6,000
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Including land or building rents, making the institution eco-friendly, purchasing the required equipment, and recruiting staff, GreenGlow Hospitality's anticipated first-year start-up costs come to £6,000.00. These revenue streams, which are targeted to generate £23,000 in the first year of operation, would include eco-tours, wellness packages, and accommodation reservations. This implies that, although a loss of £6,000 is anticipated in the first year, the company is predicted to start turning a profit in the third fiscal year as occupancy and total revenues increase. The organization will be able to establish long-term financial stability by maintaining sustainable costs and gradually expanding revenue and profitability as well as customer loyalty. In order to ensure their sustainable business model, GreenGlow will also be looking for new revenue streams, which may include offering the brand certification services. This funding structure aligns with GreenGlow's goal to begin establishing itself as a business in the sustainable luxury hospitality industry.
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Figure 1: Proposed GreenGlow Project
Appendix -2: SWOT Analysis 
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Figure 2: SWOT Analysis 
Appendix- 3: PEST Analysis 
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Figure 3: PEST Analysis
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