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[bookmark: _Toc182735310]1. EXECUTIVE SUMMARY
The study encapsulates that the Urban Oasis is a wellness-centric boutique hotel located in Central London that is delegated to offering a rejuvenating escape for travellers through a blend of luxury, sustainability and holistic well-being. On the reverse side, the hotel features 30 uniquely designed rooms with wellness amenities like yoga mats and meditation guides, alongside an organic, locally sourced dining experience as well the wellness industry’s rising demand offers a strong market opportunity for Urban Oasis. On this side, with a focus on eco-friendly practices, the hotel stands out in the hospitality sector as well, and the initial projections forecast positive revenue growth with strong short-term goals, including high occupancy rates and brand recognition as a leader in wellness tourism. 


[bookmark: _Toc182735311]2. THE BUSINESS IDEA
[bookmark: _Toc182735312]2.1 The Product/Service
The perception Urban Oasis will operate as a boutique hotel in Central London within the hospitality industry as delegated to cater to health-conscious travellers and business professionals seeking a serene retreat as the hotel offers wellness services like yoga sessions, a fitness centre, a spa with holistic therapies and organic, sustainable food options as also discussed in an online article of "The Growing Demand for Wellness: Turning Your Luxury Hotel Spa into a Revenue Powerhouse" by Chatzimpalidou (2024). For our business, the value proposition is to combine luxury and wellness in a sustainable manner that is delegated to offering guests an immersive, health-focused experience while minimising environmental impact. 
[bookmark: _Toc182735313]2.2 SWOT Analysis Summary (see Appendix A for detailed Analysis)
The strategic strength is its focus on wellness and sustainability as well as its location in central London, a strong team which will attract the conscious tourist and wellness tourist. Therefore, its weaknesses include high initial capital investments and the difficulty of establishing brand credibility due to entry into the market by a new player. Wellness tourism is on the rise with the tendency of people to spend more holidays in their own country such as Wellness Tourism in the international market is presently at $651 billion and has been estimated to grow at an average annual disposable income of 16.6% till 2027 (Global Wellness Institute, 2024). Thus, Urban Oasis has huge prospects and even more if they decide to turn to the government for support for adopting the environmentally friendly policy (Lei et al., 2023). 
To reduce the risk of high costs, Urban Oasis will seek funding from government grants in addition to sustainability incentive programmes. Supplier relationships are also an important way of minimising operating costs in that sustainable suppliers are typically cheaper than non-sustainable suppliers (Chen et al., 2019). In response to brand recognition as the primary barrier to growth, friends and family special promotions, page collaborations, and community health fairs and events will promote brand recognition (Hussin & Hishan, 2022). Other stakeholders may also help draw staycation-driven traffic and solidify Urban Oasis as both a widely recognized and outward-facing wellness practice. To stay up to date on the rising Wellness Tourism and Staycations, Urban Oasis must adopt an adaptable package structure for local and international customers and market them extensively on social media and content writers. 




3. THE TEAM
[bookmark: _Toc182735314]3.1   Key Personnel
[bookmark: _Hlk182565677]Name and Company Position: Jahanara Begum, Founder & CEO
Skills and experience: 10 years in the hospitality industry with a focus on boutique hotel management.
Role and responsibilities: oversee hotel operations, develop brand strategies, and manage investor relations.

Name and Company Position: Alexandru Ciprian Plaveti, Marketing Director
Skills and experience: 8 years in digital marketing and brand management in the wellness sector.
Role and responsibilities: develop and execute marketing campaigns, manage social media presence, and oversee public relations.

Name and Company position: Cristina Hondor, Head of Wellness
Skills and experience: Certified yoga instructor and wellness consultant with 5 years of experience in wellness programs.
Role and responsibilities: develop wellness programs, manage spa operations, and ensure the quality of wellness services.

Name and Company position: Ionica Costache, Operations Assistant
Skills and experience: Basic bookkeeping and record maintenance.
Role and responsibilities: housekeeping logistics and inventory control.

[bookmark: _Toc182735315]3.2 Skills Gaps & Key Partners
[bookmark: _Toc182735316]3.2.1 Additional Staff Requirements (Roles and Responsibilities)
· Guest Service Representatives will support front desks in managing their reservations and guest queries, including issues related to the stay of a guest. Staff would be at the forefront of engaging with guests as the representative face of the brand, ensuring a seamless, personalized experience (Chechi, 2024). This way, Urban Oasis will be able to strengthen its ties with its clients. Urban Oasis aims to create a guest-centric environment wherein the amount of time spent by a guest is something of the essence, thus ensuring long-term loyalty and good word of mouth. These positions play a key part in daily operations and ensure delivery services that go on to enhance the overall guest experience as also discussed in a study by dos Santos et al. (2020).
[bookmark: _Toc182735317]3.2.2 Training and Development:
Urban Oasis will realize the necessity for continuous training of the staff for excellent service and to be well aligned with wellness brand orientation. Thus, all employees will have to be trained in wellness and customer service. The training will cover:
· Holistic health principles: - The holistic health principles equipped their staff with the knowledge that includes wellness practices that are also in line with the brand's focus on mental and physical well-being, thus equipping staff to make the environment more welcoming and mindful for guests (Elufioye et al., 2024).
· Customer service excellence: All the employees of the team will be trained constantly on the principles of wellness, customer relations, and the organisation’s policies and expectations of the interaction with the customers. This will help them to convey the brand values and help guests during their stay through the lens of wellness as also discussed in a study by Sypniewska et al., (2023).  
[bookmark: _Toc182735318]3.2.3 Outsourced Support / Key Partners:
Key partnerships would be established at Urban Oasis: outsourcing of non-core activities, streamlining of operations, and concentration on key business functions. Cleaning and maintenance operations would be the major services outsourced to Green Cleaning Solutions.
· Green Cleaning Solutions is a local provider that specialises in eco-friendly cleaning products and services for the pursuit of sustainability of Urban Oasis (Kuo et al. 2022). They clean guest rooms and common areas while ensuring that the place is clean but does not harm the environment. This collaboration allows Urban Oasis to outsource the task of ensuring that cleaning operations are accomplished with minimum damage to the environment, at the same time as using internal resources to perfect the guest experience (Nesterchuk et al. 2022; Kamboj et al., 2023).  
[bookmark: _Toc182735319]4. MARKET RESEARCH
[bookmark: _Toc182735320]4.1 Market Information, Trends and External Factors
Urban Oasis will be operating within the rapidly growing wellness tourism market. Wellness tourism can generate nearly 1.4 trillion USD in 2027 at the global level. The world markets will witness this market scale more than 100% higher than it was in the year 2022, with over 650 billion US dollars (see Figure 1) (Statista, 2024). Booking.com’s 2023 Sustainable Travel Report revealed that over three-quarters want their holiday trips to be sustainable. 43% of travellers, however, said they are willing to pay a premium for certified sustainable travel products. A significant percentage, up to 74%, responded that it is important for them to travel more sustainably in general (World Economic Forum, 2024). The results from external factors during the PEST analysis [Appendix B] - economic inflation pressures are liable to increase the cost of operations (Netsuite, 2024). Eco-tourism and sustainable trends in travel form massive opportunities for the business. Such as, the Green Tourism Incentive Programme was developed in 2017 in South Africa as a resource efficiency incentive programme aimed at helping small and medium tourism businesses adopt sustainable tourism practices (Saleh, 2024). In alignment with such trends, Urban Oasis can also make itself and attract a growing segment of health-conscious and eco-friendly travellers. 	
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Figure 1: Wellness Tourism Market Size (Made by author by taking values from Statista, 2024)
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Figure 2: Travellers Preferences for Sustainable Travel (Made by author by taking values from World Economic Forum, 2024)
[bookmark: _Toc182735321]4.2 Customer Profiles
1. Business Professionals: The High-income earners aged 30-45 who seek relaxation during business trips. According to a survey conducted by Statista Research Department, 39% of the customers in the age group 35-54 have taken a wellness holiday at least once in their lives (Statista, 2023). 
2. Middle-Age Customers: According to a survey conducted by Statista Research Department, 69% of customers in the age group 18-34 have taken a wellness holiday at least once in their lives (Statista, 2023). 
3. Eco-conscious Millennials: Aged 25-35, seeking sustainable, wellness-oriented experiences (dos Santos et al. 2020). Currently, millennials’ average annual travel frequency is 7.4 times 75% of millennial business travellers consider business travel as a per-mile, and 65% of millennial business travellers see business travel as a status symbol (see Figure 3) (Bogunovic, 2021). 
[image: ]
Figure 3: Millennial Travel Preferences (Made by author by taking values from Bogunovic, 2021)
[bookmark: _Toc182735322]4.3 Competitor Profiles
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Table 1: Competitor Profiles
5. MARKETING PLAN
[bookmark: _Toc182735323]5.1 Price
Urban Oasis will adopt the strategy of price competition when the room price starts at £200 and goes up to £350 per night. The price of rooms indicates that the high-end, wellness-focused hotel experience takes precedence with all constraints and yet is suitable for market expectations in the UK city of London, insights taken from NDPC (2016). Market study through comparison with similar competitors will help attract local and international guests. Special packages for longer stays or wellness retreats could be introduced to give even more value and promote longer bookings. This strategic pricing will position Urban Oasis as a desirable option for discerning travellers in search of rejuvenation and luxury (Mathur et al., 2020).
[bookmark: _Toc182735324]5.2 Product
The design for Urban Oasis includes naturally minimalist and calming rooms using natural materials to enrich the guest experience. This includes designing rooms to induce serenity, a soothing colour scheme, and eco-friendly amenities. The brand will encompass well-being, comfort, and sustainability as an invitation to create a warm environment for someone who just wants to relax, as also argued in an article by Home Makers Interior Designers and Decorators Private Limited (2023). Another feature is the use of eco-packaging and organic products throughout the entire hotel as a reflection of a commitment to sustainability. The wellness services and products, such as yoga classes and guided meditation support activities, invite the health-conscious traveller to seek restorative experiences (El-Sayed et al., 2022). 
[bookmark: _Toc182735325]5.3 Placement
Rooms in the Urban Oasis will be accessed through different portals; with these channels, potential guests can easily book. Booking directly at the Urban Oasis website will contain other exclusive offers as well as provide detailed information on what wellness programs are available. Partnerships will also be formed with leading reservation platforms like Booking.com and Expedia to reach a wider audience and show the place more as discussed in an online article by Gharib (2024). A client can book spa treatments and wellness programs online and in-hotel, thereby providing services right on-site to maximise the guest's overall experience.
[bookmark: _Toc182735326]5.4 Promotion
Urban Oasis will achieve holistic promotion. It will use digital and traditional advertising to showcase its wellness retreats and create interactive content, for example, to market guest experiences on Instagram and Facebook. The company will reach out to influencers and travel bloggers to create buzz and expand outreach with targeted audiences. A partnership with local wellness brands will further create community engagement through loyalty opportunities for the brand (Vaníčková et al, 2020). Above all else, advertising also involves logos on shirts, cups, bags etc (see Appendix C) and ads in healthy lifestyle and luxurious travel magazines to uphold the position of Urban Oasis as an elite choice for the planet-conscious traveller who comes to rejuvenate and find peace.
[bookmark: _Toc182735327]6.  KEY RESOURCES
[bookmark: _Toc182735328]6.1 Premises
An agent who deals in commercial property generally is paid an annual commission between 7% and 12% of the rent for letting services while the commission earned for selling the property is between 1% and 3% of the price in the UK (Arkinson & Arkinson, 2023). The perception throughout the Urban Oasis that ought to be in a central urban area of London, with rent estimated at £200,000 annually as well it mainly based on research from London property listings.
[bookmark: _Toc182735329]6.2 Equipment
From the information provided on Amazon UK, the prices of yoga equipment depend on the kind of equipment and its quality. Non-slip standard yoga mats made with organic materials for flexibility and basic stretching begin at £19.99. Yoga equipment for beginners, including yoga mats, blocks, straps and many more, costs between £14.59 and £36.87. Other equipment’s that are available for the clients in this case are specific individual items such as yoga blocks, straps and wheels, and their prices vary with the brand and type of product (Amazon UK, n.d.). The perception throughout the hotel ought to require fitness equipment, yoga mats, spa furnishings and eco-friendly room amenities with initial equipment costs estimated at £50,000 (Cássio, 2021).
[bookmark: _Toc182735330]6.3 Key Suppliers
The perception throughout the key suppliers include Green Living Furniture for eco-friendly room furnishings and Fresh Eats for organic, locally sourced restaurant ingredients alongside the supplier contracts are estimated at £100,000 annually (El-Sayed et al. 2022).
[bookmark: _Toc182735331]7.  FINANCES AND START-UP SUPPORT
Below is a detailed explanation of expenditure, income, and profit/loss in tabulated and graphical forms.
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Table 2: Total Expenditure and Income of Urban's Oasis
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Figure 4: Year 1 Expenditure
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Figure 5: Year 1 Income





	YEAR ONE PROFIT/LOSS
	£

	Total Income
		£1,000,000

	Total Expenditure
	£752,000

	
	

	Profit/Loss
	£248,000
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[bookmark: _Toc182735332]Table 3: Year one loss/profit
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[bookmark: _Toc182180307][bookmark: _Toc182735333]Figure 6: Year 1 profit/loss
[bookmark: _Toc182735334]7.1 	Financial Summary
As per this financial summary, the projected first-year profit is £248,000, which is delegated to be based on room and wellness service sales as well the major costs include staff wages and rent, while marketing investments are expected to yield a steady growth in brand awareness and customer bookings. On the other side, for the Start-up Support, Urban Oasis has identified grants from the UK government’s sustainable tourism initiatives, which ought to provide £50,000 in additional start-up funding.
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[bookmark: _Toc182735338]Appendix B – PEST Analysis

	Factor
	Description

	Political
	· Regulatory frameworks governing the hospitality industry, including health and safety standards.
· Local government policies promoting sustainable tourism. 
· Changes in tax regulations that may impact operational costs.

	Economic
	· The wellness tourism market is projected to grow significantly, with a 7% annual increase in health-conscious travel.
·  Rising operational costs due to inflation may impact pricing strategies.

	Social
	· Growing consumer interest in wellness and eco-friendly travel options. 
· Increasing awareness of mental health and wellness, driving demand for holistic experiences. 
· Shifts in demographics, including younger travellers prioritising experiences over material goods.

	Technological
	· Advancements in online booking platforms enhancing accessibility and customer experience.
· Use of social media and digital marketing for targeted promotions.
· Integration of smart technologies in rooms to improve guest comfort and operational efficiency.
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Competitor Profiles

The Langham

The perception throughout is that it focuses on luxury but
lacks specific wellness-oriented services (MagRag, 2022),

which is Urban's Oasis's main USP.

Beaverbrook

It is mainly known for its luxury services but does not offer
comprehensive eco-friendly services (Von Simson, 2024).

However, Urban Oasis focuses on this motive as its main
USP.

Cliveden

It eventually provides a similar upscale experience but lacks
the specific focus on holistic wellness (Von Simson, 2024)
however Urban Oasis’ wellness-centric USP gives it a

competitive edge.
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Year 1

EXPENDITURE P
Company Registration £2,000
Rent/Rates £200,000
Staff Wages £250,000
Travel/Accommodation £20,000
Telephone (mobile) £1,500
Broadband £1,200
Utilities £15,000
Marketing and materials £30,000
Insurance £10,000
Capital Expenditure/Equipment £40,000
Training & Development £5,000
Accounting/Legal £8,000
Outside Services £12,000
Stock/Materials Purchases £25,000
Bank Charges £1,200
Office Consumables £3,000
Loans Repayments £50,000
Total Expenditure £673.900
Year 1
INCOME P
Sales A (room and suite sales)? £400,000

Sales B (wellness spa and treatment)?  £150,000
Sales C (health-focused food and

beverages)? £120,000
Capital Introduced £100,000
Funding £75,000
Loans/Borrowing £75,000

Total Income £920,000
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Year 1 Expenditure for Company
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Year 1 Income for Company

400000

300000

200000

Amount (£)

100000

Income Sources




image8.png
Year 1 Profit/Loss Distribution

Profit/Loss
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Category

Details

Strengths

Unique Positioning: Focus on wellness and sustainability, appealing to health-conscious
and environmentally aware guests.

Prime Location: Central London location offers high visibility and accessibility to both
tourists and locals.

Comprehensive Wellness Offerings: Includes yoga, meditation, fitness facilities, and
lifestyle workshops, enhancing value.

Eco-Friendly Practices: Solar energy, sustainable materials, and eco-friendly toiletries
attract eco-conscious consumers.

Experienced Team: Skilled team with expertise in wellness, marketing, and hospitality,
ensuring high-quality service.

‘Weaknesses

High Initial Capital Requirements: Substantial investment needed for sustainable facilities
and wellness infrastructure.

Brand Recognition Challenge: New market entrant, may struggle to build brand credibility
against established competitors.

Limited Language Skills in Staff: Language barriers in operations could impact
international guest experience.

Dependence on Partnerships: Heavy reliance on wellness and eco-friendly supplier
partnerships for consistent service.

Opportunities

Growing Demand for Wellness Tourism: Rising interest in wellness-focused travel post-
pandemic creates demand.

Staycation Trend: Increasing demand for short local getaways, providing a steady market
of local customers.

Eco-Conscious Consumer Base: Appeals to environmentally conscious guests who
prioritize sustainability in travel choices.

Government Incentives for Sustainability: Grants and support for eco-friendly businesses
to help offset initial costs.

Expansion of Wellness Technology: Opportunity to integrate wellness tech, like in-room
meditation apps, to attract guests.

Threats

High Competition in Luxury and Wellness Sector: Competing with well-known luxury
hotels with established customer bases.

Economic Downturns: Economic challenges could impact leisure travel and discretionary
spending on wellness.

Rising Real Estate and Operational Costs: High rental and business rates in London may
pressure profitability.

Changing Consumer Preferences: Shifts in wellness trends could affect demand, requiring
innovation to stay competitive.

Potential Disruptions in Supply Chain: Reliance on local suppliers for organic products
makes business vulnerable to disruptions.
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The Business Idea

B«é Unique Value Proposition: Luxury combined with eco-

friendly practices.
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SWOT Analysis

SWOT Analysis

Strengths Wellness focus and central location.
Weaknesses High Capital needs and brand recognition.

Opportunities Wellness tourism growth and government support
(Lie et al., 2023).

Threats High operational cost and market competition.
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Wellness Tourism Growth: Expected to reach $1.4 trillion
Ma rket globally by 2027, a 100% increase from 2022's market value of
Research

$650 billion (Statista, 2024).

ellers prioritize
s are willing to pay a premium for
certified sustainable travel (World Economic Forum, 2024).

External Factors (PEST Analysis): Rising operational costs due
to inflation, eco-tourism trends, and initiatives like the Green
Tourism Incentive Programme (Netsuite, 2024; Saleh, 2024).
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Market Research §

Customer Profiles

Business Professionals: High-income, ages 30-
45, seeking wellness options during business
trips; 39% of the 35-54 age group have taken a
wellness holiday (Statista, 2023).

Middle-Aged Travelers: Ages 18-34, with 69%
having taken a wellness holiday, highlighting
strong market interest among  younger
demographics (Statista, 2023).

Eco-Conscious Millennials: Ages 25-35, Yy
prioritize  sustainable  experiences, travel
frequently, and view business travel as a status
symbol (dos Santos et al., 2020; Bogunovic.g
2021).
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Research

= Competitor Profile

Competitor Profiles

The Langham

The perception throughout is that it focuses on luxury but
lacks specific wellness-oriented services (MacRae, 2022),
which is Urban's Oasis's main USP.

Beaverbrook

It is mainly known for its luxury services but does not offer
comprehensive eco-friendly services (Von Simson, 2024).
However, Urban Oasis focuses on this motive as its main
USP.

Cliveden

It eventually provides a similar upscale experience but lacks
the specific focus on holistic wellness (Von Simson, 2024)
however Urban Oasis” wellness-centric USP gives it a

competitive edge.
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Pricing Strategy: £200-

£350 per night, with
extended stay packages
(NDPC, 2016).

Marketing Plan

Product Positioning:
Wellness-focused design
and amenities (Home
Makers Interior Designers
And Decorators Private
Limited, 2023).

Promotion: Digital
advertising, influencer

partnerships, community
engagement (Vani¢kova &

Szczepanska-Woszczyna,
2020).
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Key Resources

® Premises
*  Location: Central urban area in London for high visibility and accessibility.

*  Rent and Commission: Annual rent estimated at £200,000, with agent commissions between 7-12%
for letting and 1-3% for selling in the UK (Arkinson & Arkinson, 2023).

® Equipment

*  Wellness Equipment: Initial investment in yoga mats, fitness equipment, spa furnishings, and eco-
friendly room amenities.

* Cost Estimates: Total equipment costs approximately £50,000, with individual items like yoga mats
and blocks priced between £14.59 and £36.87 (Amazon UK, n.d).

®» Key Suppliers

*  Eco-Friendly Furnishings: Green Living Furniture provides sustainable furnishings for guest
rooms.

*  Organic Food Supplies: Fresh Eats supplies locally sourced, organic ingredients for the hotel’s
restaurant.

* Annual Supplier Contracts: Estimated at £100,000 for essential supplies.
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Year 1 Income for Company.
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Company Registration £2,000
Rent/Rates £200,000
Staff Wages £250,000
Year 1 Expenditure for Company Travel/Accommodation £20,000
Telephone (mobile) £1,500
Broadband £1.200
Uiities £15000
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Conclusion

® Urban Oasis uniquely combines
wellness and luxury in a sustainable
hotel experience.

= Wellness tourism growth aligns with
Urban Oasis’s eco-friendly focus.
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