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1.Product / Service Proposition & Company Name
Company Name: Holistic Luxury travel experience
Proposition:
Holistic Luxury Travel Experience is a travel agency focused on providing safe, comfortable, and enriching solo travel opportunities for women. We craft personalised travel experiences that include:  
· Luxurious accommodations (wellness retreats, five-star hotels, eco-luxury resorts)  
· Holistic wellness activities (yoga, meditation, life coaching, sound healing, spa treatments)  
· Personal development and empowerment workshops (group coaching, journaling, resilience training, self-discovery)  
· Adventure and cultural experiences (guided treks, cultural tours, volunteering, mindful excursions)  
· Safe, women-focused arrangements (women-only group options, experienced female guides, secure transportation) 
· Sustainability and wellness focus (eco-friendly lodging, locally sourced meals, low-impact travel.
Every journey is completely customisable, blending an "escape from daily chaos" with chances for emotional, physical, and spiritual rejuvenation. Additionally, we provide transformative solo retreats and small-group adventures designed for women with similar interest as-well as large group travels.
2. The Story / Origin
[bookmark: _Int_K97AXMZ1]As a holistic therapist navigating the challenges of single motherhood at an early age, it has truly been a journey, connection with myself, finding peace within nature, experiences, and deep connections through relatable women whilst growing into a strong minded individual into the best version of myself, for myself, my son and those around me.
 I have found peace in traveling, immersing myself in nature, engaging in healing practices, and journaling quietly by the beach or new scenery. Each of these experiences has helped me return home feeling more centred, confident, and inspired to practice those findings into my everyday life.
Upon reflection, I have noticed a gap in the travel industry as-well as the support for women to grow holistically, while many agencies provide luxury travel, few incorporate holistic coaching, whilst wellness retreats exist, they often lack focus on solo-traveler safety, empowerment, and most importantly holistic well-being. My vision is to create a business that empowers women through travel, personal growth, healing through holistic wellness.
3. Business identity
Type: Private Limited Company (Ltd) registered in the UK.
Rationale:
•Pros: Limited liability safeguards personal assets, enhances credibility with high-end clients and partners (such as hotels and retreat centres), eases raising external funds (investors), and offers a more professional framework.
•Cons: Increased administrative workload (company accounts, annual filings), higher first costs, and more regulatory requirements. 
7. I discarded the idea of a sole trader structure, despite its simplicity, it carries personal liability risks and does not fit the premium, scalable aspect of this business. Although a partnership was a possibility, I opted for a structure that would ensure clear control and consistency in the brand's mission. concentrated on corporate brand management and identity, which is pertinent to "business identity/corporate identity," particularly in the context of the UK and Europe. (BRQ Business Research Quarterly2020) 


4. Mission Statement, Aim, USP, and SMART Objectives

4A - Mission Statement:
“To empower women through luxurious, holistic travel experiences that nurture mental, physical and emotional well-being in a safe and soulful way.”

Aim:
To become the UK’s leading luxury holistic travel agency for women travellers seeking transformation, connection, and peace.

4B - Unique Selling Proposition (USP):
· Women-centred and safe: exclusive focus on women, exclusive female-led experiences, and journeys.
· Holistic transformation: combines luxury travel with coaching, wellness, and empowerment.
· Luxury and sustainability: eco-conscious luxury stays, curated for both comfort and gentle impact.

4C - SMART Objectives (first 12 months):
1. Secure 50 paying clients for personalised journeys.
2. Keep an average trip booking value of £2,000.
3. Reach a target of 20% repeat bookings or referrals by year's end.
4. Recruit female wellness & coaching partners.
5. Aim for a monthly average revenue of £20,000 by the end of the year.

5. Location
Location: Based in Cardiff, London, UK, with a small office / studio space for client consultations, workshops, and team meetings.
Rationale:
· Strategically placed between London and other hubs, with good transport links.
· [bookmark: _Int_CUnBX9O4]Relatively lower office rents than central London.
· Attractive workspace for working with collaborators, hosting small “intro-to-holistic travel” events.
[bookmark: _Int_8VBVlBMa](Optionally, add a Google Maps embed for the London office – but as a start-up, remote working and hybrid model will be used.)

6. Human Resources
Staff Structure:
· Founder / CEO (ANISA YUSUF) – strategy, partnerships, client care
· Operations Manager – logistics, supplier relations, trip planning
· Wellness Coach / Retreat Partner – part-time on contract, deliver workshops, coaching
· Marketing & Community Manager – social media, PR, content, events
· Customer Experience Associate – bookings, customer queries, admin

               Founder / CEO ANISA YUSUF
   ┌───────────┬─────┴─────┬────────────┐  
Ops Manager   Marketing   Wellness Coach   CX Associate  
Source of People:
· Use professional networks, LinkedIn, coaching / wellness communities to recruit wellness coaches.
· Hire local talent from Reading / nearby for operational and admin staffing.
· Use contract / freelance basis for early-stage to manage costs.

7. Marketing & Promotional Activities
Marketing Strategy:
1. Brand identity: A sophisticated, calming brand look: soft colour palette, elegant typography, nature-centred imagery.
2. Website & blog: Build a premium website displaying journeys, client stories, wellness insights.
3. Social media: Instagram, Pinterest, and LinkedIn – share inspiring images, testimonials, wellness tips, solo travel guides.
4. Content marketing: Blog posts, newsletters, downloadable guides (“Safety tips for solo women travellers,” “Mindful journaling prompts on retreat”)
5. PR & partnerships: Reach out to wellness magazines, women’s lifestyle blogs, travel influencers; host a launch event in Reading; invite press.
6. Offline materials: Business cards, elegant brochures/flyers to leave at yoga studios, wellness centres, women’s spaces.
7. Community events: Host free monthly “Solo Travel & Self-Growth” workshops locally (Reading / London) to build a community and generate leads.
8. Referral programme: Offer existing clients discounts or free coaching sessions for referring friends.
Example Launch Campaign:
· A Facebook Live + Instagram Live event titled “Journey Within – Why Holistic Travel Empowers Women”
· Press release in travel-wellness magazines announcing the launch of Holistic travel experiences 
· Collaboration with a yoga studio in wales for a “Women’s Travel Vision Board” evening

8. Market Research
Secondary Research:
· The solo travel market is expanding rapidly. According to Grand View Research, female solo travellers accounted for 54.4% of the solo travel industry in 2024, with the market size projected to grow strongly.
· Europe is a particularly attractive market: growth in solo tourism, and especially among women.
· The wellness tourism sector is booming Europe has one of the largest wellness tourism markets.
· According to a WeTravel survey, 90% of wellness travel experiences are now customised, reflecting high demand for personalised retreats.
· Safety is a key concern for female travellers: 75% prefer “safe, secure destinations” according to a recent travel statistics report.
· Women-only travel is also growing particularly among those over 45, who are increasingly taking solo trips.

Primary Research 
I conducted a small online survey, targeting women aged 18–45 interested in holistic, solo and group travelling.
	Question
	Response Summary

	What motivates you to travel solo?
	77% personal growth/ mental reset”20% “adventure” 10% “career break”.

	What holds you back?
	65% said “safety concerns”; 55% “logistics planning”; 40% “cost”.

	What activities would you want on a trip?
	80% “wellness (yoga, spa)”; 60% “coaching / personal growth”; 50% “local culture / volunteering”.

	Budget per trip?
	Most (60%) said 2,000–£4,000; 30% were willing to go to £7,000+ for a luxury retreat.


How It Informed the Business Proposition:
· High demand for wellness + personal growth → we position around holistic retreats.
· Safety concern confirms need for women-focused, experiences.
· Budget data aligns with offering mid-to-high luxury packages around £4,000–£7,000.
· Customisation demand supports our bespoke trip model (not off-the-shelf).

9. Financial Resources & 12-Month Cash Flow Forecast
Financial management, capital, and liquidity—the cornerstones of business enterprise management—are covered in this useful tool for managing a company's financial and enterprise aspects (Manos, R., Parker, K. and Myddelton, D.R. (2023)

9A - Costs / Startup Expenses (Year 1):
· Office rent & utilities (Reading): £12,000
· Website design & branding: £5,000
· Marketing & launch event: £6,000
· Staff salaries / freelance fees: £60,000 (part-year)
· Insurance, licensing, legal: £3,000
· Working capital, contingency: £10,000
Total estimated startup cost: ~£70,000-£90.000

9B- Sources of Finance:
· Personal savings / founder investment: £20,000
· Angel investor / business loan: £50,000
· Grants: Apply for small-business / women-entrepreneur grants such as. 
· Horticulture Start Up Scheme.
· • Local Council Funds: Many local councils have their own start-up funds, so check their website. Pembrokeshire County Council, for instance, has a start-up fund.
· • Creative Wales: Offers financial support to the creative industries through programs like the Creative Wales Young Content Fund.
· • Social Enterprise Funding: Social Firms Wales can direct you to appropriate resources, like UnLtd awards, for social endeavours.
· • The Prince's Trust: Provides financial aid and help to individuals up to thirty years of age.

9C - 12-Month Cash-Flow Summary (simplified):

	Month
	Income
	Expenses
	Net Cash Flow

	1–3
	£5,000 (planning clients)
	£15,000
	–£10,000

	4–6
	£20,000
	£18,000
	+£2,000

	7–9
	£30,000
	£20,000
	+£10,000

	10–12
	£45,000
	£22,000
	+£23,000



Narrative:
· [bookmark: _Int_y3Jifdjb]First negative cash flow in the first quarter is expected as we invest in marketing and build the brand.
· By month 4 onwards, bookings begin to come in as our launch campaign takes effect.
· By the end of the first year, we project a modest profit and positive cash flow, assuming we hit our target of 50 clients and average trip value of £2,000.
Feasibility:
· Given growing demand in both solo and wellness travel markets, our financial model is realistic.
· With a lean structure and contract-based wellbeing partners, overhead stays manageable.
· The financing mix reduces risk: a combination of founder capital and external investment.
10. SWOT & PESTLE Analysis

10A - SWOT Analysis:
· Strengths
· Clear USP: luxury + holistic + women-focused empowering
· Niche
· Safety oriented 
· Growing market (solo female, wellness tourism)
· Tailored experiences 
· Passionate, mission-driven founding team
· Weaknesses:
· High upfront costs
· Limited market size 
· Alienates- families and other service users 
· Dependence on external wellness partner quality
· New brand with no record of accomplishment
· Cash flow risk early on
· Opportunities:
· Partnerships with wellness retreats, yoga studios
· Rising of female travellers 
· Expansion into digital offerings (virtual retreats)
· Targeting niche segments (women over 45, high-earning professionals)
· Eco / sustainable travel demand increasing
· Threats:
· Economic downturns affecting luxury travel budgets
· Competition from established travel agencies and OTAs
· Destination safety
· Regulatory risks in different destination countries
· Travel disruption (pandemics, political instability)

10B - PESTLE Analysis:
· Political:
· Visa regulations, travel restrictions may affect trip planning
· Travel safety / geopolitical risk in destinations
· Economic:
· Luxury travel sensitive to economic downturns
· Currency fluctuations impact cost of overseas trips
· Social:
· Increasing social acceptance and demand for solo female travel  
· Rising wellness consciousness among travellers  
· Cultural trends of self-care, mental health
· Technological:
· Use of digital platforms for booking, virtual coaching
· Social media to build community / brand
· Legal:
· Insurance and liability for travellers
· Contracts with retreat partners, guides
· Environmental:
· Demand for sustainable travel is rising  
· Need to manage carbon footprint, eco-friendly options. 
Pestle & SWOT analysis provides a modern viewpoint on cash flow and business resilience by placing cash holdings and corporate financial flexibility in a real-world setting (a pandemic crisis), view of cash flow and enterprise resilience is provided by evidence from corporate cash holdings during the COVID-19 pandemic, locations with cash holdings and corporate financial flexibility in a real-world context (pandemic crisis).( Nationandor to Botoco Medicine 2024)

Conclusion
Holistic luxury travel experiences offer unique, high-value experiences at the level of luxury travel, holistic wellness, and solo-female empowerment. Backed by strong market trends in both solo travel and wellness tourism, whilst carefully confirming customer research, the business is well-positioned to serve a growing group of women looking for meaningful, safe, and transformative journeys. With high client lifetime value, low fixed staffing overheads, and a scalable model (expandable into digital retreats or group experiences), Holistic luxury experience is financially and operationally possible. Over its first year, the company aims not only to build a client base but to take on a community of empowered women travellers, laying the foundation for sustainable growth.
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The start of this module really tested me, the challenge of picking what business idea to decide on due to passion for many areas, however I went with what matters to me the most and that is helping people holistically with the feel of luxury, a combination of everything I’m truly passionate for and for filling purpose which is always important to me. 
When developing the concept for Holistic Luxury Travel Experience, it has been both a strategic and deeply personal journey. What started out as exploration of my firsthand experiences as a holistic therapist and female traveler developed into a well-organised business plan supported by data, clarity, and purpose. Reflecting on the process has allowed me to understand not only the business itself, but also the motivations and values driving it.
[bookmark: _Int_vKDrPIy4]The source of my inspiration rooted from my personal growth journey managing early single motherhood, finding solace in nature, and discovering empowerment via travel and sharing similar experiences with other women. These encounters made it easier for me to see how travel, when paired with holistic wellness practices, can have a transformative effect. I found women hold back and lack the support and encouragement to take the leap of faith to experience but as I started researching the field, I saw a clear gap: although there are luxury travel and wellness retreats, very few combine female centred safety, empowerment, and holistic coaching in one seamless package. The creation of a business proposal that is not only transactional but also transformative, restorative, and emotional was motivated by this gap.
Primary and secondary research were essential in forming the business model during the planning phase. My idea was both personally meaningful and financially possible, as evidence by the demand for solo female travel worldwide and the quick growth of the wellness tourism industry. The results of my survey confirmed the need for a service tailored to women's needs and goals, especially the heavy emphasis on safety, self-discovery, and wellness activities. 
[bookmark: _Int_vQGNTL5W]It took careful thinking whilst selecting the company structure. Being a sole trader was easy, but it did not fit with the upscale, image I was trying to establish. Establishing a Private Limited Company promotes investor confidence, long-term scalability, and the premium branding necessary for a high-end service. Making this choice signified a change in perspective from one of passion to one of professionalism and strategy.
[bookmark: _Int_tpkMKofb][bookmark: _Int_UQMPJZSv]Another reflective milestone was defining the mission statement, USP, and SMART objectives. Translating a personal vision into a clear business plan required intention. The mission to empower women through luxurious, holistic travel became the anchor for all strategic decisions, while SMART objectives helped make clear what success looks like within the first year. This process helped me see the importance of measurable goals in progress and accountability.

Marketing planning also highlighted the significance of connection and community. This business is not simply about selling trips but about creating a safe network for women pursuing growth, healing, and exploration. Designing workshops, partnerships, and online content reinforced the value of building trust long before a client books a journey.

When completing the SWOT and PESTLE analyses this encouraged me to confront challenges realistically, such as economic uncertainties and competition. Rather than discouraging me, these insights strengthened the business model by highlighting areas requiring proactive planning.
[bookmark: _Int_i9JW785o]However, my most difficult challenge was cash flows, excel sheets, numbers and where the buisness lays. This leaves with fear in starting a buisness, yet this course has taught me relying on others is healthy; by observing the Belbin and other models we all play a role, learning cash flow, legal ID has been my weakness, most definitely not my role. 
Overall, this process has deepened my confidence in Holistic Luxury Travel while reconnecting me to the personal purpose. The journey of building this business has been transformative. It has laid the foundation of an upcoming buisness. 
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