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[bookmark: _Toc167912451][bookmark: _Toc167912521]EXECUTIVE SUMMARY

This business plan aims to developed new product in the oasis hotel. However, the use of sustainable and eco-friendly practices is the main concern of the Gastronomic Oasis Hotel and Restaurant. This property has been designed to provide clients with a top-notch eating and hotel experience. The Oasis Hotel draws a wide range of guests, including tourists who are willing to spend more for organic food and those who are health-conscious. Moreover, the weaknesses include Extensive market competition, Limited resources and expertise and Organic ingredients being more expensive than rather local drink ingredients. Furthermore, the Waste management is guaranteed by proper management of waste streams while optimizing recycling efforts and reducing landfill waste by outsourcing waste gathering and disposal. Finaical resoureces and projection are encounter in this project.
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1. [bookmark: _Toc167912522] THE BUSINESS IDEA
	[bookmark: _Toc287535393][bookmark: _Toc287535891][bookmark: _Toc167912523]2 Business details
[bookmark: _Toc287535394][bookmark: _Toc167912524]Company name:
Gastronomic Oasis Hotel and Restaurant 

	[bookmark: _Toc287535395][bookmark: _Toc167912525]Address:
123 Royal Mile Edinburg, EH1 1DG Scotland 

	[bookmark: _Toc167912526]Primary contact method
Email contact@gastronomicoasis.com 
Phone: +442012345678



[bookmark: _Toc167912527]2.1 The Product/Service
[bookmark: _Toc287535398][bookmark: _Toc167912528]The business will: (Provide a brief description of what your business will do)
The business will provide services for pet care and provide them with a safe and secure environment.
The use of sustainable and eco-friendly practices is the main concern of the Gastronomic Oasis Hotel and Restaurant (MAZARAKI, 2022). This property has been designed to provide clients with a top-notch eating and hotel experience. It would operate the farm-to-table food sales by trading with the local growers and manufacturers who specialise in from-scratch products. It also plans to engage with its personnel and visitors with sustainability and implement it with the aid of different projects and programmes. Through a gastronomic oasis, we plan to change traditional hospitality with eco-friendliness, 'seasonal cuisine, and some cool 'green energy solutions.



[bookmark: _Toc167912529]2.2 SWOT Analysis Summary
In a nutshell, the strength of the new product has a strong brand image and reputation in the market due to it being made organically with fresh imported ingredients. The hotel's competent culinary staff and well-equipped kitchen offer a strong base for creating and serving organic meals. The Oasis Hotel draws a wide range of guests, including tourists who are willing to spend more for organic food and those who are health-conscious (Chang et al., 2019). Moreover, the weaknesses include Extensive market competition, Limited resources and expertise and Organic ingredients being more expensive than rather local drink ingredients.  Furthermore, the opportunities include improving the hotel's sustainability initiatives and working together with regional organic farmers or suppliers can boost the local economy. Furthermore, offering organic cuisine can be a great selling feature for the Oasis Hotel's marketing campaigns, drawing in eco-aware tourists and encouraging word-of-mouth. However, threats to new products include Supply chain issues, Pricing competitive strategies Government law taxation and changing consumer preferences (Reidhead, C., 2020).




[bookmark: _Toc167912530]3. THE TEAM

[bookmark: _Toc167912531]3.1   Key Personnel
Name and Company Position:

 Zakia Nishai

Skills and Experience: 

Over 15 years in the Hospitality and restaurant industry, with a focus on sustainable practices and eco-friendly innovation.
Previous employment: Manager at a famous international hotel chain
Key skills brought to the business: strategic planning, leadership, partnership building, and sustainable business development.
Business experience and any training undertaken: Background in leading different teams and developing sustainable initiatives for hotels.
Academic/professional qualifications: MSC. In Environmental Management and Sustainability.

Role and Responsibilities: 
General Manager



Name and Company Position: 

Raluca Ioana 

Skills and Experience: 

6 years of experience

Role and Responsibilities: 

Sales and marketing manager
Previous employment:
Sales and marketing manager at Hilton
Key skills brought to the business: experience in market analysis and sales and marketing planning.
Business experience and any training undertaken: implemented broad sales and marketing tactics and caused 30% revenue growth within a three-year period.
Academic/professional qualifications: Certificate in hotel management and Bachelor’s degree in hospitality.

Salary expectations 
£10000-15000/month


Name and Company Position: 
Alexandra Gabriela Nita

Skills and Experience:
 5 years of experience at the IHG group hotel

Role and Responsibilities: 
Revenue manager

Previous employment: 
Implemented revenue management tactics causing the rise of 15% 
Key skills brought to the business: inventory and distribution management and reporting and data analysis.
Business experience and any training undertaken:

Used data analysis tools and revenue management software 
Academic/professional qualifications:

 Degree of Bachelor in Hospitality



Name and Company Position: 
Andrea Bardoczi

Skills and Experience:
 3 years of experience in the hospitality sector

Role and Responsibilities: managing finance department and financial planning 
Salary expectations £ 12000-16000/month
Previous employment: 
worked at Marriott Hotel 
Key skills brought to the business: 
skilful in budget management, forecasting, and financial reporting.     

Business experience and any training undertaken: 

Experienced in the finance sector, training in financial modelling and accounting software 
Academic/professional qualifications: 

5 years in Business and Hotel Management 
Salary expectations
 £ 9000/17000/month      




[bookmark: _Toc167912532]3.2 Skills Gaps & Key Partners
The gap which has been identified throughout this research is that several hotels claim to be environmentally sustainable but there is a lack of commitment in developing sustainability. However, this research aims to develop a holistic approach to acquiring sustainability surrounded by implementing waste management techniques, energy efficiency and other sustainable practices and sourcing organic food and beverage items in their meals in the Oasis Hotel (Đurić, 2019).


[bookmark: _Toc167912533]3.2.1 Additional Staff Requirements (Roles and Responsibilities):
· Shortage of staff in the hotel industry can be the biggest gap faced by Oasis Hotel. However, the employees are required especially in the food and beverages and housekeeping department. 
· Due to the new product development so sustainable organic fresh juices are introduced in the hotel to create awareness about sustainability. 
· The food and beverages department has the responsibility to make sure about the customer's preferences and according to that, they service them their meal.
·  However, a new product line needs training for the employee to accelerate their productivity.


[bookmark: _Toc167912534]3.2.2  Training and Development:
The training includes customer services collaboration training to ensure that the message is delivered accurately to the clients, culinary training to enhance skills, collaborating and interacting with the sustainable and eco-friendly practiser or expert and session, recycling programs and organic waste diversification initiatives . 

[bookmark: _Toc167912535]3.2.3  Outsourced Support / Key Partners:
· Cleanliness services include Eco-clean hospitality services that can provide their special services to be outsourced in the Oasis Hotel. 
· Waste management is guaranteed by proper management of waste streams while optimizing recycling efforts and reducing landfill waste by outsourcing waste gathering and disposal (Schröpfe et al., 2019). 
· Outsourcing the IT services by ensuring frequent and well-going daily operations, such as Wi-Fi services, online booking applications, and other online payment transactions in which client personal data has been collected(Abuseif, 2022). 
· The Oasis Hotel make sure to provide transparency in Securing data security, rapidly addressing technical difficulties, and using technology to improve the visitor experience by collaborating with a reputable IT company (Li,  2020). 
· Hospitality Tech Solutions is one of the companies that specializes in supplying IT support and consulting services, with knowledge of networking, cybersecurity, and integrating applications, especially for the hotel and restaurant business(Safaai, 2020).
[bookmark: _Toc167912536]
4. MARKET RESEARCH

[bookmark: _Toc167912537]4.1 Market Information, Trends and External Factors
Trends in your chosen market are

Sustainability is becoming much more important in the world of hospitality, as past trends are showing a growing market demand for this (dal Molin et al., 2023). Customers now demand experiences that they feel meet their ethical requirements and this includes buying local, organic food, and eco-friendly accommodation, as well as stewarding natural resources (Oldfield,  2019). Furthermore, attractions that cater to culinary tourists are becoming popular as visitors eagerly want to have an exclusive gastronomical experience (Björk and Kauppinen-Räisänen, 2016). Gastro Oasis Hotel is strategically placed to make a difference in the market through its offering of a combination of sustainable gastronomy and environmentally friendly rooms (Szolomicki and Golasz-Szolomicka, 2019).
[bookmark: _Toc287535412]How you know this:
I came to know this by the understanding of through market studies which involve the use of industry reports, consumer surveys, and trends for green hospitality. These findings support the prudence of expanding the strategic direction of Gastronomic Oasis Hotel in this regard to the changing behavioural patterns and preferences of consumers (Gamero-Salinas et al., 2021).
[bookmark: _Toc167912538]4.2 Customer Profiles
	The customer groups you will be selling to
Segmentation 
	Demographic 
	· Eco-conscious travellers 
· Individuals aged from 19-50 years old  
· Millennials and Gen Z

	Geographic
	· Urban areas seeking nature retreats

	Behavioural
	· Preference for sustainable options 
· People who prefer locally sourced food and eco-friendly accommodations

	Psychological
	· Values authenticity
· Connection to nature 
· Personal well-being
· Seeks unique culinary experiences and environmental consciousness



Your customer research has shown what your customers want is
[bookmark: _Toc287535416]The visitor research conducted shows that the guests value sustainability, they prefer local ingredients, green-minded lodging, and authentic culinary delights(Trabucco, 2019). They are looking for a real experience, connection to nature, and personal well-being. These priorities match our Gastronomic Oasis Hotel's offerings perfectly(Wodzisz,  2023).
How you know this:
I obtained this information using various methods, e.g. surveys, personal interviews, group discussions, observations, and analysis of the feedback from the customers(Al-Kodmany, 2023). Moreover, industry trends, competitor offerings, and market reports can give a view of the changing preferences and behaviour of consumers in the hospitality industry (Bowen and Whalen, 2017). 

	[bookmark: _Toc287535417][bookmark: _Toc167912539]Number of customers you expect to win in each group and what they might pay:
	Group
	Number of customers
	Prices

	Food enthusiasts
	200
	£100-250 per night 
£100-150 per person for dining 

	Eco-conscious 
	500 
	£150-250 per night 
£50-150 per person for dining experience 

	Business guest 
	80 
	£200-500 per night 
£80-170 per person for event service  

	Luxury travellers 
	50 
	£250-500 per night 
£100-200 per person for event 







[bookmark: _Toc167912540]4.3  Competitor Profiles
	Competitors
	Strengths
	Weaknesses

	Roseate Hotel 
	· Luxurious accommodations
· Excellent service
· The main location is in the city centre (Roseate Hotel & Resort, 2024).
	· Less emphasis on sustainability
· Greater pricing risk to demonstrate away budget travellers 

	Iverlochy Castle Hotel 
	· Historic charm
· Attractive surroundings
· Unique additions like spa and outdoor activities (Iverlochy Castle Hotel, 2024)
	· Restricted capacity, a sting in the tail of seasonal demand changes
· However, it may be less attractive than more modern places.

	Sheraton Grand Hotel 
	· Having a well-known brand, and adequate infrastructure for events and conferences is a prerequisite.
· Benefits of the loyalty program (Sun et al. 2017)
	· Broad dining options (Handani et al., 2022)
· Standardised services as a rule cannot be very personalised 
· Standardised services as a rule cannot be very personalised.

	The Balmoral Hotel 
	· Prestige and glory of iconic buildings. 
· Diverse dining options even to the level of having a Michelin-starred restaurant.	
	· Higher pricing can diminish the affordability as well.
·  Large-scale service may lead to no personal care
· They may have difficulty in accommodating to market volatility (Durie, 2017)


[bookmark: _Toc287535443][bookmark: _Toc167912541]How you can improve on their offer and/or price(s) unique offerings:
To enhance its competitive advantages over other restaurants, Gastronomic Oasis Hotel can offer sustainable gourmet cuisine and eco-friendly accommodations as well. By producing locally sourced and farm-to-table cuisine as well as energy-efficient accommodation, it satisfies the ever-growing desire for ethical travelling and might bring in visitors looking for luxury and eco-friendliness at the same time (Singh et al. 2024).
[bookmark: _Toc167912542]5. MARKETING PLAN

[bookmark: _Toc167912543]5.1 Price
[bookmark: _Toc287535448]How you can calculate your prices
Prices can be calculated through a cost-plus strategy approach which includes the operational costs, ingredient costs, and a consideration of environmental concerns (Situmorang et al. 2022). Following the cos-plus pricing, the price can adjust and then be steered based on the rates of the market which will remain competitive and profitable (Liu et al., 2021).

[bookmark: _Toc167912544]Campring prices with the competition:

	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Hotel room (per person) 
	£ 500
	£ 400

	Dining service (per person)
	£ 500
	£ 400

	Spa treatment (per session) 
	£ 150
	£ 100

	Employee training
	£ 1000
	£ 500-1000

	Luxury Apartment per night 

	£ 1000-1500
	£ 900-1300



[bookmark: _Toc287535450][bookmark: _Toc167912545]Reasons for the difference between your price(s) and your competitors’ price(s):
The cost of the products and services is fully aligned with the mission of delivering the best-quality sustainable gastronomy and eco-friendly accommodation. Gastronomic Oasis Hotel is focused on purchasing fresh ingredients that are sourced nearby and organic as well as it often adds to the cost. Nonetheless, their clientele appreciates the value of products and brands over the price tags of their market competitors (Kopuz and Bal,  2023).
[bookmark: _Toc167912546]5.2  Product
The sustainable and health-conscious drinks namely, "Popa drinks”, are highly organic and reliable for health-conscious audiences. At the initial stage, three different flavours are introduced namely, peanut with apple, apricot with hazelnut and banana with strawberry, these mixed flavours impact unique taste with a fully organic procedure. 
[image: ][image: ]
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[bookmark: _Toc167912547]5.3 Placement
The location of the new product will be in the food and beverages department in the Oasis Hotel. All the procedures for making the new organic juices will be in the hotel department itself. However, the placement would be in the bars, parties, conferences, events, and other events. Also, the new organic drinks are served to the clients who are staying in the hotel so the taste would be developed and this increases the revenue for this Oasis hotel (London, 2020).

[bookmark: _Toc167912548]5.4 Promotion
Gastronomic Oasis Hotel will promote its eco-friendly accommodation by targeted online campaigns on social media, showing its exclusive offerings(ALKAUTSAR, 2023). They will also collaborate with influencers to reach their target audience and develop brand awareness. Below are some promotional images for the social media campaign:
[image: ][image: ]
[bookmark: _Toc167912549]6.  KEY RESOURCES

[bookmark: _Toc167912550]6.1 Premises
· The infrastructure of the hotel is required to settle up and arrange one main area for the preparation of these juices.
· The hotel premises must design the refrigerator services so that the organic drinks can be called and preserved for long-lasting. 
[bookmark: _Toc167912551]6.2 Equipment
· High-quality machines juicers and blenders for preparing the juices
· For preparing organic produce for juicing, use cutting boards, knives, and other kitchen utensils to wash, peel, and chop it.
· Unique design glasses, dispensers and dispensers for presenting guests with aesthetically pleasing and hygienic fresh organic juices.
[bookmark: _Toc167912552]6.3 Key Suppliers
· The key suppliers involved are from the UK. However, the partners, suppliers and stakeholders must ensure the kitchen equipment. 
· The packaging may include the Oasis Hotel's dedication towards attaining sustainability, however, the sustainable and environmentally friendly packaging options, such as compostable cups or biodegradable straws.
· Interacting and collaborating with the organic certification courses to make sure about the suppliers. 
· Natural seeds and organic seeds are imported by UK farms.
[bookmark: _Toc167912553]7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	£200

	Rent/Rates
	£12,000

	Staff Wages
	£2,000


	Travel/Accomodation
	£2,000

	Telephone (mobile)
	£600

	Broadband
	£720

	Utilities
	£3,000

	Marketing and materials 
	£10,000

	Insurance
	£1,500

	Capital Expenditure/Equipment
	£15,000

	Training & Development
	£2,500

	Accounting/Legal
	£1,200

	Outside Services
	£1,000


	Stock/Materials Purchases
	£20,000

	Bank Charges
	£500

	Office Consumables 
	£500

	Loans Repayments
	£0

	Total Expenditure
	£     107,720




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£175,250

	Total Expenditure
	£107,720

	
	

	Profit/Loss
	£67,530

	
	











	INCOME
	Year 1 
£

	Sales A( Organci jucies) 
	£8 per jucie * 45 selling per day*365=
=£131,400

	Sales B (introducing new flavours) 
	£2,000*12 moths=
£24,000

	Sales C (selling in the events and parties)
	£500/event*20events*12months=
=120,000

	Capital Introduced
	£0

	Funding 
	£0

	Loans/Borrowing
	£0

	Total Income
	£ 275400




















[bookmark: _Toc167912554]7.1 	Financial Summary

The above tables represent the financial position and plan of the new product development. However, the calculation of total expenditure which is on the hotel's shoulders was around £107,720. Whereas, every year profit and loss are calculated at around £67,530. Moreover, the income statement was around £275,400. 
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[bookmark: _Toc167912556]Appendix A – SWOT Analysis

	Strength
· Brand image and reputation.
· The hotel's competent culinary staff and well-equipped kitchen offer a strong base for creating and serving organic meals.
· The Oasis Hotel draws a wide range of guests, including tourists who are willing to spend more for organic food and those who are health-conscious.
	Weakness
· Extensive market competition.
· Limited resources and expertise.
· Organic ingredients are more expensive than rather local drink ingredients.  


	Opportunity
· In improving the hotel's sustainability initiatives, working together with regional organic farmers or suppliers can boost the local economy.
· Offering organic cuisine can be a great selling feature for the Oasis Hotel's marketing campaigns, drawing in eco-aware tourists and encouraging word-of-mouth.


	Threat
· Supply chain issues
· Pricing competitive strategy
· Government law and taxation
· Changing consumer preferences 





[bookmark: _Toc167912557]Appendix B – PEST Analysis

	Political
· The procurement and advertising of organic ingredients may be impacted by government laws and rules about the manufacturing and labelling of organic food.
· The availability and price of imported natural goods from other nations can be impacted by trade agreements and political stability. 

	Economic
· Economic variables that impact the cost and desire for organic food options include the level of income and consumer purchasing patterns.
· The price of organic menu items and the cost of locating organic materials can be affected by changes in inflation and currency exchange rates. 


	Social
· Consumer demand for healthier food options is driven by growing health and environmental consciousness and concern. 
· Diverse client segments' acceptability and appeal of organic food items may be influenced by shifting demographics and cultural preferences. 

	Technological
· Technological innovations that improve food preservation and sustainable agricultural methods can improve the availability and quality of organic products.
· Delivering organic food products to the hotel is made more efficient and successful by technological advancements in food processing and distribution. 
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