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[bookmark: _Toc167290253]Introduction
According to Mintel (2023), increased competition within the hospitality industry requires hotels and businesses to offer distinctive reasons for customers to choose them. The report highlights the potential of focusing on guest wellbeing and rejuvenation while providing a unique, luxurious experience. In the UK, various hotels have embraced this opportunity by introducing wellbeing initiatives such as dedicated sleep suites or immersive sleep-focused programs. According to Patterson and Balderas-Cejudo (2022), wellness tourism typically includes health resorts with spa days, therapy, beauty packages, and fitness offers. This essay identifies a gap in the Welsh hospitality industry, particularly the lack of hotels focusing on a holistic approach to wellness. The proposed business venture is a smallholding guest house in North Pembrokeshire that emphasizes luxury, sustainability, and holistic wellbeing. It considers multidimensional wellness aspects such as sustainability, diets, experiences, and mental health. This idea will be developed using the Business Model Canvas (Appendix A) and will cover all key areas.
[bookmark: _Toc167290254]The Business Model
Our hospitality business concept is a 15-bedroom guest house/boutique hotel named “Hiraeth,” a word describing a longing for the Wales of the past. Located in North Pembrokeshire, Wales, the guesthouse will be built from scratch on a 5-hectare estate near Llammas Eco Village. (Llammas, 2024). We choose this village because embraces sustainable living, making it ideal for collaborating with local farmers for fresh ingredients and offering wellness workshops like yoga, hiking, cooking classes, and meditation. Hiraeth will be the first fully plant-based hotel in Wales, combining luxury with sustainability. The guesthouse will feature high-quality comforts, woodland views, and a fine dining menu of seasonal, locally sourced produce. Employees will be selected from the village to support the local economy.
[bookmark: _Toc167290255]Value Proposition
Hiraeth will redefine hospitality by becoming Wales' first fully plant-based, sustainable boutique hotel. It merges simplicity and luxury, offering a unique experience that resonates with guests seeking more than just accommodation.
Our value proposition is founded on the following principles:
· Holistic self-care is increasingly important across all ages, especially among older generations like baby boomers, Gen X, and Gen Z (Patterson & Balderas-Cejudo, 2022). Hiraeth will offer unique wellness experiences, including foraging, homesteading workshops, meditation, yoga, and beauty treatments.
· According to Mintel (2024), two major trends dominate the UK food scene: a shift towards sustainable, plant-based dining and a preference for innovative, health-conscious local British cuisine. Therefore, our key offering will be a fully plant-based fine dining menu, curated with local and seasonal vegetables from the village. This approach is inspired by the success of Eleven Madison Park, a three-Michelin-star restaurant that recently turned its menu completely vegan (Michan et al., 2022). Our menu will change seasonally, and we will serve natural wine from our in-house vineyard.
To add value to our customers, we address specific needs identified in a recent Mintel report (2024):
· Many people, particularly women, seek more leisure time to disconnect from technology.
· Older adults are a significant market segment, looking to reduce loneliness and enjoy leisure activities.
· Young adults are eager to learn sustainable lifestyles.
· Relaxation and mental health benefits are the most popular motivations for leisure activities.
By addressing these needs, Hiraeth will provide a sanctuary for relaxation, learning, and holistic wellness, setting a new standard in the hospitality industry.

[bookmark: _Toc167290256]Customer Segments
Based on market research, our diverse customer segments include those interested in sustainability and higher-earning individuals seeking luxurious retreats. Sarti et al. (2018) and Osti (2021) describe this as the “Lifestyle of Health and Sustainability” market segment. This emerging trend caters to customers looking for authentic, fulfilling experiences that benefit body, mind, and soul. Key characteristics of this segment include:
· Customers seeking top-quality, luxury, fine dining with fresh produce
· Young adults looking to disconnect from technology and improve their wellbeing
· Enthusiastic cooks wanting to learn about sustainable gastronomy or take cooking classes
· Individuals who enjoy wellness workshops such as yoga and meditation
Hiraeth aims to attract this market by offering a holistic, sustainable, and luxurious experience.

[bookmark: _Toc167290257]Channels
To reach our customer segments effectively, we will utilize various channels serving different purposes. We will list Hiraeth on the Vegan Welcome web portal, an online guide for vegan and vegetarian hotels, catering to those seeking plant-based accommodations. According to Mintel (2023), more than half of hotel guests used third-party channels for their last UK hotel stay, so we will also be available on Booking.com, Expedia, and Hotels.com. Websites like Tripadvisor will help customers evaluate our services and leave reviews. We will use tools like Mailchimp for follow-ups, newsletters, and post-purchase support. Additionally, we will maintain an active presence on all social media platforms, creating targeted ads and content. Features on the Visit Wales platform will further enhance our promotion efforts.
[bookmark: _Toc167290258]Customer Relationships
The relationships our business will establish with our customer segments are crucial. According to Sigala (2005), travellers are more price-sensitive and less brand loyal, making customer relationship management essential. Our initial strategy will focus on customer acquisition through promotional channels, marketing, content creation, and advertising based on our value proposition. The next stage will emphasize building customer loyalty and retention by delivering personalized, meaningful experiences. This will involve timely responses to inquiries, accommodating special requests, and incorporating customer feedback. By focusing on delivering our brand promise, we aim to create positive relationships, enhance our brand reputation, and generate word-of-mouth awareness.
[bookmark: _Toc167290259]Revenue Streams
Enz and Canina (2005) argue that maximising revenue through the strategic use of pricing is a challenge for hotel managers. In previous studies, the authors have found that hotels make more money when they maintain higher prices and avoid discounting to fill rooms. Therefore, we decide we employ a similar strategy when it comes to our business. Our main income will come from our room revenue alongside food and beverage revenue. Due to the style of the property, we can also organise smaller style events such as intimate weddings and baby showers. The delivery of extra activities such as wellbeing workshops will also generate additional income. 
[bookmark: _Toc167290260]Key Activities
Our business venture will carry out key activities focusing on securing funding and collaborations, daily operational activities, marketing and managing revenue, obtaining awards and certifications. Firstly, time resources will go into securing the funding needed to build the property using the most sustainable practices and products. Once the property is built the main activity will be recruitment and creating an operational structure to follow. Besides providing accommodation, we will also be spending time organising special events and workshops, such as cooking classes, yoga, meditation and therapies. These events will be organised weekly, but they can also be booked privately in advance by the guest. Other key activities will involve managing our resources and finances, marketing and forecasting, as these are the type of activities identified by Venter and Cloete (2007) essential for successful hotel developments.  
[bookmark: _Toc167290261]Key Resources
Although this is a relatively small development, significant funding is needed to achieve a sustainable outcome. Hotels typically consume large amounts of energy and water for heating, cooling, and lighting, impacting the environment (Aleksandrovna et al., 2021). We aim for our venture to be carbon neutral from the design phase, featuring green interiors with reclaimed wood, terracotta tiled floors, handcrafted furnishings by local artisans, solar panels, and a ground-source heat pump. Additionally, we will have a rooftop terrace with wildflowers and beehives.
Examples of carbon-neutral establishments include Sani Resort in Greece (Sani, 2024). Achieving this requires significant funding, sourced from the Wales Future Proofing Fund (Welsh Gov., 2024a) and the Green Business Loan Scheme (Welsh Gov., 2024b). Another key resource is our human capital, including two full-time employees for front desk and housekeeping, one maintenance staff, a chef, kitchen help, and the owner, who will manage operations, guest relations, and marketing.
[bookmark: _Toc167290262]Key Partners
The One Planet Council, established in 2012, supports One Planet Development in Wales and beyond (One Planet Council, 2024a). Their foundation is based on a policy adopted by the Welsh Government in 2011 as part of the One Wales: One Planet scheme (Welsh Gov., 2013). They provide policy research, recommendations, advice, and advocacy for building truly sustainable sites, serving as an inspiration in Wales and beyond.
The One Planet Council will be a key partner in our development, assisting with planning permission applications. Once our development is established, the Llammas Eco Village community will be crucial partners, supplying food, employees, and workshop facilitators. Fresh produce in the village carries the “One Planet” label, ensuring it is locally grown and organically approved (One Planet Council, 2024b). Additionally, the Llammas Earth Centre will provide unique experiences for our guests, including life-transformational healing, retreats, and coaching programs (Llammas Earth Centre, 2024).

[bookmark: _Toc167290263]Cost Structure
Furthermore, it’s important to describe all costs incurred in order to operate our business model. Following other examples from the hotel industry such as Pavlatos and Paggios (2007) we will divide our cost structure in fixed costs and variable costs. We’ve chosen strategy because if our hotel will experience low occupancy, we can consider reducing our variable costs such as food supplies and housekeeping but if the hotel is experiencing high occupancy, we can increase our revenue by adjusting pricing. Figure 1. Describes a list of fixed and variable costs that we forecast.
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Figure 1Examples of cost structure

[bookmark: _Toc167290264]Conclusion
In conclusion, Hiraeth aims to be a sustainable yet unique and luxurious hospitality experience in Wales. The first entirely plant based hotel to ever be opened in this country. It’s location in Llammas Eco Village is ideal for fostering a collaborative relationship with the local community, emphasizing sustainability through the use of traditional farming, green technology, and permaculture. Hiraeth is poised to set a new standard for eco-luxury accommodation in Wales, offering an experience that celebrates the past while paving the way for a sustainable future.
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[bookmark: _Toc167290266]Reflection using Gibb’s Reflective Cycle (Gibbs, 1988)
In class, we completed the GET2 questionnaire to assess our entrepreneurial traits. My scores were: 61% overall entrepreneurial tendencies, 58% need for achievement, 50% need for autonomy, 58% creativity, 67% risk-taking, 67% control. 
I felt intrigued and curious about my results. I was satisfied with my optimism and high scores in risk-taking and control but felt a bit concerned about my lower scores in autonomy and creativity. For example, during a recent class exercise focused on developing entrepreneurial ideas for a hospitality venture I found myself struggling to generate new and innovative concepts. While my classmates quickly came up with creative solutions, I felt stuck and unable to contribute effectively to the brainstorming session. I felt frustrated and somewhat inadequate as I watched others effortlessly propose new ideas. Upon analysing the situation, I now realise that the struggle felt can be contributed to a few factors. Firstly, I realise that sometimes I am afraid that the ideas I propose might be perceived as foolish which Davies (1999) has identified as a common barrier to creativity in entrepreneurship. Upon reflection I realise that I should’ve collaborated more closely with my classmates and get to know them better so that I could feel safer to express my ideas. In future situations. I will practice mindfulness technique in order to manage my anxiety. 
Furthermore, the 50% need for autonomy made me question my ability to work independently and whether I am able and comfortable to take charge without guidance. In this sense, Gelderen 2016 argues that founding and owning an independent business does not automatically provide one with autonomy, and more extensive efforts are needed in order to achieve and maintain autonomy. For me, the lower score means that I am more confortable in structed environments and prefer working collaboratively and whilst for some this can be a disadvantage, I believe this also opens an opportunity for me to consider finding a business partner with a high need for autonomy so that we can complement each other. According to Baciu et al (2020) higher levels of trust in their own capabilities and the capacity to take up challenge is a characteristic that help entrepreneurs be successful in their careers. Therefore, in order to be able to start my business venture my action plan is to actively seek more leadership roles so that I can built on my confidence and ability and develop independent working skills by taking on projects that require for me to work alone. 
Lastly, it is important to acknowledge the attributes which are benefitting me. I felt encouraged by my 67% score in risk-taking, as it suggested a balance between being cautious and willing to take necessary risks. I feel confident knowing that I have a good sense of when to take calculated risks which is a crucial trait for entrepreneurship, according to Kerr et al (2018). I believe the score indicates a good balance of being neither overly cautious nor reckless, however my future action plan in this regard is to enhance this ability even further by regularly seeking advice from other successful entrepreneurs in the hospitality field. 
To conclude, the GET2 test results which classified me as “occasionally enterprising” have shown me a balance and moderate inclination towards entrepreneurship. It has enabled me to reflect on my strengths and weaknesses and it has provided me with an opportunity to create an action plan that will benefit me in establishing my own business venture.
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