[image: A close-up of a sign

Description automatically generated]

Travel to Wellness; Investigation of therapeutic retreats and the gaps within the market.


Student number: 2012046




BA (Hons) Travel and Tourism Management 2023-2024





Abstract
This Independent Project examines the burgeoning relationship between travel, wellness, and mental health, focusing on the potential for establishing a new travel agency in Wales that specialises in therapeutic holidays. Amid growing mental health awareness and an increasing disconnect from nature, travel is evolving from mere recreation to a means of emotional and mental rejuvenation. This study explores the feasibility of launching a travel agency that leverages Wales's scenic landscapes to offer wellness holidays, retreats, and nature-based therapy. Utilising secondary research, the project analyses current market trends and the demand for wellness tourism, highlighting how therapeutic travel can enhance mental well-being. The proposal outlines a business plan and digital strategies to effectively market and manage this niche tourism venture.
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Chapter One: Introduction
In recent years, the relationship between travel and mental health has garnered increasing attention, particularly within the context of holistic wellness and therapeutic retreats. Globally, amidst a backdrop of growing interest in mental health awareness and self-care, has witnessed a spurt in individuals seeking travel experiences not specifically for leisure, but as a form of rejuvenation and emotional restoration. This Individual Project explores the intersection of travel, wellness, and mental health, with a specific focus on the feasibility of establishing a new travel agency specialising in therapeutic holidays in Wales.
More than one billion individuals, representing 13% of the global population, experience mental disorders characterized by the World Health Organisation as significant disruptions in cognition, emotional regulation, or behaviour. Contributing factors such as rapid population aging and societal stressors contribute to the increasing prevalence of these conditions. Tourism serves as more than a recreational pursuit, offering a potent means of mental rejuvenation. Research suggests that tourism can play a role in reducing depressive symptoms, and the tourism and hospitality industry's ability to cater to these travellers can have substantial positive impacts (Hu et al., 2023).
Currently, more than half of the global population resides in urban areas, projected to increase to nearly 70% by 2050. Despite the economic and entertainment benefits of cities, there's often a disconnect from nature, impacting overall well-being. To address this, travel destinations, hotels, and wellness centres worldwide are embracing outdoor therapies to enhance visitors' physical and mental health. Dr Andrew Cuthbert, clinical director of Timber Creek Counselling in Michigan, advocates for nature's role in improving mental health, supported by research showing benefits like reduced risk of psychiatric disorders and improved cognitive performance. Dr Cuthbert incorporates outdoor 'walk and talk' therapy into his practice and organises couples' retreats in scenic areas to foster outdoor connection and meaningful conversations. As interest in outdoor experiences grows, destinations offer diverse wellness programs in natural settings—forests, mountains, beaches, and ranches—featuring activities like ‘walk and talk’ and surf therapy, developed by mental health professionals and experts. Dr Cuthbert sees these initiatives as innovative approaches to supporting mental health and welcomes the increasing focus on these healing opportunities (Goldsztajn, 2024).
The concept of "travel therapy," which involves visiting new places outside one's everyday environment, offers potential benefits for mental well-being. Tourism experiences impact feelings, thoughts, behaviours, and senses, potentially enhancing overall quality of life. Studies suggest that tourism can stimulate cognitive function, boost mood, and reduce stress. Vacations have been shown to alleviate depression and anxiety by providing a break from routine activities and environments associated with stress. Dr Jun Wen highlights that tourism experiences involve anticipation, planning, and physical activity, which can benefit brain function and mood (Edith Cowan University, 2022). Implementing components like group travel and sensory-rich destinations can promote social interaction and sensory stimulation. To make destinations more inclusive, efforts can be made to marketplaces as "friendly" for individuals with specific needs, training hospitality staff to create positive atmospheres for all guests. This approach lays the groundwork for exploring travel's broader impacts on mental health and underscores the importance of accommodating diverse needs in tourism and hospitality settings (Freeborn, 2022).
Dr Wen emphasised that the COVID-19 pandemic has sparked a reassessment of tourism's significance beyond its economic and lifestyle aspects. He pointed out that tourism has demonstrated benefits for both physical and psychological well-being. In the wake of COVID-19, Dr Wen suggested that it is an opportune moment to explore the role of tourism in public health, especially for vulnerable populations, not just for those who are healthy. Dr Wen expressed a vision for collaborative research that delves into how tourism can positively impact individuals with various health conditions. This interdisciplinary approach aims to bridge the gap between tourism and health science. He highlighted the need for rigorous empirical research to determine whether tourism could serve as a viable medical intervention for conditions such as dementia or depression. This suggests a shift in perspective, viewing tourism not merely as recreational travel but as a potential therapeutic tool within modern society (Wen et al., 2022).
The concept of travel as a tool for inner transformation is gaining attention in research circles. Travel is seen as a means of fostering positive changes in attitudes and values among those seeking transformative experiences. Therapeutic travel and tourism are viewed as avenues for personal growth and healing. People increasingly seek happiness and well-being through creative means, including travel (Heintzman, 2013).
Post-COVID-19, there is growing interest in travel experiences that offer healing and rejuvenation. Techniques like ecotherapy, rooted in ecopsychology, explore the human-nature relationship to promote mental well-being. Nature's healing powers are widely recognised, with practices like forest bathing promoting profound emotional and spiritual experiences. Research suggests that exposure to nature, even when travel is limited, can effectively mitigate mental health challenges. Therapeutic travel, encompassing nature-based and spiritual tourism, offers transformative experiences and enhances overall quality of life. Spiritual tourism, driven by a desire for stress relief, is gaining popularity. The effects of therapeutic travel extend to physical, mental, and spiritual dimensions, highlighting its potential for holistic well-being (Bhalla et al., 2021).
The aim of this research is to explore the landscape of wellness tourism in Wales, conducting a feasibility study to assess the potential for establishing a new travel agency specialising in wellness holidays, retreats, walking tours, and hiking experiences as forms of therapy and counselling. This study will investigate the demand for such wellness-focused travel experiences in Wales, examine existing offerings and gaps in the market, and evaluate the viability of launching a specialised travel agency to cater to individuals seeking transformative and therapeutic experiences amidst Wales’s scenic natural environment. By delving into the intersection of wellness, tourism, and mental health, this research aims to inform strategic decisions and provide valuable insights for developing a comprehensive business plan and creating an engaging website to promote the new travel agency.
Proposal 
This research aims to investigate the market potential and trends of wellness holidays, specifically focusing on current wellness retreats and holistic holidays in South Wales. The objective is to assess the feasibility and viability of establishing a new travel agency that specialises in customised wellbeing retreats in this region. The study intends to examine the existing market to inform the development of a business plan and a supporting website for the new travel agency.
This Independent Project, running from November 2024 to May 2024 under the guidance of a research tutor, is crafted to round off the student's academic journey in Travel and Tourism sector, while also enhancing their professional skills. The decision to use secondary research fits well with the student's personal style and the specific requirements of this project. This decision was made after discussing Ethics Form with the research supervisor who pointed out the benefits and relevance of using existing data instead of collecting new data. As shown in Appendix 1.
The threefold structure of the project enhances the student’s capability to display a range of competencies:
· Literature review - this segment allows the student to delve deeply into existing literature, demonstrating their ability to synthesise and critique major theories and findings within their field. This review not only underpins the project with a strong theoretical framework but also refines the student's analytical skills, which are crucial for identifying key insights relevant to their topic (Snyder, 2019).
· Business Plan Document - student is expected to translate theoretical knowledge into practical, actionable strategies. This document will exhibit the student’s proficiency in strategic planning, market research, and the pragmatic application of theoretical models. The ability to draw together diverse planning documents into a cohesive plan showcases the student's advanced organisational skills and their readiness to tackle real-world business scenarios (Barrow et al., 2021).
· Professional Output (Website) - This component is designed to test the student's skills in digital communication and technical proficiency. Developing a website that effectively communicates the project’s outcomes to both specialised and general audiences demonstrate the student’s adaptability and creativity. This output serves as a practical demonstration of how theoretical outcomes can be communicated in clear, accessible formats, thereby bridging the gap between complex information and audience engagement.

The strategic planning of this project ensures the student not only reinforces their existing knowledge but also develops practical skills in clear, measurable ways. The project involves a thorough review of existing literature, which allows the student to build on established knowledge and save resources, focusing on a deeper understanding of their field of study. This method strengthens the academic quality of the project (Bryson, 2018).
Additionally, the project includes a business planning section that brings academic theories into real-world applications, preparing the student for professional settings where they need to apply what they've learned to make practical decisions. The task of creating a website also enhances this by requiring technical skills and effective communication with a variety of audiences, an essential skill in any professional role.
In summary, this Independent Project goes beyond just reviewing the student’s previous learning. It’s an engaging process that prepares them for future educational and professional opportunities. It serves as a vital final project that showcases the comprehensive education the student has received and the personal development they have achieved during their studies (Cottrell, 2021).

Methodology
Every academic discipline needs a methodology to draw its conclusions, involving specific methods to generate and analyse data so that theories can be evaluated and either confirmed or refuted. Without a structured approach to knowledge production, the results of a discipline could be viewed merely as speculative or as overcomplicated common sense. Methodology encompasses both the specific research techniques used to gather data and the broader philosophical frameworks that guide the collection and interpretation of this data (Wang, 2022).
The methodology section of this independent project primarily employs secondary research due to its numerous advantages. Secondary research involves the analysis of existing data that has already been collected, validated, and analysed by other researchers. This approach is particularly beneficial as it offers a cost-effective way to access a large volume of data. Secondary research provides insights from a variety of sources, enabling a comprehensive review of historical and current trends within the travel and wellness industry. It also reduces the time required for data collection, allowing for a quicker synthesis of insights (Saunders et al., 2012).
However, secondary research may not always capture the most current changes in consumer preferences or emerging market trends that primary research could reveal. Primary research involves collecting data directly from sources, such as interviews, surveys, or experiments, and offers fresh, firsthand insights. Despite its advantages, primary research was not conducted for this Independent Project due to its higher cost, longer timeframes needed for data collection, and the complexity of designing and implementing effective research instruments (Malina et al., 2011).
The integration of primary research could significantly enhance future development strategies for the Travel and Wellness travel agency. Direct engagement with customers through primary research methods would yield deeper insights into their preferences, thoughts, and feelings about wellness tourism. Such valuable information could be instrumental in crafting more personalised services and targeted marketing strategies, driving the agency's growth and adaptation to changing market demands.
Both qualitative and quantitative research methods are valuable tools in primary research. Qualitative research methods, such as interviews and focus groups, are advantageous for understanding complex phenomena by exploring how individuals think and feel in depth. These methods excel in providing contextual richness and can uncover trends not visible through quantitative analysis alone. On the other hand, quantitative research methods, involving statistical analysis, are beneficial for confirming hypotheses and providing measurable and testable data. Utilising both methods can yield a comprehensive understanding of the market, blending numerical depth with narrative context, thus providing a robust basis for strategic decision-making in the business planning process (Creswell, 2015).






Literature Review
‘Wellness Travel has evolved and expanded to encapsulate all manner of experiences that boost travellers; mental and physical health’.
(Health and Fitness Travel, 2023)
In this literature review, we will delve into existing research and literature surrounding wellness tourism, with a specific focus on the emerging trend of domestic retreats integrating nature-based activities with therapeutic interventions. By critically analysing existing models and approaches, this review aims to identify opportunities for innovation and differentiation within the domestic wellness tourism sector. Moreover, it seeks to explore how businesses can capitalise on these insights to develop unique and customisable offerings that cater to the evolving needs of wellness-conscious consumers. Through this investigation, we aim to inform the development of a niche business model that combines the best of nature, therapy, and personalised experiences to foster holistic well-being within the Welsh landscape.
The scholarly discourse on wellness tourism highlights a significant upward trajectory globally, with experts indicating that the ongoing pandemic may further fuel consumer interest in wellness travel (Kazakov and Oyner, 2020). Traditionally, wellness tourism was predominantly concerned with physical health, yet it has now undergone a transformative evolution, embracing a wider spectrum of well-being encompassing mental, emotional, spiritual, and cultural dimensions (Sirgy, 2019). This paradigm shift has prompted the integration of diverse sectors such as culture, nature, sports, spirituality, and gastronomy into wellness offerings, reflecting a more holistic approach to wellness (Fancourt and Finn, 2019 et al).
Despite the strides made towards holistic wellness experiences, there remains a notable gap in comprehensive studies that identify the essential components required to cater to the varied and integrated wellness needs of travellers (Kim et al., 2017)
Scholarly investigations into wellness tourism predominantly focus on two key dimensions: demand-side factors that influence tourists' preferences and experiences, and supply-side factors related to destination characteristics and tourism businesses (Hartwell et al., 2018). Demand-side studies shed light on the diverse preferences of tourists for holistic wellness experiences, spanning from sports and nature activities to cultural and spiritual pursuits (Konu et al., 2010). On the supply side, there is a growing emphasis on adopting a broad holistic approach to meet the diversified wellness needs of travellers, encompassing various facets of the wellness offering (Page et al., 2017).
A report on the 2023 traveller, emerging trends that are innovating the travel experience. Whilst collecting both quantitative and qualitative research. (Hilton,2023) were able to gather that since the pandemic people have reassessed what the word “wellness” means to them. This includes forms of mindfulness, nutrition and emotional wellbeing. Roughly 9 in 10 people ranging at 86% of people who took part will look for the personalisation element during travel experiences. As well as this (ABTA,2020) have found that one in three people will prioritise their health and wellbeing whilst on holiday. The Travel Association demonstrate a rising trend in individuals integrating wellness practices into their vacations, with 34% of respondents indicating plans to engage in activities aimed at enhancing their well-being. These activities include yoga, meditation, spa treatments, holistic therapies, or simply disconnecting from technology during their holiday.
(Harris Group,2023) did a study which reveals that around 72% of millennials prefer spending their money on unique experiences rather than materialistic items. This is a way to help entice younger more adventurous people. To go and enjoy themselves and what’s the issue with having some form of therapy attached.
According to Trybe, Spa retreats are seeing a huge increase within the domestic market of the UK. On average spa guests will travel 43.754 miles for spa experience within the UK. By examining 180,421 spa reservations recorded in 2022, the spa and leisure software platform also disclosed that 39.1% of bookings occurred outside traditional business hours (9 am to 5 pm), with 31% being repeat customers.
Further analysis indicated that spa reservation teams utilising non-cloud-based real-time software spent approximately 53,781 hours annually manually handling phone bookings, highlighting a potential efficiency gain. Additionally, by transitioning to online intake forms, these systems could potentially save 451,895 sheets of paper, equivalent to approximately 45 trees. Ricky Daniels, co-founder of Trybe, emphasised the significance of adopting cloud-based software in the spa industry, citing its potential to enhance team productivity and customer relations while minimising missed booking opportunities. He urged spas to assess their systems to better align with the evolving needs of contemporary customers, as evidenced by the surging demand for "Spa and Hotel Breaks" searches on Google in early 2023.
(The Princess Hotels and Resorts 2021) state that when exploring the therapeutic potential of water-based treatments, literature suggests that massage, hydrotherapy, aromatherapy, and reflexology offered in spa environments provide unique opportunities for holistic well-being. These modalities not only offer physical relaxation but also facilitate mental rejuvenation, offering respite from the stresses of daily life. Studies emphasise the interconnectedness of the mind and body, highlighting how physical relaxation can lead to corresponding mental calmness. This integrated approach to wellness encourages individuals to prioritise self-care and cultivate a sense of inner peace. Moreover, the benefits of spa treatments are shown to extend beyond the immediate session, with lasting effects that promote overall well-being for days to follow. In essence, literature underscores the transformative potential of spa experiences, positioning them as therapeutic sanctuaries where individuals can immerse themselves in the healing properties of water, reaping both immediate and enduring benefits for mind, body, and soul.
Being with nature has major impacts on the mind, body and soul. Previous studies and theoretical frameworks have commonly posited that the degree of nature contact correlates with one's sense of nature connectedness, subsequently influencing positive outcomes. This perspective suggests that greater exposure to natural environments enhances feelings of connectedness to nature, which in turn contributes to improved well-being Empirical research has validated this notion, with experimental studies illustrating that heightened contact with natural settings amplifies individuals'
state nature connectedness, thereby bolstering their immediate well-being (Mayer et al., 2009). In an initial demonstration of nature's healing properties, (Ulrich,R.1984) conducted a decade-long study revealing that patients in hospitals with natural vistas outside their windows recuperated from surgeries at a swifter pace compared to those with urban scenery.
Forbes is a prominent American business magazine which is renowned for covering topics regarding finance, industry, leadership, marketing, investing and technology. (Clarke, A. 2024) from Forbes suggest that you do not necessarily need to within nature for you to start your wellness journey. Being consumed within a soothing environment indoors can also create this sense of happiness and mindfulness. Through implementing plants, use of natural colours, walls that are curved birdsongs playing in the background which is known to help lower blood pressure. Simple addition can make all the difference.
According to the (BBC,2023) there is an increase in people seeking solace on nature walks. A business called Wellbeing Enterprises based in England offer support along with walks and counselling. It is seen as more of a social prescription and can be anyone from any walks of life. By being with nature and interacting with people you may never meet in the world of work is always very intriguing.
Research consistently demonstrates that walking contributes to longevity and helps combat various health conditions, including diabetes, depression, and anxiety. In today's screen-dominated society, prioritising personal "me time" through activities like walking has become more crucial than ever. For those seeking to prioritise their well-being in the New Year, the Wales Coast Path presents an extensive network of walking routes spanning 870 miles, offering a retreat to rejuvenate the senses and elevate happiness levels.
Walking along the serene Wales Coast Path provides a much-needed respite from anxiety and modern pressures, with the calming presence of the ocean acknowledged by medical professionals to positively impact mental health. Additionally, walking is a cost-effective and low-impact form of exercise, offering benefits like elevated heart rate, strengthened muscles, and enhanced endurance—all without requiring any financial investment. The fresh sea air along coastal paths are enriched with essential elements like salt, iodine, and magnesium, as well as negative ions that aid oxygen
absorption, offering a substantial health boost to walkers. Moreover, coastal walking allows for a tranquil retreat from the constant stimulation of urban environments, enabling individuals to disconnect amidst peaceful surroundings and recharge their senses. Research indicates that coastal walking can enhance sleep quality, resulting in an additional hour of restful sleep compared to inland walks. This underscores the rejuvenating qualities of walking along the coast and its positive impact on overall well-being.
Individuals who live near the sea often enjoy better overall health and engage in more physical activity than those residing inland, (White et al., 2013) Recent estimates suggest that coastal areas attract around 271 million recreational visits each year (Defra, 2019; Elliott et al., 2018). These coastal visits typically extend over longer durations and encompass a wider variety of activities compared to trips to rural or urban locations (Natural England, 2016).
Coastal environments are recognised as therapeutic landscapes that contribute to well-being and mental health. Residents living near the coast often report better mental health outcomes than those residing further inland. Spending time in coastal areas is associated with increased happiness, observed in marine and coastal settings compared to green spaces and urban environments (Defra, 2019). A recent study conducted in Belgium (Severin et al., 2021) supports these findings, indicating that coastal access is positively linked to well-being. Coastal residents report experiencing less boredom and worry, and more happiness compared to inland residents.
The term green and blue spaces can be used to help solidify that there is a positive impact on mental health and wellbeing. Blue spaces referring to water such as rivers, coasts or lakes (Völker & Kistemann, 2011). Green referring to the outdoors within nature, being surrounded by trees (Natural Resources Wales, 2020). It is areas that have been dominated by natural (Klompmaker et al., 2018) Research has shown that by being within nature and being exposed can promote life satisfaction (Gilchrist K, 2015). Going back to early 2006 the Welsh Assembly Government were adamant on “creating an active Wales” and that including green space promotes physical and mental serenity.
The Future Generations Act 2025 (Wales) gives a legal obligation to improve the three pillars, social, cultural, environmental and the economic well-being. The 7 wellbeing goals include A prosperous Wales, resilient, more equal, healthier, cohesive communities and vibrant culture and thriving Welsh language. The Act encourages public bodies to consider the long-term consequences of their decisions on future generations. By prioritising sustainable development and intergenerational equity, the Act helps create a sense of security and stability for current and future generations. Knowing that their needs and interests are being considered can alleviate anxiety and uncertainty about the future, contributing to improved mental well-being. It emphasises the importance of environmental sustainability and conservation. Preserving natural resources, green spaces, and biodiversity not only benefits future generations but also enhances the quality of life for current inhabitants. Access to clean air, water, and natural landscapes has been linked to improved mental health and overall well-being, as spending time in nature can reduce stress, anxiety, and depression.
‘Psychologists, counsellors, and psychotherapists are increasingly using talking therapy outdoors’.
This framework as shown in Appendix 2 shows that by delving into therapy within outdoor natural settings hinges on a harmonious alignment between the characteristics of both the client and practitioner with the natural environment. Activities within these spaces can range from gentle to more vigorous engagements with nature, while therapy approaches may entail either a receptive or participatory integration of natural elements. The framework also encompasses the identification of potential challenges arising from the natural surroundings, strategies to address these challenges, and the enhancement of therapeutic experiences.
From a study taken place, the incorporation of nature into therapeutic practices has garnered significant attention within the literature, reflecting a spectrum of approaches ranging from passive to active engagement. Studies have illuminated the diverse ways in which nature can serve as a therapeutic backdrop or an active participant in the therapeutic process (Berger & McLeod, 2006; McKinney, 2011).
Passive integration of nature into therapy sessions often involves utilising natural environments as tranquil settings conducive to traditional indoor therapy (McKinney, 2011). In contrast, active approaches harness the restorative qualities of nature to facilitate deeper client engagement and connection (Berger & McLeod, 2006).Active strategies include leveraging nature as a source of stability and grounding during moments of distress, allowing clients to find solace and renewed energy in natural settings (Corazon et al., 2012; Tarrant, 2019). Additionally, therapists employ nature-based metaphors to foster introspection and encourage clients to explore new perspectives (Berger, 2009; Corazon et al., 2012).
Moreover, therapists may analyse clients' interactions with nature, noting their behavioural and emotional responses to outdoor activities (McKinney, 2011). This observational approach offers valuable insights into clients' psychological processes and enhances therapists' understanding of their inner experiences.
Collectively, by creating an integration of wellness tourism and nature based therapy represents a rather promising avenue for fostering holistic wellbeing which is what any business would want to incorporate. By leveraging nature’s therapeutic benefits and personalising experiences
In conclusion, the evolution of wellness travel to encompass a diverse range of experiences aimed at enhancing mental and physical health signifies a significant paradigm shift in the tourism industry. This literature review has delved into the emerging trend of domestic retreats integrating nature-based activities with therapeutic interventions, with the aim of identifying opportunities for innovation and differentiation within the wellness tourism sector. Positively, the holistic approach of wellness tourism, now spanning mental, emotional, spiritual, and cultural dimensions, reflects a comprehensive understanding of well-being. Moreover, there is a growing consumer interest in wellness travel, particularly post-pandemic, with travellers prioritising personalised experiences and activities aimed at enhancing well-being. The therapeutic potential of nature has been extensively documented, with research highlighting its role in improving mental well-being, reducing stress, and enhancing overall health. Additionally, integrating nature-based therapy into wellness tourism offers a promising avenue for fostering holistic well-being, with both passive and active approaches showing efficacy. However, challenges such as the existing research gap,
infrastructure limitations, and the need for business innovation must be addressed to maximise the potential of this emerging trend. Nonetheless, by leveraging nature's therapeutic benefits and personalising experiences, businesses can meet the evolving needs of wellness-conscious consumers while contributing to environmental sustainability and overall societal well-being. Which will be thoroughly applied to the business and tourism sector I am looking into.



Business Plan
A business plan is a comprehensive document that outlines the goals, strategies, and operations of a business venture. It serves as a roadmap, detailing how a company intends to achieve its objectives and fulfil its mission. A well-crafted business plan not only communicates the vision of the business to stakeholders but also provides a structured approach to managing and growing the enterprise. By systematically analysing market trends, defining target audiences, assessing competitors, and setting financial projections, a business plan becomes a vital tool for decision-making and guiding the future direction of the business (Morris, 2011).
The importance of developing a business plan cannot be overstated. Firstly, it forces entrepreneurs and business owners to thoroughly evaluate their business concept, identifying strengths, weaknesses, opportunities, and potential threats (SWOT). This process of self-assessment helps in refining the business idea and aligning it with market demands. Secondly, a business plan is essential for securing funding from investors or lenders. Investors often require a detailed business plan before considering any investment, as it demonstrates the seriousness and viability of the venture. Additionally, a business plan provides a benchmark against which actual performance can be measured and adjustments can be made. It serves as a dynamic document that evolves with the business, adapting strategies based on market feedback and internal capabilities. Ultimately, a well-crafted business plan enhances the probability of success by providing clarity, direction, and a strategic framework for sustainable growth (Blackwell, 2011).
Concept
Objective is to establish a pioneering travel agency that caters to the growing demand for bespoke wellbeing holidays among the challenges of modern living. With the fast-paced nature of contemporary lifestyles leading to increased stress and mental health concerns, there is a compelling need for individuals to prioritise self-care and mental wellness. Travel to Wellness travel agency aims to fill a significant gap in the marketplace by offering personalised and empathetic wellness retreats in the scenic landscapes of South Wales. Each itinerary is meticulously crafted to meet the unique needs and preferences of our clients, incorporating nature immersion, healthy cuisine, and a diverse range of therapeutic activities (Freitas, 2003).
The wellbeing tourism industry is experiencing rapid growth globally, reflecting a broader societal shift towards holistic self-care and mindfulness. Travel to Wellness recognise the immense potential to contribute to this evolving sector by providing transformative holiday experiences that not only rejuvenate the body and mind but also empower individuals to embark on a journey of self-discovery and emotional healing. Approach to customers is focused around fostering a supportive environment where guests can unwind, recharge, and connect with themselves amidst the tranquillity of nature (Wellness in the United Kingdom, 2023).
A SWOT analysis is a strategic planning tool that stands for Strengths, Weaknesses, Opportunities, and Threats. It provides a straightforward framework for reviewing and assessing both the internal and external factors that can impact a venture. This analysis is crucial when creating a new business plan as it helps identify the key attributes that can contribute to the success of the business (strengths), areas that require improvement (weaknesses), external conditions that could be advantageous (opportunities), and external risks that could pose challenges (threats). Conducting a SWOT analysis is particularly beneficial for new businesses as it offers comprehensive insights that are essential for strategic planning and decision-making. By understanding these elements, a business can better position itself in competitive markets, capitalise on new opportunities, and develop strategies to mitigate potential risks, making it an invaluable tool in the development of a robust business plan (Phadermrod et al., 2019).
Travel to Wellness travel agency SWOT:
	Strengths
	Weaknesses

	· Personalised services - Tailored wellness programs that meet individual client needs offer a competitive edge over standard package tours.
· Expertise and Local Knowledge - Deep understanding of South Wales’s geography and culture, providing authentic and enriching experiences.
· Strategic Partnership - Collaborations with local businesses, wellness practitioners, and environmental organisations enhance the service offerings and sustainability.
· Online Business Model - Low overhead costs due to the home-based and online nature of the business, allowing for more flexibility in operations and pricing.

	· Limited Reach - Initially serving only local markets might limit potential revenue sources.
· Scale of Operations - Being a small operation might impact the ability to negotiate better rates with suppliers or handle large groups if demand increases.
· Dependence on Regional Weather - Outdoor activities, crucial to the wellness experience, are susceptible to disruptions from unpredictable Welsh weather.
· Transportation Challenges - Accessibility issues due to the rural and rugged terrain of South Wales could deter some potential clients.

	Opportunities
	Threats

	· Growing Market for Wellness Tourism - Increasing awareness about mental health and wellness, particularly post-pandemic, is expanding the market.
· Technological Advancements - Development of a bespoke app or enhanced online booking systems could streamline customer experiences and expand market reach.
· Expansion Possibilities - Potential to expand offerings to other parts of the UK or internationally as the brand grows.
· Corporate Wellness Programs - Partnering with corporations to offer wellness retreats as part of employee benefit programs could open new revenue streams.
	· Competition - Established wellness retreats and new entrants in the market could intensify the competition.
· Economic Downturns - Economic instability, such as the ongoing cost of living crisis, might reduce discretionary spending on travel and wellness.
· Regulatory Changes - Changes in tourism and business regulations could increase operational costs or alter business models.
· Health Crises - Future pandemics or health crises could again restrict travel and group activities, directly impacting business operations.



Short term focus is on establishing a strong presence in Wales and England, organising tailored wellbeing holidays that showcase the natural beauty and cultural richness of the region like Wales Costal Path, Brecon Beacons National Park, and more unique places in South Wales (South Wales, 2024). Long-term vision aims international expansion, with plans to curate holistic retreats abroad, particularly during autumn and winter seasons when individuals seek solace and rejuvenation. Travel to Wellness envision continuous growth and sustainability in this dynamic industry, leveraging strategic partnerships and innovative offerings to stay at the forefront of the wellness tourism market (Laoyan, 2024).
Mission and vision statements are foundational elements for any business, including a travel agency, as they succinctly define the organisation's purpose and long-term objectives. The mission statement describes what the agency does, whom it serves, and how it distinguishes itself from competitors. For a travel agency, this could encapsulate offering unique travel experiences, emphasising customer satisfaction, or focusing on niche markets like wellness tourism. Vision statement outlines the future aspirations of the business, aiming to inspire and motivate both the staff and the clientele by projecting a compelling picture of what the agency seeks to achieve in the long run, such as becoming a leader in sustainable tourism or the preferred choice for luxury travel (Mariotti & Glackin, 2015).
These statements are crucial as they guide the agency’s strategic planning, decision-making, and help in aligning the organisational activities towards a common goal. They serve as a public declaration of the agency’s values and commitments, helping to attract and retain customers who share similar values. Moreover, a clear mission and vision can enhance employee engagement by providing a sense of purpose and direction, fostering a positive workplace culture that drives productivity and innovation. For stakeholders and investors, these statements communicate the agency’s stability and growth potential, increasing confidence in the business. Overall, well-crafted mission and vision statements not only articulate the travel agency's core ambitions but also lay the groundwork for achieving them, ensuring that every step taken is aligned with the broader objectives of the organisation (Hinton, K.E.,2022).
At the core of this business is a commitment to providing exceptional customer service and a personalised approach that distinguishes us from traditional travel agencies. The understanding that everyone’s journey towards mental wellness is unique underscores the aim to facilitate meaningful experiences that resonate deeply with guests. Through a combination of empathy, creativity, and expertise, the goal is to redefine the concept of travel as a transformative and healing experience, empowering individuals to prioritise their mental health and embrace a more balanced lifestyle.
Market research
Building on the initial overview of South Wales’s growing wellness tourism sector, further details about specific retreats enhance the market research section of the business plan. South Wales offers an array of wellness retreats, each catering to diverse preferences, from holistic therapies to active outdoor adventures (The Ultimate Wellness Therapies and retreats in Wales, 2024).
Seren Retreat n Swansea, managed by Rex and Alaea Beynon, specialises in Polarity Therapy which integrates bodywork, counselling, and nutritional guidance, supplemented by yoga in a serene woodland setting near the Gower Peninsula (Seren Retreat, 2024).
Stables Wellbeing located near Carmarthenshire's Black Mountain, offers retreats that combine yoga and Pilates with more active pursuits like guided nature walks and paddleboarding, all designed to promote holistic well-being (Matilda et al., 2024).
Old Lan Farmhouse in Pembrokeshire provides a variety of retreats, ranging from fitness bootcamps to yoga and meditation weekends, catering to different interests and promoting a comprehensive wellness approach (Old lan farmhouse, 2024).
Additionally, South Wales Adventures Company enriches the wellness experience by offering a wide range of adventurous activities. From family-friendly canoe, kayak, and stand-up paddleboard hire on the tranquil waters of the Neath Canal to exhilarating, instructor-led activities, they provide an adventure for everyone. This broad spectrum of offerings aligns with the diverse needs of wellness tourists, positioning South Wales as a dynamic destination for those seeking both relaxation and adventure (South Wales Adventure Company, 2024).
In the tourism sector, a target market refers to a specific group of consumers a business aims to attract and serve. These consumers share similar characteristics, such as interests, demographics, or spending habits, which align with the travel offerings and experiences the business provides. For a travel agency, defining a target market is crucial because it allows the agency to tailor its marketing strategies and service offerings more effectively. By understanding the specific needs, preferences, and expectations of their target audience, travel agencies can design more appealing travel packages, optimise marketing efforts, and ultimately enhance customer satisfaction and loyalty. This focused approach not only helps in attracting the right customers but also in achieving better business outcomes through more efficient use of resources and higher conversion rates (Jang et al., 2004).
Our target market comprises individuals residing in Wales and England, particularly those living in big cities and urban areas. This demographic includes students, working professionals, and adults leading busy, fast-paced lives. These individuals often experience high levels of stress and seek respite from their hectic routines. By offering tailored wellbeing holidays that combine relaxation, outdoor activities, and therapeutic experiences, we aim to attract guests looking to escape the hustle and bustle of city life and prioritise their mental health (Kesebir & Kesebir, 2017).
The wellness tourism sector in the UK has demonstrated strong growth and resilience, particularly in response to the increased awareness of mental health and well-being. As of recent evaluations, the UK's wellness economy has grown significantly, reaching a market size of £23 billion. The sector is expected to continue expanding, with an 18% annual growth anticipated in spas and health retreats from 2022 to 2025 (Caroline @ Wellness Creative, 2024).
The wellness economy in the UK, ranked fifth globally, encompasses a variety of services, including spas, fitness centres, and wellness therapies. There has been a notable increase in mental health awareness, influencing both the products and services available in the wellness sector. The meditation and mindfulness sub-sector, for example, saw a significant growth of 34% from 2019 to 2020 (Global Wellness Institute, 2022).
Wellness tourism specifically caters to an increasing consumer demand for experiences that promote mental and overall well-being through physical, spiritual, and psychological health activities. This trend aligns with the growing preference among all age groups, particularly Millennials and Generation Z, for meaningful experiences over material wealth ( Fitzgerald, 2023).
This data highlights the strategic value of understanding current trends in the wellness tourism market, particularly for new businesses looking to enter the sector. The rising focus on mental health and the integration of wellness into everyday life present significant opportunities for growth. By leveraging insights into these trends, a new business can tailor its offerings to meet the evolving demands of consumers, positioning itself advantageously in a competitive market. This approach not only aligns with consumer preferences but also enhances the potential for success in the thriving UK wellness tourism industry.
While the wellness tourism sector in South Wales shows promise, it is not without its challenges. Factors such as unpredictable Welsh weather, the ongoing cost of living crisis, and transportation constraints may impact the success of our business (Evans, 2023). Additionally, competition from established wellness retreats and alternative holiday destinations poses a potential threat. However, by differentiating travel agency through personalised experiences, empathetic service, and strategic marketing, Travel to Wellness aim to carve out a niche in the market and attract discerning travellers seeking authentic, personalised, and transformative wellness experiences.
Skills, Experience, Service Benefits
The originator of this business plan embodies a deep-rooted passion for tourism and hospitality, cultivated through academic pursuits and firsthand experiences. Their studies in Travel and Tourism Management at the University of Wales Trinity Saint David have equipped them with a comprehensive understanding of industry dynamics, market trends, and consumer behaviour. By immersing themselves in coursework, internships, and extracurricular activities, they have gained invaluable insights into the complexities of the travel sector and the nuances of customer satisfaction.
Moreover, the author's personal journey includes participation in holistic retreats, where they witnessed the profound impact of wellness-focused experiences on individuals seeking respite from the stresses of modern life. These transformative encounters underscored the importance of nurturing the mind, body, and spirit through immersive travel experiences tailored to individual needs. Drawing inspiration from these experiences, the author is committed to creating a travel agency that goes beyond mere itinerary planning to curate soul-enriching journeys that foster personal growth and rejuvenation (Teece, 2000).
In addition to their academic and experiential background, the author's involvement in university events and conferences as part of the hospitality team has honed their organisational skills, attention to detail, and ability to deliver exceptional customer service. Whether coordinating logistics for large-scale events or attending to the needs of individual guests, they have demonstrated a commitment to excellence and a genuine desire to create memorable experiences.
Furthermore, the author's firsthand exploration of South Wales’s natural beauty spots along the Welsh Coastal Path and Brecon Beacons National Park has provided invaluable insight into the region's potential as a wellness tourism destination. Immersed in the tranquillity of these stunning landscapes, they have experienced firsthand the restorative power of nature and the profound sense of serenity it imparts. This firsthand knowledge not only informs the design of wellness retreats but also underscores the authenticity and feasibility of the venture.
At the heart of this travel agency lies a commitment to empathy, understanding, and personalised care. Recognising the struggles of individuals navigating the pressures of modern life, the author seeks to create a sanctuary where guests can disconnect from the chaos of everyday life and reconnect with themselves in a nurturing environment. By offering tailored experiences that address the unique needs and preferences of each client, Travel to Wellness aims to transcend the traditional boundaries of travel and become a trusted partner in the journey towards holistic wellbeing (Baron & Markman, 2003).
Business Set Up and Location
Setting up Travel to Wellness as an online travel agency operating from a home office provides a blend of significant advantages tempered by some challenges, all of which are vital for shaping a strategic business approach. The primary advantage lies in the substantial reduction of overhead costs. Without the need for physical office space, the business can allocate more resources towards enhancing service quality and developing a strong online presence, including a user-friendly website and potentially a mobile application. This cost-effective model allows the business to potentially enjoy higher profit margins by eliminating go-betweens and reducing day-to-day operational costs typically associated with physical stores (Nolan, 2022).
Furthermore, operating online offers unprecedented flexibility and global reach, allowing the agency to market and cater to clients not just locally but from all over the world. This is particularly beneficial in the niche market of wellness tourism, where the target demographic can be specific and scattered across different regions. The ability to operate from anywhere also supports a dynamic work environment, crucial in today's fast-evolving travel industry, and provides a better balance for business owners between personal and professional life (Liang, 2023).
On the other side, the challenges of an online-only business model are noteworthy. The internet's vastness brings about intense competition, making it crucial for Travel to Wellness to carve out a distinct space through effective marketing strategies and a strong value proposition that differentiates it from others. Additionally, the lack of a physical presence may limit direct customer interaction, which can impede the building of deep customer relationships—an important aspect for businesses, particularly in the service industry where trust and personal connection are key. Technical reliability is another critical factor; dependency on digital systems means that any downtime can directly impact business operations and customer satisfaction. Ensuring robust IT support and infrastructure is therefore essential to address and mitigate these risks, ensuring that the business can operate smoothly and maintain its reputation (Rabindranath, 2021).
The choice of South Wales as the location for Travel to Wellness is strategic. The founder's existing knowledge of and residence in the area provide unique insights into the most serene and suitable spots for wellness tourism, offering an authentic experience to clients. South Wales’s natural beauty makes it an ideal setting for wellness retreats, but it also presents logistical challenges. The region's transportation limitations, including narrow roads not suitable for large buses, necessitate the use of minibuses, supporting only small groups at a time. This is not a drawback but rather aligns with our business model of providing personalised, niche tourism experiences rather than mass tourism.
Operating from South Wales also offers cost-effectiveness in terms of business operations and proximity to target markets within the UK. The region's appeal as a tourist destination, coupled with its growing reputation for wellness and holistic experiences, positions Travel to Wellness advantageously in the niche market. By focusing on exclusive, high-quality experiences rather than volume, the travel agency aims to attract discerning clients looking for a transformative journey (Kimelberg & Williams, 2013).
This setup ensures that while Travel to Wellness capitalises on the founder's local expertise and the intrinsic value of South Wales as a wellness destination, it also mitigates the typical startup challenges through strategic partnerships and a lean operational model.
Finances
The financial plan for Travel to Wellness is designed to establish a solid foundation for the agency while enabling gradual growth. Initial startup costs are projected to include expenses for website development, legal fees, marketing, and initial staffing, alongside the acquisition of necessary technology and office equipment for a home-based setup. Operating expenses will consist of marketing, continuous website and app maintenance, employee salaries, and transportation costs, such as leasing or purchasing minibus for the tours.
To fund these expenses, potential sources of funding will be explored. Personal savings will be the primary initial funding source, providing the advantage of retaining full control over business decisions without the need to manage investor expectations. However, this approach may limit the available capital, potentially slowing the pace of business expansion. As such, additional funding will be sought through angel investors and wellness-focused venture capital. These investors can offer not just capital but valuable industry connections and expertise. Grants and small business loans will also be considered, providing a non-dilutive funding source, although these often come with strict eligibility and usage requirements (Cook, 2022).
A key part of financial strategy is to start small—focusing initially on local clients and well-designed packages—and to expand as the brand gains recognition and operational experience. This approach mitigates financial risk while allowing the business model to adapt based on early customer feedback and market dynamics. The financial strategy for the establishment of Travel to Wellness focuses on securing a budget that ranges between £3,000 to £8,000. This capital will be sourced through a combination of personal savings, contributions from external investors, and potentially loans. This strategic financial planning is vital to cover all startup expenses and to provide a financial runway to support operating costs during the agency's first year of operation (Horne, 2024).
This funding is pivotal for several key areas. Primarily, it will facilitate the delivery of premium customer experiences, which are crucial for the agency's success in the competitive travel market. A sizeable portion of the budget will also be directed towards dynamic marketing campaigns. These campaigns are designed to establish a strong brand presence and effectively target and attract customers from specific demographics that align with the agency's offerings.
To enhance cost-effectiveness, Travel to Wellness plans to adopt a lean operational model, particularly in its initial stages. This involves employing a minimal number of staff and engaging a broad range of stakeholders. An innovative approach involves collaborating with educational institutions to provide placement opportunities for students and volunteering opportunities. These placements not only help reduce payroll costs but also cultivate a skilled workforce familiar with the agency’s operational culture, potentially providing a pool of competent future employees (Business Operations Models, 2015).
The budget accounts for essential operational expenditures that are critical to the business's online presence and customer engagement strategies. This includes ongoing costs such as website maintenance, which ensures seamless customer interactions, and initiative-taking social media marketing, crucial for building connections and engagement with potential clients. Additionally, a portion of the funds will be allocated for business essentials like insurance, safeguarding the agency against potential liabilities and risks and legal support (Starting up and Business Planning, 2024).
This financial plan and fundraising strategy are structured to support the sustainable development of Travel to Wellness, ensuring it has the resources to grow and adapt to market needs while maintaining a focused, quality-oriented service offering.
Marketing strategy
In the last section of the Travel to Wellness travel agency business plan, the marketing strategy is crafted using the 4Ps of marketing—Product, Price, Place, and Promotion. This framework will guide the approach to effectively reach and engage the target audience, consisting of individuals in large cities within Wales and England who are employed in demanding roles and lead busy lives (Kotler et al., 2010).
Travel to Wellness offers a distinct product in the form of bespoke wellness holidays tailored to the mental and physical rejuvenation of its clients. The holidays incorporate therapeutic activities such as yoga, meditation, guided hikes, and nutritional workshops, all set in the tranquil landscapes of South Wales. The service is differentiated by its emphasis on personalisation and mental health, creating a niche in the wellness tourism market.
The pricing strategy for Travel to Wellness will be based on a value-based pricing model, which involves setting prices primarily on the perceived value to the customer rather than solely on cost. This approach is supported by economic theory which suggests that prices tied to customer satisfaction and perceived value can lead to higher engagement and loyalty. The agency will offer tiered pricing options to cater to different budget levels, with all packages providing exceptional value in terms of service quality and personalised experiences (Hooley et al., 2020).
The primary sales channel for Travel to Wellness will be its online platform, which includes an interactive website and potential mobile application. These digital tools will ensure accessibility for a geographically dispersed customer base. The online presence will be complemented by targeted partnerships with local businesses and wellness centres in South Wales, enhancing local integration and support. To effectively reach the target audience, a multi-channel marketing approach will be employed. Digital marketing will be paramount, including SEO-optimised content, pay-per-click advertising, and social media campaigns targeting professionals in urban areas. Content marketing will be used to educate potential clients on the benefits of wellness travel, with testimonials and case studies highlighting the transformative experiences of past guests. Traditional marketing channels such as partnerships with corporate entities in big cities may also be explored to offer corporate wellness retreat packages (Hujić & Salihić, 2020).
Compared to its primary competitor, Stables Wellbeing, Travel to Wellness will position itself as more than just a retreat; it will be a comprehensive wellness journey that starts from the moment a client engages with the brand. Unlike Stables Wellbeing, which may offer more standardised packages, Travel to Wellness will focus on a high degree of customisation and personal interaction, ensuring each client's needs and wellness goals are thoroughly met. 
The marketing efforts are directly aligned with the overall business objectives of establishing a strong market presence, building a brand recognised for quality and personalised service, and achieving sustainable growth. Effective marketing will not only attract clients but also build long-term relationships, encouraging repeat business and referrals which are crucial for the business’s expansion. A robust marketing strategy will significantly contribute to the growth of Travel to Wellness by increasing visibility, enhancing brand reputation, and driving bookings. By leveraging targeted promotions and personalised marketing tactics, the agency will effectively engage with its core demographic, leading to higher conversion rates and a successful business venture (Bowen & Ozuem, 2016).
In the digital era, the website serves as the cornerstone of any online business model, including Travel to Wellness. Currently, the agency has developed a prototype website using a free version of a popular website builder like WordPress. This trial website, set up without a dedicated domain, offers a glimpse into the potential digital interface but comes with limitations due to the unpaid version of the platform. The design and functionality are currently restricted, impacting the site’s ability to fully engage potential clients (Hernández et al., 2009).
The importance of a professional, well-functioning website for an online travel agency cannot be overstated. As the primary touchpoint for customers, the website not only facilitates the booking and management of wellness retreats but also serves as the first impression of the brand. A sophisticated, user-friendly website enhances customer experience, supports robust digital marketing strategies, and builds the agency's credibility. In future developments, securing a custom domain and upgrading to a paid website plan will be crucial. These enhancements will allow for more advanced features, better design options, and improved SEO capabilities, which are vital for increasing visibility and driving conversions (Fisher et al., 2007). Investing in the website's development will enable Travel to Wellness to offer a more personalised and seamless service, essential for attracting and retaining discerning clients in the competitive wellness tourism market (Beaird et al., 2020).
This comprehensive marketing strategy ensures that Travel to Wellness is ideally positioned to make a significant impact in the competitive wellness tourism market, by providing unique, high-quality retreat experiences specifically designed to nurture the mental health of modern professionals. These retreats offer a mindful escape from the hectic pace of daily life, addressing the increasing prevalence of burnout and promoting a balanced lifestyle that prioritises well-being. 
Website Link
TravelToWellness (wordpress.com)











Conclusion
The investigation into the feasibility of establishing a travel agency specialising in wellness holidays in Wales concludes that there is significant potential for success in this niche market. The growing global emphasis on mental health and well-being, compounded by the therapeutic benefits of nature, presents a unique opportunity for a travel agency that can offer personalised, nature-based wellness experiences. The proposed agency, "Travel to Wellness," aims to cater to individuals seeking respite from urban lifestyles through tailored travel packages that include activities like yoga, meditation, guided nature walks, and therapeutic sessions.

Key findings from the market analysis indicate a strong demand for wellness tourism, especially post-pandemic, as individuals increasingly prioritise mental health and holistic well-being. South Wales, with its natural beauty and tranquil landscapes, offers an ideal setting for such retreats. The business plan for "Travel to Wellness" outlines a strategic approach to leveraging local resources, expert knowledge, and strategic partnerships to offer unique wellness experiences. The marketing strategy focuses on digital outreach and collaboration with local businesses to tap into the target market effectively.

However, challenges such as unpredictable weather, transportation logistics in rural areas, and competition from established wellness retreats must be strategically managed. The business's success will depend on its ability to differentiate itself through personalized services and exceptional customer experiences.

In conclusion, "Travel to Wellness" is poised to capitalise on the therapeutic travel trend by offering bespoke wellness holidays that not only cater to the growing market for mental health tourism but also contribute to the regional economy and the global wellness industry. The project's focus on strategic planning, market research, and a comprehensive understanding of consumer needs positions it well for successful implementation and sustainability in the evolving tourism landscape.
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Appendix 1 
APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Anna Barbara Szulc

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	University of Wales Trinity Saint David


	4
	Campus:
	UWTSD SA1 Waterfront Campus, IQ Building


	5
	E-mail address:
	anna93szulc@gmail.com

	6
	Contact Telephone Number:
	
(+44) 07951321338

	
	For students:

	7
	Student Number:
	2012046

	8
	Programme of Study:
	BA International Travel and Tourism Management

	9
	Director of Studies/Supervisor:
	Jacqui Jones






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☒
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☐	



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3	Comment by Nik Whitehead: Add any appropriate codes of practice for your discipline or applicable legal codes (e.g. data protection legislation if your research is undertaken outside of the UK).
	
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Travel and Therapy business plan.

	2
	Proposed start date:
	October 2023
	Proposed end date:
	May 2024

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

To develop the ability of student to engage critically and innovatively with theory and/or practice relevant to their studied subject areas in order to produce a discipline specific in depth project. 




	4
	Research Question


	5
	Aims of Research Activity

Investigating public view about travel as therapy in depth to produce 10,000 word Independent Project. 




	6
	Objectives of Research Activity
This project portfolio will include:
1. Proposal and Ethics Approval (2,000 words)
2. Business Plan (4,000 words)
3. Literature review (2,500 words)
4. Professional output – website (1,000 words)



	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This research activity will conclude secondary research activities. Researcher will only rely on pre-excising data. There are many disadvantages of performing primary research Primary research can be particularly challenging due to its time-consuming nature, logistical complexities, and susceptibility to external factors. Gathering and analysing primary data demands significant time and effort, involving tasks such as study design, participant recruitment, and data collection. Logistical challenges, such as coordinating large-scale studies or managing diverse research sites, can further complicate the process and impact the quality of data collected. Moreover, primary research outcomes are often susceptible to external factors beyond researchers' control, such as unexpected events, environmental influences, or participant variability, which can introduce uncertainties and affect the reliability of study findings. Collected data will enable researcher to focus on specific scope of the research topic and answer the research questions and accomplish the research objectives (Wanasinghe, 2020)

This research will use mixed research methods, combining both qualitative and quantitative research approaches within single study to gain better understanding of research questions. This hybrid approach allows researcher to capitalize on the strengths of both methods, providing a perspective that goes beyond approach individually. Quantitative methods offer statistical analysis and numerical data to identify patterns and relationships, while qualitative methods focus on the underlying meaning and contexts through interviews, observation, and content analysis. By integrating these approaches, researcher can triangulate findings, enhancing the validity of the results, making mixed methods particularly useful for complex research inquiries that benefit form a multifaceted examination. (Almalki, 2016)

Almalki, S. (2016). Integrating Quantitative and Qualitative Data in Mixed Methods Research--Challenges and Benefits. Journal of education and learning, 5(3), 288-296.
Wanasinghe, W.S., 2020. Identification of Issues Encountered by Students in Completing Their Research Dissertations for the Master of Education Degree Programme. Open Journal of Social Sciences, 8(12), pp.36-44.



	

	Location of research activity
Identify all locations where research activity will take place.

	8
	


	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	N/A




	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 	Comment by Nik Whitehead: Interviews with participants do not count as documentation not in the public domain.

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?	Comment by Nik Whitehead: It is perfectly okay for research not to relate to any of the seven aims. Some research does, some research doesn't. 
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☒
	☐

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?	Comment by Nik Whitehead: NB: Any audio/video recordings of interviews with participants are classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section J,
	☐
	☒

	6
	Use of computer-generated log files?	Comment by Nik Whitehead: NB: IP addresses and usernames are classified as Personal Data under GDPR/DPA2018. If you intend to use log files that capture these then note this in section J,
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?	Comment by Nik Whitehead: This does not include travel relating to the research.
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☒

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	N/A

	11
	Who will the participants be?

	N/A


	12
	How will you identify the participants?
	N/A





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☒

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☒

	15
	Will you obtain written consent for participation?
	☐
	☐
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☒

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☒

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☒

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☒

	22
	If NO to any of above questions, please give an explanation 

	
	Obtaining written consent – all data will be collected through online questionnaire. Participants will be informed that by entering and completing the questionnaire they voluntarily take the part in this research and give informed and full consent before entering the questionnaire. 
Debriefing participants at the end of the questionnaire they participated in – participation in this research will be anonymous. No personal or contact information will be collected during research. Participants will be offered to contact the researcher if they will be interested in receiving information about the research findings.




	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☒

	28
	If YES to any question, please provide full details 

	
	



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
There is very low risk that participants could be identified or negatively affected emotionally or physically.


	How you will mitigate the risk to participants:

No personal information will be requested.




	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
N/A

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	N/A

	How you will mitigate the risk to the investigator:
N/A


	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Not approved or not concluded ethically research could be a risk to the reputation of the university.


	How you will mitigate the risk to the University:

The research will be fully supervised to ensure it is ethical. Non not approved by university research activities will be taken.


	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
N/A
	How you will mitigate the risk to environment:
N/A



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	N/A

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Participants will be informed about the aims and purpose of the research at the beginning of the online questionnaire. Participants will be informed that collected data will be confidential and used only for academic researcher purposes. The information page at the begging of the questionnaire will also explain that there is no obligation to participants to answer any of the questions they feel uncomfortable with and that they can withdraw from taking the questionnaire at any point. Participants will be informed that taking part in the research is anonymous. The information page will contain note that taking the part in questionnaire is voluntarily. 


	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Collected date will include only small amount of personal information. Names, email addresses, contact numbers, places of living, occupation. Participants will be asked about the age group they are in which gives very low risk to identify participants based on that information. Participants will be referred to in the research as a group that have some similarities, for example, age group, occupation, type of travellers. If participant answer will be mentioned in the research outside of the group, they will be referred as ‘Participant 1,2’ etc.




SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	




	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
All data will be kept in password protected cloud storage on the University Office 365 system which will not be shared. Audio/visual data will be transcribed and would be shown to participants to check accuracy of reporting. Any USB stick used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in password protected folder.



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?	Comment by Nik Whitehead: If you are collecting data outside of the UK then you should tick YES.
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	

	22
	List all who will have access to the data generated by the research activity:

	
	Researcher
Research supervisor
Exam board


	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Researcher


	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	

All data will be encrypted and kept in password protected cloud storage on the University Office 365/SharePoint system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 



	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Anna Szulc
	Date: 12/11/2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☐
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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