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1. EXECUTIVE SUMMARY
CultureStay would be an authentic cultural experience, local connection, personalised affordable and sustainable. It would offer a unique accommodation experience for foreign tourists, pairing them with local hosts who share authentic cultural experiences. In terms of developing marketing plan for Cultural Stay, the company will use the competitive pricing strategy for maintaining affordability to the consumers so that the company can become appealing to the consumers. The company can also use social media marketing so that they can be reached to a wide number of consumers. Based on the market research, it can be observed that people, 25-54 will be the main target segment of the business. On the other hand, the UK hospitality and tourism marketing has been growing in a significant manner. In the first year of operating the company it is expected that the company would generate £35,900 in profits. The total income for the company would £290,000, which includes sales as well as funding from investors, ownership funding and grants. The total expenditure for the same year is expected to be £254,100. 

2. THE BUSINESS IDEA
[bookmark: _Toc181882607]2.1 The Product/Service 
Company Name: CultureStay
Location: Global (Targeting major tourism destinations)
Industry: Hospitality & Tourism
CultureStay would offer a unique accommodation experience for foreign tourists, pairing them with local hosts who share authentic cultural experiences. Travellers stay in the residences of local hosts, experiencing daily life, traditions, culinary skills, and other cultural elements firsthand. This service caters to travellers desiring more than just a place to stay and who want to deeply connect with the culture and lifestyle of their destination. The new business would do this differently from others by connecting tourists with local hosts in a way that promotes cultural immersion. Henceforth, it provided accommodation along with guided cultural experiences such as cooking lessons, language lessons and local art workshops. The business aims at travellers who prioritise immersive and authentic experiences over traditional hotel stays.
The features and benefits of the proposed business would be an authentic cultural experience, local connection, personalised affordable and sustainable. The reason is that it supports local communities by offering them to earn income while sharing their culture. Henceforth, CultureStay offers a personalised, authentic travel experience that fosters deep cultural interaction, creating unforgettable memories for tourists and providing locals with economic prospects while fostering sustainable tourism approaches.  
[image: ]
Figure 1: Value proposition map
(Source: Created by the learner)
[bookmark: _io1o9d17v3z3][bookmark: _Toc181882608]2.2 SWOT Analysis Summary
Through the SWOT analysis that has been provided opportunities and threats have been identified [Refer to Appendix 1]. Increasing traveller interest in authentic and immersive experiences presents a major growth opportunity. Moreover, collaborations with cultural institutions, tourism boards and travel agencies could expand the reach. One more opportunity that has been identified is establishing online platforms to facilitate bookings, reviews and host training which would streamline operations and reach a wider audience. The threats that the company faces are increased competition, political and economic instability and culturally sensitive risks. To maximise the potential and reduce risk the business would implement a rigorous vetting process for hosts to ensure high-quality and authentic experiences. Additionally, partnerships would be developed with tourism organisations to increase credibility and finally personalise digital marketing and tailored experience to differentiate itself from the competitors.



3. THE TEAM

[bookmark: _Toc181883497]3.1 Key Personnel
	Name and Company Position: Member 1 at Finance and Marketing position 
Skills and Experience: Financial planning, data analysis, digital marketing and branding. Have led a university project on promoting local tourism.  
Role and Responsibilities: Develop social media content that highlights authentic cultural experiences offered by hosts. They also engage with local communities to identify and onboard hosts, crafting marketing materials that resonate with travellers seeking cultural immersion. Creating a sustainable financial model that supports both the platform and the host communities.

	

	


Table 1: Key personal 1
(Source: Created by the learner)
	Name and Company Position: Member 2 at Operations and Host Relations position
Skills and Experience: Communications, operations, conflict management and collaboration skills. Have worked as a part-time host in an IT firm.
Role and Responsibilities: Supporting the operational side of Cultural Exchange Stays by aiding the host onboarding, tracking accommodation logistics and ensuring that each stay meets the quality standards that the company sets. 

	

	


Table 2: Key personal 2
(Source: Created by the learner)
	Name and Company Position: Member 3 at Customer Experience and Support position
Skills and Experience: Communication, conflict management and customer engagement skills. Have worked part-time in customer rapport roles within retail companies. 
Role and Responsibilities: Responsible for managing customer inquiries, providing support to both travellers and hosts and ensuring a positive, seamless experience for all users. Along with gathering feedback from the customers. 

	

	


Table 3: Key personal 3
(Source: Created by the learner)

3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
· The technological expert will fill the skill gap of using technical analysis regarding the demands of the consumers in the market. 
· Website manager with the responsibility of managing the online booking through the website. This expert will mitigate the skill gap of disruption and confusion of the online bookings. 

3.2.2 Training and Development:
· Technological training will be provided by techUK in terms of developing technological knowledge among the employees (Techuk, 2024). With the help of this training, the knowledge gap of handling modern technologies such as analytics, AI within the operations can be reduced. 

3.2.3 Outsourced Support / Key Partners:

· Social media analytics will be outsourced so that the trends in social media can be understood. 
· In terms of ensuring privacy and security of the system, the company will make partnership with Darktrace for assuring cybersecurity specialist service (Darktrace, 2024). 


4. MARKET RESEARCH
[bookmark: _Toc181880897]4.1Market Information, Trends and External Factors
In the case of the market, it can be said that it will be operating in the hospitality and tourism industry. In the hospitality and tourism market in the UK, it can be observed that it is observing a 2.48% CAGR, and the volume is expected to reach 46.68 billion by the end of 2029 (Statista, 2024). The UK is the second largest market for cultural tourism in Europe (Cbi, 2021). One of the important trends that can be observed is that the occupancy rate in the country has been increasing in a significant manner. Apart from that another trend that can be observed is that the UK hospitality sector has been observing increased investment in the sector (Mordorintelligence, 2024). This is important for the business as it will help the business to have customers and at the same time, it will help them to get investment.
Barringer and Ireland (2018), mention that companies need to be aware of their external environment. Based on the PEST analysis [See appendix B], it can be observed that the political and economic factors will have more impact on the business than social and technological factors. The reason for this is that the UK government easing the visa process will result in an increase in the influx of tourists. The company will grab this opportunity by making people aware of the business through aggressive marketing. On the other hand, the economic factor highlights that the GDP growth rate in the UK is slow. In order to manage the factor, the business will optimize its cost in an effective manner. 
[bookmark: _Toc181880898]4.2 Customer Profiles
It can be observed that there are people from three main age groups that visit the UK. This includes people aged 25-34, people aged 35-44, and people aged 45-54 (Statista, 2023). These are the age groups that will be targeted by the business. Based on the report of Statista (2023), it can be observed that the USA, France, and the Republic of Ireland are the main markets from where people visit the UK. This is the reason, people from this nation will be targeted. Three consumers 
Consumer Profile 1: [Refer to Appendix D]
Consumer Profile 2: [Refer to Appendix E]
Consumer Profile 3: [Refer to Appendix F]
[bookmark: _Toc181880899]4.3 Competitor Profiles
Profile of Competitor 1
	Name of the competitor
	Strength 
	Weakness
	Difference from the company 
	How the company will be competing with them
	USP in comparison 
	Competitive advantage 

	Airbnb
	It has strong financial capability and it has brand image (Negi and Tripathi, 2023).
	The company is criticized for lack of transparency
	It also books  flight tickets
	The price of the company will be low
	It will help the customers to stay with people from the host culture
	The price and quality of the business will be higher than Airbnb


Table 4: Profile of Competitor 1
(Source: Self-created)
Profile of Competitor 2
	Name of the competitor
	Strength 
	Weakness
	Difference from the company 
	How the company will be competing with them
	USP in comparison 
	Competitive advantage 

	Tripadvisor
	It has the most influential travel community(Likibu, 2024).
	The features of Tripadvisor are limited
	It allows consumers to share their opinion
	The quality of service will be higher than Tripadvisor 
	It will give the opportunity to integrate with a local culture in a better manner 
	The quality of the services will be higher. 


Table 5: Profile of Competitor 2
(Source: Self-created)
Profile of Competitor 3

	Name of the competitor
	Strength 
	Weakness
	Difference from the company 
	How the company will be competing with them
	USP in comparison 
	Competitive advantage 

	[bookmark: _p84dmy3rc06i]One Fine Stay

	The company helps customers to get a precise experience 
	The homestays are expensive (Likibu, 2024).
	It offers a luxury experience. 
	The price point of the business will be low.
	It will help the customers to get exclusive customer experience. 
	The offers of the business will be affordable


Table 6: Profile of Competitor 3
(Source: Self-created)


5. MARKETING PLAN

5.1Price
In terms of determining the price of the accommodation service, a competitive pricing strategy will be considered. Therefore this strategy can enhance the attractiveness of the services to the consumers as the point of affordability can be met (Gupta et al., 2021). The price of the service will be at the cheaper side as compared to the competitors. Elegant Resorts is one of the hotels in the UK which is providing cultural experience to the consumers by providing accommodation at higher rates (Elegantresorts, 2024). Therefore the affordable rate of rooms of Culture Stay can be appealing to the consumers. Additionally the company will also ensure high quality of service at an affordable price. 



5.2Product
Cultural Stay will provide housing accommodation to the consumers with the opportunity of staying with the local people. The USP of the service will be the provision of local food, cuisine, understanding the tradition followed by the local people so that a holistic experience regarding local culture can be developed. This can attract the consumers and the overall brand image of the company can be enhanced. 


5.3Placement
In terms of providing accommodation service to the foreign tourist, the authority of the company will provide opportunity to the consumers of prior booking through the online website of the company. In this manner, the consumers can be benefitted and any kind of waiting cases can be reduced. 


5.4Promotion
In terms of promoting the service of the company the company will use both traditional and social media. In terms of using social media, the company will consider to publish attractive content and publish them in Facebook, Instagram so that the level of awareness regarding the cultural accommodation service can be enhanced. Around 5.22 billion people worldwide are using social media in their daily lives (Statista, 2024). Thus with the help of social media the company can be able to enhance awareness among a wide range of people. In addition to that, in the company website, the authority will keep a section regarding taking the feedback of the consumers so that the consumers can feel valued. Moreover, the company will also provide discounts for the service so that the loyalty of the consumers can be enhanced. 



6.  KEY RESOURCES
[bookmark: _Toc181883509]6.1 Premises
Physical spaces would be focused on administrative, logistical coordination and customer support rather than traditional offices or storefronts. Concerning administrative office, small office space would be rented for the core team to handle host recruitment, customer service, marketing and business operations. An ideal location for the administrative office would be in London which has good transportation connections. The rent for having a small office around 500 square feet in London’s central business districts would be approximately £15,000 annually (Isitt, 2024).     
[bookmark: _mlnanjrobvee][bookmark: _Toc181883510]6.2 Equipment
Website and Booking Platform which could be developed or outsourced to technology providers like WordPress or Shopify. Making an expected-level website in the UK would cost the company around £10,000 – £15,000 (Sarvaiya, 2024). CRM software which is essential for maintaining customer relationships, sending out booking confirmations, marketing and follow-ups. The use of HubSpot and Salesforce would cost the company around £25 and £40 per user per month (Jaramillo, 2023). Office equipment such as desks, chairs, computers, printers, and other office supplies for the administrative team. A budget of around £3,000 to £5,000 for basic office setup might be needed. Henceforth, the potential suppliers for the company would be companies such as Staples or IKEA for office equipment and technology development companies such as Toptal and Intellectsoft.    
[bookmark: _jnyvi08r1fa9][bookmark: _Toc181883511]6.3 Key Suppliers
For the company, the key suppliers would be cultural hosts as local UK hosts are essential in providing cultural experiences. These hosts would be independent providers, cultural facilitators or local guides. Accommodation partners are also one of the key suppliers which would be commission based with the company would earn around 10-20% of the accommodation costs. Cultural experience providers are one more key supplier as they could be the ones that would ensure quality and authenticity. These suppliers would be local artisans, cultural centres or chefs. Overall, the costs that are expected to be associated with key suppliers is £5,000. 

7. FINANCES AND START-UP SUPPORT
Total Expenditure: [Refer to Appendix G]
Total Income: [Refer to Appendix H]
Profit and Loss: [Refer to Appendix I]
[bookmark: _61yi71twsvd9][bookmark: _Toc181883513]7.1 Financial Summary
For the first year, it is expected sales A which is the primary products or services such as accommodation and immersive cultural experience for tourists it is expected that £100,000 would be earned. Furthermore, from supplementary services such as cultural workshops, unique experiences and tours the company is expected to earn £50,000. The income from partnerships and affiliate marketing such as collaboration with local businesses and advertising opportunities the company is expected to earn £30,000. To run the business, the founder would introduce £40,000 and additional funding would be raised of £20,000 possibly through grants or investors. £50,000 loans would be borrowed in the first year of setting up the business. 
In terms of expenditure, it can be observed that the business bill rent office space in London for the first year which would cost £15,000. Moreover, salaries for the core team would be £150,000. The capital expenditure which covers the cost of setting up a business including furniture, technology and IT development would cost £25,000 and £5,000 would be spent for training and development of the employees. Henceforth, in the first year, the financial summary reflects the significant initial costs associated with beginning a business in the tourism industry, specifically one that offers cultural exchange stays. The funding from personal investment and grants will help to offset these costs, with additional revenue expected to come from accommodation bookings, supplementary services, and partnerships with local businesses. Overall, in the first year of operations that new business is expected to be profitable as it would have £35,900 in profits.




APPENDICES
Appendix A – SWOT Analysis

	Strengths
· Unique Offering
· The business leverages local hosts who provide expert insight into the culture.
· Sustainability Focus
	Weakness 
· Dependence on Host Availability
· Maintaining consistent service and cultural experiences across diverse locations and hosts could be challenging.
· Expanding the service globally could be slow as the company needs to ensure quality. 

	Opportunities 
· Growing Demand for Authentic Travel
· Partnerships with Local Organisations
· Expanding via online platforms to facilitate bookings, reviews and host training
	Threats 
The rise of alternative accommodation options like Airbnb.
Travel restrictions, political unrest or economic downturns.
Cultural Sensitivity Risks




Appendix B – PEST Analysis

Political: In terms of political conditions, it can be observed that the United Kingdom has been easing its visa process. People from Canada, Europe, and America will not require a visa. Rather they will require an electronic travel authorisation (Visasnews. 2024). It will have a positive impact on the business as it will help them to have more tourists in their business. It can be said that the organization will be required to make sure that they are able to do aggressive marketing to attract foreign tourists.  
Economical: The GDP growth rate in the UK has been slow. In 2023, the country went into recession. This will be able to make a negative impact on the business (BBC, 2024). One of the main reasons for this is the purchasing power of the consumers will be low. It will be necessary for the business to make sure that they are able to optimise their cost of operations so that they are able to handle the critical economic condition in the county in an effective manner. 
Social: 29.1% of the people in the UK are under 25 and 20.2% of the people are aged 25 to 39 (Gov, 2023). It will be able to make a positive impact on the business. One of the main reasons for this is that it will be able to help the company to get access to who will help in the operations of the business.
Technological: The UK is ranked 5th in the world innovation index (WIPO, 2024). This is a good element for the business as the company will be able to get access to advanced technologies that will help increase its operational efficiency. One of the benefits of the elements is that it will help the business to make necessary developments in their overall technological infrastructure that will be able to help them to optimize their operations and at the same time they will be able to attract a larger set of customers in their business. 


Appendix C – Copy of Pitch SupportingMaterial

1. Introduction 
In the modern era of business, the new businesses are developed in terms of reducing the gaps in the market as per the demand of the consumers. Within the hospitality industry, the new business will be developed for providing cultural accommodation for the foreign consumers so that they can be able to gain a holistic cultural experience regarding the local tradition and cuisine. The discussion of this study includes the analysis of the market in terms of understanding the opportunity in the market and the demand of the consumers along with the development of the marketing plan for enhancing the awareness regarding the service of the company. The final part of this study includes financial analysis by which the overall profit of the company can be ensured. 









2. Business Idea

Page 1. Business Idea
CultureStay: The Ultimate Cultural Immersion Experience

We aim for:
Unforgettable Experience: Offering immersive cultural stays that create lifelong memories and meaningful connections with local traditions and people.
Authenticity: Providing genuine and personalized cultural interactions through local hosts, ensuring a true reflection of the destination's lifestyle and heritage.
Affordability: Competitive pricing that makes unique and enriching travel experiences accessible to a wide range of travellers.
Sustainability: Promoting eco-friendly practices and empowering local communities by generating income through cultural tourism.
Personalization: Tailored experiences to suit diverse interests, from cooking classes and artisan workshops to language lessons and historical tours.

Page 2. How It Works:
CultureStay is a hospitality platform that aims to connect tourists with local hosts for an authentic, immersive cultural experience. It’s not just about staying somewhere; it’s about truly living the local life.
1. Tourists book their stay through CultureStay’s online platform.
2. They are matched with local hosts who offer accommodations and cultural experiences like cooking lessons, language tutoring, or artisan workshops.
3. Hosts earn income while sharing their traditions, fostering community-driven tourism.


Page 3. Why London?
Cultural Diversity: London is one of the most multicultural cities in the world, with over 300 languages spoken and a wide array of ethnic communities. This provides a rich tapestry of cultural experiences for tourists, making it ideal for CultureStay's immersive offerings.
High Tourist Footfall: London is a global tourist hotspot, attracting over 40 million international visitors annually. Its iconic landmarks, history, and vibrant neighborhoods ensure a steady demand for unique and enriching accommodation options.
Dynamic Demographics: The city's population is diverse in age, occupation, and interests. It includes young professionals, families, and retirees, all of whom could either serve as hosts or fall into CultureStay’s target audience for immersive cultural tourism.
Strong Transportation Network: London’s excellent public transport system, including the Underground, buses, and trains, ensures easy access to neighborhoods, making it feasible for tourists to explore local areas and for hosts to be widely distributed.
Growing Demand for Cultural Tourism: As the second-largest market for cultural tourism in Europe, the UK—and specifically London—is seeing increasing demand for authentic and personalized travel experiences, perfectly aligning with CultureStay’s mission

Page 4. Competitors
The main competitors for CultureStay in the hospitality and cultural tourism industry and what differentiate us from them.
1. Airbnb: 
· While Airbnb primarily focuses on accommodation, CultureStay offers deeply immersive cultural experiences through local hosts.
2. TripAdvisor:
· combines accommodation with authentic cultural interactions, unlike TripAdvisor, which primarily provides reviews and general travel planning tools.
3. OneFineStay:
·  offers affordability with unique cultural immersion, targeting a wider range of travelers.
4. Elegant Resorts (UK):
· Competitive pricing and a focus on fostering genuine connections between tourists and local hosts.

CultureStay is more than a business—it’s a movement. We aim to enhance the way people travel, support local economies, and create lasting cultural connections.
You have the chance to invest in a solution that aligns with modern tourism trends while championing authenticity and sustainability. Together, we can make travel unforgettable. 
[image: ][image: ][image: ][image: ][image: A close-up of a graph
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3. THE TEAM 
	Position
	Skills
	Responsibilities 

	Finance and marketing manager
	Understanding the attractiveness of the content, managing reach in social media, handling financial data
	Development of social media content and managing the financial resources accordingly. 

	Operations and Host Relations manager
	Operation management, developing team cooperativeness
	Managing logistics, maintaining standards

	Customer Experience and Support executive
	Understanding the conflict of the consumers, skills of engaging them. 
	Providing support to the consumers and taking actions against their complaints




4. MARKET RESEARCH
· Hospitality and tourism industry is growing at a CAGR of 2.48% (Statista, 2024).
· The market is expected to reach 46.68 billion GBP by 2029 (Statista, 2024).
· The investment in the industry has been increasing.
· UK is second largest market of cultural tourism in Europe (Cbi, 2021).
· 25-34, 35-44, and 45-54 aged people and France, the USA, and the Republic of Ireland are the main target segment
· Airbnb, TripAdvisor, and One Fine Stay are competitors in the business 
· The business will have a competitive advantage based on its pricing and exclusive cultural experience.


Based on the information that has been provided in the above section, it can be said that the hospitality and tourism market in the UK has been growing in a significant manner. It can be seen that the industry has been growing in a significant manner. Apart from that the investment in the industry has been increasing in a significant manner. It can be said that people from countries, USA, France and the Republic of Ireland tend to visit the UK the most. In reference to the information, it can be said that it will be the target market of the business. It needs to be taken into account that the people between the age group of 25-54 will be the main age group that the business will be targeting. There are certain competitors of the company that have been operating in the market. This includes companies such as Airbnb, TripAdvisor, and One Fine Stay. It can be said that competitive pricing will be used by the company so that they are able to have a competitive advantage over their peers. One of the important elements of the market is that the investment in the industry has been increasing. Thus, it will be beneficial for the business as it will attract investors to invest in the company. 
5. MARKETING PLAN
	Components of 4Ps of marketing 
	Description 

	Product
	The service of the company will be based on providing cultural experience to the foreign consumers during their stay in the hotel.  

	Price
	The pricing of the hotel rooms will be determined with the consideration of the competitive pricing strategy. This strategy is beneficial for maintaining competitiveness in the market (Ali and Anwar, 2021). Thus the consumers can enjoy service at the affordable rate of rooms. 

	Place 
	The company will provide opportunities to the consumers in the website in which the consumers can make prior booking of rooms. Therefore the cases of ques and unavailability of rooms can be reduced. I addition to that, the company will also provide on-spot booking opportunity to the consumers so that the consumers can be able to gain a new experience regarding the local culture and heritage in the UK. 

	Promotion
	In terms of promoting the products in the market, social media marketing will be considered. In this regard, the company will develop content and publish it in social media for grabbing the attention of the consumers towards the service of the company. All over the world, around 64.5% of people are using social media in their daily lives (Statista, 2024). Therefore with the help of social media, the company can be able to enhance awareness of a wide range of consumers so that the consumers can be interested to take the service of the company. In addition to that, the company will also use traditional media such as television advertisements. Therefore the company can become appealing to the consumers from different demographic backgrounds. 





6. KEY RESOURCES
· Office space would be rented for the core team.
· Equipment Website and Booking Platform, CRM software and office equipment such as desks, chairs, computers, printers, and other office supplies.
· Making an expected-level website in the UK would cost the company around £10,000 – £15,000 (Sarvaiya, 2024).
· Key suppliers for the company would be local UK hosts, accommodation partners and cultural experience providers.


The key resources for running the new proposed hospitality business in the UK include office space that would be rented for the core team. The space would be rented in London, UK and it would be rented to handle host recruitment, customer service, marketing and business operations. A small office around London central would cost around £15,000 annually. Moreover, the requirements would be essential for maintaining customer relationships, sending out booking confirmations, marketing and follow-ups. Along with, running the business online and attracting wider audiences. Cultural experience providers are one more key supplier for the company as they would be the ones that would ensure the authenticity and quality of the service.     
7. FINANCES AND START-UP SUPPORT
	EXPENDITURE
	Year 1
 £

	Company Registration
	£2,000

	Rent/Rates
	£15,000

	Staff Wages
	£150,000

	Travel/Accommodation
	£10,000

	Telephone (mobile)
	£600

	Broadband
	£600

	Utilities
	£1,200

	Marketing and materials
	£20,000

	Insurance
	£2,000

	Capital Expenditure/Equipment
	£25,000

	Training & Development
	£5,000

	Accounting/Legal
	£5,000

	Outside Services
	£8,000

	Stock/Materials Purchases
	£10,000

	Bank Charges
	£500

	Office Consumables
	£1,000

	Loans Repayments
	£0

	Total Expenditure
	£254,100



	INCOME
	Year 1
 £

	Revenue from the primary product or service
	£100,000

	Additional revenue from supplementary services
	£50,000

	Income from partnerships or affiliate marketing
	£30,000

	Capital Introduced
	£40,000

	Funding
	£20,000

	Loans/Borrowing
	£50,000

	Total Income
	£290,000



	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£290,000

	Total Expenditure
	£254,100

	
	

	Profit/Loss
	£35,900




From the table that has been presented, it can be noted that in the first year, the total expenditure that is expected for the company would be £254,100. The expenditures include the salaries of the staff members, rent, training and development of the employees, equipment costs and other costs such as bank charges, utility, marketing and legal. Concerning the income that the company would generate in the first year, it is expected that the company would have a total income of £290,000. These are primarily due to funds such as ownership funds, bank loans, start-up grants and investor money. Additionally, it also includes the sales that would be made for the service and products that would be offered as well as additional sales, such as income through partnerships and supplementary services. Overall, in the first year of running the business, the company is expected to generate a profit of £35,900.
8. Conclusion 
Based on the information that has been provided, it can be said that the business will be able to sustain itself in the market. One of the main reasons for this is that the demand for tourism in the country is significant and at the same time, it can be observed that the overall investment in UK tourism has been increasing in a significant manner. In terms of the organisation, it can be said that it is the inbound tourists from the countries such as the USA, France, and the Republic of Ireland who will be the main target customers of the business. In order to maintain competitiveness in the market, the company will be effectively optimising its prices.


Appendix D: Consumer Profile 1
	[image: ]

	Name: Alex Wilson
Profession: Software Engineer
Nationality: USA
Age: 28
Habit: Loves to travel
Behavior: Loves to explore new cultures and is eager to more about them
Desire to use the service of business: It will help him to stay with people from the local culture and know more about them  





Appendix E: Consumer Profile 2
	[image: ]

	Name: Gabriel Deschamp
Profession: Businessman
Nationality: France
Age: 39
Habit: Loves to visit new countries
Behavior: Loves to learn about and prefers to interact with people from other cultures.
Desire to use the service of business: It will help him to learn the local language and local cuisine





Appendix F: Consumer Profile 3
	[image: ]

	Name: Noah O’Brian
Profession: Housewive
Nationality: Republic of Ireland
Age: 39
Habit: Loves to cook
Behavior: Loves to learn the cuisine of different cultures
Desire to use the service of business: It will help her to learn local cuisine





Appendix G: Total Expenditure
	EXPENDITURE
	Year 1
 £

	Company Registration
	£2,000

	Rent/Rates
	£15,000

	Staff Wages
	£150,000

	Travel/Accommodation
	£10,000

	Telephone (mobile)
	£600

	Broadband
	£600

	Utilities
	£1,200

	Marketing and materials
	£20,000

	Insurance
	£2,000

	Capital Expenditure/Equipment
	£25,000

	Training & Development
	£5,000

	Accounting/Legal
	£5,000

	Outside Services
	£8,000

	Stock/Materials Purchases
	£10,000

	Bank Charges
	£500

	Office Consumables
	£1,000

	Loans Repayments
	£0

	Total Expenditure
	£254,100






Appendix H: Total Income
	INCOME
	Year 1
 £

	Revenue from the primary product or service
	£100,000

	Additional revenue from supplementary services
	£50,000

	Income from partnerships or affiliate marketing
	£30,000

	Capital Introduced
	£40,000

	Funding
	£20,000

	Loans/Borrowing
	£50,000

	Total Income
	£290,000








Appendix I: Profit and Loss
	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£290,000

	Total Expenditure
	£254,100

	
	

	Profit/Loss
	£35,900
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1. Introduction 

•

In the modern era of business, the new businesses are developed in terms of reducing the gaps in the

market as per the demand of the consumers. Within the hospitality industry, the new business will be

developed for providing cultural accommodation for the foreign consumers so that they can be able

to gain a holistic cultural experience regarding the local tradition and cuisine. The discussion of this

study includes the analysis ofthe market in terms of understanding the opportunity in the market and

the demand of the consumers along with the development of the marketing plan for enhancing the

awareness regarding the service of the company. The final part of this study includes financial

analysis by which the overall profit of the company can be ensured.
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1. Introduction 

In the modern era of business, the new businesses are developed in terms of reducing the gaps in the market as per the demand of the consumers. Within the hospitality industry, the new business will be developed for providing cultural accommodation for the foreign consumers so that they can be able to gain a holistic cultural experience regarding the local tradition and cuisine. The discussion of this study includes the analysis of the market in terms of understanding the opportunity in the market and the demand of the consumers along with the development of the marketing plan for enhancing the awareness regarding the service of the company. The final part of this study includes financial analysis by which the overall profit of the company can be ensured. 
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How it works

+ Tourists book their stay through CultureStay’s online platform.

* They are matched with local hosts.

+ Hosts earn income while sharing their traditions, fostering
community-driven tourism.
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3. THE TEAM 

Position Skills Responsibilities

Finance and marketing manager Understanding the attractiveness of the

content, managing reach in social media,

handling financial data

Development of social media content and

managing the financial resources

accordingly.

Operations and Host Relations manager Operation management, developing team

cooperativeness

Managing logistics, maintaining standards

Customer Experience and Support

executive

Understanding the conflict of the

consumers, skills ofengaging them.

Providing support to the consumers and

taking actions against their complaints
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3. THE TEAM 

		Position		Skills		Responsibilities 

		Finance and marketing manager		Understanding the attractiveness of the content, managing reach in social media, handling financial data		Development of social media content and managing the financial resources accordingly. 

		Operations and Host Relations manager		Operation management, developing team cooperativeness		Managing logistics, maintaining standards

		Customer Experience and Support executive		Understanding the conflict of the consumers, skills of engaging them. 		Providing support to the consumers and taking actions against their complaints
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4. MARKET RESEARCH

• Hospitality and tourism industry is growing

at a CAGR of 2.48% (Statista, 2024).

• The market is expected to reach 46.68

billion GBP by 2029 (Statista, 2024).

• The investment in the industry has been

increasing.

• UK is second largest market of cultural

tourism in Europe (Cbi, 2021).

• 25-34, 35-44, and 45-54 aged people and

France, the USA, and the Republic of

Ireland are the main target segment

• Airbnb, TripAdvisor, and One Fine Stay are

competitors in the business

• The business will have a competitive

advantage based on its pricing and exclusive

cultural experience.

Source: Statista, 2024
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4. MARKET RESEARCH

Hospitality and tourism industry is growing at a CAGR of 2.48% (Statista, 2024).

The market is expected to reach 46.68 billion GBP by 2029 (Statista, 2024).

The investment in the industry has been increasing.

UK is second largest market of cultural tourism in Europe (Cbi, 2021).

25-34, 35-44, and 45-54 aged people and France, the USA, and the Republic of Ireland are the main target segment

Airbnb, TripAdvisor, and One Fine Stay are competitors in the business 

The business will have a competitive advantage based on its pricing and exclusive cultural experience.





Source: Statista, 2024







The main purpose of the business will be to provide an exclusive experience to its customers who will be able to get to know the local culture in a better manner. The customers will be paired with a local host who will be helping the customers to get authentic cultural experiences. 
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5. MARKETING PLAN

Components of4Ps ofmarketing Description

Product The service ofthe company will be based on providing cultural experience to the foreign consumers during their

stay inthe hotel.

Price The pricing ofthe hotel rooms will be determined with the consideration ofthe competitive pricing strategy. This

strategy is beneficial for maintaining competitiveness in the market (Ali and Anwar, 2021). Thus the consumers

canenjoy service at theaffordable rateofrooms.

Place The company will provide opportunities to the consumers in the website in which the consumers can make prior

booking ofrooms. Therefore the cases ofques and unavailability ofrooms can be reduced. I addition to that, the

company will also provide on-spot booking opportunity to the consumers so that the consumers can be able to

gaina new experience regardingthelocal cultureandheritageinthe UK.

Promotion In terms ofpromoting the products in the market, social media marketing will be considered. In this regard, the

company will develop content and publish it in social media for grabbing the attention ofthe consumers towards

the service of the company. All over the world, around 64.5% of people are using social media in their daily

lives (Statista, 2024). Therefore with the help ofsocial media, the company can be able to enhance awareness of

a wide range of consumers so that the consumers can be interested to take the service of the company. In

addition to that, the company will also use traditional media such as television advertisements. Therefore the

company canbecome appealingto theconsumers from different demographicbackgrounds.
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5. MARKETING PLAN

		Components of 4Ps of marketing 		Description 

		Product		The service of the company will be based on providing cultural experience to the foreign consumers during their stay in the hotel.  

		Price		The pricing of the hotel rooms will be determined with the consideration of the competitive pricing strategy. This strategy is beneficial for maintaining competitiveness in the market (Ali and Anwar, 2021). Thus the consumers can enjoy service at the affordable rate of rooms. 

		Place 		The company will provide opportunities to the consumers in the website in which the consumers can make prior booking of rooms. Therefore the cases of ques and unavailability of rooms can be reduced. I addition to that, the company will also provide on-spot booking opportunity to the consumers so that the consumers can be able to gain a new experience regarding the local culture and heritage in the UK. 

		Promotion		In terms of promoting the products in the market, social media marketing will be considered. In this regard, the company will develop content and publish it in social media for grabbing the attention of the consumers towards the service of the company. All over the world, around 64.5% of people are using social media in their daily lives (Statista, 2024). Therefore with the help of social media, the company can be able to enhance awareness of a wide range of consumers so that the consumers can be interested to take the service of the company. In addition to that, the company will also use traditional media such as television advertisements. Therefore the company can become appealing to the consumers from different demographic backgrounds. 
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6. KEY RESOURCES

• Office space would be rented for the

core team.

• Equipment Website and Booking

Platform, CRM software and office

equipment such as desks, chairs,

computers, printers, and other office

supplies.

• Making an expected-level website in

the UK would cost the company

around £10,000 – £15,000 (Sarvaiya,

2024).

• Key suppliers for the company would

be local UK hosts, accommodation

partners and cultural experience

providers.
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6. KEY RESOURCES

Office space would be rented for the core team.

Equipment Website and Booking Platform, CRM software and office equipment such as desks, chairs, computers, printers, and other office supplies.

Making an expected-level website in the UK would cost the company around £10,000 – £15,000 (Sarvaiya, 2024).

Key suppliers for the company would be local UK hosts, accommodation partners and cultural experience providers.







The key resources for running the new proposed hospitality business in the UK include office space that would be rented for the core team. The space would be rented in London, UK and it would be rented to handle host recruitment, customer service, marketing and business operations. A small office around London central would cost around £15,000 annually. Moreover, the requirements would be essential for maintaining customer relationships, sending out booking confirmations, marketing and follow-ups. Along with, running the business online and attracting wider audiences. Cultural experience providers are one more key supplier for the company as they would be the ones that would ensure the authenticity and quality of the service.     

7



image2.jpeg







image1.jpeg









6.KEYRESOURCES






image12.emf
7. FINANCES AND START-UP 

SUPPORT

EXPENDITURE Year 1 £

CompanyRegistration

£2,000

Rent/Rates

£15,000

StaffWages

£150,000

Travel/Accommodation

£10,000

Telephone(mobile)

£600

Broadband

£600

Utilities

£1,200

Marketingandmaterials

£20,000

Insurance

£2,000

CapitalExpenditure/Equipment

£25,000

Training&Development

£5,000

Accounting/Legal

£5,000

OutsideServices

£8,000

Stock/MaterialsPurchases

£10,000

BankCharges

£500

OfficeConsumables

£1,000

LoansRepayments

£0

TotalExpenditure £

254,100

INCOME Year 1 £

Revenue from the primary

productor service £100,000

Additional revenue from

supplementaryservices £50,000

Income from partnerships or

affiliatemarketing £30,000

CapitalIntroduced £40,000

Funding £20,000

Loans/Borrowing £50,000

TotalIncome £290,000

YEAR ONE PROFIT/LOSS £

Total Income

£290,

000

Total Expenditure

£254,

100

Profit/Loss

£

35,9

00
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7. FINANCES AND START-UP SUPPORT

		EXPENDITURE		Year 1  £

		Company Registration		£2,000

		Rent/Rates		£15,000

		Staff Wages		£150,000

		Travel/Accommodation		£10,000

		Telephone (mobile)		£600

		Broadband		£600

		Utilities		£1,200

		Marketing and materials		£20,000

		Insurance		£2,000

		Capital Expenditure/Equipment		£25,000

		Training & Development		£5,000

		Accounting/Legal		£5,000

		Outside Services		£8,000

		Stock/Materials Purchases		£10,000

		Bank Charges		£500

		Office Consumables		£1,000

		Loans Repayments		£0

		Total Expenditure		£254,100



		INCOME		Year 1 £

		Revenue from the primary product or service		£100,000

		Additional revenue from supplementary services		£50,000

		Income from partnerships or affiliate marketing		£30,000

		Capital Introduced		£40,000

		Funding		£20,000

		Loans/Borrowing		£50,000

		Total Income		£290,000



		YEAR ONE PROFIT/LOSS		£

		Total Income		£290,000

		Total Expenditure		£254,100

				

		Profit/Loss		£35,900







From the table that has been presented, it can be noted that in the first year, the total expenditure that is expected for the company would be £254,100. The expenditures include the salaries of the staff members, rent, training and development of the employees, equipment costs and other costs such as bank charges, utility, marketing and legal. Concerning the income that the company would generate in the first year, it is expected that the company would have a total income of £290,000. These are primarily due to funds such as ownership funds, bank loans, start-up grants and investor money. Additionally, it also includes the sales that would be made for the service and products that would be offered as well as additional sales, such as income through partnerships and supplementary services. Overall, in the first year of running the business, the company is expected to generate a profit of £35,900.
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