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Abstract 
A proposal for a portfolio that discusses the Management of a Bed and Breakfast style accommodation business. Aiming to answer the research question What are all the aspects to the Management of a Bed and Breakfast Accommodation Business?  Through a detailed business plan underpinned by a concise case study on the Parc Le Breos business in Swansea. Finalised by a video on Meeting and Exceeding Guest Service Expectations. Explaining the Research methods, literature used and Methodology. Mentioning the time scale in which this document is to be completed. 
Introduction 
The topic of this portfolio will be the accommodation industry specifically the management of a Bed and Breakfast business. This will be underpinned by a case study of the Parc Le Breos  Bed and Breakfast house and grounds located near 3 cliffs bay in Swansea (Parc Le Breos,2024). To consolidate this further a business plan and a video on managing and exceeding guest expectations will be included. The question I aim to address is What are all the aspects to the management of a Bed and Breakfast Accommodation Busniess?. This research will aim to apply knowledge garnered from the studying of a International Management Course and build upon existing academic theories, knowledge and journals. To provide an insight into a specific sometimes niche and independent business found in the industry. 



Research Objectives 
This portfolio aims to identify the different aspects of owning and managing a bed and breakfast accommodation. Looking at the Management, Marketing and sustainability. The aim being to create a clear and conscience document that entails a service in the travel and tourism industry. In a way that allows for an achievable business plan that can then be used in future potential career endeavours. That is underpinned by a case study of a real-life successful business that is here in one of Wales’ main cities. 
Literature Review 
There will be the use of tourism theoretical frameworks throughout this portfolio to deliver an answer to the research question. The reasoning being frameworks are ‘’ The development of ‘frameworks’ is at present probably the most common strategy in the field of natural resources management to achieve integration and interdisciplinarity’’ (Mollinga, 2008). This section aims to show the understanding of the existing research available and its relevance to this portfolio. 
Tourism frameworks 
There are many tourism frameworks that exists in order to explain how the tourism industry works. These will be used in order to give a broader view and a better understanding of the answer to the research question in regard to the tourism sector. How the sector operates the way it does and how the relates to accommodation.  Butler (1980) proposed the Tourism Area Life Cycle (TALC) model. A model that is widely used to study the evolution of a specific tourism destination (Elyse, 2020). In the case of this portfolio the evolution of Parc Le Beros. The use of Plogs (1974) tourist typologies will explain travel patterns and preferences. Cohens (1972) typologies will also be as they are importantly to understanding tourist behaviour and, in some ways, what motivates them to travel (Kusumawardhana, Et Al, 2023). 
Finally, the push and pull theory (Bogue,19570 and The Triple Bottom Line (TBL) Model (Elkington, 1994). The push and pull theory will be beneficial it uses categorisation to discuss travel motivation and consolidate decisions such as destination marketing, segmentation and strategic planning (Martin-Flatin, 1999). Additionally, The Triple Bottom Line (TBL) model (Elkington, (1994), will allow for information on risk Management, assessing of sustainability and performance measurement . As well ass overall figuring out what is the competitive advantage and long-term value (Hacking and Guthrie, 2007). 
Management frameworks 
There are many Management frameworks available that can be used to consolidate the research question. For example, a SWOT analysis to simply to identify the strengths, weaknesses, opportunities and threats. This will link into the use of Porters five forces model will be useful in identifying these elements. As well as aiding in the discussion of the potential competition (Anton, 2015). There will be the use of Visitor Management framework, crisis Management and risk frameworks in order to develop a strategic business roadmap to deliver a business plan. Overall, to allow analysation and an understanding of organisational dynamics in a way that is comprehensive in order to develop a detailed and knowledgable piece of work.
 Management will also link into leadership which can be discussed through different leadership styles. There will be the question of which leadership style will equal an efficient Management. There will also be the discussion of possible conflict between these styles. Overall impacts the work environment impacting the overall feel of a venue / business and employee satisfaction (Saeed, Et Al, 204)
Marketing Frameworks 
The main framework that will be used to research the marketing element of both the business plan and case study is the Destination Marketing Organisation (DMO). The model is widely recognised for its effectiveness and covers practical applications for destination management. The DMO model also allows for comparison of different destination (Beck, 2009). In regard to digital marketing models such as customer relationship Management (CRM) ad integrated marketing communications (IMC), will be beneficial in underpinning brand identity and act as a key performance indicator for a business (Chaffey and Ellis-Chadwick, 2019). 
More over on destination branding. Brand identity both as a destination as a venue and a tangible brand online in person. There will be the use of the Brand identity Prism (Kapferer, 1966) (see appendices). The will also be the use of Customer Journey Mapping. The British Government (2024) states that communications and frontline staff do not matter if administrative systems do not work efficiently. That customer journey offers a benefit via allowing one to eliminate these inconsistencies. To ensure a good relationship with customer and general public. This will be necessary in established an efficient business roadmap and plan. 
Sustainability 
The tourism industry is also becoming more conscious of issues like climate change and events like Covid-19. A conversation of sustainability is one often seen or easy sought out. With recent new articles discussing the topic. The United Nations Tourism Delegates applauding Ireland’s vital role in addressing global challenges as reported by Travel and Tour World (2020). Highlighting its importance in business Management and brand identity within the industry and eye of the consumers. 
One framework is Sustainable Developmental Goals (SDGS). This framework will allow for the identification of Parc Le Beros’ environmental responsibility. To highlight what sustainable practices the business implements. This framework will also allow for the discussion in relation to brand identity the reputation and image of Parc Le Beros from a sustainability standpoint. Suitability goals and practices will also help improve the analysis of financial stability and risk mitigation and a Management. Is the actual business itself/ business idea sustainable long term. These goals will link into all three parts of the portfolio and acts as a foundation for the conclusion of whether or not a business plan is achievable (Hak, Et al, 2015). 
Additionally, there is the Social-Ecological Systems (SES). Which will be used in the portfolio in order to offer a more holistic approach to understanding the complex interactions between the social and ecological components of a business. To provide a more comprehensive understanding of the challenges and opportunities a business face. To able to identify these challenges in Parc Le Breos. To be able to discuss the possible challenges in a business place and within customer service in the video aspect (Ostrom, 2009). There will also be mention of circular economy. This also come under strategic Management. Discussing a circular economy can provide the chance to demonstrate awareness of sustainable practices and the potential benefits they offer. To showcase understanding of economic models that allow for the prioritisation of waste reduction and resource efficiency (Geissdoerfer, Et Al, 2017).  
Finally, there is the Future Generations Act (2015). Discussing the Future Generations Act in the business plan will allow to show the commitment to long-term sustainability as well as responsible business practices. In addressing the act in the business plan this will demonstrate an understanding of the importance of considering the importance of the impact of business decisions on generations to come. This would hep established how one wishes to plan strategy to enhance credibility with potential stakeholders and attract a certain demographic of potential investors who are socially conscious. Also allowing to plan for potential partnerships as it allows for the presenting of business ideal and liaison with aligning business. Additionally, the integration of the principles found in the Act will help reduce the potential for risk and ensure longevity and resilience of the business. The Act will also allow one to discuss the business practices of Parc Le Breos as a Welsh business. Linking into the sustainable practices and seeing if the business integrates the principles into its strategies, policies and day to day operations. The act will also provide the ability to showcase a businesses dedication to going beyond immediate goals to providing acting positive impacts in providing guest service.  
Methodology  
The Intention is to gather information to consolidate my case study, business plan and video through a rage of research methods. Firstly, the type of research to be conducted will mainly be secondary research but will also be using purposive sampling first person research collected through emailing the Parc Le Beros business. The research will mostly be qualitative research using people’s opinions, online presence, personal telling of the business itself. To provide a naturalistic study into the social interaction that Accomdiation often provides in delivering a service to the vernal public (Denzin and Lincoln (1994). To overall give an image of the business and how it works. There will be use of some quantitative data when relevant or accessible.
This research will be exploratory in order to gain more of broad view as a foundation of my writing. The majority of the sources for secondary forms of research will mainly be found online from reliable sources. Such as academic sources. Mainly focusing on the websites, social media platforms and public accessible documents of Parc Le Beros. These research methods will allow me to gain a full breadth of knowledge on the chosen subjects in order to answer the research question proposed. 
The information intended to discover about the company will not necessarily be highly confidential information just inside information not necessary for public knowledge. There will be low risk of information being shared as it will be confined to the emails in which information is discussed as well as in the case study. The case study will be saved to a personal university outlook account. The information will be seen by tutors but only through submitting the assignments. The information if wanted can be deleted afterwards. Overall, the information compiled will not be detrimental to the business if it got into the public knowledge but on the basis of professionalism will be kept confidential. 
To mitigate this risk, it is intended to try and prevent this from happening by building a rapport with the business. Exploring potential networking. If not, then it is intended to get quality secondary information that will provide with enough breadth of knowledge to still give an insightful case study. Any risk to the institution this research will be taken under would be that of causing offence while representing the university. To mitigate this, ensure the will be every measure possible undertaken to avoid causing offence. In regard to Parc Le Breos any desired updates on the case study and how information provided was used can be provided at the end via email. All this information will be communicated with the institution via the completion of an ethics form (See Appendices). 
Proposed Timeline
This portfolio in all three parts and relevant additional data and infromation is aimed to be completed by the tenth of May 2024.  










Case study 
Introduction 
The topic of this case study will be Parc Le Breos. Self proclaimed ‘’unique and secluded Gower Bed and Breakfast’ (Parc Le Breos, 20204). The business describes its venue as ‘’tastefully furnished’’ finding fresh flowers through, pine floors, a crackling fire and offering a laid-back style. Going on to state ‘perfect for couples and families alike’’. They also feature a restaurant that claims to offer ‘lovingly prepared, fresh and seasonal home-made dishes in a relaxed and friendly atmosphere’’. The business also offers the ability to book events such as wedding, birthday parties and reunions. 
[bookmark: _Int_JNBHBRpq]The bed and breakfast is found in the country house and gardens that offers a to of history land set in 70 acres of land. The land was one the deer park of William de Breos the origin of its name. The architecture is also the work of the Vivian family who built the estate having their fortune in Swansea copper industry (Parc Le Breos). Linking the bed and breakfast to the history of its surroundings. There have since been renovations made to the garden to quote ‘’giving the house the backdrop it deserves’’ (Parc Le Breos). The business also claims to strive for the best standards of accommodation and food. 
Background 
The business operates under the accommodation and catering aspect of the hospitality sector of the tourism industry. Tourism as defined by Mark Camilleri (2018), is when an individual leaves their normal surrounding voluntarily leaving where they reside to visit a different environment. Going on to say this usually features engagement in an activity regardless of how close or far said environment may be. Going on to simply define a tourist as visitors. The tourism industry being the art of providing the service of visiting somewhere else. 
This then relates to the hospitality industry. Ritzier (2007) defines the hospitality industry as’’ a generic title for different sector of the hotel and restaurant industry as well as a number of related fields’’. Going on to explain many use the term more as an umbrella term for areas such as ‘’restaurant Management, travel, tourism, culinary and retail’’. Showing the interwoven link between the two industries how one commonly exists alongside the other.  The final subject related to Parc Le Breos is the more niche market of luxury. E Ko (Et Al, 2019), defines a luxury brand as in literature often based on the perceptions of the consumer and dimensions such as marketing and product attributes. Expanding on this by stating many definitions state high quality being a distinct factor of luxury alongside rarity, high pricing and higher level of aesthetics. To summarise something is luxury because we think it’s luxury, we are told its luxury or it an element of a status symbol attributed to in accessibility, price and image.   
All of those topics are also subject to change due to trends. Morrison and Buhalis (2024) list sustainability mentioning business are making conscious Management decisions in sociology-environmental sustainability. The second trend mentioned backing of sustainability being meaningful tourism discussing the rebound tourism of 2022 changing the idea of what people want from their travel experiences. Secondly, the trend hitting the Accomdiation sector is that of Air BnB. Topical to the topic of Bed and Breakfast Accommodation, interestingly the trend in Accomdiation Is the attendance of the brand. Air BnB starting as three air mattress used to profit of a local major conference, looking to cater to the conference delegates looking for cheap prices.  The brand being described as ‘’disruptive innovation’’, bringing on a rise of tourism that is informal (Guttentag, 2013). The brand also utilise technology. Given that many holidays are now booked from the palm of ones hand, holding the advantage in its use of an app and website. 
Business Model 
Parc Le Breos is firstly an independent business. Offering overnight Accommodation, in a home like environment . The rooms on offer have a variety of amenities often seen in Accomdiation as and they have 16 rooms on offer ranging from doubles to family rooms. There is also the option of deluxe rooms and even a large suit offering panoramic views of the as mentioned gardens. Outside of their Bed and Breakfast in the guest house they also offer a nature secluded log cabin over looking the trout ponds for those wanting seclusion (Parc Le Breos).  
There is also the mentioned restaurant meaning that they operate under more then one aspect of hospitality. Stating to use local ingredients one of which grown on site. There is an emphasis on home cooked and home grown as welsh as the cultural aspect it that it is Welsh offering well known Welsh cuisine (Parc Le Breos). This showing their business model is that of a causal luxury with a home feel that caters to all Accomdiation needs as well as culinary. With a focus on Welsh and freshness. This mixed with their local experiences of being so close to many areas of natural beauty offered in the Gower. Over all equals to a range of unique selling points.  
 They take direct bookings via their website and also through platform such as booking.com. Pricing is listed ranging from £130 to £325 per night. They also offer upgrades for wine or chocolate on arrival emphasis that couple target market. The is also there is also continuous mention across the website of great pricing, lowest pricing. This is questionable marketing choices given other luxury brand hotels such as the Morgans hotel which also features the city centre location offers rooms starting at  £122 to  £251 (Booking.com, 2024). Competitive pricing although there is the argument of the traits such as seclusion and proximity to nature Parc Le Breos offers. 
There then is the target market. Parc Le Breos themselves have stated they are tailored towards couples and family alike. Reasonable target market given the romantic feel of the natural luxury setting and the amenities and space of rooms tailored to families. To briefly introduce this would align what more of Cohens organised mass tourist. Everything is very easily prepackaged to either everyone over all or the individual but organised for you none the less. These psychographics of couples and families would also suggest more a varied age range. The office for National Statistics (2020) reporting the average age of mothers in the Uk being 30.7 with fathers being 33.7. 
Operations 
To begin by defining business operations. ‘The business operation establishes what the business actually do to achieve its goals, A business operation includes many aspects of the business’’ (Flaxer and Nigam, 2004)
The day to day operations of the bed and breakfast would be parallel to that of other Accomdiation especially those that are smaller luxury business like Parc Le Breos. Cassingham (2008), likens the Management of a bed and breakfast to that of direction an eight-ring circus. Stating the role of an inn keeper is to keep the show moving and has a constant set of activities that lead to a businesses success. Also stating that keeping the back stage elements away form guests will help provide a laid back feel by giving the appearance of effortless operations. Some of the job listed are maintenance , cleaning, breakfast services, staff training, book keeping, taking reservations , marketing and overall Management of the day to day operations. To quote Cassingham the Management role is a ‘multi-dimensional job you can’t do t all unless you only have a couple of rooms’’. 
Outside of everyday operation the company as an Accomdiation business is also acting within the appropriate laws. As stated in the certificate of incorporation of a private limited company. Acting under the companies Act 2006. The business has also been confirmed to meet the requirements of this act as of registration (Gov.uk ,2006). Meaning that Parc Le Breos operates with at least one director and ensures it imposes a duty of promoting success of the company in a way that it’s beneficial to all members overall while having a regard for the long term, keeping the interests of the employees, suppliers, consumers and also the environment  according to the Institute of Chartered Accounts in England and Wales (2024). These requirements complies with The Future Generations Act. Such as the goals of a resilient and prosperous Wales. As these goals states to have an economy that generates wealth and provides job opportunities and ensures to support social, economical ad ecological resilience (2015).  
Parc Le Breos also operates at a technological level. Having a website and may social media platforms. In their terms and conditions, they state that they are not liable for misinformation on third party sites. They ensure the operation of their website to ensure it delivers accurate information and throughout their social media. Their main social media platforms appear to be instagram and facebook where they usually share content that include news about the business and general advertisement. They also seem to ensure through their online operations they allow for customer engagement regularly and consistently positing onto their platforms (Parc Le Breos). Overall, having the usual operations found in a more intimate luxury setting for Accomdiation to ensure they deliver excellent standards of service.
Marketing  
To define marketing , it is an activity that is conduced via an or station and or individual, to operate through a variety of set institutions and processes. Enabling creation, communication, delivery and exchange of market offerings that offer value for a customer, a client, other marketers or to society at large (Willkie, more, 2007). Simply marketing is how a business is able to tell people about what they sell in order to make sales. Its relevance being to the Accomdiation industry through the trends such as Air BnB showing a change in the sector. Accommodation has since become more online and digital with apps, social media and third party booking platforms being the norm o booking rather then that of travel agents and in person sales. 
In relation to the social media presence. Parc Le Breos’ marketing has many variables to be discussed. Looking into framework there is the Destination Marketing Organisational Model or DMO. Visit Wales having in recent years redeveloped the DMO model adding seven new KPI’s. These being destination awareness, total campaign awareness, claimed campaign response, known campaign, emotional proximity, conviction to visit, conversation during decision making and Value per respondent (Morgan and Hastings, 2012). The would be the assumption this framework is followed by Parc Le Breos being a tourism business in Wales. Visit Wales is also a partner of the Tourism Exchange Great Britain (TEGB) network (Welsh Government, 2024). Showing that Parc Le Breos has some benefit from tourism networks being promoted by Visit Wales. Sings of a DMO model within Parc Le Breos is said collaboration with Visit Wales. Evidently Parc Le Breos is under the influence of the DMO models and networks used by the Welsh tourism board. 
As mentioned the business also operates online through social media. Allowing the business to showcase itself as a brand. To discuss the many dimensions of brand identity and brand communications to the consumer (Ponnam, 2007) There be use of the brand identity prism (Kapferer) (See appendices).  Firstly, the physique aspect of as mentioned on their website their, décor and brand aesthetic emulates that of warmth, elegance, a luxury feel. That is said by the company to extend into the guest service standards and how they deliver their services. The brand also has a historical feel given the history in its background (Gower Holidays, 2024). 

Ensuring to create a memorable experience. Additionally, there is culture/ the values and beliefs of Parc Le Breos. One of which being the serving of local produce and welsh food. Stajcic (2013), discusses that food is a means of communication and understanding culture. Given its essentiality to ones life and means of survival. It is how one can strengthen bonds between individuals, communities and sometimes countries. This impact on culture is seen in how Parc Le Breos not only has a luxurious but laid back home cooked food culture within its culinary services but also in its culture being a part of Welsh history and sharing Welsh culture with its guests. This idea of high-end Welsh food can also be seen else where in Swansea, such as the Welsh House located in Swansea marina. Also promoting ‘locally produced, fresh ….with a relaxed environment’ (The Welsh House, 2024). Showing a demand and or rise in the celebration of Welsh culture and cuisine. Possibly showing Parc Le Breos being ahead or a part of the curve. 

Moving on from culture is the relationship aspect of the prism. How a business builds a reletionship with its costumer. The positive reletionship had with a brand is found to lead to a better propensity to pay higher prices results in brand commitment and in turn cause positive word of mouth for that brand as discussed by Albert and Merunka (2013). Parc Le Breos states in their terms and conditions that they will ensure all efforts will made to rectify any complaints or issues guests have with their stay. Detailing that they should be brought to staff immediately to ensure all measures can be taken or if not at least taken up in writing following their visit. To be made aware. This relationship between consumer and business case be witness in the review. Booking.com a booking plat form that verifies reviews features 92 reviews for Parc Le Breos. The feedback on the business is highly positive scoring a 9.2 rating out of a total of ten. Scoring highly on location with 9.7, cleanliness with 9.6 and value for money being slightly lower at 8.9.  Overall, these insights from the brand identity prism have shown Parc Le Breos highly values in guest service and guest interaction with reletionship building efforts witnessed in its terms and conditions and sharing of Welsh cultural cuisine. 
Marketing is also dependent on a target market. An important marketing decisions for companies is the selection of their target market. The decisions of what market to advertise to affect other decisions made by a company such as market mix, procurement and distributions channels (Aghdaie and Alimardani, 2015). As previously mentioned the business states they are perfect for couples and families. With the average parent being in their early thirties. In regard to couples, Razzouk (Et A, 2007) discusses how couples that are married tended to be more synced in their purchasing decisions and marketers ‘’when attempting to reach married couples should focus media and advertising communication efforts on two audiences rather than one’.  An article for Mountainside marketing media written by Osborne (2016) discussing three tips for marketing towards millennial couples. These tips being mobile responsive, transparent with pricing and quick communication in the form of the same channel reached with. First of mobile platforms. Parc Le Breos has a website that’s accessible and consistent across desktop, tablet and mobile device usage. They also have a presence and operations on mobile apps like social media and are bookable through booking.com which acquire an app.  Secondly, transparent pricing. Parc Le Breos clearly sates their prices on their website (see appendices).  Lastly, the channel of communications remaining consistent. The business offers contact section on their websites that features the address, email ad phone number as means of contacting (See appendices). 

Families will usually consist of parents and children, and often prioritise products or services that can cater to their specific needs as a group of people rather than any individual. Valuing convenience, affordability, and services that can cater for all ages. Meaning businesses that are family orientated will often focus on providing the means of simplifying daily tasks that can often add for families and providing solutions. To allowed for the family to bond as they so often aim to do on holidays and get always. To also then accommodate the specific preferences that are unique that family in particular. 
[bookmark: _Int_aSSvMhsJ]This means when looking at families as a target market group, business will have to apply these different variables to their marketing strategies. Consider factors such as age range of the children in the family. The household income level, preferences in lifestyle, therefore offering services that save time, promote health or allow for family activities as well as family friendly entertainment (O’Mally, and Prothero, 2006). This relates to Parc Le Breos as they offer proximity to nature and spending time outdoor. Some thing that is becoming a more conscious decisions for parent sight today's young generations growing up online and loosing even more of a connection with nature. A blog titled Adventure Bucket lit discusses this new phenomenon of adventure a ‘new conceptualisation of nature’ in an article about the adventure tourism boom. 
Going on to say how a key factor of this boom being a new conceptualisation has ‘’been in the works for decades’’. That the idea of nature being something for humanity to triumph over that has been seen in the previous generations is now changing and that moving forward there is anew eco friendly consciousnesses. Most people now seeing nature as something that should not only be experienced but also protected. Parents wanting got in-still these values. This can be seen in other attractions even in the Swansea areas such as Plantasia Tropical Zoo which advertises itself a a chance to ‘Grow imaginations…for all the family’. 
Linking this to Parc Le Breos, the bed and breakfast being situated in 70 acres of land itself and as they state on their welcome page only a 20-minute walk from three cliffs bay. Overall, Parc Le Breos shows to have consistent branding for the intention the business is going for. A mixture of homely country charm paired well with luxury and positive guest service. This paired with the history of the place and the ownership and its location in Wales all comes together in the online presence one can find surrounding the brand. The target market is apparent and attainable for the business in both in capability and branding. The customer relationship is one wished to be emulated in the future for any other potential Accomdiation businesses. 
Key Performance Indicator 
[bookmark: _Int_slELLXrY]To define a key performance indicator consists of quantifiable metrics to assess progress and identify areas for development and driving the organisations success. Especially in today's business climate with the competitive dynamic. Leading to businesses facing an ever-increasing pressure to demonstrate how the business is performing well. Key performance indicators become necessary part of a business managers role as they rely on them to inform decisions and drive success, and to asses the progress of strategic goals (Ali, 2024)
Parc Le Breos has one the AA guest accommodation award in 2023-2024 alongside The Guest Accomdiation of the Year of the same year. The Rosette Award for Culinary Excellence for 2022-2023 and (See appendices). Additionally, the business has also one local award such as winning the tourism in Swansea Bay awards twice in 2017 and 2019. Although arguably has yet to win said award post covid. Another point is that given the business offers a multitude of events this author has not found any evidence of the business winning an event award. As mentioned the business has garnered positive verified reviews via booking.com. Recent guest experiences also appear to be postitive according to Trip Advisor. As of April 2024, having three reviews no lower than 4 out 5. Parc Le Breos also seems to have limited availability for the upcoming month which would suggest they are operating at an almost full capacity and making successful bookings and sales.   
In addition to the success of Parc Le Breos seen through awards, there is also the success of the surrounding area. Swansea Bay according to Swansea council (2022) so an estimated 4.2 million people visiting the area over the course of a year equalling to a 5190 million pound revenue. Showing the pull factor the area has which in turn is partially in Parc Le breos in their visitors. 
Conclusion 
To conclude Parc Le Breos is successful bed and breakfast that operates in the niche market of luxury and outdoor tourism. With an identified market and events business. The business is consistent in both in physical and online precense as well as its brand identity. There are clear indications that they company is well managed no well received through it positive reviews and winning of awards. The business is also successful in its hospitality aspect of its restaurant and culinary endeavours. Which allows the business an outlet to share Welsh cushiness and local fresh produce. Which in turn allows for strong community partnerships and trade. Parc Le Breos effectively managed its natural selling power in its location, venue and history. 
As subject of a case study, it will be beneficial for the underpinning of business plan that will follow similar guidelines to that of Parc Le Breos. Given the parameters of a Welsh business that operates in conjunction with local business in alignment with the future generations act. A deeper insight how said business should conduct itself and how to have an impact with brand identity that parallels the history and business morals.  
Review 
This case study has included the relevant frameworks, theories and models mentioned in the proposal. The Primary research mentioned was not included as intended but secondary research undertaken has provided supplementary information. However, should this case study be repeated in the future or improved upon primary research would be prioritised in the future. Overall, this case study provides enough structure and insight to consolidate a business plan going forward in the portfolio. The themes of brand identity and a commitment to guest service will be beneficial to consolidate the video on meeting and exceeding guest service standards. 
Business Plan
Executive Summary 
A business plan document to include in the three parts to the portfolio. Looking at what is necessary to conduct a business plan for a bed and breakfast accommodation. Aiming to apply what was discovered thought the case study on Parc Le breos as a luxury bed and breakfast accomdation. To discusses issues and variables such as the business idea itself explaining what a bed and breakfast business is. A look at the sector and the trends. A more extensive looking at marketing through a marketing analysis to identify potential target markets. As well as a marketing strategy of how is best to market a business such as unique selling points and push and pull factors. 
An insight into operational plan and practices looking at the necessary operational standards procedures. A defining of what a financial plan is and why it I necessary to a business. Finally, a discussion of risk Management. Identifying and define what risk managment is and its importance.
Business Description 
[bookmark: _Int_iKx5uGLR]The bed and breakfast industry is a part of the accommodation sector offering accommodation and breakfast as the name would suggest. They are often family-owned business that as the offer these two services for people travelling with the rooms available being private unlike that of a hostel but still more communal of that of a hotel. Often being smaller business and more independent. The owners will tend to know a lot about the area and be able to offer advice and recommendations to their guests (Chiu, 2018).  Private homes being used to provide accomdation is also not a new concept having originated in Europe Nuntsu (Et AL, 2004). People often prefer a BnB style accomdation due to the offers of a private bath, sense of privacy, quite atmosphere, features specific to said BnB and the knowledge of the owners (Zane (1997). They often are locally owned contributing the local economy and result in local spend in the area. This type of accommodation being a medium between hostels and hotels. 
As mentioned previously in the case study there is the introduction of Air BnB to this accommodation sector. The business has revolutionised the sector offering the chance to anyone around the world to aid a spare room or guest into a BnB style service. It has since become an online digitised platform for people to venture into the BnB business.  Air BnB today is home to 5 million hosts and has welcomed over 1,5 billion guests in most countries in the world (Airbnb, 2024).
[bookmark: _Int_9hkupEl8]The industry can even be seen on day time televisions in the United Kingdom. Being featured on Channel four the show titled Four in a Bed has four different bed and breakfast business owners compete for an award facing each others judgement of their business practices and service standards (Channel Four, 2024). 
Market Analysis 
The whole of the tourism industry has witnessed changes due to the impacts of the COVID-19 pandemic. The effect on the industry has been a fast paced and widespread impact having affected the world in some cases being devastating on the industry with businesses closing (Zapalska, 2004). In the year leading up to the COVID-19 pandemic, an increase of people travelling globally was witnessed that was growing even faster than that of the economy. This was in part caused by the availability of affordable and more varied places to stay across the globe. This was due to the use of the internet. Companies online promoted a shared economy again Air BnB and uber allowing people to stay in peoples local homes through these peer to peer arrangements organised via the internet. Travel became cheaper and easier. People started to have a preference for places that were closer to nature a trend that was recognised globally, discussed in the case study in how Parc Le Breos had the advantage of being close to nature (Karin, Et Al, 2024).
This trend of nature puts the target demographics as outdoorsy, more adventurous types. Wales having an abundance of natural wonders and adventure tourism in outdoor sports such as water sports on the various lakes to the zip world attraction in North Wales recently developing into South Wales as well (Zip world). This would appeal to Plogs Allocentric tourist typology (1974). The adventure, the outdoors that people have missed since the pandemic. A bed and breakfast that offers the location factor of being close to nature or even in a location that is amongst nature could appeal to this type of tourist through the marketing of their location advantage. There is also then cohens typology (1972), to continue with the idea of natural tourism this out appeal more towards the individual mass tourist to the explorer tourist possibly even drifter in some cases. Those looking to book their own accomdation to align with their own travel itineraries or lack there of.  
Overall, a BnB can appeal to a range of tourists. On broader level a BnB in Britain can appeal to both inbound and staycation tourists. Especially to the visiting friends and family market who are not looking so much for the hotel catering to your every need such as on a holiday more so a place to stay and have breakfast before heading out to visit their intended. Demographically Air BnB hosts a diverse target demographic being a global brand. IGMs states that the majority of guests using Air BnB are between 25 to 34 and  also witnessing a 55% increase in 2022 of women from the UK looking to travel alone. The age demographic for female solo travel with Air BnB being women in their 30s.  
Marketing Strategy 
Moving on from marketing analysis is how to strategically market a bed and breakfast. To begin with push and pull model and unique selling point. A unique selling point would be necessary to set it apart from the competition.  A unique selling point could be simple character being unique from the rest in a sense of design, deco, aesthetic or in services offered. Such as afternoon tea and evening meals alongside breakfast. Perhaps hitting a niche market such as luxury like Parc Le Breos or adventure tourism. Pul factors for a bed and breakfast in Wales would include the scenic beauty. Wales has many different locations that are considered areas of natural beauty. For example in West Wales there is the well-known Pembrokeshire Coast line (Visit Wales, 2024).
Wale is also known for its warm Welsh welcome as discussed by Hunt (2020). Who concluded that there is an’ initial act of welcoming’. There is also the idea of the welsh idea of hiraeth.  To define hiraeth it is a deep longing for ones home, place origin, especially in a context of Wales and Welsh culture.The BBC describe it and ‘’the untranslatable word that connects Wales’ (2021). Morgan (Et Al, 2003) even discusses marketing this concept to the welsh diaspora and the appeal of homecoming. Highlighting a specific target market of those born or raised in Wales having that distinct connection to the country and desire to return and visit. This would be in the sense of destination marketing, marketing both the destination the accommodation resides and Wales as a whole as a destination. This sense of Welsh connection and the warm Welsh welcome would be an interesting and attention-grabbing aspect to play into with brand identity. The heartiness of Wales so many business some mentioned in Swansea tap into.  To create a bran identity that parallels the way Parc Le Breos creates a brand identity. The use of Wales, the outdoors, guest service and a desire to appeal to a certain demographic. 
Operational Plan 
[bookmark: _Int_SIIXCUQ4][bookmark: _Int_A9aPr4eN][bookmark: _Int_JBLCC9n3]Operational planning allows for a structured outline for employees to follow in their day to day roles. Outlining activities for a larger more coherent strategic plan for departments and the organisation over all (Towbin, Et Al,2018). Narayanan (2020) lists the different standard operation procedures. These being reservation Management, guest check-ins, room allocation, room amenities, housekeeping services, breakfast service, guest interaction and communication, guest check-out, billing and payments and finally room inspection. As daily standard daily operations. Furthering into the upkeep of an accommodation there are standard operating producers for room maintenance, guest complaint handling, guest information and data protection and guest privacy.  Following on to services that are often out sourced such like pest control, waste Management, staff training and property maintenance. 
Additionally, there are procedures around amenities that could be on offer such as, Wi-Fi, internet accesses, concierge services, parking facilities, common areas, guest entertainment and laundry services. Most importantly is the polices and procedures surrounding crisis Management and risk assessments. These would be fore issues such as fire safety, security measure, key control, food hygiene and food safety, dietary restrictions, kitchen hygiene, breakfast area setup, employee dress code, employee conduct and staff communication and lastly emergency response. In regard to marketing there also standard operating producers on social media and engagement, guest surveys, marketing and promotions and online reviews (Narayanan, 2020). 
Standard operating procedures are important and to be used as they allow or standardisation of all business practices. Quality documents will establish a consensus and provide guidelines, rules and characteristics for specific activities allowing or common and related use. To establish transparency, consistency, interchangeability and reproducibility that facilitates communication within a business (Manghani, 2011).



Financial Plan 
 Forbes (2024) defines a financial plan as a document that is used to outline the individual (or in this case businesses) financial goals. Outlining the steps that will need to be taken in order to achieve said goals. Usually, including a breakdown of the current existing financial circumstances, an outing of the goals, any strategies that can be used in order to meet the goals, the budget and a list of any financial products you may need. Going on to state there is no universal time payed and that each financial plan will look different depending on the individual. 
Risk Management 
Risk Management can be defined as the processes necessary for identifying, assessing and controlling potential threats, these can be financial, strategic, legal and security risks. That would pose risk to an organisation's earnings and capital as well as individuals. Said risk could originate from a variety of sources such as financial uncertainty, strategic Management errors, legal liabilities, accidents and natural disasters. Risk Managements importance lies in the fact unforeseen events can catch a business by surprise and cause significant issues. Ranging from minor to severe. Risk could be as little as a small impact on costs and profit. To catastrophic causing business closure. There is also a duty of care towards consumers who are also at risk. Risk Management exists to reduce or prevent risk in order to apply resources to minimise, monitor and control the impacts of any incidents. Approach to risk Management should be systemic, integrated and consistent (IBM, 2024).  This would include in relation to a bed and breakfast business variables such as staff wages, pricing, supplying, utility costs, insurance costs and marketing costs. 
Conclusion
 Overall, there a range of operations, procedures and variables that are importance to the consistent running of effective business Management. When planning a business marketing, operations, finances etc all come together to make up a business as a whole. The way a business is run a way a business is viewed, the quality of service delivered due to the effective leadership, planning and management. When writing a business plan it is important to consider all variables in order to determine the achievability of a business venture and how sustainable it is long term. In order to deliver a conscience, usable , effective business plan document. 

Meeting and Exceeding Guest Service Expectations 
Video Link- https://youtu.be/YjZQunlZgtw 
All images used belong to Getty images 

References  
Adventure Bucket list, (2024), ‘What the heck is causing the adventure tourism boom anyway?’, Available At: https://adventurebucketlist.com/blog/what-the-heck-is-causing-the-adventure-tourism-boom-anyway, (Accessed: 05/05/2024) 
AirBnB, (2024) ‘About Us’, Available At: https://news.airbnb.com/about-us/, (Accessed:07/05/2024)
Anton, R., 2015. An integrated strategy framework (ISF) for combining Porter's 5-forces, Diamond, Pestel, and SWOT analysis.
Beck, Jeffrey A. (10 July 2009). "Managing destination marketing organizations, by R. C. Ford & W. C. Peeper". Journal of Hospitality Marketing & Management. 18 (6): 635–638.
Bogue, D.J., 1957. Components of population change: 1940-50: Estimates of net migration and natural increase for each standard metropolitan area and state economic area (No. 12). Scripps Foundation for Research in Population Problems, Miami University.
Booking.com, (2024), :Morgans Hotel’, Available At: https://www.booking.com/searchresults.en-gb.html?label=morgans-oLq8N2Zk4*bIeZYHcNUWIgS162164399451%3Apl%3Ata%3Ap1%3Ap2%3Aac%3Aap%3Aneg%3Afi%3Atikwd-40605059647%3Alp9046479%3Ali%3Adet%3Adm%3Appccp%3DUmFuZG9tSVYkc2RlIyh9YVujEjbMrKBVEQO8hCDrg-c&sid=98fbb0c9359cd107075d0d22ac8c677b&aid=311076&ss=Swansea&group_adults=2&group_children=0&no_rooms=1&sb_travel_purpose=leisure&ssne=Swansea&ssne_untouched=Swansea&highlighted_hotels=263639&sb_changed_dates=1&lang=en-gb&sb=1&src_elem=sb&src=searchresults&dest_id=-2609220&dest_type=city&checkin=2024-08-26&checkout=2024-08-27, (Accessed:03/05/2024)
Booking.com, (2024), ‘Parc-Le-Breo House’, Available At: https://www.booking.com/hotel/gb/parc-le-breos-house.en-gb.html?aid=318615&label=English_United_Kingdom_EN_GB_29562089065-V39waLuA6GZJTAO%2A2fCNrAS217246155321%3Apl%3Ata%3Ap1%3Ap2%3Aac%3Aap%3Aneg%3Afi55552832281%3Atidsa-301067192779%3Alp9046479%3Ali%3Adet%3Adm&sid=98fbb0c9359cd107075d0d22ac8c677b&age=0;checkin=2024-08-26;checkout=2024-08-27;dest_id=-2605156;dest_type=city;dist=0;group_adults=2;group_children=1;hapos=1;hpos=1;no_rooms=1;req_adults=2;req_age=0;req_children=1;room1=A%2CA%2C0;sb_price_type=total;soh=1;sr_order=popularity;srepoch=1714909694;srpvid=c5dd52f841520072;type=total;ucfs=1&,  (Accessed: 05/05/2024)
Butler, R. W., 1980. The Concept of a Tourism Area Cycle of Evolution: Implications of Resources Management, The Canadian Geographer 24(1), p.6-12.
Chaffey, D. and Ellis-Chadwick, F., 2019. Digital marketing. Pearson uk.
Channel Four, (2024), ‘Four in a Bed’, Available At:  https://news.airbnb.com/about-us/, (Accessed: 07/05/2024) 
COHEN, E., 1972. TOWARD A SOCIOLOGY OF INTERNATIONAL TOURISM. Social Research, 39(1), pp. 164-182.
Duve, (2023), ‘The Most Common Types of Hotel Guests and How to Exceed Their Expectations’, Available At: https://duve.com/different-types-of-guests/, (Accessed: 08/05/2024) 
FSB,(2022), ‘Four Ways to manage customer expectations’, Available A: https://www.fsb.org.uk/resources-page/how-to-manage-customer-expectations.html, (Accessed: 08/05/2024)
Gov.Uk, (2024), ‘Customer Journey Mapping’, Available At: https://gcs.civilservice.gov.uk/guidance/external-affairs/customer-journey-mapping/, (Acessed:03/04/2024)
Gov.Uk, (2024), ‘PARC LE BREOS LIMITED’, Available At: https://find-and-update.company-information.service.gov.uk/company/14521408/filing-history, (Accessed: 04/05/2024)
https://www.futuregenerations.wales/wp-content/uploads/2017/01/WFGAct-English.pdf, (Accessed: 03/05/2024)
IBM, (2024), ‘What is Risk Management’, Available At: https://www.ibm.com/topics/risk-management, (Accessed 07/05/2024)
ICAEW, (2024, ‘The Companies Act 2006- a summary’, Available At: https://www.icaew.com/technical/trust-and-ethics/company-law/archive-material-passage-and-implementation-of-the-companies-act-2006/companies-act-2006-a-summary#:~:text=It%20imposes%20a%20duty%20to,suppliers%2C%20consumers%20and%20the%20environment., (Accessed: 04/05/2024) https://www.instagram.com/parclebreos/
IGMS, (2024), ‘12+ Statics About Air BnB Demographics, Revenue and More’, Available At: https://www.igms.com/airbnb-demographics/#, (Accessed: 07/05/2024)
John Elkington, "Towards the Sustainable Corporation: Win-Win-Win Business Strategies for Sustainable Development," California Management Review 36, no. 2 (1994): 90–100.
Kit Cassingham Sage Blossonm Consulting, (2008), ‘Managing the Dailey Operations of Your Bed and Breakfast’, Available at: https://thebandblady.com/managing_the_daily_operations_of_your_bed_and_breakfast/, (Acessed: 04/05/2024)
Kusumawardhana, Bhaskara.I. G, Masnadi. I, Patria. A .T, (2023), ‘Th Rise of Indivual Mass Tourist and Explore: Study of Tourist Typology and Motivation for Travel’, Bina Nusantara University of Jakarta, Indosia, p.1
Martin-Flatin, J.P., 1999, May. Push vs. pull in web-based network management. In Integrated Network Management VI. Distributed Management for the Networked Millennium. Proceedings of the Sixth IFIP/IEEE International Symposium on Integrated Network Management.(Cat. No. 99EX302) (pp. 3-18). IEEE.
Mews, (2022), ‘Five most frequent guest expectations in hotels and how to exceed the’, Available  At: https://www.mews.com/en/blog/hotel-guest-expectations, (Accessed: 08/05/2024) 
Mollinga PP (2008) In: Evers H-D, Gerke S, Mollinga P, Schetter C (eds) The rational organisation of dissent: boundary concepts, boundary objects and boundary settings in the interdisciplinary Study of Natural Resources Management. University of Bonn, Bonn
Mountainside marketing media, (2016), ‘Top 3 Tips for Marketing to Millennial Couples’, Available At: https://mountainsidemedia.com/marketing-to-millennial-couples-wedding-mba-recap/, (Accessed: 05/05/2024)
Narayanan, (2020), ‘Bed and Breakfast inns, Sop Manual SOP-260’, Available At: https://blog.fhyzics.net/sop/bed-and-breakfast-inns-sop-manual, (Accessed: 07/06/2024) 
Office for National Statistics, (2020), ‘Birth characteristics in England and Wales:2020’, Available At: https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/livebirths/bulletins/birthcharacteristicsinenglandandwales/2020, (Accessed:03/05/2024)
Parc Le Breos, (2023), “Story Highlights- Awards’, Available At: https://www.instagram.com/stories/highlights/18031556314549132/, (Accessed: 06/05/2024) 
Parc Le Breos, (2024), ‘’About Us’’, Available At: https://parc-le-breos.co.uk/somewhere-special-in-the-gower-peninsula/, (Accessed:03/04/2024)
Parc Le Breos, (2024), ‘’Amazing Log Cabin in Gower’’, Available At: https://parc-le-breos.co.uk/gower-accommodation/quabs-log-cabin-glamping-gower/, (03/05/2024)
Parc Le Breos, (2024), ‘Bookings’, Available At: https://web-bookings.hotels.uk.com/#/booking/13386/items/availability?from=2024-05-15&to=2024-05-22&k=N9lL9CSGs4lqFjYoNd9EBG1q2&r=1715026151211&a=2&c=, (Accessed: 06/05/2024) 
Parc Le Breos, (2024), ‘Parc-Le-Breos, Country house & Restaurant’, Available At: https://www.facebook.com/parclebreoscountryhouse, (Accessed: 04/05/2024) 
Parc Le Breos, (2024), ‘parclebreos’, Available At:  https://www.instagram.com/parclebreos/, (Accessed 04/05/2024)
Parc Le Breos, (2024), ‘Terms and Conditions’, Available At: https://parc-le-breos.co.uk/terms-conditions/, (Accessed: 04/05/2024) 
Parc Le Breos, (2024),’Stay in a unique and secluded Gower Bed and Breakfast’, Available At: https://parc-le-breos.co.uk/, (Accessed:02/05/2024) 
Partelow, S. (2023),  What is a framework? Understanding their purpose, value, development and use. J Environ Stud Sci 13, 510–519 . https://doi.org/10.1007/s13412-023-00833-w
Pedersen, A. (2016). Frameworks for Tourism as a Development Strategy. In: McCool, S., Bosak, K. (eds) Reframing Sustainable Tourism. Environmental Challenges and Solutions, vol 2. Springer, Dordrecht. https://doi.org/10.1007/978-94-017-7209-9_4
Plantasia, (2024), ‘Plantasia tropical zoo’, Available At: https://www.plantasiaswansea.co.uk, (Accessed: 05/05/2024) 
PLOG, S.C., 1974. Why Destination Areas Rise and Fall in Popularity. Cornell Hotel and Restaurant Administration Quarterly, 14(4), pp. 55-58.
Saeed, T., Almas, S., Anis-ul-Haq, M. and Niazi, G.S.K., 2014. Leadership styles: relationship with conflict management styles. International journal of conflict management, 25(3), pp.214-225.
Kapferer, J.N., 2009. Kapferer's Brand-Identity Prism Model. European Institute for Brand Management, 24, p.2014.
Hák, T., Janoušková, S. and Moldan, B., 2016. Sustainable Development Goals: A need for relevant indicators. Ecological indicators, 60, pp.565-573.
Ostrom, E., 2009. A general framework for analyzing sustainability of social-ecological systems. Science, 325(5939), pp.419-422.
Geissdoerfer, M., Savaget, P., Bocken, N.M. and Hultink, E.J., 2017. The Circular Economy–A new sustainability paradigm?. Journal of cleaner production, 143, pp.757-768.
Denzin, N., & Lincoln. Y. (1994). Handbook of Qualitative Research. Thousand Oaks, CA, US: Sage Publications Inc.
Camilleri, M. A. (2018). The Tourism Industry: An Overview. In Travel Marketing, Tourism Economics and the Airline Product (Chapter 1, pp. 3-27). Cham, Switzerland: Springer Nature.
 Ottenbacher, M., Harrington, R. and Parsa, H.G., 2009. Defining the hospitality discipline: a discussion of pedagogical and research implications. Journal of hospitality & tourism research, 33(3), pp.263-283.
Ko, E., Costello, J.P. and Taylor, C.R., 2019. What is a luxury brand? A new definition and review of the literature. Journal of Business Research, 99, pp.405-413.
Morrison, A.M. and Buhalis, D. eds., 2024. Routledge handbook of trends and issues in tourism sustainability, planning and development, management, and technology. New York, NY: Routledge.
Guttentag, D., 2015. Airbnb: disruptive innovation and the rise of an informal tourism accommodation sector. Current issues in Tourism, 18(12), pp.1192-1217.
Morgan, N., Hastings, E. and Pritchard, A., 2012. Developing a new DMO marketing evaluation framework: The case of Visit Wales. Journal of vacation marketing, 18(1), pp.73-89.
Ponnam, A., 2007. Comprehending the Strategic Brand Building Framework of Kingfisher in the Context of Brand Identity Prism. The Icfai Journal of Brand Management, 4(4), pp.63-71.
Stajcic, N., 2013. Understanding culture: Food as a means of communication. Hemispheres, (28), p.77.
Kumar, V. and Kaushik, A.K., 2020. Building consumer–brand relationships through brand experience and brand identification. Journal of Strategic Marketing, 28(1), pp.39-59.
Albert, N. and Merunka, D., 2013. The role of brand love in consumer‐brand relationships. Journal of consumer marketing, 30(3), pp.258-266.
Aghdaie, M.H. and Alimardani, M., 2015. Target market selection based on market segment evaluation: a multiple attribute decision making approach. International Journal of Operational Research, 24(3), pp.262-278.
Razzouk, N., Seitz, V. and Prodigalidad Capo, K., 2007. A comparison of consumer decision‐making behavior of married and cohabiting couples. Journal of Consumer Marketing, 24(5), pp.264-274.
O'malley, L. and Prothero, A., 2006. Consuming families: marketing, consumption and the role of families in the twenty-first century.
Flaxer, D. and Nigam, A., 2004, September. Realizing business components, business operations and business services. In IEEE International Conference on E-Commerce Technology for Dynamic E-Business (pp. 328-332). IEEE.
Houck, M.M. and Speaker, P.J., Key Performance Indicators. In Forensic Science Laboratory Benchmarking (pp. 54-58). CRC Press.
Chiu, C.N., 2018. How can managerial efficiency be improved? Evidence from the bed and breakfast industry. Tourism management perspectives, 27, pp.111-124.
Nuntsu, N., Tassiopoulos, D. and Haydam, N., 2004. The bed and breakfast market of Buffalo City (BC), South Africa: Present status, constraints and success factors. Tourism management, 25(4), pp.515-522.
Zane, B., 1997. The B&B guest: A comprehensive view. Cornell Hotel and Restaurant Administration Quarterly, 38(4), pp.69-75.
Zapalska, A.M. and McCutcheon, R., 2024. The Impact of COVID-19 on Tourism and Hospitality in Poland: Female Entrepreneurial Firms’ Ecosystem Strategies. Tourism: An International Interdisciplinary Journal, 72(1), pp.56-69.
Karim, R., Shah, A. and Zeb, A., 2024. Role of Accommodation in Tourism Development in Gilgit-Baltistan, Pakistan. Journal of Development and Social Sciences, 5(1), pp.191-198.
Mohammad, B.A.M.A.H. and Som, A.P.M., 2010. An analysis of push and pull travel motivations of foreign tourists to Jordan. International Journal of Business and management, 5(12), p.41
Hunt, R., 2020. A Warm Welsh Welcome? How an Understanding of Hospitality Might Inform Good Bilingual Practice in a Welsh/English Context. Journal of European Baptist Studies, 20(2), pp.90-101.
Morgan, N., Pritchard, A. and Pride, R., 2003. Marketing to the Welsh diaspora: The appeal to hiraeth and homecoming. Journal of Vacation Marketing, 9(1), pp.69-80.
Towbin, A.J., Perry, L.A., Moskovitz, J.A. and OConnor, T.J., 2018. Building and implementing an operational plan. RadioGraphics, 38(6), pp.1694-1704.
Manghani, K., 2011. Quality assurance: Importance of systems and standard operating procedures. Perspectives in clinical research, 2(1), pp.34-37.
Radder, L. and Wang, Y., 2006. Dimensions of guest house service: Managers' perceptions and business travellers' expectations. International Journal of Contemporary Hospitality Management, 18(7), pp.554-562.
 Mhlanga, O. and Tichaawa, T.M., 2016. Guest expectations and experiences within selected hotels in Nelspruit, Mpumalanga Province of South Africa. African Journal for Physical Activity and Health Sciences (AJPHES), 22(42), pp.1185-1197.
Day, G.S., 1981. Strategic market analysis and definition: an integrated approach. Strategic Management Journal, 2(3), pp.281-299.
Blake, D., 1999. Financial market analysis. John Wiley & Sons.
Barrett, C.B., 1996. Market analysis methods: are our enriched toolkits well suited to enlivened markets?. American journal of agricultural economics, 78(3), pp.825-829.
Munyoki, J.M., Kibera, F. and Pokhariyal, G.P., 2020. The Moderating Effect of Customer Expectations on the Relationship between Service Encounter Quality and Satisfaction of Hotel Guests in Kenya. DBA Africa Management Review, 10(2), pp.87-101.
Karakas Morvay, K., 2014. Importance and impact of guest satisfaction. APSTRACT: Applied Studies in Agribusiness and Commerce, 8(4), pp.31-37.
Luo, Z. and Qu, H., 2016. Guest-defined hotel service quality and its impacts on guest loyalty. Journal of Quality Assurance in Hospitality & Tourism, 17(3), pp.311-332.
Kinyanjui, W.N., 2020. Service Encounter Quality, Customer Expectations, Perceived Value And Satisfaction Of Hotel Guests In Kenya (Doctoral dissertation, University of Nairobi).
Wood, R.C. ed., 2017. Hotel accommodation management. Routledge.
Wang, J. and Ritchie, B.W., 2012. Understanding accommodation managers’ crisis planning intention: An application of the theory of planned behaviour. Tourism Management, 33(5), pp.1057-1067.
Wessels, W., du Plessis, E. and Slabbert, E., 2017. Key competencies and characteristics of accommodation managers. SA Journal of Human Resource Management, 15, p.11.
Lockyer, T., 2002. Business guests’ accommodation selection: the view from both sides. International Journal of Contemporary Hospitality Management, 14(6), pp.294-300.

Sahli, Elyes. (2020). Tourism Destination Development An Application of Butler’s (1980) Tourism Area Life Cycle Model to Hammamet, Tunisia.. 10.13140/RG.2.2.26359.55209.
Smart Survey, (2022), ‘How to Manage Customer Expectations’, Available At: https://www.smartsurvey.co.uk/blog/how-to-manage-customer-expectations, (Accessed: 08/05/2024) 
Smith, S. L. J., A Test of Plog’s allocentric/pyschocentric model:  evidence from seven nations. Journal of Travel Research, 28(4), 40-43
Swansea Bau, (2017), ‘Swansea Bay Tourism Awards 2017- Winner & Highly Commended’, Available At: https://www.visitswanseabay.com/blog/2017/11/13/swansea-bay-tourism-awards/, (06/05/2024) 
SwanseaCouncil, (2024), ‘Key Facts’, Available At: https://www.swansea.gov.uk/keyfacts?lang=en, (Accessed: 06/05/2024) 
The Welsh House, (2024), ‘The Welsh House Restaurant and Bar’, Available At: https://www.thewelsh-house.co.uk, (Accessed: 04/05/2024)
Theo Hacking and Peter Guthrie, "A Framework for Clarifying the Meaning of Triple Bottom-Line, Integrated, and Sustainability Assessment," Environmental Impact Assessment Review 28 (2008):73–89 and Wouter de Ridder et al., "A Framework for Tool Selection and Use in Integrated Assessment for Sustainable Development," Journal of Environmental Assessment Policy and Management 9, no. 4 (December 2007): 423–441.
Tourism Swansea Bay, (2019) ‘2019 Swansea Bay Toursim Awards Winner’ Available At: https://www.tourismswanseabay.co.uk/category/2019-swansea-bay-tourism-awards-winner/ , (Accessed 06/05/2024) 
Travel and Tour World, (2024), ‘UN Tourism Delegates Applaud Ireland’s Vital Role in Adressing Global Challenges’, Available At:  https://www.travelandtourworld.com/news/article/un-tourism-delegates-applaud-irelands-vital-role-in-addressing-global-challenges/, (Accessed: 03/05/2024)
Trip Advisor, (2024), ‘’Parc-Le-Breos’, Available At: https://www.tripadvisor.co.uk/Hotel_Review-g1198557-d609850-Reviews-Parc_Le_Breos_Guest_House-Parkmill_Swansea_County_South_Wales_Wales.html, (Accessed: 06/05/2024)
TXGB, (2024), ‘’Happy Users’, Available At: https://www.txgb.co.uk/case-studies/< (Acessed: 04/05/2024) 
Visit Wales, (2024), ‘Discover our Areas of Outstanding Natural Beauty’ Available At: https://www.visitwales.com/things-do/nature-and-landscapes/welsh-areas-outstanding-natural-beauty, (Accessed: 07/06/2024)
Welsh Government, (2015), ‘Well-being of Future Generations (Wales) act 2015, Available At  
Welsh Government, (2024), ‘Grow sales with Tourism Exchange Great Britain’, Available at: https://businesswales.gov.wales/news-and-blog/grow-sales-tourism-exchange-great-britain , (Accessed:04/05/2024)
Zendesk Blog, (2021)< ‘Customer expectations have changed. Here’s how to keep up, Available At: https://www.zendesk.co.uk/blog/customer-expectations-meet-rising-demands/, (Accessed: 08/04/2024) 
Zip World, (2024), “home page’, Availabe At: https://www.zipworld.co.uk, (Accessed: 07/05/2024)




















Appendices 
[image: A group of papers with text

Description automatically generated]
[image: A group of papers with text

Description automatically generated]
[image: A group of papers with text

Description automatically generated]
[image: A screenshot of a computer exam

Description automatically generated]


[image: ][image: ][image: ][image: ][image: ][image: ]
image1.png
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 Universit's insurance i ethical approval
has not been obtained prior fo commencement.

“The Univerity ollows the OECD Frasosti manusl defnion of research activity: “creatve work
undertaken on 8 Systemsto basis n order to ncresse. he stock of knowlsdge, nouding
knoutedge of man. cultre and sosiel. and the s of tis stook of knowladge (6 deiise new
applcetions” A Such this covers sciities underisken by members of SEf, postgraduats
resasreh stusents, snd both taught postgraduate snd undergraduste students working on
iscenationsiprojecs

The inciiduslundertaking the resesroh scfvit s known s the “princis

rasesroher.

Einial approve s not required for rutine sucts,performance reviews, qualiy ssurance studes,
tasting wihin normal educatonsl requirements, snd Herary or ststc s,

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

“This form must be completed and approved prior o undertaking any research actviy. Flasse
52 Gheokist fordetals o procass fr iferent categoris of sppication

SECTION B: Approval for Research Activity

PG2/E1 FORM

boration with an external organisation

T

Tias T researoh sci received spproval m prRCPIE”
(please chesk the Gudanos Notes as t the approprate ves
‘approval process or ifrent leves o ressarch by diferent
Cstegores of mdividusl)

10 | Doss tis organisaion have ts own athics spprovel system? | ves | @ | wo | @

I Yes, plesse ttsch a oopy of any fnal spprovs
mey b2 s copy ofsn amai f sppropriate)

(or terim spproval) from the organisaton (tis

Date
W Ves. please mfcate =0wos o] maseareh Degress Commties

spproval (snd dste where known): z L

Agproval in priniple must b [ nsiut Research Commites o
prior o secking ehical approval | 0T (we ] o

SECTION C: Internal and External Ethical Guidance Materials

Piaase Tt the core eicel qudence documents Tt Fave been refened o durng e completon oF
i form (inclucing any disoipline-apeoiic codes ofresearch ethics. looston-specic cades of
resesrch efics, 3nd siso any specifo ethical gudancs relating 1o the proposed methociogy).
Plaase fiok fo confim (st your research proposal sdheres to these codas and guidalines. You msy
i rows totis tabe f nesced

7| UWTSD Research Ethics & Intsgrity Code of Practice =
SECTION A: About You (Principal Researcher) 2| UWTSD Research Data Management Poticy ]
T [rutame ‘Shauna Writzambe 3 E]

2 | miokatboses totappy: | wemberofsar =
Undergraduste Stuent | O | Teusht Postaraduste |7y 1 Postoracuste

SECTION D: External Collaborative Research Activity

I tnere are extem
ther persanal st with the unversiy. f here a

collborstors then you shoud gan consent rom the contact persons 1 share
o extemal collborstors hen Ieave tis secton

e Uriversty of Waies Tnty St God bk and contnv tosecton £
DisitnelCente I »
PR P @ Comp
7 [ Coniatperson rame
P P— TG v 35 -
T [Comctpermon ema s [Ne
[ Contect Telephone Nomner. | 07502 +49050
i e [ yourreseerch el fnded” ves (G [ W [ O
5 Ave you n recep of KESS scholarri” ves @ [ wo [ O
7| Stenttumber: 201640 5[ v you spacialy employedta | Velartay ves [ o [ w0 [ o
undrake i resaaroh n et 3
5 | Programme ofsuay. Intmational Travel and Toursm Mansgement 7| b or vomary copacy” e ves [ o [ wo | o
T 1= researen bang underaken | FYES fenthe
| vectororstuesisupenvsor | acauisones it an sising UNTSD Aggts. | permisson auesion
ProtesdonslLesring Parneship | oelow dows retneed | VS | B[ Mo | D
ey e smowersd
T e permsion o undriata e | (1VES et so07)
research has bean provided by the | I1NO he sppicaton | YES | O | wo | 3
carer oganizaion? Sannot conthe
' vl 2 etica i

SECTION E: Details of Research Activity

1 [inaistie tte: Parc Le Beros Case Stucy

2 [Proposed staraste: | November 127 Proposed end dote: My

Introduction o the Research (maximum 300 words per seotion)

Ensure that you write for a Non-Specialist Audisnce when outlning your response o the
points below:

Pupose of Ressarch Actiy

Froposed Research Queston

Aims of Research Actuity

Objectves of Research Actity

Demonstrae. bty how Existing Resesrch has informed the proposed scfviy and explsin

« What the researoh scivty willacd fo the body ofknowiedge.
«_Howtadaresses an srea o importance.

Purpose of Research Actiity
T Get aforston about e comzany snd how e business i run i rder o condut  ossestcy. To see
Rowthe Company conducs Sal 1o found O What mansging Syis ey use. The plons ey nave for e
3 {sisnasses fure gomg fonware

Research Question

¢ [ Howis te stucensscsipine, knowiacge snd understanding demonstated in  sase sy poro ofPar Le
Beros

(Aims of Research Activity

5 { o prouoe = 10,000 werd siscpine specifc in-septn project

Obijsctives of Research Activity
1. Froposal snd Ethics Approval (2.000 wrds)
2 Case sty (4000 words)
o | 3 Business plan (2000 words)
4 Video presenistion (10 minutes equivalent 2,000 werds)

Proposed methods (maximum 600 words)
Provide o biefsummary of sl the methods that may be used in the resaarch actiy, making it lear

what specifc tachniques may be used. If mathods ofher than thoss sted ntis section e deemed





image2.png
N - N - N -

Tl T e S T S I
e e Gocaruton ke e 033 ves | wo by s b e oy
o ot lowi sicans (en ot o O Nk,
e e o e o e i P s, Bt o v oo ot 72 A prospaous e o=
susionvideo recorsings of inferviews with paricipants then these wl be are classfed as Personsl 1FYES o any question, then no research activl should be undertsken unfil fuletical approval
B SR o e e o s i b s 7 [Aresbertwans R 1YES oy cue v o
N T+ | Kvaaarvaes o=
Case study research methods. 15 | A more equsl Wales. o a SECTION G: Intended Participant
ihere re o artipats then donot complt s secton but godrecty o secton H
IIntend to gather information to consolidate my case study and business plan through s rage of 16 | A Weles of cohesive communities. a a partici: ol - butg ty
it wil 810 b using purpCsive sampling st person rasearch colected hrugh emling e Farc g = o= D ves | no
vis. There wil e use of ome quanitative data when relevant o 2 | Aduls (over the sge of 18 and competent o give consent? ® | o
oo oo a scocems couras, Mamty osuang o e websn, soce meds meoms and - [Chiaren snd Voung Pespie under e sge of 167 (Gonsent o Parent. Corersr |y | @
public accessible documents of Parc Le Beros. Guardian wil be required)
'SECTION F: Scope of Research Activity o =
o [Femgstemsen? o=
7 | tre investnt iekecper o=
Losstion of research activty PR e P ——— sl o s
Identify sll locations where research sctivity will tske place. /se of & questionnaire or similsr research instrument o a 8 | People engaged in illegsl activities? o ]
| e ] b Plsas T T pitopars o S SRl S G
e EE) ala
If research activity will take place oversess, you sre responsible for ensuring that local ethical 5| Use of video or audio recording’ a a
B e e s o e b b i oo, o s s e & [Patcantssaraion wihout e nevedae” R o |y e I
e et e s i i ==
o a 0 | experienced as physically. mentaly or amofionslly harmful  offensive? == it = © ployzes ofthe b
0 Pemance f sy s i ey s amparsarat o st sorasner” [N
YES 14 | Administration of any substance, agent or placebo? o a
in the public domain and that this is in accordance with the curent data protection law of the 15 | Working with e verizbrete snimsls: o a Information for participants: =y = m
g | o 01 (¥t diras et i Feos ¥ Wi mpac o 2 il i [ VATyou descris i i researeh procadures s paicipants 1 Clel s
Ol iy s otecio e e e e e o S sTacr e et e
method(s) below. a8 o 14 | Will you tell participants that their participation is valuntary? ] o o





image3.png
15 [ Wil you obtai writen consent or paricpation”

o [T yo0 erplai o partipants Trat refuse! o parilpate 1 e
resesroh uilnot sfectthei trstment o edcation (f relevant)?

7 [ researon is bservatonsl, will you ask psrtoipants for ther

consent o being observed

18

Wil you el paricipants thal ey may wibdraw rom e rasearch st
sy time and forany resson.

10

Wit questionnaies. vl you give perioants e opton of g
questions they do not want o snsuer?

2

Wil you el pariipants that i Gata Wil be Frested Wi ul
confdentlity and that._i publishad, i will not be identable s thirs?

s|@|ojolojo|s
o|lo|o|olo|o|o
oloje|e|le|e|o

Wil you cebrie paricipant atthe end of i partcipaton. n s way.

5 see by s but oty Brough subTEG
the sssignments The infomston i wanied can
b deletad anenwarde. Overal i information
ompied wil o be detrments o the busingss.
ift gotnfothe public knowdige buton the
basis of professianslism wil bs kept
Sonfcentil

T7ihe research scivly voives ohen or vanerate 33U, 3 Disclosure
‘3nd Baring Senvos (DBS)certfcate must be obiained before sny ves | no | wa
Sonlscl with such parteipants

7| Doss your research requie you to hold  curent DBS Certioste? olol=

TTVES, plesse give re cerfeate number T The oarfices number s not
5 | svaisic please wria “Pending'.ntris case any sihica spproval willbe

Subjec o roviding the spproprist carificsts number.

21 | approprita o the fype of rasearch undertsken?
72 [ 11N t any of shove auestons,pesse give an sxianaton y 4

. T¥resEarc 2Vt iy e SErelive SmEarassing or upsating s (e =Exual S

o st expan v e drug use) or ssues ey o dscose infomaton requing furer acion (e g Siminal acivy). e
| St of i procedres to e win hese ssuee, ncludng sny suppor et (59, hepina SECTION & Feedback, Consent and Confdentility
Informaton or patipants = el imbers) o b offerd o pricpants Note tht where ppicabie, cansent proceaures houks
ke  cler int f omething polerisl r vl flegl 5 iscovered e coure o & preec, T TFeeabeen

24 | Wil partcpants b paia? o|=s|ao i mey need ' be Saciosed o b proer sunores Vina Gerieing n feedback wi beprovice o garipants, how wil i be e and when?
20 |Is specialet eection ofoher equpment o be used wih pericipants” [RERIBISININNEY vy cesired updtes o he e study and ow iformationprvided wes use n be provded ot
o | e are any Tl o el ferets T e vesagator o o Tal o pifipiess

Universy arising o i sty R
7 Vil resesrn scovty mvehe deoeratey moeserg pernspere | | @ | @ Risks fo the nvestgator

any wey o ine paril o ull conceaiment of e it stuy sims? | For example: personat heat & ey, prysiat her, amsionl distress, sk ofscsusaton f p—
25 [I1YES t any st lesse provicefl stas harmiimptopriey.confct of intrest 7 informed sonsent

A

SECTION H: Anticipated Risks

“Outine any anicipated risks Tt may adversely affect any of e parfoipants, e
researchers andior the University, and the steps that willbe faken (o address them.

1 you have completed a full sk sssessmen (or sxsmple 85 required by 8 laboratoy,or extemsl
resesrch collborstor) you may sppend thet o hs form

Risk o e nvestgator: T R R PO R TSR
f partcipants refuse o share nformation or | To migate s sk | intend to try and pravent
razpand then nformation for th ssse study il | 1S fom heppening by builing = epecrt it
e hted aré ot mermal tne business. Explorng potential networking

Mot hen 1 ntend to gat quslty secondsry
informaton that wil provide with enough
brasath of knoutedge t St gve an insightul
osse sudy.

Descrive the arangaments t nform potentil prtcipants.before proviing consent. of wht s
involved i partopating. Describe the srangemenis for parcipenis o provide full consent befora
dats coliecion begins fgaiing consant n s wey s napproprata, expisin how consant wil be
oblsined snd recorded in accordance wit prevaiing dsta protcion legsition

Provide the paricipsnis wil the knowladge thet any information shared wil iy be seen by myself
nd two utas. That information will ot b used unless they cansent o the uss of  being used in
ne case stucy via email, Tis wil b4 uphant an Sgparent fom e begTing § conversatons
staring

Yo |5

Tniversityfinsiutional fisks

Full sk asessment completed and appended: 1=

ks © parterpants

5| Confdentiiity [ Anonymity
‘et out how snonymit of pariipants and confidentsy wil be ansured i any autputs. I
nonymiy i not bing offres. xpain iy this f he case.

Names wil bs not be collecte o usad i th osse study.

2 | For example: sector-specifc hesin & sefety, amations! distress. financaldisclosure, physial harm,
ranser of personsl dea, sensiive organisaionsl nformation
Risk o pariopants L e
“The informaton | lack o find out about the
‘company will not necessarly be ighly
Given th nsture of sharing company. Sonfcental nformation just nside armation
information thare s the cancer of nformation | 1ot necessery for puslic knowecge. There wil
Being snarec, 5 ow sk of nformation being zhared s il
B o expena s ou e 52 Gonfined 0 he emails in whioh information s
Gscussas s well se in e oasa sty The
‘osse study will e Saved t my personal
university oufock sccount The informstion wil

| For example: sdverse publicity. financial loss, dt protection
P — Enarsto et coss e,
[ Environmentire —
e s olge o pltrs,daap b el scotams
[ Totwctoare s g ervee

SECTION J: Data Protaction and Storage

Do e research scliy Tvoive personl Gat (o5 Gefned by e General
Dats Protecton Reguiaion 2016 “GDPR" snd the Data Frotection Act 2018 | YES | NO
“oPAY

“Persoal data’ means sy inforaton eising o ar ideniied o
dentifable naturslperson (data subject). An identifable naturs!
pereon 1 ane who oan be ientiied, arscty or maecty,
paricular by reference to an dentfer such as 3 name, an
dentfcaton number,looaion dats, sn onine dentfer r o one or

more factors specif o the ohysical.physiological. qenatio, mentl.





image4.png
N - N - N -

SECTION K: Declaration

T A SR ) T [ e s e o e o e [
e e e e
e 5 | Pobtesto o ste et it s erteston o navint” o[ = A e LT T e e s T
TYES,prois s Sesorpton e 39 97 e why i s e o sl e T e D R e e e L
L s i il 19 | Useofdata o it syster o a ‘obligations and the rights of the participsnts.
E 2o [ove s =0
oo o . i sumting 05 pefean | ey conf hat | dark o enurs e e bove ramed
Does  nuov specil clagory 3o (s e b 5 GOPRY ves [ wo T Ty e ——epe—— et sty wit il e Urvest's Ressarch Elis nd negy Code of Pracie e &
S gy e e SR AT s S 21 | ccoréenes i oGP ant ot Prteeton e REY o o et v e o
e e T i o
oo i
e g
Dol cpnons, st - + | Somature ot appiant: | vintcombe asrizozs
s (G memtor  r am is e T 22| st a wh wil have s to e date ererted oy e resear sy,
A e e x
R e o el s g B ss5amants
o e ——— For SrupENT supmssons
H=5 st = =
Qs e estorDsupose it il e il o 37 555 oo o o gl oy e 37 2 [ E
TYES e s et of o Specia gy 1 373 vy i G meede 5 ———
TeT o [ Simati
L P Sie et of i Sevaee oS, oy Sy eSS oo & e For STAPE Submisions
24 | s e soae e o o et ol et 3o o ot A7F Submission -
T o T e Sy et e G T s, o | VES | WO e o [ Aessemenies
s torpateaton o stored i g o o g oy
5 | Manusi fles (ie. in paper form)? a ] No dete il be schieved il will be stored using university sccounts that are password protected 5| signature
e e o g
& ety computes? 5=
ol e Gheckis: lsse compiee the heckistbeow f nsre et you have compieied e frm
e e we e — o st e o ot e oottt
e 5w Moot s 2o s e ot vt s ot e
5 ioms o s pesone comput T ——
© [ Laptop computers/ CDs! Portable disk-drives/ memory sticks? o a will not be stored in the esearch Dats Repositor
PLop comp il il mat be shosed in g G h Data Repository ® | I hsve completed ALL RELEVANT sections of the form in full
o [Clous sorspe srwerstes? 5w I . g
1 [OFerspeey = = o | Comim st you have read e UWTSD guidence on e ranagemert ses |\ [ 1 confim thalhe research aciiky Faigeceived approvalin principle
e e 5[ nave stched +copy offalitris sproval rom il organisaon (where ppropriate
o S e Tl e T eSS T o o S 5SSy o G colecie, G e
12| sty It datets f b proceres. psewrs e, anenon. o7 | o etyen o v etV eas o e s | = B T e e ——
st o e e ATEACHED AL Sk ASSESHENT
T ——— N R
et g e e ot oo Ve et app o 1 riand et Ry oporablty o snn et e b
s
.~ A PR Pa————
| (rcing s st soncat e, Qeshomates o sehebues ey st b
e oy Do Sapninr modae oy o s Dreco
S Prtecion
Ve e scvey vt any o o ekovirg sees Ve [ wo RESERRCH STUDENTS AND STAFFONCY
e ——
75 oo warter o st m oy o o = e et vty e o ol o eyt v
ST e e e R R | o sl e f h s of your o  ral rfot. 4 et you chck your
14 | e University and personsl emi scsounts reguler
= T DENTS O UNDERGRADUATE O TAUGT WASTERS PROGRAWINES shau ST e o
| Eree e Sl a = (and receive the cutcome) vis systems explained to you by the supervisormodule leader.
o [ Expor f i oo e U orimporing of i o o e 017 ol w





image5.png
EXTERNILIZATION

PICTURE OF SENDER

Physique Personality
Relationship Culture
Reflection| Self-image

PICTURE OF RECIPIENT

NOILVZITVNYILNI




image6.png
1:45pm Sun 5 May O

parc-le-breos.co.uk

log cabin, where you can really get away from it all.

Please note that we only have 1 dog friendly room which needs to be booked by
telephone, unfortunately we do not allow dogs in the public areas of the hotel, lounges,
restaurant etc

Bed & Breakfast 2023 Prices
Rl g
Small Double - £130
Standard Double - £145
Deluxe Double / Twin - £180 - £225
Deluxe Suite - £325
Family Room (1 child) - £165
Family Room (2 children) - £175
Family Room (3 children) - £185
Family Room (4 children) - £195

CHECK AVAILABILITY

Why not upgrade to wine or chocolates on arrival?

Best prices guaranteed on this site!
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The Rosette Award for
Culinary Excellence
2022 - 2023
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Liked by gibbseymew and others

parclebreos We are overwhelmed and utterly pleased to be awarded an AA Rossett for outstanding
excellence in the hospitality... more
View all 37 comments

31 May 2023
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Contact Us

Parc Le Breos House
Parkmill
Gower
Swansea
SA3 2HA

info@parclebreos.co.uk
+44(0)1792 371636

Quick Links

Accommodation
About Parc-Le-Breos
Local Information
Gower Walks
Booking
Gallery
Gift Vouchers




