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1. EXECUTIVE SUMMARY
EcoRetreat is a luxury eco-friendly boutique hotel situated in the beautiful countryside of Cornwall, United Kingdom. The retreat provides luxurious lodging in eco-friendly facilities in addition to a variety of eco-tours, organic food experiences, and health-enhancing massages. The key competitive advantage of our brand is the integration of luxury with sustainable development, which targets the niche of environmentally conscious guests who are willing to travel sustainably in comfort. Today the market of eco-tourism is rapidly developing, and according to experts, its growth will continue to be constant, which will bring up to $388.62 billion by 2030, which indicates that there is a vast pool of potential customers that can be targeted to boost sales. EcoRetreat positioned directly appeals to the conscientious wealthy traveler, health and wellness seeker, and millennial.
Our strengths are the unique eco-tourism activities, differentiated wellness services, and environmentally friendly business practices. Our initial funding target is £75,000, which will be obtained through grants and loans for the development of our environmental sustainability initiatives and services. In the short term, the goals of EcoRetreat are to create brand awareness, reach full capacity during the high season and source for partnerships with local conservation organizations.

2. THE BUSINESS IDEA
2.1 The Product/Service

EcoRetreat is a luxury boutique hotel located in Cornwall countryside and embraces eco-tourism and luxury accommodation. Our main focus is to offer comfortable accommodation to responsible tourists who are concerned about the negative impact their travel has on the environment. Every one of the lodges is constructed from natural materials to use renewable resources and provide the guests with close contact with nature. Therefore, the company’s unique selling proposition (USP) combines luxury and sustainability. Our selling points include farm-to-table organic food options, carbon-neutral accommodation, and green spa services. Guests can also engage in eco-tours that entail the conservation of the biodiversity of the area. Here, by offering some of the best luxury facilities accompanied by environmentally sustainable management, EcoRetreat stands well to benefit from the current rapidly developing eco-tourism niche.
2.2 SWOT Analysis Summary
SWOT analysis of EcoRetreat also reveals strong and weak points even though the latter seems to dominate the picture. One of the major strengths is its ability to capture the new trend of sustainable tourism coupled with having luxurious green accommodations in the beautiful Cornwall. That said, there are also weaknesses, such as high operating costs because of sustainability and the relatively novel concept of eco-luxury, which might cause slow market penetration. Chances include the increase in green tourism, cooperation with conservation agencies, and governmental support. Such advertisements can also enhance the company’s brand awareness and highlight its positioning as a premium, environmentally-conscious brand (Darnall, 2008). Threats for the business are market instabilities, particularly in the economic downturns, and the presence of other established luxury hotels or eco-resorts. To avoid such risks, EcoRetreat will engage in long-term associations while incorporating local materials in the construction. Further, the dynamism in pricing will guarantee cost-friendliness while at the same time cultivating profitability. This will strengthen its competitive positioning through uniquely personalized and sustainable brand experiences for consumers (Sinha and Fukey, 2020).



3. THE TEAM

3.1   Key Personnel

Name and Company Position: Madalin Founder & CEO

Skills and Experience: With a decade of experience in luxury hospitality management and a background in environmental sustainability, He has successfully led eco-conscious projects in high-end resorts across Europe.

Role and Responsibilities: He is responsible for overall business strategy, leading the operations, and ensuring the company’s sustainable vision is executed effectively.



Name and Company Position: James Head Chef

Skills and Experience: A culinary expert with 15 years of experience in fine dining, specializing in organic and locally sourced cuisine. James has worked at Michelin-starred restaurants and has a deep understanding of sustainable food practices.

Role and Responsibilities: He oversees all culinary operations, menu development, and sourcing partnerships with local organic farms to ensure sustainability in all food offerings.



Name and Company Position: Emma Marketing Director

Skills and Experience:  Emma holds over 8 years of experience in digital marketing and brand development, with a focus on eco-tourism. She has successfully led campaigns that increased brand visibility for several start-ups in the travel sector.

Role and Responsibilities: Emma is responsible for driving the company’s marketing strategy, including digital campaigns, social media engagement, and customer outreach programs.



Name and Company Position: Michael  Operations Manager

Skills and Experience: Michael has extensive experience in hospitality operations, having managed several boutique hotels. He holds expertise in process optimization and sustainable supply chain management.

Role and Responsibilities: Michael manages day-to-day operations, coordinates logistics, and ensures all hotel facilities run efficiently while adhering to sustainable practices.



3.2 Skills Gaps & Key Partners

3.2.1 Additional Staff Requirements (Roles and Responsibilities):
· Recruit a Digital Marketing Specialist to improve online presence and social media management (Bisoi et al., 2020).
· Hire a Sustainability Officer to monitor environmental performance and maintain certifications.
· Add a Customer Experience Manager to manage guest feedback and enhance service quality.

3.2.2 Training and Development:
· Provide staff training in sustainable practices like waste reduction and renewable energy usage (Weinstein, 2020).
· Training delivered by the Sustainable Hospitality Alliance for £5,000.
· Focus on workshops for sustainable operations, waste management, and energy conservation (Alvarenga et al., 2020).
3.2.3 Outsourced Support / Key Partners:
· Outsource IT infrastructure and website maintenance to GreenWebTech for £2,000 annually (De Pelsmacker et al., 2018).
· Partner with EcoCert for sustainability audits and certifications.
· Ensure low-impact technology solutions, allowing focus on core business functions.

4. MARKET RESEARCH

4.1 Market Information, Trends and External Factors
EcoRetreat conducts its operations in the fast-growing market of eco-tourism which is expected to grow up to $388. 62 billion by 2030 with a 14. 3% CAGR (Allied Market Research, 2022). Consumer awareness of the impact of their actions on the environment puts pressure on the travel industry to embrace environmental conservation (Damigos, 2023). A 2020 Booking. com survey in the UK showed that an attractive of respondents would like to stay in an environmentally friendly hotel, which can become a business advantage of EcoRetreat. Trends include the emergence of green consumerism, local, and experiential tourism, and wellness which is projected to expand at a rate of 20.9% every year between 2020 and 2025 (Alvarenga et al., 2020). Some of the trends that are beneficial to EcoRetreat include sustainable practices and luxury wellness.
A PEST analysis shows that the goal of the UK government to reduce carbon emissions by 78% by 2035 is relevant to the green initiatives of EcoRetreat. Green incentives such as grants and tax credits can be of help to the business and alleviate the costs. Economic factors like inflation as well as possible recessions might affect luxurious travel hence EcoRetreat will use skimming and penetration pricing strategies to capture the market (Combs and Ogbeide, 2017). Technologically, digital marketing and green technology like digital eco-friendly booking platforms and renewable energy will enable EcoRetreat to get access to digitally savvy, environmentally conscious consumers (Kleinrichert et al., 2012). From a social perspective, the trend towards sustainability is evident, and therefore, aligning with the firm’s vision, EcoRetreat will be able to capture the market.
4.2 Customer Profiles

1. Affluent Eco-Luxury Traveler

This segment includes mainly high-income earners, aged between 35-55 years who have some disposable income to spend on luxurious and select brands and events. They are mature tourist who looking for exclusive, luxurious and eco-friendly accommodation. Based on the findings by Emmanuelawati (2021), 72% of luxury travelers are concerned with sustainability while selecting a destination. These customers feel attracted to EcoRetreat because it is a luxurious hotel that caters to clients who want to pamper themselves while being environmentally conscious.

2. Wellness Enthusiast

This segment is made up of people in the age range of 30-50 years who are conscious of their health and well-being. Health and wellness are new-age consumers who are more than willing to spend on services that improve their health. As per the Global Wellness Institute, the global wellness tourism market size was $817 billion in 2022 and is projected to expand. These customers will be interested in purchasing wellness services offered by EcoRetreat including organic meals, green spa services, and nature-based tours like eco-treks and yoga classes.

 3. Green-Conscious Millennial
The millennials, aged between 25 and 40 years, are one of the most environmentally conscious generations, with 73% preferring to shop with environmentally conscious brands. This group does not care about the luxurious appearance of the product; rather, it prefers quality and an affordable price (Fuentes-Moraleda et al., 2019).
4.3 Competitor Profiles

1.  The Scarlet Hotel
The Scarlet Hotel, a luxury eco-hotel in Cornwall, offers ocean views and high-end spa services with a focus on sustainability through renewable energy and waste management. However, its high pricing limits its appeal to affluent clients, and its emphasis on luxury over eco-tourism interaction restricts its broader appeal (Kim and Han, 2022). EcoRetreat will differentiate by offering a wider range of eco-tourism activities, such as nature hikes and sustainability seminars, catering to a broader demographic, including millennials.

2.  The Green House Hotel

The Green House Hotel is a hotel situated in Bournemouth and the hotel has employed the use of solar power and environmentally friendly construction materials. It is a cheap luxury base but does not include wellness services and is small, thus cannot attract many wellness tourists (Quadri-Felitti et al., 2022). EcoRetreat will leverage this by including services such as spas, organic foods, and mindfulness retreats, to capitalize on the growing wellness tourism market.

3.  Ecoventures Retreat
Ecoventures Retreat is targeted at education in eco-tourism but does not offer luxurious amenities and services for the upper-end market. EcoRetreat will capitalize on this opportunity by providing its clientele with the best of both worlds – luxury and sustainability (Gogus and Apak, 2017). Its competency is that it is luxury, sustainable, and offers luxurious eco-tours, which attract both high-end and environmentally conscious customers.









5. MARKETING PLAN
5.1 Price
EcoRetreat will target a strategic positioning of a luxury resort on the higher end of the market as well as the mid-market green consumer. The basic eco-friendly package will cost £200 per night and this will include organic meals and eco-tourism. For those willing to go for better upgrades, there will be premium lodges which will cost £450 for a night stay, and they will include a spa and a natural tour within the facility. This pricing is affordable while at the same time reasonable due to the quality services that are offered. EcoRetreat offers luxury services and an opportunity to enjoy an eco-unique experience at a lower price compared to The Scarlet Hotel (£500 per night) and The Green House Hotel (£150-£300 per night) but still higher than mid-tier guests might expect (Kuo et al., 2022).

5.2 Product

The design element of place, EcoRetreat, concerned the environmental responsibility with luxury and a contemporary look. Every lodge will be built from timber and other sustainable resource available in the area and with floor-to-ceiling windows to blend with the environment. Regarding interior design, the decision is made to use organic textures and naturally muted colors to make the design more nature-oriented and serene (Krstinić Nižić and Matoš, 2018). EcoRetreat’s branding will be simple as its logo will include the elements of nature such as the earth, water and air. Spa products and gifts for the guests like reusable water bottles or eco-friendly toiletries will also be branded which will remind the guests of the business’s sustainable practices.

5.3 Placement

To achieve this, EcoRetreat will employ multiple service placement models to ensure they are placed online and offline. In the online environment, EcoRetreat will have its website with a built-in booking section that will allow users to easily make a reservation from any mobile device. The business will also work with eco-tourism-related portals like Responsible Travel and Airbnb to increase its online presence (Yasmina et al., 2022). Offline, EcoRetreat will have to partner with travel agencies with a similar focus on wellness and eco-travel and take part in relevant expos and events.

5.4 Promotion

EcoRetreat will popularize the cause through both the Internet and other media. Organic campaigns on Instagram, Facebook, and Pinterest will focus on promoting the luxurious side of sustainability for environmentally and health-conscious travellers. People will be interested in photos and videos of the eco-lodges and nature around them. Engagement with other travel bloggers and magazines such as National Geographic Traveller will improve organic impact. Also, the press releases will increase offline awareness (Yadegaridehkordi et al., 2021). To establish customer loyalty, EcoRetreat will implement a referral and loyalty program for customers, who will be offered discounts and special services. Trust will be maintained and enhanced as the customer feedback will be used in the improvement process (Borg, 2022).

6.  KEY RESOURCES

6.1 Premises
EcoRetreat will be established on 10 acres of land in Cornwall’s countryside because of its nearness to eco-tourism attractions and sceneries. It will include the main building for a spa and restaurant, ten eco-lodges, and administrative structures. An organic farm will be established on the site of the retreat to provide fresh foods for the facility as it will be environmentally friendly. The costs of the rural land in Cornwall are put at £ 10,000 per acre while constructing the eco-lodges will be £ 1.2 million (Deacon, 2015). It is believed that annual business rates for accommodation and spa services shall be £50,000.

6.2 Equipment
EcoRetreat will need an energy source which will be solar panels from the Solar Power UK for £50,000. Kitchen equipment that is energy efficient will be bought from GreenChef Solutions at £25,000 while the spa equipment such as tables for massage and Sauna will cost £15,000. IT solutions including booking software from HotelHub will be £5,000 on an annual basis (Yuniati, 2021).

6.3 Key Suppliers
The farm in the retreat will need seeds which will be from Sustainable Seeds Co for £ 3000. Waste management has been proposed by GreenEnergy Solutions at £2,000 per month. The Cornish Organic Farmers will provide dairy, meat and produce for £30, 000 per annum to be environmentally sensitive as demanded by the EcoRetreat policy.

7.  FINANCES AND START-UP SUPPORT


	EXPENDITURE
	Year 1 
£

	Company Registration
	1500

	Rent/Rates
	50000

	Staff Wages
	200000

	Travel/Accommodation
	5000

	Telephone (mobile)
	2000

	Broadband
	1200

	Utilities
	20000

	Marketing and materials 
	15000

	Insurance
	8000

	Capital Expenditure/Equipment
	90000

	Training & Development
	5000

	Accounting/Legal
	6000

	Outside Services
	10000

	Stock/Materials Purchases
	30000

	Bank Charges
	1500

	Office Consumables 
	2500

	Loans Repayments
	20000

	Total Expenditure
	£     467700


	INCOME
	Year 1 
£

	Sales A
	300000

	Sales B
	150000

	Sales C
	50000

	Capital Introduced
	100000

	Funding 
	75000

	Loans/Borrowing
	75000

	Total Income
	£ 750000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	750000

	Total Expenditure
	467700

	
	

	Profit/Loss
	£ 282,300

	
	










7.1 	Financial Summary
The forecasted financial for EcoRetreat has been estimated taking into consideration the actual operational requirements and market potential as envisaged in the business plan. The expenditure includes all start-up costs and operating costs where the largest cost is staff wages at £200,000 per annum which is competitive rate to attract talent in the hospitality and sustainability sectors as highlighted in the team section. The £90,000 capital expenditure is made on purchases of environmentally friendly assets and facilities as discussed in the Key Resources, such as solar panels, kitchen equipment, and a spa. Other overheads include rent/rates (£50,000) and utilities (£20,000); these have been estimated based on the current property and utility prices in rural Cornwall for a luxury eco-lodge business. In the Marketing Plan, marketing expenses (£15,000) indicate that the proposed promotion plan will engage both online and offline media platforms to attract the target niche of green tourists.
In terms of income, projections are based on expected revenue from three primary sales streams: Sales A (£300,000) for premium lodges, Sales B (£150,000) for standard lodges and Sales C (£50,000) for wellness and spa services. These numbers are within the range of an industry average for the luxury eco-lodges. Owner contributions & sustainability grants (£100,000) and owner contributions & loans (£75,000) are used to pay for the initial capital introduction and funding respectively, while loans/borrowing (£75,000) are used to pay part of the initial setup cost.


APPENDICES

Appendix A – SWOT Analysis

	SWOT Analysis
	Description

	Strengths
 
 
 
	- Strong alignment with growing demand for eco-friendly tourism.
- Prime location in Cornwall, a major tourist destination.
- Unique offering combining luxury and sustainability.
- Organic farm-to-table dining and wellness services.

	Weaknesses
 
 
	- High operational costs due to renewable energy and eco-friendly materials.
- Limited market share initially due to the niche eco-luxury concept.
- Dependency on a high-income target market.

	Opportunities
 
 
	- Growing interest in green tourism and wellness tourism.
- Potential partnerships with conservation organizations and government programs.
- Opportunity for increased brand awareness through targeted digital marketing and sustainability campaigns.

	Threats
 
 
	- Economic instability (e.g., recessions) impacting luxury travel demand.
- Increased competition from established luxury hotels and eco-resorts.
- Fluctuations in consumer spending due to market volatility.




Appendix B – PEST Analysis

Political:
The UK government has set a goal of cutting carbon emission by 78% by 2035 and this is in harmony with the sustainable business model of EcoRetreat. This is a plus for EcoRetreat as it has an opportunity to enjoy various government incentives such as grants, tax credits, and subsidies for firms that are environmentally conscious. The political environment is favourable towards green and the government is highly supportive of environmental conservation. However, possible risks include the risk of changes to government policies or regulations affecting the availability of such incentives for long-term planning.
Economic:
The post-COVID economic rebound and inflation may impact the affordability of luxury travel. Adverse macroeconomic conditions may decrease the market demand for luxurious and environmentally conscious services. To minimize these threats, the company will adopt flexible pricing strategies, which will change from time to time depending on the prevailing market trends and customers’ buying habits. Moreover, economic growth is also an opportunity brought by the change in consumer behavior toward sustainable tourism from all over the world. Another area of growth is wellness tourism, which has also created interest in EcoRetreat.
Social:
Global trends suggest that there is a rising interest in responsible tourism and wellness tourism, where tourists are interested in sustainable travel and tourism that enhances their health. This change has been most apparent with millennials and Generation Z travellers who are conscious of the environmental impacts of their travels. EcoRetreat’s emphasis on eco-luxury, wellness, and nature-based activities is in line with these trends, making the business appeal to this audience.

Technological:
The use of digital technologies in the hospitality industry such as online booking systems and customer relationship management systems is essential to EcoRetreat. Advertising energy-conserving systems and environment-friendly booking systems will improve functionality and attract customers who are conversant with technology and the environment. Furthermore, the application of digital marketing will enable EcoRetreat to expand the coverage of its target market through advertisement and social media platforms.

Appendix C
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Figure 1: Eco-Friendly Botique Hotel Example (hospitalityambassadeurs.com)


REFERENCE LIST:

· Alvarenga, J.C. et al. (2020) ‘The project manager core competencies to project success’, International Journal of Managing Projects in Business, 13(2), pp. 277–292. Available at: https://doi.org/10.1108/IJMPB-12-2018-0274.
· Bisoi, S., Roy, M. and Samal, A. (2020) ‘Impact of artificial intelligence in the hospitality industry’, International Journal of Advanced Science and Technology, 29(5), pp. 4265–4276.
· Borg, C. (2022) ‘The Emirates Academy A Critical Analysis of Boutique Hotels and their Sustainability in Malta’, p. 61.
· Combs, R.M. and Ogbeide, G. (2017) ‘Marketing a New Boutique Resorts: Juveniles Versus Rejuvenation’, Journal of Hospitality & Tourism Cases, 5(3), pp. 38–43.
· Damigos, D. (2023) ‘How Much Are Consumers Willing to Pay for a Greener Hotel Industry? A Systematic Literature Review’, Sustainability (Switzerland), 15(11). Available at: https://doi.org/10.3390/su15118775.
· Darnall, N. (2008) ‘Creating a green brand for competitive distinction’, Asian Business and Management, 7(4), pp. 445–466. Available at: https://doi.org/10.1057/abm.2008.19.
· Deacon, B. (2015) The Land’s End?: The Great Sale of Cornwall. Cornish Social and Economic Research Group.
· Emmanuelawati, I. (2021) ‘A Boutique Hotel’s Journey into Turning “Green”: A Case Study of Atanaya Hotel Bali’, International Journal of Glocal Tourism, 2(2), pp. 85–91.
· Fuentes-Moraleda, L. et al. (2019) ‘Willingness to pay more to stay at a boutique hotel with an environmental management system. A preliminary study in Spain’, Sustainability (Switzerland), 11(18), pp. 1–15. Available at: https://doi.org/10.3390/su11185134.
· Gogus, Ç.G. and Apak, S. (2017) ‘A Comparative Analysis of Innovation and Sustainable Growth Measurement in Hospitality Industry’, International Journal of Business and Social Science, 8(6).
· Kim, J.J. and Han, H. (2022) ‘Saving the hotel industry: Strategic response to the COVID-19 pandemic, hotel selection analysis, and customer retention’, International Journal of Hospitality Management, 102(January), p. 103163. Available at: https://doi.org/10.1016/j.ijhm.2022.103163.
· Kleinrichert, D. et al. (2012) ‘Boutique hotels: Technology, social media and green practices’, Journal of Hospitality and Tourism Technology, 3(3), pp. 211–225. Available at: https://doi.org/10.1108/17579881211264495.
· Krstinić Nižić, M. and Matoš, S. (2018) ‘Energy efficiency as a business policy for eco-certified hotels’, Tourism and hospitality management, 24(2), pp. 1–17.
· Kuo, F.I., Fang, W.T. and LePage, B. (2022) ‘Proactive environmental strategies in the hotel industry: Eco-innovation, green competitive advantage, and green core competence’, Journal of Sustainable Tourism, 30(6), pp. 1240–1261.
· De Pelsmacker, P., van Tilburg, S. and Holthof, C. (2018) ‘Digital marketing strategies, online reviews and hotel performance’, International Journal of Hospitality Management, 72(January), pp. 47–55. Available at: https://doi.org/10.1016/j.ijhm.2018.01.003.
· Quadri-Felitti, D., Su, N. and Day, J. (2022) ‘Consumer perspectives of boutique and lifestyle hotels: Is there a difference?’, Tourism and Hospitality Research, 22(3), pp. 349–361.
· Sinha, M. and Fukey, L. (2020) ‘Circular Economy: Assessing a Progress of Resources Efficient Practices in Hotel Industry.’, in Circular Economy for the Management of Operations. CRC Press., pp. 89–117.
· Weinstein, A. (2020) ‘Creating Superior Customer Value in the Now Economy’, Journal of Creating Value, 6(1), pp. 20–33. Available at: https://doi.org/10.1177/2394964319898962.
· Yadegaridehkordi, E. et al. (2021) ‘Customers segmentation in eco-friendly hotels using multi-criteria and machine learning techniques’, Technology in Society, 65(February), p. 101528. Available at: https://doi.org/10.1016/j.techsoc.2021.101528.
· Yasmina, A.W., Rahmanto, A. and Naini, I.A.M. (2022) ‘Extreme Green Marketing Communication Planning Boutique Hotel in Developing Countries’, International Journal of Multicultural and Multireligious Understanding , 9(7), pp. 295–308. Available at: http://ijmmu.comhttp//dx.doi.org/10.18415/ijmmu.v9i7.3824.
· Yuniati, N. (2021) ‘Green Hotel Concept and Practices in Indonesia’, E-Journal of Tourism, (September), p. 184. Available at: https://doi.org/10.24922/eot.v8i2.76346.






Income (£) Year 1

Income (£)	
Sales A	Sales B	Sales C	Capital Introduced	Funding	Loans/Borrowing	300000	150000	50000	100000	75000	75000	

Expenditure (£) Year 1

Expenditure (£)	Company Registration	Rent/Rates	Staff Wages	Travel/Accommodation	Telephone (mobile)	Broadband	Utilities	Marketing and materials	Insurance	Capital Expenditure/Equipment	Training 	&	 Development	Accounting/Legal	Outside Services	Stock/Materials Purchases	Bank Charges	Office Consumables	Loans Repayments	1500	50000	200000	5000	2000	1200	20000	15000	8000	90000	5000	6000	10000	30000	1500	2500	20000	
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