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Reconnect Thrive: The Mindful Living Experience [image: ]

1. [bookmark: _Toc233406464]Business Idea
Reconnect Thrive is a female exclusive wellness retreat, offering weekend and short-stay getaway aimed at busy women, particularly mothers and professionals. The most important factors to attend these activities are relaxation and holiday, to improve general health and learn coping mechanisms, and to reduce stress and improve mental health (Naidoo, Schembri and Cohen, 2023). The goal is to support women in reducing stress, improving their wellbeing, leaving feeling truly refreshed and confident with our successful company a leader in costumer services. 
[image: ]





2. [bookmark: _Toc233406465]The Story Behind the Idea
This business idea came from personal experience. Having to balance different responsibilities, from motherhood, household duties, work, and studying, often felt overwhelming.The need for a place where women can take a break from their daily routines, relax, and recharge showed a gap in the market. As a result, the idea of a women-only wellness retreat was developed.
[image: ]
3. [bookmark: _Toc233406466]Business Ownership
The business will run as a sole trader, which is the most suitable for the early stages of the wellbeing experience because it is simple, cost‑effective, and quick to set up, allowing the business to launch and grow without unnecessary administrative burden (Williams, 2022b).
4. [bookmark: _Toc233406467]Mission Statement & Objectives

Our mission is to help busy women reconnect with their inner selves, offering a space for relaxation and personal self-care, and improve their wellbeing through supportive and restorative wellness retreats.

[image: ]

  4.1 Objectives:
· To launch and deliver at least 20 fully packaged, Complete wellbeing experiences for women within the first year.
·  Achieve satisfaction rate least 90% in the first year of running the business.
· To increase retreat bookings by 30% within the first year through targeted marketing and customer loyalty and referrals.
· To attract at least 50 customers in first year.
[bookmark: _Toc233406468]  4.2 Location
The business will run from a home office, with retreats delivered at hired venues and outdoor or community spaces across Cardiff and Wales.
Find us at: https://maps.app.goo.gl/m9Hjw9D5KFxCAaUC7
5. [bookmark: _Toc233406469]Human Resources
[bookmark: _Toc233406433][bookmark: _Toc233406470]I am a sole trader working from home; lifestyle companies promote a particular sport, hobby, or pastime and may employ only the owner or just a handful of people when needed (Ireland, 2021).
[bookmark: _Toc233406434][bookmark: _Toc233406471]The benefits of running your own business are many and include autonomy, the freedom to do things your own way being rewarded directly for your own hard work, and the chance to fulfil your potential and own ambitions (Masterson, 2003). On other hand, you will take full responsibility, make your own decisions, and face risks like late payments and cash flow issues.
6. [bookmark: _Toc233406472] Marketing Activities 
[image: The image illustrates Porter's Five Forces analysis for a Wellness & Retreat business, detailing the threat of new entrants, substitutes, buyer power, supplier power, and industry rivalry.

AI-generated content may be incorrect.]The marketing strategy for Reconnect Thrive Experiences focuses on building trust, visibility (Facebook, see picture1), partnerships, and local outreach. Will send door to door leaflets to promote the business locally (see picture 2). It is demonstrated that we all are connected through social media; and the increasing use of social media is creating new opportunities for digital marketers to attract the customers through digital platform (Bala and Verma, 2018).  It clear that leaflets work because it is local targeting, low cost, tangible & memorable, and easy to track results. 
Online webiste : https://canva.link/wm5sznr6dazjkp8

7. [bookmark: _Toc233406473]Market Research

    7.1 Primary Research 
The questionnaire was sent to 10 people showed: 
6 out of 10 will be Interested in Mindful Living retreat (figure 3). The majority preferred retreat length is 2-3 days(figure 4). While Your audience is strongly drawn to mindfulness, nature. (See figure5).
In question 6, The responses show a clear preference for calm.This validates the positioning of Reconnect Thrive: 
Also, in the answer chosen by several respondents, showing consistent interest even among those who may not prioritise nature as their top factor (Figure 7). 
Figure (8) showed high likelihood to recommend percentage correlate strongly with customer satisfaction.
Responses indicate strong enthusiasm for the retreat concept, with most participants highly likely to recommend it.

    7.2 Secondary Research:
Wales is recognised as a leading UK wellness destination, with the sector estimated to be worth over £1.2 billion (Global Wellness Institute, 2024).
According to McKinsey & Company, the global wellness industry is valued at approximately $2 trillion and continues to experience significant growth (Noble, 2026). 
Furthermore, a 2025 Harris Poll and Marriott Bonvoy study found that 96% of travellers wanted to explore personal interests and hobbies while travelling (Murphy, 2025).
Cohen’s longitudinal study showed sustained symptom improvements six weeks post‑retreat, indicating reduced impact of existing health issues and potential prevention of lifestyle‑related conditions (Cohen et al., 2017).
[image: ]
Feedback from an open winter swim showed the huge interest from women customised activities such as swimming.

The Reconnect Thrive business model is filling the market void. There are many popular health and wellness retreats around Wales. However, Reconnect thrive is a unique model which is ready to compete and grow. 
      7.3 The competitors are: 
1. Garth camp has reviews of 9.3/10. Can be a strong competitor if women prefer affordable and close to home. ( Picture 5)
https://www.pitchup.com/campsites/Wales/South-Wales/Glamorgan/Cardiff/garth-glamping/.
2.  Stables Wellbeing:  In the heart of the Brecon Beacons. This 3-day women’s circle retreat is an invitation to pause, soften, and reconnect with yourself, with nature, and with a circle of like-hearted women.

tps://stables-wellbeing.co.uk/venue-hire/
My research comparison :
[image: The image presents a table comparing different retreat attributes, such as price, focus area, target audience, experience style, and additional qualities like wellness, luxury, and inclusivity, for various types of camps including women's health, thrive retreats, and nature-based experiences.

AI-generated content may be incorrect.]
Table 1. Competitive analysis
    Factors such as higher price sales, unpopular location; fixed schedules or less flexible for casual stays can weaken the business.







8. [bookmark: _Toc233406474]Critical Appraisal
Based on SWOT analysis and market research Reconnect Thrive have a strong viable state, see  below:

	Strength
	Weakness
	Opportunities
	Threads

	• Wales wellness sector worth over £1.2 billion.

	New brand business with no existing reputation 
	Gap in the market.
	Weather changes can risks

	• Fills market gap between budget and premium options.

	Upfront setup costs required. Can face difficulties to secure funds.
	Support from Welsh Government
	Compliance with regulations

	• Clear focus on women’s wellbeing and health.

	Limited initial capacity.
	Growing demand for accessible wellbeing experiences for women only.
	Established local competitors.

	
• Customised experiences
	Seasonal demand fluctuations, especially in winter.
	
	

	• Small groups can guarantee consistent quality.

	
	
	



9. Unique Selling Proposition (USP)
A welcoming, nature-based wellbeing retreat offering personalized, scientific based support for small groups of women, which is designed to be accessible, affordable, and genuinely created for real people and real stories.

10 . Financial Resources
Feasibility is high for Reconnect Thrive business as the market is proven, growing.
Practicality is good and viable when launched with limited booking at the start, with careful cash flow, monitor pricing, and focus on building reputation at the beginning. Your cash‑flow forecast (Figure 16) shows that the business generates £2,250 in monthly income from two premium wellbeing events priced at £225 per person with five participants per session. Monthly operating variable costs total between £1,850-2050, made up fixed costs and variable costs. This leaves a monthly profit between £200-400, resulting in an annual profit of £23,170
The forecast also demonstrates consistent positive cash flow throughout the year. Starting with £20,000 in combined savings, loans and grant funding, the cumulative cash position grows steadily to £23,850 by year end, with no months showing a deficit. This indicates strong financial stability and low operational risk.
Cash flow excell available here: 12-MONTH CASH FLOW FORECAST.xlsx
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14. AI statement
I can confirm that I used AI tools only to help me explore ideas and understand terminology. I did not use AI to write or generate any part of this assignment; the writing and analysis are fully my own.  
Reflection: 
The causes of business failure that I have explored all stem from a lack of skills. Running my own business would not mean that I need to be an expert at everything but rather appreciate the importance of all aspects to maintain control. In the future, I intend to seek training and advice from others in areas that I am weak in. Overlooking this could be costly.
Furthermore, I have learned that indecision can be an entrepreneur's worst enemy. I need to get the facts, analyse, consult, and be decisive in my choices.
A reason that I may have hesitated to start a business is that I lacked a clear idea of what I could produce and sell. I now understand that this links to a misconception about what makes a business successful. My idea does not have to be original or revolutionary, as trying to sell something entirely new can be an uphill struggle and require significant time and money. Additionally, I learned that the first to the market has to educate customers and build a distribution structure, while those who follow can capitalise that groundwork. So, I need to study the relationship between opportunities, markets, competitors, and government. This has changed how I think about finding a viable business idea.
I have also understood the importance of learning from mistakes and failures, and I will try to view setbacks positively and see them as steps closer to getting things right.
I recognise the need for a balance of skills. If I wanted to build a larger business, I would need to assemble a compatible team with complimentary skills. If working alone, I would need to acquire all the skills myself. Digital, financial, and selling skills are the key prerequisites I would focus on first. I should start with a minimum viable product and adapt it as I go rather than waiting for perfection. I would also be careful that I do not set my prices too low, but differentiate my product based on merit rather than price alone. I acknowledge that I would likely be the best salesperson for business.
I understand that producing a business plan would be essential to keep control and compare budgeted figures against actual results and adjust my approach accordingly. I would also ensure that I follow correct procedures with staff and treat them fairly and keep them engaged.
Finally, I understand that I must be willing to take calculated risks, learn from mistakes, and remain decisive throughout. Choosing a business idea that draws on my existing skills, and knowledge would give me the greatest chance of success. I would ensure that my overheads remain low, especially in the early stages, using modern technology wherever possible.
IF I would personally consider investing in my business idea? 
I would consider investing in this business because it meets a rising demand for wellbeing services, has a meaningful social purpose, carries low start‑up risk, and is led by a founder whose background and passion make the idea both credible and full of potential for future growth.
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Porter’s Five Forces for Reconnect Thrive

Force

Threat of New Entrants

Threat of Substitutes

Buyer Power

Supplier Power

Industry Rivalry

Description

The ease with which new competitors
can entor the market

Availability of altemative services that
satisfy similaricustomer needs

The level of infltience customers have
over pricingand service offerings

The influence suppliers hold over
costs, quality, and availability

The intensity of competition between
existing businesses in the sector

Relevance to Wellness &Retreat Business.
Growing interest in wellbeing makes entry
attractive; relatively low bariers increase the
sisk of more competition joining the sector.
Customers can choose gyms, day spas, online
wellness apps, private therapy, or self-guided
practices instead of a full retreat stay.

High choice and easy access toinformation
give buyers strong power; they compare:
options based on price, location, quality; and:
experience.

Reliance on specialist wellness practitioners,
venue owners, local food producers, and
wellness product suppliers affects costs and
service standards.

Many established retreats, wellness centres,
and holistic providers operate across Wales
and the UK, competing for the same target
audience.
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Study: Why women
Chrirtie, N.
‘| don't get self-conscious about the way | look... |
can get into that water like not giving one care about
it- I've learned to just embrace it, be who | am and
what | look like and it's giving me the confidence, |
guess, to not worry about it..." (Susan)

Theme One:
Transformative
impacts upon
personal agency

I love being able to
smash people's
expectations of
me, and if they

were to meet me
and think | don't
look very athletic -
for me to then tell
them things I've
done swimming
wise and make
them think

‘We screamed and just swam
to get to the ice and swam
back. But then we just
decided to strip off!’ (Yvonne)

“There's the swimming - and there’s the group camaraderi

open, waler Swim: Participant poster
, Ettictt, D., and Wilbraham, $. (2024)

"...the swim is much
more special if you
have clear skies with
the stars out - it
leaves you with a
special feeling of
wellbeing and
gratitude to be alive’
(Edith)

"You just
dump stuff in
the water...
like you leave
it behind’
(Kim)

‘It was a real 'this is for me’ when everything's gone
out of control. | didn't want my marriage to end, it
was all very sudden... | needed something just for
me, that made me feel proud of myself, gave me
something to focus on to hopefully make my
children feel proud. And the thing that came out of
it was meeting all these guys - they've absolutely
been my life raft since that event, and it's not just
the focus on the swimming challenge but meeting Theme Two:
up with them that has kept me going.' (Carrie) Salutogenic
impacts derived
from OWS and

blue spaces

‘Il couldn't move my legs or my body without pain... so, |
learned to swim outdoors when | was 48 through the local
triathlon club and I'm now a swim guide and a coach
(Leanne)

‘I think women talk more than

o men about things. One

differently about

| find that's more a woman's thin it's an opportunity to be part
me..." (Carrie)

of something as a group of women, and | think that's what's
attractive to women’ (Veronica)

‘I had my [kidney] transplant and when | was in hospital,
for weeks - the girls | swam with printed off pictures of
me and they ‘took me’ swimming everywhere. I'd be
really, really, low, it was COVID, couldn't see anyone,
and they'd send me pictures of them swimming in
[lakes/sea] with laminated pictures stuck to their heads
of me, going: ‘look, you've made it here!” and it
completely got me through the healing process... that
saved me basically.’ (Louise)

Theme Social
connectedness,
belonging and
support

group | met, every single
woman there had suffered
with mental health at one
stage in their life, and we
discussed that for about ten
minutes before we got in,
and then after we got out. It
was just so lovely other
people were in the same
boat and got the same
feeling about being in the
water which has helped
them.’ (Rosie)

‘I felt like a child again.
And | came back, and |
had the best working
day I'd had for months. |
did absolutely loads,
was really efficient,
flying through stuff, on
a proper high all day
long, and | thought, ‘Oh
my God, that was
incredible!” It clears my
head especially after a
terrible week at work...’
(Francesca)
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How interested are you in attending a Mindful Living retreat?

6 responses

@ A.Not interested

@ B.Slightly interested

@ C.Moderately interested
@ D. Very interested
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2. What retreat length would you prefer?

6 responses

@ A Half-day

@® B.1day

@® .Weekend (2-3 days)
@® D. 4-7 days
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3. Which themes appeal to you most? (Select all that apply)

6 responses

A. Mindful Living
B. Stress Reset 4 (66.7%)

C. Nature Connection

D. Rest & Renewal
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What is your main wellbeing goal right now?

6 responses

@ A. Reduce stress
@ B. Improve sleep
@ C. Build healthier habits
@ D. Feel more grounded
@ E. Connect with nature
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How important are nature-based activities to you?

6 responses
@ 1. Not important
@ 2.Slightly important
@ 3.Moderately important
@ 4.Very important
@ 5. Essential
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How likely are you to recommend a retreat like this to someone else?

6 responses

@ Option 1

@ 1 (Not likely)
02

@3

[

® 5 (Very likely)
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