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Portsmouth Wellness & Adventure Resort, located in the scenic heart of Portsmouth, is a one-of-a-kind destination that combines the tranquillity of wellness retreats with the excitement of outdoor adventures. The resort is designed for travellers looking for rejuvenation and excitement, with a focus on eco-friendly living and personal development. Guests are welcomed into a world where sustainably designed accommodations, personalised wellness programmes, and a variety of adventure activities combine to create a holistic experience. The resort's unique approach to hospitality promises more than just a stay; it promises a transformative journey that is consistent with the values of health, adventure, and environmental stewardship, making the resort a paradise for those seeking a meaningful escape.
The Wellness & Adventure Resort thrives on strategic partnerships, as advocated by Tapper and Font (2004), and works with real-life local adventure gear suppliers such as REI Co-op and Patagonia. These collaborations ensure that guests are outfitted with high-quality gear for activities such as trekking and kayaking, elevating the adventure experience while ensuring safety, as suggested by Houge Mackenzie and Keer (2012). The resort's commitment to local sourcing also benefits regional businesses and reduces environmental impact, consistent with the principles outlined by Mascarenhas et al. (2021).
Embracing Fox's (2005) recommendations, the resort has formed alliances with real-world environmental conservation groups such as The Nature Conservancy, allowing guests to participate in conservation efforts such as tree planting, which enhances the guest experience by encouraging environmental stewardship.
In accordance with Majeed et al. (2018), the resort works with local wellness figures such as Portsmouth Holistic Health Centres to incorporate traditional healing practices into their wellness offerings. These practitioners, like those in Moodley et al. (2008)'s studies, offer guests authentic experiences ranging from herbal treatments to spiritual healing, which are integral to Portsmouth's cultural heritage. Hartwell et al. (2018) emphasise the importance of such partnerships in the resort's identity, as they provide guests with a holistic experience that combines health, well-being, and local culture.
The Resort excels in offering a suite of wellness programs, including yoga and meditation, set against the backdrop of natural tranquillity. These programs are designed to foster inner peace (Bowers and Cheer, 2017). They are complemented by invigorating adventure activities such as trekking and various water sports that cater to thrill-seekers (Latorre et al., 2021). Drawing on the study conducted by Ogunyemi et al. (2022) accommodation options reflect an unwavering commitment to the environment, featuring eco-friendly lodgings that harmonise with the surrounding landscape. Furthering to the resort's mission to facilitate personal growth, a variety of workshops are available, focusing on areas such as life skills and mindfulness, promoting mental and emotional well-being. These experiences are carefully curated to ensure that they serve the resort's dual purpose of rejuvenating the mind and body while actively engaging guests in personal development (Thal et al. 2021).

Top of Form
With eco-lodges and adventure pods that blend in perfectly with the surroundings, the resort offers guests an experience that is both sustainable and luxurious. It is situated in a beautiful area. These one-of-a-kind accommodations are inspired by Warnek et al. (2005), are environmentally conscious, and are central to the resort's identity. According to Lo et al. (2015), the staff, who are meticulously trained in safety and wellness, play an important role in enriching the guest experience by ensuring comfort and care come first. Portsmouth's natural coastal setting is a valuable asset, as it allows for a variety of activities such as kayaking and cliff walks, providing guests with unique experiences that highlight the area's natural beauty (Beyonk website, 2023). This strategic use of location not only improves the guest experience but also promotes local natural resources, which encourages eco-tourism and conservation efforts (Hunt and Harbour, 2019).
The resort's value proposition is a mosaic of environmentally conscious living, personal development, and engaging outdoor experiences. It provides a sanctuary in which sustainability is not an afterthought, but an integral part of the guest experience (Hunt and Harbour, 2019). Eco-lodges and adventure pods are cleverly designed to blend into the natural environment, providing comfort and a sense of connection with nature. These lodgings are more than just places to stay; they are havens that reflect the resort's environmental commitment (Warnken et al., 2005).
According to Zialas's (2019) research, guests' personal growth is fostered through programmes ranging from meditation in forest clearings to adrenaline-fueled adventures along the coast, providing a well-rounded portfolio of activities that respond to both reflective tranquilly and dynamic exploration. The resort's strategic location allows guests to engage in a variety of coastal activities, ensuring a genuine and adventurous experience with the local environment (Beyonk website, 2023).
This combination of ecological sensitivity, personal growth, and authentic adventures distinguishes the resort in the hospitality industry (Wolf et al., 2017). It appeals to those looking for more than just a vacation, where the luxury of relaxation meets the excitement of adventure, all within the context of environmental stewardship and personal well-being (Dolnicar and Matus, 2008).
According to Bardukova (2023), the resort's approach to personalisation is a key component of its value proposition, with bespoke wellness and adventure plans tailored to individual guest preferences. These tailored itineraries are intended to create a meaningful connection with each visitor, ensuring that their stay is not only enjoyable but also deeply resonant with their goals for health, adventure, and relaxation.
Community-based experiences play an important role in integrating guests into the local fabric by providing genuine interactions with the culture and community. This immersion fosters a deep sense of belonging and broadens the travel experience beyond traditional tourism.
Active social media engagement is a strategic channel for community building (Dassanayake, 2023). Using these platforms, guests become part of an ongoing narrative that extends the experience beyond their stay, fostering a long-term relationship with the resort (Hays et al. 2013).
According to the journal by Lin et al. (2018), dedicated support is the thread that connects the guest journey. From the ease of booking to the attentiveness during their stay, every interaction is designed to be seamless and responsive. This commitment to service excellence ensures that every aspect of the stay is carefully planned, allowing guests to fully immerse themselves in the rejuvenation and excitement that the resort promises.
The Portsmouth Wellness and Adventure Resort's strategic online presence and robust social media strategy, which includes platforms such as Facebook, YouTube, and TikTok, are intended to engage a wide range of guests, particularly health-conscious travellers aged 30 to 60+ and younger adventurers aged 20 to 40 (Gössling and Lane, 2015). This engagement is enhanced by compelling content marketing and user-friendly booking platforms, which align with Mill Rythe Holiday Village's online visibility strategies.
According to SimilarWeb, Mill Rythe's target audience of adventure seekers overlaps with Portsmouth's clientele, who share interests in social media networks, travel, camping, and the outdoors. This suggests that both resorts would benefit from tailoring their marketing to these common interests. For example, Portsmouth's adventures, which take advantage of the coastal terrain, are consistent with the outdoor experiences sought by visitors to websites such as visitutah.com and stateparks.utah.gov.
The Portsmouth Wellness and Adventure Resort serves a diverse clientele, including health-conscious travellers aged 30-60+ and younger adventurers aged 20-40+. This range complements the demographics observed on SimilarWeb for websites such as utah.com, which has the same types of customers as Mill Rythe Holiday Village and The Portsmouth Wellness and Adventure Resort, with the primary age group being 25-34 years old and a balanced gender distribution with a slight male majority of 54.02% (SimilarWeb). This information can help Portsmouth tailor their marketing efforts to attract this active age group, which overlaps with Mill Rythe Holiday Village's target audience and shares an interest in wellness and adventure.

Portsmouth's customer segments also include corporate groups aged 25-50 and individuals aged 18-60 who are interested in sustainable living and personal growth, which is likely to resonate with Mill Rythe's clients, who share similar values (Compareretreats Website, 2018). Both resorts can use these demographic insights to strengthen their strategic partnerships with travel agencies, focusing on personalised, environmentally conscious travel experiences that appeal to the SimilarWeb-identified demographic (Romanova et al., 2015).
Finally, using demographic data from SimilarWeb can help Portsmouth and Mill Rythe improve their customer acquisition strategies. This approach ensures that both resorts effectively target and serve the right audience while remaining committed to sustainability and exceptional guest service, which are critical to their long-term financial health and mission (Shrestha, 2023).The Wellness & Adventure Resort is more than just a hotel; it's a concept that embodies the modern traveller's evolving desires for sustainability, wellness, and adventure. The comprehensive business model canvas reflects a feasible and visionary strategic plan, ensuring that all aspects of the venture, from partnerships to revenue streams, are consistent with the resort's core values.
Drawing on entrepreneurial theories of sustainable business practices and value innovation, the resort's business model was designed to stand out in the competitive hospitality landscape. It draws inspiration from successful ventures such as Costa Rica's eco-friendly resorts, which are known for their sustainable practices and community involvement, as well as the Swiss Alps' adventure retreats, which have successfully combined luxury and outdoor experiences.
To summarise, the Wellness & Adventure Resort in Portsmouth is poised to redefine the hospitality experience by providing a retreat that heals the body, challenges the spirit, and respects the environment. It exemplifies innovative business models that cater to the aspirations of a new generation of travellers.






Reflection
Getting the GET2 test results, I'm dealing with a mix of familiar disappointment and introspective insight. It reminds me of when I first arrived in the United Kingdom, full of hope and anticipation for new professional opportunities. The test's visual representation of my entrepreneurial traits—a jagged landscape of highs and lows—tells a story that goes far beyond the numbers. It discusses ambition, untapped potential, and the harsh realities of workplace dynamics.
My application for a position at AEON was filled with optimism. I saw the UK as a bastion of meritocracy, in contrast to my experiences in Romania, where connections frequently trumped competence. After the interview, I allowed myself to daydream about the possibilities and believed I had made a good impression.
The position, however, slipped through my fingers, not for a lack of qualifications, but because it was filled by someone with better connections—the HR interviewer's niece. This was not speculation; it was a fact accidentally confirmed by a neighbour who was privy to the HR discussions. It was an ironic twist that the neighbour was my friend, unaware that her coffee companion had hurt me indirectly.
This incident became a defining moment, shedding light on my GET2 results. My 'Need for Achievement' remained at a mere 25%, while 'Need for Autonomy' soared to 83%. Perhaps my trust in the systemic fairness of recognition and reward had been shaken, having similar experiences in Romania, too. It appeared that I had internalised scepticism towards institutions, a silent rebellion against the injustices of nepotism.
My moderate scores in 'Creative Tendency' and 'Calculated Risk-Taking' indicated an unwillingness to make bold, innovative decisions—a defensive stance likely influenced by the caprices of favouritism I had encountered. Meanwhile, my 'Locus of Control' of 67% indicated a belief in personal agency, but it appeared insufficient to overcome systemic bias.
To fulfil my 'Need for Achievement,' I realised I needed to master the art of working within the system. It required smart networking, cultivating strategic relationships, and deciphering unspoken societal and professional norms. Regarding my 'Need for Autonomy,' it was clear that I needed to carve out a niche where my success was not dependent on the unpredictable decisions of others—thinking about freelancing or starting my own business.
The test prompted this reflection, which has now become a conduit for change. It highlights the importance of adapting and not being constrained by a single setback or the limitations it may appear to impose. I am reminded that I am more than a collection of scores; I am a dynamic individual capable of rewriting my own story. My chapter in the UK is still being written, and it contains the opportunity to turn these insights into a story of personal triumph and independence. The test, once a reflection of disillusionment, is now a guide, charting a course towards perseverance and self-determination.
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