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Business Plan

1.Introduction 
    Celeste Resorts responds to the growing demand from today's travellers for realistic one-of-a-kind, and nature-based experiences by providing architecturally distinctive lodging options including glass igloos, floating pods, and private cabins tucked away in the most gorgeous locations in the UK. The concept was inspired by market trends that prioritize experience travel over conventional hotel stays, motivated by a desire for a close relationship with environment and wellbeing. Creativity is considered a key factor in therapeutic change processes that enhance health and wellbeing (Torrissen and Løvoll, 2024). Celeste Resorts is dedicated to creating elegant getaways that let guests relax and connect with nature while taking use of the facilities that define modern hospitality. Walker (2021) explains that delivering exceptional service at every guest encounter is a key challenge in the hospitality industry.

2.Mision statement and vision  

    Our mission statement is to create unforgettable stays in unique, peaceful locations where guests can relax, recharge and feel at home. As the interest in nature-based experiences keeps rising, it becomes increasingly important to comprehend the elements influencing tourists’ behaviour and well-being (Apollo et al.,2022). This theoretical framework aims to elucidate and explore how a nature-based tourism experience can potentially enhance individuals’ intrinsic motivation (Ciki and Tanriverdi, 2024). Our stays encourage guests in relaxing, reflecting, and rediscovering a sense of tranquility that is frequently lost in daily life by cultivating a close bond with nature. Every place has been thoughtfully planned to promote mindfulness, relaxation, and life-changing events.

3.Business Aims and Objectives

 The main goal of the company is to become the best in the UK at offering one-of-a-kind experience. Tourism consumption takes place far away from consumers’ homes (Frochot, 2021). Celeste Resorts has established specific goals to accomplish this. The first is to open three pilot resort units: 4 glass igloo, 2 floating pod, and a remote cabin during the first year of operation. The second step is to develop and execute an organized multi-channel marketing plan for young professionals and couples between the ages of 25 and 40, who are especially interested in experience-driven travel. 
    Third, the company will collaborate with local service providers and artists to give carefully chosen experiences as wellness packages, local food tastings, and guided hikes. 
   Creating a lasting and meaningful experience is fundamental in tourism, no matter the product or service provided (Dixit, 2020). Last but not least, Celeste Resorts wants to develop a solid and devoted clientele by providing outstanding service, creating unforgettable guest experiences, and maintaining a consistent brand message. The company hopes to build a reputation for quality and sustained growth by prioritizing customer happiness.


4.Legal Structure 
    Celeste Resorts will be registered as a sole trader business. This legal structure was chosen for its simplicity, ease of setup, and full. It allows fast decision-making and direct corporate management, which is especially beneficial in the initial stages of development. The way we make decisions together is shaped by the tools we use (Phelps, 2021). 
Ultimate personal liability is one of the main disadvantages; the owner's personal assets are at stake since they are held personally accountable for all business debts and legal responsibilities. This can lead to a substantial level of financial instability. Because the owner is actively involved in day-to-day operations, this structure also facilitates a deeper relationship with clients and nearby collaborators. It promotes responsibility, individual investment, and solid social relationships—qualities that are critical in the hospitality and tourism sector.

5.Target Market  
   Celeste's strategy for attracting customers is based on a strong marketing and PR campaign. The company targets Gen Z and millennial tourists who are looking for experiences rather than just accommodations. These people are frequently found on social media sites like YouTube, Instagram, and TikTok, and they are influenced by peer recommendations and visual storytelling. 
   To improve its visibility, Celeste Resorts will employ user-generated content (UGC) campaigns, influencer collaborations, and targeted SEO material. While offline PR initiatives will involve collaborations with wedding planners and tourism boards, email newsletters will be used to advertise deals and develop client loyalty. The Journal of Inter-Organizational Relationships (2022) highlights that building strong relationships is central to developing and maintaining effective industrial channels.

6.Pricing Strategy 
   Celeste Resorts has an individual method when it comes to pricing. The fee, which ranges from £150 to £300 a night, covers both the exclusivity of the stay and the experiential value offered by the architectural distinctiveness, breathtaking views, and extras like local guided tours or amazing packages.
   An important aspect of price perception is how consumers perceive prices of varying magnitudes (Huang, Huang, and Jiang 2018; Shen and Urminsky 2013). Every aspect of the experience—from privacy and design to location and customized services—is reflected in this price strategy, not just the accommodation itself. Celeste Resorts markets itself as a high-end yet reasonably priced choice for individuals looking for fulfilling, nature-based getaways by matching the cost to the emotional and aesthetic advantages guests experience.

7.Location and 7P’s
   The traditional 7Ps structure offers a solid foundation for Celeste's marketing strategy. Luxurious accommodations that combine modern design with the natural environment. The premium value of an exclusive experience is reflected in the price.
    The location is Ullswater, the second-largest lake in the Lake District of the United Kingdom. It is well-known for its waters and surrounding hills, providing guests with a sense of privacy and accessibility. To attract guests, the promotion plan combines influencer partnerships, seasonal sales, and both paid and organic digital marketing. The People are friendly, well-trained employees who are essential to providing guests with experiences they will never forget.
 Technology has revolutionized how businesses operate by providing many benefits ranging from streamlining business operations to optimizing overall customer experience (N. Chen & Yang,2021; Loureiro et al.,2021; Shahzad et al.,2024) To improve convenience, the process includes contactless check-in and an easy, user-friendly online booking system. Celeste's brand identity is shown in the visually stunning, carefully designed events and an established digital presence. The growing importance of luxury in everyday culture is shaping consumer imaginaries and expectations (Armitage and Roberts, 2020). Understanding tourist purchasing behaviour is key, as tourism organisations aim to increase revenue from tourism activities (Saayman et al., 2022)

8. Human Resource Management (HRM) Strategy
    Human resources is essential to providing consistently excellent service. A dedicated team of a resort manager, hospitality members, and maintenance workers will work at the location. The world of work is evolving at an exponential rate, and significant shifts are expected (Chappuis and Rizzo, 2022). Additionally, branding and advertising on local and digital platforms will be managed by a central marketing coordinator. With the resort manager earning roughly £28,000 a year and other team members earning between £18,000 and £25,000, depending on role and experience, salaries will be assessed to attract in experience and motivated professionals. 
   In order to attract skilled candidates from nearby regions, the hiring process will prioritize local recruitment using job sites like Indeed and partnerships with local recruiting businesses. Elearn Limited (2007) notes that strong leaders understand it is six times more profitable to sell to existing customers than to acquire new ones.

9.Financial Overview 
  Celeste Resorts needs about £200,000 in startup. The majority, approximately £130,000, will be used for the first units' construction and land. £25,000 will be needed for marketing and website development, and an additional £45,000 will be needed for staffing and operating expenses within the first six months. By taking control of what you do and how you do it, even the best small business ideas can become more successful (Sheedy, 2011). This initial investment will guarantee that the company starts off with a solid foundation, including excellent facilities, successful marketing, and a competent team. Celeste Resorts may function well from the beginning, attract in early customers, and create momentum for long-term growth with careful financial planning and intelligent investment.

10.Conclusion
 In conclusion, Celeste Resorts provides a unique and relevant answer to the changing tastes of the travel and hospitality industry. Celeste Resorts has all it needs to succeed in a competitive sector, including a solid business plan, innovative marketing, and a solid understanding of its target market. Celeste Resorts will also be able to overcome industry obstacles and seize fresh chances when they present themselves thanks to efficient management and a strong dedication to operational excellence.
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1.2 SWOT Analysis
[image: A diagram of a swot analysis

AI-generated content may be incorrect.]High initial capital.
Modifications in seasonal demand have an impact on revenue.
Limited brand awareness at launch.
Logistics challenges
Unique accommodations that integrate luxury with a sense of nature.
Distinct product sets the brand apart.
Well-trained, personable staff.
Strong digital marketing. 

Social media as a key marketing tool.
Partnerships with local experience providers.
Potential for franchise.
Collaborations with wellness brands and influencers.
Rising competition.
Weather or access issues.
Shifting consumer trends.
Competition from established luxury accommodation.
Technological disruptions.









Identified Weakness (from SWOT)
· [image: ]High initial capital.
 1. Seek Strategic Partnerships - Establish partnerships with health enterprises or construction firms who share Celeste Resorts' values. In return for sustained cooperation, these partners might provide services or co-invest in the project.
                                                                                                                                                                                      2. Offer Pre-Bookings - To start a digital campaign that offers gift cards for upcoming visits or discounted pre-bookings. will finance initial construction with the money received from these reservations. Creates brand anticipation and cash flow before activities start.
                                                                                                                                                        3. Angel Investment - Attract private investors in exchange for a small share in the business. Provides essential funding while aligning investor goals with business growth.
4. Run Exclusive Pop-Up Retreats Before Launch - Organize limited-time, small-scale retreat experiences in temporary locations to test the concept.
This generates revenue, builds brand excitement, and gathers valuable user feedback.
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1.4  12-Month cash flow 














Individual Reflection

     I have developed a variety of business skills during the process of writing my business plan and creating my brand's early phases, which have not only influenced my entrepreneurial mindset but also provided me with useful resources for projects in the future.  The areas of market research and customer analysis have had some of the greatest growth. I developed and shared a detailed survey early on,in the process to collect information from potential customers. I gained knowledge on how to meaningfully analyse both quantitative and qualitative data from the 58 replies that were gathered. Decisions on pricing, consumer preferences, marketing style, and even website features were directly impacted by this data. I now see the value of customer-driven design and how market research is a continuous process that informs every aspect of a company rather than being a one-time event.
     I also improved my ability to build a smart and coordinated marketing plan. I successfully transformed feedback from customers into a practical 12-month plan that included digital advertising, social media content and consistent branding. I created marketing materials using Canva such as flyers, Instagram posts, Tik Tok. 
     I've realized that my ability to take risks is one entrepreneurial quality that I lack. Even though I think of myself as creative and dedicated, I've discovered that I occasionally overthink things or put off incorporating new ideas because I'm afraid they won't be perfect. This hesitancy may prevent innovation and development. I intend to begin with low-risk, controlled experiments in order to foster this trait. To evaluate performance, I could, for example, try various kinds of social media content, run small influencer collaboration. I will also surround myself with peers and mentors who are experienced business owners who can provide guidance and support when I'm faced with difficult choices. I also plan to read books about resilience and an entrepreneurial attitude. I will be able to change my perspective on risk by reading books and case studies regarding company failures and recoveries. By changing my perspective, I hope to become more receptive to trying new things and more eager to take action when the time is appropriate.
    I would definitely think about supporting my business idea if I were an angel investor. First, the idea is obviously based on stress-relieving travel, and rural experiences. Additionally, the company has shown early focus on customer journey and brand identity, both of which are essential for success. The brand's message—creating an escape from the stressful, fast-paced city life—is delivered consistently across the website and marketing materials. From the perspective of an investor, I would also like that the company has a realistic financial   model and a clear purpose statement. 
    This journey has helped me grow both personally and professionally. It has demonstrated to me the amount of consideration, preparation, and flexibility needed to transform an idea into a successful business. This process has also made me more aware of my own strengths and weaknesses. I’ve grown more confident in my ability to succeed in the business world.
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1. How often do you travel for leisure or short getaways?
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2. What type of accommodation do you usually prefer? (Select all that apply)
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4. Would you consider booking glass igloo, or floating pod for a special occasion?
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5. What motivates you most when choosing a unique accommodation?
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6. How far are you willing to travel within the UK for a unique stay? More details
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7. What price range do you expect for a 2-night stay in luxury unique accommodation? More details
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8. How likely are you to book unique accommodation if personalized experiences are offered? (e.g., private chef, guided
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9. What are your biggest concerns when booking unique accommodations? (Select all that apply)
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10. Would you prefer accommodations that prioritize sustainability and eco-friendliness?

® Yes, definitely

@ Yes, somewhat

® Neutral

® Not very important

® Not important at all

13

13

24

2%

12%

P

23%

23%

More details




image12.png
11. Which season do you prefer for a getaway in unique accommodations? More details
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12. How long is your ideal stay in a unique luxury accommodation? More details
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13. Would you be interested in booking a stay specifically for an event like a wedding, anniversary, or proposal?
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14. How much do online reviews influence your booking deci
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15. How do you typically find accommodation for your trips? More details
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CELESTE RETREATS

Our story

At Celeste Retreats, every stay begins with a dream — the dream of

ed nature, and life's most.

creating a place where modern design, untouch

special moments come together in perfect harmony.

Our adventure began with a basic concept: What if luxury could always

feel private, personal, and entirely one-of-a-kind? We set out to create

unique cabins and glass igloos where visitors could escape the everyday and

create lifelong experiences, inspired by the breathtaking beauty of the UK's

hidden landscapes and the magic of the changing seasons.

We can't wait to welcome you to Celeste Retreats — and to help you

create your own unforgettable story.

OUR UNIQUE STAYS

ABOUTUS

CONTACT

CELESTE RETREATS
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CELESTE RETREATS

hidden landscapes and the magic of the changing seasons.

We can't wait to welcome you to Celeste Retreats — and to help you

create your own unforgettable story.

OUR UNIQUE STAYS

Our history

From modest beginnings, we've grown through unwavering dedication and a
commitment to continuous improvement. Each step has reinforced our core belief
in the power of collaboration and the importance of integrity. We're passionate
about what we do, and we're excited to share our story with you.

ABOUTUS

CONTACT

CELESTE RETREATS
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CELESTE RETREATS
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CELESTE RETREATS

Our unique stays

Glass Igloos

Sleep under a blanket of stars in our stunning glass
igloos. Perfect for romantic getaways or peaceful
retreats, each igloo offers panoramic views of
nature, complete privacy, and cozy modern comfort

50 you can dream under the stars .

Tiny House

Experience minimalistic luxury in our fully equipped
tiny houses. Ideal for couples or solo travelers who
want the comforts of home surrounded by nature.
Thoughtfully designed interiors and private outdoor

spaces invite you to slow down and reconnect.

Dome Pods

Our charming wooden dome pods combine rustic
‘warmthwith unique design. Enjoy a snug hideaway
among the trees — perfect for unplugging and
unwinding. Step outside to your own seating area

and soak in the peaceful forest atmosphere.





image21.png
CELESTE RETREATS

Things to do

Boat hire and boat trips

How to access and explore safely, from hiring
boats, kayaks, canoes and paddieboards, to
renewing boat permits, taking a cruise or a swim.

You'll also find water safety advice and a lake

activities guide with maps for larger lakes showing

towns, boat hire and boat trip locations.

Walking

Visit our Walking section for information on:

summits

walks

over 70 routes to choose from!

from gentle rambles to fell

on Helvellyn, Dec-April

50+ accessible

HOME URUNIQUESTAYS [ ABOUTUS  CONTACT  CELESTE RETREATS

Cycling

Bike hire, mountain bike hire, family-friendly cycle
routes and taking bikes on buses and boats. The
Lake District National Park has set up and built
partnerships to open a range of new bike hire

locations.

Historical Places

Explore the Lake District’s fascinating past, from
grand historic houses and ancient stone circles to

Roman forts and industrial landmarks
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CELESTE RETREATS

Read more

Testimonials

"Staying in the glass igloo was pure magic —
watching the stars from my bed was an
unforgettable experience. Perfect for a romantic
weekend!"

— Sophie M, London

[ ¢ stare | X_stare Jin_share |

©2025 Celeste Retreats

“"We loved our cozy tiny house getaway. It had
everything we needed, and the peaceful
countryside was just what we were looking for to
disconnect from city life."

— James & Clara, Manchester

HOME | OURUNIQUESTA ABOUTUS  CONTACT  CELESTE RETREATS

“The dome pod was so unique! Waking up
surrounded by trees and birdsong was amazing.
The hot tub under the stars was the cherry on top."
—RajS, Birmingham

Powered by Webzdor
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Microsoft_Excel_Worksheet.xlsx
Sheet1

		Description		January		February		March		April		May		June		July		August		September		October		November		December

		Room bookings 		£2,500.00		£16,500.00		£11,000.00		£8,000.00		£9,000.00		£9,750.00		£18,000.00		£21,000.00		£7,000.00		£5,500.00		£7,000.00		£12,000.00

		Additional Services 		£2,000.00		£1,500.00		£1,750.00		£2,200.00		£3,000.00		£3,100.00		£2,800.00		£3,250.00		£1,000.00		£850.00		£900.00		£1,870.00

		Total Income		£4,500.00		£18,000.00		£12,750.00		£10,200.00		£12,000.00		£12,850.00		£20,800.00		£24,250.00		£8,000.00		£6,350.00		£7,900.00		£13,870.00

		Expenses 

		Staff Salaries		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00		£3,500.00

		Cleaning & Maintenance		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00		£700.00

		Utilities		£650.00		£800.00		£600.00		£500.00		£550.00		£500.00		£500.00		£500.00		£600.00		£700.00		£650.00		£750.00

		Marketing 		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00		£400.00

		Other 		£350.00		£300.00		£200.00		£250.00		£300.00		£220.00		£200.00		£350.00		£270.00		£300.00		£300.00		£250.00

		Total expenses		£5,600.00		£5,700.00		£5,400.00		£5,350.00		£5,450.00		£5,320.00		£5,300.00		£5,450.00		£5,470.00		£5,600.00		£5,550.00		£5,600.00

		Profit/Loss		£4,150.00		£17,700.00		£12,550.00		£9,950.00		£11,700.00		£12,630.00		£20,600.00		£23,900.00		£7,730.00		£6,050.00		£7,600.00		£13,620.00





January	February	March	April	May	June	July	August	September	October	November	December	2500	16500	11000	8000	9000	9750	18000	21000	7000	5500	7000	12000	January	February	March	April	May	June	July	August	September	October	November	December	2000	1500	1750	2200	3000	3100	2800	3250	1000	850	900	1870	January	February	March	April	May	June	July	August	September	October	November	December	4500	18000	12750	10200	12000	12850	20800	24250	8000	6350	7900	13870	January	February	March	April	May	June	July	August	September	October	November	December	January	February	March	April	May	June	July	August	September	October	November	December	3500	3500	3500	3500	3500	3500	3500	3500	3500	3500	3500	3500	January	February	March	April	May	June	July	August	September	October	November	December	700	700	700	700	700	700	700	700	700	700	700	700	January	February	March	April	May	June	July	August	September	October	November	December	650	800	600	500	550	500	500	500	600	700	650	750	January	February	March	April	May	June	July	August	September	October	November	December	400	400	400	400	400	400	400	400	400	400	400	400	January	February	March	April	May	June	July	August	September	October	November	December	350	300	200	250	300	220	200	350	270	300	300	250	January	February	March	April	May	June	July	August	September	October	November	December	5600	5700	5400	5350	5450	5320	5300	5450	5470	5600	5550	5600	January	February	March	April	May	June	July	August	September	October	November	December	4150	17700	12550	9950	11700	12630	20600	23900	7730	6050	7600	13620	










