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          CASH FLOW MAGIC Win - Win Outdoor brands and eco - friendly product partners boost profits ( Hutabarat & Gayatri, 2014).     The Best Seats Luxury glamping packages for rich travelers ( Brochado & Brochado , 2019).           Workshop Wonders Paid eco - tourism sessions (e.g., survival skills) for added revenue (Testa & Metter, 2017).    Stronger Together Commissions from tourism agencies and nature reserves support profitability.         
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    B UILDING CONNECTIONS    2    4    1    3 Local authorities (e.g., Highland Council), sponsors (Patagonia, The North Face), vendors (Artisan Coffee Co.), tourism boards (VisitScotland) (Adongo, 2017) Key Stakeholders Vendor Partnerships High - visibility options for outdoor and eco - conscious brands Tiered Sponsorships Success          Local artisans and eco - friendly exhibitors (Highland Chocolatier, Scottish Woolmakers ) (Jordan et al., 2019) Collaboration with local authorities and sponsors ensures success (Adongo & Kim, 2018; Jordan et al., 2019; Salman et al., 2020) Building Connections
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MAKING IT RUN

Safe zone Accessibilit

Hybrid Setu Facilities Challenges Infrastructure
Half indoor, Heated tents, Weather, Plans for Collaborations Thermal,
half outdoor luxury glamping accessibility, severe with local lighting, and
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accommodations infrastructure covered areas hotels for infrastructure
IFlmzeie s, A0 and indoor accessibility and ensure
activities sustainability comfort and

(Tagg etal., 2016) sustainability

(Kiel et al., 2016)
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                            Hybrid Setup Half indoor, half outdoor  Facilities Heated tents, luxury glamping pods, winterized accommodations (Finnegans Farm, 2024 )      Challenges Weather, accessibility, on - site infrastructure  Safe zone Plans for severe weather with covered areas and indoor activities MAKING IT RUN           Accessibility Collaborations with local transport and hotels for accessibility and sustainability ( Tagg et al., 2016)  Infrastructure Thermal, lighting, and food infrastructure ensure comfort and sustainability (Kiel et al., 2016)       
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SPONSOR CONNECTIONS

Sponsors line up with sustainability and outdoor adventure values (Altschwager et al., 2015)

Sponsorship tiers offer branding and experiential marketing opportunities (Skard & Solem, 2022)
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Outdoor gear brands
(Patagonia, The North Face),
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Geographic)
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        SPONSOR CONNECTIONS Sponsors line up with sustainability and outdoor adventure values ( Altschwager et al., 2015) Sponsorship tiers offer branding and experiential marketing opportunities ( Skard & Solem , 2022)    Target Sponsors Outdoor gear brands (Patagonia, The North Face), eco - luxury (Eco Retreats), travel brands (Airbnb, National Geographic) Sponsorship Benefits Co - branding, visibility, experiential marketing (e.g., branded tents, sponsored hikes)  Strategy Offer sponsorship tiers (Gold, Silver, Bronze) for flexible involvement     
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SPREADING THE WORD

Target Audien 03 Platforms
Eco-conscious travellers, outdoor Instagram, YouTube, travel blogs,
adventure enthusiasts, corporate sponsor platforms (Airbnb, National

sponsors (Patagonia, The North Face) PreEvent BUZZ Geographic)

Pop-up events, influencer marketing, co -
branded promotions (Patagonia tents)

Influencers and real - Pop-up events with Luxury glamping,
@ time content engage branded experiences 7 P S influencer promotions,
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travellers (Utami et al., 2022) > focus (Tanjung, 2021;lswara

(Khan et al., 2022) et al., 2020)
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    SPREADING THE WORD   02 Platforms Instagram, YouTube, travel blogs, sponsor platforms (Airbnb, National Geographic) Target Audience Eco - conscious travellers, outdoor adventure enthusiasts, corporate sponsors (Patagonia, The North Face)  01 Luxury glamping, influencer promotions, and sustainability focus ( Tanjung, 2021; Iswara et al., 2020)  Pop - up events with branded experiences build anticipation (Utami et al., 2022)   Pre - Event Buzz Pop - up events, influencer marketing, co - branded promotions (Patagonia tents)  Influencers and real - time content engage eco - conscious travellers (Khan et al., 2022)   03 7Ps marketing
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THE NUMBERS

L

- Projected Costs Setup 50,000-75,000
Projected Costs Staffing 35,000
Projected Costs Marketing 20,000
Projected Costs Winter setups 30,000
Revenue Generation Ticket sales 250,000
H Revenue Generation Sponsorships 150,000
Revenue Generation Workshops 75,000
P ot -
H Funding Sources Corporate sponsors (Airbnb) N/A
H Funding Sources Tourism grants 50,000

(Testa & Metter, 2017; Salgado -Barandela et al., 2019; Kelly et al., 2019)
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    THE NUMBERS                                                                            AMOUNT (POUNDS) ITEM CATEGORY 50,000 – 75,000 Setup Projected Costs 1 35,000 Staffing Projected Costs 2 20,000 Marketing Projected Costs 3 30,000 Winter setups Projected Costs 4 250,000 Ticket sales Revenue Generation 5 150,000 Sponsorships Revenue Generation 6 75,000 Workshops Revenue Generation 7 475,000 - Total Revenue Generation N/A Corporate sponsors (Airbnb) Funding Sources 8 50,000 Tourism grants Funding Sources 9 (Testa & Metter, 2017; Salgado - Barandela et al., 2019; Kelly et al., 2019)
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—— Conclusion
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              Winter glamping Profitable and growing market ( Brochado et al., 2017)    Support Sponsorship, partnerships, and careful planning ensure feasibility (Kelly et al., 2019)   Conclusion Meets both luxury and sustainability demands   THE BOTTOM LINE           
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The Winter Glamping Experience

@ IN A NUT SHELL Eco-luxury tourism in the winter season

SOME
HIGHLIGHTS

International Winter Glamping Event

Target Audience: Middle- to upper-class families, outdoor enthusiasts,
eco-conscious tourists (Samori et al,, 2023)

Objective: Assess the feasibility of integrating luxury, comfort, and
nature in a sustainable way

Glamping trend growing in emerging economies (Samori et al., 2023)
Target location: Scottish Highlands, accessible, supports eco-tourism (Dorofeeva, 2022)

Event focus: Heated tents and sustainable facilities for luxury and comfort
(Brochado & Pereira, 2017)
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MAKE IT HAPPEN

Feasibility summary

e Location: Scottish Highlands - eco-tourism destination (Dorofeeva, 2022)

e Unique winter selling point (Dorofeeva, 2022)

e Focus on accessibility, weather, and sustainability

e Partnerships with travel and hotel companies ensure accessibility
e Post-pandemic demand for sustainable, exclusive destinations (Dorofeeva, 2022)

e Winter-ready, luxury infrastructure needed to protect the environment (zeng et al., 2022)
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          MAKE IT HAPPEN ● Location : Scottish Highlands – eco - tourism destination (Dorofeeva, 2022) ● Unique winter selling point (Dorofeeva, 2022) ● Focus on accessibility, weather, and sustainability ● Partnerships with travel and hotel companies ensure accessibility ● Post - pandemic demand for sustainable, exclusive destinations (Dorofeeva, 2022) ● Winter - ready, luxury infrastructure needed to protect the environment (Zeng et al., 2022)     Feasibility summary  
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The Best Seats

Luxury glamping packages for

rich travelers
(Brochado & Brochado, 2019).

WinWin
Outdoor brands and

eco-friendly product partners

boost profits
(Hutabarat & Gayatri, 2014).

CASH FLOW MAGIC

Workshop Wonders

Paid eco-tourism sessions
(e.g., survival skills) for added
revenue (Testa & Metter, 2017).

Stronger Together

—_ Commissions from tourism
agencies and nature
reserves support
profitability.





