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1. EXECUTIVE SUMMARY
Eco Travel Essentials is a boutique hotel-based sustainable travel accessories shop for eco travellers. It is a business of curated assortments of reusable, biodegradable, and ethically sourced products such as organic skincare, bamboo toothbrushes, reusable water bottles, and upcycled fashion accessories. Guests are provided with convenience as the shop provides high-quality, eco-friendly alternatives without having to go elsewhere. Rising awareness towards the need for sustainable travel products is reason enough to drive the market for the same. Three-quarters of travellers prefer to choose sustainable alternatives, as it is a large market. Business travellers, luxury tourists, and backpackers are the target market that require ethical travel essentials. Hotel gift shops and online retailers are not the only places to find sustainable products; Eco Travel Essentials is the only place to find them immediately in strategic high-footfall hotel locations. Financial projections are £60,000 in revenue in the first year and £18,000 in projected profit after expenses. The business needs to be invested with £15,000, which is from personal funds, a start-up loan, and business grants. Among the short-term goals is that of expanding product offerings, securing more hotel partnerships, and raising brand awareness through digital marketing. 







2. THE BUSINESS IDEA
2.1 The Product
Company Overview: Eco Travel Essentials will be a business that will be located within boutique hotels in major cities and eco-tourism destinations. Within the hospitality and retail industries, it will sell a range of eco-friendly travel accessories for sustainably conscious travellers. 
Product details: Some of the products will be offered by Eco Travel Essentials, a range of high-quality, sustainable products such as reusable water bottles, bamboo toothbrushes, organic skincare products, and upcycled fashion accessories. These products will be carefully sourced to ensure that they meet the very highest environmental standards, and guests will have the chance to make ethical purchases on the move (Boudreaux, 2019). The shop will be located in the hotel so that guests can buy eco-friendly items while staying there. 
The value proposition: The service offers convenience and sustainability for travellers who want to reduce their environmental footprint, which is the value proposition of the service. The products offered by the business are aimed at the growing eco-tourism trend and the rising demand for green consumerism (Surana et al., 2020). This satisfies the needs of hotel guests who are looking for environmentally friendly businesses to support without having to search for sustainable products elsewhere. 
2.2 SWOT Analysis Summary
The strengths of the business are that it is aligned with the growing demand for eco-friendly products and the convenience of being inside hotels where it is easily accessible to guests. Another major advantage is that this trend of sustainable tourism and eco conscious travelers has been growing and that guests are making choices on how they can be more ethical on their every journey (Reddy et al., 2019). 
According to Boudreaux et al. (2021), possibly a weakness, the cost of sourcing sustainable products would be higher, thereby raising retail prices above conventional options. Some customers, in particular those who are not as committed to sustainability, could be affected by this, making it less affordable. 
Opportunities include increasing the range of exclusive, local, sustainable products and forming partnerships with eco brands to provide unique products for customers. The business could differentiate itself further and further its eco-friendly branding by collaborating with local artisans (Sarkar and Pansera, 2017). 
Competition from other eco-friendly retail shops and volatilities of sustainable product demand in areas where eco-consciousness is emerging are threats. To reduce risks, the business will target high-end ecotourism areas, establish strong supplier relationships, and diversify its product range to meet guest needs (Budeanu, 2013). 




3. THE TEAM
3.1  Key Personnel
Eco Travel Essentials will be led by Daniela Livia Isar, who will be the founder and managing director of the business. Daniela Livia Isar is a professional who has the background in sustainable business management and retail operations and knows how to source eco-friendly products, how to manage the relations with suppliers, and how to come up with effective retail strategies. Being in charge of daily operations, this person would be responsible for sourcing products, managing inventory, maintaining hotel partnerships, and customer service (Gössling and Peeters, 2015). Daniela Livia Isar will also be responsible for marketing initiatives and will work closely with hotel management to promote the store’s eco-friendly offerings to guests. 

	Name & Company Position
	Skills & Experience
	Role & Responsibilities

	Daniela Livia Isar- Founder & Managing Director
	Sustainable product sourcing expertise; retail operations, business operations, and customer engagement expertise.
	Operations, supplier relations, marketing, product quality.



3.2  Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
· Retail Assistant: Deals with customer inquires, process sales and keeps the guest’s experience in store.  
· Inventory & Supply Chain Coordinator: His responsibility is to maintains optimum levels, sources, and delivers stock for the service. 
· Marketing Specialist (Part-time):  His responsibilities is to develop the digital content, manage promotions, and run the social media campaign aiming at eco conscious travelers (Hall et al, 2015). 
3.2.2  Training and Development:
· Customer service training: Hospitality consultants’ offer Customer Service Training, to improve guest interactions and sales techniques (Higgins-Desbiolles, 2018).  
· Sustainable Product Knowledge: Eco-friendly product suppliers conduct this to ensure staff can educate guests on the benefits of sustainable products. 
· Stock control and supplier relationship: Training will be given by industry experts such that there is proper stock control and a good supplier relationship. 
3.2.3  Outsourced Support / Key Partners:
· Local Organic Skin Care Producers and Upcycled Fashion Designers: Trying to partner with sustainable herbal skincare producers and paid fashion designers for an intact supply of products (Higham et al., 2014).  
· Collaborating with boutique hotels to secure in-store promotions and marketing opportunities within the hotel premises.  
· Hiring a freelance marketing consultant or digital marketing agency: by providing branding awareness and the supervision of social media campaigns at a low rate. 

4. MARKET RESEARCH
4.1. Market Information, Trends and External Factors
According to Juvan and Dolnicar (2014), consumers favouring eco-friendly travel accessories are a result of the market having many eco-friendly options. A study indicates that 73 percent of travellers prefer to travel the eco way, and a significant number of them are actively searching for eco-friendly things when they are on the go. It is estimated that the sustainable retail industry will grow at a rate of 9.1% annually due to the growing demand for ethically sourced products (World Economic Forum, 2024).  
The PEST analysis shows that there are external factors that are increasing government regulations supporting sustainable business practices, which is an opportunity for growth. Change in social trends also indicates in consumer behaviour that travellers are preferring reusable and biodegradable over the disposable. Increasing demand for the Eco Travel Essentials product range also comes with the rise of ecotourism and also with the fact that boutique hotels are embracing sustainability initiatives as well (Statista, 2024). 
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Figure 1: PEST analysis
Source: Budeanu (2013)
Economic downturns, as they are potential threats, may generate reduced discretionary spending towards eco-friendly products. In addition, import regulations and disruptions in supply chain could affect the availability of stock (The Guardian, 2024). The business will also focus on local sourcing to mitigate risks and build relationships with multiple suppliers to maintain product consistency. 
4.2. Customer Profiles
1. Business travellers: These are business travellers who are constantly on the move for their work, desperately looking for convenient, high-quality, and eco-friendly solutions. On the business trips, they are interested in sustainable personal care items, including biodegradable toiletries and reusable water bottles, for the green lifestyle (Fortune Business Insights, 2025). 
2. Luxury tourists: they stay in boutique hotels, and their top priorities are premium, ethically manufactured products. In any case, their commitment to responsible tourism, they will be likely to buy organic skincare products and upcycled fashion items or souvenirs from the local craftsmen (GlobeNewswire, 2025).  
3. ECO-Friendly gear for backpackers & solo travellers: It’s a group of budget-responsible young travellers looking for affordable gear for budget-minded, eco-friendly travel. As such, most of their purchases are related to reusable things like collapsible cups, bamboo cutlery and sustainable backpacks, since they are good with minimalist and sustainable travel habits (Lane and Kastenholz, 2015).
4.3.  Competitor Profiles
1. Boutique hotels: According to Miller et al. (2010), boutique hotels have small convenience stores or souvenir shops, but they are not dedicated to sustainable products. Here USP is an exclusively eco-friendly product range that appeals to the growing number of environmentally conscious guests.  
2. Large online platforms: Companies like Etsy and EcoTok have a wide range of sustainable travel products available online. But they are not available immediately, which is why here the in-hotel store has an edge over them by providing convenience and immediate availability of eco-friendly alternatives (Moscardo and Murphy, 2014). 
3. Independent Stores: Some independent stores sell similar products, but they are not within the hotel premises and need to be visited by the travellers. the business is located inside boutique hotels, making it an effortless shopping experience, without having to search elsewhere for eco friendly options (Sharpley, 2020).

5. MARKETING PLAN
5.1. Price
A value-based pricing strategy will be used by Eco Travel Essentials to price their products based on the premium quality and sustainable nature of their products, but at a competitive price. The price will be between £5 and £50 depending on the type of product. Water bottles that are reusable will cost around £20-30, and the rest of the items will go for about £5–£8. £25 to £40 sets of organic skincare are sold, which puts them at the top of the luxury eco-friendly travel accessories range (Boudreaux, 2019). They will be able to buy items on-site without additional shipping costs or delays.
5.2. Product
Eco Travel Essentials will have a clean, minimalist, and eco-friendly brand aesthetic that is in line with its sustainability focus. Materials such as recycled paper and plant-based inks will be used to create packaging that will be 100% recyclable or biodegradable. Sustainability labels will advertise each product as educating customers on the environmental benefits of their purchases (Surana et al., 2020). Nature-inspired colours such as green, brown, and white will be used in branding, in line with the eco-conscious theme. The store layout will be calm, sustainable, and inviting with natural wooden displays and softened lighting.  
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Figure 2: 4P Marketing Mix
Source: Boudreaux (2019)
5.3. Placement
Eco Travel Essentials will only operate within boutique hotels, giving direct access to eco travellers. A small, well-curated hotel store in lobbies or guest areas with the highest foot traffic will be the main point of sale. 
Customers will also have the option to pre-order items through the hotel’s website or scan QR codes in their rooms to browse and purchase products online to enhance accessibility. The hotel will have a small-scale delivery service within the hotel, which will deliver orders directly to guests’ rooms (Reddy et al., 2019).  
5.4. Promotion
As per Boudreaux et al. (2021), brand awareness will be built using both traditional marketing and digital marketing strategies. To reach sustainability-focused audiences, a social media campaign on platforms like Instagram and TikTok would do marketing of eco-friendly travel tips and features being used by influencers. In addition, the business will also run targeted email marketing campaigns that will provide hotel guests with exclusive discounts before arrival. There will be collaborations with hotels in which loyalty customers get discounts on eco-friendly purchases. Brochures and digital displays in hotel lobbies will educate customers about the products on site. The staff will be trained to highlight the sustainability benefits of each item to increase customer engagement.  


6.  KEY RESOURCES
6.1. Premises
As a small in-hotel retail shop, Eco Travel Essentials will operate in the lobby or near the reception area of boutique hotels. It also provides high guest visibility and easy access. Space needed for the shop will be about 15-20 square meters for product displays and a sales counter. The rent for small retail spaces in boutique hotels is usually between £800 and £1,500 per month, depending on location and hotel size. With this setup, there is no need for warehouse storage since inventory will be managed on site (Sarkar and Pansera, 2017).  
6.2 Equipment
The shop will need sustainable display shelving, a point of sale system, and eco-friendly product packaging to operate efficiently. The POS system will be around £500-£800, and the store setup, including wooden shelves and LED lighting, will be around £2,000. Recyclable paper bags and compostable packaging will also be sourced to match the brand’s sustainability mission (Budeanu, 2013). 
6.3. Key Suppliers
For biodegradable toiletries, the business will source products from ethical suppliers like Bamboo Earth Ltd., and for compostable packaging, GreenLeaf Packaging. Upcycled fashion accessories will be given from local artisans, and small businesses will continue to remain unique while supporting upkeeping the product's uniqueness (Gössling, S., and Peeters, 2015). Costs will be managed efficiently by establishing long-term supplier relationships. 

7. FINANCES AND START-UP SUPPORT

	EXPENDITURE 
	Year 1 (£) 

	Company Registration 
	£200 

	Rent/Rates 
	£12,000 

	Staff Wages 
	£8,500 

	Travel/Accommodation 
	£1,500 

	Telephone (mobile) 
	£600 

	Broadband 
	£500 

	Utilities 
	£1,800 

	Marketing and materials 
	£2,000 

	Insurance 
	£1,200 

	Cost of Equipment (POS, Fixtures) 
	£3,000 

	Training & Development 
	£1,000 

	Accounting & Legal 
	£1,500 

	Stock/Materials Purchases 
	£5,000 

	Bank Charges 
	£300 

	Office Consumables 
	£400 

	Loan Repayments 
	£2,500 

	Total Expenditure 
	£42,000 

	INCOME 
	Year 1 (£) 

	Sales A (Bamboo & Eco-Products) 
	£18,000 

	Sales B (Organic Skincare) 
	£12,000 

	Sales C (Upcycled Accessories) 
	£10,000 

	Capital Introduced 
	£5,000 

	Funding 
	£5,000 

	Loan/Borrowing 
	£10,000 

	Total Income 
	£60,000 

	YEAR ONE PROFIT/LOSS 
	£ 

	Total Income 
	£60,000 

	Total Expenditure 
	£42,000 

	Profit/Loss 
	£18,000 








7.1. 	Financial Summary
Eco Travel Essentials start-up costs are estimated at £42,000, which includes premises rent, inventory, staff wages, equipment, and marketing. Rent (£12,000), wages (£8,500), initial stock (£5,000), and marketing (£2,000) are the biggest costs. It seems that personal investment (£5,000), a £10,000 start-up loan, and a further £5,000 from small business grants will be used to cover these expenses (Higgins-Desbiolles, 2018). For Year 1, this translates into expected revenue of £60,000 coming from predicted monthly sales of 600+ units at an average of £10 to £30 per product. Sales are expected to grow through hotel collaborations and increased marketing efforts, and the business will try to reach break-even within six months (Hall et al., 2015). Eco Travel Essentials is projected to make £18,000 in Year 1, and with steady growth and expansion into other boutique hotels in Year 2, it is well placed for growth.



APPENDICES
Appendix A: SWOT Analysis

	Strengths  
	· Unique Product offering
· High quality 
· Eco-friendly product
· Growing market 
· Strategic location like inside boutique hotels. 

	Weaknesses
	· Higher product costs
· Reliance on hotel partnership for foot traffic. 

	Opportunities
	· Expanding to more hotels. 
· Offering subscription services 
· Collaboration with other sustainable brands

	Threats
	· Competitors like online eco-retailers and hotel gift shops
· Market fluctuations




Appendix B: PEST Analysis
	Political factors 
	· Government incentives for sustainable businesses
· tourism regulations promoting eco-tourism.

	Economic factors 
	· Economic downturn
· increasing demand for affordable eco-products

	Social factors 
	· Growing consumer awareness of sustainability
· preference for responsible travel.

	Technological factors 
	· Advances in sustainable materials
· improved e-commerce platforms.



Appendix C: Market Research Data

	Year
	Market Value (USD Billion)
	CAGR (%)

	2021
	48.2
	

	2023
	52.98
	

	2024
	53.05
	

	2031
	95.7
	6.4

	2032
	98.65
	6.4

	2033
	103.8
	6.5


Source: Statista (2024)
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