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1. Mission Statement
"To establish Coastal Retreats Ltd. as the quintessential sanctuary for travelers in Tenby, offering a unique blend of serenity, luxury, and environmental stewardship. Our mission is to deliver unmatched hospitality experiences that nurture well-being, celebrate local culture, and provide a peaceful retreat from the everyday, ensuring every guest departs with lasting memories and a renewed sense of tranquility."
































2. The Concept

Coastal Retreats Ltd. offers a unique combination of luxury eco-friendly accommodations and immersive local experiences in Tenby. Our retreats are designed with sustainability at their core, utilizing green building materials and renewable energy sources to minimize environmental impact, aligning with the growing trend towards eco-tourism and sustainability in the hospitality industry (Bohdanowicz & Zientara, 2008).
Each retreat provides guests with a serene, luxurious environment that blends seamlessly with the natural surroundings, which means that our guests can enjoy the beauty of Tenby's coastline while contributing to the conservation of the area (Jones, 2015). Furthermore, our services include personalized wellness programs, local cultural excursions, and marine activities, offering guests a holistic approach to relaxation and adventure.
The Unique Selling Point (USP) is the incorporation of advanced technology to enhance the guest experience. Features include automated, energy-efficient systems, virtual concierge services, and an intuitive online booking system, ensuring ease and convenience for our guests from the moment they book to the end of their stay (Law, Buhalis, & Cobanoglu, 2014).
Coastal Retreats Ltd. is not merely a place to stay; it is a destination that offers a sustainable, enriching, and technologically advanced seaside experience. Our commitment to environmental sustainability, combined with innovative guest services and a strong connection to local culture, sets us apart in the market, appealing to the modern, conscious traveler seeking both luxury and a minimal environmental footprint (Tzschentke, Kirk, & Lynch, 2008).










3. The Team

3.1 Business Owner

Manager

Skills and Experience: Expert in hospitality management with over ten years in the industry, specializing in eco-friendly practices and customer service excellence.
Roles and Responsibilities: Overseeing operations, strategic planning, and ensuring guest satisfaction while leading sustainability initiatives.

Assistant Manager

Skills and Experience: Background in customer service and operations, multilingual, with strengths in communication and efficiency.
Roles and Responsibilities: Managing daily operations, supporting staff, and enhancing guest experiences.
Beverage Manager

Skills and Experience: Experienced in beverage services, skilled in menu creation and inventory management.
Roles and Responsibilities: Overseeing beverage service, staff training, and maintaining high service standards.

3.2 	Skills Gap & Strategic Alliances
The team's skill gap analysis reveals deficiencies in legal compliance, advanced digital marketing, financial management, and technology integration. To mitigate these, we plan strategic partnerships and specialized outsourcing.
Legal expertise is crucial for navigating the complex regulatory environment of the hospitality industry. We intend to engage with a law firm well-versed in local and international hospitality laws, ensuring our operations align with legal standards (Harris & Mongiello, 2001). This partnership will cover contract management, employment laws, and property regulations, crucial areas for our business's legal security.
Digital marketing is essential for our visibility and guest engagement. We lack in-depth knowledge of SEO, content marketing, and social media strategies crucial for our sector's competitiveness. Therefore, we will collaborate with a digital marketing firm specializing in hospitality to develop and implement a robust online marketing strategy (Leung et al., 2013). This will enhance our reach and engagement with potential guests.
Financial management remains a critical area where professional expertise is needed for budgeting, tax planning, and financial reporting. We will hire a certified accountant with hospitality experience to manage our finances effectively, ensuring compliance and sustainability (Jones & Paul, 2011).
Lastly, technology integration for operational efficiency is a gap we plan to fill by partnering with a technology provider specializing in hospitality solutions. This will streamline operations, enhance guest experiences, and provide valuable data analytics (Murphy, Chen, & Cossutta, 2016).


4. The Market
The comprehensive market research indicates that the coastal retreat industry in Tenby is on an upward trajectory, fueled by increasing demand for eco-friendly travel options and unique lodging experiences. According to a report by Sustainable Travel International (2020), eco-friendly tourism is expected to grow significantly, with a notable increase in consumer demand for sustainable accommodations.
The primary target market consists of middle to high-income individuals aged 30-55, who are environmentally conscious and seeking unique, serene vacation experiences away from conventional tourist spots (Euromonitor International, 2021). This demographic is particularly interested in destinations that offer not just relaxation, but also opportunities for personal growth and environmental engagement.
Competition within Tenby's coastal retreat market remains moderate but is growing. There are several established retreats, but few offer the comprehensive eco-friendly approach combined with luxury that Coastal Retreats Ltd. proposes (Visit Wales, 2019). Our research shows a gap in the market for high-end, environmentally conscious accommodations, providing us with a clear niche.
Market trends indicate a growing preference for personalized experiences and wellness activities, such as yoga, meditation retreats, and nature exploration, which aligns with our service offerings (Global Wellness Institute, 2018). Furthermore, there's an increasing trend towards digital integration in travel planning and experience enhancement, highlighting the importance of our investment in technology for customer engagement and service delivery.














4.1	Market Environment Considerations
The PESTEL analysis reveals several external factors that will impact Coastal Retreats Ltd.:
· Political: The current political climate, emphasizing sustainable development and eco-tourism, supports our business model. However, regulatory changes post-Brexit may affect operational costs and cross-border travel (BBC News, 2020). We plan to stay informed on policy changes and adapt our strategies accordingly.
· Economic: Economic recovery post-pandemic is leading to an increase in domestic tourism, benefiting coastal areas like Tenby (VisitBritain, 2021). However, economic fluctuations could affect consumer spending. We will offer a range of packages to cater to different budgets, ensuring wider market appeal.
· Social: There is a growing trend towards wellness tourism and eco-friendly travel (Global Wellness Institute, 2018). Our business aligns with these social shifts, focusing on health, sustainability, and community engagement. We will market our retreats as places for rejuvenation and connection with nature.
· Technological: Advancements in digital marketing and booking platforms can enhance our visibility and customer engagement (Smith, 2019). We plan to leverage social media and SEO strategies to target our key demographics effectively.
· Environmental: The increasing severity of climate change underscores the importance of sustainable practices (IPCC, 2021). Our commitment to eco-friendly operations positions us as a leader in responsible tourism. We will continue to invest in green technologies and practices.
· Legal: Compliance with health, safety, and environmental regulations is essential (Hospitality Net, 2020). We will ensure all operations are up to code and regularly monitored.











4.2	Competition

In Tenby, Coastal Retreats Ltd. faces competition from approximately ten main establishments ranging from traditional bed and breakfasts to luxury hotels. These competitors vary significantly in terms of services, pricing, and target markets. Key competitors include established luxury hotels offering spa services and beachfront access, and eco-lodges with a focus on sustainability (Visit Wales, 2019).
The strengths of these competitors include strong brand recognition, established customer bases, and comprehensive service offerings. However, their weaknesses often lie in higher pricing structures and limited commitment to environmental practices (Hospitality Net, 2020).
Coastal Retreats Ltd. will differentiate itself by providing an unparalleled blend of luxury and eco-consciousness at competitive prices. Our focus on sustainable practices, combined with personalized wellness programs and cultural experiences, sets us apart. We plan to leverage these unique selling points, along with aggressive marketing strategies and exceptional customer service, to establish a strong market presence and compete effectively with existing businesses.


5. Marketing Plan

5.1 Customer Profile

Male: Age: 35-50, Location: UK, Hobbies: Outdoor activities, wellness, eco-conscious living.
This demographic values sustainability and looks for vacation options that align with their eco-friendly lifestyle. They are interested in wellness retreats that offer outdoor adventures and personal growth experiences.
Female: Age: 30-45, Location: UK, Hobbies: Yoga, reading, cultural exploration.
These women seek retreats for relaxation and rejuvenation. They prefer destinations that offer wellness programs, cultural immersion, and serene environments to disconnect from their busy lives and reconnect with themselves.
Families: Children aged 6-12, Location: UK, Hobbies: Beach activities, nature walks, educational experiences.
Families look for destinations that are safe, educational, and fun for children, while also offering relaxation opportunities for adults. They prefer places where they can bond, engage in outdoor activities, and learn about the environment together.





















5.2 The Marketing Mix

5.2.1	Price
The pricing strategy will adopt a value-based approach, aligning with our target market's expectations and the unique experiences we offer. We will benchmark against local competitors while ensuring our prices reflect the premium, eco-friendly nature of our services. We'll offer tiered pricing models to cater to different budgets, including off-peak discounts and package deals to encourage longer stays and off-season visits, following the pricing flexibility suggested by Kotler and Armstrong (2018).
5.2.2 Product 

The product extends beyond mere accommodation; it embodies an eco-conscious lifestyle and luxury retreat experience. The design integrates sustainable materials and local culture, enhancing guest immersion and comfort. Our unique selling propositions include the innovative use of a robot doorman to greet guests, adding a modern, tech-friendly touch, and our slogan, "Let the Spices Do the Talking," which emphasizes our commitment to providing an exotic, sensory-rich environment. These elements, combined with our dedication to sustainability, position us distinctively in the market (Porter, 2020).
5.2.3	Place

Most of our sales happen on our website. It has everything you need to know, like how to book services and get quick help from customers. We also use eco-tourism sites and online travel agents (OTAs) to reach more people who want to travel in a way that is good for the environment. The place where we are located in Tenby makes it easy for our guests to enjoy both nature sights and the local culture. Our services are easy for all of our customers to find and book, whether they are on our website or not.

5.2.4	Promotion

A multi-channel marketing plan will help us get more people interested in our business and spread the word about it. First, we'll start running focused ads on social media sites like Instagram, Facebook, and TikTok. We'll use fun pictures and stories to show off our one-of-a-kind items and eco-friendly ways to do things.
People will also be able to find us in more traditional ways, such as by seeing our posters in shops and community halls. There will be a big opening event that will be written about in news stories and blogs. People in the city government, for example, will be asked to meet new people and get people excited about the event.
We want people to come back and tell their friends about our business so that we can get more customers. We do this by giving them membership cards and "refer a friend" lists. This works to get new users and keep old ones coming back (Kotler & Keller, 2016).
We'd also like to work with blogs and people who care about the Earth. We'll do this by letting them stay for free in exchange for honest reviews and links. More people who care about the environment will come and follow us.
We are committed to giving our guests unique experiences, living in style, and taking care of the earth. We can build a strong brand and get people to come to us this way. We're going to help people in the community, use both old and new ways of marketing, and connect with important people.

















6. SWOT Analysis


	Strengths

1. A one-of-a-kind idea that fits with current market trends and is good for the environment and health.
2. Innovative use of technology (e.g., robot doorman) improving guest experience.
3. 3. A strong dedication to long-term survival and involvement in the community.
	Weaknesses

1. A lot of reliance on technology, like the robot doorman, which may need to be serviced often.
2. A new company on the market that doesn't have a well-known name yet.
3. High start-up costs could make it hard to change prices.

	Opportunities

1. A lot of reliance on technology, like the robot doorman, which may need to be serviced often.
2. A new company on the market that doesn't have a well-known name yet.
3.  High start-up costs could make it hard to change prices.
	Threats

1. Competition from existing accommodations and new entrants in Tenby.
2. Economic fluctuations affecting travel and tourism spending.
3. Environmental regulations and sustainability standards changing over time.




6.1 SWOT Summary

The SWOT analysis shows that Coastal Retreats Ltd. is a great fit for the growing eco-tourism and wellness market. This market has grown a lot as more people look for healthy and environmentally friendly vacation choices (Weaver, 2020). We are ahead of this trend because we use technology and environmental issues in new and creative ways. To take advantage of these strengths and chances to the fullest, we will run targeted marketing efforts and form partnerships with nearby companies to raise our profile and become more involved in the community (Buckley, 2012).
To fix our flaws, we plan to give our staff a thorough training programme to ensure high service standards and make plans for what to do when technology breaks down (Horwath HTL, 2018). To get out of where we are now in the market, we will also need a strategic plan for building brand reputation, like using social media and content marketing (Kotler et al., 2017).
When it comes to threats, we will keep up with market and economic trends so that we can stay competitive and change how we set our prices as needed. We will not only meet but also beat sustainability standards if we do regular reviews of our environmental and regulatory compliance (Jones & Hill, 2019). This will turn potential threats into strengths. Coastal Retreats Ltd. wants to strengthen its position in the market and lay the groundwork for long-term success with these plans.

7.  Finances and Start-Up Support
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	EXPENDITURE
	Year 1 
£

	Company Registration
	£500

	Rent/Rates
	£24,000

	Staff Wages
	£60,000

	Travel/Accomodation
	£5,000

	Telephone (mobile)
	£1,200

	Broadband
	£600

	Utilities
	£3,600

	Marketing and materials 
	£10,000

	Insurance
	£3,000

	Capital Expenditure/Equipment
	£15,000

	Training & Development
	£4,000

	Accounting/Legal
	£5,000

	Outside Services
	£3,000

	Stock/Materials Purchases
	£8,000

	Bank Charges
	£500

	Office Consumables 
	£700

	Loans Repayments
	£12,000

	Total Expenditure
	£156,100  




	INCOME
	Year 1 
£

	Sales
	£120,000

	Capital Introduced
	£30,000

	Funding 
	£20,000

	Loans/Borrowing
	£25,000

	Total Income
	£195,000





	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£195,000

	Total Expenditure
	£156,100

	
	

	Profit/Loss
	£38,900

	
	









Coastal Retreats Ltd. is projected to make a profit in the first year, as can be seen from this financial summary. It looks like the business plan might work and last because the expected profit of £38,900 is a good start.

7.1 	Finance Summary

Coastal Retreats Ltd. thinks that the business will need a starting investment of about £156,100 to cover its operating costs for the first year. These will include setting up the business, paying rent and employees, and paying for services like marketing, insurance, and utilities. We picked this number after carefully looking at market prices and the needs of our business model. This way, we can get good product at a low price (Horng & Hu, 2009).
Our estimates of £195k in income come from rough guesses of sales, new capital, funding choices, and possible loans. This estimate is based on our unique value offering in the Tenby market as well as the growing demand for eco-friendly and wellness tourism (Jones & Hill, 2019).
The fact that Coastal Retreats Ltd. carefully planned its finances and only expected a small amount of money in the first year shows that it could make money. We want to make a business model that will last and make money by keeping start-up costs low and taking advantage of market chances as they come up. In the early steps of a business, this shows how important it is to do a full financial analysis (Kotler et al., 2017).
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