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EXECUTIVE SUMMARY
Access Travel is an online travel agency based in the UK dedicated to serving the needs of travellers with disabilities, specialising in creating and showcasing accessible travel packages tailored to the target consumer's needs. Recognising the significant growth in the market, with trips by disabled people in England alone estimated to be worth £14.6 billion annually (VisitBritain, 2024), Access Travel aims to capitalise through filling a vital gap by offering personalised, accessible travel experiences that prioritise inclusivity and convenience. The competitive advantage of the business lies in its ability to craft custom-made, themed travel packages which sets it apart from competitors who offer more generic or limited options. By leveraging social media marketing across TikTok, Instagram and other platforms, alongside strategic B2B partnerships with hotels and airlines, the business can plan to build a robust brand presence and expand its reach.
Through analysis of existing market rates and predicted costs, financial projections for the first year indicates steady growth, supported by a startup loan of £8000 to be repaid within 3 years (StartupLoans, 2024). As shown within the cashflow forecast revenue will be primarily generated through package sales, with a secondary source from on-site advertisement. Expenditures are high in the initial phase due to website development and ABTA membership; however, costs are gradually offset due to the rise in sales. 
Forecast figures are based off the references Intelivita (2024), Hostinger (2024), Spendesk (2023), Davis et al (2016), ABTA (2024), StarterStory (2024), Stein (2018), Wise (2023), StartupLoans (2024), and Anastaselos (2023)
[image: ]In the short-term, Access Travel aims to establish a strong online presence developed through a continual market campaign and social media engagement, create a diverse portfolio of accessible packages and cement itself within the market. The long-term vision includes the expansion of the team to enhance marketing, IT and research capabilities and the forging of key industry partnerships ensuring sustainable growth and productivity in the sector. 
THE BUSINESS IDEA
The Product/Service
Access Travel is a sole trader online travel agency based in the UK, operating with the tourism/travel sector. The core mission is to provide accessible tailored travel packages designed for disabled customers. By creating customizable travel experiences the business focuses on inclusivity and appealing to the significant disabled market, which globally encompasses an estimated 1.3 billion people (WHO, 2023).
The business offers specialised, travel packages tailored to young travellers (18-24), families, and mature travellers (50+, focusing on personalised experiences that prioritise comfort and accessibility. These carefully researched and curated packages include accommodations, transportation, and activities designed to eliminate travel barriers. Customers can easily browse, customise, and book trips through a user-friendly online platform that allows them to communicate their needs. The benefits of Access Travel are the research and provision of trusted providers that meet specific needs, ensuring consumer confidence and peace of mind. 
The value proposition lies in the delivery of expertly curated, accessible travel experiences that empower disabled people to travel with confidence. By emphasising accessibility and customer-centric service, Access Travel aims to lead the accessible travel market, creating social impact and business success.
SWOT Analysis Summary
As noted in Appendix A, Access Travel benefits from its niche focus on accessible travel, tapping into an expanding market. This niche provides a USP differing it from competitors and the bespoke packages the business provides boost customer satisfaction, loyalty and positive word-of-mouth. Furthermore, the owners’ background in tourism and enterprise lends credibility, passion and industry insight that supports the business growth. 
As a sole trader, limited resources and staff can restrict the degree of research, marketing, customer service and operational scalability. Also, high start-up costs like website development, marketing, and loan payments may cause financial strain and stress initially. 
Access Travel can capitalise on the growing disabled travel market by leveraging digital marketing, specifically social media and influencer partnerships, to build awareness and reach new audiences in a cost-effect manner. Strategic B2B collaborations with hotels, airlines, and tourism business can expand market access, improve services and diversify revenue streams of the business. To maximise growth, the company can enhance its digital presence, develop scalable operational models, and recruit a talent team to ensure ongoing growth and quality service. 
The main threats to the business are established competitors with strong brands and resources, which hinder market entry and growth. External factors like travel restrictions, economic downturns, and legal regulations could also reduce demand and increase compliance costs. To mitigate these risks, the business should focus on targeted marketing highlighting its bespoke offerings and accessible travel, while maintaining clear communication with government regulations and partnerships to ensure compliance and adaptation. 
THE TEAM
Key Personnel
Access Travel’s start-up phase is managed by its owner, Jayden Bond, who is a student of enterprise and tourism with a passion for travel. Their education and travel experience provide valuable insights for the business. As the sole trader, they handle all responsibilities, including research, development, digiti, financial and marketing tasks. They also have a support netwrok of family, friends and academic advisors/lecturers to offer guidance and support when needed
Skills Gaps & Key Partners
As a sole trader, the business depends heavily on the owner’s skills, which makes it vulnerable to skill shortages in areas like cybersecurity, advanced marketing, and managing extensive workloads. To address these challenges during the initial phase, the owner will undertake online training in website management and maintenance (Codecademy, 2025) (LSBA, 2025), while outsource some marketing efforts through influencer partnerships to leverage their reach and reduce the owner’s workload. Additionally hiring marketing consultants such as Magnus Consulting (2025) will provide expert guidance to support the business’s growth and development. 
Skill shortages and workload in the long term will be addressed through employment of a team of dedicated roles suited to their experience/education in that area. These would be;
	Role:
	Responsibilities & Why:

	Marketing Lead
	A person with experience in managing marketing campaigns or educated in the marketing sector. This is to ensure a dedicated role is placed on marketing ensuring continual quality engagement with customers and brand awareness.

	IT Lead
	A person with a background in IT systems and website management. This is to ensure issues with website maintenance or sales can be quickly fixed and the website remains stable and able to handle customer use.

	Cybersecurity Lead
	A person with a background in cybersecurity. This role would ensure a secure network and security is placed upon the website to ensure a safe and protected website and to ensure customer data is managed properly.

	Research Assistant
	A person with a passion for travel and/or is educated in the travel sector or some form of research. This role would collaborate heavily with the owner acting as research support in identifying locations, activities and accommodations which are accessible and suitable for packages helping to design and handle customer requests.


MARKET RESEARCH
Market Information, Trends & External Factors
The travel agency market is a high value market that has seen consistent growth. The market totalled £29.4 billion in the UK in 2024 alone and represented a £27.4 billion market in the US in 2015 rising by 63% by 2020 (Catalano, 2024), furthermore the global travel agency revenue is estimated at over $355 billion as of March 2025 (Condor Ferries, 2025). This growth is an opportunity for the business to capitalise and penetrate the market.
As awareness of the disabled travel market grows, opportunities for accessible business are increasing. The UN collaborates with disability organisations to promote regulations and standards for service in tourism (UN Tourism, 2024). Many disabled travellers have faced challenges whilst travelling with a studying showing 6 in 10 travellers experiencing extended wait times for airport mobility assistance and 52% struggling with beds that aren’t accessible (MMGY Global, 2022). Businesses like Access Travel are well-positioned to provide tailored travel packages that meet these specific needs for the consumers. 
The PEST analysis in Appendix B highlights key factors that could impact the business. Politically, legislation and policies may affect travel demand and increase compliance costs, which can be managed through ongoing monitoring of government changes to ensure adherence. Economically, market growth offers revenue opportunities but uncertainties like inflation, recession, exchange rates and global crises like COVID can reduce travel demand and consumer spending. These risks can be mitigated by seeking funding or grants such as the King’s Trust Enterprise programme (Gov.uk, 2025) or the Wales Tourism Investment Fund (Visit Wales, 2025), which support start-ups and small tourism businesses in Wales. 
Social factors such as growing awareness and attitudes towards inclusivity promote a positive environment for accessible business and align with consumer preferences for bespoke experiences, with a report showing 71% of consumers expecting personalisation (McKinsey, 2021). This supports Access Travel’s bespoke model. Additionally, technological factors like data security and emerging technologies pose risks, thus Access Travel must implement cybersecurity measures to protect customer data and leverage data analytics to enhance service and personalisation. 
Customer Profiles
The business is focused upon creating and selling accessible travel packages focused on disabled travellers as the core consumer market however this is then segmented further into 3 demographics being;
1. Young Travellers (18-24) - They seek adventurous, experience-rich packages that include attractions that deliver thrills whilst by inclusive. Our bespoke design allows us to source and coordinate with these venues to grant the thrills desired by the consumer
2. Family Travel (2+ individuals bound by marriage, cohabitation or blood) - They aim for memorable, enjoyable packages that cater to all ages, with fun activities for children and family-friendly options. Access Travels’ personalisation can meet everyone’s needs without stress on the consumer. 
3. Mature Travellers (50+) - They prioritise comfort and accessibility, favouring relaxing packages with less intensive experiences. The personalisation of the packages can ensure the desired ease and comfort through their travel. 
By using an online site to reach as much of the demographics as possible and diversify the packages to multiple audiences within the disabled market the business can appeal to more than one potential consumer profile. 
Competitor Profiles
Within the travel agency industry there are several competitors who are both direct and indirect competition. Indirect competition are sites that allows customers to make their own holidays like EnableMyTrip (2024) or consultancy services that help consumers to decide what they want like Accessible Travel (2024).  The direct competitors are those that offer products within the industry where these companies have had time to grow and build their brand awareness. Examples of competitors are;
1. Limitless Travel – A holiday provider that offers 50 destinations and more than 100 holidays/cruises (Limitless Travel, 2024). Their numerous packages are a strength as they can offer more packages than our business as well as detailed information/advice for disabled travellers, however the weaknesses are that they don’t allow personalisation, and they conduct packages in small groups rather than individuals or larger families. The business competes by using its bespoke USP to stand out and the personalisation enabling differing group sizes tailored to the consumer.
2. Enable Holidays – A holiday provider that offers tailor made holidays for wheelchair users (Enable Holidays, 2024). The strength of this company is their focus on wheelchair users allowing them to offer specialised packages for them; however, this is also a weakness as it is a niche of the market and ignores other forms of disability. Access Travel will compete by offering inclusive packages for not just wheelchair users but disabled people as a whole
3. Disabled Holidays – The largest UK based disability specialist travel agency with UK and abroad packages (Disabled Holidays, 2024). Their strength is in their brand recognition and scale allowing them to cope with demand and ensure productivity, the weakness however is there size has likely led to high operational costs which they would need to account for. Access Travel can compete by using digital engagement to generate a presence whilst using its smaller scale to adapt quickly to changes in the market.
MARKETING PLAN
Price
Pricing is crucial for the business to set acceptable prices that cover costs while meeting customer value. This involves identifying the price floor and ceiling, as shown in Appendix C, to align expenditures with customer expectations (BDC, 2025). Access Travel will adopt a bespoke pricing strategy due to its personalised service nature and the niche accessible market; this approach will support ongoing growth and success while ensuring customer value and covering expenditures.
Bespoke Pricing allows the business to customise offers based on individual custom needs, allowing it to lower prices to rival sells with similar packages or increase prices for more complex packages. Utilising data analysis can help further demonstrate customer value and help convince potential customers to more likely purchase if prices are adjustable or incentives are added, boosting sales and customer engagement (Slover, 2024). Unlike fixed price packages offered by competitors, bespoke pricing emphasises individuality, helping to justify potential costs and enhance perceived value.
Product
Access Travel as a business aims to build a brand centred around personalisation and inclusivity using its website, packages and marketing to present the air of individuality and accessibility, the goal is for any potential consumer to see the brand and connect it to a welcoming and personal pathos. This can be done through the incorporation of slogans such as “Access Travel, Where every destination is within reach!” or “We work hard so you can travel easy”, as well as the incorporation of disabled influencers and the encouragement of consumers to actively use hashtags/sharing on social media to connect their experiences with Access Travel branding. 
Placement
Access Travel is an online business that makes its sales through a website and focuses its marketing on active engagement through online social media platforms and partnerships with social media influencers and other brands to reach not only the UK audience but the global market of disabled travellers. This presence ensures that reach is not limited, and the niche market can be more thoroughly accessed and allows for further building of the consumer data profile to better provide its services. 
Promotion
Social media is a powerful tool for branding and promotion, enabling Access Travel to reach a global audience (Jeswani, 2023). The business will implement a mixed marketing strategy across TikTok, Instagram, Facebook and Twitter to generate a detail marketing portfolio to target the market. This will be enhanced by partnering with social media influencers, such as UK-based disabled travel bloggers Carrie-Ann Lightly (Instagram, 2025) and Simply Emma (Instagram, 2025), the number of potential partners is vast, and can be easily found through disability advocacy sites (Wanderful, 2021). Additionally, Access Travel will use LinkedIn and B2B networking to connect with potential partner brands like hotels and airlines, aiming to strengthen its presence in the disabled travel market and establish long-term relationships to further brand credibility. 
KEY RESOURCES
Premises
Access Travel is an online business which in the short-term shall operate out of the home of the owner which limits expenditures and ensures active engagement, however as the business progresses and the need for additional staff is addressed the use of work from home contracts and daily/weekly Teams meetings will be used to expand the workforce while maintaining the online presence. Were the business to expand even further in the long term the discussion of a rented office space or meeting area would be on the table to allow for additional workers and an actual coordinated meeting space.
Equipment
Whilst the business does not have productiion as an online business it is important that the organisation has high-quality computers and internet connections to ensure that the connectivity and website demands can be addressed. The use of providers like Virgin Media the business can set up a deal for high-speed fibre broadband able to manage the processing and connections of the site to lessen the risk of technical disruptions or issues (Virgin Media Business, 2025). 
Key Suppliers
As an online travel agency, the suppliers needed are not traditional, however would be agencies, hotels, airlines or tour operators that would be coordinated and worked alongside to identify the needed locations and experiences needed to fulfil the consumers' needs promised by our bespoke nature. This would require extensive research and active communication to measure that whenever a package is offered that the location and connections are clearly established and are on standby for use/coordination for efficient planning and sales.
FINANCES 
Financial Chart
[image: ]
Forecast figures are based off the references Intelivita (2024), Hostinger (2024), Spendesk (2023), Davis et al (2016), ABTA (2024), StarterStory (2024), Stein (2018), Wise (2023), StartupLoans (2024), and Anastaselos (2023)
Financial Summary
As can be seen in the chart, this is a clear and concise forecast of the financials for the 1st year of Access Travel. Each section has used industry standards and estimations to identify the likely revenue and expenditure of the business to ensure a realistic development of the business as it progresses. The sales were identified by using existing competitors package pricing as a baseline then adjusting for the bespoke pricing strategy with a 10-17% growth rate based upon a steady incline and noted in industry trends for similar online start-up organisations (Anastaselos, 2023). The marketing throughout the year remains a high expenditure which is due to the extensive influencer partnerships and social media engagement needed to maintain that growth and online presence needed for business success.


APPENDICES
Appendix A – SWOT Analysis
	Strengths:
· Niche Market Focus – Specialising in accessible travel taps into a growing market, offering a USP
· Tailored Offerings – Custom-made packages differentiate from competitors by being bespoke increasing customer satisfaction
· Online Presence – An accessible user-friendly website combined with social media marketing allows for a broad reach and direct engagement with target audiences
· Market Demand – The strong increasing demand for accessible services as support by market data indicate growth
· Passion & Expertise – The background of the staff in tourism and enterprise enhances credibility and insight
	Weaknesses:
· Limited Resources – As a sole trader the initial capacity for research, marketing and customer service may be limited
· High Set Costs – The price of website development, marketing and loan repayments may strain finances early on
· Market Penetration – With established competitors like Booking.com already known entering the market requires strategic marketing and differentiation
· Scalability – The initial small team may limit operational growth and scalability to manage service capacity

	Opportunities:
· Growing Market – The tourism sector is steadily growing and increasing awareness and demand for accessible travel creates expansion potential
· Digital Marketing – Use of social media platforms provides cost-effective channels for branding and customer engagement, as well as influencer partnerships for audience growth
· B2B Collaborations – Through partnering with travel providers, hotels and airlines this opens new more stable revenue streams and market access
· Future Employment – By building a dedicated team for each area the business can enhance service quality and efficiency
· Support Networks – By leveraging academic, family and industry contacts this can provide ongoing support, development and strategic advice
	Threats:
· Established Competition – With business like Limitless Travel, Enable Holidays and TUI, there is already a strong market presence and brand recognition
· Economic Factors – Fluctuations in currency, travel restrictions or economic downturns could reduce the demand for travel
· Regulatory Standards – Changes in legislation or accessibility requirements may require ongoing adjustments to packages
· Technological Risks – Cybersecurity threats pose risks to customer data and website integrity


Appendix B – PEST Analysis 
	Political Factors:
· Regulations/Legislation - The travel industry is influenced by government policies related to consumer protection, disability rights, and accessibility standards (Equality Act 2010)
· Travel/Tourism Policies – Government initiatives promoting tourism can provide support and funding opportunities
· Travel Restrictions – Changes to travel regulations, visas and cross-border accessibility like Brexit can affect travel
· Funding and Grants – Potential access to grants or subsidies aimed at promoting tourism, accessibility or supporting small businesses
	Economic Factors:
· Market Growth – The accessible travel market is expanding with 1 in 6 people globally experiencing disability (WHO, 2023)
· Economic Uncertainty – Factors like inflation, recession, or global crises like covid could impact travel demand and consumer spending
· Exchange Rates – For international packages, fluctuations in currency rates could affect profitability and pricing strategies

	Social Factors:
· Demographics – With 1.3 billion people worldwide experiencing disability/impairments, and a substantial UK market social awareness of accessibility is increasing (WHO, 2023)
· Changing Attitudes – The growing societal awareness and advocacy for inclusivity fosters a positive environment for accessible businesses
· Consumer Preferences – Increasing demand for personalised experiences aligns with the business’ tailored packages
· Digital Engagement – The widespread use of social media allows for marketing and customer engagement, especially useful for disabled and younger demographics
	Technological Factors:
· Online Presence – The reliance on a developed website and digital marketing is crucial. Investing in user friendly interfaces, security and SEO will enhance reach and customer experience
· Accessibility Technology – Incorporating assistive technologies on your site can improve usability for disabled users
· Data Security – Ensuring cybersecurity measures are in place to protect customer data and comply with regulations like GDPR
· Emerging Technologies – Use of AI and data analytics can help personalise packages, improve customer service and optimise marketing campaigns


Appendix C – An example of the price floor/ceiling range
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(BDC, 2025)
Appendix D – Copy of Pitch Supporting Material
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Income

Package sales £ 1,970.00[€ 2,107.90 |£2,255.45 |£2,413.33 |£2,562.27 | £2,763.03 |£2,956.44 |£3,163.39 | £3,084.83 |£3,62176 |£3,875.29 | £4,146.56 £ 3524025
Onsite advertisement |2 160.00 ¢ _ 160.00|¢ 160002 240.00 |£ 24000 [ 240.00 [£ 30000 [¢ 300.00 [ 300.00 [¢ 35000 | 350.00 [£ 350.00 £ 3,15000
Loans/grants £ 8000.00[% |z |z |z |z = |z |z = = = E £ 8,000.00
Total £10,130.00 | € 2,267.90 | £2.415.45 | £2,653.33 | £2,822.27 | £3,003.03 | £3,256.44 | £3,463.39 | £3,684.83 | £3,97176 | £4,225.09 | £4,496.56 £ 46,390.25
) ) ) ) ) B |

Expenditure

Marketing £ 800.00[2 800.00[2 800.00 | 800.00 [ 800.00 [£ 800.00 |¢ 800.00 [ 800.00 |£ 800.00 [ 800.00 [£ 800.00 [¢ 800.00 £ 9,600.00
Website development | £10.274.49 |£ _162.49|¢ 16249|¢ 16249|2 16249|F 16249|¢ 16249|¢ 16249|¢ 16249|% 16249|% 162492 180.49 £ 12,079.88
Website maintenance_|£ _ 500.00 | _500.00|£ 500.00 |£ 50000 [ 500.00 [£ 50000 [¢ 500.00 [ 500.00 [£ 50000 ¢ 500.00 [£ 500.00 [£ 500.00 £ 6,000.00
Cybersecurity £ 250.00[2  250.00[% 250.00 |F 25000 ¢ 250.00 |E 250.00 |¢ 25000 | 250.00 |£ 25000 ¢ 250.00 [E 25000 [¢ 250.00 £ 3,00000
ABTAmembership | 1,785.00 & = = |z = = = = = = = 8 £ 1,785.00
Bankloaninterest £ 243.33|¢ _24338|% 243.33 |£ 24338 |§ 24338 |¢ 243.38 [¢ 24338 |¢ 243.33 ¢ 24338 | 24338 ¢ 24338 ¢ 24338 £ 2,00056
Total £13852.87 |2 1,955.87| £1955.87 | £1,955.87 | £1,055.87 | £1955.87 | £1,955.87 | £1955.87 | £1,955.87 | £1,055.87 | £1955.87 | £1,973.87 £ 3538544
e e e e e e [
Opening balance £2,000.00] £1722.87| £1,41084] £951.26| £25379| £612.61] £1659.76| £2,060.33| £4,467.85| £6,196.81| £8,212.70[£10,482.12 £2,000.00
NetCashflowin (Out) | £3,722.87| £312.03| £459.58] £697.46| £866.40| £1,047.16| £1,30057| £1507.52 £1,728.96| £2,015.89| £2,069.42| £2,522.69 £11,004.81
Closing balance C/Fwd | £1,722.87] £1.41084| £951.26| £25379| £612.61] £1659.76] £2,060.33] £4,467.85| £6,196.81| £8,212.70|£10,482.12|£13,004.81 £13,004.81
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Access@Travel
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Value to the customer

Acceptable range of prices

Variable unit cost
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The Solution

makes your dream a reality

Building trips that cater not just to your wants
but your needs too!
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The Problem

You are looking for that dream holiday?

Find the perfect place
- Good location

- Price

- Beautiful

BUT

Options blocked due to health or circumstance?





