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1. EXECUTIVE SUMMARY
A hospitality business is planned. Unique services are provided for diverse customers. Market trends and opportunities are explored. Competitive advantages are recognised. Financial predictions and financial needs are offered. Key resources, marketing tactics, and operational requirements are detailed. Short-term aims include launching services and attaining profitability within the initial year.



2. THE BUSINESS IDEA

2.1 The Product/Service
Haven will be located in Manchester, UK, and will function within the hospitality sector. The enterprise would provide premium-serviced flats for corporate travellers and tourists. Each of these fully remodelled flat residences will be used for both short- and long-term lets. Their amenities will include fast Wi-Fi and housekeeping, along with a concierge. Guests will benefit from convenient locations, comfort, and personalised services (Yang et al. 2021). The value proposition will emphasise the establishment of an affordable and dependable home-away-from-home experience. Guests are provided with comfortable and stress-free accommodations (Bagadiya, and Kathiriya, 2024). The organisation will ensure customer happiness through outstanding service and meticulous attention to detail (Rane, Achari, and Choudhary, 2023).


2.2 SWOT Analysis Summary
Key strengths are good sites, contemporary facilities, and exceptional customer service (Sheth, Jain, and Ambika, 2020). The highlighted drawbacks include expensive initial setup costs and reliance on a niche market. The increasing need for flexible housing and expanding trends in business and leisure travel provide opportunities (Hermann, and Paris, 2020). Threats encompass market competitiveness and economic instability (Zakhidov, 2024). Risks will be reduced by broadening the customer base and optimising operational costs (Faruque et al. 2024). Marketing strategies will target both corporate and leisure customers to maximise potential (Aaker, and Moorman, 2023). Competitive pricing and innovative service offerings will differentiate the business (Suoniemi et al. 2020). There will be continual analysis of market trends and other new dangers, so there is always room for improvement and tackling new issues that occur.

3. THE TEAM

3.1   Key Personnel

Name and Company Position: Alex Carter, Managing Director of Haven.
Skills and Experience: Ten years of experience in hospitality management. Expertise in customer service, operations, and team leadership. Strong financial and marketing skills.
Role and Responsibilities: Business processes will be overseen. Financial performances will be monitored. A marketing plan will be developed. Staff recruitment and training will be managed.


3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):

· A marketing specialist needs to be recruited to increase digital presence and finally bring in more clients (Kingsnorth, 2022).
· A property manager will be recruited to oversee maintenance and visitor satisfaction.  
· An accountant will be recruited to oversee financial records and tax compliance.
3.2.2 Training and Development:

· Customer service training will be provided by hospitality specialists to boost client relations.  
· Health and safety training will be performed by professional trainers to fulfil compliance standards (Kohn et al. 2023).
· Workshops on marketing will be provided to strengthen the digital competencies of the team.

3.2.3 Outsourced Support / Key Partners:

· A legal counsel will be engaged for dealing with contracts and keeping everything compliant.
· IT support will be outsourced to handle booking systems and cybersecurity (Paraskevas, 2022).
· Cleaner services will be employed to give a professional and trustworthy cleaning of apartments.

4. MARKET RESEARCH

4.1 Market Information, Trends and External Factors
The serviced apartment market in the UK has risen around 5% per annum. Flexible stay demand amongst both business and leisure travellers has increased by 20%. Manchester has around 550,000 people with significant professional and visitor concentration. Self-contained rooms are preferred post-pandemic travel trends.
From the PEST research, some threats include uncertainty in the economy and inflation. Opportunities include government tourism support and increased technology usage (Gössling, 2021). Environmental rules add to operational expenses. The strategies for the challenge will involve embracing energy-saving practices and smart technologies. The diversified consumers will be attracted to effective advertising. Then, all sorts of market opportunities will be explored.


4.2 Customer Profiles
1. Business travellers: Business experts, 25-45 years of age, seek comfort and ease. Business stay frequency was seen to be relatively high. Expectations from this target market will be for quick Internet connection, good locations, and confidentiality.
2. Leisure tourists: Couples or families aged 30-55 years are on holiday to Manchester. Requirements are inexpensive yet beautiful lodging. Accessibility to local attractions and specialised services will appeal to this group.
3. Relocation guests: Those relocating either for employment or school. A need for longer-term stay, flexibility on pricing, and homely atmospheres was identified. The marketing will showcase easy transition support such as local area guidance and extended-stay discounts.



4.3 Competitor Profiles
1. Premier Inn: Affordable and accessible around the country. Strong brand recognition and service consistency form the strength. Lack of personal experience is a weakness (Viglia, and Dolnicar, 2020). A customised, homely experience will be provided to compete.
2. Staycity Aparthotels: Serviced flats with modern facilities. Central locations and facilities serve as the strength. Higher pricing is a drawback. Competitive pricing and personalised services will provide an edge.
3. Airbnb: Airbnb provides various accommodation possibilities (Adamiak, 2022). Flexibility is one of its strengths, along with global popularity. Inconsistency in quality is a shortcoming. A competent and reliable experience will be ensured as the USP. Combining affordability, professionalism, and comfort will make a difference.



5. MARKETING PLAN

5.1 Price
The rates would be competitive without compromising the quality to attract business visitors and leisure vacationers. The price structure to be implemented would be three-tiered: regular, premium, and luxury. Standard apartments will start selling at £80 per night. Premium will cost £120, and the luxury one will cost £150. This tiered structure assures that a buyer can choose an option within his or her budget. Prices will inform of a sense of comfort along with well-crafted and individualised service (Yusli, Latip, and Abdul, 2024). The service price will also be marginally competitive to those set by competitors in this line: Staycity, Premier Inn.



5.2 Product
The apartments will appear up-to-date even if minimalist: smooth lines and monochromic colours are utilised. Clean surfaces will provide them the ambience that guests would desire to be provided after walking into his flat. The luxury and usefulness will be in the combination of high-quality, sustainable materials in the utilisation of natural wood and eco-friendly fabrics (Atiq, and Bhagat, 2023). Smart technology will be included in each apartment for the ease of keyless access and an integrated smart thermostat. Branding will emphasise comfort, refinement, and sustainability. The gentle colours of teal and grey will be applied to a clean, contemporary typography on the logo. This means that the brand language overall would be around "home away from home," which will be fashionable yet useful.
5.3 Placement
The accommodations shall be available to book online as well as offline. Online, one can book them directly through the firm website or else through any other big travel portals like Booking.com, Airbnb, and Expedia. That boosts the visibility and audience reach. Online, reservations will be booked through local tourist companies and travel experts. Distribution will also be mechanised through an easy web-based reservation system that offers rapid confirmation (Diène et al. 2020). Serviced flats will be offered to the clients in selected locations within the UK's Manchester for easy access to business regions and destinations. All services, including housekeeping and concierge services, will be offered directly at the site to bring about better guest convenience.



5.4 Promotion
To raise awareness, a broad marketing effort will be deployed. This will mostly entail digital marketing. Social media ads will be carried out on Instagram, Facebook, and LinkedIn targeting business travellers and visitors. Content marketing will be accomplished via blog articles, trip guides, and customer tales through email newsletters. SEO optimisation will increase traffic to the website and make it more visible on search engines. The travel and business influencer alliance will help in reaching a broader audience and credibility.
Traditionally, other ads will complete the digital push. Local radio will be used alongside community-based advertising, such as sending out brochures around tourist sites and business districts that can appeal to various populations. Other advertisements in the local newspapers and magazines will come with unique deals and seasonal discounts that will cut across to many clients who have no digital accounts.
Customers will be involved through personal forms of communication with loyalty programs for them. Post-stay surveys and online reviews will be used to promote feedback (Wang, Zheng, and Luo, 2024). A referral program will be in place to provide guests discounts for promoting the service to others. Regular follow-up emails and exclusive offers will keep customers interested and encourage repeat bookings. Special promotions, such as lower pricing for extended stays and early-bird bookings, will be geared to attract both new and returning consumers. These will be complimented with a strong customer service focus, ensuring that guests feel valued and encouraged to return. Through these integrated marketing methods, the business will establish itself as a leading provider of inexpensive luxury serviced apartments, assuring a high degree of client satisfaction and retention.

6.  KEY RESOURCES

6.1 Premises
The business will need serviced flats located in a central region of Manchester, close to business centres and tourism attractions. With lobby, reception, and administrative areas, 10,000 square feet would be needed for 50 units. The space would be flexible and accommodate both short-term and longer stays. Rents in central Manchester are likely to lie between £25 and £35 per square foot per year; that depends on the location. The total annual rent is likely to stand around £250,000-£350,000. Business rates for commercial property in the central Manchester area vary at an average of about 50% of the rateable value, which runs between £5,000 and £15,000 a year.  Research was undertaken through local property agencies and commercial property websites such as Rightmove and Zoopla.



6.2 Equipment
Key equipment will be necessary for the smooth operation of daily activity. Technology is likely to play a key role. There will be a need for a PMS to monitor bookings and check-in customers, as well as accommodation. Software costs are going to depend on the system's size and effectiveness and thus range between £200 and £1,000 per month. The decoration of all flats will call for beds, sofas, tables, and chairs, among many other kitchen appliances, including mainly refrigerators and microwaves (20). Suppliers like IKEA and John Lewis offer reasonable, excellent products. Furniture for each of these apartment units will cost around £8,000 and £10,000. In addition, extra-fitted appliances are keyless entry and smart locks, where the unit ranges from £100 to £150. A website and a booking platform would also need the construction of an e-commerce site. For design and setting up, this should cost roughly £5,000 to £10,000. These prices were collected from sources for suppliers like IKEA and John Lewis and web creation services such as Toptal and Wix.  




6.3 Key Suppliers
Reliable suppliers will be important to maintain seamless operations. Key suppliers will offer the essential materials and services to ensure that client experiences are of high quality.
1. Cleaning and Maintenance Supplies: The cleaning service provider will be needed for routine housekeeping and apartment maintenance. These supplies include cleaning goods, linens, towels, and toiletries. Some of the contract cleaning service companies and maintenance aid providers include ISS and Rentokil Initial. Cleaning services will impose a cost that could vary anywhere from £20 to £30 per unit service. For premium linens and toiletries, Christy and The White Company will be recommended. Cost estimations for the latter would run £500 to £700 for linens alone.
2. Furniture and Fixtures Suppliers: The organisation will need furniture suppliers for comfortable, durable, and elegant furnishings. Companies like IKEA and John Lewis are ideally suited for the mass purchasing of mattresses, sofas, tables, and chairs. Total furniture cost per unit will be roughly £8,000. Suppliers will be engaged to negotiate long-term agreements that ensure steady pricing and delivery.
3. Technology Providers: For the sake of convenience for customers, smart home technology such as keyless access and room temperature management will be necessary. Businesses like August (smart locks) as well as Nest (thermostats) will serve as providers. Smart locks will be roughly £100 to £150 per unit, and thermostats at around £150 per unit.
4. PMS Software: For managing the bookings, check-ins, payments, and customer service necessary for a property, a property management system will ultimately be required. Companies like Cloudbeds and Guestline specialise in delivering a PMS especially intended for serviced flats. Customised software might run anywhere from £200 to £1,000 each month.
By partnering strategically with suppliers, the company will be guaranteed a successful operation of its day-to-day activities and suitable services that increase a reputation in the serviced apartment industry.

7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	50

	Rent/Rates
	300,000

	Staff Wages
	150,000

	Travel/Accommodation
	5,000

	Telephone (mobile)
	1,200

	Broadband
	600

	Utilities
	25,000

	Marketing and materials 
	20,000

	Insurance
	15,000

	Capital Expenditure/Equipment
	500,000

	Training & Development
	10,000

	Accounting/Legal
	5,000

	Outside Services
	15,000

	Stock/Materials Purchases
	20,000

	Bank Charges
	1,000

	Office Consumables 
	2,000

	Loans Repayments
	50,000

	Total Expenditure
	£1,120,850

	INCOME
	Year 1 
£

	Sales A ?
	400,000

	Sales B ?
	300,000

	Sales C ?
	100,000

	Capital Introduced
	250,000

	Funding 
	50,000

	Loans/Borrowing
	200,000

	Total Income
	£1,300,000





	YEAR ONE PROFIT/LOSS
	£

	Total Income
	1,300,000

	Total Expenditure
	1,120,850

	
	

	Profit/Loss
	£179,150

	
	









7.1 	Financial Summary

The income figures were obtained from market research and occupancy forecasts. Sales estimates are based on typical nightly rates for short-term stays (£100) and long-term stays (£75) at an 80% occupancy rate. Event rental income was predicted from six major events annually, producing £15,000 each.
Expenditure includes rent and rates paid at market prices prevailing for central Manchester, capital costs for fixtures, and monthly running costs including utilities and broadband. Marketing and training costs have been approximated based on supplier estimates. Loan repayments and start-up capital were taken into consideration, based on industry norms and information from business support programs.




APPENDICES

Appendix A – SWOT Analysis
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Figure: SWOT analysis
Source: (Song, and Hua, 2021)




Appendix B – PEST Analysis
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Figure: PEST analysis
Source: (Alhousseiny, and Atar, 2021)
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