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1. EXECUTIVE SUMMARY
 	Some of the special things WildLuxe Escapes has to offer are outdoor survival lessons, wildlife, and five-star stays. The company want to change the way people think about luxury travel so that it does not impact the environment. The company will focus on eco-friendly practices and personalised, caring service.



2. THE BUSINESS IDEA
2.1 The Product/Service
WildLuxe Escapes is a UK-based outdoor lodging company that specialises in sustainability and adventure travel. People who like to take risks can choose to do ecotourism, outdoor survival training, or five-star camping. The company offer eco-friendly vacation packages that combine high-end comforts with unique opportunities to be immersed in nature.
2.2 SWOT Analysis Summary
WildLuxe Escapes will be located in one of the most beautiful part of the  UK (Cotswolds) and ecotourists will love its unique mix of nature and luxury. There can be big costs up front, and demand can change a lot during the year. In addition to more people wanting to do exciting things outside, the sustainable tourism boom has also made it easier to work with local companies. Unpredictable weather, strict environmental rules, and well-known hotel brands are all problems.
The business will use smart marketing plans, build strong ties with important people in the area, and switch up what we're selling when business is slow. The business will give customers excellent customer service, coming up with new goods all the time, and promoting the business on social media.









3. THE TEAM
3.1   Key Personnel
Name and Company Position: Nicu Lazar – Operations Manager

Skills and Experience:
 Strong leadership and management skills, with proven experience in operations management.
 Excellent organizational and multitasking abilities, with the capacity to prioritize tasks effectively.

Role and Responsibilities: 
Oversee day-to-day operations of the company, including staffing, logistics, and resource management.
Coordinate with onsite managers and staff to ensure smooth operation of all locations.
To lead wilderness activities such as hiking, kayaking, and wilderness survival training, as a certified instructor.
To conduct routine maintenance checks on facilities, equipment, and infrastructure.

Name and Company Position: Iulia Petronela Ferent – Marketing Director

Skills and Experience: 
Proven experience in marketing management, with a track record of successful campaigns.
Creative thinking and strategic planning skills, with the ability to develop innovative marketing initiatives.

Role and Responsibilities: 
Develop and implement marketing strategies to promote the company's offerings and attract customers.
Conduct market research and analysis to identify trends and opportunities for growth.

Name and Company Position: Elena Madalina Vilceanu – Finance Manager

Skills and Experience: 
Proven experience in financial management, with a strong understanding of accounting principles and practices.
Strong communication and interpersonal skills, with the ability to collaborate effectively with cross-functional teams.

Role and Responsibilities: 
Oversee financial planning, budgeting, and reporting for the company.
Prepare financial statements, forecasts, and variance analyses for senior management and stakeholders.


Name and Company Position: Ionela Lacramioara Balta – Brand Manager

Skills and Experience: 
Proven experience in brand management or marketing management.
Excellent project management and organizational abilities.

Role and Responsibilities: 
Develop and maintain the company's brand identity, ensuring consistency across all marketing channels and materials.
Conduct market research and analysis to identify consumer trends and insights.


3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
· The managers are responsible for making sure that everyone in the group is ready for the best accommodations within the nature.
· To give people the best service possible, meet their needs, and make their stays memorable.
· To reach the sustainable goal, the business will actively seek out and use methods that are eco-friendly.
3.2.2  Training and Development:
· Training and development are integral components of WildLuxe Escapes' business ethos. We prioritize equipping our team with the skills and knowledge needed to deliver exceptional service and uphold our sustainability values. Through tailored training programs, our staff receive comprehensive instruction in wilderness survival, ecotourism practices, and guest interaction. By fostering a culture of continuous learning and development, we empower our team to thrive and provide enriching experiences for our guests, while also ensuring the long-term success and sustainability of our business.
3.2.3 Outsourced Support / Key Partners:
· According to the company, digital ads and managing their brand strategy will cost them £2,000 a month. 
· Managed IT services, which include things like keeping websites up to date and safety cost about £1,500 a month. 
· The accurate financial checks and tax return preparation are expected to cost £3,000 per year.

4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
 	Market data shows that glamping sales will grow at a compound annual growth rate (CAGR) of 12.5% and hit £4.8 billion by 2025. Ecotourism and hands-on nature activities are two big ideas (Ding, 2024). The company will respond to environmental rules and business trends shown by the PEST analysis by making the eco-friendly activities bigger and coming up with new products.
4.2 Customer Profiles
1. Eco-Conscious Millennials: 25–35-year-olds are the target group, and the focus is on long-term profitability and unique experiences. 
2. Adventure Enthusiasts: Looking for exciting, all-encompassing outdoor activities for people in their 30s to 50s who love being outside, like jungle survival training.
3. Luxury Travelers: People in their 40s and 50s who are willing to travel and have the money to book luxurious rooms with elite services.
4.3 Competitor Profiles
· Bainland Lodge Retreats: Offers luxury glamping sites and lodges. 
· Strengths: Prime locations, strong brand
· Weaknesses: High prices.
· Competition: Competitive pricing, diverse locations.
· USP: Personalized adventure experiences.
· Collective Retreats: High-end outdoor accommodations. 
· Strengths: Unique settings, premium service.
· Weaknesses: Limited activities.
· Competition: Broader activity range.
· USP: Comprehensive adventure packages.
· Booking.com: Platform for various glamping sites.
· Strengths: Wide selection.
· Weaknesses: Inconsistent quality.
· Competition: Consistent, high-quality experiences.
· USP: Curated, immersive stays with sustainability focus.




5. MARKETING PLAN
5.1 Price
 	WildLuxe Escapes will provide a range of pricing alternatives to appeal to different segments of the adventure travel market.
· The price range is about the same as Wild Luxury (£250–£400/night), but the experience options can be customised.
· The weekend course is given by professionals with a lot of experience, so it costs £600.
· The price range for each action is £50 to £150, depending on how hard it is and how long it takes.
5.2 Product
· The tent designs include big, outdoor tents with designer furniture, private decks, and solar panels that light them up. 
· The nature-inspired logo's organic shapes and earthy tones show that the company care about the environment and like to take risks (Adem et al., 2021). 
· Welcome bags with treats made in the area, eco-friendly water bottles with the name on them, and maps of the area. 
5.3 Place
· The company website is safe and easy to use, so it is great for making reservations. To reach more people, the company will also work together with holiday websites like Booking.com and Airbnb.
· The company work with outdoor travel companies and local tourist offices to get the word out about the services. 
· There will be a central meeting place, and the staff will be happy to take guests to the different camping and exercise spots as required.
5.4 Promotion
· Sharing highly appealing content that shows off the unique products and services on sites like Instagram, Facebook, and Pinterest.
· To get people interested in adventure travel, the company will post a bunch of Instagram stories and photos showing off the camping spots and adventure activities (Fischer et al., 2021).
· Email marketing is the process of building a loyal customer base by sending them personalised suggestions on a regular basis.
· Flyers and handouts will be given out at workshops, tourist information offices, and local businesses to get people to come (Rojas et al., 2021).
· Blog posts about environmental trends, outdoor safety tips, and adventure trip plans get more people to visit the website naturally.
· Working with well-known people in the travel business to make service trials and review writing easier, which will lead to real advice in the end.
· Planning community-wide get-togethers to promote the brand and build relationships with nearby residents 
· Loyalty programs reward customers for staying with a business by giving them special benefits and savings.             
                                                                                                                                                                                                                                                                                                        

6.  KEY RESOURCES
6.1 Premises
While WildLuxe Escapes needs space inside for business, they also need room outside for camping spots. On about a half-acre of beautiful land, people can enjoy glamping tents and outdoor activities (Shoeib et al., 2021). Location is a big part of how much something costs, but in rural UK, land usually rents for £500 an acre a year. One idea is to run the business and handle secretarial chores from a small office in a nearby town. 
6.2 Equipment
 	Glamping tents are high-quality tents that last a long time and can be used in any season. The price of each of these tents from Boutique Camping was anywhere from  £900 to £2,500.00. Beds, tables, and chairs made from tents and eco-friendly materials. One of these places is Sustainable Furniture Co., where setting up a tent usually costs around £1,500. Solar panels are eco-friendly power sources that compay can buy from Solar City for £300 each. Things like first aid kits, camping boots, and emergency kits are examples of necessary outdoor equipment (Patel et al., 2021). Also, the business have Wi-Fi, PCs, and planning tools for running the business. 
6.3 Key Suppliers
 	Farm-to-table foods are fairly priced at UK Fresh Farms and other local organic farms and vendors (Pesci and Brinkley, 2022). Each month, the company will spend about £2,000 on food and drinks. Seventh Generation's eco-friendly cleaning goods are part of the Housekeeping Supplies that could cost £500 a month. This includes £5,000 for REI Co-op to buy the first set of outdoor gear for sports and training classes, plus £2,000 a month to buy new gear. 


7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	500

	Rent/Rates
	6000

	Staff Wages
	120,000

	Travel/Accomodation
	10,000

	Telephone (mobile)
	600

	Broadband
	900

	Utilities
	36,000

	Marketing and materials 
	15,000

	Insurance
	2500

	Capital Expenditure/Equipment
	30,000

	Training & Development
	5000

	Accounting/Legal
	2500

	Outside Services
	5000

	Stock/Materials Purchases
	20,000

	Bank Charges
	300

	Office Consumables 
	1000

	Loans Repayments
	0

	Total Expenditure
	£     223,900







	YEAR ONE PROFIT/LOSS
	£

	Total Income
	500,000

	Total Expenditure
	223,900

	
	

	Profit/Loss
	£276,100

	
	









	INCOME
	Year 1 
£

	Sales A
	200,000

	Sales B
	150,000

	Sales C
	100,000

	Capital Introduced
	50,000

	Funding 
	0

	Loans/Borrowing
	0

	Total Income
	£ 500,000

	INCOME
	Year 1 
£

	Sales A
	200,000

	Sales B
	150,000

	Sales C
	100,000

	Capital Introduced
	50,000

	Funding 
	0

	Loans/Borrowing
	0

	Total Income
	£ 500,000




7.1 	Financial Summary
 	The data presented in the figure above has been meticulously curated through comprehensive analysis and research spanning various areas such as market trends, competitive pricing strategies, operational expenses, and revenue projections. This holistic approach ensures that all aspects of the business plan are grounded in thorough understanding and informed decision-making.
Our pricing model incorporates a breakdown of costs associated with payroll, necessary tools and equipment, promotional efforts, and office expenditures. These factors are carefully considered and integrated into the pricing structure to ensure sustainability and profitability.
Projected income streams are derived from multiple sources, including potential funding avenues, revenue generated from outdoor activities, and sales of camp accommodations. By diversifying our income sources, we mitigate risk and maximize revenue potential.
Startup assistance can be sourced from a variety of channels, including initial capital investment, potential partnerships or investments, and grants from environmental funds and initiatives. These resources are instrumental in facilitating the successful launch and growth of our venture.
The figures presented align closely with the overarching objectives outlined in our business plan, as they are based on robust estimations and strategic planning. By adhering to these financial projections, we aim to achieve our business goals while maintaining fiscal responsibility and long-term viability.



APPENDICES
Appendix A – SWOT Analysis
	Strength
	· Unique luxury wilderness experiences
· Prime location
· Strong demand for eco-tourism

	Weaknesses
	· High initial investment
· Dependence on weather conditions
· Seasonal fluctuations

	Opportunities
	· Growing market
· Increasing interest in outdoor adventure experiences

	Threats
	· Economic downturns affecting travel spending
· Competition from established brands









Appendix B – PEST Analysis
	Political
	· Stricter environmental regulations

	Economic
	· Economic fluctuations affecting travel spending

	Social
	· Rising demand for sustainable and experiential travel

	Technological
	· Advancements in digital marketing and booking platforms
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Appendix D
 Pictures of business idea
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