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[bookmark: _heading=h.tyvypp2tw7j7]Executive Summary
GlowWay Travel Ltd is a proposed boutique tour-guiding start-up based in London, offering small-group and solo-friendly walking tours focused on history, culture, food and wellness. The business targets solo female travellers and small friend groups aged approximately 20–40 who are seeking authentic, safe and community-connected travel experiences rather than mass-market coach tours. In line with growing investor and consumer expectations around sustainability, GlowWay embeds community support directly into its operating model by partnering with independent local guides, artisans and small businesses instead of large attraction operators.
The business will operate as a Private Limited Company, providing limited liability protection and the credibility needed to secure tour-operator bonding, insurance and future investment. GlowWay is seeking £18,000 in start-up funding, to be raised primarily through founder capital and angel investment, allocated across guide training and insurance, marketing, working capital, website development and legal set-up. This business plan sets out the product and management structure, an environmental and competitive analysis of the UK tourism market, the marketing communications strategy, and a full financial breakdown of funding requirements and first-month operating costs.
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[bookmark: _heading=h.o31pofmt7baj]1. Overview of the Business Idea
GlowWay Travel Ltd will provide small group/solo guided walking tours around London, with a maximum of eight guests in each tour, which will cover hidden-gem history, culture, food and wellness tours. The itineraries are customised to the interests of the guest, what is referred to as a Glow Itinerary, and crafted using three values; safety, connection to the authentic community and sustainability. Instead of sending visitors through mass attractions and huge coach operators, GlowWay will collaborate with independent local guides, craftsmen and small businesses, which means that the tourism dollars will stay within the local economy, and the number of people in a group will be low-impact. This is a direct manifestation of a broader trend in the industry towards community-based approaches, which value local ownership, cultural conservation and local wellbeing over high-volume tourism (Naranjo Llupart, 2022).
The target market will be individual female travellers and small groups of friends aged 20-40. This group is also well-documented in the literature: female travellers have increasingly become a larger segment of the leisure travel market and systematic review evidence demonstrates that the research on female tourism has grown significantly in line with the increasing demand of a safety-conscious, motivation-driven, and community-oriented travel experience (Zhang et al., 2024). GlowWay is answering this demand by offering vetted routes, small group sizes, and women-friendly local guides.
Its management structure is lean by design to reduce the fixed costs in the start-up stage. The Founder and Director will manage strategy, quality control and personally lead tours when launching. A part-time Marketing and Community Coordinator will handle social media, local business associations and reservations. Tour guides will be hired on a per-tour basis on a freelance basis and hence the business can increase or decrease capacity according to demand without having to bear the fixed cost of full-time workers.
GlowWay will be a Private Limited Company (Ltd). In comparison to the sole trader, a limited company isolates personal and business assets, which is quite a factor to consider considering the physical and group activities characteristic of guided tours and the liability exposure this type of business is subject to (The Open University, n.d.). Limited company status is also beneficial in seeking tour-operator bonding (e.g. ABTOT), public liability insurance, and angel investors, as profits can be retained and reinvested, and shares can be issued to investors in future as the business expands.
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[bookmark: _heading=h.6eu5v1datjjm]2.1 PESTEL Analysis
Political: Domestic and inbound tourism into London is still well supported by the national tourism policy and promotion; VisitBritain (2025) states that in 2024, Britain residents made 1.0 billion domestic day tourism visits which generated a value of £54.8 billion, with London being the most visited destination in the UK, showing a steady pool of potential customers despite changes in international travel demand.
Environmental: The increasing consumer and regulatory interest in sustainable, low-carbon tourism benefits the walking-tour model of tourism proposed by GlowWay, which does not require coach transportation and actively directs expenditure to small, local suppliers, in line with the principles of sustainable and community-based tourism (Naranjo Llupart, 2022; Palacios-Florencio et al., 2021).
Social: Less-crowded, experience-driven and sustainability-focused trips have become more popular among travellers compared to the traditional mass tourism since the pandemic, and sustainable tourism has been defined as a real stimulus of the industry recovery (Palacios-Florencio et al., 2021). The trend, alongside the ongoing expansion of the solo and small-group female travel segment (Zhang et al., 2024) directly justifies the need of a small-group, community-oriented operator like GlowWay.
Technological: Social media and especially Instagram and Tik Tok have become the main medium by which travellers discover and select destinations and experiences. Nonetheless, the level and intent of using social media in trip planning is vastly different across generations (Hysa et al., 2021), so the content strategy used by GlowWay should be split into segments instead of assuming it is a single audience.
Economic: Tourism start-ups are turning to more diverse sources of finance - such as angel investment, equity crowdfunding and alternative lenders - in addition to or in place of traditional bank credit (Lynn and Rosati, 2021). This directly applies to the funding strategy of GlowWay, which is addressed in Section 4.
Legal: Being a business that provides transport-free walking tours and has additional services that may be offered to tourists, GlowWay will need to keep track of its responsibilities in accordance with the Package Travel and Linked Travel Arrangements Regulations 2018, which address the duty of insolvency protection and the provision of consumer information to customers in case of combined travel services sold in the UK (Department for Business, Energy and Industrial Strategy, 2022). Compliance and appropriate bonding (e.g. ABTOT) are built into the start-up budget.
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The analysis of the Porters Five Forces in the market of guided-tours in London reveals the medium-to-high intensity of competitive rivalry as the number of existing walking tour operators and free-tour guides is high, and they compete in terms of prices and route diversity (Varelas and Georgopoulos, 2018). The risk of substitutes is high, as travellers can take a self-guided tour using apps and other online resources rather than pay to join a guided tour. Nevertheless, buyer bargaining power is mitigated in situations where the service is distinctly differentiated: Porter's framework emphasizes that companies with unique, non-replicable value, including access to local suppliers and relationships with a local community, have more price bargaining power than commoditised, standardised tours (Varelas and Georgopoulos, 2018).
This differentiation is the basis of competitive positioning of GlowWay. In contrast to generic free-tour operators or large coach-based sightseeing companies, GlowWay offers a safety-first, women-friendly small-group structure, coupled with an offer of authentic community-based partnerships that are not directly matched by current budget or mass-market competitors in the London market. This type of community-based positioning is becoming more recognised as a competitive and reputational asset in tourism because it inscribes local empowerment and cultural authenticity into the product itself as opposed to sustainability being an after-thought (Naranjo Llupart, 2022).
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[bookmark: _heading=h.n1b0h0eo4buh]3.1 Social-First Storytelling
The main marketing approach of GlowWay is social-media-driven storytelling on Instagram and Tik Tok through behind-the-scenes reels, guide takeovers and content related to hidden London, published four to five times a week. Empirical studies prove that the adoption of social media significantly enhances the visibility of small and medium-sized enterprises, their ability to reach customers and improve their sales, especially in the tourism industry (Amoah and Jibril, 2021). To reach more people with a low cost, GlowWay will collaborate with micro-influencers (around 5,000-20,000 followers) based in London to host their tours and in return receive authentic content without having to rely solely on paid advertising.
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[bookmark: _heading=h.ck52qftawzh9]3.2 Community and Local Partnership Marketing
The second one is cross-promotion by community and local business associations. Local businesses run by women and artisans, who are independent cafes and located on tour routes, will cross-sell GlowWay to their respective audiences, creating warm, trust-based referrals and not cold advertising. This strategy is justified by the fact that community-based engagement enhances the competitive sustainability of tourism SMEs (Amoah et al., 2022), and that word-of-mouth referrals, particularly those based on the idea of shared social or community good as opposed to mere economic incentives, are extremely efficient in transforming interest into purchase intention (Yuan and Peluso, 2021). A combination of these two strategies enables GlowWay to create an authentic trust-led brand at a fraction of the expense of traditional paid marketing.
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[bookmark: _heading=h.z4szoe40p6cw]4.1 Funding Required and Sources
GlowWay Travel Ltd needs a startup capital of £18,000 to start operations and make a profit within the first year of operations. The capital will come by a mix of personal capital of founders (around 30 percent) and angel capital (around 70 percent) as opposed to the traditional bank loan. This is indicative of the broader trend toward alternative, non-bank sources of finance of early-stage ventures (Lynn and Rosati, 2021) as well as a strategic choice to approach angel investors directly because there are recorded instances that female-led businesses are still disproportionately underserved with bank and venture finance at all stages of the entrepreneurial process (Rose, 2019). Direct pitching to angel investors and not entirely using debt finance is aimed at reducing this reported funding gap.
Economic discipline at the very beginning is viewed as a priority. Studies of start-up failure always point to poor financial performance, lack of proper market entry planning and poor customer acquisition as the most common reasons behind early business failure (Bethlendi et al., 2025); the first-year plan of GlowWay will be characterised by a safety working-capital buffer and a gradual marketing expenditure instead of an upfront expenditure. The founder also acknowledges, according to the entrepreneurship literature on resilience, that a network of support that remains active over time and a realistic attitude towards contingencies contribute significantly to the chances of a start-up being able to come out of initial setbacks instead of collapsing at the first mention of trouble (Pan et al., 2022).
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	Expense Item
	Amount (£)
	% of Total Funding

	Guide training, DBS checks & liability insurance
	4,500
	25%

	Marketing & content production (first 6 months)
	4,000
	22%

	Working capital (3 months' operating costs)
	3,500
	20%

	Website & booking platform build
	3,500
	19%

	Branding, legal set-up & ABTOT tour-bonding
	2,500
	14%

	Total
	18,000
	100%






The only allocation is the largest-single, guide training, DBS checks and liability insurance, which indicates the priority of safety due to the group-activity and public-facing nature of the business. The budget is made up of over 40% marketing and working capital, which will help the business maintain operations and create awareness of the brand in the first two quarters before it will have to depend on break-even trading income.
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