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[bookmark: _Toc188836642]1. EXECUTIVE SUMMARY
Luxury eco-friendly accommodation at AuraVine Resort resides within Windermere's Lake District borders to provide exclusive wellness services and dining via sustainable local farming practices. High-income leisure travellers alongside families and corporate groups find their sustainable and relaxing getaways at this UK tourist hot spot last resort. A growing interest in sustainable excellence together with wellness among travellers opens distinct opportunities for AuraVine Resort to attract environmentally minded vacationers. AuraVine Resort provides upscale comforts to guests alongside ethical environmental principles which makes us stand out from traditional hospitality enterprises. The financial projections show £520,000 income during the first year mostly coming from luxury lodges at £250,000 wellness packages at £80,000 and dining services at £50,000. The start-up funding consists of £50,000 personal investment alongside a £30,000 sustainability grant from a third party and £60,000 business loans which together create a solid financial foundation. The company aims to develop brand recognition while reaching 75% occupancy during its first six months at the same time as forming sustainable supplier alliances locally. AuraVine Resort rebuilds the sustainability standards of Lake District luxury hotels by delivering exceptional services for lifestyles that prioritize sustainability.


[bookmark: _Toc188836643]2. THE BUSINESS IDEA
[bookmark: _Toc188836644]2.1 The Product/Service
In the UK's Lake District, Windermere is a charming town known for its stunning lakes, mountains, and thriving tourist sector. This is where AuraVine Resort will be situated. The company, which is in the hospitality sector, will target wealthy families, corporate groups, and leisure tourists looking for opulent and environmentally friendly vacations (Dowell et al., 2023). AuraVine Resort will provide upscale, environmentally friendly lodging that blends well with the surrounding landscape. An immersive and ecologically responsible experience will be offered by the resort's sustainable lodges, which are made from locally sourced materials. Access to customised wellness treatments, escorted outdoor pursuits, and superb dining experiences will be available to visitors.
Key Features:
· Sustainable, luxury lodges designed with eco-friendly materials.
· Personalised wellness packages, including yoga, meditation, and holistic therapies.
· Premium dining experiences with organic, locally sourced ingredients.
· Guided activities such as hiking, cycling, and lake excursions to explore Windermere’s natural beauty.
Benefits: AuraVine Resort is a perfect place for people looking to relax and refresh, while also helping the environment. Guests will enjoy excellent service, peace, and personalised adventures in the centre of the Lake District.
Value Proposition: AuraVine Resort stands out by providing eco-friendly luxury for travellers who care about the environment. It is great service and a special setting in Windermere that make it a top choice for unique getaways focused on nature.
[bookmark: _Toc188836645]2.2 SWOT Analysis Summary
The resort uses its central position in Windermere as a UK travel destination and its sustainable luxury experience to benefit its operations. The top features give us a powerful platform to serve wealthy travellers who look for eco-friendly vacation options (Refer to Appendix A). The wellness and sustainability priorities match what more and more travellers want from eco-friendly travel options. The resort gains additional popularity by being close to Windermere Lake and nearby beautiful landscapes. Despite its strengths, the resort faces some key problems. Setting up sustainable infrastructure and materials creates a major expense that could exhaust the budget. The Lake District's competitive market with existing luxury resorts makes brand development for the new venture a high-priority marketing target. The tourism business at Windermere changes with each season which affects how much money the resort makes. With more travellers seeking green travel options the resort can benefit from this expanding segment in the market (Fonseca and Carnicelli, 2021). Partnerships with regional product providers and wellness experts, also travel personalities, will enhance the business value and offerings. Effective digital marketing together with special eco-friendly promotions helps bring visibility to the business and draw in the desired market (Ioannidis et al., 2021). The resort should add business retreats and wellness programs to its current service list to protect from financial risks. Two primary business risks exist: market downturns that reduce customer buying power and competition from proven resorts. Travel restrictions, changes, and new environmental rules serve as potential threats to the resort.
Actions to Reduce Risk and Maximise Potential:
The resort will limit financial dangers by controlling start-up costs and planning expenses to protect its economic position. By creating a strong online footprint and working with partners it can boost recognition of the brand (Miaty et al., 2024). The resort will balance year-round business through promotional offers outside peak times and new services, including business events and wellness custom plans. The exclusive sustainability-focused luxury services will make the company stand out in the existing competition (Fonseca and Carnicelli, 2021).
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[bookmark: _Toc188836647]3.1 Key Personnel
Name and Company Position: Vasile Puscuta - Founder and Managing Director of AuraVine Resort
Skills and Experience: hospitality experience, manager several luxurious boutique hotels operating out of UK locations, degree in Hospitality and Tourism Management, where was specialised in operations while performing marketing and guest experience roles. In addition to his background in managing boutique hotels, devotes his time to pursuing sustainable tourism by earning certifications in ecological hospitality management.
Role and Responsibilities: The resort's Managing Director, handles every operational aspect of the resort by carrying out staff selection decisions, financial resource management, and creating marketing approaches. The Managing Director of AuraVine Resort bears full responsibility for sustaining superior customer care alongside environmental sustainability. The leads the resort’s partnership program, which connects the resort with wellness professionals and regional suppliers to enrich the guest experience.

[bookmark: _Toc188836648]3.2 Skills Gaps & Key Partners 
[bookmark: _Toc188836649]3.2.1 Additional Staff Requirements (Roles and Responsibilities):
To address gaps in skills, AuraVine Resort will recruit:
· Head Chef: To manage the fine dining experience and curate locally sourced menus.
· Wellness Manager: To oversee yoga, spa, and wellness packages, ensuring a seamless guest experience.
· Marketing Specialist: To develop and implement digital and traditional marketing campaigns to build brand recognition.
[bookmark: _Toc188836650]3.2.2 Training and Development:
Staff will undergo training in eco-friendly hospitality practices provided by the Green Tourism Certification Program (estimated cost: £3,000). The resort will benefit from customer service training delivered through the Institute of Hospitality certification which totals £1,500 in fees. Food Stiffs will spend £2,000 on wellness retreats where they can build specialised expertise in industry trends.
[bookmark: _Toc188836651]3.2.3 Outsourced Support/Key Partners:
Ecotricity: Ecotricity stands as Britain's greenest energy company and has committed to supplying 100% renewable electricity to AuraVine Resort. 
Lakeland Farm Visitor Centre: The farm store situated in proximity to Windermere provides customers with locally manufactured eats from farm animals together with milk products while conforming to our policy of using local suppliers.
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[bookmark: _Toc188836653]4.1 Market Information, Trends, and External Factors
According to VisitBritain (2025), the tourism industry in the UK contributes £106 billion to the economy each year, and the Lake District attracts over 19 million tourists to its main areas annually. The town of Windermere, which draws many visitors, has great access and beautiful scenery. Several factors work together to promote sustainable tourism. According to Statista (2024), a 38% increase from 2022 brought travellers who prefer environmentally responsible hotels, putting AuraVine Resort in a strong position. High-income tourists today prefer eco-friendly places to stay that also offer personalised health programs. As a result, property managers are working to add these features to attract wealthy guests. TripAdvisor, Instagram, and other online platforms influence customers' choices, so hotels need to create a strong online branding plan (Ngwenya, 2021). The AuraVine Resort plans to use government sustainability grants to lower costs while developing digital marketing methods to target innovative travellers (Refer to Appendix B). To handle seasonal demand patterns, it will present promotional offers for periods where occupancy is low.
[bookmark: _Toc188836654]4.2 Customer Profiles
1. Affluent Professionals: The target audience comprises older professionals from thirty to fifty, meeting specific demands regarding relaxation and wellness services while having abundant financial resources available. Luxury eco-friendly accommodations serve their weekend relaxation needs at retreats (Shahane, 2023). They use digital channels actively and expect their experiences to remain personalised.
1. Families: The hotel targets middle- to wealthy-income families that seek both peace and time spent outdoors (Siwek et al., 2022). The natural appeal of the Lake District, together with its safe, family-serving environments, attracts families to visit the region. Parents with these family preferences seek education-orientated activities along with sustainable options for their children.
1. Corporate Groups: Organisations that organise team-building events or conferences should consider AuraVine's ideal location. Companies entice their client base through private settings along with first-class amenities and wellness initiatives that help boost both work performance and team collaboration (Siwek et al., 2022). A separate section needs customised offers within an environment designed for business professionals.
[bookmark: _Toc188836655]4.3 Competitor Profiles
1. Gilpin Hotel & Lake House: Family ownership positions this Windermere-area hotel as a luxury destination featuring gourmet dining together with spa relaxation and luxurious guest accommodations (The Gilpin Hotel & Lake House, 2025). Its traditional service model does not align fully with the increasing consumer demand for sustainable operations. AuraVine Resort stands above competitors because it invests in sustainable initiatives as well as tailoring its wellness offerings. 
1. The Samling Hotel: Panoramic Windermere views surround the luxury resort Samling, which features a dining restaurant with suites of the highest quality. As a hotel with fancy features also remarkable hospitality staff, this property primarily aims at conventional traditional luxury despite missing sustainable initiatives (The Samling Hotel, 2025). AuraVine stands out from competitors through its commitment to eco-friendly practices and modern wellness programs.
1. Low Wood Bay Resort & Spa: The Lake District luxury spa hotel stands directly on Windermere's shoreline to provide both aquatic activities and dining splendidness, along with spa relaxation opportunities (Classic British Hotels, 2025). Although guests receive an extensive resort experience at this venue, some customers find that the size of the operation compromises the customisable service they would prefer. The boutique service model of AuraVine delivers customised experiences that focus on sustainability, thus attracting environmentally minded visitors who want personal care. 
Competitive Edge: The competitive edge of AuraVine Resort consists of blending luxurious experiences with sustainability through customised wellness services structured with sustainable hospitality accommodations (Ioannidis et al., 2021). The market sector-focused approach satisfies travellers who value environmentally friendly vacations combined with innovative luxury service.
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[bookmark: _Toc188836657]5.1 Price
AuraVine Resort has chosen “premium pricing” as a method to represent its upscale, environmentally conscious guest experience. Rates at AuraVine Resort for luxury lodges will cost £250–£400 per night, just like Gilpin Hotel does (Refer to Appendix C). Yoga sessions and spa treatments will be available through wellness packages starting from £75 and going up to £150. Early booking promotions throughout off-peak seasons will help draw customers to visit the resort area (Yabancı, 2023). The resort maintains accessible tariffs for wealthy clients while maintaining a focus on its distinguished position and excellent standards.
[bookmark: _Toc188836658]5.2 Product
AuraVine Resort will unite traditional woodsy appeal with contemporary upscale comfort. The wood-built lodges have lake-view windows with eco-friendly equipment while showcasing wooden decorative elements throughout the interior. Branding initiatives incorporate nature-inspired design elements that use recycled material packaging to support sustainability (Chua and Aziz, 2024). The branding materials of the resort stress luxuriousness and environmental awareness by using earth-based tones with simple modern design approaches (Refer to Appendix D).
[bookmark: _Toc188836659]5.3 Placement
AuraVine Resort plans to sell its services through its official website combined with Bookings.com and Expedia and dedicated ecotourism-focused marketplaces. Online product sales will benefit from Lake District tourism partnerships with regional travel agencies and local tourist boards. Customers who book will receive electronic bookings along with customised tour plans for their trip (Zhang et al., 2021). The resort will operate face-to-face wellness service distribution through its facilities while providing gift packages accessible through both its website and partner wellness centres.
[bookmark: _Toc188836660]5.4 Promotion
Next year's promotional strategy aims to build awareness through methods that develop sustained customer relationships. The resort will utilise search engine-optimised website enhancements alongside active “social platforms” on Instagram, Facebook, and Pinterest to display visually impressive property views and customer enjoyment (Miaty et al., 2024). The resort will increase its visibility to its target audiences by working together with bloggers and influencers who focus on travel and environmental concerns.
“Email marketing” by AuraVine offers subscribers both premium promotions and new updates (Miaty et al., 2024). People, both online and offline, will discover AuraVine through traditional promotional tactics such as printed brochures placed at Lake District visitor centres and partnerships between the resort and local dining and store venues. Eco-tourism workshops, together with wellness retreats, will enhance community involvement at AuraVine. “Membership benefits” featuring discounts and early access reservations will start as a loyalty program in order to retain customers (Gubíniová et al., 2023). Feedback channels enabling post-stay surveys will help the business both refine its services and develop customer relationships. Designated user-generated content initiatives will both boost customer interaction and spread brand awareness without traditional advertisements.
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[bookmark: _Toc188836662]6.1 Premises
Through its Windermere expansion, the AuraVine Resort needs land that measures 5 acres for development in a lakefront location to take advantage of picturesque vistas. It is an eco-friendly resort featuring lodges and spa facilities together with an administrative section. The Lake District region demands land prices in the range of £20,000–£50,000 per acre, yet hotels pay yearly business rates averaging £15,000. The annual leasing expenses for ready properties equipped with infrastructure start at £75,000 based on property location. The best property options will be examined through searches on Savills and Rightmove Commercial.
[bookmark: _Toc188836663]6.2 Equipment
Solar panels cost £20,000, while spa equipment requires an investment of £10,000 in addition to £30,000 for premium furniture and fixtures. The assembly of management software through Little Hotelier requires monthly payments of £120 alongside marketing tools needed for online reservation systems. The combination of Good Energy, a solar panel supplier, and Hammonds Furniture, providing sustainable fixtures, delivers superior quality to the business.
[bookmark: _Toc188836664]6.3 Key Suppliers
Ecotricity will supply renewable energy to AuraVine Resort through an annual arrangement worth £5,000, while Lakeland Farm Visitor Centre provides organic food supplies at £2,000 per month. The resort will request sustainable furniture made by local craftsmen who also collaborate with regional businesses. Green Tourism and Biodegradable Solutions, together with other sustainable suppliers, will guarantee AuraVine Resort achieves its environmentally conscious targets.
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	EXPENDITURE
	Year 1 (£)

	Company Registration
	£300

	Rent/Rates
	£75,000

	Staff Wages
	£120,000

	Travel/Accommodation
	£5,000

	Telephone (mobile)
	£600

	Broadband
	£480

	Utilities
	£1,500

	Marketing and materials
	£15,000

	Insurance
	£2,000

	Capital Expenditure/Equipment
	£60,000

	Training & Development
	£6,000

	Accounting/Legal
	£3,000

	Outside Services
	£4,000

	Stock/Materials Purchases
	£24,000

	Bank Charges
	£300

	Office Consumables
	£500

	Loan Repayments
	£20,000

	Total Expenditure
	£354,180


	INCOME
	Year 1 (£)

	Sales A (Luxury Lodges)
	£250,000

	Sales B (Wellness Packages)
	£80,000

	Sales C (Dining Services)
	£50,000

	Capital Introduced
	£50,000

	Funding (Government Grant)
	£30,000

	Loans/Borrowing
	£60,000

	Total Income
	£520,000



	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£520,000

	Total Expenditure
	£354,180

	Profit/Loss
	£165,820

	YEAR ONE PROFIT
	£165,820







[bookmark: _Toc188836666]7.1 Financial Summary
The business expenditure priorities centre around staff wages amounting to £120,000 with an additional £75,000 for rent and rates, along with £60,000 devoted to eco-friendly facility development. The financial projections stem from anticipated income generated by luxury lodging at £250,000 and by wellness services at £80,000, alongside dining services at £50,000. Cash flow for the start-up comes from £50,000 in personal funding, £30,000 in sustainability funding from the government, and £60,000 in loans. The projected financial data coincides with the marketing approach that attracts wealthy tourists but also supports resource needs involving renewable energy alliance agreements. The predicted profit of £165,820 demonstrates the frontier's financial stability, which stems from responsible tourism advancement along with optimised expenses.
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	Category
	Details

	Strengths
	-Prime location in Windermere, attracting high tourism footfall.
-Unique, eco-friendly, and luxurious accommodations.
-Strong focus on wellness and sustainability, appealing to eco-conscious travellers.
-Proximity to natural attractions, enhancing guest experience.

	Weaknesses
	-High initial investment for sustainable materials and infrastructure.
-Limited brand recognition during the start-up phase.
-Dependence on seasonal tourism may affect revenue consistency.

	Opportunities
	-Growing demand for sustainable and experiential travel.
-Collaborations with local suppliers and wellness professionals to enhance offerings.
-Increased visibility through digital marketing and influencer partnerships.
-Potential for expansion into corporate retreats and events.

	Threats
	-Competition from established luxury accommodations in the Lake District.
-Economic downturns impacting consumer spending.
-Changing travel restrictions or environmental policies.
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	Factor
	Details

	Political
	-Strong government support for sustainable businesses. 
-Potential grants and incentives for eco-friendly initiatives in the hospitality industry.

	Economic
	-Rising disposable incomes despite inflation concerns. 
-Increase in spending on experiential travel and sustainable tourism.

	Social
	-Growing consumer preference for wellness and sustainability. 
-Increased focus on eco-friendly travel options, wellness programs, and personalised services.

	Technological
	-Digital platforms (e.g., TripAdvisor, Instagram) influence booking decisions. 
-Growth in online marketing and digital engagement for customer interaction and brand building.
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	Hotel
	Room Type
	Price per Night (£)
	Notes

	AuraVine Resort
	Luxury Lodge
	250–400
	Eco-friendly lodges with personalised wellness services.

	Gilpin Hotel & Lake House
	Classic Room
	355–425
	Rates vary seasonally; higher-end rooms like SPA SUITES can reach £1,200 per night (Gilpin Hotel & Lake House, 2025). 

	
	Spa Suite
	1,200
	

	The Samling Hotel
	Standard Room
	290
	Prices based on average rates for standard rooms (Tripadvisor, 2025a). 

	Low Wood Bay Resort & Spa
	Standard Room
	154-207
	Rates based on average prices for standard rooms (Tripadvisor, 2025b).
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AuraVine Resort .

Big Deal for Business Travelers
Perfectly comfortable meeting
environment in Rimberio City

Single Room

 Disabled room
* Wi-Fi
Cable TV
Minibar
Separate rain shower & bathtub

Facilities
* Executive lounge access
Productive work environment
Complimentary snacks
Complete breakfast
Room services (24 hours)

Book Now
+44123-456-7890 | www.auravineresort.com





