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1.1 Opportunity
The Hospitality sector has been affected significantly by the coronavirus pandemic (COVID-19). However, 
the impact has been mixed, with many bars and clubs being forced to close down, while campsites had 
a relatively better year than the rest of the sector. Consumer spending in the hospitality sector started 
to increase in May 2021 but remains at less than 70% of pre-pandemic levels. Businesses spending in the 
hospitality sector has seen smaller increases compared with consumer spending in May 2021. Confidence 
of business growth in the hospitality sector started to increase since May 2021, in particular in the 
accommodation sector (Figure 1).

This itself would be a great opportunity, however, additionally, there has been a large amount of 
influx of international students entering the country to study at some of the top universities in London. 
This influx can be attributed partially due to the government introducing ‘Graduate visas’ that enable 
international students to stay for another extra 2 years after graduation. Even prior to this type of visa 
being introduced, there were about half a million new international students coming to study in the UK 
every single year. There are many companies that focus on providing rentals for all types of customers, 
but only few companies focus on the student audience. This market has been largely neglected and 
provides us with the golden opportunity to use our amassed experience of more than 30 years, across 
real estates, innovative marketing and deep analytics to tap into this market.

1.2 Our approach
Our platform is aimed (initially) to provide a unique student-landlord experience, where students can rely 
on our platform to find them a cost-effective accommodation with minimal paperwork. At the same time, 
landlords will turn to us due to our vast experience spanning from real estates to innovative data-driven 
marketing. At FindAGaff we know that we will be the ‘Airbnb’ for students. We will achieve this through 
innovatively and aggressively marketing our platform. The vision is to shift the vast majority of student 
rentals to our platform.

1.3 Market
Our market focus is to start with the low and middle class. In particular university students come from 
this background. Students coming from this background are often forced to limit their educational as-
pirations to universities that are ‘local’ to their parents’ home, since they are financially unable to move 
out of their parents’ home.

Landlords, on the other hand suffer from property agents who struggle to keep up the demands of 
both tenant and landlord in a manageable manner. This results to many landlords choosing to avoid 
property services, in particular those that deal with students, due to their lack financial stability and 
lack of an effective intermediary.
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2.1 Ownership
FindAGaff is founded and owned by Iyak Hussain. Iyak is a serial entrepreneur, real-estate professional, 
and investor. His experience in the real-estate industry have amassed to almost two decades, which have 
led him to be well known in the sector.

2.2 Management Team
The marketing team is headed by Mohamed Ibrahim who is an innovate marketing expert, who has 
developed tailored marketing strategies for various businesses and start-ups for nearly a decade. Some 
of Mohamed’s strategies have increased company sales by 40%.

The analytics team is led by Dr Saja Aabith. Dr Aabith is an academic with vast experience in product 
enhancement across various industries ranging from healthcare, manufacturing, education to artificial 
intelligence.

2.3 FindAGaff concept
FindAGaff is an online marketplace for renting, primarily homestays, for tourist short-term rentals and 
student long-term rentals. The initial focus is to target the student audience with aggressive marketing 
and then grow into a fully-fledged online marketplace for various vacation rental services.
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3.1 Market size & Segments
The FindAGaff team is initially targeting one specific customer segment, the lower to middle class 
university student. This group of students know the importance of higher education well, especially since 
they experience the lifestyle their parents are leading due to lack of higher education. Students coming 
from this background are often forced to limit their educational aspirations to universities that are ‘local’ 
to their parents’ home, since they are financially unable to move out of their parents’ home.

Even those students who take out a loan from the government and manage to move out of their parents’ 
home to live near to their university are forced to live under financially challenging conditions due to 
massively increased rental rates near university campuses.

Additionally, even the high class university student coming from abroad (international students) suffer 
from lack of guidance on student rental agreements, student accommodation rights, etc. This is often 
overcome with such students ending up paying large sums of money, while inexpensive alternatives are 
available.

Landlords, on the other hand suffer from property agents who struggle to keep up the demands of both 
tenant and landlord in a cohesive manner. This results to many landlords choosing to avoid rentals, in 
particular to students, due to their lack financial stability and lack of an effective intermediary.

3.2 Current Alternatives
There are many competitors in the online rental marketplace. The FindAGaff team has identified multiple 
direct competitors, that can be divided into three categories:

1. Established short-term rental oriented companies – These companies focus on the tourist 
segment of the population and in particular on properties in major cities throughout the world. These 
competitors are a serious challenge to standard hotels, that were able to increasingly ask for higher 
rental rates, but with the advent of the online rental marketplace, hotels are forced to compete with 
companies that offer much cheaper alternatives, where the landlord has minimal costs to rent out his 
‘spare’ room at competitively low prices. Examples of such a competitors include Airbnb, SpareRoom, 
etc.
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2. Established tourism companies that offer lodging as an additional feature – These are 
typically large companies that target a wide audience. The lodging service is adequate, however the 
targeting of a wide audience can often cause neglect with particular segments of the audience. This is 
why student’s view these kind of companies as hotels that are not to be used for longer stays, which is 
what is usually required for university students who are trying to move close to their university campus. 
Examples of such competitors include booking.com, Tripadvisor, Expedia, etc.

3. Small student oriented rental companies that span across many countries – These 
competitors do focus on a niche market, however they span across multiple countries too fast, with 
the assumption that all students/tourists are the same through multiple countries. Whereas the reality 
is that the students coming to stay in London have different requirements to the students coming to 
stay in Madras. Simply, expecting that one form of marketing will work for all students is a major 
oversimplification that results in a low numbered tenant base. Examples of such competitors include 
student.com, Mystudenthalls, etc.

3.3 Our Advantages
The FindAGaff competitive advantage can be summarised as follows:

 ● Focused target audience – Organic growth is achieved and sustained by focusing on one market 
at a time. Thus at FindAGaff we will be initially focusing on the student audience and their specific 
rental requirements (i.e. long-term rentals near University campus at low rental rates)

 ● Effective and aggressive marketing – Visibility is vital for massive expansion. Our marketing 
experts will be exhausting various marketing avenues, ranging from google ads to affiliate partners 
and campus stalls.

 ● Innovative approach – Our blend of experts of various backgrounds has already brought about novel 
creative approaches with the inception of FindAGaff. At FindAGaff we believe that our differences 
are our strengths.

 ● Data driven – Learn from the past. At FindAGaff we believe that customer satisfaction can be 
quantified through accessing data with the help of the latest technological tools. We also know that in 
order to take user experience to the next level, artificial intelligence is the natural step forward.

 ● Home-field advantage – There are some companies that are based abroad (e.g. China) that 
focus on the UK student market, while being culturally disconnected. This disconnection often results 
in a reduction in client base over a short period of time. At FindAGaff, the team consists of primarily 
London based professionals, who have been in the tenants position at some stage in their life.

3.4 Our keys to success
The keys to the success of FindAGaff can be summarised into the following areas:

 ● To develop a sustainable and profitable business primarily relying on the first client base (i.e. 
student audience) before branching out into other markets

 ● To register at least the first 100 landlords within the first 6 months of operation

 ● To increase the number of properties registered at our FindAGaff database by 30% every year

 ● To create a customer service focused business, where the quality of service is given priority to, such 
that great support is delivered to both tenant and landlord.

 ● To increase the commission that FindAGaff receives at the start of year 3 of operation.
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4.1 Marketing Plan
The FindAGaff team is initially focusing on the lower to middle class, especially university students. This 
group of students know the importance of higher education well, especially since they experience the 
lifestyle their parents are leading due to lack of higher education. Students coming from this background 
are often forced to limit their educational aspirations to universities that are ‘local’ to their parents’ home, 
since they are financially unable to move out of their parents’ home.

Landlords, on the other hand suffer from property agents who struggle to keep up the demands of both 
tenant and landlord in a cohesive manner. This results to many landlords choosing to avoid rentals, in 
particular to students, due to their lack financial stability and lack of an effective intermediary.

In order to increase visibility, awareness and traffic for FindAGaff, the following routes will be employed:

 ● Website & Mobile App - The website (www.findagaff.com) and the mobile app enable the tenant 
to book a property and also enable the landlord to rent out his room/property. The website ensures 
that the company has an online platform. Additionally, a mobile app exists on the two major mobile 
platforms (iOS and Android), which also increases the visibility of FindAGaff.

 ● Affiliate marketing – Our online presence will be further increased by setting up affiliates who 
will advertise (i.e. digital banner) FindAGaff on their respective online platforms. This also includes 
Google ads and Facebook ads.

 ● Public relations campaign – FindAGaff will also be spread through simply just introducing it to 
large segments of the public during special events (i.e. exhibitions, parties, ceremonies, etc.).
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 ● Strategic alliances – FindAGaff will also establish planned alliances with carefully picked major 
companies that will aid FindAGaff to get much visibility and credibility from the onset.

4.2 Sales Plan
The sales strategy will be primarily driven by a heavy push of marketing to get the first 100 landlords 
to register on our platform. The reviews of the tenants that use some of those 100 properties will serve 
as a great sales pitch to recruit more tenants and also landlords to register on our platform. Some data 
analysis based on the first 100 registered landlords will be carried out to look for any key performance 
indicators (KPI). The updates will be incorporated into all mediums of the company.

The next major mile stone would be at 500 registered landlords. At this point (i.e. 500 registered 
landlords) heavy analytical tools will be employed to observe tenant-landlord preferences, paving the 
way for the development of machine learning models to automate user selection recognition.

4.3 Milestones & Metrics

Milestone

Q1 Review

Q2 Review

Q3 Review

Q4 Review

Due Date

1st March 2022

1st June 2022

1st September 2022

1st December 2022
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