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1. INTRODUCTION
Luxury excursion is the new evolution of a tourist agency that allows you to enjoy a luxurious journey. We will provide the best quality at a price that everyone can afford and taste the real luxury pleasure. Luxury excursion was founded by Jeni Amdadul, Meryem Fakhri, Andrea Casu, Ziwan Amdadul and Giuseppe Cogoni with the passion for travel. In June 2020 these guys put their passion of travel into action by creating the “LUXURY EXCURSION” a small luxurious company from all over the world.

Our agency is located in Stratford on the first floor on Westfield shopping canter. It is more than an office space and the reason why we chose the first floor is pure economic, on the first floor which will allow us to save money monthly. Instead we will be open from Monday to Friday from 10am to 6pm and Saturday from 10am to 1pm. We also have a website where people can book trips and this site is open every day 24 hours a day. You will find in our agency two receptionists who are also specialized in tourism who will help you plan your trip. If you wish to speak to one of the owners of the agency you can do so, because there will always be at least on partner in the office who will help you with your request.

Over the years, the Luxury Excursion team has started to grow with added luxury travel consultants who share our goal of providing luxury travel experience for each of our customers. Our consultants specialized in different parts of the world and have visited many hotels and resorts in their regions. Our company maintains excellent relationships with partners over 1000 of the best hotels and resorts in the world through these relationships we can offer free benefits a service to our customers, such as updating rooms, daily breakfast, welcome service and more.

2. AIM AND OBJECTIVES
The aim of the agency in offering a better tourist service than that found around, and we provide to help customers plan their trip. It deals with:
· transport reservations 
· overnight stays
· prepare itineraries 
· promote tourist packages
· travel
· other ancillary service
· tourist guides
· offer lunch/dinner from the best restaurants with discount
· luxurious car with driver

3. ABOUT US 
The owners of the company are 5: Andrea Casu, Ziwan Amdadul, Meryem Fakhri, Giuseppe Cogoni and Jeni Amdadul. Each of the owners occupies a specific position, Mr Andrea Casu occupies the role of the president and develops the mission, vision and strategies of the company. He deals with the decisions of marketing and customer service support. He is in charge of advertising his agency abroad to attract more customers and collaborates with private airs, cars and other private transports. Mr Ziwan Amdadul is the marketing manager who is interested in the part of marketing, promotion and advertising. Mr Ziwan Amdadul controls the agency website, promotes the social media pages and develop digital marketing with traffic generation sales. Miss Jeni Amdadul is the Hr manager who organizes the staff according to their ability and skills. Mr Giuseppe Cogoni is the customer relationship manager who maintains a good relationship with hotels and resorts both within the country and beyond. He searches new and better hotels and resorts to collaborate. Miss Meryem Fakhri is the finance manager who deals with the calculation of expenses and the amount of monthly and annual profit.

4. OUR STAFF
Our staff are all graduates in tourism and have previously had work experience in tourist agency. All staff are aware of commercialism, have good interpersonal skills, excellent numerical ability in calculating money and time, excellent oral and verbal language, especially European ones to facilitate the communication of the customers. Our staff have a great sense of empathy and are able to be directing him towards the right choice. They have precise, patience and courteous towards customers. They have a good knowledge of geography and tourist culture in general. Each staff made experience trip.

5. HOW WILL WE WORK?
Our agency will work in direct contact with the public to meet their specific needs. Its main activity is of an information, assistance and consultancy nature: our staff at the company headquarters (or on the phone) provides all useful information to customers, guiding them in the choice and purchase of products. We will work with clients of various types: from professionals who have to organize a business trip to families looking for relaxing holiday, to honeymoon for a new couple, to young people who want to go on an adventure. Together with the client, our assistant will identify the budget limits. Although the trips are highly saturated, we believe in creating a high quality, but also affordable travel agency, and we made it our mission to ensure that all our trips are cruelty free, and compliant with all wellness and luxurious standard. (Sokanu, n.d.)

We take care for reservation (booking), travel (air, cruise and train ticket, and car rental), overnight stays (hotel, resort, tourist villages…) and other ancillary services such as tickets for excursions, visiting to museums, concerts, events. Unlike all tourist agencies we have specialized tourist guides with certificates who can speak different languages (English, Italian, Spanish, Germany, Arabic and Chinese) and driver who will ride to the destination chosen by the customer with our luxury car. We offer tourist lunch and dinner from the best dishes at a discount. The discount that they offer for lunch and dinner varies from 10% to 20% according to hotels and restaurants. After which those hotels and restaurants leave us a percentage for collaborating with them.

We will provide detailed information on the place of destination, to guarantee customers the best possible travel experience: from practical information, such as weather conditions, currency, food, customs and traditions, to bureaucratic information, such as the documentation needed to entire the country (passport, visas). We advise customers in fulfilling the various practices necessary to leave for example, obtain travel documents or take our travel insurance (travel or baggage insurance, health insurance, etc..).

We also intervene if traveller have problems during the trip or need to change the itinerary, our staff is always available to organize alternative solutions and minimize customer inconvenience. We also handle complaints and refund request on behalf of customer. (Anon., n.d.)

6. SKILLS OUR AGENCY ENJOY
The skills that the members of the agency have, are the following:
· Good knowledge of the national and international tourism market 
· Very competent in online booking procedure and tools (OBT, Online Booking Tools)
· outstanding knowledge of marketing and tourism promotion techniques
· Good relationship with major transport companies by land, air and water
· Proficient in the use of CRS (Computer Reservation System) and GDS (Global Distribution System) software 
· Good knowledge of national and international regulations Organizational and managerial skills
· Motivated with decisions
· Shows a good relationship with the public
· Effective communication skills (familiar with foreign languages including European ones)
· Excellent accuracy and attention to deadlines
· Expert in patience and courtesy
· Strong talent in problem solving

Our agents work honestly and have positive behaviour. They have a simple and clear language, and they are able to explain everything about the journey and every single complexity. They provide assistance with a friendly personality. Our agents are knowledgeable about travel and tourism affairs, including policies and exchange rates, global news, customs and foreign languages, and the best date for each destination. They have exceptional ability in organization. They are able to plan an entire trip with every little detail while doing other jobs in a quick way they can plan a trip respecting a budget the client offer. They have strong analytical and problem-solving skills and are able to quickly solve any problem and inconvenience that our client faces. They are also competent in computer skills such as basic word processing, spreadsheet and database management, as well as specialized software for the sale of airline tickets such as online booking tools. (Anon., n.d.)

7. MISSION AND VISION
Our mission is to personalize travel experiences, in order to satisfy the dreams and desires of each individual traveller and above all to experience a luxurious and unforgettable journey. We try to satisfy every request and every need, with the motto that no request is ever too small, and no challenge is ever too great. We have the skills and the contacts to make this possible. Our staff of expert collaborators, the partners we can count on, are the elements that have made us conquer a position of request in the tour-operating sector. Our vision of tourism transcends technology and brings the human touch to the fore in the construction of travel. We offer what technology could not and would not be able to offer travellers. Each journey begins with a phone call from which a tailor-made experience is developed, curated by a specialist with the best skills and knowledge in the sector. Our goal is to attract as many customers as possible and spread our uniqueness thought the country. For our popularity we have paid influencers to make advertisements that will be broadcast on the channels and we have also spread flyers. We have also social media pages such as on Instagram, Facebook and we make Tik Tok videos focusing in the most beautiful places to visit that will attract many young people. As soon as our profit goes up, we will move to the ground floor so that we too can have an office worthy of being visited by tourists from all over the world. To have this office on the ground floor we must first wait at least a year to see how our profit turns out. Another of the mission is to have more offices in different locations that we will do when our agency reaches popularity and is requested by many clients.

8. LEGAL COMPLIANCE
Our agency is an LLC (Limited Liability Company) because 
1. That allows to abstain advantages of the protection of personal responsibility.
2. LLC allows you to keep things simple and with an easier to manage business (for example, you don’t need to submit corporate taxes)
Our agency has a formal mane by registering in the DBA or “do a business like”. We also have a tax identification number (ENI).

Our luxury travel is aware of the roles and laws in addition to possessing all mandatory licenses. 
We are aware of the four commercial regulations, which are:
· European package travel regulation (PTR)
· Civil Aviation Authority
· Air Traffic Organizer License (ATOL)
· Financial Conduct Authority (FCA)
The company also contains merchant acquirer business practices that are used to shell out credit card money from customers. (Anon., n.d.)
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1. MARKET SITUATION

Our business is all about tourism. We know that tourism is a major force in global trade, and we want to leverage by launching our business.


At the moment, due to the COVID-19, international tourist arrivals fall of 22%, but this crisis could arrive to 60-80% at the end of the year, if we compare with 2019s figures.

Experts are optimist for 2021: they think that the people would like to visit families and friends, after the COVID-19 pandemic virus, so there will be more travels. 
Experts are optimist for Africa and Middle East travelling, many of them think that the recovery could happen soon. Other says that it will be only at the end of this year or by 2021. 

This is a graphic of overseas resident visits to the United Kingdom (UK) from 2002 to 2020* (in millions)
[image: ]

We can see how after the lockdown the number of visitors is decreased. 

But anyway, London are one of the most visited places in the world, and this is one of the reasons why we want to start here!

0. MARKET COMPETITORS

The United Kingdom is ranked in the fifth position in the tourism market in the world, and they are one of the most expensive destination in the world. Only Switzerland is more expensive than UK. 
We took as a model of ‘competitor’ one travel agency situated in UK. Our aim is offer services with cheaper price. 
Their services cost start from 45 pounds. 


Our service, if you see the name, must be ‘luxurious’, but obviously we cannot afford luxurious services for that price. So, what we can do is just create some bundles, and give to our clients the possibility to choose which type of service they want. 

Our competitors offer for example half day waking in London Tour, so our target must be given to the costumers the same service for reduced prices. In this way we can catch the attention of many other people.
In this case, though, we can’t offer the service to only 5 people in one time, we want to have more people, because the price is low and we have to pay the guide as well (E.g)

0. MARKET TARGET

First of all: what is the meaning of target market? 

Target Market is specific and well-defined consumer segment within the business’s serviceable market which the business wants to sell its products and services and direct its marketing efforts to.
Defining a specific target market eases the marketing decision making the process as marketers get to know about the most profitable set of customers and use most of their efforts and resources to woo them.
For our market target we should know, people of which country come to visit more. 
By statics of one diagram of 2016, we can see USA’s people come likely to visit England.
After United States, there are Franchise people, this probably because French is so closer to England and people can easily access to the country. 
Germany is the third country of this ranking. Spain is in the 4th position and Italy is in the 5th position. 
England is mostly visited by people aged between 25 and 54 years old.


Those statics are so important for us, because if we want, we know where we should point for promotion, we have those specific details of the people who travel to England.
Travel & Tourism sector normally has more online users. More than 72% of people in the last few years the bought the service via online sites. And the percentage could increase more in the next years.
 
Fine, so we can talk about our service: can we satisfy customers? Our main aim is exactly this: we want to have only good feedback, and for this our service include whatever a normal person wants to have if they are overall new in a new country. 
So, imagine, a guy who is come here from Italy, first of all, maybe, he is not familiar with English language, so our first service will be talk with him in the language that he knows more, so in this case Italian. Then we will bring with our car to the place he booked to visit. 
After guide him and explain about the history etc. of that place, we will bring him in our office, than we will offer to him a service that he could decide from himself: we will advise some of restaurant (we will collaborate with them, as an affiliation marketing) for eat something for lunch or dinner, and we will advise a hotel for pass the night. 
One of the vantages that we can offer is: people of the group should be composed from maximum 5 people, not more. In this way they can ask more question or feel more involved. 
Obviously, there are the opportunity to visit in more than 5 people (if for example there are friends or family with more than 5 members). 



 
0. MARKETING AND SALES
Our aim is being one of the best in the world in our activity. 
We already talked about our service, but for reach this goal, we have to fix many things. 
What we need?
First of all, for increase to sell our service, we have to create many online platforms: E-commerce, Social Media etc. 
At the moment there are more sales in social media than Ecommerce sites, this because people are more active in social media platforms. 

So, is better start from social media or ecommerce?
I think we can choose one of them or both. But if I have to choose only one, I choose Social Media, but we must create the ecommerce for be more professional. First of all, we have to create Instagram and Facebook pages. Now the problem could be: How can I increase there? How can I get clients? 
In the first few months, we have to search pages who can publicize our page and in this way we can grow faster. 
We have to see what type of contents like my followers and share it. 
If we go in live from nice places, this will be a good idea for catch the attention of the people. 
Before posting something, we have to ‘study’ the strategy of the post we want to share in the page, in this way we will have more interaction. 
Which type of contents people like? Normally on Social Media platform Video reach a lot of people. But for my own experience, people like any type of places pictures. 
 
1. SOCIAL MEDIA
First of all, what does ‘social media’ means?
Social media is a place where people can share their contents with other public. There are different types of social media. For example, on twitter you can share link and short written mess ages. Instead Instagram was built to optimize the sharing of pictures and videos. Social media are used for many reasons. Is not useful only for share pictures and videos, it is very useful also for the business. If you want to buy something from a social media page, you can (not always), found the reviews of the people, who bought that product or service (Hudson, 2020)
So, our first targets on social media platform is: 
1. Found a page that have our niche, pay them for share our page in their story’s or make a post and invite their followers to follow us. On Facebook will be little bit harder, because in the last few years, the interaction on Facebook is not anymore like before. But I would like to use this strategy on Facebook as well, because is the only way to increase.
2. Go in live, and share as much as possible places etc. Contents that would catch the attention of the people, and not only this, we will earn even the credibility of the followers/clients, because you are showing not only your face, but you are sharing one part of your activity as well!
3. As a post try to post as much as possible videos.
4. Create contest, and interreact more with your followers
5. DON’T FORGET, IN YOUR CONTENTS YOU MUST HAVE YOUR OWN LOGO AND MAYBE YOUR GRAPHICS AS WELL! THIS WILL HELP TO THE USERS FOUND YOUR PAGE ONCE SOMEBODY SHARE YOUR VIDEO. 
Once we start to get our first good (hopefully) results from social media’s we can focus our mind to increase even the ecommerce.
 
0. E-COMMERCE
E-commerce, or electronic commerce refers to transactions conducted via internet. Here you can buy or sell product or services. 
I think if you have your own business, almost for the professionality, an ecommerce website is very important. It’s important for credibility as well!
 
0. INFLUENCER MARKETING AND PROMOTION
Influencer marketing, in easy words are the promotion or collaboration with people with already a good number of fans. It will help to you to increase your business sells, or simply you can ask influencers help for growing on social media platforms. 
For our business we have to point specific influencer, we have to know which influencers can be useful to grow up our company. An example of the right influencer for us could be a traveler, a person that already started to share his adventures and his lifestyle with his followers. It depends from the quantity of his followers, and from the engagement of the account as well. Then we can value for which type of offer we can present to him to start the collaboration. 
0. AFFILIATE MARKETING
Affiliate marketing normally is online sales tactics. Is the banner of advertising that you found on websites or YouTube. You can collect commissions anytime if someone use your links to make a purchase. 
Our aim is increasing the number of entrances, and as much as possible money for our business. So, we want to put our company advertising in as much as places. 
 
 
0. COLLABORATIONS
We can collaborate with restaurant and hotels as well, because we can advertise their services to our clients, and if they go to their restaurant or hotel, they have to pay us. 
I saw, many big companies earn a good percentage of their money from collaboration, so even our company should search as much as possible collaboration with our brand, to have also more popularity. 
0. FRANCHISING 
Franchising is a marketing strategy where one party give the rights and authorization to franchise another party. In simple words is a marketing strategy to expanse the business. 
Experts says normally for start a franchising, your business should have almost one year of history, otherwise the franchising could be a wrong strategy for your business. 
In simple words, franchising is when you use the name of other brands for increase your own activity, because you already have good feedback etc. from that franchising. The negative side of franchising is that often it cost so much. 
0. OFFLINE SELLING
At the end, offline selling could be when you sell from your agency, but our strategy is not selling only from or agency, but also from somewhere else. So, we can share flayers into houses, and it is a new strategy that many people started to do. It doesn’t cost so much, and it’s so useful.
 
 
 
 
 
 
 
 
 
 
 
0. Bibliography
Hudson, M., 2020. small business. [Online] 
Available at: https://www.thebalancesmb.com/what-is-social-media-2890301
[Consultato il giorno 23 June 2020].

In this report, there aren’t so many references, because I used my own experience and tried to explain with easy words, the definition and the utility of the tasks. 
 












Giuseppe Cogoni (191740)
Part 1: Management Team 
The management of Luxury excursion travel and enjoy consisting of the outsider of the company Mr. Andrea Casu. 
His position and responsibilities are presented below : 
ANDREA CASU president  
Duties and responsabilies Andrea Casu: 
Develop , maintain the mission, vision and strategies of the company ,finance ,marketing  and customer service support.Capable to advertise the company abroad to attract customer from arabic countries .Continue accordance with hotels company chain , car rental company and administration of marketing products .Research new aliances with companies abroad to attract more customers to london and visit our site or book excursion  in advance before  the departure . 
Development of private transfer service from the airport ,private sport  cars , private helicopter tour . 
Manage employees,set up trainings for staff and review performances every 3 months to success business performance. Discover competitor’s product and what they sell. Set company targets, goals, analyze sales the control of them and future sales program and packages. 
This position requires 48/55 hours a week with annual salary of 35.000 sterling plus annual bonus . 
 
Background Mr. Andrea Casu  
Andrea Casu was born in Milan; he completed his studies in Rome (university sapienza business management). While he was studying had a chance to work in some 5 stars hotels as receptionist and back house office in Rome at Hilton Hotel. In 1998 he graduated with business management and a master 2000 computer technology. 
Following the graduation, he moved to London, where he worked for a company sixty luxury rental cars etc as sales manager. 
In 2006 Andrea casu decided to apply for a higher positon in a different company as sales executives manager sales for Amway named as best-selling company few years in the row 2008/2013. 
In 2012 he spent a few years in Switzerland   meeting and dealing with new investors.In Summary he spent his carrer with success development and reached his goals. he worked with successful targets and business grow planned organization. 
Ziwan Amdadul MARKETING  MANAGER: 
Amazon London UK 2014 -2017: focus on supporting amazon sales regarding digital marketing with traffic generation and sales. he performed increasing sales 20% monitoring and optimizing amazon marketing services.  
Digital  marketing manager Tesco2017-2020 :online sales, monitoring online deliveries and launched first social campaign with retails partners. Responsible to increase marketing brand awareness and driving new leads through a variety of digital marketing strategies and approaches, included some web design, content marketing, social media. controlled budget managed company website. 
He increased the website traffic, the branding standards and guidelines for corporate website. salary 32kj 
 
amdadul Hr manager: 
Intercontinental Hotel Park Lane London uk 2015: 
Developing and implementing hr. strategies, managing the recruitment and selection process, monitoring and organizing staff induction at the hotel with new starters. 
She laughed a new company project to employ staff not only by skills but mainly for personality and sales drive. 
The company has been selected 35th position in UK as best company lifestyle to work with. 
Salary: 30k- 
Giuseppe Cogoni costumer relationship manager: 
He worked in a few 5-star hotel in London developing an efficient and effective communication with customers. 
Working in Dubai in 2013 at the jumeirha beach hotel as relationship manager looking after packages and luxury excursions. He spent 3 years in the Emirates connecting the business with most important middle eastern families. He worked in London Colony casino2016-2019 and club as relation manager and marketing assistant 
 building trust realibity with new customers and potentially investors for the company. 
Salary 28k 
 
 
Capable to solve problems and face new challenges during the government guidelines gambling guidelines in 2016. 
 
Meriem fakhri  Finance  manager 2011-2018: 
Worked for Fideloa accounting,  lead the modelling,planning and execution of all finance processes. Research market trends,secured loans for management  spending purposes. Loan submissions, based on control  of quality investors regulatory compliance  standard. Employed advanced deal analysis, included hands on negotiations with potential  investors.  
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Financial Plan 
 
Luxury Excursion and detailed in the following sections. Estimates suggest that in the first two quarters there will be slow growth all due to the state of Luxury Excursion such as start-up and seasonal factors. Luxury excursion has enough money to deal with the negative cash flow situation that it can initially meet. The Luxury Excursion also expects an increase in gross margin and sales volume. The master financial plan presents a conservative but realistic representation of luxury excursion's financial position. 
Market growth projections for the travel industry and adventurous travel are very detailed.  
The national economic conditions that are favourable to the travel company, will not have any significant decrease in the next 5 years. 
International conditions will remain favourable for service providers and Luxury Excursion will be able to maintain such relations. 
	GENERAL ASSUMPTIONS 

	 
	YEAR 1 
	YEAR 2 
	YEAR 3 

	Plan Month 
	1 
	2 
	3 

	Current Interest Rate 
	10.00% 
	10.00% 
	10.00% 

	Long-term Interest Rate 
	10.00% 
	10.00% 
	10.00% 

	Tax Rate 
	30.00% 
	30.00% 
	30.00 


 
The following graph shows the financial indicators for the first 3 years. 
Luxury Excursion expects growth with relatively stable operating costs. 
Conditions of continued growth in the adventure travel market support the financial plan planned by Luxury Excursion. 
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 The following table details Luxury Excursion's break-even analysis, including monthly sales break-even points. 
Break-even calculations assume a gross margin of 20%. 
This is a prudent estimate and will be improved as the strategies and benefits of Luxury Excursion offers develop 
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	BREAK-EVEN ANALYSIS 

	Monthly Revenue Break-even 
	£33,905 

	Assumptions: 
	 

	Average Percent Variable Cost 
	78% 

	Estimated Monthly Fixed Cost 
	£7,375 


Luxury Excursion's earnings picture then improves as operations forecast in the second quarter of the first year of activity. 
Luxury Excursion improves its margin by 22% 
 
[image: Immagine che contiene testo, mappa

Descrizione generata automaticamente] 
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	PRO FORMA PROFIT AND LOSS 

	 
	YEAR 1 
	YEAR 2 
	YEAR 3 

	Sales 
	£534,204 
	£588,069 
	£646,878 

	Direct Cost of Sales 
	£417,993 
	£452,813 
	£491,627 

	Other Costs of Sales 
	£0 
	£0 
	£0 

	TOTAL COST OF SALES 
	£417,993 
	£452,813 
	£491,627 

	Gross Margin 
	£116,211 
	£135,256 
	£155,251 

	Gross Margin % 
	21.75% 
	23.00% 
	24.00% 

	Expenses 
	 
	 
	 

	Payroll 
	£45,000 
	£46,248 
	£47,546 

	Marketing/Promotion 
	£26,100 
	£26,280 
	£26,280 

	Depreciation 
	£0 
	£0 
	£0 

	Rent 
	£10,500 
	£10,500 
	£10,500 

	Utilities 
	£4,500 
	£4,500 
	£4,500 

	Insurance 
	£2,400 
	£2,400 
	£2,400 

	Payroll Taxes 
	£0 
	£0 
	£0 

	Other 
	£0 
	£0 
	£0 

	Total Operating Expenses 
	£88,500 
	£89,928 
	£91,226 

	Profit Before Interest and Taxes 
	£27,711 
	£45,328 
	£64,025 

	EBITDA 
	£27,711 
	£45,328 
	£64,025 

	Interest Expense 
	£8,078 
	£7,330 
	£6,550 

	Taxes Incurred 
	£5,890 
	£11,399 
	£17,243 

	Net Profit 
	£13,743 
	£26,599 
	£40,233 

	Net Profit/Sales 
	2.57% 
	4.52% 
	6.22% 


The monthly cash flow is shown in the figure. 
Annual cash figures are estimated over a 60-day period. 
Cash flow for the first year of activity will become positive mid-year. 
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	PRO FORMA CASH FLOW 

	 
	YEAR 1 
	YEAR 2 
	YEAR 3 

	Cash Received 
	 
	 
	 

	Cash from Operations 
	 
	 
	 

	Cash Sales 
	£400,653 
	£441,052 
	£485,159 

	Cash from Receivables 
	£100,048 
	£143,639 
	£158,031 

	SUBTOTAL CASH FROM OPERATIONS 
	£500,701 
	£584,691 
	£643,190 

	Additional Cash Received 
	 
	 
	 

	Sales Tax, VAT, HST/GST Received 
	£0 
	£0 
	£0 

	New Current Borrowing 
	£0 
	£0 
	£0 

	New Other Liabilities (interest-free) 
	£0 
	£0 
	£0 

	New Long-term Liabilities 
	£0 
	£0 
	£0 

	Sales of Other Current Assets 
	£0 
	£0 
	£0 

	Sales of Long-term Assets 
	£0 
	£0 
	£0 

	New Investment Received 
	£0 
	£0 
	£0 

	SUBTOTAL CASH RECEIVED 
	£500,701 
	£584,691 
	£643,190 

	Expenditures 
	Year 1 
	Year 2 
	Year 3 

	Expenditures from Operations 
	 
	 
	 

	Cash Spending 
	£45,000 
	£46,248 
	£47,546 

	Bill Payments 
	£415,328 
	£533,008 
	£555,493 

	SUBTOTAL SPENT ON OPERATIONS 
	£460,328 
	£579,256 
	£603,039 

	Additional Cash Spent 
	 
	 
	 

	Sales Tax, VAT, HST/GST Paid Out 
	£0 
	£0 
	£0 

	Principal Repayment of Current Borrowing 
	£0 
	£0 
	£0 

	Other Liabilities Principal Repayment 
	£0 
	£0 
	£0 

	Long-term Liabilities Principal Repayment 
	£7,800 
	£7,800 
	£7,800 

	Purchase Other Current Assets 
	£0 
	£0 
	£0 

	Purchase Long-term Assets 
	£0 
	£0 
	£0 

	Dividends 
	£0 
	£0 
	£0 

	SUBTOTAL CASH SPENT 
	£468,128 
	£587,056 
	£610,839 

	Net Cash Flow 
	£32,574 
	(£2,365) 
	£32,351 

	Cash Balance 
	£67,574 
	£65,208 
	£97,559 


The pro forma budget indicates sustained and planned growth. Net worth improves significantly in the second year and will provide ATI with a strong financial position. Monthly estimates are included in the appendix. 
	PRO FORMA BALANCE SHEET 

	 
	YEAR 1 
	YEAR 2 
	YEAR 3 

	Assets 
	 
	 
	 

	Current Assets 
	 
	 
	 

	Cash 
	£67,574 
	£65,208 
	£97,559 

	Accounts Receivable 
	£33,503 
	£36,881 
	£40,569 

	Other Current Assets 
	£17,500 
	£17,500 
	£17,500 

	TOTAL CURRENT ASSETS 
	£118,576 
	£119,589 
	£155,628 

	Long-term Assets 
	 
	 
	 

	Long-term Assets 
	£26,925 
	£26,925 
	£26,925 

	Accumulated Depreciation 
	£0 
	£0 
	£0 

	TOTAL LONG-TERM ASSETS 
	£26,925 
	£26,925 
	£26,925 

	TOTAL ASSETS 
	£145,501 
	£146,514 
	£182,553 

	Liabilities and Capital 
	Year 1 
	Year 2 
	Year 3 

	Current Liabilities 
	 
	 
	 

	Accounts Payable 
	£60,133 
	£42,347 
	£45,953 

	Current Borrowing 
	£0 
	£0 
	£0 

	Other Current Liabilities 
	£0 
	£0 
	£0 

	SUBTOTAL CURRENT LIABILITIES 
	£60,133 
	£42,347 
	£45,953 

	Long-term Liabilities 
	£77,200 
	£69,400 
	£61,600 

	TOTAL LIABILITIES 
	£137,333 
	£111,747 
	£107,553 

	Paid-in Capital 
	£18,000 
	£18,000 
	£18,000 

	Retained Earnings 
	(£23,575) 
	(£9,832) 
	£16,767 

	Earnings 
	£13,743 
	£26,599 
	£40,233 

	TOTAL CAPITAL 
	£8,168 
	£34,767 
	£75,000 

	TOTAL LIABILITIES AND CAPITAL 
	£145,501 
	£146,514 
	£182,553 

	Net Worth 
	£8,168 
	£34,767 
	£75,000 


 
 
The table details the business reports. 
The analysis indicates that Luxury Excursion's reports for income are financially favourable and will improve well in the second year. 
 
	RATIO ANALYSIS 

	 
	YEAR 1 
	YEAR 2 
	YEAR 3 
	INDUSTRY PROFILE 

	Sales Growth 
	0.00% 
	10.08% 
	10.00% 
	4.00% 

	Percent of Total Assets 
	 
	 
	 
	 

	Accounts Receivable 
	23.03% 
	25.17% 
	22.22% 
	25.20% 

	Other Current Assets 
	12.03% 
	11.94% 
	9.59% 
	38.80% 

	Total Current Assets 
	81.50% 
	81.62% 
	85.25% 
	64.00% 

	Long-term Assets 
	18.50% 
	18.38% 
	14.75% 
	36.00% 

	TOTAL ASSETS 
	100.00% 
	100.00% 
	100.00% 
	100.00% 

	Current Liabilities 
	41.33% 
	28.90% 
	25.17% 
	39.60% 

	Long-term Liabilities 
	53.06% 
	47.37% 
	33.74% 
	16.30% 

	Total Liabilities 
	94.39% 
	76.27% 
	58.92% 
	55.90% 

	NET WORTH 
	5.61% 
	23.73% 
	41.08% 
	44.10% 

	Percent of Sales 
	 
	 
	 
	 

	Sales 
	100.00% 
	100.00% 
	100.00% 
	100.00% 

	Gross Margin 
	21.75% 
	23.00% 
	24.00% 
	38.30% 

	Selling, General & Administrative Expenses 
	19.18% 
	18.48% 
	17.78% 
	27.50% 

	Advertising Expenses 
	0.00% 
	0.00% 
	0.00% 
	0.40% 

	Profit Before Interest and Taxes 
	5.19% 
	7.71% 
	9.90% 
	1.30% 

	Main Ratios 
	 
	 
	 
	 

	Current 
	1.97 
	2.82 
	3.39 
	1.44 

	Quick 
	1.97 
	2.82 
	3.39 
	1.13 

	Total Debt to Total Assets 
	94.39% 
	76.27% 
	58.92% 
	55.90% 

	Pre-tax Return on Net Worth 
	240.36% 
	109.29% 
	76.63% 
	3.20% 

	Pre-tax Return on Assets 
	13.49% 
	25.93% 
	31.48% 
	7.20% 

	Additional Ratios 
	Year 1 
	Year 2 
	Year 3 
	 

	Net Profit Margin 
	2.57% 
	4.52% 
	6.22% 
	n.a 

	Return on Equity 
	168.25% 
	76.51% 
	53.64% 
	n.a 

	Activity Ratios 
	 
	 
	 
	 

	Accounts Receivable Turnover 
	3.99 
	3.99 
	3.99 
	n.a 

	Collection Days 
	56 
	87 
	87 
	n.a 

	Accounts Payable Turnover 
	7.91 
	12.17 
	12.17 
	n.a 

	Payment Days 
	27 
	36 
	29 
	n.a 

	Total Asset Turnover 
	3.67 
	4.01 
	3.54 
	n.a 

	Debt Ratios 
	 
	 
	 
	 

	Debt to Net Worth 
	16.81 
	3.21 
	1.43 
	n.a 

	Current Lab. to Lab. 
	0.44 
	0.38 
	0.43 
	n.a 

	Liquidity Ratios 
	 
	 
	 
	 

	Net Working Capital 
	£58,443 
	£77,242 
	£109,675 
	n.a 

	Interest Coverage 
	3.43 
	6.18 
	9.77 
	n.a 

	Additional Ratios 
	 
	 
	 
	 

	Assets to Sales 
	0.27 
	0.25 
	0.28 
	n.a 

	Current Debt/Total Assets 
	41% 
	29% 
	25% 
	n.a 

	Acid Test 
	1.41 
	1.95 
	2.50 
	n.a 

	Sales/Net Worth 
	65.40 
	16.91 
	8.63 
	n.a 

	Dividend Pay-out 
	0.00 
	0.00 
	0.00 
	n.a 


Appendix 
	SALES FORECAST 

	 
	 
	MONTH 1 
	MONTH 2 
	MONTH 3 
	MONTH 4 
	MONTH 5 
	MONTH 6 
	MONTH 7 
	MONTH 8 
	MONTH 9 
	MONTH 10 
	MONTH 11 
	MONTH 12 

	Sales 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Woodville 
	0% 
	£20,000 
	£22,000 
	£24,200 
	£26,620 
	£29,282 
	£32,210 
	£35,431 
	£38,974 
	£42,872 
	£47,159 
	£51,875 
	£57,062 

	National 
	0% 
	£2,000 
	£2,200 
	£2,420 
	£2,662 
	£2,928 
	£3,221 
	£3,543 
	£3,897 
	£4,287 
	£4,716 
	£5,188 
	£5,706 

	Internet 
	0% 
	£500 
	£550 
	£605 
	£666 
	£732 
	£805 
	£886 
	£974 
	£1,072 
	£1,179 
	£1,297 
	£1,427 

	Corporate 
	0% 
	£2,500 
	£2,750 
	£3,025 
	£3,328 
	£3,660 
	£4,026 
	£4,026 
	£4,872 
	£5,359 
	£5,895 
	£6,484 
	£7,133 

	TOTAL SALES 
	 
	£25,000 
	£27,500 
	£30,250 
	£33,276 
	£36,602 
	£40,262 
	£43,886 
	£48,717 
	£53,590 
	£58,949 
	£64,844 
	£71,328 

	Direct Cost of Sales 
	 
	Month 1 
	Month 2 
	Month 3 
	Month 4 
	Month 5 
	Month 6 
	Month 7 
	Month 8 
	Month 9 
	Month 10 
	Month 11 
	Month 12 

	Woodville 
	 
	£15,600 
	£17,160 
	£18,876 
	£20,764 
	£22,840 
	£25,124 
	£27,636 
	£30,400 
	£33,440 
	£36,784 
	£40,463 
	£44,508 

	National 
	 
	£1,560 
	£1,716 
	£1,888 
	£2,076 
	£2,824 
	£2,512 
	£2,764 
	£3,040 
	£3,344 
	£3,678 
	£4,047 
	£4,451 

	Internet 
	 
	£390 
	£429 
	£472 
	£519 
	£571 
	£628 
	£691 
	£836 
	£836 
	£920 
	£1,012 
	£1,113 

	Corporate 
	 
	£1,950 
	£2,145 
	£2,360 
	£2,596 
	£2,855 
	£3,140 
	£3,455 
	£4,180 
	£4,180 
	£4,598 
	£5,058 
	£5,564 

	Subtotal Direct Cost of Sales 
	 
	£19,500 
	£21,450 
	£23,596 
	£25,955 
	£29,090 
	£31,404 
	£34,546 
	£38,456 
	£41,800 
	£45,980 
	£50,580 
	£55,636 


 
	PERSONNEL PLAN 

	 
	 
	MONTH 1 
	MONTH 2 
	MONTH 3 
	MONTH 4 
	MONTH 5 
	MONTH 6 
	MONTH 7 
	MONTH 8 
	MONTH 9 
	MONTH 10 
	MONTH 11 
	MONTH 12 

	Manager/President 
	0% 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 
	£500 

	Accountant 
	0% 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 
	£1,100 

	Travel Agent 
	0% 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 
	£1,000 

	Marketing & Advertising Dir. 
	0% 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 
	£1,150 

	TOTAL PEOPLE 
	 
	4 
	4 
	4 
	4 
	4 
	4 
	4 
	4 
	4 
	4 
	4 
	4 

	Total Payroll 
	 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 

	PRO FORMA PROFIT AND LOSS 

	 
	 
	MONTH 1 
	MONTH 2 
	MONTH 3 
	MONTH 4 
	MONTH 5 
	MONTH 6 
	MONTH 7 
	MONTH 8 
	MONTH 9 
	MONTH 10 
	MONTH 11 
	MONTH 12 

	Sales 
	 
	£25,000 
	£27,500 
	£30,250 
	£33,276 
	£36,602 
	£40,262 
	£43,886 
	£48,717 
	£53,590 
	£58,949 
	£64,844 
	£71,328 

	Direct Cost of Sales 
	 
	£19,500 
	£21,450 
	£23,596 
	£25,955 
	£29,090 
	£31,404 
	£34,546 
	£38,456 
	£41,800 
	£45,980 
	£50,580 
	£55,636 

	Other Costs of Sales 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	TOTAL COST OF SALES 
	 
	 
£19,500 
	£21,450 
	£23,596 
	£25,955 
	£29,090 
	£31,404 
	£34,546 
	£38,456 
	£41,800 
	£45,980 
	£50,580 
	£55,636 

	Gross Margin 
	 
	£5,500 
	£6,050 
	£6,654 
	£7,321 
	£7,512 
	£8,858 
	£9,340 
	£10,261 
	£11,790 
	£12,969 
	£14,264 
	£15,692 

	Gross Margin % 
	 
	22.00% 
	22.00% 
	22.00% 
	22.00% 
	20.52% 
	22.00% 
	21.28% 
	21.06% 
	22.00% 
	22.00% 
	22.00% 
	22.00% 

	Expenses 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Payroll 
	 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 

	Marketing/Promotion 
	 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 
	£2,175 

	Depreciation 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Rent 
	 
	£875 
	£875 
	£875 
	£875 
	£875 
	£875 
	£875 
	$875 
	£875 
	£875 
	£875 
	£875 

	Utilities 
	 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 
	£375 

	Insurance 
	 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 
	£200 

	Payroll Taxes 
	15% 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Other 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Total Operating Expenses 
	 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 
	£7,375 

	Profit Before Interest and Taxes 
	 
	(£1,875) 
	(£1,325) 
	(£721) 
	(£54) 
	£137 
	£1,483 
	£1,965 
	£2,886 
	£4,415 
	£5,594 
	£6,889 
	£8,317 

	EBITDA 
	 
	(£1,875) 
	(£1,325) 
	(£721) 
	(£54) 
	£137 
	£1,483 
	£1,965 
	£2,886 
	£4,415 
	£5,594 
	£6,889 
	£8,317 

	Interest Expense 
	 
	£703 
	£698 
	£692 
	£687 
	£681 
	£676 
	£670 
	£665 
	£660 
	£654 
	£649 
	£643 

	Taxes Incurred 
	 
	(£773) 
	(£607) 
	(£424) 
	(£222) 
	(£163) 
	£242 
	£388 
	£666 
	£1,127 
	£1,482 
	£1,872 
	£2,302 

	Net Profit 
	 
	(£1,805) 
	(£1,416) 
	(£989) 
	(£518) 
	(£381) 
	£565 
	£906 
	£1,555 
	£2,629 
	£3,458 
	£4,368 
	£5,372 

	Net Profit/Sales 
	 
	-7.22% 
	-5.15% 
	-3.27% 
	-1.56% 
	-1.04% 
	1.40% 
	2.06% 
	3.19% 
	4.91% 
	5.87% 
	6.74% 
	7.53% 

	PRO FORMA CASH FLOW 

	 
	 
	MONTH 1 
	MONTH 2 
	MONTH 3 
	MONTH 4 
	MONTH 5 
	MONTH 6 
	MONTH 7 
	MONTH 8 
	MONTH 9 
	MONTH 10 
	MONTH 11 
	MONTH 12 

	Cash Received 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cash from Operations 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cash Sales 
	 
	£18,750 
	£20,625 
	£22,688 
	£24,957 
	£27,452 
	£30,197 
	£32,915 
	£36,538 
	£40,193 
	£44,212 
	£48,633 
	£53,496 

	Cash from Receivables 
	 
	£0 
	£208 
	£6,271 
	£6,898 
	£7,588 
	£8,347 
	£9,181 
	£10,096 
	£11,012 
	£12,220 
	£13,442 
	£14,786 

	SUBTOTAL CASH FROM OPERATIONS 
	 
	£18,750 
	£20,833 
	£28,958 
	331,855 
	£35,039 
	£38,543 
	£42,096 
	£46,633 
	£51,204 
	£56,432 
	£62,075 
	£68,282 

	Additional Cash Received 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Sales Tax, VAT, HST/GST Received 
	0.00% 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	New Current Borrowing 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	New Other Liabilities (interest-free) 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	New Long-term Liabilities 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Sales of Other Current Assets 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Sales of Long-term Assets 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	New Investment Received 
	 
	£0 
	£0 
	£0 
	£0 
	£$0 
	£0 
	£0 
	£$0 
	£0 
	£0 
	£0 
	£0 

	SUBTOTAL CASH RECEIVED 
	 
	£18,750 
	£20,833 
	£28,958 
	£31,855 
	£35,039 
	£38,543 
	£42,096 
	£46,633 
	£51,204 
	£56,432 
	£62,075 
	£68,282 

	Expenditures 
	 
	Month 1 
	Month 2 
	Month 3 
	Month 4 
	Month 5 
	Month 6 
	Month 7 
	Month 8 
	Month 9 
	Month 10 
	Month 11 
	Month 12 

	Expenditures from Operations 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cash Spending 
	 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 
	£3,750 

	Bill Payments 
	 
	£768 
	£23,125 
	£25,243 
	£27,574 
	$30,151 
	£33,323 
	£36,056 
	£39,369 
	£43,539 
	£47,362 
	£51,907 
	£56,909 

	SUBTOTAL SPENT ON OPERATIONS 
	 
	£4,518 
	£26,875 
	£28,993 
	£31,324 
	£33,901 
	£37,073 
	£39,806 
	£43,119 
	£47,289 
	£51,112 
	£55,657 
	£60,659 

	Additional Cash Spent 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Sales Tax, VAT, HST/GST Paid Out 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Principal Repayment of Current Borrowing 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Other Liabilities Principal Repayment 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Long-term Liabilities Principal Repayment 
	 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 
	£650 

	Purchase Other Current Assets 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Purchase Long-term Assets 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	Dividends 
	 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 
	£0 

	SUBTOTAL CASH SPENT 
	 
	£5,168 
	£27,525 
	£29,643 
	£31,974 
	£34,551 
	£37,723 
	£40,456 
	£43,769 
	£47,939 
	£51,762 
	£56,307 
	£61,309 

	Net Cash Flow 
	 
	£13,582 
	(£6,692) 
	(£685) 
	(£119) 
	£488 
	£820 
	£1,639 
	£2,864 
	£3,265 
	£4,669 
	£5,768 
	£6,974 

	Cash Balance 
	 
	£48,582 
	£41,890 
	£41,205 
	£41,086 
	£41,574 
	£42,394 
	£44,033 
	£46,897 
	£50,163 
	£54,832 
	£60,600 
	£67,574 
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