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	[bookmark: _tyjcwt]1 Executive summary 
By immersive glamping involvements as well as an emphasis on ecological sustainability, EcoHaven Hospitality proposes to transform the luxury travel area. Our exclusive contribution to high-end lodgings as well as eco-friendly processes sets us apart from other hotel companies. Our mission is to create EcoHaven Hospitality with the purpose of selecting tourists who care about the atmosphere by employing a premium on customer satisfaction, community facility, as well as effective superiority. Our goal is to develop a well-known professional on sustainable hospitality by resources of perceptive companies, miscellaneous income streams, also a promise to moral business practices.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _3dy6vkm]2 Business details
[bookmark: _1t3h5sf]Company name: EcoHaven Hospitality  
	

	
	[bookmark: _4d34og8]Address:
432 Greenway Avenue, London, UK  
	

	
	Primary contact method
Phone:  020 1234 56783
Email: info@ecohavenhospitality.co.uk
	

	
	
	

	
	[bookmark: _2s8eyo1]The business will: (Provide a brief description of what your business will do)
Contribution unique luxury camping involvements that skilfully blend outstanding facility, as well as ecological sustainability, is the objective of EcoHaven Hospitality. Situated in perfect natural locations, our glamping places offer guests the occasion to reconnect with the environment while appreciating the reliefs of luxurious lodgings. EcoHaven Hospitality possibilities for life-changing involvements that distance from ecological accommodation to immersive ventures in the environment for discriminating tourists who significance luxury as well as sustainability. Our assurance of ecological sustainability is unmistakable in every feature of our processes, comprising ethical sourcing as well as energy-saving procedures (Alrawadieh et al., 2021). By contributing an exclusive combination of luxury as well as ecological morality, we seek to alter the luxury hotel business and also set an innovative standard for ecologically accountable tourism.

	

	




	
	
	
	
	
	

	
	[bookmark: _17dp8vu]3 Key personnel
Details of owner(s):
Name: John Smith
	

	
	Position/main responsibilities: CEO and Founder
	

	
	Experience and knowledge of our industry: John offers over 10 years of knowledge in the hotel business, which has specified him a wide-ranging consideration of the dynamics as well as tendencies in the area. He has a strong concentration on sustainable travel also eco-friendly accomplishments.
	

	
	
	

	
	Previous employment: Before this, John operated in the hotel business for a number of years, handling both expensive resorts as well as environmental lodgings (Thirumalesh Madanaguli et al., 2021).
	

	
	Key skills brought to the business: The business has benefited from a number of critical capabilities, comprising sustainability organisation, deliberate development, guidance, financial expertise, as well as customer facility.
	

	
	Business experience and any training undertaken: John effectively recognised and worked in numerous hotel businesses, concentrating on the combination of luxury and environment. He has taken part in numerous training courses also sessions on sustainable tourism and business management.
	

	
	Academic/professional qualifications: John has a bachelor's degree in hospitality management also certification in sustainable tourism administration.
	

	
	Salary expectations £70,000per annum
Chief Operations Officer
	

	
	Name: Emily Jones
	

	
	Position/main responsibilities: COO
	

	
	Experience and knowledge of our industry: Emily worked as an operations manager in the hotel corporate for above 15 years. She has an established track record of ensuring perfect guest involvement as well as enhancing working performance (Tajeddini et al., 2020).
	

	
	Experience and knowledge of our industry: Emily has apprehended senior management locations at expensive resorts as well as famous hotel brands, where she was accountable for handling day-to-day processes also putting deliberate concepts into achievement.
	

	
	Previous employment: Emily has alleged senior management situations at expensive resorts as well as famous hotel products, where she was accountable for managing regular processes and putting deliberate ideas into accomplishment.
	

	
	Key skills brought to the business: Vital Skills in the Management of developments, the leadership of groups, also management of processes, procedure optimisation, as well as guest associations are brought to the industry.
	

	
	Business experience and any training undertaken: When it comes to emerging and implementing working plans that increase income and expand customer pleasure, Emily has an excess of knowledge. She has complete training in hotel operations also leadership.
	

	
	Academic/professional qualifications: Master's degree in hospitality operations management, certified development management specialist (Bichler et al., 2020).
	

	
	Salary expectations £ 75,000 per annum 

	

	
	Name: David Johnson
Position/main responsibilities: Marketing Director

	
	Experience and knowledge of our industry: David increased experience in branding as well as marketing through his twelve years of service in the hotel as well as tourism businesses. Emerging advanced marketing campaigns that demand specific viewers are his area of proficiency.

	
	

	
	Previous employment: David had marketing decision-making positions at conspicuous hotel chains as well as travel activities, where he established and applied positive marketing approaches.

	
	Key skills brought to the business: Market research, consumer separation, digital marketing, brand management, as well as deliberate marketing development are among the key abilities that the organisation has promoted (Farmaki et al., 2020).

	
	Business experience and any training undertaken: David owns a track record of increasing revenue through innovative marketing methods. He has taken part in workshops as well as seminars about customer behaviour and progressions in digital promotion.

	
	Academic/professional qualifications: : A bachelor's degree in marketing with a digital marketing approach certification.

	
	Salary expectations £ 70,000 per annum


[bookmark: _3rdcrjn]
Vision
	
	
	

	[bookmark: _26in1rg]
	4 The business idea
	

	[bookmark: _lnxbz9]
	Sum up your business idea:
By providing immersive camping involvements that highlight environmental sustainability, we hope to reinvent luxury hospitality as well as set an innovative standard for environmentally responsive travel.
Contribution to luxurious camping involvements that skilfully blend lavish amenities with environmental practices, EcoHaven Hospitality brings a new idea to the hospitality business. Our aim is to satisfy discerning visitors who want to meet the deep natural world without cooperating on style and luxury (Booth et al., 2020).
We offer exactly deliberate camping sites in magnificent natural surroundings so that visitors may indulge in luxurious amenities while regenerating an association with the natural world. We take great care in choosing our lodgings so as to reduce their environmental influence. Energy-saving approaches and ecological resources are working whenever conceivable. At EcoHaven Hospitality, our aim is to revolutionise ecologically aware hospitality by contributing a harmonious combination of wealth and awareness of the atmosphere.


	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	[bookmark: _35nkun2]
	5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example,  turnover of £100,000 or trading at breakeven)
	

	
	Objective: Create EcoHaven Hospitality as the best eco-luxury glamping destination. In the first year of business, we want to create £500,000 in income and launch EcoHaven Hospitality as a trustworthy brand in the premium camping business. Furthermore, we endeavour to enhance revenue streams also manage expenditures to produce a profit in the initial year of the process.
Principal Goals: 
· Accomplish high occupancy charges.
· Obtain positive responses as well as evaluations from consumers (Dias et al., 2023).
Strategies: 
· Start targeted marketing campaigns to appeal to eco-aware tourists.
· Emphasis on distributing unique guest involvements through personalised facilities and sustainable approaches.
	

	
	
	

	
	2. Where do you see your business in 3-5 years?
Objective: Increase the business to other places and become known as a leader in environmental accommodation. Over the succeeding three to five years, we expect 
EcoHaven Hospitality to increase both locally as well as internationally, with a huge number of glamping places spotted through significant purposes. Through intelligent firms as well as creative advertising 1advantages, we hope to apprehend a substantial portion of the marketplace and position ourselves as a leading specialist in the field of ecologically conscious luxury tourism (George, 2021).
Principal Goals: 
· Create new camping spaces in deliberate places.
· Upsurge the variety of products obtainable to cater to altered market sections.
· Get compliments and reply for your sustainable advantages from the business.
Strategies: 
· Conduct market research to classify possible areas for development.
· Form considered businesses with neighbouring groups and contractors who share your assurance of the atmosphere.
· Endure investing in innovative technology as well as new ideas to improve tourist involvement and operative performance (Stringam, 2020).










Using the Enterprise Network of Klofsten:
To assist EcoHaven Hospitality in attaining its enduring growth purposes, Klofsten's Business Platform compromises a complete background for strategic approach growth and implementation.
Key features:
Scalability Analysis: Measure the probability of scalability of growth plans and classify growth chances in new marketplaces.
Innovation Management: Encourage the growth of new concepts to improve guest involvement and distinguish EcoHaven Hospitality from rivals.
Sustainability Integration: Integrate sustainability values into all features of business processes, from site structure to guest facilities, to create long-standing valuable social and ecological possessions (Mpuon et al., 2021).
Monitoring key performance indicators, or KPIs, establishes a constituent of performance following, which helps classify areas that necessitate development and measures how well structural goals are being met.
Strategic Partnerships: Invention and work organised with vital collaborators, such as neighbouring groups and contractors who practise ecological accountability, to support ecologically conscious development advantages (González-Serrano et al., 2020). (Use Klofstens business platform to explain)













	

	


































	
	

	
	
	

	
	

	[bookmark: _1ksv4uv]
	 
6 What the business does
	

	
		Product/service
	Features
	Benefits

	Luxurious camping Accommodations  
	Expansive tents or apartments with luxurious furnishings and excellent amenities. 
	 Although enclosed by nature, guests may make use of all the facilities of a five-star hotel.    

	Eco-Conscious Practices 

	These comprise using sustainable building methods, eco-friendly facilities, and renewable energy bases like solar electricity.
	Tourist’s knowledge of guilt-free luxury while decreasing their impact on the atmosphere (Alrawadieh et al., 2021).  

	Immersive Nature Activities    

	Environmental Events comprise astronomy, nature walks with a ranger, sighted animals, and also other outdoor searches.     
	Guests relax from the hustle and bustle of the city, recombine with nature, as well as grow more ecologically aware.     

	Culinary Experiences     

	Farm-to-table dining involvements that use locally created ingredients and eco-friendly cooking methods are highlighted (Thirumalesh Madanaguli et al., 2021).
	While supportive of sustainable food organisations and local persons, guests taste delicious meals.     


	Wellness and Relaxation Services
	The wellness, as well as reduction offerings, comprise yoga classes, spa treatments, as well as outside meditation gatherings.     
	By linking with nature, travellers revive their body, mind, as well as soul, encouraging overall happiness.     

	Educational Workshops     

	Highlights comprise workshops on sustainability, animal protection, as well as ecological living approaches.     
	Visitors get valued information and services to live a more accountable existence after their glamping venture (Tajeddini et al., 2020).
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7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	[bookmark: 2grqrue]
	·  The present organisation deals with different innovations that make the organisational values more enhanced in the marketplace. On the other hand, the organisation, EcoHeaven deals with sustainable hospitality practices that are one of the most important factors for its overall growth. As per the views of Hussain et al. (2020), sustainability development in the hospitality industry boosts the competitive advantage. The present organisation is developing the business by providing luxurious lodgings and reliefs to the customers so that they can be attracted to it. That is the value proposition of the organisation. Additionally, it can be said that this makes the organisation different from its competitors.    
	

	
	
	



	
	
	

	[bookmark: _vx1227]
	[bookmark: _Toc287535408][bookmark: _Toc287535898][bookmark: _Toc158461116]8 Legal requirements 
The legal and insurance requirements that apply to your business are:
EcoHaven Hospitality encounters every rule and insurance necessity, including procurement licences, permits, as well as obligation insurance, in command to run a hospitality corporation. 
Licences and Permissions: Acquire every one of the licences and permissions obligatory to work in the hospitality industry, comprising any zoning and security permits as well as any exclusive licences for lodging.
1. Completing Requirements: Before opening any movement, confirm that you are in obedience to all appropriate laws by language with local establishments, and regulatory bodies, as well as acquiring the essential licences also permits (Pappas and Brown, 2021).
	

	
	[bookmark: 1v1yuxt]You will meet your legal and insurance requirements by:
Liability Insurance: Acquire complete liability insurance to safeguard the industry and its consumers from unexpected accidents or occurrences.
1. Meeting Insurance Requirements: Cooperate with trustworthy insurance workers to get reporting for liability that encounters the exclusive needs of the hotel business (Pappas and Brown, 2021).
	

	
	
	


[bookmark: _4f1mdlm]
Marketing
	
	
	

	[bookmark: _2u6wntf]
	9 Market research
	

	[bookmark: _19c6y18]
	Trends in your chosen market are:
Market Trends: As more travellers appear for sustainable travel as well as engaging in outdoor actions, there has been a visible change in the hotel industry to ecologically aware travel. The main forces behind this tendency are rising environmental apprehension as well as a desire for reliable, meaningful travel involvements.
	

	
	[bookmark: _28h4qwu][bookmark: nmf14n]How you know this: (Provide examples with references)
There are several hotels and restaurants that are maintaining sustainable development in the present times. For example, Marriott International is one of the largest hotel chains practising sustainability through the LEED (Leadership in Energy and Environmental Design) Volume Programme (marriott.com, 2024).

	

	[bookmark: _37m2jsg]
	10 Profiling customers
[bookmark: _1mrcu09][bookmark: 46r0co2]The customer groups you will be selling to are: (4 x Customer profiles minimum)
Ecological tourists are tourists who care about ecology and pursue to decrease their carbon footprint while sighting the natural world.
Luxury travellers are wealthy visitors who price-modified attention and lavish facilities yet are progressively drawn to ecologically sustainable travel selections.
Corporate Groups: Businesses looking for exclusive, eco-friendly places for team-building actions as well as retreats.
Adventure Seekers: Outdoor enthusiasts who like hiking, wildlife reflection, as well as nature photography.
	

	[bookmark: _2lwamvv]
	Your customer research has shown what your customers want is: 
	

	[bookmark: 111kx3o]
	We found that clientele highly rise sustainability, adapted experiences, also access to exclusive natural backgrounds. For instance, 86% of participants in surveys presented among our target group specified that they preferred accommodations that work ecologically friendly practices (Stringam, 2020).
  
	

	
	
	

	[bookmark: _3l18frh]
	How you know this:
[bookmark: 206ipza]        We find this from surveys in the market and in so many publications of industry. There are up to 86% of participants chose to destination.
	

	[bookmark: _4k668n3]
	[bookmark: _2zbgiuw]Number of customers you expect to win in each group and what they might pay:
	Group

	[bookmark: _1egqt2p]Number of customers

	[bookmark: _3ygebqi]Price they might pay per unit


	[bookmark: 2dlolyb][bookmark: _sqyw64][bookmark: _Toc158461129]Ecological tourists
	[bookmark: _1rvwp1q][bookmark: _Toc158461130]550 customers
	[bookmark: _Toc287535423][bookmark: _Toc158461131]£300/night

	[bookmark: _gb7s8kfs9ufw][bookmark: 2r0uhxc][bookmark: _1664s55][bookmark: _Toc158461132][bookmark: 3q5sasy]Luxury travellers
	[bookmark: _25b2l0r][bookmark: _Toc158461133]320 customers 
	[bookmark: _Toc287535426][bookmark: _Toc158461134]£400/night

	[bookmark: 34g0dwd][bookmark: _1jlao46][bookmark: 43ky6rz][bookmark: _Toc158461135]Corporate Groups
	[bookmark: _2iq8gzs][bookmark: _Toc158461136]25 groups 
	[bookmark: _Toc287535429][bookmark: _Toc158461137]£11,000/event

	[bookmark: _eprbi5ber6gn][bookmark: _1x0gk37][bookmark: _Toc158461138]Adventure Seekers
	[bookmark: _2w5ecyt][bookmark: _Toc158461139]700 customers 
	[bookmark: _Toc287535432][bookmark: _Toc158461140]£200/night
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	11 Profiling competitors
	Competitor name
	Strengths
	Weaknesses

	The Pig at Combe
	This hotel provides a first-class service to the customers with different eco-friendly developments (thepighotel.com, 2024).
	The hotel cost is quite expensive that can create a problem for the customers to access the services

	Treehouse Hotel
	The hotel is true evidence of sustainable practice, and the furniture of the organisation attracts different customers.
	A limited offering for the customers is a weakness of the hotel. 

	Whatley Manor Hotel &Spa
  
	Relaxing customer service attracts different customers in the present times.
	 A high-budget hotel can create a risk for the customers.

	The Green House
	Suitability such as wallpapers are from vegetable inks and many more attract the customers.
	High competition can be a weakness for the present hotels at this time.

	Nature’s Haven
	Immersive unique experiences.
	For large groups limited capacity.



	

	










	[bookmark: _knce60mxsnab][bookmark: _h3bwje19m5uv][bookmark: _u19bl7bvjm16][bookmark: _mkh6jyird47y][bookmark: _pbs8uqnlldbw][bookmark: _lp9vi9lu50od][bookmark: _a5nu2x3gvi3c][bookmark: _ma2csgz6uv5a][bookmark: _c8ka8p3gemyh][bookmark: _9ft22hnmxnwk][bookmark: _ryy7hirdcgr9][bookmark: _2jfejj75vofp][bookmark: _279ka65]How you can improve on their offer and/or price(s) unique offerings:
We can distinguish ourselves by providing an all-inclusive eco-luxury knowledge that puts sustainability first, providing modified facilities, and working with local groups to generate reliable involvement (Stringam, 2020).
12 Managing market risks
[bookmark: _36ei31r]Write down the risks you have identified:
1.  At present, the present organisation is also facing multiple troubles such as high competition in the global market, which can create a threat to EcoHeaven. At present, different organisations are maintaining their business with several innovations and sustainable development is one of them (Lüdeke‐Freund, 2020). In this regard, the organisation can face different problems to make the activities and promote the business.    
	

	
	How will you manage these risks so that they become less of a threat:
At present, the present organisation is also facing multiple troubles such as high competition in the global market, which can create a threat to EcoHeaven. At present, different organisations are maintaining their business with several innovations and sustainable development is one of them (Lüdeke‐Freund, 2020). In this regard, the organisation can face different problems to make the activities and promote the business. 


13 Pricing
Prices are determined by factoring in the cost of events, analysis of rivalry, as well as value to clientele. Furthermore, the extra value reflects the exclusive eco-luxury knowledge obtainable by EcoHaven Hospitality (Morrison, 2022).
How you can calculate your prices:
	

	[bookmark: _1ljsd9k][bookmark: 45jfvxd]
	    

	

	[bookmark: _2koq656]
	

	

	[bookmark: _zu0gcz]
	
	

	[bookmark: 3jtnz0s]
	
	

	
	
	





	
	
	

	[bookmark: _1yyy98l]
	How your prices compare with the competition:
	

	
	
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Eco-friendly camping
	£200    
	£150-180

	Package of luxury lodging     
	£300     
	£250-350     

	Nature activity package  
	£150     
	£100-130     

	A bundle of sustainable facilities     
	£70     
	£40-50     

	Event fee of community commitment  
	£250     
	£230-270     

	Partnership package exclusively      
	£600     
	£500-700     

	Catering services with eco-conscious premium      
	£400     
	£350-450     



	

	
	[bookmark: _4iylrwe][bookmark: 2y3w247]Reasons for the difference between your price(s) and your competitors’ price(s):

· Though our values may be more than persons of some of our rivals, they also take into deliberation the welfare that sustainability, modified care, as well as fully immersive involvements offer (Elshaer and Saad, 2022).  

14 Promotion and advertising
How and where will you promote your product/service?
· Strategies for Marketing:
· Digital marketing: Practise social media stages, email advertising, also content marketing to influence target viewers.
·  Partnerships: Cooperate with eco-tourism groups, travel agencies, as well as lifestyle products to upsurge brand acknowledgement.
· Community Involvement: We must involve local groups as well as ecological groups to show our assurance of sustainability as well as moral tourism.
· Advertising channels comprise industry sessions, blogs on ecotourism, online travel agencies, as well as targeted marketing campaigns on stages like Google Ads as well as Facebook Ads (Tanford et al., 2020).     
	

	
	
	



[bookmark: _rjefff]
Running the business
	




























	
	

	
	[bookmark: _3bj1y38]15 Staff
	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	Site Manager      
	£50,000    

	Management experience in hospitality, knowledge in terms of environment.     
	Environmental stewardship, leadership.     

	Services of customer     
	£40,000

	Experiences in customer services      
	Problem-solving and communication skills.      

	Ecological or environmental officer      
	£30,000     

	Background in environmental science and knowledge of sustainability      
	Protection practices and environmental regulations (Li et al., 2020).     



	

	
	[bookmark: _wnyagw]16 Premises
	
	Cost £

	[bookmark: 3gnlt4p]Premises required at start-up: Premises required at start-up: for initial site development and land acquisition      
	[bookmark: 1vsw3ci]£400,000     


	Premises required in the future (if different): Premises required in the future (if different): some additional location and enhancement of the site     
	[bookmark: 4fsjm0b]££600,000     




17 Suppliers
[bookmark: _1a346fx]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	[bookmark: 3u2rp3q]Eco- friendly
	Eco-products, sustainable amenities
	32 days

	[bookmark: 2981zbj]Artisans who are local
	Handcrafted national or regional attractive amenities
	32days

	Provider of renewable energy
	Green energy solutions and solar panel
	Installation payment



	


	
	
	

	[bookmark: _4cmhg48]
	18 Equipment
	

	



	
	Resource 
	When
	How funded
	Cost £ per unit

	· Sustainable Infrastructure
	· Start-up
	· From investment
	£60,000

	· Eco-Friendly Amenities
	· Start-up
	· From investment
	£30,000

	· Renewable Energy Systems
	· Start-up
	· From investment
	£40,000

	· Site Development Tools
	· Start-up
	· From investment
	£20,000

	· [bookmark: 16x20ju]Customer Service Tools
	· On-going
	· Working
	£10,000

	· [bookmark: 3qwpj7n]Maintenance Equipment
	· On-going
	· Working
	£9,000

	· Eco-Friendly sdsTransportation
	· In future
	· From investment
	£45,000

	· Expansion Equipment
	· [bookmark: 261ztfg]In future
	· From investment
	£30,000


[bookmark: 356xmb2]
19 Managing operational risks
	Risk
	Solution

	Turnover rate of the staff
	[bookmark: 1xrdshw]Implementation of Employee retention program.

	Supply chain disruptions
	Establishing relationships with suppliers through open communication and creating contingency plans (Rogerson and Rogerson, 2020).



	

	
	
	

	
	
	

	
	
	


[bookmark: _1c1lvlb]
Finance 
	
	
	

	[bookmark: _3w19e94]
	[bookmark: _a3qvbgnuxw3w]20 Start-up costs
	

	[bookmark: _2b6jogx]
	Calculate how much money you need before you start trading 
	
	
	

	

	 * Total from here should be used in 22 Sourcing finance below
	
	

	
	

	
	


Please double click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel you can use the link below this table and save the file onto your PC. You can then use Open Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised and additional rows and categories c
	
	
	

	[bookmark: _3abhhcj]
	[bookmark: _uuqgvzwreocd]21 Profit and loss forecast

[bookmark: _MON_1769451316][bookmark: _MON_1769451498][bookmark: _MON_1769451659][bookmark: _MON_1769451791][bookmark: _MON_1769453733][bookmark: _MON_1769451148]

22 Sourcing finance
Total borrowing requirement for the business


	


	
	[bookmark: _49gfa85]
	


	

	[bookmark: _13qzunr]





23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
The risks that you have identified for your financial forecast are:
	

	
	
➢    Unforeseen market disruptions lower the sales value.
➢    Delays in obtaining the funding affects the launch timeline.
	

	[bookmark: _22vxnjd]
	How you will minimise their impact:
          Regularly monitoring market trends will help to make necessary adjustments in the strategies. Additionally, the implementation of flexible marketing campaigns will help to explore diverse customer segments (Li et al., 2020).
      Diversifying funding resources and maintaining transparent communication will render effectiveness


	

	
	
	



[bookmark: _1pgrrkc][bookmark: _2olpkfy]


	
	
	
	
	
	

	[bookmark: _320vgez]
	24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	
[bookmark: _1h65qms]
	



	


	
	

	
	
	

	
	
	
	
	
	



25 Conclusion. 
EcoHaven Hospitality's goal is to develop luxury travel by skilfully combining wealthy lodgings with environmental practices. With our leading-edge eco-luxury camping involvements, we aim to develop hospitality while employing a high importance on ecological stewardship. Our promise to contribute to guests' immersive nature involvements, in addition to our environmentally friendly amenities, safeguards that they will appreciate delightful stays with the least quantity of carbon footprint conceivable. EcoHaven Hospitality's highlighting of ethical business observations, communal participation, and ongoing development puts it in a situation to lead growth in sustainable travel. The industry offers clients with incomparable wealth involvements that are good for the atmosphere.
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Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				2,000

		Telephones and broadband				200

		Equipment				5,000

		Stock				1,500

		Tools				200

		Vehicles				400

		Professional fees				1,000

		Insurance				1,000

		Rent/rent deposit				1,500

		Stationery				500

		Marketing				400

		Consumables				300

		Licences				100

		Training				300

		Association fees				100

		Wages/recruitment				2,000

		Security/health and safety equipment				1,500

		Market research costs				1,000

		Other (please specify)				0

						0

						0

						0

						0

						0

		TOTAL  £				19,000






image2.emf
Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 10,000 20,000 40,000

Less variable costs 0 0 0

Gross profit (sales less variable costs) 

= 

10,000 20,000 40,000

Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

1 1 0

Salaries/wages (survival income + any 

staff

1,000 1,500 2,000

Premises (including rent, rates, 

utilities)

1,000 1,000 1,000

Telephone and broadband 200 200 200

Printing, post and stationery 500 500 500

Advertising and promotion 400 600 1,000

Bank charges 200 200 200

Professional fees 400 400 400

Insurances 1,000 1,000 1,000

Bank/HP/Interest (payable to your 

bank)

200 600 800

Stock 1,000 2,000 3,000

Consumables 400 600 800

Equipment and vehicle leasing 200 200 400

Depreciation 200 400 500

Other (please specify) 0 0 0

Other 0 0 0

Other 0 0 4

Total fixed costs 6,700 9,200 11,804

Net profit (gross profit less fixed cost) 3,300 10,800 28,196

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 54 70

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

6,700 9,200 11,804

Break even (B) divided by (A) 6,700 9,200 0
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		10,000		20,000		40,000

				Less variable costs		0		0		0

				Gross profit (sales less variable costs) =		10,000		20,000		40,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		1		0

				Salaries/wages (survival income + any staff		1,000		1,500		2,000

				Premises (including rent, rates, utilities)		1,000		1,000		1,000

				Telephone and broadband		200		200		200

				Printing, post and stationery		500		500		500

				Advertising and promotion		400		600		1,000

				Bank charges		200		200		200

				Professional fees		400		400		400

				Insurances		1,000		1,000		1,000

				Bank/HP/Interest (payable to your bank)		200		600		800

				Stock		1,000		2,000		3,000

				Consumables		400		600		800

				Equipment and vehicle leasing		200		200		400

				Depreciation		200		400		500

				Other (please specify)		0		0		0

				Other		0		0		0

				Other		0		0		4

				Total fixed costs		6,700		9,200		11,804

				Net profit (gross profit less fixed cost)		3,300		10,800		28,196

				Calculate your net profit margin (net profit divided by total sales x 100)		0		54		70

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		6,700		9,200		11,804

				Break even (B) divided by (A)		6,700		9,200		0





Sheet2

		





Sheet3

		






image3.emf
£

50,000

Personal start-up contributions           - 10,000

Other start-up contributions            - 0

Total required = 40,000

= 0



Start-up costs

The assets you have available as security
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								£

				Start-up costs				50,000

				Personal start-up contributions		-		10,000

				Other start-up contributions		-		0

				Total required		=		40,000

				The assets you have available as security

						=		0





Sheet2

		





Sheet3

		






image4.emf
Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT)

1,000 950 485 500 412 900 852 795 368 658 598 1,005

8,523

0 12,238 4,808

Cash received from debtors

759 569 588 1,235 584 123 654 589 456 254 350 400

6,561

0 9,952 3,170

Capital/loans received

1,050 1,025 987 698 700 1,256 563 750 456 632 650 450

9,217

0 13,623 4,811

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 2,809 2,544 0 2,433 1,696 2,279 2,069 2,134 1,280 1,544 1,598 1,855 24,301 0 35,813 12,789

EXPENDITURE

Wages to staff (incl. PAYE & NI)

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Premises (rent, rates & utilities)

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Telephone & Broadband

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Printing, post & stationery

500 500 500 500 500 500 500 500 500 500 500

500 500 500 3,500 3,500

Advertising & promotion

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Bank charges

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Professional fees

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Insurances

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Bank/HP

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Equipment & vehicle leasing

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Payments relating to variable costs

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Capital Expenditure

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Other Payments

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

VAT

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Owner's wages/salary

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Owner's National Insurance

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Loan repayments (incl. interest) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Stock 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Consumables 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 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 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 46,900 46,900

Income less expenditure -3,891 -4,156 -6,700 -4,267 -5,004 -4,421 -4,631 -4,566 -5,420 -5,156 -5,102 -4,845 17,601 -6,700 -11,087 -34,111

Opening bank balance 0 0 -3,891 -4,156 -10,591 -8,423 -15,595 -12,844 -20,226 -17,410 -25,646 -22,566 -30,748 -27,411 -30,748 -27,411

Closing bank balance -3,891 -4,156 -10,591 -8,423 -15,595 -12,844 -20,226 -17,410 -25,646 -22,566 -30,748 -27,411 -13,147 -34,111 -13,147 -34,111

5 6 TOTAL



Start-up 0 1 2 3 4
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First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		1,000		950		485		500		412		900		852		795		368		658		598		1,005		8,523		0		12,238		4,808

		Cash received from debtors		759		569		588		1,235		584		123		654		589		456		254		350		400		6,561		0		9,952		3,170

		Capital/loans received		1,050		1,025		987		698		700		1,256		563		750		456		632		650		450		9,217		0		13,623		4,811

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		2,809		2,544		0		2,433		1,696		2,279		2,069		2,134		1,280		1,544		1,598		1,855		24,301		0		35,813		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Premises (rent, rates & utilities)		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Telephone & Broadband		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Printing, post & stationery		500		500		500		500		500		500		500		500		500		500		500		500		500		500		3,500		3,500

		Advertising & promotion		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Bank charges		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Professional fees		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Insurances		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Bank/HP		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Equipment & vehicle leasing		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Payments relating to variable costs		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Capital Expenditure		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Other Payments		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		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		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		46,900		46,900

		Income less expenditure		-3,891		-4,156		-6,700		-4,267		-5,004		-4,421		-4,631		-4,566		-5,420		-5,156		-5,102		-4,845		17,601		-6,700		-11,087		-34,111

		Opening bank balance		0		0		-3,891		-4,156		-10,591		-8,423		-15,595		-12,844		-20,226		-17,410		-25,646		-22,566		-30,748		-27,411		-30,748		-27,411

		Closing bank balance		-3,891		-4,156		-10,591		-8,423		-15,595		-12,844		-20,226		-17,410		-25,646		-22,566		-30,748		-27,411		-13,147		-34,111		-13,147		-34,111





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		12,238		4,808		0		0		0		0		0		0		0		0		0		0		0		0		12,238		4,808

		Cash received from debtors		9,952		3,170		0		0		0		0		0		0		0		0		0		0		0		0		9,952		3,170

		Capital/loans received		13,623		4,811		0		0		0		0		0		0		0		0		0		0		0		0		13,623		4,811

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		35,813		12,789		0		0		0		0		0		0		0		0		0		0		0		0		35,813		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Premises (rent, rates & utilities)		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Telephone & Broadband		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Printing, post & stationery		3,500		3,500		0		0		0		0		0		0		0		0		0		0		0		0		3,500		3,500

		Advertising & promotion		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Bank charges		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Professional fees		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Insurances		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Bank/HP		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Equipment & vehicle leasing		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Payments relating to variable costs		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Capital Expenditure		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Other Payments		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		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		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		46,900		46,900		0		0		0		0		0		0		0		0		0		0		0		0		46,900		46,900

		Income less expenditure		-11,087		-34,111		0		0		0		0		0		0		0		0		0		0		0		0		-11,087		-34,111

		Opening bank balance		-30,748		-27,411		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111

		Closing bank balance		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		2,749		3,145		9,489		1,663		0		0		0		0		12,238		4,808

		Cash received from debtors		2,585		2,516		7,367		654		0		0		0		0		9,952		3,170

		Capital/loans received		3,300		3,729		10,323		1,082		0		0		0		0		13,623		4,811

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		6,574		9,390		27,179		3,399		0		0		0		0		33,753		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Premises (rent, rates & utilities)		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Telephone & Broadband		800		800		600		600		0		0		0		0		1,400		1,400

		Printing, post & stationery		2,000		2,000		1,500		1,500		0		0		0		0		3,500		3,500

		Advertising & promotion		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Bank charges		800		800		600		600		0		0		0		0		1,400		1,400

		Professional fees		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Insurances		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Bank/HP		800		800		600		600		0		0		0		0		1,400		1,400

		Equipment & vehicle leasing		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Payments relating to variable costs		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Capital Expenditure		800		800		600		600		0		0		0		0		1,400		1,400

		Other Payments		800		800		600		600		0		0		0		0		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		26,800		26,800		20,100		20,100		0		0		0		0		46,900		46,900
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