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WanderLuxe Travel - Business Plan 
[image: C:\Users\mg020884\Pictures\WanderLuxe - logo.PNG](Looka.com, 2020)
General overview - 
The travel industry is one of the largest industries in the world. (Martijn, 2019). It is centered on the movement of people from one location to another. Its and industry closely linked to the hospitality and hotel industries, something I have quite a lot of experience in, having worked for large hotel chains in the past, and traveled extensively.  This is why I have chosen to create a travel company that will specialize in bespoke tailor made holidays.  
The tourism industry has had a difficult few years, not many where hit as hard as the tourism sector during the covid-19 pandemic, but it’s expected that international tourism to surpass pre-pandemic levels in 2024. In 2023, an estimated 1.3 billion international tourists arrived, reaching around 88 percent of pre-pandemic levels.  (Richter, 2023). 

Mission statement - 
Our mission is to create unforgettable travel experiences by offering personalized and seamless journeys that connect people with the world around them. We strive to provide exceptional customer service, innovative travel solutions, as sustainable as possible, we hope our holiday experiences enriches the lives of our customers, and positively impacts the communities and environments our customers visit.   WanderLuxe Travel hopes to ensure that every trip is an unforgettable experience which will keep our customers coming back time after me. WanderLuxe Travel is poised to become a leader in the travel industry. By capitalizing on emerging trends and continuously adapting to the evolving needs of travelers, we are confident in our ability to achieve significant growth and provide unparalleled value to our clients.
Market opportunity – 
As mentioned above, the global travel industry is continuing to grow and rebound post-pandemic, with an ever-growing demand for specific tailored travel experiences, especially in once niche markets. Such as luxury getaways, wellness retreats, corporate travel and a new growing market in eco- tourism. There is an increasing shift in customers’ holiday habits, and WanderLuxe Travel is hoping to gain access into this market with personalization and sustainable travel options. This gives us a unique opportunity to capitalize on these trends, while also offering great customer service. 
Target markets – 	
An important part of the business plan is personalization, this is where the target market will be important. Our target market includes: 
· Leisure travelers – solo travelers, couples, families and groups looking for customized holidays. 
· Luxury travelers – High income customers, who are looking for very exclusive and personalized travel experiences. 
· Adventure and eco-tourism – A growing market, where travelers are looking for unique “off –the-beaten track” destinations and sustainable travel options. 
· Corporate clients – Try and gain corporate contracts with companies who are seeking cost-effective and efficient travel management solutions, this may include group travel, meetings and incentive trips. 
[image: C:\Users\mg020884\Pictures\WanderLuxe.PNG] [image: C:\Users\mg020884\Pictures\WanderLuxe Social Media.PNG]Branding for booking details/social media - (Looka.com, 2020)
Competitive advantage – 
The travel industry is a very crowded market, so it’s important to stand out from the crowd. Some customers maybe spending a substantial amount of money to book a once in a lifetime trip, so they have to have trust in us and what we do. WanderLuxe Travel hopes to stand out from the crowd by: 
· Expert knowledge – knowledge is a part of USP, we hope to have a highly experienced team of travel experts, with in-depth knowledge of global destinations and new emerging travel trends. Each travel expert will specialize in different parts of the world.  
· Personalized services – keeping customers’ needs and wants at the forefront of bookings, making sure to meet individual preferences and specific requirements.  
· Technology integration – using new cutting edge travel technology, that can provide our clients with a streamline service, from booking, planning and customer service. We want to provide a seamless user experience. 
·  A Focus on sustainability – we will emphasize eco-friendly travel options, helping promote new responsible tourism, and supporting sustainable travel practices. This could include offering options to offset carbon emissions. 
· Strong Industry/cooperate Partnerships – revenue will be generated through a variety of ways. Including service fees, commission from suppliers (airlines, hotels, hostels, tour operators) and the mark ups on packaged tours. Additionally, WanderLuxe Travel will offer corporate travel management services under contract. This will generate a stable recurring income stream, 
Which will help during the slower out of peak seasons.  


[bookmark: _Hlk184195737]Strategic objectives - 
 Goals and aims set to help achieve our long-term vision and mission by using measurable steps to help achieve a desired outcome. (Indeed, 2023)
· Brand Awareness – This is hugely important, being such a saturated market to grow brand awareness. This will be achieved by using targeted marketing campaigns, partnerships with airlines and online marketing campaigns, targeting different demographics using social media. 
· Retaining Customers - an important part of any business is having a loyal customer base, who will continue to use us year after year. One way this could be, by implementing loyalty programs, offering travel boxes with tips, local foods etc. Importantly as well, offer top quality customer service to encourage repeat business.  
· Sustainability – There is a global movement towards sustainable tourism, which benefits not just our customers but the local communities they visit. His is why it is important to strengthen eco-friendly travel offerings.    
· Market Expansion – during the first few years, and when trying to enter markets, need to explore opportunities for international and regional expansion. With a focus on high demand markets, but also emerging and niche markets. 








[bookmark: _Hlk184195752]Brief Financial Projections -
· Year 1: Projected revenue of £250,000 to £300, 00 -, with a focus on market penetration and brand awareness.
· Year 2-3: Expected growth of 20-25% annually, driven by increased client acquisition and repeat business.
· Year 4 and Beyond: Long-term goal of expanding into international markets and diversifying service offerings to capture a larger share of the global travel market.
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Total Estimated startup cost - £40, 7000 
[bookmark: _Hlk184195769]

Sales forecast – First seven months:
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[bookmark: _Hlk184195913]SWOT analysis –   Is a framework tool for matching my organization’s programs, goals and capacities to the environment in which it operates, allowing for the best possible outcome of success. (Haan, 2024)
[image: C:\Users\mg020884\Pictures\SWOT.PNG]
[bookmark: _Hlk184195930]Marketing – 7ps 
Product – Travel packages and servicers: The core offering of WanderLuxe travel will include holiday packages, guided tours, booking flights, hotel reservations. Then also a focus on some specialized services. For example eco-tourism, adventure tours, luxury travel and cooperate travel.  Also unique Experiences/customization – tailored itineraries to meet customer’s specific preferences. Special offers on cultural experiences, wellness retreats etc.
Price – competitive pricing, reflecting the high value service we offer, but also trying to stay competitive with competitors. WanderLuxe travel will also offer flexible payment plans, such as installment plans, deposits.
Place - convenient online website and store. This will allow customers to book travel packages, availability checking and support through multiple channels through social media channels, email or phone.
Promotion – advertising with online ads (e.g. social media). Travel magazines airline brochures. Content Marketing is massive now, so using social media influencers to promote travel experiences and new trends. Loyalty programs will also help reward customers who use us for continued bookings. We can also offer exclusive deals for future bookings. 
People – Travel experts who are customer focused can offer personalized travel advice, aim to respond to inquiries as quickly as possible and be on call to offer assistance if any problems when away.  
Process – the booking experience will offer user-friendly websites, which will help streamline the booking process, will also have a mobile app. WanderLuxe travel will also ensure that our customers will receive confirmations as quickly and timely as possible.
Physical Evidence – Branding, online presence, ravel documents and importantly customer reviews.





[bookmark: _Hlk184195967]PESTEL Analysis Framework – Is an analysis framework tool, utilized by businesses around the globe. It is used to help and respond to external macro-environmental factors influencing their operations. (Vanzandt, 2023) – It involves six key dimensions:
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Stakeholder Analysis – For WanderLuxe travel, this involves identifying and understanding the key groups, individuals or organizations that have an interest in the operations, outcomes and decisions. It will help me better prioritize communication and actions with the various stakeholders’ needs. 
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Business incorporation fees. | £3,000
Licensing IATA license

Office Space Rent, Utilities, Office supplies _| £6,000

Website Development and Website design, Domain name | £10,000 initial startup cost —

Maintenance

and hosting, ongoing website

£250 month maintenance

updates
Marketing and Advertising Branding, online advertising, | £10,000 a month initially — try.
promotions and raise brand awareness

Technology and Software

Booking and reservation
systems, customer relation
management, accounting and
financial software

£3000

Inventory and Supplies

Travel product —
Monthly travel boxes

£2000

Salaries and Labor

Staff — Myself won't take a
salary at the beginning
Freelancers/Contractors -

£2000 a month

Supplier and Partner
Agreements

Travel supplier agreements —
contracts with airlines/hotels
ions

Estimated cost — can vary
differently from month to
month due to demand etc.

Training and Certific

ing and ongoing

education

£1500 a month
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Month

Projected Sales —

Average price per sale,

Estimated Revenue

Holidays per person — Aim
January 80 £2500 £200,000
February 80 £2500 £200,000
March 100 £2500 £250,000
April 120 £3000 £360,000
May 150 £3000 £450,000
June 150 £3500 £525,000
July 150 £3500 £525,000
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Break even analysis

Fixed costs - per month

Rent £6000
Salaries £8000
Insurance £2000
Marketing £10,000
Software and system costs £1000
Utilities £1500

Total Fixed Costs = £6000+ £8,000 + £2,000 + £10,000 + £1,000 +£1,000 = £28,000 per
month

Variable costs —

Commission Fees £200 per person
Travel arrangements —_tickets, fees £300 per person

Fees per customer - £500

Aiming for average holiday price per person of £2200

Breakeven Point =Price per Unit-Variable Costs per UnitFixed Costs

£28,000 £28,000 % £1700 = 17 customers per month to cover fixed costs
£2200 - £500 = £1700
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> Offer employee befits and incentives

> Natural disasters out of our control - e.g.
volcanic activity in Iceland and Indonesi
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Owner High Growing revenue, as | Alot of pressure on
well as brand person’s shoulders. This
awareness. canlead to high levels of
And overall increasing | stress.
profit margin for the
company.

Customers (travellers) | High Using our company to | Alot of completion for

regularly book trips, and | customers to choose
come back with regular | from

bookings. Also being
able to approve

Employees High The employees are Being a start-up
going to be the main | business it may be hard
USP for Wanderluxe | to offer employees the
Travel ~being able to | same benefits and
offer top quality. incentives that a larger
customer service and | company can offer.
expert knowledge.
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