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Analysis of part 1 task.
Knowing the exact costs associated with the hotel will help you identify areas where you may reduce your spending. By reducing unnecessary expenses through cost cutting, you may concentrate on desired revenue targets and raise your profit margin.
After conducting the budget planner for the Grand Hotel for the forthcoming year, there are some adjustments that can be made to increase the revenue of the hotel. The cost of rooms can be increased during peak times as it is situated in London it will attract tourist who will be willing to pay the price. Federicks, (2021) explains raising the cost of rooms is applicable however launching promotions can make the hotel stand out from the competitors and increase demand. Using the promotional strategy can be also used at the restaurant while increasing the price of the food and beverages by doing this customer’s will feel that they are getting more for their money. Despite not having paid for any marketing or advertising, the hotel can nevertheless profit from doing this. According to Angear (2020), customers may wish to purchase a good or service after seeing it advertised or promoted. Putting different types of beverages in the mini bar and having small tester fragrances can get hoteliers to buy products at the end of their stay. However, this does not always guarantee that customers will buy the product. Cvent, (2020) blog suggest increasing hotel revenue by hosting live events can draw people from around the country and local area to use the hotel rooms and the restaurant, the events can generate excitement making customers to make reservations. 
There are many ways that the hotel can make changes to save money at the hotel. The hotel pays for 10 different magazine subscriptions, this can be cut down to 6. Searching for better dealings on building insurance can make the hotel save money. Saving energy by using timing devices, setting the temperature on the central-heating thermostat, switching to lower energy light bulbs, installing occupancy sensors, and encouraging staff to turn off electrical appliances when not needed can impact on the hotel's energy bills (Sefe energy, 2022). Instead of sending 5 management staff to training 2 management staff could of attending the training and then feedback to the other management staff. Another way the hotel may be able to save money is by reducing the pay rates for non-contracted employees. On the other hand, according to Holliday, (2021) this might have a detrimental effect on employee morale. Paying workers what they are worth will make them feel valued and will improve morale, which will lower employee turnover. According to Fanawala (2022), tracking and reducing food waste can help the hotel save money. To reduce waste, food can be ordered according to use-by dates and with appropriate labelling. 

The importance of budgeting.
The importance of setting a budget according to Jagels and Jagels, (2006) budgeting is about looking ahead and making meaningful decisions about the future. Implementing a budgeting strategy may guarantee that companies are not spending more than they are earning. Budgeting is a simple, practical method to maintain order of the income and expenses of a company. Guilding, (2014) expresses the importance of budgeting which enables a company to budget expenses, accomplish corporate objectives, and foresee any operational adjustments that may be required to sustain the company. A budget aids in understanding a company's operational expenses and can be used to monitor performance. Similarly, Jagels and Ralston, (2007) explains budgeting is an approach to manage money, making sure to keep up with present obligations and provide financial security to make sound decisions to help to reach goals. 
When budgeting, several other advantages are considered. Adrian (2019) points out that the budget provides a thorough record of an organization's actions. A budget makes it easier for employees to communicate with one another and increases employee incentive to achieve the aims and objectives of the organisation. Resource allocation is improved since every request is justified and backed up by a budget. Utilizing sound financial management to direct resources and funding to the proper department. Budgets allow for the re-allocation of funds. Guilding, (2014) states budgeting can also identify problems which can make it easier to tackle problem areas earlier than later making it easier make adjustments and take control. 
Considering these crucial points can help the company support the implementation of a budgeting approach employing four primary types of budgeting strategies. The first budgeting strategy which will be discussed is the incremental budgeting. 
Law, (2016) explains the traditional approach of creating a budget, known as incremental budgeting, starts with the current period's budget or actual performance as a base, and incremental amounts are then added or subtracted from the base for the following budget period. However, according to Mott, (2008) this strategy is frequently criticised for not encouraging original thought and for having the potential to reinforce current inefficiencies. In general, incremental budgeting should only be used if you are certain that the company's finances will be steady over the long term with only minor changes, in other circumstances, it is advised to employ more advanced budgeting methods (CFI,2022). Such as the activity-based budgeting. 
This is when an organization's costs are tracked, investigated, and analysed using the activity-based budgeting (ABB) system. Every operation that costs money in a company is examined for potential efficiencies. The results are then used to create budgets Hansen, (2011). Palmer-Quaife, (2022) shares the benefit of activity-based budgeting which states it can help lower production costs, boost production efficiency, and find ways to make items more affordable by using this form of budgeting. Management may be able to find a solution that may cut expenses by using the budget to examine operations. Connolly et al, (1994) states specifically for people involved in adding value to the product or the customer, activity-based budgeting is a planning and budgeting technique that works by understanding the relationships between and drivers behind the activities. It should be used in situations where it is important to comprehend the financial implications of significant changes in activity levels and when a decision made in one area of the organisation has an impact on another. This will help to ensure that scarce resources are allocated as efficiently as possible across the entire organisation, not just within a single function.
Thirdly, zero-based budgeting. When using the zero-based budgeting technique, you must include every expense and revenue for each year of the accounting period. The zero-base philosophy might only be used in specific administrative tasks, where it is especially essential for challenging unnecessary clerical processes.  It is believed by Jones, (1998) that zero-based budgeting, which begins with a base of zero rather than previous data, is more precise, forces all costs to be justified, and prevents budget allocations made only on the presumption that something was needed in the past and will be needed in the future. Law 2016 also states Zero-based budgeting, which begins at zero in contrast to typical budgeting, justifies each individual spending for a reporting period. In contrast to traditional budgeting's incremental budget increases, zero-based budgeting starts from scratch and analyses each specific demand of the business. In essence, this makes it possible to examine the performance of a certain project using a strategic, top-down approach. However, running a zero-based system requires more time and work than the quicker incremental budgeting method, which may be a major deterrent (Jones, 1998). This is the reason why some businesses demand a zero-based budget from each department every few years, utilising an incremental strategy in the between years. Only a select number of departmental budgets are given this level of scrutiny throughout any given year (Mott,2008).
Lastly, Connolly et al, (1994) explains value proposition budgeting, often called priority-based budgeting, entails examining and outlining a company's expenditures for a specific financial period. The main goal of value proposition is to evaluate and defend the worth of each and every item on an expense list. In the end, it's an effort to determine where a company should invest its funds to achieve a profit. Value proposition budgeting considers the problems, their causes, the effectiveness of the measures, and whether they require immediate or long-term treatment (Slahor, 2010). Value proposition budgets place a strong emphasis on assigning funds to activity rather than departments and working with the available resources as a starting point rather than the expenses from the previous year. Value proposition budgets, like zero-based budgeting, start from scratch and put all available funds on the table rather than using an established model. This makes it possible to assess each activity or effort objectively and leads to financing choices that better serve company needs (Martin, 2019). 
The Grand hotel will benefit from the activity-based budgeting technique since it makes it possible to see the exact costs associated with each operational activity. It also helps to further dissect the expenses to find any areas where the business profitability may be at risk.

How budgeting control can support sustainability.
According to Wood, (2013) a key instrument in financial management for sustainable development is budgeting. A business revenue must equal or exceed their expenses in order for a budget to be considered sustainable. Guilding, (2014) states the effectiveness of the company's capital and resources is maintained through budgeting. Having control over the budget enables you to monitor and compare spending to the original prediction. To keep business operating cost-effectively, this approach also motivates you to respond to any variance. Although manual reviews can happen regularly, quarterly, or annually, budgetary control is a continuous activity (Hawkins and Bohdanowicz, 2012)
[bookmark: _Int_N8fegRP0] The Brundtland Commission (1987) defines sustainability in their report as something must be able to satisfy current demands without compromising the ability of future generations to satisfy their own needs. The foundations of what this concept represents are sustainability's guiding principles. The economy, society, and environment are the three pillars that support sustainability. Wood, (2013) mentions how the hospitality industry is still lagging in being sustainable. According to Scanlon (2007), the hospitality industry is still not aware of the money that may be saved by using sustainable methods. Tesone, (2010) states the hospitality sector could implement practical and logical environmental initiatives. However, due to undeveloped performance and knowledge of the benefits such practises can affect business performance and environmental awareness. 
[bookmark: _Int_Nw6qZdsj][bookmark: _Int_3VWOAQ2Y]Significant cost and efficiency benefits can be achieved by building a sustainable business. For instance, cutting back on the use of resources (such carbon or water) will directly affect expenses. Wood (2013) provides instances of hotels changing their business practises in a sustainable fashion, including Scandic hotels that use water-saving technology like low flush toilets and specialised shower heads. Heating, ventilation, and air conditioning efficiency devices were implemented. Additionally, recyclable, and eco-friendly materials were used to build the rooms. Making these sustainable changes can benefit the budget as they will be making savings eventually.
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April May June July August Sept Oct Nov Dec Jan February March Total

£ £ £ £ £ £ £ £ £ £ £ £ £

Receipts :

Payment on business accounts 185,000 166,000 185,000 140,000 142,000 149,000 156,500 166,900 174,000 149,000 150,900 150,8001,915,100

Cash sales

Interest Received 405 2,737 4,707 7,232 8,500 9,840 11,356 13,162 14,979 17,114 18,948 20,549 129,529

Mini Bar  8,900 8,900 8,900 8,900 8,900 8,900 8,900 8,900 8,900 8,900 8,900 8,900 106,800

Total Receipts 194,305 177,637 198,607 156,132 159,400 167,740 176,756 188,962 197,879 175,014 178,748 180,249 2,151,429

Payments :

Resturant  27,800 27,800 27,800 27,800 27,800 27,800 27,800 27,800 32,100 27,800 27,800 27,800 337,900

Freehold 0 0 0 0 0 0 0 0 0 0 0 0 0

Fixtures and fittings 0 0 0 0 0 0 0 0 0 0 0 0 0

Wardrobe 3,500 3,500 3,500 3,500 14,000

Sky Subscription 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 15,000

Property expenses 0 0 0 0 0 0 0 0 0 0 0 0 0

Premier league license 0 0 0 0 0 0 0 13,162 0 0 0 6,000 6,000

Laundry 1,625 1,625 1,625 1,625 1,625 1,625 1,625 1,625 1,625 1,625 1,625 1,625 19,500

Energy costs 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 2,000 24,000

Payments to suppliers 0 0 0 0 0 0 0 0 0 0 0 0 0

Wages 57,500 57,500 57,500 57,500 57,500 57,500 57,500 57,500 57,500 57,500 57,500 57,500 690,000

Salaries 0 0 0 0 0 0 0 0 0 0 0 0 0

Mini Bar 7,000 7,000 7,000 7,000 7,000 7,000 7,000 7,000 7,000 7,000 7,000 7,000 84,000

Training  0 0 0 0 0 0 0 0 0 0 7,500 0 7,500

Virgin Pass 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 30,000

Vehicles lease 2,750 2,750 2,750 2,750 2,750 2,750 2,750 2,750 2,750 2,750 2,750 2,750 33,000

Vehicles insurance 0 0 0 0 0 0 0 0 8,000 0 0 0 8,000

Business Rates 3,200 0 3,200 3,200 0 3,200 3,200 3,200 3,200 3,200 3,200 3,200 32,000

Valeting  540 540 540 540 540 540 540 540 540 540 540 540 6,480

Marketing 0 0 0 0 0 0 0 0 0 0 0 0 0

Overdraft Interest          

Beverage 2,700 2,700 2,700 2,700 2,700 2,700 13,500

Magazines 2,150 0 0 2,150 0 0 2,150 0 0 2,150 0 0 8,600

Overtime 3,400 3,400 3,400 3,400 3,400 3,400 3,400 3,400 3,400 3,400 3,400 3,400 40,800

Newspaper 1,150 1,150 1,150 1,150 1,150 1,150 1,150 1,150 1,150 1,150 1,150 1,150 13,800

Building Insurance 0 0 0 0 0 5,500 0 0 0 0 0 0 5,500

Total payments 116,565 112,015 114,415 113,865 114,715 117,215 116,565 128,377 126,715 113,865 125,415 117,715 1,401,580

Balance b / f 13,500 91,240 156,862 241,054 283,321 328,006 378,531 438,722 499,307 570,471 631,620 684,954 4,317,588

Net cashflow in month 77,740 65,622 84,192 42,267 44,685 50,525 60,191 60,585 71,164 61,149 53,333 62,534 733,987

Balance c / f 91,240 156,862 241,054 283,321 328,006 378,531 438,722 499,307 570,471 631,620 684,954 747,488 5,051,576
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								£		£		£		£		£		£		£		£		£		£		£		£		£





		Receipts :



		Payment on business accounts						185,000		166,000		185,000		140,000		142,000		149,000		156,500		166,900		174,000		149,000		150,900		150,800		1,915,100

		Cash sales

		Interest Received						405		2,737		4,707		7,232		8,500		9,840		11,356		13,162		14,979		17,114		18,948		20,549		129,529

		Mini Bar 						8,900		8,900		8,900		8,900		8,900		8,900		8,900		8,900		8,900		8,900		8,900		8,900		106,800



		Total Receipts						194,305		177,637		198,607		156,132		159,400		167,740		176,756		188,962		197,879		175,014		178,748		180,249		2,151,429







		Payments :

		Resturant 						27,800		27,800		27,800		27,800		27,800		27,800		27,800		27,800		32,100		27,800		27,800		27,800		337,900

		Freehold						0		0		0		0		0		0		0		0		0		0		0		0		0

		Fixtures and fittings						0		0		0		0		0		0		0		0		0		0		0		0		0

		Wardrobe								3,500						3,500						3,500						3,500				14,000

		Sky Subscription						1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		15,000

		Property expenses						0		0		0		0		0		0		0		0		0		0		0		0		0

		Premier league license						0		0		0		0		0		0		0		13,162		0		0		0		6,000		6,000

		Laundry						1,625		1,625		1,625		1,625		1,625		1,625		1,625		1,625		1,625		1,625		1,625		1,625		19,500

		Energy costs						2,000		2,000		2,000		2,000		2,000		2,000		2,000		2,000		2,000		2,000		2,000		2,000		24,000

		Payments to suppliers						0		0		0		0		0		0		0		0		0		0		0		0		0

		Wages						57,500		57,500		57,500		57,500		57,500		57,500		57,500		57,500		57,500		57,500		57,500		57,500		690,000

		Salaries						0		0		0		0		0		0		0		0		0		0		0		0		0

		Mini Bar						7,000		7,000		7,000		7,000		7,000		7,000		7,000		7,000		7,000		7,000		7,000		7,000		84,000

		Training 						0		0		0		0		0		0		0		0		0		0		7,500		0		7,500

		Virgin Pass						2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		30,000

		Vehicles lease						2,750		2,750		2,750		2,750		2,750		2,750		2,750		2,750		2,750		2,750		2,750		2,750		33,000

		Vehicles insurance						0		0		0		0		0		0		0		0		8,000		0		0		0		8,000

		Petrol and diesel						1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		12,000

		Business Rates						3,200		0		3,200		3,200		0		3,200		3,200		3,200		3,200		3,200		3,200		3,200		32,000

		Valeting 						540		540		540		540		540		540		540		540		540		540		540		540		6,480

		Marketing						0		0		0		0		0		0		0		0		0		0		0		0		0

		Overdraft Interest								 		 		 				 										 

		Beverage						2,700				2,700				2,700				2,700				2,700				2,700				13,500

		Magazines						2,150		0		0		2,150		0		0		2,150		0		0		2,150		0		0		8,600

		Overtime						3,400		3,400		3,400		3,400		3,400		3,400		3,400		3,400		3,400		3,400		3,400		3,400		40,800

		Newspaper						1,150		1,150		1,150		1,150		1,150		1,150		1,150		1,150		1,150		1,150		1,150		1,150		13,800

		Building Insurance						0		0		0		0		0		5,500		0		0		0		0		0		0		5,500

		Total payments						116,565		112,015		114,415		113,865		114,715		117,215		116,565		128,377		126,715		113,865		125,415		117,715		1,401,580







		Balance b / f						13,500		91,240		156,862		241,054		283,321		328,006		378,531		438,722		499,307		570,471		631,620		684,954		4,317,588





		Net cashflow in month						77,740		65,622		84,192		42,267		44,685		50,525		60,191		60,585		71,164		61,149		53,333		62,534		733,987
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