
 

 

Business Plan for The Sentimental Retreat 

in London 

 

The module title: Entrepreneurship 

Module Level: 5 

Module code: BMIH5001 

• Name: Junaed Ahmed Khan 2211276. 

 

 

Lecturer: Ben Chong 

Date: 31-05-2024 

Team members: Junaed Ahmed Khan (2211276) 
 



Business plan contents 

1 Executive summary ........................................................................................................................................................ 3 

2 Business details .............................................................................................................................................................. 4 

3 Key personnel ................................................................................................................................................................. 5 

Vision ................................................................................................................................................................................. 8 

4 The business idea ........................................................................................................................................................... 8 

5 Business goals ................................................................................................................................................................ 9 

6 What the business does ............................................................................................................................................... 12 

7 What makes the business different (Value Proposition) ............................................................................................. 13 

8 Legal requirements (including regulations and licences particular to your business) ................................................. 15 

Marketing ........................................................................................................................................................................ 18 

9 Market research ........................................................................................................................................................... 18 

10 Profiling customers .................................................................................................................................................... 18 

11 Profiling competitors ................................................................................................................................................. 21 

12 Managing market risks ............................................................................................................................................... 21 

13 Pricing ......................................................................................................................................................................... 24 

14 Promotion and advertising ........................................................................................................................................ 27 

Running the business ...................................................................................................................................................... 28 

15 Staff ............................................................................................................................................................................ 28 

16 Premises ..................................................................................................................................................................... 29 

17 Suppliers ..................................................................................................................................................................... 30 

18 Equipment .................................................................................................................................................................. 31 

19 Managing operational risks. ....................................................................................................................................... 32 

Finance ............................................................................................................................................................................ 34 

20 Start-up costs ............................................................................................................................................................. 34 

21 Profit and loss forecast. ............................................................................................................................................. 35 

22 Sourcing finance ......................................................................................................................................................... 37 

23 Managing financial risks. ............................................................................................................................................ 37 

24 Cash flow forecast ...................................................................................................................................................... 39 

24 Cash flow forecast ...................................................................................................................................................... 40 

24. ................................................................................................................................................................................... 41 

25 Conclusion. ................................................................................................................................................................. 42 

26 References ................................................................................................................................................................. 43 

27 Appendix .................................................................................................................................................................... 50 



  

1 Executive summary  
 

The Sentimental Retreat in London, located at 1 Linton Road, Barking, Essex, 1G11 

8HG, is committed to establishing a haven of tranquility and rejuvenation, offering 

diverse relaxation activities and wellness programs for a holistic mind-body experience. 

The retreat employs a dual-pronged customer interaction approach, ensuring 

accessibility through a user-friendly website and a dedicated phone line. Revenue 

streams include carefully crafted packages, wellness programs, and exclusive events, 

supported by strategic partnerships. 

The business vision extends beyond being a destination, aiming to provide a 

transformative journey reconnecting individuals with their sentimental roots. Market 

trends in wellness, mental health, cultural tourism, and sustainability significantly 

influence business strategies, supported by research studies. The marketing plan 

integrates technological advancements and emphasizes sustainability, aligning with 

consumer preferences. Financial projections target a £100,000 turnover in the first year 

with positive cash flow. 

Over the next 3-5 years, The Sentimental Retreat aims to establish itself as a premier 

destination, focusing on brand recognition, expansion, customer loyalty, eco-friendly 

leadership, technological integration, and sustained financial growth. The retreat 

differentiates itself through a compelling value proposition, offering a calm escape, 

relaxing activities, comprehensive wellness programs, and environmental 

consciousness. Legal requirements, compliance, key suppliers, and credit terms are 

addressed, along with equipment and premises considerations. 

Customer profiling targets Mindful Explorers, Seasoned Professionals, Conscious 

Seniors, International Cultural Seekers, Families Seeking Quality, and Budget-

Conscious Travelers, each with tailored selling messages. Customer research indicates 

a demand for unique retreat experiences, and expected customer wins are projected for 

each group. Competitor analysis reveals strengths and weaknesses, guiding the retreat 

to fill a market gap by offering a wellness retreat that combines luxury and wellness at a 

more accessible price point. In summary, The Sentimental Retreat aspires to be a 

transformative wellness destination, combining nostalgia, tranquility, and sustainability 

for a unique and enriching experience. 

 

 



  

  

2 Business details 
Company name: 

The Sentimental Retreat in London 

 

Address: 
 

1 Linton Road, Barking, Essex, 1G11 8HG 

Primary contact method 
sentimental@london.co.uk 

+44 7839 293879 
 
The business will:  
The Sentimental Retreat in London is committed to creating a haven of tranquility and rejuvenation for its 

patrons. The business will meticulously curate a range of relaxation activities and wellness programs, all 

designed to foster a deep connection with one's nostalgic memories. Through thoughtful planning and 

execution, the retreat aims to provide a holistic experience that nurtures both the mind and body. 

The retreat will offer diverse activities, including meditation sessions, therapeutic workshops, and serene 

surroundings conducive to introspection. These endeavours will cater to the needs of individuals seeking 

solace from the demands of modern life, fostering an environment that encourages self-discovery and 

personal growth. 

To enhance accessibility, the business will employ a dual-pronged approach for customer interaction. The 

primary contact methods will include a user-friendly website, allowing seamless online reservations, and a 

dedicated phone line for personalized assistance. This multichannel strategy ensures that potential guests 

can easily connect with the retreat, aligning with their preferences and convenience. 

In essence, the Sentimental Retreat in London aspires to be more than a destination; it aims to be a 

transformative journey, reconnecting individuals with their sentimental roots and fostering a lasting sense 

of peace and well-being. Through a thoughtful blend of services, partnerships, and customer-centric 

practices, the business is poised to establish itself as a premier retreat destination in the heart of London. 

 

mailto:sentimental@london.co.uk


 

      

3 Key personnel 
NAME: KHALADA AKTHER - BUSINESS MANAGER: 

 

Position/main responsibilities: As the Business Manager, Khalada Akther oversees the overall strategic 
direction and daily operations of Sentimental Retreat in London. She is responsible for decision-making, 
resource allocation, and ensuring the efficient functioning of all departments. 

 

Experience and knowledge of our industry: Khalada brings extensive experience in the hospitality and 
wellness industry, having managed similar retreats in the past.  

 

Previous employment: Khalada has previously managed a successful wellness resort, where she 
implemented innovative programs and strategies to enhance customer satisfaction and business 
profitability. 

 

Key skills brought to the business: Leadership, strategic planning, customer-centric approach, and a strong 
focus on creating a positive and enriching experience for patrons. 

 

Business experience and any training undertaken: Khalada has over 15 years of hands-on experience in 
the management of wellness and hospitality businesses. She has successfully overseen the operations of 
several retreats, implemented innovative programs, and stayed abreast of the latest trends in the industry.  

 

Academic/professional qualifications: Khalada holds a master’s degree in business administration with a 
specialization in Hospitality Management. 

 

Salary expectations £80,000 per annum, commensurate with her experience, skills, and industry 
knowledge. 

 

NAME: JUNAED AHMED KHAN- CFO AND ADMINISTRATOR 
 

Position/main responsibilities: As the Chief Financial Officer and Administrator, Junaid Ahmed Khan takes 
charge of financial management, budgeting, and administrative tasks. His role involves overseeing financial 
records, optimizing processes, and ensuring compliance. 

 

Experience and knowledge of our industry: Junaid has a background in finance and administration, having 
previously worked in similar roles for renowned retreats. His expertise ensures the financial health of the 
business. 

 

Previous employment: Junaid has served as the CFO for a prestigious wellness center, where he 
successfully streamlined financial operations and contributed to increased fiscal efficiency. 

 

Key skills brought to the business: Financial management, administration, attention to detail, and a 
systematic approach to organizational tasks. 

 

Business experience and any training undertaken: Junaid brings over a decade of experience in financial 
management and administration within the wellness and retreat industry. He has successfully 
implemented cost-effective measures, streamlined financial processes, and participated in workshops on 
financial compliance and risk management. 

 

Academic/professional qualifications: Junaid holds a bachelor’s degree in finance and is a certified 
Chartered Financial Analyst (CFA).  

 

Salary expectations £ £70,000 per annum, reflecting his expertise in financial management and 

administration. 

 



NAME: ANTONIA LUMINITA LUCAS - FINANCIAL MANAGER (FINANCE DEPARTMENT): 

Position/main responsibilities: Antonia Luminita Lucas serves as the Financial Manager for the finance 

department. Her responsibilities include financial planning, budgeting, and ensuring compliance with financial 

regulations. 

 Experience and knowledge of our industry: With a background in finance and accounting for hospitality 

businesses, Antonia brings a thorough understanding of the financial intricacies specific to retreats. 

 Previous employment: Antonia has held roles as a financial analyst in the hospitality sector, contributing to the 

financial success of luxury resorts through meticulous financial management. 

 Key skills brought to the business: Financial analysis, budgeting, regulatory compliance, and a detail-oriented 

approach to financial matters. 

 Business experience and any training undertaken: Antonia has accumulated significant experience as a 

financial analyst in the hospitality sector, specializing in retreats. She has undergone training in financial 

modelling, compliance, and risk analysis to enhance her skills in managing the unique financial demands of the 

industry. 

 Academic/professional qualifications: Antonia holds a bachelor’s degree in accounting and is a certified 

Chartered Accountant (CA). Her academic qualifications and professional certifications make her well-equipped 

to handle the financial responsibilities of the business. 

 Salary expectations £ £75,000 per annum, reflecting her expertise and specialized knowledge in financial 

management for retreats. 

 NAME: VALENTINA STOIAN - MARKETING MANAGER: 

 Position/main responsibilities: Valentina Stoian spearheads the marketing efforts for Sentimental Retreat in 

London. She develops and implements comprehensive marketing strategies, manages online and offline 

campaigns, and works to enhance the brand's visibility. 

 Experience and knowledge of our industry: Valentina brings a wealth of marketing experience, having 

successfully promoted luxury hospitality brands and wellness centres. Her insights contribute to creating 

effective promotional campaigns. 

 Previous employment: Valentina has held the position of Marketing Manager at a high-end resort, where she 

played a pivotal role in increasing brand awareness and driving customer engagement. 

 Key skills brought to the business: Strategic marketing, brand development, digital marketing proficiency, and 

a creative mindset. 

 Business experience and any training undertaken: Valentina boasts a rich background in marketing for luxury 

hospitality and wellness brands. She has attended specialized workshops on digital marketing trends, brand 

development, and consumer behavior, ensuring her strategies are at the forefront of industry advancements. 

 Academic/professional qualifications: Valentina holds a master’s degree in marketing and has completed 

certifications in Digital Marketing Strategy. Her academic qualifications and continuous training underline her 

proficiency in crafting effective marketing campaigns. 

 Salary expectations £ £65,000 per annum, reflective of her expertise in marketing within the wellness and 



luxury hospitality sectors. 



Vision 
   

 4 The business idea  

 Sum up your business idea: 
 
The Sentimental Retreat in London offers a unique wellness experience for stressed adults. With a 

focus on calm and nostalgia, the retreat provides relaxing activities, personalized wellness programs, 

and artistic collaborations. Key partnerships with local artists and suppliers ensure a distinctive 

atmosphere and eco-friendly practices. 

 

Targeting stressed professionals, wellness enthusiasts, and nostalgia seekers, the retreat 

communicates through sustainable online channels, partnerships, and word-of-mouth. Customer 

relationships emphasize personalized, eco-conscious services, supported by continuous 

communication and guest feedback. 

 

Revenue streams include accommodation fees, additional services, and sustainable partnerships. The 

cost structure integrates eco-friendly practices in staff, facility maintenance, and marketing, 

promoting a holistic and sustainable approach. 

 

In essence, Sentimental Retreat in London aims to be a tranquil haven that not only rejuvenates 

guests but also embraces environmental responsibility, creating a unique and memorable escape in 

the heart of the city. 

 
 
 
 
 
 
 
 

 

  

  

  

  

  
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 5 Business goals  

 1. What do you want to achieve in your first year of business?  

 Business Goals for the First Year: 
The primary goal for the first year of business is to achieve a turnover of £200,000,000 and maintain 
breakeven or better trading. This financial target aligns with sustainable growth and establishes a 
solid foundation for future success. 
 
Cash Flow Forecast Summary: 
 
Q1: 
- Anticipated income: £14,119,750 
- Expected total expenditure: £9,068,691 
 
Q2: 
- Anticipated income: £25,407,400 
- Expected total expenditure: £14,423,534 
 
Q3: 
- Anticipated income: £22,149,592 
- Expected total expenditure: £75,404,700 
 
Q4: 
- Anticipated income: £63,000,000 
- Expected total expenditure: £67,385,300 
 
Year 1 Total: 
- Anticipated total income: £197,999,997 
- Expected total expenditure: £181,508,325 
 
Key Points: 
- Positive cash flow is forecasted for all quarters, indicating healthy financial performance. 
- The fourth quarter anticipates a significant boost in income, contributing to a strong overall 
financial outcome for the first year. 
- Expenditure is carefully managed, with provisions for wages, premises, utilities, marketing, and 
other essential costs. 
 
Strategies for Financial Success: 
1. Revenue Diversification: Explore additional income streams and partnerships. 
2. Cost Management: Continuously monitor and optimize operating expenses. 
3. Marketing Efficiency: Ensure advertising and promotion efforts align with revenue generation. 
4. Customer Debt Management: Promptly collect cash from debtors to maintain healthy liquidity. 
 
By diligently executing these strategies, the business aims to not only meet but exceed its financial 
goals, paving the way for sustained growth in subsequent years. 
 
 
 
 

 

  



The SMART Business Goal is as follows – 

 
 
 

 2. Where do you see your business in 3-5 years’ time? 

 

 

 

  

  



 
 

 
 



 
 

  

   

 6 What the business does 
 

 

 Products/Services Features Benefits 

Relaxing 
Activities 

- Spa Treatments: Guests can 
indulge in rejuvenating spa 

treatments to unwind and relax. - Enhanced physical and mental relaxation. 

 

- Meditation Sessions: Mindful 
meditation sessions provide a 

peaceful escape for guests. - Stress relief and mental rejuvenation. 

 

- Leisurely Walks: Scenic walks in 
natural surroundings for a tranquil 

and refreshing experience. 
- Connection with nature and a break from urban 

hustle. 

Themed Events 

- Nostalgic Movie Nights: Curated 
movie nights featuring classic films 

for a nostalgic experience. 
- A unique and memorable cinematic journey, evoking 

fond memories. 

 

- Retro Game Nights: Gaming 
events with vintage games, 

fostering a sense of community 
and fun. 

- Nostalgic entertainment, promoting social 
engagement. 

 

- Sentimental Workshops: 
Engaging workshops led by local 

artists, allowing guests to explore 
their creativity. 

- Artistic expression and a personalized souvenir from 
the retreat. 

Artistic 
Workshops 

- Painting, Pottery, Photography: 
Creative workshops led by local 

artists, encouraging artistic 
exploration. 

- Opportunities for self-expression and the creation of 
sentimental artwork. 

 

- Collaboration with Local Artists: 
Direct involvement of local artists 

in workshops and events. 
- Support for the local arts community, fostering a 

cultural and artistic ambiance. 

Overall Benefits 
of Retreat 

- Calm and Peaceful Escape: 
Thoughtfully designed retreat 

with natural elements for 
tranquility. 

- Provides a respite from the stresses of daily life in a 
serene environment. 

 



 

- Reliving Good Memories: 
Themed events and activities 

evoke nostalgia, creating a 
comforting experience. 

- Guests can relive cherished memories and enjoy a 
sense of familiarity. 

 

- Range of Relaxing Activities: 
Diverse options cater to individual 

preferences, ensuring a 
meaningful break. 

- Personalized experiences that address varied 
relaxation needs. 

 

- Wellness Programs: 
Collaborations with wellness 

experts for holistic health 
promotion. 

- Comprehensive well-being, integrating mental and 
physical health initiatives. 

 

- Collaboration with Local Artists: 
Showcase of local art, adding 

cultural richness to the retreat. 
- Unique ambiance, contributing to the support and 

promotion of local artistic talent. 
 

  
 

 
 
 
 

 
7 What makes the business different (Value Proposition) 
Your product/service is unique or different compared with the competition because: 

 



  

 

 
 
 
 

 

 
 

   



 8 Legal requirements (including regulations and licences particular to your business) 
The legal and insurance requirements that apply in your business are: 
 

 

 

 

 



 

 You will meet your legal and insurance requirements by: 
To ensure compliance with legal and insurance requirements, The Sentimental Retreat in London 

will implement the following strategies: 

 

 

 

 



 

   



Marketing 
   

 9 Market research  

 Trends in your chosen market are: 
• Wellness and mental health trends are driving demand for stress relief services. 

• Rising interest in cultural and experiential tourism supports businesses offering 

thematic events. 

• Economic conditions impact discretionary spending on leisure, requiring flexible pricing 

strategies. 

• Technological advancements in online booking and social media are crucial for 

marketing. 

• Consumer preference for sustainable practices influences business operations and 

sourcing. 

The Sentimental Retreat business study shows a lot of different trends. Brown (2018) found 

that people are becoming more aware of mental health issues, which makes treatments and 

fitness programs for mental health even more important. Kastenholz and Gronau (2022) look at 

how culture and experiential tourism is changing and how thematic events are becoming more 

common. In light of the current economic situation, Chaffey and Ellis-Chadwick (2019) stress 

how important it is to have flexible prices for leisure spending. Law et al. (2020) say that it is 

important to use tools like social media marketing and online booking. Lastly, Cen (2023) says 

that customers care about sustainability, which shows how important it is for businesses to be 

environmentally friendly. 

 

How you know this:  
The analysis draws on several key studies and reports that highlight current trends within the wellness 

industry, consumer behaviour towards leisure activities, the impact of technology on consumer 

engagement, and the growing demand for sustainable practices. These include: 

• A study on consumer demand for sports and fitness leisure activities, highlighting the increasing 

importance of health and wellness in consumer choices (Downward and Rasciute, 2010) 

• Research on consumer behaviour in the wellness industry during the COVID-19 pandemic, 

indicates a shift towards online consumption of wellness services (Garner, Safir and Schild, 

2020) 

• An analysis of the determinants of consumer engagement in sustainable consumption, showing 

the impact of environmental attitudes and social environment on consumer choices 

(Piligrimienė et al., 2020) 

• A review of the plant-based food and protein trend from a business perspective, discussing 

market and consumer behaviour factors related to sustainability in the food sector 

Aschemann‐Witzel and Peschel, 2020). 

 10 Profiling customers 
The customer groups you will be selling to are:  

1. Mindful Explorer: Tech-savvy, wellness-focused 25-34-year-old women preferring digital detox 
and eco-conscious content. 

 



2. Seasoned Professional: Quality and sustainability-oriented 45-54-year-olds seeking 
sophisticated, exclusive retreats. 

3. Conscious Senior: Health and community-centric 55-64-year-old women valuing personal 
recommendations and cultural enrichment. 

4. International Cultural Seeker: Globally minded, sustainability-conscious individuals seeking 
authentic, immersive cultural retreat experiences. 

Selling messages:  

For The Mindful Explorer: "Find your zen and tech harmony in our eco-retreat. Unplug in style." 

For The Seasoned Professional: "Blend luxury with sustainability in our bespoke eco-retreats." 

For The Conscious Senior: "Embrace wellness and culture in our serene, mature-friendly retreat." 

For The International Cultural Seeker: "Discover a retreat where local charm meets global eco-
consciousness. 
 

The Sentimental Retreat sends different sales messages to four different groups of people. 
According to studies that millennials want eco-friendly experiences and digital detoxes, the 
"Mindful Explorer" cohort is made up of tech-savvy, health-conscious women aged 25 to 34 
(Bernardes et al., 2022). Older customers value sustainability and unique experiences more, 
while the "Seasoned Professional" group, which includes people aged 45 to 54, values quality 
and sustainability in luxury retreats (Sun et al., 2021). The "Conscious Senior" group, which 
includes people aged 55 to 64, according to Fan et al. (2024), values health, cultural 
enrichment, and community participation. Lastly, the "International Cultural Seeker" is meant 
to appeal to people who care about the earth and the world, which is in line with Duarte's 
(2020) focus on authentic and immersive cultural experiences. Customizing sales messages to 
fit the wants and needs of customers is a good way to improve marketing and get customers 
more involved. 
 

 Your customer research has shown what your customers want is:   

  
Mindful Explorer 

• Method: Analyzed digital engagement focusing on eco-conscious and wellness trends among 
25-34-year-old women via SimilarWeb. 

• Results: High interest in digital detox and wellness content, highlighting a market opportunity 
for mindful retreat experiences. 

Seasoned Professional 
• Method: Utilized SimilarWeb to examine direct search behaviors and preferences for quality 

and sustainability. 
• Results: Identified a preference for sophisticated, exclusive retreats that resonate with 

professional values and sustainability. 
Conscious Senior 

• Method: Explored online behaviors and referral sources to understand community and health 
priorities. 

• Results: Preference for health-focused and culturally enriching retreats, influenced heavily by 
personal recommendations. 

International Cultural Seeker 
• Method: Investigated global search trends and social media for travel planning and content 

engagement insights. 
• Results: Uncovered a demand for authentic, culturally rich travel experiences prioritizing 

sustainability and local immersion. 
 

 



 How you know this: 
• (What evidence can you offer) 

 
According to customer research, The Sentimental Retreat's target groups have specific needs, 
which opens up big market possibilities. 
The "Mindful Explorer" group is made up of women ages 25 to 34 who like digital detox and 
wellness material. According to Smith and Anderson (2018), there is a big need for meditative 
getaways because more and more millennials want to get away from their screens and relax. 
According to Bowman-Perrott et al. (2014), the "Seasoned Professional" group likes high-end, 
private getaways that put quality and sustainability first. Al-Issa et al. (2024) say that senior 
consumers like high-end experiences that are in line with their ideals about sustainability. This 
makes them very happy and loyal customers. 
The "Conscious Senior" group likes vacations that focus on health and cultural enrichment 
based on what they do online and where they get referrals. According to Boavida et al. (2023), 
events that are culturally diverse and focus on health are important for attracting elders 
because they value health and community involvement. 
Lastly, the "International Cultural Seeker" is identified by a worldwide search trend and social 
media findings that show a preference for travel experiences that are culturally rich, 
environmentally friendly, and focus on blending in with the locals. According to Prevolšek et al. 
(2024), cultural tourism is growing in popularity among foreign tourists who want to have real 
and sustainable experiences. The retreat's focus on eco-friendly methods and the culture of the 
area may be helpful. 
 
 
 

 

 Number of customers you expect to win in each group and what they might pay: 

Group Number of 
customers 

Price they might 
pay per unit 

Mindful Explorer 30% £250 

Seasoned 
Professional 

20% £300 

Conscious Senior 25% £280 

International 
Cultural Seeker 

15% £320 

Families Seeking 
Quality 

5% £350 (Peak 
Season) Budget-

Conscious 
Travelers 

5% £200 (Off-Peak 
Season) 

 

 

   

 

   



 

 11 Profiling competitors 
 

 

 Competitor name Strengths Weaknesses 

• Gaia House • High organic search 
traffic, broad 
audience appeal 

• Underutilized social 
media, younger 
demographic 

• Mandarin Oriental • Luxury amenities, 
global brand 
recognition 

• Premium pricing, less 
focus on sustainability 

• The Human 
Experience 

• Personalized wellness 
experiences 

• Limited brand 
recognition, narrow 
market appeal 

• Glass House 
Retreat.co.uk 

• Specializes in 
wellness, good direct 
traffic 

• Limited international 
reach 

• Thera Sea • Therapeutic retreats 
in unique locations 

• Could be too niche, 
missing broader 
appeal 

 

How you can improve on their offer and/or price(s) unique offerings: 
 

Market Gap: we can identify a gap in the market for a wellness retreat that combines luxury and wellness 

at a more accessible price point and has a strong online presence. We should capitalize on sustainability as 

a unique selling proposition to differentiate from the competition 

 

   
   

 12 Managing market risks 

Write down the risks you have identified: 

 

 

 

 

 



 

 How will you manage these risks so that they become less of a threat:  

 To set itself apart from its rivals, The Sentimental Retreat will improve and come up with new ways for its 

customers to enjoy their stay. There are special health programs, nostalgic themes, and eco-friendly 

actions that are used. According to Martinez-Lira and Reimann (2022), difference is a business strategy 

that helps companies stay profitable and avoid price wars by offering unique value propositions that rivals 

can not copy. In order to keep the economy from getting too unstable, the getaway will offer programs 

and prices that can be adjusted to fit different budgets. This approach is in line with what Chaffey and Ellis-

Chadwick (2019) say should be done by leisure groups to deal with the current economic situation: offer 

value-driven options to a wider audience. Operating risks will be reduced by putting in place good tools, 

training staff, and strong relationships in the supply chain. Through audits and process changes, reliability 

and efficiency are ensured. According to Udofia et al. (2021), good operational management is necessary 

for customer satisfaction because it cuts down on problems and improves the level of service. Consistent 

training, checks, and following the law will make sure that health, safety, and environmental standards are 

met. Trmčić et al. (2021) say that following the rules is important to keep workers and tourists safe and to 

stay out of trouble with the law. 

Threats to technology will be lessened by cybersecurity checks and safe IT systems. Hassan and Ahmed 

 



(2023) stress how important it is to have strong defense and data protection to stop hacking and keep 

customers' trust. For the retreat to successfully handle environmental and sustainability threats, it will 

need to use real eco-friendly methods, do regular sustainability audits, and communicate clearly with 

customers. According to Piligrimienė et al. (2020), real sustainability measures make customers believe 

and stick with a brand more. One can lower your financial risks by planning wisely, having an emergency 

fund, and getting money from a range of sources. Obrenovic et al. (2020) say that managing money and 

making plans for what to do in case something goes wrong are important for businesses to stay stable and 

grow. In the end, health and safety risks will be successfully controlled by putting in place strong health 

and safety rules, regular training, and risk assessments. According to Salguero-Caparrós (2020), it is very 

important to keep health and safety standards high to protect everyone involved and to follow the law. 

 

 

 



 

 13 Pricing  

 How you can calculate your prices:  

 Based on demand, using google trends graph, keeping in mind the occupancy rates: December to End of 
March (High Season): 
 
Occupancy Rate: 80% 
No discount on ADR 
Total Days: 31 (Dec) + 31 (Jan) + 28 (Feb) + 31 (Mar) = 121 days 
March to May (Shoulder Season): 
 
Occupancy Rate: 50% 
Discount: 20% on ADR 
Total Days: 30 (Apr) + 31 (May) = 61 days 
June to September (Peak Season): 
 
Occupancy Rate: 100% 
No discount on ADR 
Total Days: 30 (Jun) + 31 (Jul) + 31 (Aug) + 30 (Sep) = 122 days 
October to November (Shoulder Season): 
 
Occupancy Rate: 80% 
Discount: 10% on ADR 

• Total Days: 31 (Oct) 
 

 
 

 
 
 

 

  
 

 

 

 

 



 



 

 

   

   

 How your prices compare with the competition:  

  

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

Spa Treatments £70 £50 - £120/Month 

Wellness 
Workshops 

£40 £30 - £100/Month 

Themed Events £30 £20 - £80/Month 

Artistic Workshops £50 £40 - £90/Month 

Personalized 
Wellness Programs 

£100 £80 - £150/Month 

Exclusive Packages £300 £250 - £500/Month 

Membership 
Programs 

£200/year £150 - £400/year 

 

 

 
 
Reasons for the difference between your price(s) and your competitors’ price(s): 
 

 
 
 

 
   



 14 Promotion and advertising 
How and where will you promote your product/service? 

 

 

 
 
 
 
 
 
 

 

 

   



Running the business 
 

 
 

  

15 Staff 
Staffs: 

 

The Sentimental Retreat hires experienced workers who have the specific skills needed to provide 
excellent service. This method guarantees that operations will run smoothly and guests will have 
great times. The strategy for hiring is meant to get the best hospitality workers by giving 
competitive pay and clear certification requirements. According to Rusmingsih et al. (2021), hotel 
businesses must invest in skilled and experienced staff in order to be successful. The company sets 
clear standards for experience and skills so that they can hire people who can start doing their 
jobs right away. Popoola et al. (2024) say that front desk managers should know how to use 
technology well because it makes operations run more smoothly and makes customers happier. In 
this digital age, the company stays competitive by hiring tech-savvy workers in a smart way. To 
encourage continuous growth and excellence, the hiring process puts a lot of emphasis on 
leadership, flexibility, and attention to detail. Stylos et al. (2021) stress how important it is for 

 



managers to be flexible and pay close attention to details in order to provide excellent service and 
meet guests' changing needs. The Sentimental Retreat makes sure that operations run smoothly 
and that guests are happy by using a strong hiring strategy that successfully finds and keeps top 
talent. 

 

  

16 Premises 

 

 

 



 

 

17 Suppliers 
Your key suppliers and their credit terms 

Supplier What we’ll buy from them Number of days Credit 

Sysco Corporation Food and beverage products, 
kitchen supplies. 

30 days 

US Foods Food and beverage products, 
kitchen supplies. 

30 days 

Ecolab Inc. Cleaning and sanitation 
products, pest control services. 

30 days 

Aramark Corporation Uniforms, employee apparel, 
facility services. 

30 days 

Avendra LLC Hospitality procurement 
services, including food, linens, 
and amenities. 

30 days 

Guest Supply Guest room amenities, 
toiletries, linens. 

30-60 days (can vary) 

HD Supply Facilities 
Maintenance 

Maintenance and repair 
supplies, equipment. 

30-60 days (can vary) 

Cintas Corporation Uniforms, facility services, 
restroom supplies. 

30-60 days (can vary) 

 

 

 

 

 

 

   



 

 18 Equipment  

  
 

Resource When How Funded Cost per unit 

Commercial Kitchen 
Equipment 

Before opening for food 
preparation and cooking. 

Initial investment 
capital 

£1,000 - £50,000+ 

Laundry Equipment Before opening to handle 
guest linens and laundry. 

Loans or financing 
from banks or 
investors 

 £2,000 - £100,000+ 

Cleaning Equipment Before opening for daily 
housekeeping and 
maintenance tasks. 

Revenue generated 
from pre-opening 
sales or reservations 

 £50 - £1,000+ 

Room Amenities and 
Supplies 

Before opening to stock 
guest rooms with 
toiletries, linens, etc. 

Crowdfunding or 
fundraising efforts 

£1 - £50+  

Furniture and Fixtures Before opening to furnish 
guest rooms, lobby, and 
common areas. 

Government grants 
or incentives 

£50 - £1,000+ 

HVAC Systems 
(Heating, Ventilation, 
and Air Conditioning) 

Before opening to ensure 
climate control for guest 
comfort. 

Partnerships or 
sponsorships with 
suppliers or vendors 

£2,000 - £20,000+  

Audio-visual Equipment Before opening for 
conference rooms, 
entertainment areas, etc. 

Personal savings or 
equity investment 
from stakeholders 

£100 - £10,000+  

Security Systems (CCTV, 
Access Control) 

Before opening to ensure 
safety and security. 

Lease agreements or 
equipment financing 
arrangements 

£500 - £5,000+ 

Office Equipment 
(Computers, Printers) 

Before opening for 
administrative tasks and 
guest services. 

Government grants 
or incentives 

£400 - £2,500+ 
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Finance  
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 can be added.    

   

 20 Start-up costs  

 Calculate how much money you need before you start trading. 
 

Particulars Amount 

IT and computers 150,000 

Telephones and broadband 90,000 

Equipment 350,000 

Stock 175,000 

Tools 73,000 

Vehicles 243,200 

Professional fees 178,000 

Insurance 500,000 

Rent/rent deposit 220,000 

Stationery 40,000 

Marketing 673,300 

Consumables 30,000 

Licenses 275,600 

Training 324,500 

Association fees 123,600 

Wages/recruitment 156,700 

Security/health and safety equipment 235,470 

Market research costs 216,2,00 

TOTAL £ 4,054,570 

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

 

 

  

 
 

 

 

   

   

  
 

 

https://www.google.com/accounts/ServiceLogin?service=writely&passive=1209600&continue=http://docs.google.com/?hl%3Den%26tab%3Dwo&followup=http://docs.google.com/?hl%3Den%26tab%3Dwo&ltmpl=homepage&hl=en
https://www.google.com/accounts/ServiceLogin?service=writely&passive=1209600&continue=http://docs.google.com/?hl%3Den%26tab%3Dwo&followup=http://docs.google.com/?hl%3Den%26tab%3Dwo&ltmpl=homepage&hl=en
http://www.openoffice.org/


 21 Profit and loss forecast. 
  Year 1 (£) Year 2 (£) Year 3 (£) 

Total expected sales 79,054,300 99,323,700 120,965,100 

Less variable costs 7,043,600 7,878,900 8,454,200 

Gross profit (sales fewer variable costs) =  72,010,700 91,444,800 112,510,900 

Calculate your gross profit margin % (gross profit divided by 

total sales x 100) (A) 
91 92 93 

        

Salaries/wages (survival income + any staff 8,037,800 8,821,900 9,532,500 

Premises (including rent, rates, utilities) 5,039,300 5,872,600 6,611,000 

Telephone and broadband 900,000 1,140,000 1,325,000 

Printing, post, and stationery 845,320 956,000 1,093,470 

Advertising and promotion 4,500,000 5,340,000 6,790,000 

Bank charges 80,000 90,200 100,800 

Professional fees 1,780,000 2,011,500 2,432,600 

Insurances 5,000,000 5,890,000 6,247,000 

Bank/HP/Interest (payable to your bank) 50,630 58,759 67,549 

Stock 1,750,000 2,563,900 3,276,400 

Consumables 300,000 453,000 567,800 

Equipment and vehicle leasing 6,134,000 7,680,400 8,432,100 

Depreciation 1,234,500 1,543,600 1,754,300 

        

Total fixed costs 35,651,550 42,421,859 48,230,519 

Net profit (gross profit less fixed cost) 36,359,150 49,022,941 64,280,381 

Calculate your net profit margin (net profit divided by total 

sales x 100) 
46 49 53 

        

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

Total variable costs + total fixed costs (B) 42,695,150 50,300,759 56,684,719 

Break-even (B) divided by (A) 468,713 546,347 609,441 

 

 

  

 

 

 

 



 

 



   

 22 Sourcing finance  

  
 
Total borrowing requirement for the business 

  

£

0

Personal start-up contributions          - 0

Other start-up contributions           - 0

Total required = 0

= 0

Start-up costs

The assets you have available as security

  
 

 

  
 

 

 

23 Managing financial risks.  
The risks that you have identified for your financial forecast are: 

 

 

1. Funding Risk: Getting enough money to sustain a start-up's operations and growth can be difficult 

initially (Can Akdeniz, 2015). 

2. Operational Risk: A start-up’s finances may be strained by operational inefficiencies, which include 

production delays, disruptions to the supply chain, or unforeseen expenses (Barringer and R Duane 

Ireland, 2012). 

 
 
 
 
 
 
 
 
 
 



 How you will minimise their impact: 

 
 
 
 
 
 
 
 
 
 

 

  



 

 

      
 24 Cash flow forecast  

CASH FLOW FORECAST: FIRST SIX MONTHS 

 

  

 

 
 
 

 
 

 

 

      



      
 24 Cash flow forecast  

CASH FLOW FORECAST: SECOND SIX MONTHS 
 

 

  

 

 
 
 

 
 

 

 

      

      



 24. CASH FLOW FORECAST: SUMMARY 

 

 

  

 

 
 
 

 
 

 

 

      



25 Conclusion.  
Finally, The Sentimental Retreat in London will change the way people think about health by 

combining nature, nostalgia, and peace. The group offers a full mind-body experience by providing 

peaceful retreats, a range of stress-relieving activities, and wellness programs that follow the 

newest trends in wellness and culture tourism. A website that is easy to use and a dedicated 

phone line make it possible for everyone to get in touch. Carefully designed packages, wellness 

programs, and special events bring in money, which is supported by strategic relationships that 

encourage long-term financial growth. The business plan for The Sentimental Retreat lays out a 

complete plan for creating a healing centre that is long-lasting, calming, and evocative. The 

strategy uses customized solutions to meet the wants of different groups of customers, showing 

that a deep knowledge of market trends and customer tastes is present. The financial forecasts 

show that the company can grow and make money by keeping costs low and making sure its 

gross profit margins are high. 
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BUSINESS DETAILS

Company name:

Address:

Primary contact method

sentimental@london.co.uk

+44 7839 293879

 



 

 

 

 



AIMS & VISION

To establish itself as a premier destination for wellness and relaxation, 
known for its unique blend of nostalgia, tranquillity, and eco-friendly practices. 
The business envisions the following key milestones:

1. Brand Recognition
2. Expansion and Diversification
3. Customer Loyalty and Community Engagement
4. Eco-Friendly Leadership
5. Technological Integration
6. Financial Sustainability

This vision aligns with the business's mission to provide a unique, relaxing, and environmentally responsible retreat 
experience. Adaptability to market trends, a commitment to customer satisfaction, and a focus on sustainability will be key 
drivers of the business's success over the next 3-5 years.

 

 

 

 

VALUE PROPOSITION

1. Calm and Peaceful Escape

2. Reliving Good Memories

3. Range of Relaxing Activities

4. Wellness Programs

5. Collaboration with Local Artists

 



 

 



 

 



 

 



 

 



 

The primary goal for the first year of business is to achieve a turnover of £100,000 and maintain breakeven 

or better trading. This financial target aligns with sustainable growth and establishes a solid foundation for 

future success.

YEAR 1 TOTAL:

- Anticipated total income: £197,999,997

- Expected total expenditure: £181,508,325

KEY POINTS:

- Positive cash flow is forecasted for all quarters, indicating healthy financial performance.

- The fourth quarter anticipates a significant boost in income, contributing to a strong overall financial outcome for the 

first year.

- Expenditure is carefully managed, with provisions for wages, premises, utilities, marketing, and other essential costs.

BUSINESS GOALS FOR THE FIRST YEAR:

 



 

 



 

 



 

 



 

Profit and Loss Statement
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Year 3 (£)Year 2 (£)Year 1 (£)

120,965,10099,323,70079,054,300Total expected sales

8,454,2007,878,9007,043,600Less variable costs

112,510,90091,444,80072,010,700Gross profit (sales less variable costs) = 

939291
Calculate your gross profit margin % (gross profit divided by 

total sales x  100) (A)

9,532,5008,821,9008,037,800Salaries/wages (survival income + any staff

6,611,0005,872,6005,039,300Premises (including rent, rates, utilities)

1,325,0001,140,000900,000Telephone and broadband

1,093,470956,000845,320Printing, post and stationery

6,790,0005,340,0004,500,000Advertising and promotion

100,80090,20080,000Bank charges

2,432,6002,011,5001,780,000Professional fees

6,247,0005,890,0005,000,000Insurances

67,54958,75950,630Bank/HP/Interest (payable to your bank)

3,276,4002,563,9001,750,000Stock

567,800453,000300,000Consumables

8,432,1007,680,4006,134,000Equipment and vehicle leasing

1,754,3001,543,6001,234,500Depreciation

48,230,51942,421,85935,651,550Total fixed costs

64,280,38149,022,94136,359,150Net profit (gross profit less fixed cost)

534946
Calculate your net profit margin (net profit divided by total 

sales x 100)

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

56,684,71950,300,75942,695,150Total variable costs + total fixed costs (B)

609,441546,347468,713Break even (B) divided by (A)

 



SOURCING OF FINANCE

£Particulars

40,545,700Start-up costs

30,756,000-
Personal start-up 

contributions          

2,445,000-
Other start-up 

contributions           

7,344,700=Total required

The assets you have available as security

2,050,000=

 

MANAGING FINANCIAL RISKS: RELATED 
RISKS

Funding Risk: Getting enough 
money to sustain a start-up's 
operations and growth can be 
difficult initially (Can Akdeniz, 

2015).

Operational Risk: A start-up’s 
finances may be strained by 

operational inefficiencies, which 
include production delays, 

disruptions to the supply chain, 
or unforeseen expenses 

(Barringer and R Duane Ireland, 
2012).

 



MANAGING FINANCIAL RISKS: RISK 
MANAGEMENT

To reduce funding risk, start-ups might 
implement a range of tactics, including 

increasing the diversity of their financing 
sources by looking for grants from the 
government, venture capitalists, angel 
investors, and crowdfunding websites 

(Mariotti and Glackin, 2013) and putting 
together an informative and appealing 

business plan to draw in possible investors.

Operational hazards can be reduced by 
implementing lean operational practices. 

Costs can be decreased and efficiency raised 
by investing in technology that automates 

repetitive work, streamlines procedures, and 
makes the most use of available resources. 

Keeping an emergency fund on hand for 
unforeseen costs can also be a financial 

safety net during hard times. 

 

 



 

 



 

 

 


