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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary
The Water Mill Inn & Glamping is a leading establishment in the hospitality industry, providing a unique experience that combines luxury with the tranquilly of nature. This unique business plan details the creation of a resort catering to wealthy travellers looking for a meaningful experience that involves interacting with the environment in a sustainable and revitalising way.

The Inn provides a tranquil retreat surrounded by nature, offering luxurious accommodations such as stylish Glam Bell tents, comfortable cottages, and premium rooms. Every component is carefully designed to prioritise comfort while upholding environmental principles. The Water Mill Inn is positioned as a holistic resort by incorporating wellness activities like yoga and meditation, along with delicious meals tailored for health-conscious individuals.

Sustainability is fundamental to the establishment. The commitment goes beyond operational methods to forming synergistic collaborations with eco-friendly organisations. The collaborations aim to promote environmental stewardship and ensure that each guest's stay has a beneficial impact on ecological conservation efforts.

The objective for the initial year is to achieve a break-even threshold while developing a strong market presence, which is both assertive and feasible. The objective is based on a unique value proposition that sets the Inn apart from its competitors, providing a superior and more enriching experience than typical hospitality offerings.

The Water Mill Inn & Glamping aims to become a prominent example of sustainable luxury in the future. Over the next three to five years, the goal is to expand the firm by introducing its distinctive products and environmentally friendly values to new areas and markets. The plan involves integrating new technologies and sustainable methods to improve guest experience and operational efficiency. The goal is to expand the firm and set new norms for the convergence of luxury and environmental responsibility, inspiring the industry.

The company strategy is tailored to excel in the changing travel industry, catering to visitors looking for longer stays, remote job options, and experiences that align with their beliefs. Our marketing strategy follows these trends by using digital channels to engage with our target audience, build a community, and customise visitor experiences. This digital strategy includes an organic marketing aspect that utilises the social media involvement of younger groups to improve brand visibility and reputation.

The Inn's plan is strengthened with detailed financial predictions and contingencies to maintain financial sustainability and reduce risks. Identified alliances serve as both growth prospects and financial safeguards, offering protection against unexpected economic obstacles. The meticulous financial planning supports the strength of the Inn's business model and its capacity to endure market volatility.

The executive plan outlines a clear trajectory for the development of Water Mill Inn & Glamping from a new concept to a successful business. The research includes a thorough examination of the market, competitor benchmarking, and customer profiling to ensure the organisation is well-prepared to meet the specific needs of its customers.

The Water Mill Inn & Glamping represents a move towards more conscious and ecological travel, rather than just a corporate endeavour. It provides a luxurious yet mindful retreat for people looking to combine the comforts of contemporary hospitality with the peace and splendour of nature. The Inn is prepared to take the lead in sustainable luxury, aligning with the growing global awareness of environmental repercussions and aiming to create a legacy that prioritises both human needs and the well-being of the earth.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	





	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name:
Water Mill Inn & Glamping
	

	
	[bookmark: _Toc287535395]Address:
Malvern Hills, Harefordshire
	

	
	Primary contact method
Sebastian Garbaty
	

	
	
	

	
	[bookmark: _Toc287535398]The business:

Sophisticated natural surroundings at The Water Mill Inn, where luxury and nature combine to create an exquisite getaway. Wellness is integrated into your stay, from the luxurious comfort of our Glam Bell tents to the rejuvenating activities in our yoga areas. Experience top-quality healthy food, tranquilly year-round, and a personalised stay in an eco-friendly setting that cares for the environment and your well-being.


	

	



	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]1 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
Name: Sebastian Garbaty
	

	
	Position/main responsibilities: Business Owner
	

	
	Experience and knowledge of our industry: BA International hotel management level 4
	

	
	
	

	
	Previous employment: John Lewis, Team Leader
	

	
	Key skills brought to the business: Organisation skills, Leadership skills
	

	
	Business experience and any training undertaken: Level 4 Hotel Management
	

	
	Academic/professional qualifications: BA International Hotel Management
	

	
	Salary expectations £ 45.000
	

	



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	
The Water Mill Inn & Glamping provides upmarket eco-friendly facilities and wellness retreats tailored for sophisticated tourists seeking elegant accommodation and tranquil natural settings. Water Mill Glamping offers a luxurious outdoor refuge with upscale facilities typically found in high-end hotels. Guests can appreciate the beautiful scenery by staying in luxurious Glam Bell tents, comfortable cottages, or deluxe rooms, all designed for year-round comfort.

The firm is primarily focused on promoting overall well-being. Wellness activities like yoga and meditation are used to improve mental and physical health. The Water Mill Inn employs this strategy in its culinary offerings, establishing a restaurant that specialises in providing gourmet meals that are pleasing and tailored to a health-conscious way of living.

The Water Mill Inn & Glamping integrates sustainability into its operations. The corporation establishes significant partnerships with environmentally concerned organisations to guarantee that its operations are in line with and promote environmental stewardship. Personalised customer service is essential and can be accomplished through direct engagement and tailored services. The company guarantees a unique and rejuvenating experience for its clients, fostering a deep connection with them centred on luxury, wellness, and a sincere admiration for nature.









	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? 
The business goal is to break even in the first year of operation
	

	
	

	
	

	
	What are your business's goals for the next 3-5 years?

The Water Mill Inn & Glamping aims to be a leading example of sustainable luxury in the hospitality sector within the next 3-5 years, known for its innovative eco-friendly initiatives and exceptional wellness offerings. We are motivated to broaden our getaway options by establishing different places that are harmoniously incorporated into their natural surroundings, providing a range of wellness and relaxation services. We will improve our operational excellence by utilising new technologies and trends to increase the visitor experience and operational efficiency during our drive.

We aim to establish a brand known for its commitment to environmental responsibility, customer-focused experiences, and community involvement. By building relationships that promote return visits and collaborations that support our eco-friendly objective. We plan to increase our influence by organising wellness workshops, growing our involvement in eco-tourism, and supporting local businesses. We aim to expand our presence in the luxury retreat market and establish new benchmarks for sustainability and wellbeing in the hotel industry.

This vision statement, based on Klofsten's framework, outlines the business's growth goals by highlighting key elements such as innovation in eco-luxury, a motivated team focused on delivering exceptional experiences, and an increased market presence with a focus on broader impact.
	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]6 What the business does

	

	
		Product/service
	Features
	Benefits

	· Rooms
	· Deluxe rooms
	· Luxurious rooms

	· Cabins
	· Deluxe Glamping
	· Comfort

	· Yoga classes
	· Exercise
	· Mental balance

	· Meditation classes
	· Relaxation
	· Educational

	· Breakfast
	· Cooked food
	· Hasle free, convenient

	· Lunch 
	· Healthy food options
	· Easy and accessible

	· Dinner
	· Healthy food
	· Convenience



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]

7 What makes the business different (Value Proposition)

Your product/service is unique or different compared with the competition because:


The Water Mill Inn & Glamping sets itself apart by combining luxury with ecological awareness and personal well-being in its unique value proposition.

Our goods and service excel in the market because we are dedicated to offering an experience that combines luxury with sustainability. The Water Mill Inn & Glamping provides luxurious high-end lodgings, including Glam Bell tents and custom cabins, designed to combine comfort with the rustic appeal of nature. Our glamping site provides a comprehensive approach to relaxation and well-being by integrating yoga and meditation in the natural surroundings, led by experienced wellness professionals.

Furthermore, we set ourselves apart by our sustainable operations that extend beyond mere green measures. We establish strategic collaborations with environmentally conscious brands and local communities to guarantee that every area of our service, from sourcing supplies to guest experiences, reflects our commitment to environmental responsibility.
Finally, the personalization of our services sets us apart. We recognize that each guest seeks a unique encounter with nature, so we tailor experiences to individual preferences, from adventure activities to serene solitude. In an industry often generalized, we carve a niche for those who seek to luxuriate in nature without leaving a footprint, making each stay at The Water Mill Inn a testament to sustainable exclusivity."

This value proposition emphasizes the uniqueness of the business in delivering luxury, wellness, and environmental sustainability in a personalized manner, positioning it uniquely against the competition.
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
 
The Water Mill Inn & Glamping must adhere to the specified Business Registration requirements to commence operations. 

Register the business as a legal entity, like an LLC or corporation, to adhere to local and national regulations.
Adherence to local zoning requirements for commercial property use, particularly in environmentally protected regions.
Compliance with building codes and safety standards is essential to ensure the safe construction and maintenance of structures.
Compliance with environmental standards on trash management, wildlife protection, and conservation techniques.
Food and Beverage Licences: Health department certificates and food service licences are mandatory for providing food and drink.
Alcohol licencing is required for serving alcohol, and it is essential to adhere to legislation governing its sale and consumption.
Activity Permits: Permits may be required for activities like guided hiking or yoga instruction.
Ensuring adherence to health and safety legislation to safeguard visitors and employees through routine inspections and compliance with occupational health and safety standards.
Compliance with accessibility regulations for those with disabilities.
Harper James (2024) handles all licencing and regulation.

	

	
	All of them must be in place before the business operation commences.
Property Insurance Liability Insurance
Insurance for professional liability
Workers' Compensation and Business Interruption Insurance
Insurance for environmental risks
Insurance specifically covering liability related to the sale or serving of alcoholic beverages.
Event insurance provides coverage for business-related events. 
Solely by Hiscox (2023).



	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
· Environmentally sustainable methods are increasingly essential rather than optional. Travellers are now seeking hotels that incorporate renewable energy, implement waste reduction strategies, and are constructed using sustainable materials (Pehir, Musa & Chin, 2022).
· There is an increasing trend of incorporating wellness into travel experiences. Activities such as yoga, meditation, and spa treatments are provided to enhance mental and physical well-being (Lehto & Lehto 2019).
· A rising trend is merging the comfort of luxurious accommodations with adventurous activities such as hiking, mountain biking, and wildlife observation (Haukeland, et al., 2021).
· A trend is emerging where people are staying longer in sites that can serve as both a vacation spot and a remote workplace due to the increase in remote work (Floričić, & Pavia, 2021).
· Travellers are seeking transformative and unforgettable experiences beyond merely accommodation. Possible options are skill-building activities, educational workshops, or wellness getaways (Mannonen, 2023).
· Although technology is essential in many fields, there is a growing trend of digital detoxing, providing individuals with the chance to entirely disconnect from digital gadgets (Syvertsen & Enli, 2020).
· Providing comprehensive packages that include lodging, meals, and health programmes is increasingly popular among travellers seeking efficiency in organising and budgeting their travels (Camelleri, 2018).
· As pets are increasingly viewed as family members, several glamping sites and eco-resorts now provide pet-friendly accommodations and services (Buhalis & Chan 2023).
	

	
	
	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are:

Group 1: Ages 45-54
Gender Ratio: Roughly 50/50 male and female 
Characteristics: High interest in wellness and eco-luxury.
Value experiences that offer a balance between activity and relaxation.
Likely to have stable financial resources and prioritize high-quality service.

Group 2: (Ages 55-64)
Gender Ratio: Around 60% female and 40% male 
Characteristics: Seek comfortable and accessible nature experiences.
May have more flexible travel dates and enjoy travelling during off-peak seasons.
Often interested in community and cultural engagement during their travels.

Group 3: (Ages 25-34)
The gender ratio is 60% female and 40% male, reflecting the greater interest females have in wellness and environmental activities.
Seeking a distinctive combination of adventure and elegance.
May be interested in finding opportunities for digital detox and wellness programmes.
Frequently engaged in social media sharing, making it beneficial for organic marketing.

Group 4: (Ages 35-44)
Gender distribution: 60% female, 40% male.
Characteristics: At the pinnacle of their professions and eager to invest in high-quality experiences.
May combine business and leisure travel.
Value family-friendly features as they are often appealing to families with young children.
Refining the ratios is possible with additional specific demographic data. 


	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	These segments are approximate figures intended to guide the marketing and service strategies for The Water Mill Inn & Glamping, derived from data provided by Similar Web (2024) on similar businesses and services.
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:

Similar Web (2024) analysis and local competitors services as well as similar businesses services show demand in the area
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _Toc287535418]Group
	[bookmark: _Toc287535419]Number of customers
	[bookmark: _Toc287535420]Price they might pay per unit

	1
	20
	[bookmark: _Toc287535423]£300

	2
	20
	£250

	3
	15
	£150

	4
	10
	£150

	
	
	

	
	
	

	
	
	



	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902]11 Profiling competitors

	

	
		Competitor name
	Strengths
	Weaknesses

	· Colwalk Park Hotel (2024)
	· Deluxe hotel good location luxurious
	· No wellness services

	· River Flow Yoga (n.d)
	· Strong local awareness, nature mindset balance
	· No deluxe accommodation

	· Kayaar Black Hill Farm (2022)
	· Deluxe glamping
	· No restaurant services



[bookmark: _Toc287535443]How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Colwalk Park Hotel (2024) can offer spa services and amenities to attract customers seeking relaxation.
· River Flow Yoga (n.d.) can collaborate with upscale local Glamping businesses to offer their accommodations to customers seeking more luxurious lodging.
· Kayaar Black Hill Farm Glamping (2022) business can collaborate with local restaurants to provide customers with the option of ordering food instead of cooking themselves.
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
· High expenses
· High competition in all business areas Glamping, Restaurant Rooms
	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	Providing distinct services For instance, The Water Mill Inn & Glamping is unique in offering all amenities in one location, providing guests with a comprehensive experience.
Cabins Bell-tents
Accommodation
Restaurant, Yoga, Meditation


	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:

	

	
	The Water Mill Inn & Glamping's pricing approach is meticulously formulated, anchoring on comprehensive cost analysis and market value perception. Premium pricing mirrors the exceptional fusion of luxury, wellness, and sustainability, which distinguishes the establishment in the competitive market. Strategic assessments of competitive pricing, along with a keen understanding of consumer financial willingness, inform a dynamic pricing model (Morone, et all. 2021). This strategy adjusts to seasonal variations to maintain high occupancy levels year-round. Implementing tiered pricing promotes inclusivity across different consumer groups, in line with the inn's focus on tailored guest experiences, hence supporting the establishment's value proposition.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

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

	Deluxe rooms
	£200
	£169

	Cabin Glamping
	£300
	£350

	Bell Tent Glamping
	£200
	No competitor

	Yoga
	£20 / Session
	£385

	Guided meditation
	£20/ Session
	(No session price in the area for this service)




	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):

After conducting research on businesses in the area offering similar services, it was found that higher standard services and luxury facilities are priced reasonably higher than the current offerings.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	Utilise a combination of digital marketing methods including focused social media campaigns, compelling content marketing, and SEO to improve organic visibility (Young 2019). Utilising email outreach and paid adverts can increase audience reach, whereas forming alliances and referral programmes with complementary brands can stimulate growth (Hall, 2023). Examine data to improve strategies, ensuring that each channel is optimised for the most impact. Customise each strategy to connect with your target audience, whether they are online or offline, and build a community around your brand to achieve long-term success (Taherdoost, 2023).







	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907]15 Staff


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· Housekeeper x 4
	£11.50
	· Cleaning
	· COSHH

	· Yoga teacher x 3
	£18.00
	· Yoga
	· Health and wellbeing

	· Server x4
	£11.50
	· Waitering
	· Allergy awareness

	· Chef x2
	£14.50
	· Cooking
	· Kitchen management

	· Business owner x1
	£45000
	· Leadership
	· Management



	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908]16 Premises

	
	Cost £

	[bookmark: Text141]Premises required at start-up:      
	£3564.162

	Premises required in the future (if different):      
	£3604.162



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909]17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Ethical Superstore
	· Food and Beverage
	· 30 days

	· Peace with the Whild
	· Cleaning supplies
	· 30

	· Bell Tent UK
	· Tents
	· 0 Days

	· Johnsons
	· Linnen service and bedding supply
	· 0 days



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910]18 Equipment
	

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	Tents
	After 1st month
	Loan
	£500

	Outdoor Furniture
	After 1st Month
	Loan
	£400

	Hotel
	Before opening
	Loan
	£3.500.000



	

	
	
	

	
	
	

	
	
[bookmark: _Toc287535459][bookmark: _Toc287535911]19 Managing operational risks

	Risk
	Solution

	Staff
· Sick days off
· Inadequate training
· Inadequate staffing during peak season
	
· Training people in many roles to provide coverage during emergencies
· Provide more training to employees.
· Pre-emptively recruit for high demand periods. 

	Suppliers
· Scarcity of food and beverages
· Linen firm is not operational. 

	
· Developing diverse dinners with ingredients that may be bought in advance or substituted.
· Having on-site linen available for modest loads in case of an emergency. 




	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]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.			
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc287535913]20 Start-up costs
	

	
	[bookmark: _Toc287535462]Calculate how much money you need before you start trading



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

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	21 Profit and loss forecast


	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535465][bookmark: _Toc287535915]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]

Total borrowing requirement for the business



	



	
	[bookmark: _Toc287535467][bookmark: _Toc287535916]
23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:

	

	
	The risk is associated with the bank's regulation regarding providing a large loan to an individual without assets to leverage in the loan agreement. If the bank does not agree to the amount, this business plan will fail immediately as the owner lacks the funds to purchase the original hotel and transform it into The Watermill Inn & Glamping.




	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
Forming a partnership with a franchise can provide the bank with advantages and trust, enabling them to lend a substantial amount of money.







	

	
	
	



	
	
	
	
	
	

	
	[bookmark: _Toc287535917][bookmark: _Toc287535470]24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	

	



	


	
	

	
	
	

	
	
	
	
	
	





25 Conclusion. 
The Water Mill Inn & Glamping represents a blend of luxury and nature, appealing to a certain market looking for a high-end and environmentally aware getaway. The concept merges luxurious lodging with the natural charm of the outdoors, effortlessly blending health and wellness activities like as yoga and meditation, together with gourmet cuisine that promotes a healthy lifestyle. Sustainability is not simply a characteristic but the central focus of the business, establishing alliances with similar organisations to promote environmental responsibility.
Initially, the ambitious goal is to achieve a break-even point, supported by the business's strong value proposition that distinguishes it from competitors. The Water Mill Inn offers a luxurious experience that is focused on environmental consciousness and personal wellness, rather than just accommodation.
In the next three to five years, the goal is to expand this model and turn the establishment into a symbol of sustainable luxury. The business aims to increase its market presence and establish new sustainability standards in the hotel industry by incorporating innovative eco-practices, extending wellness offerings, and utilising cutting-edge technology.
The goal is backed by a comprehensive marketing approach that utilises digital platforms to connect with a specific audience, focusing on community development and tailored experiences. The company's goal is to manage financial and operational risks by careful planning and prospective collaborations to maintain stability and achieve growth.
The Water Mill Inn & Glamping is creating a haven for sophisticated travellers while simultaneously promoting a future where luxury and sustainability can exist together. This reflects the changing needs of the travel industry and a more thoughtful connection with our world.
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 650,000 750,000 850,000

Less variable costs 196,000 225,000 236,000

Gross profit (sales less variable costs) 

= 

454,000 525,000 614,000

Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

455,000 525,000 684,000

Salaries/wages (survival income + 

any staff

150,000 165,000 175,000

Premises (including rent, rates, 

utilities)

0 0 0

Telephone and broadband 960 960 960

Printing, post and stationery 2,000 2,000 2,000

Advertising and promotion 30,000 35,000 40,000

Bank charges 500 500 500

Professional fees 10,000 10,000 10,000

Insurances 12,000 12,000 12,000

Bank/HP/Interest (payable to your 

bank)

20,000 20,000 20,000

Stock 60,000 60,000 60,000

Consumables 10,000 12,000 14,000

Equipment and vehicle leasing 0 0 0

Depreciation 50,000 50,000 50,000

Other tents, furniture,  20,000 20,000 20,000

Other 0 0 0

Other 0 0 0

Total fixed costs 365,460 387,460 404,460

Net profit (gross profit less fixed cost)

88,540 137,540 209,540

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 18 25

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

Total variable costs + total fixed costs (B)

561,460 612,460 640,460

Break even (B) divided by (A) 1 1 1
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		650,000		750,000		850,000

				Less variable costs		196,000		225,000		236,000

				Gross profit (sales less variable costs) =		454,000		525,000		614,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		455,000		525,000		684,000

				Salaries/wages (survival income + any staff		150,000		165,000		175,000

				Premises (including rent, rates, utilities)		0		0		0

				Telephone and broadband		960		960		960

				Printing, post and stationery		2,000		2,000		2,000

				Advertising and promotion		30,000		35,000		40,000

				Bank charges		500		500		500

				Professional fees		10,000		10,000		10,000

				Insurances		12,000		12,000		12,000

				Bank/HP/Interest (payable to your bank)		20,000		20,000		20,000

				Stock		60,000		60,000		60,000

				Consumables		10,000		12,000		14,000

				Equipment and vehicle leasing		0		0		0

				Depreciation		50,000		50,000		50,000

				Other tents, furniture,		20,000		20,000		20,000

				Other		0		0		0

				Other		0		0		0

				Total fixed costs		365,460		387,460		404,460

				Net profit (gross profit less fixed cost)		88,540		137,540		209,540

				Calculate your net profit margin (net profit divided by total sales x 100)		0		18		25

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

				Total variable costs + total fixed costs (B)		561,460		612,460		640,460

				Break even (B) divided by (A)		1		1		1
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£

3.604.162.00

Personal start-up contributions           - 10.000.00

Other start-up contributions            - 4.000.000.00

Total required = #VALUE!

= 405.000.00



Start-up costs

The assets you have available as security
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								£

				Start-up costs				3.604.162.00

				Personal start-up contributions		-		10.000.00

				Other start-up contributions		-		4.000.000.00

				Total required		=		0

				The assets you have available as security

						=		405.000.00
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Other Payments

0 0 0 0 0 0

TOTAL £

4,162,501 0 162,501 0 162,501 0 162,501 0 4,650,004 0

EXPENDITURE

Wages to staff (incl. PAYE & NI)

37,500 0 37,500 0 37,500 0 37,500 0 150,000 0

Premises (rent, rates & utilities)

30,000 0 30,000 0 30,000 0 30,000 0 120,000 0

Telephone & Broadband

240 0 240 0 240 0 240 0 960 0

Printing, post & stationery

999 0 999 0 999 0 999 0 3,996 0

Advertising & promotion

10,000 0 10,000 0 10,000 0 10,000 0 40,000 0

Bank charges

126 0 126 0 126 0 126 0 504 0

Professional fees

0 0 0 0 0 0 0 0 0 0

Insurances

4,000 0 4,000 0 4,000 0 4,000 0 16,000 0

Bank/HP

5,000 0 5,000 0 5,000 0 5,000 0 20,000 0

Equipment & vehicle leasing

0 0 0 0 0 0 0 0 0 0

Payments relating to variable costs

48,750 0 48,750 0 48,750 0 48,750 0 195,000 0

Capital Expenditure

0 0 0 0 0 0 0 0 0 0

Other Payments

0 0 0 0 0 0 0 0 0 0

VAT

0 0 0 0 0 0 0 0 0 0

Owner's wages/salary

11,250 0 11,250 0 11,250 0 11,250 0 45,000 0

Owner's National Insurance

2,475 0 2,475 0 2,475 0 2,475 0 9,900 0

Loan repayments (incl. interest)

0 0 0 0 0 0 0 0 0 0

Stock

15,000 0 15,000 0 15,000 0 15,000 0 60,000 0

Consumables

2,499 0 2,499 0 2,499 0 2,499 0 9,996 0

Tents and outdoor decoration

5,000 0 5,000 0 5,000 0 5,000 0 20,000 0

Other

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

TOTAL £

8,497,841 0 497,841 0 497,841 0 497,841 0 9,991,364 0
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				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)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		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

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		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 £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





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)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		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

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		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 £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		162,501		0		162,501		0		162,501		0		162,501		0		650,004		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		4,000,000		0		0		0		0		0		0		0		4,000,000		0

		Other Payments				0				0				0				0		0		0

		TOTAL £		4,162,501		0		162,501		0		162,501		0		162,501		0		4,650,004		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		37,500		0		37,500		0		37,500		0		37,500		0		150,000		0

		Premises (rent, rates & utilities)		30,000		0		30,000		0		30,000		0		30,000		0		120,000		0

		Telephone & Broadband		240		0		240		0		240		0		240		0		960		0

		Printing, post & stationery		999		0		999		0		999		0		999		0		3,996		0

		Advertising & promotion		10,000		0		10,000		0		10,000		0		10,000		0		40,000		0

		Bank charges		126		0		126		0		126		0		126		0		504		0

		Professional fees		0		0		0		0		0		0		0		0		0		0

		Insurances		4,000		0		4,000		0		4,000		0		4,000		0		16,000		0

		Bank/HP		5,000		0		5,000		0		5,000		0		5,000		0		20,000		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		48,750		0		48,750		0		48,750		0		48,750		0		195,000		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0

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

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		11,250		0		11,250		0		11,250		0		11,250		0		45,000		0

		Owner's National Insurance		2,475		0		2,475		0		2,475		0		2,475		0		9,900		0

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

		Stock		15,000		0		15,000		0		15,000		0		15,000		0		60,000		0

		Consumables		2,499		0		2,499		0		2,499		0		2,499		0		9,996		0

		Tents and outdoor decoration		5,000		0		5,000		0		5,000		0		5,000		0		20,000		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		8,497,841		0		497,841		0		497,841		0		497,841		0		9,991,364		0
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" Customer Segments

Age Ranges: 3564
‘Gender: Both Male and Female

“Typical Occupations: Professionals,
Managers, Business Ovners

Income Level: $25,000 and above per
year

Lifestyle &Values:
Eco-Friendly
Active Living
Health-Conscious

Interests & Hobbies:
Outdoor Activities
‘Wellness Practices
Mental and Physical Well-Being,
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Selected property: Pumla

Arrival: Wed 24 April 2024

Stay for: 2 nights v until Fri 26 April 2024

Adults: 2 v Children: Infants:

Total price £350.00

Cookie policy
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All prices include accommodation, yoga, all meals,
activities, and local transport to destinations.

We have the following options:

King room with ensuite bathroom
£440 per person for a shared double
or £770 for single occupancy

King room with shared bathroom
£385 per person for a shared double
or £660 for a single occupancy

Two Twin/Double rooms with shared bathroom
£385 per person

Triple room (single bed and bunk bed) with shared
bathroom
£330 per person

Non-residential Bookings
£275 per person

link to Chapel on the Green, for photos of accommodation

https:/www.chapelonthegreen.co.uk/retreats

Address

Chapel on the Green
Glasbury
HR3 5LJ)

For more information
and to book
please get in touch:

info@riverflowyoga.co.uk
Mobile: 07545581555
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Superior Double Room

Not available

Suite
Last Chance! Only 1 left

£76
£84
£84

96

£193.00 Book now
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Unique Accommodations: The blend of luxurious
retreat options including Glam Bell tents and cabins
provides a unique selling point.

Wellness Focus: Offering yoga and meditation
amenities that cater to the growing market for

wellness tourism.

the Wild' and ‘Ethical Superstore' reflecta
commitment to sustainability, which is attractive to
eco-conscious consumers.

Seasonal Adaptability: Providing different
accommodation types for varying seasons allows for
year-round operation and revenue.

Opportunities

« Expanding Customer Base: There's an opportu
target younger or lower-income segments with
different pricing strategies or offers.

« Partnership Expansion: Collaborations with mental

could increase referrals and market reach.

« Experience Enhancements: Offering seasonal or
themed retreat packages to attract return visitors
and new segments.

Weaknesses

« Market Dependence: A heavy reliance on a specific
demographic (35-64, high-income) could be a risk if
market trends shift.

o Fixed Costs: High fixed costsincluding property taxes,

nsurance, and staff salaries could impact
profitability during off-peak seasons.

« Location Constraints: Being a destination business,
accessibility might be an issue for some potential
guests.

cut back on luxury spending in economic downturns,
affecting revenue.

Competitive Market: The glamping and wellness
market is competitive, with new entrants.

continuously innovating.

environmental laws could impact operations,
especially since the business s land and nature-
intensive.
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Other Information

Support & training:

Inventory / Stock value:

Website:

Related Documents:

Staff are very keen to help the new owner settle in and
help them run the retreats. Staff are very experienced and
knowledgable in the field of ayurveda and yoga. Current
owner/director also prepared to train/help in any way. She
very much wants the business to continue in order to
support their loyal repeat guests and help new guests to
gain benefit from learning and experiencing The Clover
Mill offering.

£2,000 - included in the asking price

@ Login or register to view link

@& Sales Brochure
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Property:

Living Accommodation:

Location:

Premises Details:

Planning Consent:

Freehold

Characterful 17C 2-bed cottage, kitchen with large Aga,
renovated and insulated 10 years ago. Light and airy
bedrooms, lounge and bathroom. However this could be
added to as there are many other flexible spaces too.

Secluded countryside location, 200m drive from road.
Direct train to London and Birmingham from local train
station which is 10mins drive away. M5 is within 15mins
drive.

Setin 11 acres of countryside, 2-bed cottage, dining
room/relaxation area, 5-storey water mill with all original
features including working water wheel, housing yoga
studio, 6 treatment spaces, ladies and gents changing
rooms/showers, reception, consultation and steam room.
Six separate eco-lodges with twin/double beds and
bathrooms, one larger with kitchen and separate
bedroom.

All necessary planning permissions gained and building
control sign-off.
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Rural Yoga Retreat And Renovated Water Mill In

Malvern Hills For Sale
Malvern Hills, Herefordshire, UK

Asking Price: £3,500,000 Furniture / Fixtures and Inventory / Stock included
Turnover: Available on request
Net Profit: Available on request

"'5,_,_.._;—»

+8images





image22.png
Business Operation

Expansion Potential: Plenty of land suitable for extra accommodation.

Competition / Market: No similar business in the UK, The Clover Mill is based on
the Asian ayurveda/yoga retreat model.

Reasons for selling: Owner is looking to retire.

Trading hours: Mondays 10-5pm for massages, approx one
weekend/month and two 5-night retreats per month - but
variable as per calendar.

Could easily be extended to full-time.

Employees: 6 massage therapists, 4 are also yoga teachers, 1 chef, 1
housekeeper, 2 gardeners

Years established: 1"
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Introduction

Sophisticated natural surroundings at The Water

Mill Inn, where luxury and nature combine to create
an exquisite getaway. Wellness is integrated into
your stay, from the luxurious comfort of our Glam

Bell tents to the rejuvenating activities in our yoga
areas. Experience top -quality healthy food,
tranquilly year -round, and a personalised stay in an
eco - friendly setting that cares for the environment
and your well -being.
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              Introduction  S ophisticated natural surroundings at The Water Mill Inn, where luxury and nature combine to create an exquisite getaway. Wellness is integrated into your stay, from the luxurious comfort of our Glam Bell tents to the rejuvenating activities in our yoga areas. Experience top - quality healthy food, tranquilly year - round, and a personalised stay in an eco - friendly setting that cares for the environment and your well - being. 01    
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Vision

The Water Mill Inn & Glamping integrates
sustainability into its operations. The corporation
establishes significant partnerships with
environmentally concerned organisations to
guarantee that its operations are in line with and
promote environmental stewardship. Personalised
customer service is essential and can be
accomplished through direct engagement and
tailored services. The company guarantees a
unique and rejuvenating experience for its clients,
fostering a deep connection with them centred on
luxury, wellness, and a sincere admiration for
nature.

Yoga

Meditation

Bell tents

Glamping

Mental welbeing

Hotel rooms

Water Mill Inn &
Glamping

Restaurant
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                Vision The Water Mill Inn & Glamping integrates sustainability into its operations. The corporation establishes significant partnerships with environmentally concerned organisations to guarantee that its operations are in line with and promote environmental stewardship. Personalised customer service is essential and can be accomplished through direct engagement and tailored services. The company guarantees a unique and rejuvenating experience for its clients, fostering a deep connection with them centred on luxury, wellness, and a sincere admiration for nature. 02   
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The Bussiness

*- Designed for, Business model canvas for The Water Mill Inn & Glamping

) Key Partners

Peace with the Wild
Ethical Superstore
Bell Tent UK
Johnsons

Key Activities
Luxurious retreat
Connection whit nature Yoga practices
Yoga
Meditation
Food and beverages
The Water Mill Inn rooms
Accommodation in Glam bell tents
Accommodation in camp cabins in cold
seasons

. Key Resources

Main building The Water Mill Inn
Rooms

Glam Bell tents

Camping cabins

Restaurant

Staff

Meditation and Yoga focus amenities
Land

Flexible cost

Designed by, Sebastian Garbaty

¥ Valoe Proposition

Discover refined wilderness at The
Water Mill Glam bell Glamping,
where luxury and nature converge
for a sublime retreat. Here,
wellness is woven into the fabric of
your stay, from the elegant comfort
of our Glam Bell tents to the
restorative practices in our yoga
spaces. Savour the finest in
healthful dining, find serenity in
every season, and enjoy a stay
tailored to your desires—all within
an eco-conscious embrace that
nurtures the environment as much
as it does your spirit

Data collection trough
Property management
system

Anniversary gifts
Voucher's trough email
advertisement
Discount for regular
customers

Membership for regular
guests

Channels

Target advertisement
Phone conversation for a
personalised touch

Email advertisement

Social media advertisement
Social media Influencer
advertisement

Mental wellbeing hospital
collaborations

Accommodation’s:

e Date, 17/04/2024

Age Ranges: 35-64
Gender: Both Male and Female

Typical Occupations: Professionals,
Managers, Business Owners

Income Level: $25,000 and above per
year

Lifestyle & Values:
Eco-Friendly
Active Living
Health-Conscious

Interests & Hobbies:

Outdoor Activities

Wellness Practices

Mental and Physical Well-Being

Fixed cost Housekeeping and Cleaning Supplies + Tents

Property Costs Cleaning products and tools + Cabins

Mortgage or rent payments Guest Amenities “Roeas

Property taxes Utilities Food and B

Property insurance Labour Costs Pl

Staff Salaries Food and Beverage L

Loan Payments Marketing and Promotion  Bar

Maintenance and Repairs Commission Fees Event hosting:

Technology and Communications Operational Supplies + Stand up comedy,

Insurance Maintenance supplies for repairs + Outdoor cinema
Guest Services + Outdoor parties.
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Market ing

Our goods and service excel in the
market because we are dedicatedto . °
offering an experience that combines = &5
luxury with sustainability. The Water
Mill Inn & Glamping provides
luxurious high-end lodgings, _
including Glam Bell tents and custom
cabins, designed to combine comfort
with the rustic appeal of nature.
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                  04 Our goods and service excel in the market because we are dedicated to offering an experience that combines luxury with sustainability. The Water Mill Inn & Glamping provides luxurious high - end lodgings, including Glam Bell tents and custom cabins, designed to combine comfort with the rustic appeal of nature. Market ing           
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Swot and Pest

§'£rengths

Unique Accommodations: The blend of luxurious
retreat options including Glam Bell tents and cabins
provides a unique selling point.

Wellness Focus: Offering yoga and meditation
amenities that cater to the growing market for
wellness tourism.

Sustainable Practices: Partnerships with 'Peace with
the Wild' and "Ethical Superstore’ reflect a
commitment to sustainability, which is attractive to
eco-conscious consumers.

Seasonal Adaptability: Providing different
accommodation types for varying seasons allows for
year-round operation and revenue.

Expanding Customer Base: There's an opportunity to
target younger or lower-income segments with
different pricing strategies or offers.

Partnership Expansion: Collaborations with mental
wellbeing hospitals and other wellness institutions
could increase referrals and market reach.
Experience Enhancements: Offering seasonal or
themed retreat packages to attract return visitors
and new segments.

o Market Dependence: A heavy reliance on a specific
demographic (35-64, high-income) could be a risk if
market trends shift.

Fixed Costs: High fixed costs including property taxes,

insurance, and staff salaries could impact
profitability during off-peak seasons.

Location Constraints: Being a destination business,
accessibility might be an issue for some potential
guests.

Threats

Economic Downturns: High-income consumers may

cut back on luxury spending in economic downturns,

affecting revenue.

Competitive Market: The glamping and wellness
market is competitive, with new entrants
continuously innovating.

Environmental Regulations: Any changes in
environmental laws could impact operations,
especially since the business is land and nature-
intensive.

Economic Factors

Dispesable income Levels: The target market nchudes v
053000 Incorme, MaKing the BUSness SRSV 10 6conG

consumer spending

Touriam Ecanomy: Fhxtuatons I the kocal 2nd global tourtm economy Can|

WBcantly mpa OCCUPINCY raes and revenue

Interest Rates: Loan payments are part of the ied cost,so changes n intevestrate

ot mgact the Bnanctal hooith of the brsiness

Technology Factors

(Onine Booking and Marketing. AGVANCES I Lechnciogy an Imgeove the ficiency of
booking sysiems and broaden marketig outreach through socia medt and other
@ptal chanews.

+ Property Management Systems: integration of avanced propesty managemen

‘Gan streamiine operatsons and cnhance Gusomes &

+ Sustainable Technologies: Inovaions n sustanatie technoiogy Coukd help redc

0 ConSCous eSS, Sich 25 enewabic ¢ISFEY SOUTCES O Walet

>

Political Factors
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Social Factors
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Suntansbasy
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~ompetitors

eColwalk Park Hotel (2024) can offer spa services and amenities to attract customers seeking
relaxation.

eRiver Flow Yoga (n.d.) can collaborate with upscale local Glamping businesses to offer their
accommodations to customers seeking more luxurious lodging.

eKayaar Black Hill Farm Glamping (2022) business can collaborate with local restaurants to
provide customers with the option of ordering

Competitor name Strengths Weaknesses
e Colwalk Park Deluxe hotel good ¢ No wellness
Hotel (2024) location luxurious services
River Flow Strong local No deluxe

Yoga (n.d) awareness, nature accommodation
mindset balance
Kayaar Black Deluxe glamping No restaurant

Hill Farm services
(2022)
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                                   Competitors  06    • Colwalk Park Hotel (2024) can offer spa services and amenities to attract customers seeking relaxation. •River Flow Yoga (n.d.) can collaborate with upscale local Glamping businesses to offer their accommodations to customers seeking more luxurious lodging. • Kayaar Black Hill Farm Glamping (2022) business can collaborate with local restaurants to provide customers with the option of ordering
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Running the business

Total cost | Necessary Specialist skills and/or
experience qualifications
Housekeeper | £11.50 ¢ Cleaning e COSHH
x4
Yoga teacher | £18.00 Yoga Health and
x3 wellbeing
Server x4 £11.50 Waitering Allergy

awareness

Chef x2 £14.50 Cooking Kitchen Supplier What you’ll buy from them Number of days’ credit

e Ethical e Food and Beverage e 30days
mana.qemem Superstore

Business £45000 Leadership Management

owner x1 Peace with Cleaning supplies
the Whild

Bell Tent UK

Johnsons Linnen service and bedding
supply
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Financial statement:

21 Profit and loss forecast

Year 3 (£)
[Total expected sales 00¢ 7 850,000

Less variable costs X 236,000|
Gross profit (sales less variable costs)

454,000 ,000| 614,000

Cakculate your gross profit margin %
(gross profit divided by total sales x 684,000
100) (A)

Salaries/wages (survival income + 150000 175,000
any staff

Premises (including rent, rates,
utilities)

Telephone and broadband
Printing, post and stationery
Advertising and promotion

Bank charges

Professional fees

Insurances

Bank/HP/Interest (payable to your
bank)

Stock

Consumables
Equipment and vehicle leasing
Deprediation

Other tents, furniture,

Other

Other

Total fixed costs 365,460 387,460

ofit (gross profit less fixed cost) 88,540

4 241 497342 4% a4 | ll 4991384

Cakula
profit d

Cakulate your break even Year 3(g)

Totalarlable costs + total fixed 561,460 612, 640,450

Break even (B) divided by (A) 1 1
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Conclusion

The ambitious goal is to achieve a break -even point,
supported by the business's strong value proposition
that distinguishes it from competitors. The Water Mill
Inn offers a luxurious experience that is focused on

environmental consciousness and personal wellness,
rather than just accommodation.
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              Conclusion  T he ambitious goal is to achieve a break - even point, supported by the business's strong value proposition that distinguishes it from competitors. The Water Mill Inn offers a luxurious experience that is focused on environmental consciousness and personal wellness, rather than just accommodation. 09    
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THANK YOU!
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0

1,000

3,500,000

0

40,000

0

30,000

0

0

30,882

0

0

0

3,604,162

Professional fees

Training

Insurance

Other (please specify)

Rent/rent deposit



Marketing

Market research costs

TOTAL  £



Licences

Association fees

Wages/recruitment

Security/health and safety equipment


Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				200

		Telephones and broadband				80

		Equipment				2,000

		Stock				0

		Tools				0

		Vehicles				0

		Professional fees				0

		Insurance				1,000

		Rent/rent deposit				3,500,000

						0

		Marketing				40,000

						0

		Licences				30,000

		Training				0

		Association fees				0

		Wages/recruitment				30,882

		Security/health and safety equipment				0

		Market research costs				0

		Other (please specify)				0

		TOTAL  £				3,604,162






