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	1 Executive summary 
The proposed business in the further study illustrates entrepreneurship planning, as the plan is to develop the hotel in the UK. The hotel is named Green Hotel Groups, and the name defines its ability too. It means the business will focus on sustainability in terms of environment and success, that is the vision for the entrepreneur. All the legal requirements for running the business are critically defined along with the vision, which also includes the goals for the business. Entrepreneurs also do marketing research before opening the hotels, because primarily it has to describe to build a profitable business. All the factors needed for running the business in a complex environment are briefly analysed from the hotel's perspective. However, in the further part of the study, there is an estimated cost analysed which may change as per the market's needs.     
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	

	
	2 Business details

Company name: Green Hotel Groups
	

	
	Address: Featherstone Terrace, Southall UB2

	

	
	Primary contact method
Email: GreenHotelGroups@gmail.com
Phon no. 022xxxxxxxx

           
	

	
	
	

	
	The business will: 
With a firm emphasis on top-notch comfort and hospitality, our hotel and accommodation business stand out through impeccable services and unmatched facilities. We offer a diverse range of accommodation options, from luxurious rooms to spacious apartments, catering to all preferences and needs of our guests. Every aspect of our guest experience is carefully crafted to provide a memorable and relaxing stay. Alongside our accommodation offerings, we pride ourselves on our dining facility, where culinary delights meet exquisite ambience, promising a delightful gastronomic journey for our patrons
	

	


	
	
	
	
	
	

	
	3 Key personnel

Details of owner(s):
Name: Ancuta Racovita
	

	
	Position/main responsibilities: Owner/Founder
	

	
	Experience and knowledge of our industry: With over 25 years of combined experience in the hospitality industry, the owners possess a deep understanding of the intricacies and challenges of the sector. They have previously managed [mention any relevant previous positions or experiences].
	

	
	
	

	
	· Previous employment: 
· Ion Popa:
·  General Manager at Luxe Resorts Inc., where I oversaw all aspects of resort operations, including guest services, staff management, and financial performance.

· Director of Operations at Prestige Hospitality Group, responsible for developing and implementing strategic initiatives to enhance guest satisfaction and drive revenue growth.  

·  Ancuta Mariana Racovita: 

· Senior Financial Analyst at Hospitality Solutions LLC, where I conducted financial analysis, prepared budgets and provided strategic recommendations to optimize operational expenses.

· Finance Manager at Resort Management Corporation, overseeing financial planning, reporting, and analysis for multiple luxury resorts.

· Elena Gavril:      
· Operations Manager at Urban Hospitality Ventures, where I managed day-to-day operations, implemented efficiency improvements and ensured seamless guest experiences.

· Assistant General Manager at Skyline Hotels & Resorts, responsible for coordinating hotel operations, staff training, and maintaining quality standards.

· Andreea Panciu: Marketing Director at Destination Hotels & Resorts, where I developed and executed comprehensive marketing strategies to promote luxury hotel properties and increase brand awareness.

· Brand Manager at Boutique Hospitality Group, leading brand development initiatives, advertising campaigns, and digital marketing efforts to drive customer engagement and loyalty.


	

	
	· Key skills brought to the business: Ion Popa:
 has completed training in revenue management and customer service excellence, including certification programs such as the Revenue Management Fundamentals course by the Hospitality Sales and Marketing Association International (HSMAI).
Ancuța Mariana Racoviță: has undergone training in hotel management and sustainability practices, completing certification programs such as the Sustainable Hotel Operations course offered by the International Hotel & Restaurant Association (IH&RA).

Elena Gavril: has undergone specialized training in hospitality marketing and digital branding, obtaining certifications such as the Digital Marketing for Hospitality Professionals course offered by the American Hotel & Lodging Educational Institute (AHLEI).

Andreea Panciu: has received training in sustainable tourism development and eco-friendly hotel operations, participating in certification programs like the Sustainable Tourism Management course provided by the Global Sustainable Tourism Council (GSTC).
	

	
	Business experience and any training undertaken: 
Ion Popa:

· Ion Popa brings extensive business experience to the table, having worked for over a decade in the hospitality industry. Before co-founding Green Hotel Groups, Ion held various management positions in renowned hotel chains, where he honed his expertise in hotel operations, staff management, and guest relations. Ion has also undergone specialized training in hotel management and sustainability practices, completing certification programs such as the Sustainable Hotel Operations course offered by the International Hotel & Restaurant Association (IH&RA).

Ancuța Mariana Racoviță:

· Ancuța Mariana Racoviță boasts a rich background in revenue management and customer service excellence. Before venturing into entrepreneurship with Green Hotel Groups, Ancuța held senior positions in revenue management departments of leading hotels, where she successfully implemented strategies to optimize revenue streams and enhance guest satisfaction. Ancuța has undergone extensive training in revenue management and customer service, including certification programs such as the Revenue Management Fundamentals course by the Hospitality Sales and Marketing Association International (HSMAI).

Elena Gavril:

· Elena Gavril brings a wealth of experience in hospitality marketing and digital branding to the team. Before co-founding Green Hotel Groups, Elena held marketing leadership roles in hospitality organizations, where she spearheaded innovative marketing campaigns and built strong brand identities in the digital space. Elena has received comprehensive training in hospitality marketing and digital branding, obtaining certifications such as the Digital Marketing for Hospitality Professionals course offered by the American Hotel & Lodging Educational Institute (AHLEI).

Andreea Panciu:

· Andrea has a solid background in sustainable tourism development and eco-friendly hotel operations. Before joining forces to establish Green Hotel Groups, Andrea worked in various capacities within the sustainable tourism sector, focusing on initiatives to promote responsible tourism practices and minimize environmental impact. Andrea has participated in specialized training programs such as the Sustainable Tourism Management course provided by the Global Sustainable Tourism Council (GSTC), equipping her with the knowledge and skills necessary to drive sustainability efforts within the hospitality industry.


	

	
	Academic/professional qualifications: University of Wales Trinity St, Davis/ BA International Hotel Management
	

	
	1. Salary expectations £ Ion Popa: £65,000

2. Ancuța Mariana Racoviță: £45,000 

3. Elena Gavril: £45,000 

4. Andreea Panciu: £45,000


	

	
	
	

	
	1. position/main responsibilities: 
Ion Popa: CEO & Finance Director - Ion oversees financial management, ensuring profitability and providing strategic leadership.

Ancuta Mariana Racovita: Operations Director - Ancuta optimizes operations for exceptional guest experiences and efficiency.

Elena Gavril: Marketing and Sales Director - Elena drives revenue through effective marketing and sales strategies.

Andrea Panciu: Human Resources Director - Andrea manages HR to recruit and retain top talent, fostering a positive work environment.
	

	
	1. Experience and knowledge of our industry: Ion Popa: With a background in finance and leadership roles in the hospitality sector, Ion brings extensive industry knowledge and a proven track record of success.

2. Ancuta Mariana Racovita: Ancuta has a wealth of experience in hotel operations, gained from working in various roles within the industry, ensuring she understands the intricacies of our business.

3. Elena Gavril: Elena's expertise lies in marketing and sales within the hospitality sector, with a deep understanding of industry trends and customer behaviour.

4. Andrea Panciu: Andrea possesses comprehensive knowledge of human resources management within the hospitality industry, having worked in similar capacities in reputable hotels, making her well-suited to oversee our workforce effectively.


	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


Vision

	
	
	

	
	4 The business idea
	

	
	1. Sum up your business idea:

The fundamental concept behind this hotel is to practise reaching environmental sustainability targets. Sustainability is presently a key focus in many businesses, including the hotel industry, where it is an important concern for industry development. Car2Go offers green transportation options to its customers. The relationship with this firm becomes justifiable to supply ecologically friendly transportation services to consumers for varied locations as required.  Deliveroo, an ecologically conscious food delivery firm, may assist the company in delivering sustainable meals and supper menus to local clients.
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	5 Business goals
	

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

	
	This business may draw in clients who care about sustainability and the environment by offering green products and services that justify their investment in it. This hotel will attract clients of all ages and socioeconomic backgrounds by focusing on demographic groupings. Conversely, choosing the right regional segment will help you target clients in different places, and behavioural data will help you draw in customers who have long-term concerns. This business can offer its ecological services to clients by taking help from its vendors who have products that are renewable and obtained from sustainable natural sources (Pereira-Moliner et al., 2021). This business may enhance its offerings and draw in more clients with digital marketing, thanks to the skilled staff members' technological and long-term abilities. Choosing web marketing as a strategy will help them draw in more clients.

	

	
	
	

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

3. In 3-5 years, Green Hotel Groups aims to become a leading name in sustainable hospitality across the UK, expanding to multiple locations and becoming the go-to choice for eco-conscious travellers.

	

	
	
	

	
	
	

	
	

	
	
	

	
	6 What the business does


	

	
	Product/service

Features
Benefits
· Offers hotel services with a focus on economic and sustainable architectural infrastructure.
· Incorporates eco-friendly materials and practices.
· Implements energy-efficient technologies.
· Utilizes sustainable architectural practices.
· Offers a range of hotel services catering to diverse customer needs.
· Reduces carbon footprints: By focusing on sustainable infrastructure, the hotel contributes to environmental conservation efforts and minimizes its impact on the planet.
· Cost-effectiveness: Economic architectural practices and energy-efficient technologies result in lower operational costs, translating to potential savings for the business.
· Enhanced reputation: Embracing sustainability enhances the hotel's brand image and attracts environmentally conscious customers.
· Diverse offerings: The hotel provides a variety of services to meet the preferences and needs of different guests, enhancing customer satisfaction and loyalty.

	

	
	
	

	
	7 What makes the business different (Value Proposition)

	

	
	     This firm had the fourth position in the UK online traffic market with its sustainable accommodations. The company's value proposition is reinforced by its eco-friendly services, which enable it to draw in clients who care about sustainability and the environment. This hotel also provides sustainable cuisine to its local clientele. Following the epidemic, there was a rise in demand for sustainability in the tourist industry (Floričić, 2020). With no-direct-hand-touch services and sustainable hotel services, the possible effect of green hotel operations following the pandemic crisis drew in more clients. Through engaging with these clients, Green Hotel Group expanded the reach of its marketing efforts in London.
	

	
	
	


	
	
	

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

1.      Choose goods with little to no packaging or ones where the provider recycles the containers. Ask for packaging that isn't made of single-use plastics.
2. Effectively utilizing resources such as In addition to installing solar panels for power and water heating, hotels should transition to renewable energy sources and make use of energy-saving gadgets (such as motion sensors and room cards that can be used to turn off the lights and air conditioning while guests are not in the room).

3. Reduce waste by using reusable dispensers in bathrooms instead of disposable shampoo and shower gel bottles.

	

	
	You will meet your legal and insurance requirements by:
Green Hotel Group should also get Hotel Sustainability Certification that will help them to Boost the involvement among employees who are concerned about social and environmental concerns
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	9 Market research
	

	
	Trends in your chosen market are:

· Growing Demand for Sustainability
· Government Regulations and Incentives
· Rise of Eco-Tourism
· Innovation in Green Technologies
· Corporate Social Responsibility (CSR)
· Focus on Health and Wellness
· Transparency and Accountability
	

	
	How you know this:

· A thorough analysis of the market revealed that the best course of action is to attempt to identify the market trend immediately (Chandran and Bhattacharya, 2021). The need for ecologically friendly accommodation has increased significantly in the current period of sustainable development, as tourists and business clients seek eco-friendly experiences. Following that, one should evaluate the company's strengths and weaknesses based on consumer input and work to close any gaps. The preferences of the customer should also be taken into account, and their actions for sustainable accommodation should be researched.
	

	
	10 Profiling customers

The customer groups you will be selling to are: 
1. Environmentally Concerned Families:
2. Travellers Seeking Relaxation:
3. Environmentally Conscious Business Travellers:
4. Environmentally Conscious Travellers:
	

	
	Your customer research has shown what your customers want is: 
	

	
	1. Through customer surveys and market analysis, it was found that environmentally concerned families prioritize sustainability in their travel choices. They value experiences that allow them to integrate environmental conservation into their family activities.
2.  Customer feedback and online reviews indicate that travellers seeking relaxation prioritize comfort and tranquillity during their stays. They are interested in amenities and services that promote relaxation and well-being.
3. Surveys and interviews with business travellers reveal that environmentally conscious individuals prioritize sustainability even during business trips. They seek accommodations that align with their values while also meeting their professional needs.
4. Analysis of booking patterns and customer feedback demonstrates that environmentally conscious travellers actively seek out eco-friendly accommodations and activities. They prioritize supporting businesses that prioritize sustainability and environmental conservation.
	

	
	
	

	
	How you know this:

The customer groups you will be selling to are environmentally concerned families, travellers seeking relaxation, environmentally conscious business travellers, and environmentally conscious travellers When creating client profiles, it's important to consider their behaviours, beliefs, interests, and psychographics. Since millennials and Gen Z are more environmentally concerned customers with strong cultural values, they are typically more open to sustainable methods. Individuals who have an open mind, travel, and lead environmentally conscious lives are more likely to gladly support sustainable living (Olya et al., 2021). In general, guests value hotels that provide them with a distinctive and unforgettable experience by integrating the local cultures and traditions. By understanding the specific needs and desires of eco-conscious travellers, green hotels can create personalized experiences that align with their sustainability goals. This can include offering organic and locally sourced food options, implementing energy-efficient practices throughout the hotel, and providing educational programs on environmental conservation. Green hotels promote ecologically friendly activities such as employing renewable energy sources, conserving water, and supporting recycling programs. Additionally, green hotels can collaborate with local eco-friendly businesses and organizations to offer unique experiences such as nature tours or volunteering opportunities, further enhancing their appeal to eco-conscious travellers and promoting economic growth and cultural preservation.

	

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

Group

Number of customers

The price they might pay per unit
Environmentally Concerned Families
500
£120
Travellers Seeking Relaxation
300
£150
Environmentally Conscious Business Travellers
200
£180
Environmentally Conscious Travellers
400
£100
     
     
£     
     
     
£     
     
     
£     

	

	
	
	


	
	
	

	
	11 Profiling competitors


	


	
	Competitor name

Strengths

Weaknesses

· Marriott
· High standards of quality and consistent service across the global network
· Dependency on the effectiveness of the Marriott Bonvoy loyalty program to retain customers, which may face challenges in a competitive market
· Hilton
· Diverse portfolio, including brands such as Waldorf Astoria, Conrad, Hilton Garden Inn, and Hampton Inn, catering to various guest needs and preferences.
· The sheer size and scale of the Hilton portfolio may result in occasional service lapses or difficulty in maintaining consistent quality.
· InterContinental
· Personalized service and attention to detail for an upscale experience.
· Higher price points compared to other hotel chains, limiting accessibility to a broader range of travellers.
How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Personalized Experiences: Offer personalized experiences tailored to the preferences and needs of individual guests. This can include personalized welcome amenities, room preferences, and curated local experiences.

· Technology Integration: Implement innovative technologies such as mobile check-in/out, keyless entry, and in-room automation to enhance convenience and efficiency for guests.

· Sustainability Initiatives: Emphasize sustainability initiatives such as energy conservation, waste reduction, and locally sourced products to appeal to environmentally conscious travellers.

· Wellness Programs: Introduce comprehensive wellness programs that include fitness facilities, healthy dining options, spa services, and wellness-focused activities to cater to the growing demand for health-conscious travel experiences.

· Culinary Experiences: Showcase unique culinary experiences by collaborating with renowned chefs, hosting food festivals, and offering cooking classes or tasting events featuring local cuisine.

· Exclusive Partnerships: Form partnerships with local attractions, tour operators, and entertainment venues to offer exclusive discounts or packages to guests, enhancing the overall value of their stay.

· Flexible Pricing Models: Implement flexible pricing models such as dynamic pricing, seasonal promotions, and loyalty program discounts to appeal to budget-conscious travellers while maximizing revenue during peak seasons.

· Enhanced Loyalty Program Benefits: Enhance the benefits of the loyalty program by offering additional perks such as complimentary upgrades, exclusive access to events, and partnerships with airlines or other travel-related services.

· 
	

	
	
	

	
	
	

	
	12 Managing market risks

Write down the risks you have identified:

1. Competition from Established Brands Management Strategy.

	

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

	
	1. Market Positioning: Emphasize unique eco-friendly and personalized services.

2. Targeted Marketing: Focus on niche markets and specific customer segments.

3. Partnership and Collaboration: Forge alliances for increased visibility.

4. Continuous Improvement: Adapt services based on guest feedback.

5. Pricing Strategy: Offer competitive pricing with added value.

6. Employee Training: Ensure staff are knowledgeable and hospitable.

7. Customer Relationship Management: Personalize offerings for guest retention.

One of the most important things to consider when creating sustainable hotels is economic unpredictability. It is important to constantly monitor market trends and economic indicators and to take precautions against economic shocks (Xu and Wong, 2021). Maintaining updated information on customer preferences and developing an appealing value proposition and distinctive selling features can help the hotel stand out from rivals.
	

	
	13 Pricing
	

	
	How you can calculate your prices:
	

	
	· Cost Analysis:

a. Determine all operational costs, including utilities, salaries, maintenance, and supplies.

b. Factor in any additional costs associated with eco-friendly practices, such as renewable energy sources or sustainable materials.

· Market Analysis:

a. Research competitor pricing to understand the market range for similar eco-friendly accommodations.

b. Analyse market demand and consumer preferences for green hotels in your target area.

c. Consider seasonality and special events that may impact pricing dynamics.

· Profit Margin:

a. Decide on the desired profit margin for the hotel group.

b. Factor in any investments or expansion plans that require additional revenue.

· Value Proposition:

a. Determine the unique value proposition of your green hotel group compared to competitors.

b. Assess how much customers are willing to pay for eco-friendly amenities and services.

· Dynamic Pricing:

a. Implement dynamic pricing strategies based on demand fluctuations, seasonality, and other market variables.

b. Offer promotional discounts or packages to attract customers during off-peak periods.

· Sustainability Investments:

a. Consider the long-term benefits of sustainability investments and factor them into pricing decisions.

b. Communicate the value of eco-friendly initiatives to justify potentially higher prices to customers.

· Feedback and Adjustments:

a. Collect feedback from guests regarding pricing satisfaction and perceived value.

b. Monitor market trends and adjust pricing strategies accordingly to stay competitive.

	

	
	
	


	
	
	

	
	How your prices compare with the competition:
	

	
	Product/service

Your price(s)
Range of competitor prices (per unit)
Standard Room 
£100
£120
Deluxe Room
£150
£160
Suite
£200
£220
Eco-Friendly Dining
£30
£35
Spa Services
£50
£60
Conference Facilities
£250
£300
     
£     
£     

	

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

· Value-based pricing which benefits both customers and the environment, should be the primary emphasis when creating a pricing plan. It is important to maximize both profit and usefulness (Raja et al., 2020). While regular rooms can be priced so that everyone can afford them, premium eco-friendly accommodations may have a higher price. To draw in budget-conscious tourists, offer cheaper lodging prices on weekdays or off-season seasons; on holidays or during peak travel seasons, when demand is stronger, retain higher rates.
	

	
	
	


	
	
	

	
	14 Promotion and advertising

How and where will you promote your product/service?
	

	
	
	

	
	An integral part of every marketing plan is advertising. The audience should be focused on eco-aware tourists, sustainability enthusiasts, and people interested in environmentally conscious tourism, taking into account their demographics, psychological factors, and behavioural traits. Create a powerful online identity by using a well-designed, search engine-optimised website (SEO). Use social networking sites such as Facebook, Twitter, and Instagram to interact with fans, post user-generated material, and highlight your environmentally friendly endeavours (Chu et al., 2020). This company may be promoted by partnering with Sustainable Travel Platforms.


	

	
	
	

	
	
	


Running the business

	
	
	

	
	15 Staff


	

	
	Hiring skilled employees for the business is essential to ensure success, as the efficiency of employees aims towards sustainable growth of the business in a changing marketing environment (Bilan et al., 2020). 

High level of management

The primary staff to be included in the management is the senior level of management, who can handle the lower and middle level of employees too (Bokareva and Yudina, 2020). Their potential will ensure the effectiveness of other employees, as they are responsible for motivating and managing the employees.

Chiefs and housekeeping teams

Becoming an entrepreneur is difficult for any person because they have to manage all the components of a successful business (Bauman and Lucy, 2021). So, during the staff hiring process, it has to be considered that the chiefs and housekeeping team know all the requirements of the business. The selection will decide the customer attraction because the cleaning of hotels and the quality of food a needed factors for hotels' growth.

Sales and marketing team

They are the key factor for spreading business awareness, as the sales and marketing team strategically define the promotion process (Schmitt et al., 2021). It includes the advertising of business too, that will decide the regional growth of the hotel.


	

	
	16 Premises

Cost £

Premises required at start-up: To be determined based on location, size, and amenities.
£1200000
Premises required in the future (if different): Subject to business expansion plans and market demand.
£

	

	
	17 Suppliers

Your key suppliers and their credit terms

Supplier

What you’ll buy from them

Number of days’ credit

· Ecolab
Eco-friendly cleaning products and food safety solutions.
· 30
· Tesla
· Solar energy storage systems and electric vehicle charging stations.
· 30
· Green Spa Network
· environmentally friendly spa products and services.
· 30
· Interface
· Sustainable carpets and flooring materials.
· 30
· Bamko
· Reusable travel kits, eco-friendly personal hygiene products, and customized promotional items.
· 30

	

	
	
	

	
	
	


	
	
	

	
	18 Equipment
	

	
	Room maintenance facilities

Green Hotel Groups have to facilitate various equipment in hotels to manage the room maintenance facilities. It means the equipment will ensure that any room shall not go through with bad facilities, and customers must not feel any inconvenience for using the Hotel rooms.

Kitchen and dining equipment

The kitchen equipment for the hotels shall be done within the technology, as there are several advanced kitchen facilities available in the market (Stringam and Gerdes, 2021). It will allow the Green Hotel Groups to prepare food with conceived and as per the best possible taste, which further increases customer satisfaction.
	

	
	
	

	
	
	

	
	19 Managing operational risks.
Risk

Solution

Risk Assessment Planning for Green Hotel Groups is a critical plan that could be the foundation for establishing a successful business (Ritchie, and Jiang, 2021). In the planning process, the entrepreneur has to ensure that they are analysing all the key factors that fall under major or even minor risks (Crovini et al., 2021).

Environment forecast.
The risk assessment factor is necessary for Green Hotel Groups to determine where they stand in the complex market environment. It is a needed process that also defines the competitors for hotels, as Green Hotel Group has to manage all the steps of its competitors that may harm them, if not analysed before happening.

Legal Requirements​.
The operations of the hotel group should be done after managing the legal compliance set by government authorities and bodies. It could be for the food criteria, location, or any part of business, as every process falls under legal policies. So, the Green Hotel groups have to manage the legality of the UK to build a sustainable business.
Environmental Analysis: It is crucial to fully assess the environmental factors that can impact the business, including market trends, competition behaviour, and legislative changes. A clear understanding of these aspects will allow the hotel to adapt and respond promptly to market changes.

Legal Compliance: Adhering to relevant laws and regulations is essential for the hotel's legal and sustainable operation. Green Hotel Group should ensure that all operations comply with government norms and legislative requirements related to the environment, food safety, and other relevant aspects.

Risk Management Plan Development: The hotel should develop a comprehensive risk management plan to identify and evaluate potential risks, establish measures to mitigate them, and develop response strategies in case these risks arise. This may include implementing food safety procedures, ensuring infrastructure resilience to extreme events, and developing relationships with authorities to obtain support and assistance in times of crisis.
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	20 Start-up costs
	

	
	Calculate how much money you need before you start trading


[image: image2.emf]500

10,000

5,000

3,000

4,000

2,000

275,000

5,000

6,000

1,200,000

Furniture, Equipment, and Operational Needs: Covering furniture and fixtures (£200,000), kitchen equipment (£150,000), and IT infrastructure (£100,000).

450,000

0

0

0

0

2,017,000

Stationery

Marketing

Market research costs

Association fees

Wages/recruitment

Training



TOTAL  £



Consumables

Licences



Security/health and safety equipment

Other (Property Acquisition and Renovations: Including the purchase of the property for £1,500,000 and renovations totalling £500,000 



	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	21 Profit and loss forecast.

[image: image3.emf]Year 1 (£) Year 2 (£)

Total expected sales 1,800,000 0

Less variable costs 175,000 0

Gross profit (sales less variable costs) 

= 

1,625,000 0

Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

90,2 0

Salaries/wages (survival income + any 

staff

250,000 0

Premises (including rent, rates, 

utilities)

75,000 0

Telephone and broadband 1,200 0

Printing, post and stationery 6,000 0

Advertising and promotion 18,000 0

Bank charges 0 0

Professional fees 10,000 0

Insurances 7,000 0

Bank/HP/Interest (payable to your 

bank)

0 0

Stock 15,000 0

Consumables 5,000 0

Equipment and vehicle leasing 0 0

Depreciation 0 0

Other (please specify) 0 0

Other 0 0

Other 0 0

Total fixed costs 387,200 0

Net profit (gross profit less fixed cost) 1,237,800 0

Calculate your net profit margin (net 

profit divided by total sales x 100)

69 0

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

Total variable costs + total fixed costs 

(B)

562,200 0


	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	22 Sourcing finance
	


	
	Total borrowing requirement for the business


[image: image4.emf]£

2,822,500

Personal start-up contributions           - 2,000,000

Other start-up contributions      investors      - 822,500

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:
	

	
	· Revenue Variability: Implementing flexible pricing strategies and diversifying revenue streams.

· Delayed Financing: Maintaining open communication with lenders and exploring alternative funding options.

· Unforeseen Expenses: Building contingencies into the budget and conducting regular financial reviews.

The assessment of the financial forecast includes the managing risk factors too, that have to be defined by the Green Hotel Groups specifically. In the process, the considered factor is that hotels have to prepare the budget planning and there must be specific allocations for financial risk (Wu et al., 2022). It will ensure that the organisation may not lack if there are any such circumstances occur.


	

	
	How you will minimise their impact:

Variability of revenue:

· Monitoring market trends, adjusting prices, and investing in marketing.

· Offering special deals during periods of low demand.

Delayed financing:

· Maintaining relationships with financiers.

· Exploring alternative funding options.

· Establishing partnerships.

Unforeseen expenses:

· Periodic inspection.

· Building a contingency fund.

Improving financial planning and budgeting:

· Financial forecasting and scenario analysis.

· Rigorous budget monitoring.

· Cultivating a culture of financial discipline.

Building resilience and flexibility:

· Diversifying revenue streams.

· Investing in technology and infrastructure.

· Developing crisis management plans.


	

	
	
	


	
	
	
	
	
	

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


	

	
	
[image: image5.emf]Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 0 0 125,000 0 130,000 0 140,000 0 145,000 0 155,000 0 175,000 0 870,000 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 (events) 0 0 3,000 0 2,000 0 4,500 0 2,500 0 6,000 0 5,000 0 23,000 0

TOTAL £ 0 0 0 0 132,000 0 144,500 0 147,500 0 161,000 0 180,000 0 893,000 0

EXPENDITURE

Wages to staff (incl. PAYE & NI) 0 0 20,833 0 20,833 0 20,833 0 20,833 0 20,833 0 20,833 0 124,998 0

Premises (rent, rates & utilities) 0 0 5,400 0 5,540 0 5,650 0 5,900 0 6,100 0 6,410 0 35,000 0

Telephone & Broadband 0 0 100 0 100 0 100 0 100 0 100 0 100 0 600 0

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

Advertising & promotion 4,000 0 1,166 0 1,166 0 1,166 0 1,166 0 1,166 0 1,166 0 10,996 0

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

Professional fees 0 0 720 0 790 0 805 0 820 0 835 0 832 0 4,802 0

Insurances 0 0 583 0 583 0 583 0 583 0 583 0 583 0 3,498 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 2,000 0 1,000 0 1,000 0 1,000 0 1,000 0 1,000 0 1,000 0 8,000 0

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

Other (Property Acquisition and Renovations) 2,450,000 0 0 0 0 0 0 0 0 0 0 0 0 0 2,450,000 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 £ 2,456,000 0 30,302 0 30,512 0 30,637 0 30,902 0 31,117 0 50,117 0 2,659,587 0

Income less expenditure ######## 0 -30,302 0 101,488 0 113,863 0 116,598 0 129,883 0 179,950 0 ######## 0

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

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

4 5 6 TOTAL



Start-up 0 1 2 3


	

	
	
	

	
	
	

	
	
	
	
	
	


25 Conclusion. 

The above study concludes a proposed business planning report for an entrepreneur, who is planning to open a hotel in the UK. The hotel is named Green Hotel Group, and the vision behind the hotel is to prepare this under best practices to develop a sustainable success. It has to be done under all legal requirements, and the marketing factors will be analyzed by the entrepreneur for its growth. However, the business also needs multiple kinds of resources to run the business effectively, which includes human resources and inventories. To fulfil all the requirements of the business, there would be the need for $715,00, where $100,00 is included as miscellaneous. The miscellaneous allocated fund will mitigate the risk factors if any occur in business. 
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_1771091794.xls
Sheet1

		

						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		1,800,000		0		0

				Less variable costs		175,000		0		0

				Gross profit (sales less variable costs) =		1,625,000		0		0

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		90,2		0		0

				Salaries/wages (survival income + any staff		250,000		0		0

				Premises (including rent, rates, utilities)		75,000		0		0

				Telephone and broadband		1,200		0		0

				Printing, post and stationery		6,000		0		0

				Advertising and promotion		18,000		0		0

				Bank charges		0		0		0

				Professional fees		10,000		0		0

				Insurances		7,000		0		0

				Bank/HP/Interest (payable to your bank)		0		0		0

				Stock		15,000		0		0

				Consumables		5,000		0		0

				Equipment and vehicle leasing		0		0		0

				Depreciation		0		0		0

				Other (please specify)		0		0		0

				Other		0		0		0

				Other		0		0		0

				Total fixed costs		387,200		0		0

				Net profit (gross profit less fixed cost)		1,237,800		0		0

				Calculate your net profit margin (net profit divided by total sales x 100)		69		0		0

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

				Total variable costs + total fixed costs (B)		562,200		0		0

				Break even (B) divided by (A)		0		0		0
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_1771094013.xls
START UP COSTS

						£

		IT and computers				10,000

		Telephones and broadband				2,000

		Equipment				20,000

		Stock				15,000

		Tools				1,000

		Vehicles				0

		Professional fees				5,000

		Insurance				3,500

		Rent/rent deposit				0

		Stationery				500

		Marketing				10,000

		Consumables				5,000

		Licences				3,000

		Training				4,000

		Association fees				2,000

		Wages/recruitment				275,000

		Security/health and safety equipment				5,000

		Market research costs				6,000

		Other (Property Acquisition and Renovations: Including the purchase of the property for £1,500,000 and renovations totalling £500,000				1,200,000

		Furniture, Equipment, and Operational Needs: Covering furniture and fixtures (£200,000), kitchen equipment (£150,000), and IT infrastructure (£100,000).				450,000

						0

						0

						0

						0

		TOTAL  £				2,017,000
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Sheet1

		

								£

				Start-up costs				2,822,500

				Personal start-up contributions		-		2,000,000

				Other start-up contributions      investors		-		822,500

				Total required		=		0

				The assets you have available as security

						=		0





Sheet2

		





Sheet3

		






_1770619510.xls
First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

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

		INCOME

		Cash from sales (incl. VAT)		0		0		125,000		0		130,000		0		140,000		0		145,000		0		155,000		0		175,000		0		870,000		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 (events)		0		0		3,000		0		2,000		0		4,500		0		2,500		0		6,000		0		5,000		0		23,000		0

		TOTAL £		0		0		0		0		132,000		0		144,500		0		147,500		0		161,000		0		180,000		0		893,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		20,833		0		20,833		0		20,833		0		20,833		0		20,833		0		20,833		0		124,998		0

		Premises (rent, rates & utilities)		0		0		5,400		0		5,540		0		5,650		0		5,900		0		6,100		0		6,410		0		35,000		0

		Telephone & Broadband		0		0		100		0		100		0		100		0		100		0		100		0		100		0		600		0

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

		Advertising & promotion		4,000		0		1,166		0		1,166		0		1,166		0		1,166		0		1,166		0		1,166		0		10,996		0

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

		Professional fees		0		0		720		0		790		0		805		0		820		0		835		0		832		0		4,802		0

		Insurances		0		0		583		0		583		0		583		0		583		0		583		0		583		0		3,498		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		2,000		0		1,000		0		1,000		0		1,000		0		1,000		0		1,000		0		1,000		0		8,000		0

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

		Other (Property Acquisition and Renovations)		2,450,000		0		0		0		0		0		0		0		0		0		0		0		0		0		2,450,000		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 £		2,456,000		0		30,302		0		30,512		0		30,637		0		30,902		0		31,117		0		50,117		0		2,659,587		0

		Income less expenditure		-2,456,000		0		-30,302		0		101,488		0		113,863		0		116,598		0		129,883		0		179,950		0		-1,766,587		0

		Opening bank balance		0		0		-2,456,000		0		-2,486,302		0		-2,384,814		0		-2,270,951		0		-2,154,353		0		-2,024,470		0		-2,024,470		0

		Closing bank balance		-2,456,000		0		-2,486,302		0		-2,384,814		0		-2,270,951		0		-2,154,353		0		-2,024,470		0		-1,844,520		0		-1,844,520		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)		870,000		0		0		0		0		0		0		0		0		0		0		0		0		0		870,000		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)		23,000		0		0		0		0		0		0		0		0		0		0		0		0		0		23,000		0

		TOTAL £		893,000		0		0		0		0		0		0		0		0		0		0		0		0		0		893,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		124,998		0		0		0		0		0		0		0		0		0		0		0		0		0		124,998		0

		Premises (rent, rates & utilities)		35,000		0		0		0		0		0		0		0		0		0		0		0		0		0		35,000		0

		Telephone & Broadband		600		0		0		0		0		0		0		0		0		0		0		0		0		0		600		0

		Printing, post & stationery		3,000		0		0		0		0		0		0		0		0		0		0		0		0		0		3,000		0

		Advertising & promotion		10,996		0		0		0		0		0		0		0		0		0		0		0		0		0		10,996		0

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

		Professional fees		4,802		0		0		0		0		0		0		0		0		0		0		0		0		0		4,802		0

		Insurances		3,498		0		0		0		0		0		0		0		0		0		0		0		0		0		3,498		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		8,000		0		0		0		0		0		0		0		0		0		0		0		0		0		8,000		0

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

		Other (please specify)		2,450,000		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 £		2,659,587		0		0		0		0		0		0		0		0		0		0		0		0		0		2,659,587		0

		Income less expenditure		-1,766,587		0		0		0		0		0		0		0		0		0		0		0		0		0		-1,766,587		0

		Opening bank balance		-2,024,470		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0

		Closing bank balance		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0		-1,844,520		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		395,000		0		475,000		0		0		0		0		0		870,000		0

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

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

		Other Payments		9,500		0		13,500		0		0		0		0		0		23,000		0

		TOTAL £		276,500		0		488,500		0		0		0		0		0		765,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		62,499		0		62,499		0		0		0		0		0		124,998		0

		Premises (rent, rates & utilities)		16,590		0		18,410		0		0		0		0		0		35,000		0

		Telephone & Broadband		300		0		300		0		0		0		0		0		600		0

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

		Advertising & promotion		7,498		0		3,498		0		0		0		0		0		10,996		0

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

		Professional fees		2,315		0		2,487		0		0		0		0		0		4,802		0

		Insurances		1,749		0		1,749		0		0		0		0		0		3,498		0

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

		Equipment & vehicle leasing		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

		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		0		0		0		0		0		0		0		0		0		0

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

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

		Stock		5,000		0		3,000		0		0		0		0		0		8,000		0

		Consumables		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		2,450,000		0		0		0		0		0		0		0		2,450,000		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		2,547,451		0		112,136		0		0		0		0		0		2,659,587		0






