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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary 

The Green Leaf Inn is a pioneering venture in the hospitality industry, committed to sustainability and environmental responsibility. Our vision is to redefine luxury by seamlessly integrating eco-conscious practices with exceptional guest experiences. Through innovative marketing strategies, we aim to cultivate a loyal customer base that values sustainability and seeks meaningful travel experiences. In terms of finance, we prioritize long-term viability over short-term gains, investing in renewable energy sources, energy-efficient infrastructure, and eco-friendly amenities. By embracing sustainability, we not only reduce operational costs but also appeal to conscientious travellers who prioritize environmentally friendly accommodations. In conclusion, Green Leaf Inn represents a paradigm shift in the hospitality sector, demonstrating that profitability and sustainability can coexist harmoniously. Through our visionary approach, strategic marketing initiatives, and sound financial practices, we are poised to lead the way towards a more sustainable future in the hotel industry.

	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name: Green Leaf Inn

	

	
	[bookmark: _Toc287535395]Address:
Green Leaf INN, 5 Racecourse Road, Ayr, KA7 2DG, Southwest coast of Scotland


	

	
	Primary contact method
Email: info@greenleafinn.com
Phone: 020 817 9281

	

	
	
Post box: Green Leaf INN, 5 Racecourse Road, Ayr, KA7 2DG
	

	
	[bookmark: _Toc287535398]The business will: 
Green Leaf Inn is an eco-friendly boutique hotel committed to offering a harmonious blend of luxury, sustainability, and authentic local experiences. Nestled in a serene natural setting, the hotel prioritizes environmental stewardship through comprehensive green practices such as energy efficiency, water conservation, and organic sourcing. Guests are invited to immerse themselves in unique eco-conscious activities, wellness programs, and local cultural engagements, enhancing their connection to nature and community. With a focus on ethical operations, including fair labour practices and community support, Green Leaf Inn aims to provide a restful, enriching stay for those who value sustainability, wellness, and genuine experiences, setting a new standard in eco-tourism and becoming a preferred destination for responsible travellers.
Limited Company


	

	




	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
Name: Galen Atanasov
	

	
	Position/main responsibilities: Director 
	

	
	Experience and knowledge of our industry: Galen brings over 7 years of experience in the hospitality industry, with a deep focus on sustainable and eco-friendly hotel management. His expertise includes sustainable operations, green building practices, and eco-tourism.
	

	
	
	

	
	Previous employment: Before founding Green Haven Retreat, Galen served as a Sustainability Manager at a leading eco-resort, where he spearheaded initiatives to reduce energy consumption and waste.
	

	
	Key skills brought to the business: Galen's strengths include strategic planning for sustainability, leadership in green initiatives, and a strong commitment to eco-friendly practices. He is adept at integrating renewable energy sources and implementing zero-waste policies.
	

	
	Business experience and any training undertaken: Galen has participated in several workshops and courses on sustainable hospitality management and holds a certification in Green Hotel Operations.
	

	
	Academic/professional qualifications: 
	

	
	Salary expectations £ £42,000 per year.
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[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

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

	
	
The business idea 
The overall business plan is all about the goals and aspirations of individuals by analyzing the business's performance in the current future. This process describes a statement through which a company desires to maintain its performance in the long run. Here, the new business Green Leaf Inn comes up with a clear target in providing eco-friendly lodging experiences while restoring its business in the heart of nature with amazing beaches. It will also be situated in lush greenery that offers a shelter for tourists seeking relaxation and refreshment away from the rush of city life. Here, an implementation of a business model canvas develops a high-level analysis, offering important insights and helping to identify the requirements of the venture while maintaining production facilities and driving sales. 
Key partnerships
Connecting with local organic farms helps to produce fresh, eco-friendly suppliers for ecological amenities and tour guides for outdoor expeditions that enrich their offerings (Collins, 2024).
Key activities
The new firm has come up with several activities like maintaining eco-friendly practices, managing accommodation services and organizing nature-based activities to help the business move towards sustainability. Apart from that, establishing a green team trains professionals to make the firm specialise in green operations via maintaining healthy ecosystems via minimizing waste and pollution. 
Key resources
[bookmark: _Int_dPizIcv1]After entering the market, the company must incorporate prime resources like the physical infrastructure of the inn and develop committed staff related to sustainability. The business also committed that these resources directly access natural surroundings which becomes beneficial for outdoor experiences (Michaud, 2022).
Value propositions
Every business clearly aims to provide top-quality services for their consumers at lower prices. Therefore, the business is willing to offer guests unique opportunities to unroll natural facilities, and organic cuisine, delivering comfortable accommodations and curated experiences through promoting well-being and safety towards consumers (Hadavi, 2020). 
Customer relationships
The company establishes connections via pre-stay communication, prioritizing personalized service and on-site interactions by ensuring satisfactory and memorable experiences for their guests.
Channels
Their distribution channels encompass such areas including social media presence, online booking platforms, collaboration with travel agencies and articulating referrals from satisfactory guests. 
Customer Segments
Customers are the main stakeholders in the business, and it is responsible for businesses to make certain strategies by fulfilling their needs and preferences. Therefore, the company will also look after their targeted segments like middle-aged tourists, eco-conscious travellers, wellness seekers, and nature enthusiasts looking for events and retreats in natural settings (Petro, 2022). 
Cost structure
The new business also produces an estimated budget that includes primary costs like staff salaries, marketing efforts, property maintenance and acquisition of sustainable and organic products. 
Revenue streams
Incorporating all these processes generates revenue via wellness packages, room bookings, guided tours, merchandise sales and dining services producing additional income from sponsorships and partnerships (Burke, 2023). 

	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

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

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven) (SMART Target as the basis)
	

	
	· Efficiency and cost-effectiveness can cut operational costs by 20% in six months. 
· On-site interactions, personalised communication, and eco-friendly experiences increase consumer satisfaction by 15%. 
· Partner with three local organic farms to ensure fresh, sustainable corporate facilities in the first quarter. 
· In eight months, marketing to middle-aged tourists, eco-conscious travellers, wellness seekers, and environmentalists increased bookings by 25%. 
· Create a Green Team-led environmental conservation plan to cut business waste and pollution by 30% in the first year.
	

	
	
	

	
	1. Where do you see your business in 3-5 years?
In 3-5 years, the Green Leaf Inn aspires to become a premier eco-friendly hotel. Ecotourism recognition is sought by expanding businesses to other sites. Vision is embracing sustainability and environmental awareness (Tan and Despotis, 2021). The company wants to boost efficiency, streamline client relations, and capitalise on eco-friendly hotel trends with Klofsten. The Green Leaf Inn expects growth, market share, and leadership in creative, ecologically friendly hospitality with Klofsten's skills.
Vision: Imagine the Green Leaf Inn as a leading eco-friendly hotel in 3-5 years, known for sustainable practices, excellent customer service, strategic collaborations, and environmental innovation. 

	

	
	
	

	
	
	

	
	

	
	
	

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

	

	
		Product/service
	Features
	Benefits

	· Nature-based activities
	· Outdoor expeditions, and nature retreats (Smart et al., 2021).
	· Refreshing experiences, connection with nature

	· Organic cuisine
	· Locally sourced, organic food
	· Health-conscious dining, holistic well-being

	· Wellness packages
	· Holistic well-being services
	· Improved health, relaxation, and rejuvenation

	· Green Team services
	· Trained professionals in sustainability
	· Minimized waste and pollution, eco-friendly focus

	· Guided tours
	· Knowledgeable guides, outdoor exploration
	· Enriching experiences, and a deeper connection with nature (Song, Yoon and Kang, 2020).

	· Merchandise sales
	· Sustainable and eco-friendly products
	· Support for environmental conservation



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	 Value differentiates the Green Leaf Inn from competitors. Sustainability distinguishes the company. To satisfy ecologically aware customers, the organisation offers eco-friendly hotels, guided tours, and a Green Team. Nature immersion boosts Green Leaf Inn's value. Tourism offers various outdoor activities to connect with nature (Ibrahim, 2020). The hotel emphasises nature, setting it apart. Organic food and wellness packages distinguish Green Leaf Inn. These initiatives offer holistic wellness and healthy meals. Discriminating consumers value health and fitness, making the Green Leaf Inn stand out.
 The company's personalised service stands out. Green Leaf Inn guests enjoy personalised service before and during their stay. This personal touch distinguishes the organisation and attracts guests seeking a deeper experience (Orhan, 2021). The Green Leaf Inn intentionally uses social media, online booking, and travel agencies. Multichannel marketing increases a company's visibility in a competitive market. Multiple distribution techniques make the Green Leaf Inn versatile and forward-thinking. 
Strategic consumer category targeting is another business element. Midlife, eco-conscious, wellness, and nature lovers are Green Leaf Inn's target customers. This niche strategy may help the company reach its target audience better than competitors with a wider appeal. Green Leaf Inn partners with organic farmers to maintain its eco-friendly supply chain (Barringer and Ireland, 2018). This partnership helps local companies and offers the Green Leaf Inn quality and authenticity. The company sells green products. Offering a distinctive alternative to standard products boosts sales and accords with the Green Leaf Inn's environmental stance. Green Team conservation reduces waste and pollution by 30%. This commitment improves the environment and the company's social and environmental reputation.
 
 

	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)

The legal and insurance requirements that apply to your business are:
1. Obey the Environmental Protection Act of 1990, the Climate Change Act of 2008, and local and national conservation regulations (Song, Yoon and Kang, 2020). 
2. For visitor safety and hospitality industry needs, get and maintain Housing Act 2004 housing licences. 
3. Full insurance, including employer liability, is required by the Health and Safety at Work Act 1974. 
4. Consumer Protection Act 1987-compliant public liability insurance covers indoor and outdoor safety. 
5. UK GDPR-2018 compliance and visitor data protection (Orhan, 2021). 
6. Organic food preparation and serving should follow the Food Safety Act 1990 and Food Hygiene Regulations 2013. 
7. To comply with industry standards, protect brands and IP under the IP Act 2014
	

	
	 You will meet your legal and insurance requirements by:
· Internal and external audits for legal and environmental compliance and rapid policy and process changes.
· For proactive compliance and regulation updates, consult legal and industry experts (Ibrahim, 2020). 
· Open communication with local authorities and regulators to handle legal issues quickly. 
· Creating a legal and compliance team to oversee and promote company-wide legal and insurance compliance (Williams, 2021). 
· Comprehensive employee training on legal norms and insurance policies promotes legality. 
· Changing partner, supplier, and collaborator contracts legally (Tan and Despotis, 2021). 
· Monitoring and updating insurance coverage to meet business demands and growth, reducing risk.
	

	
	
	


	
	
	




	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

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

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
Market Research: Trends in the Eco-Friendly Hotel Industry
1. Growing Consumer Demand for Sustainable Travel Options
- There's a significant increase in traveller awareness and concern for environmental issues, leading to a higher demand for sustainable travel options. Travellers are more frequently choosing accommodations that demonstrate environmental responsibility.
2. Advancements in Green Technology
- Technological innovations are making it easier and more cost-effective for hotels to reduce their environmental footprint. Solar power, energy-efficient lighting, water-saving fixtures, and smart building systems are becoming more commonplace.
3. Integration of Local and Organic Offerings
- There's a growing trend towards incorporating local and organic food options within hotel restaurants and services. This approach supports local economies, reduces carbon footprints associated with food transportation, and meets the expectations of health-conscious guests.

	

	
	[bookmark: _Toc287535412]How you know this: 

1. Growing Consumer Demand for Sustainable Travel Options
- Example: Booking.com's 2021 Sustainable Travel Report found that 83% of global travellers think sustainable travel is vital, with 61% saying the pandemic has made them want to travel more sustainably in the future. Hotels like “Six Senses Resorts and Spas” have seen a surge in bookings due to their commitment to sustainability and wellness, demonstrating consumer preference for environmentally responsible travel options.
2. Advancements in Green Technology
- Example: The “1 Hotel South Beach in Miami” has invested in a variety of green technologies, including a rooftop solar energy installation, a rainwater harvesting system, and the use of Tesla electric car charging stations. These initiatives not only reduce the hotel's environmental impact but also appeal to eco-conscious guests.
3. Integration of Local and Organic Offerings
- Example: “The Proximity Hotel in North Carolina” is known for its on-site restaurant that sources locally grown produce and meats, supporting local farmers and reducing the carbon footprint associated with food transportation. The hotel's commitment to local and organic offerings has been a key factor in its popularity.
	

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

1. The Eco-conscious Traveler - Aged 25-45, often professionals or young families, with a middle to high income. They are well-educated, with a strong sense of social and environmental responsibility.
2. The Adventure Seeker - Aged 20-40, singles or couples without children, looking for unique and immersive travel experiences. They have disposable income and prioritize spending on travel and adventure.
3. The Wellness Focused Guest - Aged 30-60, often with a high disposable income. This group includes both singles and couples, typically focusing on health, wellness, and self-improvement.
4. The Business Eco-Warrior - Aged 25-55, business professionals who travel for work but are committed to maintaining their sustainable lifestyle on the road. They often influence corporate travel policies to include eco-friendly lodging options.
	

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

	
	     
Research
1. Online Surveys and Questionnaires: Distributed to past guests and potential customers via email and social media platforms, focusing on preferences for eco-friendly practices, desired amenities, and factors influencing their booking decisions.
2. Focus Groups: Conducted with segments of the target market, including eco-conscious travellers, adventure seekers, wellness-focused guests, and business travellers, to delve deeper into their specific needs and expectations.
3. Market Analysis: Reviewed industry reports, competitor offerings, and sustainability trends in the hospitality sector to understand market demands and identify gaps.
Key Findings
1. High Priority on Sustainability: A significant majority of respondents (over 75%) indicated that a hotel's sustainability practices are a critical factor in their booking decision. This includes energy efficiency, waste reduction, and water conservation efforts.

2. Desire for Authentic Local Experiences: About 80% of guests expressed a strong preference for hotels that offer experiences and products that are authentic to the local culture and environment, suggesting a move away from generic offerings.

3. Wellness and Eco-consciousness Are Interlinked: 70% of wellness-focused guests stated that their preference for wellness amenities extends to eco-friendly practices, showing a preference for organic and natural products and services.


	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
1. Survey and Questionnaire Data:
- Aggregated responses from online surveys and questionnaires, highlighting specific preferences and priorities of potential guests regarding sustainability. This could include statistical data showing the percentage of respondents who rate eco-friendly practices as crucial in their booking decisions.
2. Focus Group Discussions:
- Evidence: Recorded and transcribed discussions from focus groups that reveal in-depth insights into customer expectations and preferences. Key quotes and consensus points from these discussions serve as qualitative evidence supporting specific trends or demands.
3. Market Analysis Reports:
- Evidence: Industry reports and analyses that track trends in eco-friendly tourism and hospitality. These reports may include benchmarking studies against competitors, showing gaps in the market that the hotel can address.

	

	
	[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]The price they might pay per unit

	The Eco-conscious Traveler
	150 per month
	[bookmark: _Toc287535423]£150 - £250

	The Adventure Seeker
	100 per month
	[bookmark: _Toc287535426]£100 - £200

	The Wellness Focused Guest
	75 per month
	[bookmark: _Toc287535429]£200 - £300

	The Business Eco-Warrior
	50 per month
	[bookmark: _Toc287535432]£150 - £250



	

	
	
	



	
	
	

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

	

	
		Competitor name
	Strengths
	Weaknesses

	· Eco Luxe Resorts
	· Exclusive Locations, Sustainable Practices, Brand Recognition
	· High Price Point, Limited Local Engagement, Dependence on International Travelers

	· Green Getaways
	· Affordability, Community Programs, Educational Initiatives
	· Limited Amenities, Smaller Scale, Sustainability Certification

	· Nature Nest Retreats
	· Wellness Focus, Personalized Experiences, Eco-Innovation
	· Higher Operational Costs, Niche Market, Location Dependency

	·      
	·      
	·      

	·      
	·      
	·      



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

	
	1. Hybrid Pricing Model - This model can attract both budget-conscious travellers and those willing to pay a premium for sustainability, broadening the market reach beyond what competitors offer.
2. Enhanced Local Community Integration - While some competitors engage with local communities, enhancing this aspect can create more meaningful guest experiences and support for local economies, setting the hotel apart.
3. Sustainability Innovation Lab - Moves beyond the standard implementation of green technologies by making the hotel a leader in eco-innovation, attracting guests interested in the forefront of sustainability.

	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
1. Dependence on Eco-conscious Market Segment - Over-reliance on a niche market of eco-conscious travellers could limit revenue streams, especially if market trends shift or in the face of economic downturns.
2. Economic Fluctuations and Travel Restrictions - Economic downturns, pandemics, or travel restrictions can significantly reduce the number of travellers, impacting occupancy rates.
3. Competition from Traditional and New Eco-friendly Hotels - Intense competition from established hotels and new entrants adopting eco-friendly practices can erode market share.

	

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

	

	
	1. Diversify the target market by also catering to corporate events, wellness retreats, and local staycations. Offer a range of experiences that appeal to broader demographics.
2. Develop a robust online presence offering virtual tours, workshops, and classes to generate alternative revenue streams. Offer flexible booking policies to encourage reservations despite uncertainty.
3. Continuously innovate in sustainability and guest experiences to maintain a competitive edge. Leverage unique selling propositions and invest in marketing to highlight differentiators.

	

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

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

	
	Total Cost per Room per Night
- Direct Costs: £28
- Indirect Costs: £44.44
- Sustainability Costs: £5
- Total: £77.44
Final Calculated Price
- Total Costs (Direct + Indirect + Sustainability): £77.44
- Value Premium: £20
- Profit Margin: £23.23
- Final Price per Room per Night: £120.67


	

	
	
	



	
	
	

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

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

	Room Rates
	£125 per night
	£120 – 180£ per night

	Dining
	£30 per person
	£25 - £50 per person

	Wellness Activities
	£15 per session
	£10 - £25 per session

	Eco-Tours
	£40 per person
	£35 - £60 per person



	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
1. Cost Structure – Our hotel may have a more efficient operational model or lower overhead costs due to investments in sustainable technologies that reduce long-term operational expenses, such as energy and water savings, allowing for competitive pricing.
2. Market Positioning - Our hotel positioning itself as a more accessible option for eco-conscious travellers, aiming to attract a broader audience by offering competitive rates.
3. Target Audience - Aiming for younger travellers or budget-conscious guests might necessitate lower price points, whereas targeting affluent eco-tourists or business travellers could support higher pricing.

	

	
	
	



	
	
	

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

	
	
	

	
	1. Digital Marketing - Create an SEO-optimized website showcasing your hotel's sustainability initiatives and amenities. Utilize social media for engaging content and targeted ads, establish a thought leadership blog, and employ email marketing for personalized offers to enhance guest loyalty and drive bookings.
2. Partnership Marketing - Forge partners with eco-tourism platforms and travel agencies to reach eco-conscious travellers, collaborate with local businesses and artisans to offer exclusive packages, and engage eco-conscious influencers to authentically share their experiences at your hotel with their followers.
3. Offline Marketing - Utilize brochures and print ads showcasing sustainability efforts, distributed strategically in tourist hubs and local businesses. Additionally, participate in travel and eco-tourism trade shows to network with industry professionals and attract potential guests.








	

	
	
	

	
	
	


	
	
	




	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business:
Running a business requires careful organization, planning and adaptation to market dynamics 
Staff is an important key when running a business because they are important to provide goods and services, plan and take care of finances, promote the business and the employers of a company all the time they are seen as the face of the company
	

	
	

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


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· General manager     
	[bookmark: Text89]£Up to42000+bonus&benefits (Caterer)      
	· Minimum five years     
	 Strong leadership and communication skills, strategic planning, budgeting, etc.      

	· Head chef     
	[bookmark: Text90]£35.00-40.000 Indeed,2024)     
	· Minimum three years     
	· Knowledge of food safety standards, creative ideation, etc.      

	· Marketing manager     
	[bookmark: Text91]£40.000-45.000      
	· Minimum five years     
	· Branding, digital marketing strategy, strong analytical skills, etc      

	· Guest Relations Coordinator
	[bookmark: Text92]£28.000-33.000 (Indeed 2024)     
	· [bookmark: Text93]Minimum two years     
	· [bookmark: Text94]Strong interpersonal skills, reservation system knowledge, multilingual ability, etc.      

	
	
	
	



	

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

	
	Cost £

	Premises required at start-up: A building for accommodation, administrative office, and dining area (Rightmove 2024)
	£545.000

	Premises required in the future (if different): Additional accommodation units, event spaces and recreational facilities 
	£50000-150000 (Per expansion) 



	

	
	[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

	· Food suppliers     
	· [bookmark: Text107]Gren Leaf Inn will buy fresh produce, meats, dairy goods, and pantry staples. This includes veggies, fruits, meat, fish and seafood, cereal grains, and seasonings.      

	· 30 days     

	· Laundry service     
	· The hotel will provide laundry services and linens and towels for the guest suites. 
	· 15 days     

	· [bookmark: Text97]Maintenance and repair service     
	· [bookmark: Text105]The hotel will procure cleaning chemicals, machinery, and repair supplies from providers who specialise in hospitality hygiene products. The items consist of detergents, disinfectants, hoover cleaners and repair equipment.      
	· [bookmark: Text108]60 days     

	· [bookmark: Text98]Furniture suppliers     
	· [bookmark: Text104]Green Leaf Inn will purchase furniture, light fixtures, and ornamental things for its common areas, dining areas, and accommodations.      
	· [bookmark: Text109]45 days     

	· [bookmark: Text99]Tech suppliers     
	· [bookmark: Text103]The engagement of technological solution providers, which may include solutions for property management software, reservation platforms, and security mechanisms, will take place.      
	· [bookmark: Text110]30 days     

	·      
	·      
	·      

	·      
	·      
	·      

	·      
	·      
	·      



	

	
	
	

	
	
	




	
	
	

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

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	· Cooking appliances and other kitchen equipment(Nisbets, 2024)     
	· We obtained before the inauguration to assist in the establishment of dining facilities and the preparation of cuisine.      
	Initially financed using start-up funds. 
	[bookmark: Text127]£20000-50000      

	· HVAC System(Maximum Climate control,2024)     
	·  Acquired before the launching to guarantee the cosiness of guests and maximise energy efficiency      
	Supported by a mix of initial funding and current loans 
	£10000-30000      

	· POS System(Tech.ro,2024)     
	· Purchase before the opening to facilitate the processing of orders and the handling of payments     
	Supported by initial investment funds 
	£5000-15000      

	Guestroom Furniture (Eco Furnishings UK,2024)     
	· Purchased before launching to arrange guest rooms in a manner that is both comfortable and appealing      
	· Supported by leasing of furnishings      
	£2000-5000      

	· Audio visual system (Tvc. uk,2024)     
	· [bookmark: Text116]Purchased before the launch of the establishment for use as amusement facilities, venues, and meeting rooms      
	· Covered by initial investment funds     
	£1000-10000      

	·      
	·      
	·      
	£     

	·      
	·      
	·      
	£     

	·      
	·      
	·      
	[bookmark: Text125]£     

	·      
	·      
	·      
	[bookmark: Text126]£     



	

	
	
	

	
	
	

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

	Risk
	Solution

	Staff
· [bookmark: Text128]Employee turnover
· Expenses related to training.
· Problems with performance (Barringer and R Duane Ireland, 2012)      
· Communication and language barriers
	
· [bookmark: Text131]Providing competitive salaries
· Conducting extensive training
· Developing performance evaluation systems      
· Providing a positive and supportive workplace culture

	Suppliers
· [bookmark: Text129]Alterations in prices
· Defects in quality
· Disruptions in the supply chain 
· 
· Environmental and sustainability      
	
· [bookmark: Text130]Engaging in long-term contract negotiations
· Diversification of suppliers
· Fostering open interaction networks (Williams, 2016) 
· Implementing some eco solutions and programs, adapting sustainable practices     





	

	
	
	


	
	
	




	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
[bookmark: _Int_CJ0twx7u][bookmark: _Int_moWNCjTO][bookmark: _Int_hFsqumrr]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: _Toc287535913][bookmark: _Toc287535461]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: _Toc287535915][bookmark: _Toc287535465]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]

Total borrowing requirement for the business



	



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

	
	1. [bookmark: Text133]Cash Flow Constraints

There is a risk of experiencing cash flow issues, especially in the initial phases of the business. It can be said that this can guide to fulfils the debts and other liabilities for instance debts, or salaries and other related expenses (He et al., 2023).

	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1. Financial Planning

The firm has to do the financial planning and forecasting to forecast the cash flow issues and the firm has to plan the work as per the needs. It contains financial planning for revenue forecast, recognising the fixed and variable costs and forecasting the expense durations (Jia et al., 2021). 

1. Cost Control
Set up a "just in time" fund to cover unexpected needs and smooth out financial volatility (Chen et al., 2021). When things go wrong or unexpected expenses emerge, the funds can be a lifeline.

1. Revenue Stream Diversification
The company should look for ways to generate more revenue so that it is not reliant on any of them as cited by Jia et al., (2021). To enhance earnings, you may need to expand your product offerings, target other consumer demographics, or form new collaborations.







	

	
	
	



	
	
	
	
	
	

	
	[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) 

	

	
	

	



	


	
	

	
	
	

	
	
	
	
	
	


Devi et al., (2020) said that the main sources of revenue are the sales of cash and debtors of cash, the increasing tendency of which from the first quarter to the fourth quarter can be seen. Generally, it seems that the forecasts are exact in most of the cases. Amounts received from borrowing or loans, including payments that are executed, constitute the income total. Staff salaries are the main expenditure category, their amount does not change during the year. The operation's recurring expenses, such as rent, rates, and utilities, remain constant, and therefore minimal per quarter. These are the recurring costs: the cost of printer and broadband, the cost of printing, postage and stationery, advertising and promotion fees, bank charges, professional fees, insurance premiums and bank or hire purchase payments. The variable costs, capital expenditure chapters, VAT, owner wages/salary, owner National Insurance, loan repayments, stock, consumables, and other special costs have been growing each quarter (Guerini et al., 2020). The total expenditure varies by quarter, with a sharp decrease in Q4 from that in Q3. The cash flow analysis reveals good management of the organization, as the income always exceeds the expenses in many quarters, resulting in a positive cash flow for the year. Through scrutiny of variable costs and specified expenses as well as good management to ensure the financial stability of the venture and the roadmap towards further expansion.









	
	
	




	
	
	



25 Conclusion. 
In conclusion, Green Leaf Inn stands as a beacon of sustainability and innovation in the hospitality industry. Our commitment to eco-friendly practices, coupled with a visionary approach to marketing and sound financial strategies, positions us as a leader in the quest for a more sustainable future. By prioritizing both environmental responsibility and guest satisfaction, we not only reduce our carbon footprint but also create unforgettable experiences for our patrons. As we continue to pioneer new standards in eco-conscious hospitality, Green Leaf Inn remains dedicated to redefining luxury and setting a precedent for sustainable business practices in the global market.
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27 Appendix 
(An appendix comes at the end (after the reference list) of a report, research project, or dissertation and contains any additional information such as raw data, tables, and supporting information such as screenshots, and additional evidence. The information in the appendices is relevant but is too long or too detailed to include in the main body of your work.)[image: ][image: ]
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Consumables

Licences



Association fees

Wages/recruitment

Security/health and safety equipment

Training



Other (please specify)

Market research costs


Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				5,000

		Telephones and broadband				0

		Equipment				1,000

		Stock				2,000

		Tools				300

		Vehicles				0

		Professional fees				2,500

		Insurance				1,200

		Rent/rent deposit				3,500

		Stationery				200

		Marketing				2,000

		Consumables				800

		Licences				500

		Training				1,000

		Association fees				300

		Wages/recruitment				15,000

		Security/health and safety equipment				1,000

		Market research costs				700

		Other (please specify)				0

						0

						0

						0

						0

						0

		TOTAL  £				37,000
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Bank charges 200

Professional fees 2,000

Insurances 1,200

Bank/HP/Interest (payable to your 

bank)

700

Stock 2,000

Consumables 800

Equipment and vehicle leasing 1,000

Depreciation 1,500

Other (please specify) 0

Other 0

Other 0

Total fixed costs 31,200

Net profit (gross profit less fixed cost)

-1,200

Calculate your net profit margin (net 

profit divided by total sales x 100)

-0.02

Calculate your break even Year 1 (£)

Total variable costs + total fixed costs (B)

51,200

Break even (B) divided by (A) 85,333


Microsoft_Excel_97-2003_Worksheet1.xls
Sheet1

		

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

				Total expected sales		50,000		60,000		70,000

				Less variable costs		20,000		25,000		30,000

				Gross profit (sales less variable costs) =		30,000		35,000		40,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		0.60		58.33%		57.14%

				Salaries/wages (survival income + any staff		15,000		18,000		20,000

				Premises (including rent, rates, utilities)		5,000		6,000		7,000

				Telephone and broadband		500		600		700

				Printing, post and stationery		300		400		500

				Advertising and promotion		1,000		1,200		1,500

				Bank charges		200

				Professional fees		2,000

				Insurances		1,200

				Bank/HP/Interest (payable to your bank)		700

				Stock		2,000

				Consumables		800

				Equipment and vehicle leasing		1,000

				Depreciation		1,500

				Other (please specify)		0

				Other		0

				Other		0

				Total fixed costs		31,200

				Net profit (gross profit less fixed cost)		-1,200

				Calculate your net profit margin (net profit divided by total sales x 100)		-0.02

				Calculate your break even		Year 1 (£)

				Total variable costs + total fixed costs (B)		51,200

				Break even (B) divided by (A)		85,333
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0

Personal start-up contributions           - -5,000

Other start-up contributions            - 0

Total required = 5,000

= 0

Start-up costs

The assets you have available as security
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								£

				Start-up costs				0

				Personal start-up contributions		-		-5,000

				Other start-up contributions		-		0

				Total required		=		5,000

				The assets you have available as security

						=		0
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INCOME Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

Cash from sales (incl. VAT)

45,000 49,000 53,000 56,000 203,000

Cash received from debtors

15,000 15,000 15,000 18,000 63,000

Capital/loans received

3,000 3,500 3,200 3,200 12,900

Other Payments

500 600 550 2,100 3,750

TOTAL £

63,500 68,100 71,750 79,300 282,650

EXPENDITURE

Wages to staff (incl. PAYE & NI)

15,000 16,000 17,700 19,000 67,700

Premises (rent, rates & utilities)

2,000 2,200 7,100 2,000 13,300

Telephone & Broadband

300 320 1,110 1,110 2,840

Printing, post & stationery

200 10 170 220 600

Advertising & promotion

500 550 1,780 500 3,330

Bank charges

300 320 1,110 1,110 2,840

Professional fees

200 10 170 220 600

Insurances

6,000 6,500 23,100 6,200 41,800

Bank/HP

2,000 2,200 7,100 2,000 13,300

Equipment & vehicle leasing

229 1,989 307 1,341 3,866

Payments relating to variable costs

1,718 534 1,697 302 4,251

Capital Expenditure

460 1,549 402 1,560 3,971

Other Payments

685 1,225 411 454 2,775

VAT

1,865 1,227 1,190 694 4,976

Owner's wages/salary

1,886 471 1,879 901 5,137

Owner's National Insurance

595 1,285 1,791 1,440 5,111

Loan repayments (incl. interest)

559 933 1,853 1,150 4,495

Stock

202 229 992 705 2,128

Consumables

1,557 451 1,122 1,965 5,095

Other (please specify)

884 544 1,762 1,991 5,181

Other

1,595 1,033 1,990 1,704 6,322

Other

1,187 1,831 1,363 1,057 5,438

TOTAL £

39,922 41,411 76,099 47,624 205,056

Q1 Y1 Total Q4 Q3 Q2
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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		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)		45,000				49,000				53,000				56,000				203,000

		Cash received from debtors		15,000				15,000				15,000				18,000				63,000

		Capital/loans received		3,000				3,500				3,200				3,200				12,900

		Other Payments		500				600				550				2,100				3,750

		TOTAL £		63,500				68,100				71,750				79,300				282,650

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		15,000				16,000				17,700				19,000				67,700

		Premises (rent, rates & utilities)		2,000				2,200				7,100				2,000				13,300

		Telephone & Broadband		300				320				1,110				1,110				2,840

		Printing, post & stationery		200				10				170				220				600

		Advertising & promotion		500				550				1,780				500				3,330

		Bank charges		300				320				1,110				1,110				2,840

		Professional fees		200				10				170				220				600

		Insurances		6,000				6,500				23,100				6,200				41,800

		Bank/HP		2,000				2,200				7,100				2,000				13,300

		Equipment & vehicle leasing		229				1,989				307				1,341				3,866

		Payments relating to variable costs		1,718				534				1,697				302				4,251

		Capital Expenditure		460				1,549				402				1,560				3,971

		Other Payments		685				1,225				411				454				2,775

		VAT		1,865				1,227				1,190				694				4,976

		Owner's wages/salary		1,886				471				1,879				901				5,137

		Owner's National Insurance		595				1,285				1,791				1,440				5,111

		Loan repayments (incl. interest)		559				933				1,853				1,150				4,495

		Stock		202				229				992				705				2,128

		Consumables		1,557				451				1,122				1,965				5,095

		Other (please specify)		884				544				1,762				1,991				5,181

		Other		1,595				1,033				1,990				1,704				6,322

		Other		1,187				1,831				1,363				1,057				5,438

		TOTAL £		39,922				41,411				76,099				47,624				205,056






image5.png
Be

[ 1





image6.png
1 ﬁ





image7.png
} T S|
1} ]

- -
I

s

i





image8.png




image9.png




image10.png




image11.png
===

=

- =

HBC overview
(mixed mode)





image12.png




image13.png




image14.png
On Backorder On Backo




image15.png
On Rackarder




image16.png
PA System Mixing desk / Mixers Music streamer




image17.png




image18.png




