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[bookmark: _Toc225359984]Executive Summary
     CityFrame Tours is a London-based start-up offering curated short-break travel experiences in major European cities. The business focuses on structured and experience-based travel rather than traditional booking services. The service combines accommodation coordination, pre-designed itineraries, and optional activities such as photography tours, reducing planning time and improving customer experience. A key gap in the market is the lack of integrated travel solutions. CityFrame Tours addresses this by offering organised travel experiences that reduce planning time. The target market is young adults aged 20–35 who value convenience and efficiency. The business aligns with the experience economy, where customers prioritise memorable experiences (Pine and Gilmore, 1999).
[bookmark: _Toc225359985]
Business Concept
    CityFrame Tours provides curated travel experiences through structured packages with pre-planned routes and coordinated activities. The business focuses on organisation and experience design rather than access to services. This aligns with the experience economy, where consumers seek personalised and meaningful experiences (Pine and Gilmore, 1999). The concept is flexible and can be adapted to different travel preferences, including cultural, leisure, and photography-focused trips.

[bookmark: _Toc225359986]Business Description: Legal Format: one individual
CityFrame Tours will operate as a home-based business in London under a sole trader structure, organising small-group trips (8–12 customers) to cities such as Budapest, Paris, and Prague. The business will coordinate accommodation, design itineraries, and manage partnerships with local providers. It will operate as a service integrator rather than owning assets, allowing greater flexibility and lower operational costs. Revenue will be generated through fixed package pricing, with additional income from premium services such as private tours or upgraded experiences. This structure enables full control over decision-making while keeping administrative requirements low. Overall, this model reduces financial risk because costs are mainly variable and directly linked to demand (Holloway and Humphreys, 2019).

[bookmark: _Toc225359987]Product Description
     The core product is a structured city-break package including accommodation coordination, itinerary planning, and optional local services. The business will also offer themed experiences such as photography tours, increasing perceived value through content creation opportunities. The product delivers both efficiency and experience quality. Customers benefit from reduced planning time and improved travel outcomes, which increases satisfaction and repeat demand.
[bookmark: _Toc225359988] 
Business Objectives (SMART Objectives)
 
[bookmark: _Toc225359989]Short-Term Objectives (less than a year)
· Launch two pilot trips within six months 
· Attract at least 40 customers within the first year 
· Build a social media audience of 1,500 followers 
· Achieve a monthly profit of £600 

[bookmark: _Toc225359990]Long-Term Objectives (More than a year)
· Expand to at least four destinations 
· Reach over 150 customers annually 
· Develop partnerships with local providers 
These objectives enable performance monitoring and strategic adjustment (Kotler et al., 2020).


[bookmark: _Toc225359991]Market Analysis and Marketing Plan

[bookmark: _Toc225359992]Market Analysis (Competitors, Customers, Target Groups)
    The tourism industry is highly competitive, with platforms such as Booking.com, Airbnb Experiences, and GetYourGuide offering fragmented services. CityFrame Tours differentiates itself by integrating services into a single product, following Porter’s (2008) differentiation strategy. The target market is young adults aged 20–35 who value convenience and visually engaging experiences. Demand is increasing for time-efficient and structured travel, with social media influencing destination choice (Holloway and Humphreys, 2019).


1. Market Segmentation
The market is segmented based on demographics (age: 20–35), psychographics (experience-oriented lifestyle), and behaviour (frequent travellers, social media users).



2. Targeting
The business targets customers who value convenience and are willing to pay for structured experiences. This segment demonstrates strong engagement and purchasing behaviour.

3. Positioning
CityFrame Tours is positioned as an affordable premium service offering structured and visually appealing travel experiences.

4. Reaching Your Audience
Marketing will focus on Instagram and TikTok, supported by influencer collaborations and user-generated content (Chaffey and Ellis-Chadwick, 2019).  Promotion will include introductory offers, customer testimonials, and visually engaging travel content. Relationship marketing will be used to encourage repeat customers and build trust (Kotler et al., 2020). In addition, data analytics tools will be applied to monitor customer engagement and optimise marketing performance.


[bookmark: _Toc225359993]PESTEL Analysis 
     Political factors include travel regulations. Economic factors such as inflation may influence demand. Social trends support growth in travel experiences. Technological developments enable digital marketing and service delivery. Environmental concerns and legal regulations must also be considered. These factors directly influence business performance and require continuous monitoring (Johnson et al., 2020).


[bookmark: _Toc225359994]SWOT Analysis
Strengths: differentiation, low fixed costs
Weaknesses: limited scale, new brand
Opportunities: growth of experience tourism
Threats: competition, price instability
Success depends on maintaining service quality and differentiation.


[bookmark: _Toc225359995]Marketing Mix (4Ps)
· Product: curated travel packages 
· Price: £150–£250 
· Place: online 
· Promotion: social media 
This ensures strategic alignment (McCarthy, 1960).

[bookmark: _Toc225359996]Management Team 

[bookmark: _Toc225359997]Management Team and Their Background
     The business will be managed by one founder responsible for planning, coordination, marketing, and customer communication. Additional services will be provided by external partners rather than full-time employees.
External service providers will include:
• Tour guides for local excursions
• Photographers for themed experiences
• Transport providers (drivers and vehicle rental)
• Accommodation providers


[bookmark: _Toc225359998]Organisational Chart
The organisational structure will be simple at the initial stage:
· Founder (management, planning, marketing) 
· External providers (guides, photographers, transport, accommodation) 
This model supports scalability and operational efficiency.


[bookmark: _Toc225359999]Key Milestones
· Launch within 3 months 
· First trips within 6 months 
· Expansion within 12 months 

[bookmark: _Toc225360000]
Financial Plan (One Year)

[bookmark: _Toc225360001]Sources of Finance 
     The business will be self-funded by the founder, allowing full control over financial decisions and reducing reliance on external financing. Initial costs are relatively low, as the business does not require significant physical assets and operates through external service providers. This supports a low-risk and flexible financial structure. (see Appendix A)

[bookmark: _Toc225360002]Cash Flow Forecast 
Revenue: 10 × £180 = £1,800
Costs: £1,300
Profit: £500
This demonstrates that the business is able to generate profit at a small operational scale, indicating financial feasibility (see Appendix D).

[bookmark: _Toc225360003] Sales Forecast
Two trips per month = £3,600 revenue
This forecast assumes a gradual increase in demand as brand awareness grows and marketing activities become more effective (see Appendix C).

[bookmark: _Toc225360004]Cost of Production Forecast
     Costs include accommodation, transport, tour guides, photographers, and marketing (see Appendix A). Most of these costs are variable and depend on the number of trips and customers. This cost structure reduces financial risk, as expenses increase only when revenue is generated.


[bookmark: _Toc225360005]Break Even Analysis 
400 ÷ 50 = 8 customers
The business becomes profitable after 8 customers per trip. This indicates that the break-even point is relatively low, making the business financially accessible at an early stage. 
The model is scalable, as increased demand leads to higher profit while maintaining a flexible cost structure. (see Appendix B and Appendix C)
 
 
[bookmark: _Toc225360006]Operations and Management Plan

[bookmark: _Toc225360007]Production of Good and Service
   The service is delivered through planning, coordination, and communication with partners. Each trip is pre-organised, including itinerary design, booking coordination, and activity scheduling. This ensures that customers receive a structured and consistent experience.

[bookmark: _Toc225360008]Technology Plan
     Social media, booking tools, and communication platforms will be used. These technologies support marketing, customer interaction, and operational efficiency. Digital tools also enable real-time communication with customers and service providers, improving service delivery.
[bookmark: _Toc225360009]Human Resource Plan
     The business will operate without employees at the initial stage. Services such as transport, photography, and guiding will be outsourced. This approach allows flexibility and reduces fixed costs. It also ensures access to specialised skills without long-term employment commitments. Standardised processes will ensure consistent service delivery, while customer feedback will be used to improve quality and customer satisfaction. As the business grows, selected functions may be outsourced or expanded depending on demand.

[bookmark: _Toc225360010]Expansion Plan
      Expansion will focus on adding new destinations, improving marketing strategies, and developing partnerships with local providers. In the short term, the business will expand to cities such as Paris and Prague. In the long term, it aims to build stable partnerships and increase marketing reach. Growth will depend on maintaining service quality while scaling operations.
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Appendices:


Appendix A – Startup Cost


		
	Startup Cost
	Amount

	Website and domain setup
	£800

	Branding and logo design
	£300

	Laptop/software setup
	£1000

	Business registration and insurance setup
	£500

	Initial digital marketing launch
	£700

	Supplier and partner research/setup
	£500

	Contingency fund
	£700

	Total
	£4500










Appendix B – Fixed Costs per Month
	Fixed Costs per month

	Amount

	Internet and phone
	£80

	Software subscriptions
	£70

	Digital advertising

	£250

	Accountant / bookkeeping
	£100

	Business insurance
	£80

	Transport / admin costs
	£120

	
Total cost
	
£700


















 Appendix C – Variable Costs







	
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Utility Bills
	£120
	£120
	£120
	£120
	£120
	£120

	Transportation Costs
	£240
	£300
	£350
	£400
	£450
	£500

	Photography Services
	£150
	£150
	£150
	£150
	£150
	£150

	Marketing/ Promotion
	£90
	£200
	£300
	£400
	£450
	£500

	Total
	£600
	£1050
	£1350
	£1650
	£1800
	£1950




Appendix D – Cash Flow Forecast


	


	
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Fixed cost
	£700
	£700
	£700
	£700
	£700
	£700

	Variable cost
	£600
	£1050
	£1350
	£1650
	£1800
	£1950

	Total cost
	£1300
	£1750
	£2050
	£2350
	£2500
	£2650

	Revenue
	£600
	£1200
	£1800
	£2600
	£3200
	£3800

	Profit / Loss
	-£700
	-£550
	-£250
	£250
	£700
	£1150



Total Investment capital needed = £6000
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