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DOLCE TRAVEL AGENCY


[bookmark: _Toc73884347]Executive Summary
Introduction
Travel and Tourism industry is rated one of the largest business sectors in the world, for example, its gross revenue exceed $400, billion per year in US alone (Daniel, Ivan, John, Thomas & Eric,1998). Also, in the United Kingdom, Travel and Tourism accrue over £145.9billion (i.e.,7.2%) of the GDP to the UK’s economy (Hadley, 2020). The World Economic Forum’s International Travel and Tourism report indicates that UK is the 5th most competitive tourist destination in the world and at the same time, the seventh largest international tourist destination by visitors globally (Nicholl, 2019).  This is an indication of the prospects and hug potentials in the industry. The significant role in the performance of the tourism supply chain is played by Travel Agencies (Hadley, 2020).
The Problem
Despite the prospects and potentials in the industry as captured above, unfortunately, it’s not without some challenges. Some of which includes, growing demands, gaps in technological skills, the impact of Brexit, the effect of Pandemic, delay, economic uncertainties, decline in high street Travel Agents etc.
Providing solutions to these problems constitute hug opportunities for Dolce Travel Agency in the industry (Gonzauz, 2012).
Solution
Dolce Travel Agency (DTA) is Air Travel Organizers Licensing (ATOL) certified and it’s designed to meet travel and tourism needs of clients according to their specifications. It is also programmed to provide clients services with requisite technology, make reservations for lodging, provide custom package, pre-arranged tour, render travel consultation services and organize good locations for tourist attraction etc. which is expected to cushion the pressure on growing demands. (Nicholls, 2019).
Objective
The general objective of DTA is to achieve 10% margin on all airline travels, target 15% sales from the internet and achieve not less than £950,000 from sales by the third year of operation. While the specific objective of the Agency is to provide the best travel and tourist arrangement services that meets clients’ desire within and outside United Kingdom. 
Mission
Our mission statement is to become the foremost provider of adventure travel to clients globally.
Services
Our services will include booking accommodations, flights, cruises, train, car rentals, buses and tour for clients. We will be basically involved in the provision of general adventure travel and tourist arrangement services that fits client’s desire, provide leisure services and render travel consultation services (Aprilia, 2014).
Ownership and Management Structure
DTA is a proposed sole proprietorship business in Swansea, UK. The Agency will be established, financed and managed by Dolce Howell who will also serve as the General Manager of the company. The owner possesses the requisite knowledge, qualification, experience and competence in the industry. She will be assisted by three experienced management staff which include, the Commercial Manager, the Destination Manager, and the Financial Manager.  In the same vein, the management team will be assisted by other competent professional officers who will head various departments which are, Contracting, Operation, Commercial, Accommodation & activities, Accounting and Finance Departments (Travel Agency and Tour Operations Business Student Handbook Class xii, 2016).
Recruitment
With regards to recruitment, the hiring of employees will be based on merit and meeting the stipulated prerequisite for engagement which include, basic relevant academic qualifications, a minimum of five years working experience in the Travel industry, demonstration of requisite knowledge and ability in our core mandate and Business objectives, a certified travel counsellor in applicable positions, excellent communication and computer Skills etc. Our lay-down standard requires that both the founder and employee will be experienced travel industry professionals who will be passionate about the activities we promote and the services we offer, this standard will be adhered to strictly (International travel agency Business Plan, 2020).    
Market
To achieve our organizational objective(s), DTA will focus on foreign tourists seeking excursion while on vacation, employees of corporate organizations seeking a memorable holiday/vacation experience, fun-seeking couples, households and individuals with income over £50,000, as well as position herself as the best affordable Travel Agent specialist in UK, engage in personal interactions, media and regional marketing etc. We also intend to leverage on the already established business relationship and strategic alliance built over the years with other travel service providers and related products within and outside the UK (Caki, 2017). 
In the light of the above therefore, a memorandum of understanding has been signed with two major airlines as our primary ticket providers, these airlines were chosen because they don’t cap the agent’s profit on tickets like others, this will facilitate the realization of our projected 10% margin on ticket sales as well as enhance our 15% sales objective from the internet (International Travel Agency Business Plan, 2020).  
The marketing plan will involve direct mailing to corporate organizations and companies, adverts on websites, blogs, strong social media presence, business magazines in different countries, international TV channels such as CNN, BBC etc. (Ina, 2008).
Financial Plan and Projection
The initial capital required to commence operation is £102,500, out of which the sum of £85,000 long-term loan which will be sourced from reputable commercial bank while the balance will be provided by the founder.
The agency’s estimated revenue from the sales of ticket alone within the first year of operation is £534,000, increasing 10% annually for the next two years. 
Knowing that the demands for travel Agencies services increases under the influence of people’s growing desires and change of lifestyle, DTA will take advantage of her innovations and price reduction strategies to maximize sales (Onuferova, Gallo, Cabinova and Matisova, 2019).  
Competition
Our market research revealed that there is competition in the business, infact, we have identified over 30 competing companies, but with the creative innovations we have put in place, DTA will certainly have an edge over other competitors in the industry. The agency does not envisage any major problem with cash flow and expenses within the next three years of operation (Bunghez, 2020).
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Reason for the Business: The prospects in the industry, the impact of Brexit, Pandemic, economic uncertainties, decline in travel agent service providers, growing demands, gaps in technological skills, avoidable delays and the inability to meet most clients’ desires has negatively affected Travel Agency business in the UK. To this end therefore, the idea to establish Dolce Travel Agency was born basically to cushion the effect of these challenges on travellers, tourists and holiday seekers and harness its prospects therein (Santos, Veiga and Agua, 2016). 
Location: The company is temporarily located at Room 136, the Guildhall, Swansea, SAI 4PE, United Kingdom.
Objective: The specific objective of Dolce Travel Agency is to provide the best travel and tourist arrangement services that meets clients’ desire within and outside United Kingdom. 
Mission: Our mission statement is become the foremost provider of adventure travel to people globally
Vision: To become one of the top Travel Agency in UK 
Goal: To achieve £950,000 sales target within the first three years of operation. 
Ownership: As a sole proprietorship business, Dolce Howell is the founder, financial and General Manager of the Agency. She will be assisted by three professional employees in running the affairs of the agency as management staff. The employees will include the Commercial Manager, Destination Manager, and Financial Manager.  The management team will be assisted by other competent officers heading various departments which include, Contracting, Operation, Commercial, Accommodation & activities, Accounting and Finance (Allan, Nagarajan and Vyas, 2018).
 
Products/Services: Our services will include booking accommodation, flights, cruises, train, car rentals, buses, tour and admission into tourist destinations for clients, the provision of general travel and tourist arrangement services that fits client’s desire, leisure services and general travel consultation services (Martinez, 2008).
Philosophy: We listen to what you want, carefully design and arrange your travels to match your desires and within the scope of your budget, with absolute commitment to efficiency and quality service delivery.
Finance: The initial capital investment is estimated to cost £102,500. We intend to source the sum of £85,000 long-term loan from a reputable commercial bank while the balance of £17,500 will be provided by the founder.
Risk: The major challenge associated with this business at the moment is the impact of Covid-19 pandemic coupled with the impact of Brexit in the face of slow economy and uncertainty.
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Market Analysis: Adventure tourism generate $89 billion in global spending while the entire tourism economy is valued at about $4 trillion globally (Aprilia, 2014).  Findings from our comprehensive analysis revealed that approximately £102,500, will be required as initial capital to establish Dolce International Adventure Travel Agency. The start-up capital will be financed through the founder’s personal investment of £17,500 and £85,000 long-term loan we hope to secure from reputable commercial bank (Aprilia, 2014).
The impact of Internet and computerized Reservation System (CRS) has changed the way Travel Agencies operate, for instance, the internet gives individuals and agencies the ability to perform travel bookings and related research. Also, discount airfare brokers have leveraged on the internet to offer tickets online at discounted rates, this has obviously increased price competition. In addition, Computerized Reservation Systems (CRS) have increased the speed, effectiveness and efficiency of agency-to-clients transactions (Shohreh, Kaynama, Black & MBA, 2008).
Increased deregulation is another major trend that has influenced the market dynamics. For instance, deregulation has accelerated the need for differentiation and by implication, reduced the prices of flights and other travel-related services. Closely related to this, is the caps on agency commissions by most of the airlines, increases in advantage travel, and reduction of profits margins (Santos, Veiga, and Agua, 2016).
Competition: Globally, 26% of international travellers are engaged in adventure-travels, which is about 150 million participating clients annually. Adventure-Travel is growing at 17%, where mass travel grows steadily at 4% (Adventure Travel Statistics, 2012).
In terms of market competition, the Travel Agency business is highly competitive and fragmented, it is comprised of small home-based business, large national chains, consolidators on the internet, etc. The membership figure in some of these Travel-Agency-related association gives us an idea of the number of participants in the market environment. DTA is aware that she has to compete with other 30 Travel Agents in Swansea region alone. It’s important to state that the significant role in the performance of the tourism supply chain is played by Travel Agencies (Topolsek, Mrnjavac, and Kovacic, 2014).
[bookmark: _Toc73884350]Sales and Marketing Plan
It is a common knowledge that as a direct consequence of the Pandemic which led to lockdown and travel restrictions, both the travel and tourism industry suffered unprecedented loss of over $2.7 trillion in the year 2020 alone. Also, the impact of the Pandemic and Brexit has drastically reduced demand and patronage in the industry (World Trade and Tourism Council,2020).
In the light of the above and as a new agency, we plan to work very hard with regards to marketing to elicit patronage. Therefore, the following constitute our strategic sales and marketing plan to achieve our set goal and objectives (World Trade and Tourism Council,2020).
· Effective advertisement: DTA will continuously engage in effective advertisement of her products and services to her target audience, a phenomenon that is programmed to elicit the emotions and belief of the public to continuously patronize our brand.
· Sales Promotion Technique: This is will be one of our most effective tools to increase sales. This strategy has the tendency to influence demands and enhance patronage. Sales promotion contain detailed information about the agency’s products and services which will be effectively communicated to both potential and existing clients during promo. It also promotes motivation to customers, thereby encouraging continuous patronage.
· Design a good website: We will design a good user-friendly website for the agency with proper functionality, professional photographs and quality videos which will definitely attract online clients for patronage.
· Active presence on social media: The use of social media is another major sales technique for travel agencies. This is so because 52% of the people who are connected to the internet gets influenced by watching photographs of friends on social media.  Therefore, we will leverage on this advantage to promote our brand and enhance sales.
· Offer package: We intend to also attract our prospective customers with exclusive seasonal package by offering a better price discount on flight tickets and hotels accommodation simultaneously. These days, clients prefer to go for holiday or vacation tour with juicy packages
· Introduce extra value: Our agency is prepared to offer extra value to our clients by introducing free lunch or dinner, a bottle of wine for couple, free sight-seeing etc. this will attract more sales and enhance the company’s revenue.  
· Ask for Referrals: Customers’ referral is another effective strategy we intend to use to increase sales for our agency. As part of our custom, we will keep asking our clients to keep making referrals to us and enjoy rewards. Social media channels and emails will be used to ask for referrals. 
·  Advise clients on early booking: This will offer prospective and existing clients reduced prices on our services and at the same time, give the customers a more convenient and flexible payment arrangement.
[bookmark: _Toc73884351]Product or Service Offerings
[bookmark: _Toc73884352]Travel Agent consist of companies whose major aim is to market travel services such as booking travels, making hotel accommodation arrangement and package tours to the general public/ commercial clients. The functions of Travel Agents are mainly to make reservations of tickets, accommodation, arrange package tours and cruises for clients, marketing and Publicity, currency exchange services etc.  In-line with the above functions, Dolce Travel Agency intends to offer the following services to her clients (Kutty and Medwin, 2020).
Our Products to include:
· Guide books
· Packaged Tour
· Outdoor Recreation activities
· Cruise lines
Our Services will be:
· Travel arrangement services
· Accommodation arrangement services
· Transport arrangement services
· Leisure services
· Travel and tourism consultancy services.
· Passenger assistance
· Consulting services 
· VIP airport lounge access
· Travel insurance
· Foreign exchange
· Arranging logistics for luggage and medical items
· Admission to entertainment centers
Pricing Strategy
The concept of price can be defined as the exchange value of a service or product expressed in monetary terms. It could also be defined as the financial value place on goods and services and agreed on between the buyers and the sellers. Put differently, price is the financial expression of the value of a product or service (Flex-prep 2008-2021 Tourism marketing: pricing strategies. Available on https://. Flexipep.com).
According to Nellis and Parker, (1997), one of the reasons for pricing strategies is to enable the producer appropriate the correct price charge in exchange for the goods bought or service rendered. Also, because market conditions fluctuate, appropriating price must remain flexible. Pricing decisions are risky, therefore, to achieve the benefits of pricing strategies, it is necessary to have accurate and current market information about the product or service, competitors’ reactions on market trend, clients’ demand, supply cost etc. (Dolnicar and Lalsser, 2007).
Therefore, below are some of the proposed pricing strategies at Dolce Travel Agency.
· Penetrating Pricing: As a new Agency, introducing penetrating price strategy which basically implies “keeping low price to increase sales” is necessary to attract clients for patronage.
· Discount Pricing: This price strategy will be used mostly during special seasons such as summer, winter, festive etc. it basically entails offering discount on price charge during a particular season or on specified bulk purchase
· Promotional Pricing: As part of effort to attract more sales in a competitive market, our Agency intends to use promotional pricing technique to elicit patronage. This strategy entails placing our products and services temporarily below cost price to increase short-run sales.
· Break-even Pricing: This strategy can only be adopted when the demands exceed the capacity of our supply. Break-even price method requires that the price of the product is set when the total revenue earned equals the total cost of production (Flex-prep 2008-2021 Tourism marketing: pricing strategies. Available on https://. Flexipep.com).
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Travel Agencies are mainly involved in the sales of air tickets. They are the major sales channel for airlines which generates about 44% of air segment sales. In terms of distribution, the travel agencies distribution system allows you to broaden your own limited marketing budget and it’s interconnected with other related service providers. As part of our business plan, below are some of our proposed sales and distribution channels (Krach and Wang, 2010). 
Sales 
· Our agency will rely on the sales of Air tickets as her major source of revenue.
· Assisting clients to secure hotel accommodation, provide car hire services, render travel insurance services, VIP airport access, outdoor recreation activities etc. are also other areas where we intend to promote our sales.
· To get our cake in the travel rebound market, our agency will engage the following strategies:
· Extent B2B network
· Enhance offer by integrating with GDS system
· Find a travel niche market
· Introduce travel technology to create multi-day tours
· Package travel components into unique travel products and multi-day market tour (Lemax travel software for tour operators, 2021). 

Distribution Channels
DTA intends to engage the following travel distribution channels to effectively promote her Business:
· Retail Agents: These are integrated Travel Agents that belong to a chain of other Travel Agencies, selling products for tour operator.
· Tour operators: Tour operators coordinate the reservation, confirmation and payment of travel arrangements on behalf of the clients.
· Online Travel Agent: Online Travel Agent (OTA) is known to be specialist in online distribution and they deal directly with the customers
· Destination Management Company:   DMC is a professional service company that specializes in the design and implementation of events, tours, transportation, events and program logistics. They normally operate in two ways, as contracting operator and supplier of package. 
· Aggregators: Global distribution system (GDS) is a computer base system that holds inventory for airlines, hotels, car rentals etc. Travel Agencies have direct access to this important inventory (Merlino, Sullivan and Unger, 2019).
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Advertising
Globally, for any business to succeed, it must engage in effective advertisement to elicit patronage (Kong and Kummer, 2013). As an agency, we are aware of this that is why we have planned to make informative intriguing advertisement through the following medium:
· Advertise on the company’s official user-friendly website and other websites of relevant agencies
· Maintain a strong social media presence and advertise on various platforms such as Facebook, Instagram, Twitter, LinkedIn etc.
· Consistently advertise on print and electronic media
·  Run digital advertisement
· Brand all official vehicles of the company as well as customize T-shirts and caps for staff, ensure they wear them regularly
· Distribute fliers and handbills to prospective customers in target 
· Strategically located signboard 
· Send regular bulk advert text messages to members of the Publicity within and outside our locality.
· Engage a reputable advertising agency to advertise the company’s products and services. Locations (Kong and Kummer, 2013).

Promotion 
The concept of Travel Agency Promotion refers to the activities that inform the market about the company’s product (Package Tour) in order to create preference or win potential clients. Promotional activities are the aggregate of all actions that help sales 
Promotion is an indispensable activity for Travel agencies. A well-articulated and implemented promotional program will easily sell Travel Agency’s product in a competitive market, as well as improve the company’s image (Franciskovic and Tomjanovich, 2001)
Tourists and potential clients will easily get attracted to our mouth-watering services and Package Tour through effective Promotion activities for patronage and also share the experience to their friends and family members. No wonder Franciskovic and Tomjanovich, (2001) opined that “Effective promotion combine with other marketing activities is the key to a successful Travel Agency Business”. To achieve effective promotion therefore, DTA will first determine the target audience or market, then assign a highly qualified professional staff to design a captivating message with the elements that is most appropriate in promoting our services and product (Package Tour). This will be followed by contracting a reputable media organization to transmit the promotional message to the recipient. This will obviously increase the sales of our Package Tour, enhance the image of our Agency and also boost the company’s revenue (Travel Agency in the UK, 2021).
As soon as our product (Package Tour) is launched in the market, we intend to immediately commence the promotion of our brand through the following channels within the first three years of operation:
· Catalogues: These are printed graphical publications in several colors which also contains fundamental information and guide for tourists and potential clients that is intended to motivate, provide information and stimulate sales for the Agency.
· Promotional Board: this is an advertorial tool which design to contain dynamic visual tools to basically promote our product (Package Tour) on public space.
· Tourism Brochures: These are well-designed printed literatures which contains additional programs, general information, occasional or special package for clients 
· Sales promotion: The context of sales promotion here implies an advertorial activity that offers discounts or specialize bonus on our product (Package Tour) to enhance more patronage. It is aimed at activating immediate sales and providing quick and measurable market outcome. In addition, it influences clients’ decision and motivate staff to put for effort.
· Direct marketing: under this promotional tool, we will place flyers in strategic locations around the city and also produce concise and visually appealing booklets and brochures that explains special information or sales in details to the public (Kona and Kummer, 2013).
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Dolce Travel Agency (DTA) is a registered sole proprietorship business established by Dolce Howell. As a sole proprietorship business, the agency is 100% owned by the founder and her immediate family members. The business is partly financed by the founder’s personal investment and the other part financed through long-term loan from a reputable commercial bank. 
In terms of management, DTA will be management by a team of experienced Travel Agency enthusiasts who will consist of the founder as General Manager, the Commercial Manager, Destination Manager, and Financial Manager.  The management team will be assisted by other competent officers who will head various departments, the departments include, Contracting, Operation, Commercial, Accommodation & activities, Accounting and Finance (British Tourist Authority, 2020).
Apart from these categories of staff, the company will also employ a driver, Secretary, Cleaner and logistic officer. 
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Office Location: 
The company is temporarily located at Room 136, the Guildhall, Swansea, SAI 4PE, UK, later in the future, we intend relocated to a more strategic and attractive permanent office complex with necessary facilities suitable for our line of Business. The office facilities include office furniture, internet connectivity, 10 computer system, a photocopier and a printer, stationaries, software and applications such as Nozbe, Evernote, Expensify, Flight track 5, Full Contact, Social mention, Google Drive etc. (Business Planning sample plan article temple guide, 2020).
Our target audience will be people in high-end communities, office workers, non-profit organizations, educational institutions, civic groups, faith base organizations who are interested in retreats, field trips etc. (Franciskovic & Tomljanovic, 2001).
Technology
We will ensure our office is equipped with the most recent and adequate computer system alongside relevant software and applications to aid efficiency in our operation. We intend to always upgrade our system to the new technology were application as time progresses for us to remain relevant in the competitive market. Later in the future we intend to develop our software, network and build a robust information technology facility to enable us sustain smooth operation of the business (Scoth, 2014).
Milestone and Metrics
Our main metric include:
· Tour Sold (unit, growth from month-month and year-year)
· Revenue derived from each tourist
· Tourists per tour (average and change over time)
· Total tourist prospect (estimate)
· Twitter follows
· Facebook likes
· Inquiries
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The outcome of our market research suggest that Dolce Travel Agency will experience rapid growth and increase in gross margin and sales volume within the first three years of operation. This is basically as a result of the huge market opportunities occasioned by the impact of Brexit and post pandemic era and also facilitated by aggressive marketing of our product (package tour) and services. Income and revenue of the company are expected from commission derived from sales and services provided (Jasna, 2017).
The overall financial plan and growth of the company is premised on the following basic assumptions:
· We assume a strong economy on wings of which Travel Agencies strive and the economy will not slide into recession or experience drastic decline within the next three years.
· That market growth projection for Travel Agencies is realistic and will remain so within the next three years.
· We also assume that there are no unforeseen government policies that will stop Travel Agencies from doing their legitimate business. 

	General Assumption
	1
	2
	3

	Plan Month
	12.00%
	12.00%
	12.00%

	Current interest rate
	10.00%
	10.00%
	10.00%

	Long term interest rate
	24. 42%
	24.0%
	24.42%

	Tax rate
	0
	0
	0


Source: DTA, 2021

	
	 PERSONNEL TABLE
	 2021
	 2022
	2023

	1.
	Accountant
	32,100
	34,000
	38,100

	2.
	Sales & Mark.
	22,200
	24,560
	27,136

	3.
	Driver
	17,500
	19,800
	20,745

	4.
	Tour-Guide
	25,500
	27,100
	29,030

	5.
	Personal Asst
	15,300
	16,440
	18,324

	6.
	Cleaners (2)
	15,000
	15,520
	16,976

	7.
	Mechanic (0.67)
	
	15,000
	16,000

	8.
	Nightwatchman (20)
	14,200
	15,620
	16,876

	
	
	141,800
	168,040
	183,187


Source: DTA, 2021

	
	2021
	2022
	2023

	Revenue 
	550000
	750000
	985000

	All Cost
	350000
	556000
	640000


Source: DTA, 2021


Source: DTA, 2021
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Source: The Travel Distribution System (England), 2021
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Breakdown Analysis

Revenue 	2021	2022	2023	550000	750000	985000	All Cost	2021	2022	2023	350000	556000	640000	
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