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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary 
The executive summary outlines EcoHaven Hospitality Ltd.'s plan to revolutionize luxury travel with a strong emphasis on sustainability. The assignment covers market research, customer profiling, competitor analysis, risk management, pricing strategy, promotion, and advertising. Key components include identifying market trends, targeting customer segments such as ecological tourists and luxury travellers, and offering unique eco-friendly accommodations and experiences. Operational aspects such as staffing, premises, suppliers, equipment, and financial projections are thoroughly addressed. Strategies for managing operational and financial risks are proposed, alongside a commitment to dynamic pricing and revenue diversification. The goal is to achieve £500,000 in revenue in the first year while leading the growth of sustainable travel with incomparable luxury experiences that prioritize environmental responsibility and community engagement.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name:
EcoHaven Hospitality Ltd.
	

	
	[bookmark: _Toc287535395]Address:
123 Green Lane,
London,
United Kingdom,
WC1X 0AB
	

	
	Primary contact method
Email: info@ecohavenhospitality.com 
Phone: +44 1234 567890
[bookmark: _Toc287535398]The business will: (Provide a brief description of what your business will do)
A pioneering company in the hotel industry, EcoHaven Hotel Ltd. is based in the heart of London, United Kingdom. Our company specialises in providing affluent ecotourism experiences to discerning travellers who wish to encounter nature up close without compromising luxury or sustainability. In our unique glamping sites situated in pristine natural surroundings, we offer guests the opportunity to experience nature while getting down to basics. Our business plan prioritises guest satisfaction, environmental consciousness, and community participation to ensure that every aspect of the visiting experience reflects our commitment to sustainability. 
	

	
	
	

	




	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892][bookmark: _Toc158461107]3 Key personnel
[bookmark: _Toc287535400][bookmark: _Toc158461108]Details of owner(s):
Name: John Smith
	

	
	Position/main responsibilities: CEO and Founder
	

	
	Knowledge and information about our business: John offers over 10 years of information in the hotel industry, which has quantified him an extensive consideration of the dynamics as well as inclinations in the range. He has a robust focus on sustainable portable also eco-friendly events.
	

	
	
	

	
	Previous employment: Earlier, John worked in the hotel business for many years, handling both luxurious resorts as well as ecological accommodations (Thirumalesh Madanaguli et al., 2021).
	

	
	Key skills brought to the business: The industry has promoted several critical competencies, including sustainability organisation, thoughtful development, leadership, financial skills, as well as customer ability.
	

	
	Business experience as well as any training undertaken: John efficiently recognised and operated in many hotel businesses, focused on the combination of luxury as well as environment. He has taken part in many training courses also meetings on sustainable tourism and business management.
	

	
	Academic/professional qualifications: John has a bachelor's degree in hospitality management also authorisation in sustainable tourism management.
Salary expectations £2500 per annum
	

	
	Chief Operations Officer
	

	
	[bookmark: _Toc158461109]Name: Emily Jones
	

	
	Position/main responsibilities: COO
	

	
	Experience and knowledge of our industry: Emily operated as an operations executive in the hotel business for above 15 years. She has a recognised track record of safeguarding perfect guest participation as well as improving employed performance (Tajeddini et al., 2020).
	

	
	Experience and knowledge of our industry: Emily has held senior management positions at luxurious resorts as well as well-known hotel brands, where she was responsible for handling everyday procedures also putting thoughtful concepts into accomplishment.
	

	
	Previous employment: Emily has supposed senior management circumstances at luxurious resorts as well as well-known hotel products, where she was responsible for managing consistent procedures and putting considered ideas into achievement.
	

	
	Key skills brought to the business: Dynamic Skills in the Management of growths, the leadership of groups, also management of procedures, process optimisation, as well as guest links are brought to the business.
	

	
	Business experience and any training undertaken: When it comes to developing and employing working strategies that upsurge income as well as expand consumer pleasure, Emily has an excess of information. She has comprehensive training in hotel processes also leadership. 
	

	
	Academic/professional qualifications: Master's degree in hospitality processes management, specialised development management professional (Bichler et al., 2020).
	

	
	[bookmark: _Toc158461110]Salary expectations £2300 per annum 

Marketing Director
	

	
	Name: David Johnson
Position/main responsibilities: Marketing Director

	
	Experience and knowledge of our industry: David has extensive experience in classifying as well as marketing through his twelve years of facility in the hotel as well as tourism industries. Emerging progressive marketing movements that demand detailed viewers are his range of abilities.

	
	

	
	Previous employment: David had marketing executive positions at visible hotel chains as well as travel accomplishments, where he recognised everyday positive marketing methods.

	
	Key skills brought to the business: Market research, customer departure, digital marketing, brand management, as well as thoughtful marketing development, are among the key skills that the organisation has encouraged (Farmaki et al., 2020).

	
	Business experience and any training undertaken: David possesses a track record of growing revenue through advanced marketing approaches. He has taken part in workshops as well as sessions about consumer behaviour as well as developments in digital advertising.

	
	Academic/professional qualifications: A bachelor's degree in advertising with a digital marketing approach authorisation.
Salary expectations £2000 per annum



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

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

	
	
	Business model Canvas
	 

	key partners
EcoHaven Hospitality will establish partnerships with local communities, environmental agencies, and regional authorities to further sustainability projects and enhance guest experiences. 
	Key activities
The organisation will focus on the creation of sites, green infrastructure management, as well as natural immersion activities to provide tourists with exceptional experiences (Booth et al., 2020).
 
 
 
 
	Value Propositions
EcoHaven Hospitality offers a unique blend of luxury and environmental consciousness, while also encouraging eco-friendly travel practices. It does that by providing guests with unparalleled comfort.
 
	Customer Relationship
EcoHaven Hospitality works to establish long-lasting relationships with guests by offering personalised services, encouraging feedback, and fostering a sense of community among attendees. 
	Customer Segmentation
EcoHaven Hospitality caters to environmentally conscious travellers who wish to experience the outdoors in style without compromising on comfort (Mustaniroh et al., 2020).


	
	Key resources
Pure natural environments, a committed community of ecotourism enthusiasts, and responsible supplier partners are vital resources.

	
	Channels
The firm will employ online channels, eco-travel community organisations, and partnerships with lifestyle brands to reach prospective clients and sell its sustainable products.
	

	Cost structure
 The planning and development of green infrastructure, construction, and land acquisition will all include upfront capital costs. Operations with an emphasis on sustainability, marketing campaigns, and human resources will all be categorised as operational costs (Mustaniroh et al., 2020).
	Revenues
 The primary sources of income are lodging charges, activity packages customised to the demands of the visitors, and commercial partnerships with surrounding companies.
 



	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	




	
	[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)
	

	
	Produce EcoHaven Hospitality as the best eco-luxury glamping purpose. In the first year of industry, we need to create £500,000 in revenue as well as launch EcoHaven Hospitality as a trustworthy brand in the exceptional camping industry. 
SMART Principal Goals: 
The comprehensive goals outline a strategic path for EcoHaven Hospitality Ltd. to achieve a 20% increase in occupancy, track monthly rates, execute targeted marketing campaigns, garner positive feedback, and reach a revenue milestone of £500,000 within the first year.
· Specific: Specifically, increase the rate of occupancy by 20 per cent during the first year of operation.
· Measurable: Monitor monthly occupancy rates by utilising reservation data and occupancy information.
· Achievable: To bring in a steady stream of customers throughout the year, carry out targeted marketing strategies and advertising campaigns.
· Relevant: Receiving positive feedback and remarks from clients contributes to building a trustworthy brand reputation and attracting repeat business.
· Time-bound: During the initial year of operation, attain the target of £500,000 in revenue through effective revenue management and cost control measures (Dias et al., 2023).
Strategies: 
· Start targeted marketing movements to application to eco-aware travellers.
· Prominence allocates exclusive guest participation through modified facilities as well as sustainable methods.
	

	
	
	

	
	2. Where do you see your business in 3-5 years?
Objective: Upsurge the industry to other places as well as become known as a leader in ecological accommodation. Over the successive three to five years, we anticipate EcoHaven Hospitality to upsurge both locally as well as globally, with a huge amount of glamping places spotted through important purposes. Through intellectual firms as well as imaginative advertising benefits, we hope to apprehend a substantial serving of the market and situation ourselves as a leading professional in the field of environmentally mindful luxury tourism (George, 2021).
Principal Goals:
The objective of the company is to select a location and they have to extend items by 30% during the 3rd year.  It also wants to achieve 4 stars out of 5 as it can identify customer satisfaction ratings, forge strategic partnerships, and implement sustainable initiatives consistently to enhance its presence and operations.

· Specific: Provide additional camping spaces in well-selected locations to expand EcoHaven Hospitality's presence.
· Measurable: To serve a range of market segments as well as preferences, extend the item's product range by thirty per cent during the next three years.
· Achievable: Obtain praise and positive remarks for the company's eco-friendly initiatives; an initial rating of 4 stars out of 5 in client satisfaction evaluations is the objective.
· Relevant: Establish strategic partnerships and alliances with local communities, environmental groups, and contractors that share EcoHaven Hospitality's commitment to environmental stewardship (George, 2021).
· Time-bound: Invest consistently in innovative ideas and state-of-the-art technologies to enhance overall tourist experience and operational performance, to introduce two or more sustainable initiatives each year.
Strategies: 
· Behaviour market research to categorise possible ranges for development.
· Form deliberated industries with neighbouring groups as well as servicers who share your reassurance of the atmosphere.
· Sustain investing in advanced technology as well as new concepts to increase tourist participation and operative performance (Stringam, 2020).
Expansion and Diversification: By the completion of the third year, EcoHaven Hospitality plans to increase the number of glamping locations it offers, covering a variety of locations in stunning natural surroundings. This project will cater to a greater number of environmentally conscious travellers seeking luxurious yet sustainable housing alternatives.
Enhanced Brand Recognition: Through astute marketing strategies and brand-building initiatives, EcoHaven Hospitality hopes to become known as a reliable brand that is associated with eco-friendly luxury. By the assumption of the fifth year, the brand goals to be renowned and at the forefront of the thoughts of its target viewers (Mpuon et al., 2021).
Continuous Innovation: EcoHaven Hospitality has strategies to constantly innovate as well as enhance its facilities to stay ahead of unstable consumer needs and market tendencies. This is in line with Klofsten's innovation-focused method. This involves bringing cutting-edge sustainable skills, eco-friendly substructure, as well as unique tourist involvements that elevate the regular for eco-tourism.
Partnerships and Collaborations: EcoHaven Hospitality will form deliberate partnerships with surrounding populations, environmental groups, as well as eco-aware businesses to maintain its sustainability purposes as well as community contribution activities. Cooperative enterprises and projects will improve the brand's status in totalling to the communal as well as environmental features (González-Serrano et al., 2020).
Global Presence: By the end of the fifth year, EcoHaven Hospitality proposes to create a global occurrence that will be applied to travellers from other countries who are looking for wealthy adjustments in addition to a beautiful landscape. Entering important international marketplaces will be assisted by well-organised marketing approaches and planned partnerships with tour operatives as well as travel activities.
Over the next five years, EcoHaven Hospitality aims to expand its reach and enhance brand credit by deliberately applying various enterprises. These include increasing the number of glamping sites to cover varied natural circumstances, achieving a significant brand credit score among the target spectators, introducing new maintainable skills annually, forming planned companies with local communities and eco-aware businesses, as well as establishing a company in key international marketplaces. Through continual innovation, community appointment, and global expansion efforts, EcoHaven Hospitality seeks to harden its site as a foremost source of luxurious yet globally aware adjustments for discerning travellers.

	

	
	
	

	
	
	

	
	

	
	
	





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

	

	
		Product/service
	Features
	Benefits

	Luxurious camping Accommodations
	Extensive tents or apartments with comfortable furnishings and excellent facilities.
	Though enclosed by nature, visitors may make use of all the amenities of a five-star hotel.

	Eco-Conscious Practices
	These include using sustainable building approaches, eco-friendly services, as well as renewable energy bases like solar electricity.
	Tourists information of guilt-free luxury while reducing their influence on the atmosphere (Alrawadieh et al., 2021).

	Immersive Nature Activities
	Environmental Events include astronomy, nature walks with a ranger, long-sighted animals, and also other outside explorations.
	Companies relax from the hustle as well as bustle of the city, recombine with the landscape, as well as grow more environmentally conscious.

	Culinary Experiences
	Farm-to-table dining participations that use locally produced ingredients as well as ecological cooking methods are emphasised (Thirumalesh Madanaguli et al., 2021).
	While reassuring of sustainable food associations and local individuals, guests taste delicious meals.

	Wellness and Relaxation Services
	The wellness, as well as decreased offerings, include yoga classes, spa conducts, as well as outside consideration assemblies.
	By involving with nature, tourists revive their body, concentration, as well as soul, and positive overall happiness.

	Educational Workshops
	Highlights include workshops on sustainability, animal safety, as well as environmental living methods.
	Companies get valued information as well as facilities to live a more accountable survival after their glamping undertaking (Tajeddini et al., 2020).



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]

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

	
	Unique Offering: EcoHaven Hospitality distinguishes itself from competitors in the hospitality industry, such as renowned luxury establishments like "Royal Retreats," with its distinctive approach to luxury travel. Unlike traditional five-star hotels, EcoHaven Hospitality sets a new standard for eco-friendly travel by expertly integrating sustainability into every aspect of the guest experience. 
Holistic Sustainability: What sets EcoHaven Hospitality apart is its distinct view on sustainability. The planning of the whole tourist experience, including housing and activities, considers environmental responsibility. Offering without feeling guilty luxury experience, visitors may make use of lavish amenities with less of an environmental effect (Leroi-Werelds et al., 2021).
Luxury without Compromise: With a unique blend of eco-friendliness as well as luxury, EcoHaven Hospitality provides guests with top-notch facilities and services without compromising sustainability. This safeguards that visitors may maintain environmental protection efforts and utilise first-rate facilities.
 Appeal to Eco-conscious Travellers: Due to EcoHaven Hospitality's assurance of sustainability, tourists who place a high significance on environmental accountability are drawn to the creation. EcoHaven Hospitality compromises a luxurious involvement that aligns with the ethics of eco-conscious tourists seeking authentic, nature-based involvements with little environmental influence. 
Differentiation through Sustainability: By employing a high emphasis on sustainability, EcoHaven Hospitality opinions apart in a crowded hospitality area. This differentiates the brand from traditional luxury lodgings like "Royal Retreats" as well as positions it as a leader in ecological travel, sustaining the rising need for eco-friendly travel selections (Leroi-Werelds et al., 2021).
	

	
	
	



	
	
	

	
	8 Legal requirements (diverse from unique to business regulations and licenses)
The legal and insurance requirements that apply to your business are:
License
A license can be compared with an official authorization from a government body that allows people, establishments, or businesses to become permitted to perform certain functions within a particular locality. Such licences act as legal documents, which prove that the appointed applicants follow the rules, regulations, and safety guidelines as stipulated by the government. These two institutions are the most important institutions in many areas, including construction, transportation, health, and accommodation, where the safety and protection of the public demand the implementation of regulation and supervision. Typically, to secure a licence, the first step is to fill out an application that usually requires completing prerequisites, providing evidence of those that call for, and remitting any fees. Having renewed them frequently, licences which seem to be serving a purpose to the law still in effect might then be issued. Such violations may lead to penalties such as fines or legal matters if the permissions are not obtained or maintained correctly, in the way that is required. However, licences play a significant role in ensuring that the community get to know whether businesses and activities in the community can be relied on, are liable and obey the laid down rules.
Permits
Permits act as official documents, which are granted by the government to start some work or activities of a particular nature. Among other things, they keep a check on the laws that concern protecting the atmosphere, securing people's health, and the health and safety of the public. Allowances on the other hand are restricted to just a few activities such as rainforest degradation or emissions from power plants and they are only temporary. The process involves obtaining necessary authorizations, paying the requisite fees, and meeting with various requirements. Licenses are issued to manoeuvre procedure activities that may influence the environment, safety of people or land allocation. It should be noted, that gaining in-depth knowledge and compliance with the necessary permits is vital as a failure to obtain all of them might lead to legal consequences.
Licences and Permissions
Business Licence: This licence is vital to operate EcoHaven Hospitality legitimately within the selected area or authority. It safeguards obedience to local commercial laws as well as guidelines. 
Camping Site Licence: As EcoHaven Hospitality performs as a glamping creation, a camping site licence is most likely compulsory. This permits protections that the site fulfils all safety as well as environmental rules before hospitable companies.
Food Service Licence: To compromise food facilities to guests, such as providing on-site dining, EcoHaven Hospitality essential a food facility licence. This safeguards that food preparation as well as serving regulations affecting health and safety are surveyed (Pappas and Brown, 2021).
Environmental Permits: As EcoHaven Hospitality arranges sustainability, it may need support for movements like water feasting, waste removal, or other ecological procedures. These permits safeguard that environmental values and legislation are monitored.
Health and Safety Certificate: EcoHaven Hospitality necessity holds a workplace safety as well as health certificate to indicate its amenability with health as well as safety laws also to the fact that it supports a safe background for both staff and visitors.
Fire Safety Certificate: Fire safety certifications are vital to confirm that EcoHaven Hospitality accepts fire security regulations and has suitable procedures in place to prevent as well as manage occurrences involving fires on the possessions (Pappas and Brown, 2021).
Planning permission: According to the locality as well as the kind of industry, creating or modifying camping amenities may be essential planning permission. This safeguards compliance with zoning regulations as well as municipal development values.

	

	
	You will meet your legal and insurance requirements by:
Liability Insurance: Obtain comprehensive responsibility assurance to protect the business and its consumers from unexpected probabilities or frequencies.
1. Meeting Insurance Requirements: Collaborate with reliable insurance workforces to get reporting for the responsibility that encounters the select needs of the hotel industry (Pappas and Brown, 2021).
	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

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

	
	[bookmark: _Toc287535411][bookmark: _Toc158461119]Trends in your chosen market are:
Market Trends: As more tourists appear for maintainable tourism as well as engaging in outdoor actions, there has been a conspicuous change in the hotel business to ecologically aware travel. The main facilities behind this trend are growing environmental apprehension as well as a desire for reliable, expressive travel contributions.
Rising Environmental Concerns: As concerns regarding pollution, climate variation, as well as environmental degradation upsurge, tourists are suitably more aware of their ecological impression. They examine places to stay as well as visit that are faithful to ecological sustainability as well as lessen their undesirable impact on the surroundings (Edeh et al., 2020).
The desire for Authentic Experiences: Contemporary travellers are more tired of immersive, unaffected involvements as a means of attraction with the local population as well as the environment. In line with the values of sustainable travel, there is a growing inclination away from mass tourism as well as towards more important travel experiences. This determines up demand for ecological accommodations as well as outdoor activities.
Emphasis on Outdoor Activities: Public awareness of outdoor events, such as hiking, camping, animal viewing, as well as outdoor exploration, is rising. Travellers are searching for locations that provide opportunities for outdoor experiences as well as sustainable, moral ways to engage with the natural world (Edeh et al., 2020).
Consumer Preferences are Changing: Travellers in Generations Millennial and Generation Z are partly responsible for the need for environmentally friendly tourism options. These environmentally conscious consumers regard ethical and sustainable travel practices highly, as well as different facets of their lives. They are willing to pay more for experiences that align with their values and eco-friendly housing.
	

	
	[bookmark: _Toc287535412]How you know this: 
· Travel industry reports, such as those from Deloitte as well as Euromonitor International, often highlight the growing global demand for eco-friendly travel options (Deloitte, 2024).
· According to studies conducted by well-known travel agencies, a significant portion of travellers roughly 77%, according to a recent In News poll consider sustainability when selecting their destinations.
· Academic studies that are published in credible journals like the Journal for Sustainable Tourism, as well as Tourism Management, provide empirical evidence of consumers' increasing preference for outdoor and eco-friendly travel accommodations. 
· The viability and profitability of environmentally conscious hospitality practises are demonstrated by case studies of successful eco-friendly hotels and resorts, which are often featured by organisations like the Global Sustainable Tourism Council (GSTC). (Deloitte, 2024).
· Media coverage on a range of platforms, including travel magazines and online publications, which also promote businesses setting the norm for sustainable tourism, strongly emphasises the increasing acceptance of eco-friendly travel options.

	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: (4 x Customer profiles minimum)
[bookmark: _Toc158461122]The customer groups you will be selling to are:
Ecological tourists are travellers who care about environmentalism and follow to decrease their carbon footprint while detecting the natural world.
Luxury travellers are prosperous visitors who price-modified consideration and excessive facilities yet are increasingly drawn to environmentally sustainable travel assortments.
Corporate Groups: Businesses observing for exclusive, ecological places for team-building actions as well as departures.
Adventure Seekers: Outside supporters who like hiking, wildlife consideration, as well as nature photography.
Customer segmentation
Demographic Data: Gather potential clients' demographic information to learn about their location, income, gender, age, and employment. Demographic information may reveal, for instance, that 70% of tourists who care about the environment are among the ages of between the ages of 25 and 40, make a median income for their families of £50,000 a year, and reside in cities that are located within 50 miles of a nature reserve or national park (Stringam, 2020).
Psychographic Data: Utilise questionnaires or in-person interviews to find out what your client's beliefs, passions, and preferences are when it comes to outdoor activities and environmentally friendly travel. For example, psychographic data may reveal that 80% of the target market is drawn to outdoor activities, wholesome relationships, and businesses that uphold environmental responsibility.
 Behavioural Data: Analyse past bookings, spending trends, and interest in making eco-friendly travel decisions using behavioural data. This data displays the demographic groups that are most inclined to make trips to eco-luxury glamping venues. For instance, studies show that 60% of customers who have already made reservations for eco-friendly hotels are willing to pay more for these kinds of travel experiences.
	

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

	
	We create that clientele extremely rise sustainability, modified experiences, also access to select natural circumstances. For instance, 86% of contributors in surveys obtainable among our target group quantified that they preferred lodgings that work environmentally friendly practices (Stringam, 2020).

	

	
	
	

	
	[bookmark: _Toc287535416][bookmark: _Toc158461124]How you know this:
We find this from examinations in the market and so numerous publications of industry. There are up to 86% of contributors chose to propose. 
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _Toc287535418][bookmark: _Toc158461126]Group
	[bookmark: _Toc287535419][bookmark: _Toc158461127]Number of customers
	[bookmark: _Toc287535420][bookmark: _Toc158461128]The price they might pay per unit

	[bookmark: _Toc158461129]Ecological tourists
	[bookmark: _Toc158461130]550 customers
	[bookmark: _Toc287535423][bookmark: _Toc158461131]£300/night

	[bookmark: _Toc158461132]Luxury travellers
	[bookmark: _Toc158461133]320 customers 
	[bookmark: _Toc287535426][bookmark: _Toc158461134]£400/night

	[bookmark: _Toc158461135]Corporate Groups
	[bookmark: _Toc158461136]25 groups 
	[bookmark: _Toc287535429][bookmark: _Toc158461137]£11,000/event

	[bookmark: _Toc158461138]Adventure Seekers
	[bookmark: _Toc158461139]700 customers 
	[bookmark: _Toc287535432][bookmark: _Toc158461140]£200/night



	

	
	
	



	
	
	

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

	

	
		Competitor name
	Strengths
	Weaknesses

	Green Getaways 
	Sustainability initiatives strongly.
	Pricing which higher and compared to rivalries. 

	Wild Woods
	Offering diverse activities.
	Efforts in marketing are limited. 

	Eco Retreat 
	Established Brand, Prime location.
	Eco-friendly facilities are limited.

	Nature’s Haven 
	Immersive unique experiences.
	For large groups limited capacity.



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

	
	We can differentiate ourselves by providing comprehensive eco-luxury information that puts sustainability first, providing adapted facilities, as well as working with local groups to produce reliable participation (Stringam, 2020).
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
Demand Fluctuation: Demand can alter due to seasonal variations as well as external factors like economic downturns or environmental difficulties.
	

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

	
	Diversification of Offerings: By contributing a range of correspondences and events to cater to diverse customer groups, you may moderate the significance of changing demand.
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
Industries utilise a pricing approach to regulate the appropriate quantity they should be responsible for their products as well as services. It comprises evaluating production costs, assessing market conditions as well as customer requests, setting viable prices that maximise profits, and understanding customer needs. 

	

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

	
	Cost-Based Pricing: Calculate the whole cost of providing glamping services, accounting for expenses related to staff salaries, utilities, purchasing or renting land, building infrastructure, upkeep, and marketing. Incorporate the necessary profit margin to generate earnings and pay for expenses (Morrison, 2022).

Market-Based Pricing: Look at what other businesses charging for similar eco-luxury camping experiences are charging. Consider features like location, amenities, calibre of service, and repute of the business when gauging market expectations and positioning EcoHaven's prices.

Value-Based Pricing: Consider the unique value that EcoHaven Hospitality offers, with its eco-friendly environment, personalised services, first-rate amenities, as well as sustainable practices. Establish the price based on the buyers' estimation of the items' value (Morrison, 2022).

	

	
	
	



	
	
	

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

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

	Eco-friendly camping
	£ 50
	£ 60

	Package of luxury lodging 
	£ 130
	£ 120

	Nature activity package 
	£ 30
	£ 40

	A bundle of sustainable facilities
	£ 60
	£ 70

	Event fee of community commitment 
	£ 80
	£ 90

	Partnership package exclusively 
	£ 80
	£ 70

	Catering services with eco-conscious premium 
	£ 140
	£ 150



	

	
	[bookmark: _Toc287535450]
Reasons for the difference between your price(s) and your competitors’ price(s):
· Though our standards may be more than individuals of some of our competitors, they also take into discussion the well-being that sustainability, adapted care, as well as completely immersive participation compromise (Elshaer and Saad, 2022).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
Digital marketing: Use social networking sites (Facebook, Instagram, etc.), email marketing, as well as content marketing to connect and engage with environmentally concerned tourists. Create captivating content that showcases EcoHaven's exclusive offers, environmental initiatives, and visitor experiences to entice and retain guests.
 
Partnerships: Form strategic partnerships with eco-tourism operators, green travel agencies, and lifestyle businesses that align with EcoHaven's values. To increase brand recognition and attract more customers, collaborate on joint marketing campaigns, co-branded promotions, and package discounts (Tanford et al., 2020).

Community Involvement: Involve local communities as well as environmental groups to highlight EcoHaven's promise of sustainability as well as moral tourism. Involve in community events, offer funding for environmentally valuable initiatives, and inspire environmental preservation efforts to promote trust and concern.

Advertising Channels: Use a variety of advertising networks, comprising conferences for the business, blogs on ecotourism as well as sustainable tourism, as well as online travel actions (OTAs), to reach potential consumers. Conduct targeted marketing efforts on digital stages like Facebook Ads as well as Google Ads to upsurge brand sympathy among tourists who care about the surroundings.
 
	

	
	
	

	
	
	



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

	
	

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


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· Manager
	£2500
	· 5 year
	· Communication

	· COO
	£2300
	· 3 year
	· Management

	· Marketing Director
	£2000
	· 3 year
	· Digital Marketing

	· Supervisor
	£1500
	· 2 year
	· Attentive

	· Caretaker
	£800
	· 1 year
	· Obedient

	· Receptionist 
	£1200
	· 2 Years
	· Customer Services

	· Head Chef
	£2800
	· 5 Years
	· Culinary Skills, Menu Planning

	· Housekeeping Staff
	£1000
	· 1 Year
	· Cleaning Techniques

	· Maintenance Technician
	£ 1800
	· 3 Years
	· Repair and Maintenance Skills

	· Event Coordinator 
	£ 2000
	· 3 Years
	· Event Planning, Coordination
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	Cost £

	Premises compulsory at start-up: for first site development as well as land attainment
	£18,000

	Premises compulsory in the upcoming (if different): some additional location as well as improvement of the place
	£10,000
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[bookmark: _Toc287535457]Your key suppliers and their credit terms



	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Eco- friendly 
	· Eco-products, sustainable amenities 
	· 32 days

	· Local artisans
	· Handcrafted national or regional attractive amenities 
	· 32days

	· Provider of renewable energy 
	· Green energy solutions and solar panel 
	· Installation payment 



	

	
	
	

	
	
	





	
	
	

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

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	· Sustainable Infrastructure
	· Start-up
	· From investment 
	· £600

	· Eco-Friendly Amenities
	· Start-up
	· From investment 
	· £300

	· Renewable Energy Systems
	· Start-up
	· From investment 
	· £4000

	· Site Development Tools
	· Start-up
	· From investment 
	· £2700

	· Customer Service Tools
	· On-going 
	· Working 
	· £500

	· Maintenance Equipment
	· On-going 
	· Working 
	· £500

	· Eco-Friendly  sdsTransportation
	· In future
	· From investment 
	· £500

	· Expansion Equipment
	· In future
	· From investment 
	· £300

	· Sustainable Infrastructure
	· Start-up
	· From investment 
	· £600
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	Risk
	Solution

	Staff
It is challenging to find qualified employees: Appliance a wide-ranging hiring approach to handle this, which should comprise posting job opportunities on applicable sites, networking intimate the company, and contributing competitive welfare and recompense (Li et al., 2020).
	Employee turnover: To keep your staff associates satisfied, generate learning also development chances, cultivate a positive work atmosphere, and implement retaining strategies comprising career progression and employee acknowledgement advantages.

	Suppliers
Unpredictability or scarcity of inventory: Uphold open lines of communication with providers to expect any problems, expand your source base, and also identify hold-up suppliers.
	Issues with quality control: Clearly state your values for superiority and the behaviour of regular inspections and audits to safeguard obedience. Assess the performance of your suppliers and offer commendations for development (Li et al., 2020).



	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
Please double-click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel you can use the link below this table and save the file onto your PC. You can then use Open Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised and additional rows and categories can be added.			
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	[bookmark: _Toc287535462]Calculate how much money you need before you start trading



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

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	21 Profit and loss forecast


	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535465][bookmark: _Toc287535915]22 Sourcing finance
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Total borrowing requirement for the business
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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. Fluctuating demand
2. Increasing operating costs
3. Regulatory changes












	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1. Implement dynamic pricing strategies: Utilize revenue management systems to adjust prices based on demand fluctuations, maximizing revenue during peak seasons and optimizing occupancy during low-demand periods.
2. Negotiate long-term contracts: Secure long-term contracts with suppliers to lock in favourable pricing for essential goods and services, providing stability amidst cost fluctuations
3. Diversify revenue streams: Expand offerings beyond traditional hospitality services, such as hosting events, offering eco-tourism packages, or providing sustainable dining options, to mitigate the impact of regulatory changes on specific segments










	

	
	
	



	
	
	
	
	
	

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

	

	
	

	



	


	
	

	
	
	

	
	
	
	
	
	



25 Conclusion. 
EcoHaven Hospitality's objective is to improve luxury travel by competently combining wealthy lodgings with environmental practices. With our cutting-edge eco-luxury camping involvements, we goal to develop hospitality while engaging a high reputation on environmental stewardship. Our potential to contribute to guests' immersive nature participation, in addition to our ecologically friendly facilities, safeguards that they will gain delightful stays with the least amount of carbon footprint. EcoHaven Hospitality's prominence on ethical business clarifications, communal contribution, and ongoing growth puts it in a condition to lead development in sustainable travel. The business offers clients incomparable wealth participations that are worthy for the environment.
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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.)
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Figure 1 Financial
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Figure 2 Marketing
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1,71,900 TOTAL  £



Consumables

Licences



Association fees

Wages/recruitment

Security/health and safety equipment

Professional fees

Training



Tools

Vehicles

Insurance

Other (please specify)

Rent/rent deposit

Stationery

Marketing

Market research costs


Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				8500

		Telephones and broadband				3500

		Equipment				10,000

		Stock				7000

		Tools				2000

		Vehicles				10,000

		Professional fees				3500

		Insurance				2200

		Rent/rent deposit				4800

		Stationery				1200

		Marketing				4000

		Consumables				2000

		Licences				2500

		Training				3000

		Association fees				2000

		Wages/recruitment				6500

		Security/health and safety equipment				5000

		Market research costs				4000

		Other (please specify)				90200

						0

						0

						0

						0

						0

		TOTAL  £				171,900
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Bank/HP/Interest (payable to your 

bank)

600 700 800

Stock 7000 8000 9000

Consumables 2000 2000 2000

Equipment and vehicle leasing 10,000 10,000 10,000

Depreciation 1000 1000 1000

Other (please specify) 0 0

Other 0 0

Other 0 0 0

Total fixed costs 60,500 64,500 67,900

Net profit (gross profit less fixed cost)

19,500 55,500 62,100

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 19 19

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

Total variable costs + total fixed costs 

(B)

2,30,500 2,44,500 2,67,900

Break even (B) divided by (A) 7,20,313 6,11,250 6,86,923


Microsoft_Excel_97-2003_Worksheet1.xls
Sheet1

		

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

				Total expected sales		250,000		300,000		330,000

				Less variable costs		170,000		180,000		200,000

				Gross profit (sales less variable costs) =		80,000		120,000		130,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		32%		40%		39%

				Salaries/wages (survival income + any staff		6500		8000		9000

				Premises (including rent, rates, utilities)		18000		18000		18000

				Telephone and broadband		3500		3500		3500

				Printing, post and stationery		1200		1400		1500

				Advertising and promotion		4000		5000		6000

				Bank charges		1000		1200		1400

				Professional fees		3500		3500		3500

				Insurances		2200		2200		2200

				Bank/HP/Interest (payable to your bank)		600		700		800

				Stock		7000		8000		9000

				Consumables		2000		2000		2000

				Equipment and vehicle leasing		10,000		10,000		10,000

				Depreciation		1000		1000		1000

				Other (please specify)				0		0

				Other				0		0

				Other		0		0		0

				Total fixed costs		60,500		64,500		67,900

				Net profit (gross profit less fixed cost)		19,500		55,500		62,100

				Calculate your net profit margin (net profit divided by total sales x 100)		0		19		19

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

				Total variable costs + total fixed costs (B)		230,500		244,500		267,900

				Break even (B) divided by (A)		720,313		611,250		686,923
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£

200,000

Personal start-up contributions           - 30,000

Other start-up contributions            - 20,000

Total required = 250,000

=

25000



Start-up costs

The assets you have available as security
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								£

				Start-up costs				200,000

				Personal start-up contributions		-		30,000

				Other start-up contributions		-		20,000

				Total required		=		250,000

				The assets you have available as security

						=		25000
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INCOME Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

Cash from sales (incl. VAT)

57,000 54,000 73,000 71,000 67,500 54,000 67,500 71,000 2,65,000 2,50,000

Cash received from debtors

530 500 420 410 498 450 498 466 1,946 1,826

Capital/loans received

1,500 1,400 4,200 3,700 2,900 2,500 3,100 2,000 11,700 9,600

Other Payments

0 0 0 0 0 0 0 0 0 0

TOTAL £

59,030 55,900 77,620 75,110 70,898 56,950 71,098 73,466 2,78,646 2,61,426

EXPENDITURE

Wages to staff (incl. PAYE & NI)

1,500 1,500 1,850 1,500 1,530 1,500 1,536 1,750 6,416 6,250

Premises (rent, rates & utilities)

450 450 450 450 498 450 498 450 1,896 1,800

Telephone & Broadband

900 840 900 846 930 840 942 846 3,672 3,372

Printing, post & stationery

399 300 399 300 330 300 342 300 1,470 1,200

Advertising & promotion

900 966 900 966 930 999 942 999 3,672 3,930

Bank charges

183 246 183 249 180 240 183 243 729 978

Professional fees

849 849 849 849 780 840 786 843 3,264 3,381

Insurances

600 549 600 549 480 540 486 543 2,166 2,181

Bank/HP

150 150 150 150 180 150 186 150 666 600

Equipment & vehicle leasing

2,100 2,499 2,100 2,499 2,400 2,490 2,400 2,493 9,000 9,981

Payments relating to variable costs

3,300 3,000 3,300 3,000 3,000 3,000 3,066 3,000 12,666 12,000

Capital Expenditure

3,000 3,933 3,000 3,999 3,300 3,900 3,366 3,933 12,666 15,765

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

1,599 1,749 1,599 1,749 1,680 1,740 1,686 1,743 6,564 6,981

Consumables

450 498 450 498 480 480 480 486 1,860 1,962

Other (please specify)

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

TOTAL £

16,380 17,529 16,730 17,604 16,698 17,469 16,899 17,779 66,707 70,381

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		17,000		16,000		19,000		18,000		21,000		20,000		23,000		22,000		24,000		23,000		26,000		26,000		130,000		125,000

		Cash received from debtors		0		0		150		140		180		180		200		180		170		170		130		130		120		110		950		910

		Capital/loans received		0		0		1,500		1,400		0		0		0		0		2,000		1,500		0		0		2,200		2,200		5,700		5,100

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		18,650		17,540		19,180		18,180		21,200		20,180		25,170		23,670		24,130		23,130		28,320		28,310		136,650		131,010

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		500		500		500		500		500		500		500		500		600		500		750		500		3,000		3,250

		Premises (rent, rates & utilities)		0		0		150		150		150		150		150		150		150		150		150		150		150		150		900		900

		Telephone & Broadband		0		0		300		280		300		280		300		280		300		281		300		282		300		283		1,800		1,700

		Printing, post & stationery		0		0		133		100		133		100		133		100		133		100		133		100		133		100		800		600

		Advertising & promotion		0		0		300		322		300		322		300		322		300		322		300		322		300		322		1,800		2,000

		Bank charges		0		0		61		82		61		82		61		82		61		83		61		83		61		83		400		500

		Professional fees		0		0		283		283		283		283		283		283		283		283		283		283		283		283		1,700		1,700

		Insurances		0		0		200		183		200		183		200		183		200		183		200		183		200		183		1,200		1,100

		Bank/HP		0		0		50		50		50		50		50		50		50		50		50		50		50		50		300		300

		Equipment & vehicle leasing		0		0		700		833		700		833		700		833		700		833		700		833		700		833		4,200		5,000

		Payments relating to variable costs		0		0		1,100		1,000		1,100		1,000		1,100		1,000		1,100		1,000		1,100		1,000		1,100		1,000		6,600		6,000

		Capital Expenditure		0		0		1,000		1,300		1,000		1,300		1,000		1,333		1,000		1,333		1,000		1,333		1,000		1,333		6,000		8,000

		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		533		583		533		583		533		583		533		583		533		583		533		583		3,200		3,500

		Consumables		0		0		150		166		150		166		150		166		150		166		150		166		150		166		900		1,000

		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		5,460		5,832		5,460		5,832		5,460		5,865		5,460		5,867		5,560		5,868		5,710		5,869		32,800		35,550

		Income less expenditure		0		0		13,190		11,708		13,720		12,348		15,740		14,315		19,710		17,803		18,570		17,262		22,610		22,441		103,850		95,460

		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)		130,000		125,000		22,500		16,000		22,500		18,000		22,500		20,000		22,500		22,000		22,500		24,000		22,500		25,000		265,000		250,000

		Cash received from debtors		950		910		166		150		166		150		166		150		166		152		166		156		166		158		1,946		1,826

		Capital/loans received		5,700		5,100		1,700		1,500						1,200		1,000										3,100		2,000		11,700		9,600

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		136,650		131,010		24,366		17,650		22,666		18,150		23,866		21,150		22,666		22,152		22,666		24,156		25,766		27,158		278,646		261,426

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		3,000		3,250		510		500		510		500		510		500		512		500		512		600		512		650		6,066		6,500

		Premises (rent, rates & utilities)		900		900		166		150		166		150		166		150		166		150		166		150		166		150		1,896		1,800

		Telephone & Broadband		1,800		1,700		310		280		310		280		310		280		312		281		314		282		316		283		3,672		3,386

		Printing, post & stationery		800		600		110		100		110		100		110		100		112		100		114		100		116		100		1,472		1,200

		Advertising & promotion		1,800		2,000		310		333		310		333		310		333		312		333		314		333		316		333		3,672		3,998

		Bank charges		400		500		60		80		60		80		60		80		61		81		61		81		61		81		763		983

		Professional fees		1,700		1,700		260		280		260		280		260		280		262		281		262		281		262		281		3,266		3,383

		Insurances		1,200		1,100		160		180		160		180		160		180		162		181		162		181		162		181		2,166		2,183

		Bank/HP		300		300		60		50		60		50		60		50		62		50		62		50		62		50		666		600

		Equipment & vehicle leasing		4,200		5,000		800		830		800		830		800		830		800		831		800		831		800		831		9,000		9,983

		Payments relating to variable costs		6,600		6,000		1,000		1,000		1,000		1,000		1,000		1,000		1,020		1,000		1,023		1,000		1,023		1,000		12,666		12,000

		Capital Expenditure		6,000		8,000		1,100		1,300		1,100		1,300		1,100		1,300		1,122		1,310		1,122		1,310		1,122		1,313		12,666		15,833

		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		3,200		3,500		560		580		560		580		560		580		562		581		562		581		562		581		6,566		6,983

		Consumables		900		1,000		160		160		160		160		160		160		160		162		160		162		160		162		1,860		1,966

		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 £		32,800		35,550		5,566		5,823		5,566		5,823		5,566		5,823		5,625		5,841		5,634		5,942		5,640		5,996		66,397		70,798

		Income less expenditure		103,850		95,460		18,800		11,827		17,100		12,327		18,300		15,327		17,041		16,311		17,032		18,214		20,126		21,162		212,249		190,628

		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)		57,000		54,000		73,000		71,000		67,500		54,000		67,500		71,000		265,000		250,000

		Cash received from debtors		530		500		420		410		498		450		498		466		1,946		1,826

		Capital/loans received		1,500		1,400		4,200		3,700		2,900		2,500		3,100		2,000		11,700		9,600

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

		TOTAL £		59,030		55,900		77,620		75,110		70,898		56,950		71,098		73,466		278,646		261,426

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		1,500		1,500		1,850		1,500		1,530		1,500		1,536		1,750		6,416		6,250

		Premises (rent, rates & utilities)		450		450		450		450		498		450		498		450		1,896		1,800

		Telephone & Broadband		900		840		900		846		930		840		942		846		3,672		3,372

		Printing, post & stationery		399		300		399		300		330		300		342		300		1,470		1,200

		Advertising & promotion		900		966		900		966		930		999		942		999		3,672		3,930

		Bank charges		183		246		183		249		180		240		183		243		729		978

		Professional fees		849		849		849		849		780		840		786		843		3,264		3,381

		Insurances		600		549		600		549		480		540		486		543		2,166		2,181

		Bank/HP		150		150		150		150		180		150		186		150		666		600

		Equipment & vehicle leasing		2,100		2,499		2,100		2,499		2,400		2,490		2,400		2,493		9,000		9,981

		Payments relating to variable costs		3,300		3,000		3,300		3,000		3,000		3,000		3,066		3,000		12,666		12,000

		Capital Expenditure		3,000		3,933		3,000		3,999		3,300		3,900		3,366		3,933		12,666		15,765

		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		1,599		1,749		1,599		1,749		1,680		1,740		1,686		1,743		6,564		6,981

		Consumables		450		498		450		498		480		480		480		486		1,860		1,962

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		16,380		17,529		16,730		17,604		16,698		17,469		16,899		17,779		66,707		70,381
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Business Finance for Hotels and Hospitality | From £250k

Expert business finance for buying hotels, refurbishing them or refinancing. Find out about our

business loans for the hospitality sector.
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UK Restaurant Marketing Agency - Marketing Agency Hospitality

At Toast we work with an array of brands on all things marketing, to events and digital. Let us
become an extension of your team! Get in touch today to arrange a consultation. Digital. Events.
Strategy. Partnerships. Content. Consultancy. Services: Consultancy, Strategy.
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Marketing & Sales Strategy - Industry Research
DTO provides in-depth competitor analysis and market insights to help you stay ahead. Make
data-driven decisions on market entry, product development & more with DTO.




