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1. EXECUTIVE SUMMARY
This report consists of information on how our business would run and how we would set it up, In the first section it describes the product we are offering and what the benefits are of our company. It also includes a SWOT analysis of our business to prove that we have evaluated the strengths of our business and also the problems we could face. It also discusses the staff we will need to hire and what training we will need to give them. We have also included a marketing section on how we will market our company to try and attract as many people as possible, also there is a section on key recourses we could need for our business and what equipment we could need. And finally, we have a section on finance to show how much it will cost to start our business as well as how much profit we will make throughout the year. 


2. THE BUSINESS IDEA

2.1 The Product/Service

My business is called Coastal Wanderers and it offers walking and adventure tours around the Pembrokeshire coast path. It will be mainly operating in the tourism, leisure and fitness industry as you will be able to explore the beautiful coastline and amazing scenery whilst also doing some high adrenaline activities if you wish. We will have highly trained guides to take you on the best walks and trained members of the team who will be able to offer the adventure side such as coasteering. The benefits of this company are the expert local knowledge of the guides as well as offering a variety of different packages to the guest and they can choose which one they would rather do (Pembrokeshire Coast National Park, 2024). 














2.2 SWOT Analysis Summary
Strengths- Adventure tourism is currently booming and is one of the fastest growing tourism industries, another strength of our business is we offer multiple packages for different levels of difficulty as well as overnight stays and café stops.
Weaknesses- As this business takes place outdoors it is very dependent on the weather because if the weather is bad then people will be less inclined to go on one of our tours, another weakness we could face is only having a few months of the year were tourism is popular in Pembrokeshire and the rest won’t be very busy.
Opportunities- There aren’t many businesses in Pembrokeshire that offer adventure tours around the coast path and as we offer multiple options there are plenty of opportunities in this market.
Threats- One of the main threats we will face is the weather as well as potential complaints from locals who don’t like overcrowding however we will offer tours for locals I hope to keep everyone happy. (Visitpembrokeshire.com, 2024). 

3. THE TEAM

3.1   Key Personnel

Name and Company Position: Charlie Macdonald, Owner

Skills and Experience: I have a lot of knowledge on the Pembrokeshire coast path and will be able to create suitable tours for people of all abilities, whilst also doing this I will be getting trained on the adventure side so I will be able to help on that side as well

Role and Responsibilities: Planning the routes, making sure the equipment is safe and confirming the booking


Name and Company Position: Callum Jones and Olivia Thomas, walking and adventure guides

Skills and Experience: They have experience in working in coasteering and zip lines and are very skilled at coasteering and are also local in Pembrokeshire so they have a lot of local knowledge, they also have first aid training in case of an emergency

Role and Responsibilities: They will be leading the tours and also ensuring the equipment is safe 



Name and Company Position: Bethan Davies, Marketing expert/planner

Skills and Experience: She has a lot of experience in marketing and is a very organised person which will help us in planning the tours, she has a lot of skills on social media and creating designs

Role and Responsibilities: She will be marketing our business whilst also helping planning the different tours and bookings ensuring that everything runs smoothly
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Name and Company Position: Stuart Williams, accountant

Skills and Experience: He has a lot of experience with accounting and has a lot of mathematical skills

Role and Responsibilities: He will be in charge of the business’s accounts and also purchasing any equipment we need and ensuring we don’t go over budget and are making a profit


3.2  Skills Gaps & Key Partners

3.2.1 Additional Staff Requirements (Roles and Responsibilities):

· Potentially more guides in the future if we have a high demand for tours
·  Photographer who will we be able to take pictures during the tours and the guests can purchase the pictures 
· Health and safety officer who will guarantee that everyone will stay safe during the tours (Darkin, 2015)

3.2.2 Training and Development:
· The new guides will be trained by me and the two other current guides to ensure that they will be fully trained 
·  The photographer will have some training with online courses
· Health and safety officer will be first aid trained and will have all the proper training needed to ensure safety for everyone

3.2.3 Outsourced Support / Key Partners:

· We will partner up with local cafes and hotels to offer overnight stays and stop offs in local cafes along the route
·  Another partnership we will have is with the national park as we will hope they will help advertise our company


4. MARKET RESEARCH

4.1 Market Information, Trends and External Factors
Pembrokeshire’s popularity as a top UK destination is on the rise, with over 7 million visitors annually (Evans, 2021). Adventure tourism is a booming sector, valued globally at $700 billion in 2019 and is continuing to grow annually (Statista, 2022). By combining adventure with the allure of Pembrokeshire’s iconic coastline, Coastal Wanderers is poised to capture a growing segment of eco-conscious, experience-seeking travellers. The adventure tourism sector is booming and in 2019 it was valued at 700 billion dollars, and it’s expected to grow to 1.6 trillion by 2027, people are now realising what is available to them and like the adrenaline rush and once you do it once you will want to do it again which is what happened to me. External factors we could face is weather as the UK only typically has 3 or 4 nice months and the others are cold and miserable so the business could only run over a few months and can only run a few tours a day (Evans, 2021). 




4.2 Customer Profiles

1. We believe that Coastal Wanderers has the ability to attract lots of different customers as we can vary the difficulty of the tours
2. It is also aimed at locals and tourists, for locals it will give them an opportunity to socialize with each other whilst getting exercise, and it gives tourists the opportunity to explore the beautiful sights and get to know more about the history
3. We also have tailored tours for families who are looking to add something different to their holidays, and also tours for solo adventurers who want to meet people with similar interests and want to explore what Pembrokeshire’s beautiful coastline has to offer
4. Another opportunity for customers is to offer tours to people who come in on cruise ships to fishguard harbour (International Trade Administration, 2023)


4.3 Competitor Profiles

1. Families- We will have tours aimed at families who are looking to explore the Pembrokeshire coast path, families will be willing to spend money on different activities whilst on their holidays. However, families might not book long tours but we believe to have an edge over the competition as we offer stops in local cafes. 


2.  Solo travellers- We will offer tours to solo travellers who would like to meet up with other solo travellers who also like hiking and also like to socialize with others, we believe that we will have an edge in this group as we will have plenty of tours for solo travellers and offer good deals for people to socialize as well as stopping off in local cafes


3.  Locals- We will aim tours at locals as well in hope to connect people with nature as well as providing exercise and stops off in local cafes in hope to build a better community, A weakness we could face is the locals complaining about overcrowding but we hope as we offer tours for locals they will be happy and support our business.




5. MARKETING PLAN

5.1 Price
We are going to charge £30 for ½ day tours, £55 for a full day, £75 for adventure tours, £25 for social tours and £125 for 2-day tours. We believe that these prices are competitive in the adventure tourism market but also affordable for people to afford who don’t want to spend too much on activities (Banez, 2024). 




5.2 Product- Appendices B
We have a logo set up which has got our company name on it as well as 3 words that describe the business. The coulor scheme is blue and light grey and I believe that the name stands out and it shows that we are an adventure-based company. We will also have hats and t-shirts available with our logo on it for our guests to buy after they complete the tours.



5.3 Placement
Most of our sales will be online bookings as we will have a website set up for people to be able to book our tours and also view all the different packages we have available. We will email out our itniery to people after they book their tours as well as follow up email after the tours to thank them for using our company and hoping that they will return in the future (The Adventure People, 2024). 



5.4 Promotion
· When promoting the business, I will be using social media as the main point of marketing as it allows the business to be seen by a wider scope of people, and it will be a good way to show off photos of what we are offering
· I will also be creating flyers and posters to stick up in tourist information centers as well as local café’s which would then give the option of having some tours with stops in the local café’s    
· We will also send emails to people after their tours in hope to attract them back in the future we could also offer discounts to returning customers.
· Another way to promote our company will be to give discounts to people who refer us to a friend or family member as we try to grow our business.
· We will also send surveys out to our guest to receive feedback in hope to find out what we could do to improve our services in the future.
· Over the winter months when we are not running tours we will keep posting photos and videos on social media to attract new customers and also show off what we have to offer. 
· We will also have a photographer on our tours so they can send the photos to our guests after the tours to remind them of the amazing time they had and also hope to attract them back in the future. 



6.  KEY RESOURCES

6.1 Premises
We will not need a physical space such as an office as our business will be taking place outside however we will have a small headquarters were we will store equipment and also have people working from home such as our accountant who will keep track of our finances, we will have a team meeting every Monday to guarantee that everyone knows how many tours we have on that week and if there’s anything we need to improve on. 



6.2 Equipment
The company will need to buy a few different types of equipment for the adventure side of the tours, these will include paddle boards, kayaks and equipment for coasteering. We will also have a website set up for the bookings system and radios available to be able to communicate whilst running the tours this will be vital in case of any emergencies or problems whilst the tours are running. 








6.3 Key Suppliers
We will need some suppliers to acquire the equipment and also partnerships with local businesses like café’s, restaurants and hotels. As we are a business that mostly operates outside with walking tours and adventure tours we won’t need many suppliers as we will be mostly self-sufficient after we set up (Visitpembrokeshire.com, 2024).


7.  FINANCES AND START-UP SUPPORT


	EXPENDITURE
	Year 1 
£

	Company Registration
	1000

	Rent/Rates
	20000

	Staff Wages
	75000

	Travel/Accommodation
	2000

	Telephone (mobile)
	100

	Broadband
	100

	Utilities
	100

	Marketing and materials 
	250

	Insurance
	5000

	Capital Expenditure/Equipment
	5000

	Training & Development
	2500

	Accounting/Legal
	2500

	Outside Services
	0

	Stock/Materials Purchases
	2000

	Bank Charges
	500

	Office Consumables 
	200

	Loans Repayments
	10000

	Total Expenditure
	£     59,220


	INCOME
	Year 1 
£

	Sales A
	95000

	Sales B
	38000

	Sales C
	42000

	Capital Introduced
	5000

	Funding 
	10000

	Loans/Borrowing
	10000

	Total Income
	£ 200,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	200,000

	Total Expenditure
	59,220

	
	

	Profit/Loss
	£140,780

	
	















7.1 	Financial Summary

We are going to charge £30 for ½ day tours, £55 for a full day, £75 for adventure tours, £25 for social tours and £125 for 2-day tours. We will only be running tours for 8 months of the year as it’s not feasible to run from November to February, the tours will start in March and finish in October. If all of the tours are full all the time we will receive just over £200,000 during the year, but the money out will total £59,220 when we add up all the expenses such as wages, marketing, insurance, transport and equipment. Which would leave us with a total profit of £140,780. If the tours are at 50% capacity which I believe is more likely at the start and if this happens we will receive just over £130,000 throughout the year (Gov.wales, 2024). The money out will stay the same which will leave us with a total profit of Just over £24,000 which in my opinion will be a success for the first year (Celtic Trails, 2024).



APPENDICES

Appendix A – SWOT Analysis

Strengths- Adventure tourism is currently booming and is one of the fastest growing tourism industries, another strength of our business is we offer multiple packages for different levels of difficulty as well as overnight stays and café stops. Additionally, we will have partnerships with other local businesses which we will stop off at on our tours, it will also give local people the chance to socialise whilst also doing some exercise.
Weaknesses- As this business takes place outdoors it is very dependent on the weather because if the weather is bad then people will be less inclined to go on one of our tours, another weakness we could face is only having a few months of the year were tourism is popular in Pembrokeshire and the rest won’t be very busy. Another weakness we could face is training staff on the adventure side of the tours as it requires the right licensing.
Opportunities- There aren’t many businesses in Pembrokeshire that offer adventure tours around the coast path and as we offer multiple options there are plenty of opportunities in this market. Another opportunity we will have is the partnerships with local businesses as it will also boost the tourism for them as well as advertising the beautiful scenery of the Pembrokeshire coast path.
Threats- One of the main threats we will face is the weather as well as potential complaints from locals who don’t like overcrowding however we will offer tours for locals I hope to keep everyone happy. Another threat we could face is accidents on the tours but we will have back up plans in case something does go wrong. 
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