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[bookmark: _Toc111315466][bookmark: _Toc111315838]Business Overview
It's difficult to launch a small business in the UK, but having a solid business plan will help you succeed. It is essential to consider spending the effort to convey the concept in a business plan before beginning a tourism agency in the UK. The head office of the tourism agency will be convenient and alluring, luring customers in (ADME, 2014). The head office of the agency will be situated in a commercial and tourist preferred locale of London city. Five professional and tourist-friendly tour guides will be hired for the service (Baum, 2015). The employer branding strategy will be adopted to attract tourists from worldwide due to the prevailing essentialness of the strategy in the unexpected circumstance of the covid-19. The strategy is well implemented and the results of the plan are proven to be beneficial, especially for the tourism sector (Reis and Braga, 2016). The purpose of the strategy is to enhance the mechanism of tourist attraction and also provide them with services at the best competitive market prices. The cost and pricing of the tour will vary based on the tourism activities and multiple discounts and coupons will be offered to consumers with more than 7 days package. The basic purpose of the business strategy is to achieve;
Annual income target of 300,000 at the end of two years. 
Provide tourists with the best services available at the best competitive pricing (Gehrels and Altan, 2015)
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[bookmark: _Toc111315467][bookmark: _Toc111315839]Requirements of Tourism
Jonny Young, 2021 has covered the requirements and legal implications of the tourism agency in the UK. It is essential to cover all the legal requirements to establish the official tourism agency brand in the UK that will render the services of providing tour guides, destinations, and hotel reservations.

[bookmark: _Toc110641837][bookmark: _Toc111315468][bookmark: _Toc111315840]Tourism Management
There is an increase in the number of tourism activities observed over the past few years in the UK, which has also resulted in 1.6 million jobs as well as the business generating revenues of £145 billion in 2018 (7.2% of UK GDP) from the tourist activities (Department for Digital, Culture, Media and Sport, 2020) Nearly 5% of this is made up by the North East region of England, which includes Northumberland, the most northern and least populous county in England. It is situated along the North Sea coast between Hadrian's Wall, the former northern border of the Roman Empire, and the present-day Scottish border.

Today, a vast number of independent travellers are moving towards online travel agencies (OTAs), businesses that compile lodging and travel options and let customers select some or all of the elements of their trip based on cost or other factors. Booking.com, Expedia.ca, Hotwire.com, and Kayak.com are a few OTAs as examples. OTAs are becoming more and more popular with travellers; in 2012, they recorded about $100 billion in online sales (Carey, Kang, & Zea, 2012), and nearly quadrupled that amount, upwards of $278 billion, in 2013.
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The sector of tourism is comprised of the various difficult connection among the tourism products, multiple suppliers, tour guides, destination groups as well as agents of travel agents. There is a huge demand for tourism in the UK and approximately 131.5 billion of the gross domestic products have gained from tourism activities in 2021. However, despite a rise of almost 40% from the first year of the coronavirus (COVID-19) pandemic, travel and tourism's overall contribution to the UK's GDP remained significantly below pre-pandemic levels. Due to the health crisis, travel and tourism's contribution to the UK job market decreased as well, from approximately 4.3 million jobs in 2019 to 4.1 million in 2021. Leisure spending dominated travel and tourism expenditures in the UK both during and before the pandemic and marginally grew in 2021 compared to 2019, as corporate expenditures fell (Statista, 2022).
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According to a survey, conducted in 2018, tourism is the most beneficial economic activity which has resulted in more than 10 million tourists in the UK. The North East, however, has the UK's worst regional entrepreneurial ecosystem in terms of attitude, aptitude, and aspiration (Global Entrepreneurship and Development Institute, 2014). There is increasing concern to develop the marketing plan for the tourism activities as the variations in the tourism activities resulted in more players in the tourism sector. The plan will focus on linking the partnership with the brand destinations. However, some consumer attitudes about England need to be changed, especially for domestic and international customers who have never taken a vacation in England. The current economic climate offers a fantastic chance for growth in the domestic holiday market. The marketing strategy adopted to establish the company is known as the All-England Destination Marketing Strategy: A New Approach. This plan was developed to promote tourism in the UK by the England Marketing Steering Group for English attractions and Visit England. The English Strategic Framework for Tourism's strategic goal is to expand England's share of international visitor markets. A new, unified, and better-coordinated All-England Destination Marketing Strategy's key objectives are to boost the value of English tourism; expand brand penetration; and produce long-term growth The All-(England Destination Marketing Strategy: A New Approach).

The core elements of the marketing plan are to consider the various elements concerning the consumer’s attraction and these elements include;
· Focusing on the relationships building process by interacting or having better conversations with consumers rather than simply telling them what to do.
· We should focus our efforts on the early stages of the consumer experience before the consumer has made up their mind about where they want to go.
· That we give a compelling cause to visit right away, that we facilitate the sale, and that we concentrate advertising efforts on our most alluring themes and locations
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[bookmark: _Toc111315471][bookmark: _Toc111315843]Sales, Targets, and Goals
The demand for Tourism is persistently growing in the UK over the past few years and the sector has contributed to the economy significantly by generating a gross domestic product of approximately 131.5 billion pounds from tourist activities. However, despite a rise of almost 40% from the first year of the coronavirus (COVID-19) pandemic, travel and tourism's overall contribution to the UK's GDP remained significantly below pre-pandemic levels. Due to the health crisis, travel and tourism's contribution to the UK job market decreased as well, from approximately 4.3 million jobs in 2019 to 4.1 million in 2021. Leisure spending, which dominated travel and tourist expenditures in the UK both during and before the pandemic and which climbed somewhat in 2021 compared to 2019, as business expenditures fell, was the main driver of this growth (Statista, 2022). 
The tour strategy is adopted to focus on creating custom, themed tours that cover the tour plan including destinations of Viking tour of Lindisfarne (Jones wears a Viking warrior costume, Ragnor Lundgren), a Game of Thrones-inspired tour of Hadrian's Wall (Jones is dressed as Jon Snow), and a Harry Potter experience at the Alnwick Castle, where Jones is dressed as Ron Weasley (with red hair and a Gryffindor uniform). Additional tours visit Durham and York in the south, Manchester and The Lake District National Park in the west, and Scotland in the north. Once various coronavirus restrictions are implemented, it will become clear why operating in Scotland and England is important.

[bookmark: _Toc110641841][bookmark: _Toc111315472][bookmark: _Toc111315844]Sales Target and Targeted Audience
The basic target of the agency is to generate a persistent revenue stream for the long term. Initially, the start-up of the company is to generate an expected income of 30,000 for the first by making an initial capital investment of 50,000 British pounds. The second phase of the plan includes the increasing activities of the agency by expanding its operations and a particular focus will be put on the coverage of vast destinations and making specific tours according to the tourist guide. The specific target of the agency is to cover 500 visitors at the end of the first year. The agency will hire a marketing director to foresee the sales target and he will also be responsible for the sales team of the agency. The agency will also hire a consultancy manager to oversee the operations of the tourist guide and also manage the tourist guides. The particular tour destinations included in the plan are the cities of London, Manchester, Northumberland, Liverpool, and Birmingham (Pearce A, 2016). However, with the passage of time and expansion in the business operations of the agency, more destinations will be covered by the agency. The agency will focus on the three types of audience as well as the consumers which include;
· The market of national as well as international students, arranging large group excursions throughout the academic year and conducting business with local institutions over the summer and during the Easter break.
· The majority of American in the international travel industry, arranges private, customized trips for 2–6 persons for a whole day.
· The business market, planning conferences excursions from cruise ships docking in the Tyne River, and travelling for occasional big sporting events in the area 
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[bookmark: _Toc111315473][bookmark: _Toc111315845]Operational Activities
As stated earlier, the company is situated in London, United Kingdom. The majority of the business's suppliers are located in the UK. A company needs to be able to finance the startup costs of starting up to be successful. The correct technology must be used, as well as sustainability, carrying capacity, and the usage of materials and skills from the local area (Anil Mathur, 2020). The operational requirements of the agency must need to be fulfilled and all these expenditures required investment funds. To generate the desired income and growth of the agency, operational requirements, as well as expenditures, need to be considered and managed carefully. 
Financial Forecast
	Year
	Sales

	1
	£120000

	2
	£200000

	3
	£300000



Profit and loss Statement
	
	Year 1
	Year 2
	Year 3

	Sales
	£120000
	£200000
	£300000

	Cost of Sales
	£30000
	£40000
	£55000

	Gross Margin
	£90000
	£160000
	£245000

	Expenses
	
	
	

	Payroll
	£30000
	£45000
	£80000

	Utilities
	£3000
	£7000
	£10000

	Depreciation
	£0
	£0
	£0

	Rent
	£10000
	£16000
	£20000

	Marketing
	£15000
	£32000
	£50000

	Location Setup
	£7000
	£11000
	£12000

	Total Operating Expenses
	£65000
	£111000
	£172000

	
	
	
	

	EBIT
	£25000
	£49000
	£73000

	Interest Expense
	£0
	£0
	£0

	Taxes Incurred
	£0
	£0
	£0

	Net Profit
	£25000
	£49000
	£73000


[bookmark: _Toc110641843][bookmark: _Toc111315474][bookmark: _Toc111315846]Proficiency in the Field
To generate the desired income and become proficient in the tourism business, a specific training program Known as ecotourism is developed for the chaperons. Ecotourism frequently uses specialized interpretive tour guides to oversee the experience and to enlighten, engage, and inspire the visitor as a means of reaching these lofty aims. The theory supporting this strategy is that by providing an accurate and compelling interpretation of locations and features, monitoring appropriate environmental and cultural behaviour, and modelling such behaviour, the positive effects of tourism will be maximized and the negative effects will be reduced, both immediately and over time (Sweeting et al., 1999).
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A tool to analyze and assess an organization's strengths, weaknesses, opportunities, and dangers is evaluated to assess both its present situation and potential for the future (de-Madaria, E., Mira, J.J., Carrillo, I., Afif, W., Ang, D., 2022).
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The particular marketing strategy, as well as the employee training program, will be an advantage for the tourism company to compete in the market. 
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Assessing the crisis' effects on employees and working to mitigate any negative effects. Employees are still feeling the negative emotional, economic, and social impacts of the coronavirus outbreak. The tourism agency should check the effects on their employees' personal, professional, and organizational lives in the meantime. For instance, the crisis may exacerbate stress, mental anguish, role ambiguity, and burden. Because of the recession, workers may face numerous financial challenges and little job security (Zhu et al., 2020).
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The travel and tourism sector in the UK is a changing workplace. Women are now making up a larger portion of the workforce. Women's employment in the manufacturing sector has decreased by almost 40% since 1971, while it has climbed by just over 30% in the service sector. This could be an opportunity for a travel agency to attract clients based on their preferences. 
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A period of economic slump has been affecting the world economy. The pandemic has caused numerous people to lose their jobs. Due to their low resources, they cannot afford the luxury of travel. This could be a threat to the start-up company. 
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