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	[bookmark: _Toc287535392][bookmark: _Toc160480267]1 Executive summary
Newcastle Cultural Haven Hotel is a planned company in a popular tourist destination. The hotel will be in Warwickshire, England, a prime location. The hotel has many distinctions. Its ability to incorporate local culture into the hotel's theme is its main advantage. The company provides immersive hospitality. To help the environment, it also takes green measures. The startup can succeed by managing numerous functions. To run commercial operations efficiently, the company must manage and give staff roles from the start. To gain market share, the company aggressively targets customers. Within five years, shoppers will flock there. The hotel provides luxurious accommodations, delicious food, and convenient transportation to ensure a memorable stay. The hotel needs £350,000 to start operations and make a profit. The expected data shows that the Newcastle Cultural Haven Hotel needs efficient and strong management to be profitable.    
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc160480268]2 Business details
[bookmark: _Toc287535394]Company name:
 The Newcastle Cultural Haven Hotel    
	

	
	[bookmark: _Toc287535395]Address:
  Warwickshire, England (specific address to be determined)   
	

	
	Primary contact method
  www.newcastleculturalhavenhotel.com   
	

	
	
	

	
	[bookmark: _Toc287535398]The business will: (Provide a brief description of what your business will do)
The Newcastle Cultural Haven Hotel is situated in the central region of Warwickshire, England. The hotel provides great and distinctive customer services and guest experience, which are unparalleled in the region (Barringer and Ireland, 2019). The hotel offers a captivating hospitality experience to its guests by incorporating local traditions and heritage. The hotel rooms are designed with a variety of cultural themes, allowing guests to immerse themselves in the history of the area. Guests can immerse themselves in the area's vibrant cultural traditions and savour its delectable cuisine by purchasing from the hotel. They have the ability to establish connections with many cultures and actively interact with individuals in order to cultivate significant relationships. Furthermore, the environmentally conscious and sustainable operations of the firm provide a hospitality experience that is free from any feelings of guilt for the guests.   
	

	



	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc160480269]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
[bookmark: Text7]Name:  Md jaglu uddin    




     
	

	
	[bookmark: Text8]Position/main responsibilities:   Management Head  
	

	
	Experience and knowledge of our industry:    2 years of experience working in the UK hospitality industry and having knowledge of hotel management, leadership, customer service, OWNER CHENNAI CENTRAL 
	

	
	
	

	
	[bookmark: Text10]Previous employment:  Front Staff at The Grand Hotel in London and receptionist at The Cotswold Manor Resort in Oxfordshire, OWNER CHENNAI CENTRAL.    
	

	
	[bookmark: Text11]Key skills brought to the business:  Strong leadership abilities, strategic vision, and a passion for ensuring exceptional customer experiences, and immense knowledge about hotel management    
	

	
	[bookmark: Text12]Business experience and any training undertaken:   Advanced training program in hospitality management, participated workshops and seminars related to the hospitality management   
	

	
	[bookmark: Text13]Academic/professional qualifications:    DIPLOMA IN HOTEL MANAGEMENT.   
	

	
	[bookmark: Text14]Salary expectations £   £45,000 per year   

	

	
	Name: Mohammed Ali Hayder
	

	
	Position/main responsibilities:   Operations Manager   
	

	
	Experience and knowledge of our industry:  Specialisation in operations management and customer service, owner ujala take away.    
	

	
	Previous employment:   Operations Manager at The Lakeside Resort in Windermere and as the Front Office Manager at The Edinburgh Grand Hotel, owner of Ujala take away    
	

	
	Key skills brought to the business:  Organisational skills, process optimisation, team leadership, attention to detail, and a commitment to provide better service.   
	

	
	Business experience and any training undertaken:   Extensive training on hotel operations and leadership   
	

	
	Academic/professional qualifications:    BA (hons) diploma in hotel management    
	

	
	Salary expectations £   £45,000   

	

	
	Name:   Mourana YANSANE    
Position/main responsibilities:  Culinary Director and Associate Manager   

	
	Experience and knowledge of our industry: Possesses knowledge of modern British cuisine and regional delicacies.  

	
	Previous employment:   Manager of Y4 Hotel,  

	
	Key skills brought to the business:   Creativity, innovative ideas, and a profound understanding of local cuisine and flavours.    

	
	Business experience and any training undertaken:  Received formal training in culinary, training for the new manager.    

	
	Academic/professional qualifications:  BA in Hotel Management     

	
	Salary expectations £  45,000    

	
	Name:   Md Oliur Rahman    

	
	Position/main responsibilities:   Marketing Manager   

	
	Experience and knowledge of our industry: Marketing management knowledge in the UK hospitality industry   

	
	Previous employment:  Owner bayleafs takeaway.    

	
	Key skills brought to the business:  Strategic Planning abilities, creative thinking, and organisational skills    

	
	Business experience and any training undertaken:  Attended training programs in marketing strategy, digital marketing, and brand management    

	
	Academic/professional qualifications:   BA (hons) diploma in hotel management.   

	
	Salary expectations £   45,000   



[bookmark: _Toc287535402][bookmark: _Toc160480270]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc160480271]4 The business idea
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	[bookmark: _Toc287535405][bookmark: _Toc160480272]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? 
	

	
	·  The business will gain a strong brand awareness by conducting target marketing (Burns, 2022). It will establish financial stability and ensure break-even in the year. The hotel will also establish its market presence in the target location.    
[image: ]
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	2. Where do you see your business in 3-5 years’ time?
·  The Newcastle Cultural Haven Hotel will expand its business in the key cultural destinations in the UK within 5 years. It aims to be the leading innovator in the hospitality industry and achieve a competitive advantage (Nielsen and Lassen, 2011). A comprehensive milestone plan to be achived in 3-5 years is given below.    
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	[bookmark: _Toc287535406][bookmark: _Toc160480273]6 What the business does
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	[bookmark: _Toc287535407][bookmark: _Toc160480274]
Luxury experiences in sumptuous culinary presentations tether accommodation with Newcastle Cultural Haven Hotel, giving a different kind of hospitality offering. State-of-the-art facilities with world-class amenities provide comfort and convenience to all the guests. Indeed, this is a full-scale immersion in the guest using highly trained staff and effective working operations, which also result in customer satisfaction and loyalty. This is something the hotel insists on, even as it leaves its guests with nothing reckless but unique and memorable dining experiences that are way out of experiences from other hotel stays. The hotel is not just positioning itself uniquely but also trying to be competitive in the industry while following the kind of service strategy that is in coherence with the current needs and trends in hospitality, such as a direction for sustainability and technology integration. This strategy was identified by Hossain et al. (2022) as "The Strategic Importance of Location and Partnerships" within the hospitality sector. Once more, Kumolu-Johnson (2024) opines that better, superior service comes from professionally trained staff with operational efficiency—also, Ding (2022) talks about the need for experiences that are both personalized and tech-savvy. Besides, Jackson (2018) opines: notes the importance of a unique and memorable dining experience. Taken together, the strategy adopted by Newcastle Cultural Haven Hotel is based on solid previous research and literature. Also, it ensures it is up to date with the modern-day hospitality sector and its customers.
7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	·  The hotel's offerings are differentiated from competitors because guests can experience the local cultural heritage and explore unique tastes through the variety of dining options (Ries, 2023). 
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc160480275]The Unique Value Proposition of Newcastle Cultural Haven Hotel: Immersive Cultural Experiences, Eco-Friendly Initiatives, and Personal Services. Proven that the development of unique customer experiences is an excellent basis for competitive advantage is the statement of Keiningham et al., 2020. The design and the use of local cultures in it, as well as the services offered, make genuine guest experiences out of that and turn it into an unbearable example of a tourism trend. According to Richards, 2018, In addition, the firm's sustainability has matched the growing demand of today's consumers, who are more conscious of environmentally friendly practices. It was concluded that the customization of service through offering choices brought about not just satisfaction but also customer loyalty – which the hospitality industry ranked as very important to a great extent (Rane, Achari, and Choudhary, 2023). Seifollahi (2023) noted that green initiatives likely lead to a perceivable enhancement of a hotel's brand, thereby increasing green customers. The Newcastle Cultural Haven Hotel has successfully filled such a significant gap in the competitive hospitality market that emerges by evolving the expectations of travelers nowadays: the hotel can position itself at a very unique point in the competitive hospitality business by providing such tailor-made experiences.



8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
1.   The Newcastle Cultural Haven Hotel has to maintain the legal requirements while starting its business operations. Compliance with the legal aspects is helpful for business management as the management can operate the business smoothly. The hotel has to comply with the hospitality regulations. The hospitality regulations are the set of laws and regulations that must be followed (Sutherland, 2023). They are the food hygiene regulations, licensing requirements, employment laws, health and safety standards.   
	

	
	You will meet your legal and insurance requirements by:
1.  The legal requirements of the business should be fulfilled. The hotel has to obtain the necessary permits and licenses from the local authorities to start its operations. The hotel has to implement safety protocols that will ensure that guests and employees are safe within the business. The business has to regularly monitor the compliance of the legal requirements (Tesse Fox, 2019). All the important assets of the business should be brought under the comprehensive insurance coverage.    

	



[bookmark: _Toc287535409][bookmark: _Toc160480276]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc160480277]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
· There is a growing trend in the cultural tourism market. Approximately, nearly 40% of the tourists worldwide can be counted as cultural tourists. For European tourists, cultures play a crucial role in attracting them and motivating them towards the destinations (CBI, 2023). The cultural tourism market will reach over 22 billion at the end of 2033. There is also a growing trend among the tourists and visitors that they are being more conscious of protecting the environment (Mkono and Hughes, 2020). Hence, eco-friendly practices have gained immense attention in recent years.    
	

	
	[bookmark: _Toc287535412]How you know this: 
· The trends are identified from the report " The European market potential for cultural tourism" (CBI, 2023). The trends are also collected from the research articles and academic journals. These secondary sources provide important insights into the target market of cultural tourism.  
	

	
	[bookmark: _Toc287535413][bookmark: _Toc160480278]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: (4 x Customer profiles minimum)
1.  Cultural enthusiasts are highly motivated to explore new cultures and heritage 
2.  Cultural explorers are not highly motivated but they like to explore new cultures 
3.   Cultural relaxers are not concerned about the cultures. They only travel for relaxation and leisure.  
4.    Cultural avoiders are the ones who avoid cultural aspects and they have other purposes such as business, and families.      
	

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

	
	1.   The customers want a memorable stay at the hotel. 
2.  They want high quality services and comfortable rooms. 
3.    The customers want to explore immersive cultural heritage. 
4.  They want high quality dishes that are ethically sourced. 
5.  Customers want eco-friendly practices.        
  (What research did you undertake and what were the results?) 
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
·  The customer preferences are identified from the secondary research that required academic journals, research articles, and online reviews. The stance taken in the secondary research included industry reports, academic journals, and market analysis studies. It considered reports such as "European Cultural Tourism Trends" by CBI (2023). It emphasized that cultural tourism is gaining popularity, and close to 40% of the tourists in the world can be termed as 'cultural tourists.' Other reports from the hospitality industry were also heeded that reiterated the increased importance of being recognized for sustainable and environmentally sensitive practices universally. Research e.g., Spode et al. (2020) has shown that cultural enthusiasts are seeking experiences that are profoundly cultural and high-touch regarding the quality and provenance of their food. Cultural relaxers speak about convenience and easiness, whereas cultural avoiders target the opportunity and quality of service for both business and family use (Holloway and Humphreys, 2022). True of all these segments, there is an equally strong resonance with eco-friendly initiatives at present—a natural market opportunity to promote our sustainability practices. Due to this extensive research, profiles of the customers resulted, and the value propositions, therefore, have been designed to meet their desires and needs across our different customer segments. This makes the offering compelling and relevant.   
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
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	[bookmark: _Toc287535442][bookmark: _Toc160480279]11 Profiling competitors

	

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

	
	·   The Newcastle Cultural Haven Hotel will ensure that its cultural themes are unique and exceptional. It also should provide enhanced customer service (Mary George et al., 2014).    

The Newcastle Cultural Haven Hotel can use such unique selling points to add more to the offerings while making the prices more competitive than the competitors. Since the hotel would feature culturally themed rooms and events, the hotel would truly have anchored experiences that exist nowhere else amongst competitors. According to Rane, Achari, and Choudhary (2023), creating a memorable "experience" makes a customer highly satisfied, making customers return to the firm. In terms of value, a value-based pricing model can only justify premium rates through value addition by incorporating the cultural and eco-friendly features that such tags endow (González-Rodríguez, Díaz-Fernández and Font, 2020). For example, a package deal that incorporates cultural tours and workshops, coupled with the usage of such facilities in a culturally sensitive and eco-friendly way in terms of accommodation, would be attractive to a segment of people for whom culture and ecological care are central (Holloway and Humphreys, 2022). These people will afford to pay a higher rate to derive such meaningful experiences. Secondly, dynamic pricing can also aim to optimize room rates at any given time, considering seasonality and customer segmentation (Wang et al., 2021). In this way, it ensures the competitiveness of ranges with revenue maximization and brings a plethora of customers who do not compromise on unique value offerings.
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc160480280]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
1.  Data security and cyberattack 
2.   Economic crisis
3.   Brand reputation   

	

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

	
	1.   The risk of data breaches and cyberattacks can be addressed by implementing robust security measures such as establishing firewalls, data encryption methods, authentication, and so on (Saura and Ribeiro-Soriano, 2021). 
2.  The risk of economic crisis can be minimised by diversifying the business offerings, utilising the digital media and innovating new services (Mary George et al., 2014). 
3.   The risk that brand reputation would be affected should be managed by establishing effective customer relationship management (CRM).     
	

	
	[bookmark: _Toc287535447][bookmark: _Toc160480281]13 Pricing
	

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

	
	·  The business will use cost-based pricing (Barringer and Ireland, 2019).    
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
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	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
·  The prices are different from the competitors because of the higher quality and enhanced services of the hotel.     
Cultural Haven Hotel follows a cost-based pricing strategy as the prices are defined through an addon of markup over the cost of service provision. This ensures the recovery of costs and even provides an element of profit. Even though direct, this cost-based pricing does not consider anything from the customer's perceived value and the dynamics of competitive pricing. The pricing shall remain competitive without the weakening of the high quality and increased added services provided by the hotel. Value pricing may add support to this strategy in that prices may be based on the perceived value of the services by the customer and, therefore, in theory, be provided at higher price points without losing customer demand, as suggested by Holloway and Humphreys (2022).

The immersion and sustainability of the culture within the hotel bring so much value that the upper edge of the range of competitiveness is at only some services to be justified as expensive. Spode et al. bases their reasoning on the fact that customers will pay more money for unique, memorable experiences, which the cultural and eco-friendly offering within the hotel provides. Moreover, those practices that fall under sustainability could automatically increase brand perception; hence, higher pricing would be possible, and it would, of course, be value-justified by delivering to the eco-sensitive consumer. In this regard, a hybrid of both cost-based and value-based pricing could be adapted to optimize profitability. In this regard, new advanced dynamic pricing approaches, in which the prices are varied according to demand and seasonality, might, therefore help to further optimize revenue management (Spode et al., 2020). This fully integrated approach ensures competitive pricing, mirrors the unique value proposition, and maximizes potential revenue.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc160480282]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	·  The business will use different approaches for promoting its market offerings. The hotel will use digital marketing such as SEO, targeted online advertising, social media marketing, and content marketing (Kumar, 2021). It will also use email marketing for sending promotions and continuous customer engagement. The hotel should also partner with other businesses to promote its offerings to the existing customers of those businesses (Baines, Fill and Rosengren, 2017).    








	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc160480283]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc160480284]15 Staff


	

	
	[image: ]
The Newcastle Cultural Haven Hotel hires skilled, experienced staff to make sure that operations run smoothly and that guests receive excellent service. For operational efficiency and strategic direction, you need a General Manager who has been taught. Jawabreh, Mahmoud, and Hamasha (2020) say that good hospitality leadership improves the performance of a company and makes customers happier. The job of front desk managers is very important for dealing with guests. Customer happiness is greatly affected by front desk work, so it is very important to have excellent customer service skills (Spode et al., 2020). The Head Chef makes sure that the cultural idea of the hotel is met by serving delicious food. Rane, Achari, and Choudhary (2023) say that culinary leadership affects both the dining experience and the happiness of customers. The Sous Chef helps the Head Chef make the kitchen run more smoothly and make sure the food is of high quality. To keep kitchen standards good, everyone needs to work together (Holloway and Humphreys, 2022). In the hotel business, cleaning is very important. A professional Housekeeping Manager keeps the hotel clean, which makes customers happier and improves reviews (Hu, Trivedi, and Teichert, 2022). The staff plan covers a lot of ground and follows the best methods for managing people who work in hospitality. The hotel improves its operational efficiency, customer satisfaction, and service quality by hiring skilled and experienced workers who are in line with its strategy goals and unique value proposition.

	

	
	[bookmark: _Toc287535455][bookmark: _Toc160480285]16 Premises

	
	Cost £

	Premises required at start-up: 
	[bookmark: Text95]£  120,000   

	Premises required in the future (if different): 
	[bookmark: Text96]£  50,000   



	

	
	[bookmark: _Toc287535456][bookmark: _Toc160480286]





17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
[image: ]
	

	
	
	

	
	
The supply plan for the Newcastle Cultural Haven Hotel makes sure that high-quality inputs are used to provide service and make customers happy.
Food Distributors delivers food for the pantry and fresh vegetables on credit for 30 days. Guests' eating experiences are greatly affected by the quality of the food, which is why it is very important to have reliable food providers (Bisui et al., 2022).
Beverage Supplier allows a 30-day credit for drinks with or without booze. A reliable beverage provider offers a wide range of consistent drinks, which improves the passenger experience (Vasilakakis and Sdrali, 2023).
Linen Supplier gives a credit for 25 days on towels and bed sheets. Good sheets are important for keeping guests happy because cleanliness and comfort are the most important things (Holloway and Humphreys, 2022).
Cleaning Supplier gives a credit for 20 days on cleaning goods. To keep visitors healthy and happy and to maintain cleanliness, it is important that cleaning materials are always easy to get to (Lo and Yeung, 2020).
Furniture Supplier Offers a credit of 60 days for hotel items and equipment. Good hotel furniture makes guests feel more comfortable and improves the look of the room (Bisui et al., 2022).
The plan for the supplier follows the rules for reliable and high-quality inputs in the business. Building strong relationships and getting good credit terms with these suppliers is important for the hotel's strategic goals, customer happiness, and ability to compete (Holloway and Humphreys, 2022).



	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc160480287]18 Equipment
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[bookmark: _Toc287535459][bookmark: _Toc160480288]











19 Managing operational risks
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[bookmark: _Toc287535460][bookmark: _Toc160480289]Finance 
	
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc160480290]20 Start-up costs
	

	
	[bookmark: _Toc287535462]Calculate how much money you need before you start trading


[bookmark: _MON_1360671223][bookmark: _MON_1360671239][bookmark: _MON_1360671253][bookmark: _MON_1360671861][bookmark: _MON_1360672054][bookmark: _MON_1361091241][bookmark: _MON_1361091279][bookmark: _MON_1361091296][bookmark: _MON_1361091394][bookmark: _MON_1361091761][bookmark: _MON_1361091782][bookmark: _MON_1361101438][bookmark: _MON_1363597309][bookmark: _MON_1363598083][bookmark: _MON_1318014947][bookmark: _MON_1318077183][bookmark: _MON_1354449455][bookmark: _MON_1354450031][bookmark: _MON_1354450125][bookmark: _MON_1354450158][bookmark: _MON_1356440720][bookmark: _MON_1356442165][bookmark: _MON_1356442239][bookmark: _MON_1358089688][bookmark: _MON_1359207222][bookmark: _MON_1359207276][bookmark: _MON_1359207317][bookmark: _MON_1359883007][bookmark: _MON_1359957430][bookmark: _MON_1360669426][bookmark: _MON_1360669437][bookmark: _MON_1360670962][bookmark: _MON_1360670974][bookmark: _MON_1360670985][bookmark: _MON_1360671100][bookmark: _MON_1360671223][bookmark: _MON_1360671239][bookmark: _MON_1360671253][bookmark: _MON_1360671861][bookmark: _MON_1360672054][bookmark: _MON_1361091241][bookmark: _MON_1361091279][bookmark: _MON_1361091296][bookmark: _MON_1361091394][bookmark: _MON_1361091761][bookmark: _MON_1361091782][bookmark: _MON_1361101438][bookmark: _MON_1363597309][bookmark: _MON_1363598083][bookmark: _MON_1318014947][bookmark: _MON_1318077183][bookmark: _MON_1354449455][bookmark: _MON_1354450031][bookmark: _MON_1354450125][bookmark: _MON_1354450158][bookmark: _MON_1356440720][bookmark: _MON_1356442165][bookmark: _MON_1356442239][bookmark: _MON_1358089688][bookmark: _MON_1359207222][bookmark: _MON_1359207276][bookmark: _MON_1359207317][bookmark: _MON_1359883007][bookmark: _MON_1359957430][bookmark: _MON_1360669426][bookmark: _MON_1360669437][bookmark: _MON_1360670962][bookmark: _MON_1360670974][bookmark: _MON_1360670985][bookmark: _MON_1360671100][bookmark: _MON_1360671129]
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	[bookmark: _Toc160480291]21 Profit and loss forecast

[bookmark: _MON_1770343401]
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	[bookmark: _Toc287535465][bookmark: _Toc160480292]22 Sourcing finance
	



	
	[bookmark: _Toc287535466]

Total borrowing requirement for the business

[bookmark: _MON_1356445556][bookmark: _MON_1358089526][bookmark: _MON_1359207625][bookmark: _MON_1359809739][bookmark: _MON_1360670750][bookmark: _MON_1360670765][bookmark: _MON_1360672178][bookmark: _MON_1361092637][bookmark: _MON_1356441857][bookmark: _MON_1356441902][bookmark: _MON_1356441946][bookmark: _MON_1356441957][bookmark: _MON_1356441964][bookmark: _MON_1356445544][bookmark: _MON_1356445556][bookmark: _MON_1358089526][bookmark: _MON_1359207625][bookmark: _MON_1359809739][bookmark: _MON_1360670750][bookmark: _MON_1360670765][bookmark: _MON_1360672178][bookmark: _MON_1361092637][bookmark: _MON_1356441857][bookmark: _MON_1356441902][bookmark: _MON_1356441946][bookmark: _MON_1356441957][bookmark: _MON_1356441964][bookmark: _MON_1356445544][bookmark: _MON_1356445551]
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23 Managing financial risks 
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:
	

	
	1.   A revenue Shortfall can occur when the actual revenue is less than expected.
2.   Cost overrun can occur when the business has more costs than budgeted estimates.
3.    Liquidity shortage can disrupt the business operations (Burns, 2022).        
	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1.  Revenue shortfall can be minimised by forecasting accurate revenue using accurate market information. 
2.  The cost estimation in the budget must be realistic and accurate to address the cost overrun risk (Burns, 2022).  
3.    To minimise liquidity risk, the hotel will seek bank loans.
 
Newcastle Cultural Haven Hotel's financial risks include not making enough money, spending more than planned, and having trouble getting cash. Managing risks is important for the long-term growth and financial stability of the organisation. A "revenue shortfall" happens when the real amount of money made does not match what was expected. This risk can be reduced by using accurate and up-to-date market info to make revenue predictions. To make accurate predictions, you need to look at how the market, customers, and competitors act (Drury, 2013). Offering personalised services and one-of-a-kind culture events can also help people keep their income stable (Kotler & Keller, 2016). When real costs go over budget, this is called a "cost overrun." So that this risk is lessened, budgets must be made based on accurate and reasonable cost projections. To control spending, strict budget limits and evaluations of financial success can be put in place (Burns, 2022). A method used in cost management called variance analysis can help find and fix cost differences quickly (Atrill & McLaney, 2012). "Liquidity shortages" that make it hard to meet short-term responsibilities can make it hard for businesses to run. To lower this danger, the hotel should build up a strong cash flow and get loans or lines of credit from banks (Burns, 2022). A backup fund and enough working cash can protect you from changes in income and unexpected costs (Hisrich, Peters, & Shepherd, 2017). The Newcastle Cultural Haven Hotel can improve its financial strength and growth by taking charge of these financial risks.
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25 Conclusion
The Newcastle Cultural Haven Hotel is a profitable startup that has immense potential. The business can achieve higher growth and expansion by offering distinctive services and value propositions. It has to assess the market factors such as economic conditions of the country, shifts in customer preferences and adjust in the approaches to remain relevant to the market. The business must maintain a good relationship with the customers and provide them with personalised services to become a leading hotel in the region. The investors can consider investing in the business as it will bring a positive return to their investments.
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SMART Criteria

Specific

Brand Awareness: Implement a targeted marketing campaign
focusing on social media, local tourism partnerships, and cultural
events to enhance brand visibiliy.

Financial Stability: Monitor and manage finances to ensure all
expenses are covered by revenues, achieving a break-even point
Market Presence: Secure a notable share of the local hospitality
market by atfracting and retaining a diverse customer base

Measurabl
e

Brand Awareness: Aim to reach at least 10,000 social media
followers and achieve a monthly engagement rate of 15% within
the first year

Financial Stability: Generate a minimum of £350,000 in revenue to
cover startup costs and operational expenses

Market Presence: Attain a 70% average occupancy rate and gain
at least 100 positive online reviews

Achievable

Brand Awareness: Leverage a marketing budget of £50,000 to
conducteffective campaigns and partnerships.

Financial Stability: Implement cost control measures and attract
sufficient customers through targeted promotions

Market Presence: Utilize local tourism trends and cultural interests
to draw guests to the hotel

Relevant

Brand Awareness: Buildinga strong brand presence is crucial to
differentiating the hotel from competitors and attracting loyal
customers

Financial Stability: Achieving financial stability is essential for the
long-term sustainability and growth of the hotel
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Market Presence: Establishinga market presence in Warwickshire
will seta foundation forfuture expansion and reputation building

Time-
bound

Brand Awareness: Achieve the social media and engagement
targets by the end of the first year of operations.

Financial Stability: Reach the break-even pointby the 12th month
of operations

Market Presence: Secure the average occupancyrate and positive
reviews within the firstyear
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The SMART goal for The Newcastle Cultural Haven Hotel is well-aligned with strategic
business objectives and is designedto ensurethe hotel's success in its inaugural year.

Studies by Sashi, Brynildsen and Bilgihan (2019) show that social media presence
significantly impacts brand visibility and customer engagementin the hospitality industy.

Again, research by Berry (2017) indicates that achieving break-even within the first year

is a critical milestone for new ventures, helping to establish a solid financial foundaton
Furthermore, according to Rust et al. (2004), maintaining a high occupancy rate is

indicative of market acceptance and operational efficiency, essential for establishing a

robust market presence

1

Specific: The goal clearly defines key areas: brand awareness, financial
stability, and market presence. According to Stone et al. (2024), specificity in
goals helps in better resource allocation and clearer strategic direction. By
setting precise targets such as 10,000 social media followers and a 15%
engagementrate, the hotel can focus its marketing efforts effectively.
Measurable: The use of quantifiable metrics like revenue targets, social media
metrics, and occupancy rates allows for objective assessment of progress. As
Drucker (1954) emphasized, what gets measured gets managed and this
enables continuous monitoringand adjustmentof strategies to ensure goalsare
met

Achievable: The goals are realistic given the hotel's planned investment in
marketing (£50,000) and the local cultural tourism trends, which support an
increasing interestin culturally immersive experiences (Pistola et al., 2021). By
leveraging local tourism trends and partnerships, the hotel can attract a steady
customer base, supporting the achievability of these goals

Relevant: The relevance of the goals is underscored by their alignment with
crifical success factors in the hospitality industry. Achieving brand awareness
and financial stability are fundamental for long-term sustainability. According to
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Stone et al. (2024), aligning strategic goals with market realities ensures that
efforts contribute directly to compefitive advantage
5. Time-bound: Seting a one-year timeframe provides a sense of urgency anda

clear deadline for achieving these objectives. This temporal aspect aligns with
strategic planning frameworkswhich advocate for setting short-term milestones
to build momentum towards long-term goals (Berry, 2017).

By seting a SMART goal, The Newcastle Cultural Haven Hotel is positioned to

systematically achieve its strategic objectives, leveraging targeted efforts and measured

progress to ensure success within its irst year.
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Comprehensive 3-5 Year Plan for The Newcastle Cultural Haven
Hotel

Vision In the next 3-5 years, The Newcasle Cultural Haven Hotel aims to
expand its presence across key cultural destinations in the UK and
become the leading innovator in the hospitality industry, achieving a
significant competitive advantage

Strategic « Market Expansion: Establish additional hotels in 3-5 strategic

Objectives cultural locations in the UK.

o Innovation Leadership: Develop and implement innovafve
hospitality services and experiences

« Brand Recognition: Build a strong brand presence nationwide

* Sustainable Growth: Ensure financial stability and profitability
across all locations.

o Customer Loyalty: Enhance customerloyalty and satisfaction
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The strategic plan for The Newcastle Cultural Haven Hotel is fully comprehensive over 3-
5 years andstrategically vital using best practices in hotel management. For example, the
industrial research mentions the expansion of the market, new innovations, as well as the
recognition of the brand—for instance, Hossain et al. More so, the location of the
properties acquired over the years is also another strategy that culturally motivated
tourists find theirway to the doors of the hotel; according to Kumalo-Johnson (2024), the
properties are located accordingto places of culture, such asBath and Edinburgh. Indeed,
their focus on operational efficiency and staff training is supported by findings that well-
trained staff are a vital way through which superior customer service could be rendered
and that brand standards in all operations are consistently maintained. Moreover, Ding
(2022) notes that such service innovations and technologies in place answer to an
increasing interestin a customized, tech-savvy consumer experience. More than that, it
refers to the fact that currently, customers have become more environmentally conscious
andare willingto go alongwith hotelsthatare sustainable (Khan etal., 2020). The strategy
is uniqueand elevantforthe hotel butalso sits wellwith the global drift. From the financial
projections and risk management strategies, the viability and strength are drawn. The
entire plan, therefore, is safe and ensures that any potential financial pitfall is taken care
of by projecting a reasonable 15-20% per annum growth in revenue and realistic
investment goals. Generally speaking, the entire plan is broad, realistic, and aligns well
with modern business practices in the hospitality industry.
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START UP COSTS

						£

		IT and computers				15,000

		Telephones and broadband				10,000

		Equipment				55,500

		Vehicles				25,000

		Professional fees				10,000

		Insurance				4,000

		Rent/rent deposit				25,000

		Marketing				30,000

		Licences				16,000

		Wages/recruitment				139,500

		Market research costs				20,000

		TOTAL  £				350,000
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The £350,000 Newcastle Cultural Haven Hotel start-up cost study includesall the costs
that are needed to make the business successful. Kim and Connolly (2021) say that
the £15,000 investment in IT and computing is necessary for operating efficiency and
guest service because modem hospitality needs to incorporate technology. According
to Buhalis and Law (2008), £10,000 phones and intemet make it easier to run the
business and meetthe needs of visitors. To run the business and give great customer
service, it needs £55,500 worth of tools, such as kitchen and maintenance items. The
fact that high-quality equipment lowers long-term maintenance costs backs up Jones'
(2008) results on operational efficiency. £25,000 is set aside for guest transportation
and logistical cars to improve service and ease of use

Johnson etal. (2008) say that compliance and strategy planning, which are necessary
for starting a business, are protected by £10,000 in costs for legal, consulting, andother
services. Rutherfordand OFFallon (2011) say that it takes £4,000 to get insurance to
cover risks and liabilities, which are very important for operational security. Baum
(2006) points out that the £25,000 rent and bond secure the space, which is an
important part of the company's growth. Kotler and Keller (2016) stress how important
it is to enter a market successfully and how important it is to spend £30,000 on
marketing to get new customers and raise brand recognition. Sutherland (2023) says
that £16,000 licences ensure legal compliance and operational validity. The first
staffing, which is neededto provide services and run the business, is paid for by pay
and hiring at£139,500. This supports Hinkin and Tracey (2010)'s focuson hiring skilled
staff. Finally, Hudson and Thal (2013) say that the hotel's services are tailored to the
needs of the market because it spends £20,000 on market research, which helps it
make strategic choices. Strategic investments in key areas of the hotel's operations
andthe needs of the market are met by thisall-encompassingallocation. The literature-
based distribution of resourcesandthe creation of financial plans arewhatBums (2022)
says are necessary for a new business o be successful
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Total expected sales 500,000 523,000 530,000

Less variable costs 300,000 320,000 327,000

Gross profit (sales less variable costs) 
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Calculate your gross profit margin % 

(gross profit divided by total sales x  
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Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

494,000 517,000 524,000

Break even (B) divided by (A) 1,235,000 1,331,975 1,368,079
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				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		494,000		517,000		524,000

				Break even (B) divided by (A)		1,235,000		1,331,975		1,368,079
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The Newcastle Cultural Haven Hotel's profit and loss projection for the next three years
shows an easy way to get to financial safety and growth. It is expected that sales will go
over £500,000in the first year and £530,000 in the second. This slow rise is in line with
businesstrends that putan emphasis on making more money to stay in business (Bums,
2022). From 40% in the first year to 38.3% in the third, the gross profit ratio will go down.

Even though the economy is bad, keeping a gross profit margin of over 35% shows that
the company can handle costs well and run your business efficiently (Drury, 2013). Cost
control makes sure that the costs of things like rent, ads, and salaries stay the same.

Advertising and promotion costs are still £25,000 a year, which shows how important
ongoing marketing is for building brand awareness and getting new customers (Kotler
and Keller, 2016). With a 1.2% margin, the net profit for the year is £6,000. While this
margin is low, it is usual for new hospitality businesses to have lower profit margins
because they have to pay alot of money up front (Jones, 2008). The total variable and
fixed costs go upas the break-even point gets closer, so more sales are neededto make
up for it. The hotel needs to reach break-even in order to make money (Atill and
McLaney, 2012).
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350,000

Personal start-up contributions           - 150,000

Other start-up contributions            - 0

Total required = 200,000

= 0



Start-up costs

The assets you have available as security
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								£

				Start-up costs				350,000

				Personal start-up contributions		-		150,000

				Other start-up contributions		-		0

				Total required		=		200,000

				The assets you have available as security

						=		0
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£350,000 must be spentin order to open the Newcastle Cultural Haven Hotel. Donations
from individuals add up to £150,000, leaving £200,000 open for funding from outside
sources. To get loans or sponsors, it is important to show that you are committed to the
project at all times (Hisrich, Peters and Shepherd, 2017). People who believe in the
promise of a business usually show itby investing their own money in it. Since there are
notanymore start-up gifts or security assets, it lookslike the business needsto get money
from outside sources, like bank loans, venture capital, or govemment grants. In the
hospitality industry, where the initial cash investment is high, Bums (2022) says that
outside funding is common. Because there is so much competition in the hospitality
market, investors and financial institutions need a strong business plan. This plan should
focus on the hotel's unique selling points, its market potential, and its detailed financial
projections to show that it can make money and stay in business (Mullins, 2018).
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INCOME Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

Cash from sales (incl. VAT)

107,000 101,000 123,000 118,000 134,000 133,000 138,000 148,000 502,000 500,000

TOTAL £

73,000 101,000 123,000 118,000 134,000 133,000 138,000 148,000 468,000 500,000

EXPENDITURE

Wages to staff (incl. PAYE & NI)

36,000 36,000 27,000 27,000 27,000 27,000 27,000 27,000 117,000 117,000

Premises (rent, rates & utilities)

32,000 32,000 24,000 24,000 24,000 24,000 24,000 24,000 104,000 104,000

Telephone & Broadband

2,000 2,000 1,500 1,500 1,500 1,500 1,500 1,500 6,500 6,500

Advertising & promotion

48,000 48,000 36,000 36,000 36,000 36,000 36,000 36,000 156,000 156,000

Insurances

8,000 8,000 6,000 6,000 6,000 6,000 6,000 6,000 26,000 26,000

Capital Expenditure

44,000 44,000 33,000 33,000 33,000 33,000 33,000 33,000 143,000 143,000

VAT

9,150 9,450 9,750 9,950 10,100 9,700 10,200 10,600 39,200 39,700

Loan repayments (incl. interest)

20,000 20,000 15,000 15,000 15,000 15,000 15,000 15,000 65,000 65,000

TOTAL £

199,150 199,450 152,250 152,450 152,600 152,200 152,700 153,100 656,700 657,200

Q1 Y1 Total Q4 Q3 Q2


Microsoft_Excel_97-2003_Worksheet3.xls
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		34,000		32,000		36,000		34,000		37,000		35,000		38,000		36,000		42,000		40,000		43,000		42,000		230,000		219,000

		TOTAL £		0		0		0		32,000		36,000		34,000		37,000		35,000		38,000		36,000		42,000		40,000		43,000		42,000		230,000		219,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		9,000		9000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		63,000		63,000

		Premises (rent, rates & utilities)		8,000		8000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		56,000		56,000

		Telephone & Broadband		500		500		500		500		500		500		500		500		500		500		500		500		500		500		3,500		3,500

		Advertising & promotion		12,000		12000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		84,000		84,000

		Insurances		2,000		2000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		14,000		14,000

		Capital Expenditure		11,000		11000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		77,000		77,000

		VAT						3,000		3100		3,050		3150		3,100		3200		3,200		3300		3,250		3350		3,300		3300		18,900		19,400

		Loan repayments (incl. interest)		5,000		5000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		35,000		35,000

		TOTAL £		47,500		47,500		50,500		50600		50,550		50,650		50,600		50700		50,700		50,800		50,750		50850		50,800		50,800		351,400		351,900

		Income less expenditure		-47,500		-47,500		-50,500		-18,600		-14,550		-16,650		-13,600		-15,700		-12,700		-14,800		-8,750		-10,850		-7,800		-8,800		-121,400		-132,900

		Opening bank balance		0		0		-47,500		-47,500		-98,000		-66,100		-112,550		-82,750		-126,150		-98,450		-138,850		-113,250		-147,600		-124,100		-147,600		-124,100

		Closing bank balance		-47,500		-47,500		-98,000		-66,100		-112,550		-82,750		-126,150		-98,450		-138,850		-113,250		-147,600		-124,100		-155,400		-132,900		-155,400		-132,900





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)		230,000		219,000		44,000		43,000		45,000		48,000		45,000		42,000		39,000		50,000		54,000		52,000		45,000		46,000		502,000		500,000

		TOTAL £		230,000		219,000		44,000		43,000		45,000		48,000		45,000		42,000		39,000		50,000		54,000		52,000		45,000		46,000		502,000		500,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		63,000		63,000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		9,000		9000		117,000		117,000

		Premises (rent, rates & utilities)		56,000		56,000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		8,000		8000		104,000		104,000

		Telephone & Broadband		3,500		3,500		500		500		500		500		500		500		500		500		500		500		500		500		6,500		6,500

		Advertising & promotion		84,000		84,000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		12,000		12000		156,000		156,000

		Insurances		14,000		14,000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		2,000		2000		26,000		26,000

		Capital Expenditure		77,000		77,000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		11,000		11000		143,000		143,000

		VAT		18,900		19,400		3,300		3200		3,400		3400		3,400		3100		3,400		3700		3,400		3800		3,400		3100		39,200		39,700

		Loan repayments (incl. interest)		35,000		35,000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		5,000		5000		65,000		65,000

		TOTAL £		351,400		351,900		50,800		50700		50,900		50,900		50,900		50600		50,900		51,200		50,900		51,300		50,900		50,600		656,700		657,200

		Income less expenditure		-121,400		-132,900		-6,800		-7,700		-5,900		-2,900		-5,900		-8,600		-11,900		-1,200		3,100		700		-5,900		-4,600		-154,700		-157,200

		Opening bank balance		-147,600		-124,100		-155,400		-132,900		-162,200		-140,600		-168,100		-143,500		-174,000		-152,100		-185,900		-153,300		-182,800		-152,600		-182,800		-152,600

		Closing bank balance		-155,400		-132,900		-162,200		-140,600		-168,100		-143,500		-174,000		-152,100		-185,900		-153,300		-182,800		-152,600		-188,700		-157,200		-188,700		-157,200





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		107,000		101,000		123,000		118,000		134,000		133,000		138,000		148,000		502,000		500,000

		TOTAL £		73,000		101,000		123,000		118,000		134,000		133,000		138,000		148,000		468,000		500,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		36,000		36,000		27,000		27,000		27,000		27,000		27,000		27,000		117,000		117,000

		Premises (rent, rates & utilities)		32,000		32,000		24,000		24,000		24,000		24,000		24,000		24,000		104,000		104,000

		Telephone & Broadband		2,000		2,000		1,500		1,500		1,500		1,500		1,500		1,500		6,500		6,500

		Advertising & promotion		48,000		48,000		36,000		36,000		36,000		36,000		36,000		36,000		156,000		156,000

		Insurances		8,000		8,000		6,000		6,000		6,000		6,000		6,000		6,000		26,000		26,000

		Capital Expenditure		44,000		44,000		33,000		33,000		33,000		33,000		33,000		33,000		143,000		143,000

		VAT		9,150		9,450		9,750		9,950		10,100		9,700		10,200		10,600		39,200		39,700

		Loan repayments (incl. interest)		20,000		20,000		15,000		15,000		15,000		15,000		15,000		15,000		65,000		65,000

		TOTAL £		199,150		199,450		152,250		152,450		152,600		152,200		152,700		153,100		656,700		657,200
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The Newcastle Cultural Haven Hotel's cash flow estimate shows how stable and liquidits finances
were in its firstyear. You can checktheaccuracy of yourfinances andhow well you handle variances
by comparing expected and real numbers. The real amount of cash from sales for the year is
£500,000, not £502,000 as was planned. This small difference shows that good sales and
forecasting methods are being used (Drury, 2013). Itis important to compare actual sales numbers
with expected resultsto keep your finances stable and make quick changes to your plans (Atrill and
McLaney, 2012). It was expected that the total cost would be £656,700, but it ended up being
£657,200. The first costs of running a hospitality business are usually pay (£117,00), rent
(£104,400), and marketing and advertising (£156,000.) Jones (2008). To make sure their finances
can last, these areas need to make accurate predictions and carefully control their spending. VAT
payments and income differences that are kept to a minimum show that you have good financial
planning. The fact that projected and actual data are very close to each other shows good financial
control and cash flow management (Bumns, 2022). The original setup and ongoing financial
obligations depend on borrowing £143,000 and paying back a loan of £65,000 in full. Making these
payments on time is important for maintaining financial trustworthiness and keeping operations
going (Hisrich, Peters and Shepherd, 2017). Kotler and Keller (2016) say that the hotel's good
liquidity management is shown by the fact that its spending numbers stay the same and the
difference between whatwas expected and whathappened is keptunder control. This lets the hotel
easily meet its short-term commitments
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The unique Newcastle Cultural Haven Hotel in Warwickshire, England, will give its guests
afullcultural experience. The idea behindthe hotelis unique becauseituseslocal culture
in its services and atmosphere. To attract visitors who care about the environment, the
hotel will putan emphasis on sustainable and eco-friendly practices. The hotel's goals for
its first year are to break even, become financially stable, and buildits image. The goal
for the next three to five years is to become known as an expert in hospitality and grow
intoimportant culture hubs in the UK.

Market studies showthat 40% of all travellers aroundthe world do culturetourism (Pistola
etal., 2021). People wholike culture, like to explore, like to avoid things, and like to relax
can all stay at the hotel. There are a lot of different types of travellers in these groups,
such as leisure, business, and active culture visitors (Spode et al., 2020). The hotel offers
individual services, eco-friendly practices, high-end rooms, unique food, cultural
programmes, and the ability to host events. These unique cultural experiences and
environmentally friendly practices set rivals apart

The total cost to start up is expected to be £350,000, with £150,000 from gifts and
£200,000 from outside investments. The financial flow estimate for the first year says that
the business will make £500,000 and spend £657,200. So that the business can be
profitableinthe longrun, the original deficitis kept to a minimumthrough careful budgeing
and spending management. Financial risks include not having enough cash on hand,
spending more than planned, and not making enough money (Mullins, 2018). To lower
these risks, you can use accurate income forecasts, smart budgeting, and bank loans for
cash flow. The Newcastle Cultural Haven Hotel has a strong business plan that includes
a unique value offer that fits with customer needs and market trends, as well as a strict
financial plan and a plan for growth. The hotel can find a niche market and be successful
in the long run by focusing on culture and environmentally friendly tourism




