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1.  Business Idea, Products/Services, Objectives & USP
1.1 Business Idea
[image: A heart shaped gold and green logo

AI-generated content may be incorrect.]Casa Anima Beach Bar is a slow-luxury hospitality concept on the Sicilian coastline, designed to integrate natural beauty with authenticity and emotional connection. The name Casa Anima-House of the Soul-describes best the core of the business: a retreat where guests rejuvenate by reconnecting with themselves, the landscape, and the rhythms of Mediterranean life. The concept caters to the modern global trend of experiential and meaningful travel, whereby visitors increasingly look for much deeper cultural immersion and emotional engagement rather than standard offerings in hospitality forwarding (Pine and Gilmore, 1999; UNWTO, 2022).








Figure 1: Casa Anima official logo featuring the golden seashell heart (Author, 2025).
Mission Statement
“To offer guests an authentic and relaxing Sicilian experience that nourishes both body and soul, celebrating local culture, sustainability, and the art of slow living.”
Casa Anima is designed with a warm, minimal Mediterranean aesthetic, combining natural stone, driftwood, rattan textures and soft golden lighting to reflect the surrounding coastal environment. Its atmosphere is positioned between an elegant lounge and a familiar, local retreat, embodying the principles of slow tourism-an approach that values time, presence and quality over speed and consumption (Fullagar, Markwell and Wilson, 2012). As travellers increasingly prioritise sustainability and authenticity in their destination choices, the creation of Casa Anima aligns strongly with emerging tourism behaviours and destination expectations (Goffi et al., 2019).
It aims to give customers not only nutrition, but an emotional experience: one framed by Sicilian culture, sensory stimulation, and the bonds of community. Through curated services and with attention to sustainable sourcing, Casa Anima develops a holistic value proposition that weaves together hospitality, culture, and ecological conscience.
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Figure 2: Exterior visualisation of Casa Anima Beach Bar, Sicily (Author, 2025).
1.2 Products and Services
Core offerings at Casa Anima include an elegantly curated beverage selection, light Mediterranean fare, and experiential cultural programs that reflect the Sicilian lifestyle. The space functions as a café-bar by day, serving up hand-crafted coffee, freshly squeezed juices, and brunch items, prepared with seasonal ingredients like citrus fruits, pistachio, ricotta, and seasonal vegetables. As afternoon leads into evening, Casa Anima becomes an aperitivo, a key factor in Italian social life, led by its signature spritzes, Sicilian wines, craft beers, and cocktails mixed with regional botanicals.
[image: A table with a tray of food and drinks

AI-generated content may be incorrect.]
Figure 3: Representation of Casa Anima’s food and beverage concept (Author, 2025).
Along with food and beverage options, Casa Anima will offer numerous other experiences such as live acoustic shows, jazz nights, and wine and food tastings in association with Sicilian wineries and chefs. Based on season, workshops with local artisans such as potters, painters, and craft artisans further emphasize Casa Anima's engagement with the local community and its desire to protect local culture. A retail corner will be designated for Casa Anima-branded items and other local products such as olive oil, linen garments, and candles.
Each product and service is designed with a strong focus on origin, sustainability, and emotional value. Localization is already a factor with a strong impact on authenticity, which contributes, in turn, to a cyclic form of production and improves the quality of the guest experience (Buhalis and Sinarta, 2019). As a significant trend among travellers is looking for authentic and meaningful encounters with a local identity, Casa Anima stands out where cultural tourism, ethical consumption, and hospitality meet (Loureiro, 2014).
1.3 Business Objectives
The aims of Casa Anima include a combination of both shorter-term and longer-term needs.
During the first year, the strategy is to obtain a location close to the beaches of Taormina or Giardini Naxos, finish the construction work using eco-friendly materials, and develop ties with local suppliers and craftspeople. A financial requirement would be to reach the break-even point within a year by properly controlling costs and providing excellent service delivery. Another important criterion would be to retain an average rating of 4.8 stars and above on online portals.
Over the next three to five years, Casa Anima plans to establish itself as a regional brand with a reputation for authenticity and design excellence. This can be achieved by opening pop-up sites throughout Sicily or southern Italy, and developing a Casa Anima lifestyle brand with wines, linen, or ceramics. Its ambition is to become sustainable by being totally solar-powered and achieving a waste level of close to zero. The future goals of Casa Anima include the establishment of boutique hotels, such as Casa Anima Suites or Casa Anima residences by the sea, and these goals meet the criteria of the SMART goals process outlined by Doran (1981) because they are specific, measurable, achievable, relevant, and time bound.

1.4 Unique Selling Point (USP)

Casa Anima sets itself apart with a blend of emotional hospitality, sustainable luxury, and Sicilian identity. Unlike other Sicilian beach bars which compete in relation to prices and night entertainment options, Casa Anima relies on atmosphere and sensory engagement, both of which form an essential part of experiential marketing principles stated by Schmitt in 2010.
Casa Anima's commitment to a "zero plastic" policy, use of DIY furniture produced in Sicily, and emphasis on regional ingredients clearly reflect a passion for a sustainable lifestyle, which is what consumers currently look for.
This brand identity, with its golden seashell-shaped heart symbol, stands for beauty, new life, and emotional warmth, all core values of the brand itself.  Casa Anima provides guests with much more than just hospitality; it gives an emotion, a sense of tranquillity with a Sicilian sunset, a warmth of a seaside living, a sense of being a part of something special. This stands out significantly in the regional hospitality industry related to the coasts.
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Figure 4: Interior concept of Casa Anima showing slow-luxury Mediterranean design (Author, 2025).

2: Business Environment & Competitor Analysis

2.1 PESTEL Analysis
The environment that Casa Anima Beach Bar is operating in has a significant impact on its strategy and sustainability. A PESTEL analysis helps create a systematic view of the factors shaping the macro-environment in which businesses operate (Johnson, Whittington, and Scholes, 2017).

Political considerations in Italy and within the European Union constitute both a stable and an expectant environment within which hospitality businesses must operate. The tourism industry is identified as a key area for regional economic growth, especially within Sicily, where significant investments have been made by the local government in the promotion of cultural and seaside tourism. (ENIT, 2022). However, political considerations, including local tourism and beach use legislation, may pose a threat.  Casa Anima operates within Italy, it is important for it to be in line with the local municipality requirements concerning alfresco dining, music licenses, and alcohol sales. 

The economic factors are one of the most significant determinants of demand within a market setting. There is a steadily rising demand for travel in Sicily, and the pandemic has contributed to an increased demand for experiential and quality tourism experiences (UNWTO, 2022). But with growing levels of inflation, consumers may react differently in terms of spending habits and business costs. But with the ‘slow luxury’ concept of Casa Anima, consumers can be expected to be value-insensitive, especially when considering experiential travel experiences, with travel being a value-driven concept rather than a cost-driven one (Pine and Gilmore, 1999).
Social factors are a great advantage for the Casa Anima concept. Authenticity, mindfulness and sustainability are the new consumer preferences according to a trend study (Loureiro, 2014). Emotional connection is the main reason for the change in attitudes of the travellers; they want to feel and experience rather than just get the service. Mediterranean Lifestyle with a focus on food, nature, and relaxation through socializing is one of the lifestyle trends that is already there. Moreover, the social media that advertise the destination cultures create very high demand for the kind of places that are not only visually beautiful but also focused on experience, which is the case for the identity and the story of Casa Anima.
Technological influences are the main forces that dictate both marketing and operations. The use of digital channels, online reservations and social networks has become indispensable to the hospitality industry in coastal areas as they are the major ways to gain visibility, manage reputation and interact with customers (Buhalis and Sinarta, 2019). Casa Anima can take advantage of the beauty associated with Instagram and submit the creative narrative of the brand to draw in experience-hungry visitors. Innovations in renewable energy, like solar lamps and eco-friendly appliances, further the cause of environmental sustainability laid down by Casa Anima.
The business is greatly impacted by environmental factors because of its location by the ocean. Climate change concerns like higher temperatures, coast erosion, and unpredictable weather are some of the risks in the long run. But on the other hand, environmental friendliness is becoming more important to customers; thus, the principles of sustainability of Casa Anima like zero plastic policies, local sourcing, and the use of eco-friendly materials are becoming a competitive advantage (Goffi et al., 2019). It will also be important to follow the waste disposal and coastal protection regulations.
Legal factors comprise adherence to food safety regulations, alcohol licensing, labour law, insurance, and environmental regulations. EU-level policies relating to data protection (GDPR), sustainability reporting and employment rights, among others, also contribute to the shaping of operational practices. Legal compliance for a hospitality business not only improves brand reputation but also acts like a shield against inspections, fines, or operational constraints.
To sum up, the PESTEL analysis shows that Casa Anima is in the right place at the right time mainly from the social, technological and sustainability points of view, but on the other hand, the regulatory and seasonal factors are still doing their part in shaping the business, so they need to be considered.
2.2 SWOT Analysis
A SWOT analysis can be used to assess Casa Anima's internal capabilities and the external context, which identifies the strategic strengths, vulnerabilities and possibilities for the future (Kotler et al., 2016) as well.
One of the strengths of Casa Anima is the robust brand identity that is being well-matched with the trends in slow tourism, sustainability and experiential hospitality. Its focus on local sourcing, emotional design and authentic Sicilian culture creates a unique value proposition which separates it from the mass beach bars. The curated sensory experience and the strong brand aesthetic also contribute to the social-media appeal which, in turn, is feeding back to organic marketing and creating customer loyalty.
On the other hand, there are weaknesses such as the dependency on seasonal tourism, the limited capacity due to the boutique nature and the possibly higher operational costs because of the sustainable materials and artisanal suppliers. As a new brand, Casa Anima might also have to struggle initially to gain brand recognition and trust in comparison to the long-established competitors.
The growing need for sustainable, locally rooted tourism experiences offers huge potential as the main opportunity. Partnerships with local wineries, small producers and artisans can not only offer better products but also give the community relationships a boost at the same time. Event marketing, brand licensing and lifestyle hospitality also bring additional opportunities.
The threats are the variations in the number of tourists, the macroeconomic instability that may reduce consumer spending and the strong competition that already exists from the established beach bars, hotel-owned venues, and seasonal pop-ups. Besides, there are external risks like climate change, the changes in regulations and crowded attractions due to massive arrivals in the high season that may affect operations in the long run.
2.3 Porter’s Five Forces
The usage of Porter’s Five Forces framework allows a deeper understanding of the competitive severity in the hospitality industry around the coastal area of Sicily (Porter, 1980).
The barrier to entry is moderate. On the one hand, the establishment of a beach bar necessitates money, official permits, and compliance with local ordinance. On the other hand, the relatively uncomplicated nature of small hospitality businesses means there is a constant influx of new competitors, especially temporary ones during the summer. Casa Anima’s differentiation in terms of design, brand identity, and experiential value acts as a shield against this risk.
The suppliers’ bargaining power is moderate. Casa Anima has a local sourcing strategy for producers, vineyards, and artisans. It may be that supply from artisans comes at a premium price, but the choice of supplies is large enough to ensure the artisans are not in a strong position. Besides, collaboration over the long haul and being an integral part of the community will help to reduce dependence on costlier options.
The buyers’ bargaining power is great in tourist areas that are located at the coast, as the customers have a variety of different beach bars to choose from and it is quite easy to switch to another. Nonetheless, novel and ecologically friendly products will naturally create a bond, thus making the customers less sensitive to price changes. Hence, providing top-notch service and building a solid online reputation will be crucial.
The potential for replacement consists of various alternative leisure activities such as visiting hotel lounges, going to nightclubs, having coffee at cafés and purchasing snacks at informal kiosks. In addition to these activities, consumers might spend money on other local attractions or even take part in wine-tasting tours or boat trips. Casa Anima has already devised a counter strategy based on emotional hospitality, a special ambiance, and offerings that are available non-stop from day till night.
Rivalry among firms is very strong, mainly due to the intense competition of coastal venues which are especially in hot tourist spots like Taormina and Giardini Naxos. The competitors usually decided based on prices and mass production. Casa Anima's strategic positioning is that of premium brand loyalty through honesty, stewardship, and aesthetic branding instead of price wars.
To sum up, the Five Forces analysis indicates that the industry is a tough one to crack but on the other hand, Casa Anima can come out of it victorious by means of differentiation, creation of emotional value, and strong community partnerships.

3: Market Segmentation, 4Ps & Marketing Strategies

3.1 Market Segmentation & Target Customers

Market segmentation is a method that helps businesses to classify a big market into smaller groups of customers with the same attributes which results in more efficient targeting and positioning (Kotler et al., 2016). In the case of Casa Anima Beach Bar, segmentation is a must as the Sicilian hospitality market is very heterogeneous consisting of international tourists, domestic visitors and local people. The right segmentation helps in making the brand's slow luxury positioning to be in tune with the most appropriate audience.
Demographic segmentation points out to the customers who are mainly between 25 and 45 years old, and they are usually professionals, couples or friends with moderate to high disposable income. This demographic often looks for luxurious experiences, is fond of gourmet food and drinks, and prefers emotional ties to mass-market entertainment (UNWTO, 2022). Families might come for a visit during the day; however, Casa Anima's concept is mainly targeting adults interested in lifestyle-oriented tourism.
[image: A group of people sitting on a beach

AI-generated content may be incorrect.]
Figure 5: Target customer persona representing Casa Anima’s ideal visitor profile (Author, 2025).

Psychographic segmentation is highly pertinent to Casa Anima. The target market consists of people who appreciate authenticity, mindfulness, aesthetics, and cultural immersion. These tourists are in line with the worldwide transition towards slow tourism, wellness, and experiential consumption, and they are looking for places that give priority to atmosphere, sustainability, and emotional well-being (Fullagar, Markwell and Wilson, 2012). Moreover, they are the ones who have a very close relationship with social media culture, as they love to be in photogenic and curated places that help them to do digital storytelling.
Behavioural segmentation points out that the main motivations of the visitors are the overall experience, relaxation, and socializing. Such customers usually have a strong loyalty to brands that provide good customer service, and the setting is also a big factor, in terms of being memorable, so they would be even more likely to share their stories and experiences online. 
The last, but not least, geographic segmentation focuses on international tourists coming from Western Europe, North America, and Northern Italy as well as affluent Sicilian residents from nearby cities looking for high-end leisure breaks.
Considering this, the perfect customer for Casa Anima is a lifestyle-oriented traveller or a local professional who cherishes design, sustainability, slow living, and culturally rich experiences. This strategy allows Casa Anima to not only separate itself from standard beach bars but also attract a group of customers who are willing to pay a premium for a hospitality service that is meaningful and beautifully curated.
3.2 The Marketing Mix (4Ps)
Applying the marketing mix provides a structured framework to evaluate Casa Anima’s strategic decisions around product, price, place and promotion (Kotler et al., 2016).
Product

Casa Anima is a hybrid product that offers the combination of food, drink, ambience and experiential value. The physical product comprises Mediterranean dishes sourced locally, artisanal coffee, and signature cocktails infused with botanicals from Sicily. The emotional connection is the core product, the deeper value that customers are looking for. Among these are the sensory appeal of the place, the slow-luxury design, the views of the sunset, and the intimate feeling created through music, lighting, and décor. The augmented product consists of excellent service, sustainability commitments, local collaborations, and branded merchandise. All these factors help to reinforce Casa Anima's unique market identity and strengthen its competitive positioning through experiential hospitality (Schmitt, 2010).
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Figure 6: Promotional visual of Casa Anima’s signature beverage offering, reflecting the bar’s slow-luxury Mediterranean identity (Author, 2025).

Price

Casa Anima embraces a pricing strategy based on value, being thus in line with experiential and boutique hotel management. The hotel, instead of selling its products at low prices like their competitors, offers the customers premium quality through originality, environmental responsibility, and artistic creation. Studies have shown that people in the experience tourism market are less sensitive to price when emotional and cultural value are provided (Pine and Gilmore, 1999). Consequently, the prices will be set at moderate-premium levels so that the perceived value is maintained yet accessibility is not reduced. Seasonal price adjustments also help the hotel manage the variations in tourist demand.
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Figure 7: Price promotion visual demonstrating Casa Anima’s value-based premium pricing strategy (Author, 2025).
Place
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Figure 8: Aerial visualisation of Casa Anima highlighting the strategic beachfront location and layout (Author, 2025).
Location wise, the beachfront, close to Taormina or Giardini Naxos, turns out to be one of the main strategic advantages of Casa Anima. The whole region of Coastal Sicily is so beautiful and inviting that it manages to attract about one million tourists every year, many of whom are after the best of food and beverage with a nice view of the sea (ENIT, 2022). The design of the venue increases this advantage as it offers a variety of seating options such as indoor, terrace, and beach-lounge that cater to both daytime relaxation and evening socialising. Distribution has also been expanded through digital channels like Google Maps, TripAdvisor, Instagram, and the business's own website. Digital visibility in tourism is a must as clients nowadays are very much dependent on online reviews and visual content when choosing the places to stay (Buhalis and Sinarta, 2019).
Promotion

Casa Anima's advertising method combines digital storytelling with engagement that focuses on the community. The brand image is based on the warm colours, natural textures and sunsets, which allows for good performance on visually oriented platforms like Instagram and TikTok. The content will present signature cocktails, artisanal food, sunsets, live music, and behind-the-scenes culture snapshots in Sicily.
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Figure 9: Promotional visual illustrating Casa Anima’s digital marketing and branding strategy (Author, 2025).
Different partnerships with local artists, musicians, chefs, and winemakers not only generate word-of-mouth promotion but also add authenticity to the brand. Casa Anima does not depend on paid advertising at all, instead it focuses on experiential marketing and makes it possible for its customers to share their experiences on the internet. This practice is in line with research indicating that user-generated content and digital word-of-mouth have a great impact on tourists' choices (Loureiro, 2014).
3.3 Online Marketing Strategies
Casa Anima online marketing is a must because the tourist easily finds the bars and restaurants through the Internet. A successful social media strategy, therefore, will be the main pillar of not only brand awareness but also customer engagement, and loyalty.
Instagram is going to be the main platform due to its focus on visuals. The aesthetic that Casa Anima curates, beige tones, golden sunsets, boho textures, and artisanal detail, very naturally interacts with content formats that get a lot of engagement. The posts will include pictures of cocktails, beach-lounge settings, live events, and seasonal menus. Reels and short videos will be focusing on the emotional aspect of the whole experience, from sunset music sessions to artisan workshops. A consistent visual identity helps to build brand recognition and to increase perceived value (Schmitt, 2010).
Influencer marketing will be applied very carefully and with the emphasis on micro-influencers in travel, lifestyle, and food niches. Micro-influencers usually have very strong interaction and authenticity and are much less expensive than the larger accounts; they are even more effective in location-based marketing (Buhalis and Sinarta, 2019). Often the audience that micro-influencers attract is similar in age and profile to the target market of Casa Anima.
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Figure 10: Multi-platform social media promotional visuals demonstrating Casa Anima’s integrated online marketing strategy across Instagram, TikTok and Facebook.  (Author, 2025).
Having visibility on search engines is a necessity. A website that is user-friendly on mobile devices and contains features like online bookings, event information, and a picture gallery will be a good find. The application of Search Engine Optimization (SEO) strategies will, for example, the use of location-based keywords like "Taormina beach bar" or “Sicily aperitivo,” will substantially increase the number of visitors who come to the site organically. Besides, the optimization of Google Business and TripAdvisor will be very important for the visibility of the hotel to tourists as the latter has become heavily reliant on review platforms for making real-time decisions (UNWTO, 2022). Casa Anima's online marketing strategy unites emotional branding, digital storytelling, and community collaboration, thereby creating a robust digital presence that is sustainable and drawing in customers with a preference for experiences.
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Figure 11: Casa Anima’s online platforms, showcasing the mobile website, TripAdvisor listing, and Google Business profile for enhanced discoverability (Author, 2025).
 4: Legal, Management and Financial Planning

4.1 Legal Structure

According to the Italian law, a Private Limited Company (S.R.L.) is the most appropriate form of legal entity for Casa Anima Beach Bar. The selection of a limited liability character shields the owner’s personal property from creditors, offers clearer governance, and boosts the company's reputation in the eyes of suppliers, investors, and local government. Moreover, the hospitality industry still prefers limited companies due to the high operational risks, seasonal nature, and the requirement of formal licensing (Companies House, 2023).
An S.R.L. structure offers Casa Anima great benefits like being able to enter binding contracts, employing people within the legal framework and obtaining regional government subsidies for tourism development or sustainability. Besides, it helps the company grow in future by easily dividing ownership, thus providing investors with a chance to come in. Though a higher level of administrative and tax compliance is required, the long-term returns are highly correlated with Casa Anima's strategic goals.

4.2 Management & Organisational Structure [image: Several business cards with text

AI-generated content may be incorrect.]Figure 12: Organisational structure of Casa Anima Beach Bar showing key managerial and operational roles (Author, 2025).
Casa Anima is implementing a professional yet minimal management structure ideal for an experiential boutique beach bar. The Founder/Managing Director is the one who will lead the business and is going to be responsible for the overall strategy, partnerships, financial decisions, and brand identity. An Operations Manager will support this position; the latter guarantees daily service, staffing, selection of suppliers, and adherence to the law. A Head Bartender and a Head Chef will be together with their teams, carrying out the front and back together, making sure that quality is the same, new items on the menu are developed, and people are trained.
The marketing will be taken care of by a Marketing & Digital Engagement Manager, who will be either an in-house or contracted professional, and she will handle the company’s online presence, including social media, website management, online bookings, partnerships, and performance analytics. An Administrator/Finance Assistant will be assigned the task of payroll, rota support, and invoicing.
The structure promotes accountability, service standards, and coordination among the business' various aspects such as food & drinks, branding, and experiences. Most importantly, it allows the flexibility of hiring for the seasons, which means that the business can increase its staff during the busy summer months (Kotler, Bowen and Makens, 2016).

4.3 Financial Planning
Start-up Costs
Because of the beachfront location, the interior design, the branding, and the eco-friendly materials, Casa Anima demands a big investment right at the beginning. The estimated start-up costs are as follows:
· Venue lease and deposit: €20,000–€35,000
· Renovation & build-out: €45,000–€70,000
· Furniture & décor (sustainable/local): €20,000
· Kitchen & bar equipment: €25,000
· Licensing, permits & legal fees: €3,000–€5,000
· Initial inventory: €8,000–€12,000
· Marketing & branding: €5,000
· Contingency fund (10–15%): approx. €15,000
This places total start-up funding between €140,000 and €180,000, depending on location and design choices.
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Figure 13: Initial investment requirements for Casa Anima Beach Bar, detailing capital expenditure and pre-opening costs (Author, 2025).
Funding Sources

The capital for the project derives from a combination of the founder's money, loans from banks, Issuers' participation, and possible grants for eco-tourism from the state. The EU is progressively backing the circular economy in the hotel industry, thus making Casa Anima a candidate for funds concentrated on sustainability (EU Tourism Report, 2023).
12-Month Cash Flow Forecast

The cash-flow forecast will consider the seasonal peaks during the months of June to September and the winter months, which are usually slow. Revenue is predicted to be significantly influenced by tea and coffee sales, which are high margin, and sundown experiences. The other overheads, apart from staff wages, include storage, power, and leasing costs. The firm plans to attain the point of no profits/no losses within the first year by setting a high price and at the same time controlling the costs very carefully and through a powerful marketing presence.
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Figure 14: Projected 12-month cash flow forecast for Casa Anima (Author, 2025).
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	Fig 16: Cash Outflows figure Casa Anima 2026 (Author, 2025)



5. Conclusion

Casa Anima Beach Bar is a new and innovative business idea that fuses slow-luxury hospitality with genuine Sicilian culture. The portfolio has made evident that the company could capture the market by means of great market segmentation, a well-defined marketing mix, and a strong digital presence. Backed by an adequate legal structure, clearly defined management roles, and sensible financial projections, Casa Anima shows its attraction to creativity as well as its operational viability. In sum, the project indicates a united and realistic business model with considerable growth potential in the Mediterranean hospitality market.
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Licensing/permits/legal €3,000-€5,000
Initial inventory €8,000-€12,000
Marketing & branding €5,000
Contingency fund (10-15%, approx. €15,000) €15,000
GRAND TOTAL €140,000-€180,000

Slow-Luxury Mediterranean Experience
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Cash Balance Summary by Month

Month Cash Inflows | Cash Outflows | Net Cashflow
‘January | € 1820000 | € 2500000 | €  -$6,800.00
February € 2020000 | € 2530000 | € (5]100.00)
March € 2220000 | € 2590000 | € (3,700.00)
April € 2520000 | € 26,500.00 | € (1,300.00)
May € 2720000 | € 2890000 | € (1,700.00)
June € 3520000 | € 30,400.00 | € 4,800.00
July € 4020000 | € 31,300.00 | € 8,900.00
August € 4420000 € 31,700.00 | € 13,500.00
August € 4420000 | € 30,700.00 | € 13,500.00
September | € 3520000 | € 28,000.00 € 7,200.00
October € 3020000 | € 26,800.00 | € 3,400.00
November € 2220000 | € 2590000 | € (3,700.00)
December € 2020000 | € 25,600.00 | € (5,400.00
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CASH RECEIPTS p 2026 | Oct 2026 | Dec 2026 |  Total

Sales

Interest Receipts €

Other Operations Receipts 1 |€ 200.00 | € 20000 | € 20000 € 20000 € 20000 € 20000 € 200.00 € 20000 € 20000 € 200.00 € 2,400.00

Other Operations Receipts 2 | € - |e - le - le - le - le € —tlie - le e - le s
O;er Operations l:ceip;ﬁ 6"77 ? - |e - |e - |e - le € - e - |e 7 ei 7—7 € i -
Other Operations Receipts 4 | € - € - e - |e - e - |€ € - e - € - |e - |e -
Other Operations Receipts 5 | € - |€ - |€ ShlE - |e - € =€ - e -

‘Total Cash Receipts (INFLOWS) | € 18,000.00 | € 20,200.00 | € 22,200.00 € 25,200.00 € 27,200.00 € 35,000.00 € 44,200.00 € 35,200.00 | € 30,200.00 | € 22,200.00 € 340,400.00
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Inventory/Suppites (COGS) | ssom| asoo0| 45000  510000| 75000| 900000 990000| 930000| 660000| 540000| 450000 420000 7350000
Retumns/retund to Customer i 100.00 | 100.00 | 100.00 100.00 | 100.00 l 100.00 1 100.00 | 100.00 | 100.00 | 100.00 \ 100.00 1 100.00 1,200.00
g:;‘:‘fr"fpe'c""g and admin 3,000.00 300000| 300000 300000 300000| 300000 300000 | 300000 300000 | 300000| 300000 300000 3600000
Salaries & Wages (Staff) | 80000| 800000 800000 800000 800000| 800000 800000 800000 800000 800000 800000 | 800000 9600000
Solaries & Wages (Owner) 200000 200000 200000 | 200000 200000 200000 200000 200000 200000 200000| 200000 2400000
Infered Payment I : B | | 15 .

Rent | so0000| 300000 300000 300000 | 3 300000 300000 300000 300000 300000 300000 300000 3400000
Utities [ 120000 120000 120000 | 120000 120000 1.20000 | | 1,200.00{ 120000 120000 1200 ooi 120000 1440000

Repairs & Mainfenance | sono0|  s000| 5000 ! 00| 50000 ! 5000  s0000| 5000  50000| 50000 600000
Insurance 400.00 400.00 . . 400.00 | X 400.00 | 400.00 400.00 400. wl 400.00 4,800.00

Adverfising 700.00 700.00 X 70000 | X 70000| 70000 70000 70000 700.00 8,400.00
Controctor Labor 50000 50000 50000 | 50000 | 50000 50000 | 50000 50000 600000

Repayment of loons 1.50000 1,50000 B i 150000 150000 150000 150000 150000 150000 150000 1.50000|  18000.00

Interest Payment 30000| 30000 Y 300.00 300.00 | X 30000|  30000| 30000 30000  3,600.00
Office Supplies 200.00 200.00 .( 200.00 | 200.00 .00 | X 200.00 200.00 200.00 200.00 2,400.00
Meals

Travel
Business Taxes

Professional fees

Other Payments 1
Other Payments2
Other Payments3
Other Payments4
Other PaymentsS
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CASA ANIMA

Casa Anima Business Plan





