Module title: Entrepreneurship
Module code:BMIH5001
Business Plan for: Eco-Haven hospitality
	Lecturer:
	Benn Chong

	Student ID:
	2211877

	Team members:
	Antonina Vasileva Danchova


Business plan contents
Executive Summary…………………………………………………………………………………………………………….3
1 Executive summary
3
2 Business details
4
3 Key personnel
5
Vision
6
4 The business idea
6
5 Business goals
6
6 What the business does
7
7 What makes the business different
7
8 Legal requirements
7
Marketing
8
9 Market research
8
10 Profiling customers
8
11 Profiling competitors
9
12 Managing market risks
9
13 Pricing
9
14 Promotion and advertising
10
Running the business
11
1115 Staff


1116 Premises


1117 Suppliers


1218 Equipment


1219 Managing operational risks


13Finance


1320 Start-up costs


1521 Profit and loss forecast


1622 Sourcing finance


1623 Managing financial risks


1724 Cash flow forecast





	
	

	
	1 Executive summary (We suggest you complete this section after you have completed the other sections of the Business Plan).
By immersive glamping involvements as well as an emphasis on ecological sustainability, EcoHaven Hospitality proposes to transform the luxury travel area. Our exclusive contribution to high-end lodgings as well as eco-friendly processes sets us apart from other hotel companies. Our mission is to create EcoHaven Hospitality with the purpose of selecting tourists who care about the atmosphere by employing a premium on customer satisfaction, community facility, as well as effective superiority. Our goal is to develop a well-known professional on sustainable hospitality by resources of perceptive companies, miscellaneous income streams, also a promise to moral business practices.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	

	
	2 Business details

Company name:

EcoHaven Hospitality
	

	
	Address:

432 Greenway Avenue, London, UK
	

	
	Primary contact method
Phone: 020 1234 56783 Email: info@ecohavenhospitality.co.uk
	

	
	
	

	
	The business will: (Provide a brief description of what your business will do)
Contribution unique luxury camping involvements that skilfully blend outstanding facility, as well as ecological sustainability, is the objective of EcoHaven Hospitality. Situated in perfect natural locations, our glamping places offer guests the occasion to reconnect with the environment while appreciating the reliefs of luxurious lodgings. EcoHaven Hospitality possibilities for life-changing involvements that distance from ecological accommodation to immersive ventures in the environment for discriminating tourists who significance luxury as well as sustainability. Our assurance of ecological sustainability is unmistakable in every feature of our processes, comprising ethical sourcing as well as energy-saving procedures (Alrawadieh et al., 2021). By contributing an exclusive combination of luxury as well as ecological morality, we seek to alter the luxury hotel business and also set an innovative standard for ecologically accountable tourism.

	

	


	
	
	
	
	
	

	
	3 Key personnel

Details of owner(s):

Name: John Smith
Position/main responsibilities: CEO and Founder
Experience and knowledge of our industry: John offers over 10 years of knowledge in the hotel business, which has specified him a wide-ranging consideration of the dynamics as well as tendencies in the area. He has a strong concentration on sustainable travel also eco-friendly accomplishments.
Previous employment: Before this, John operated in the hotel business for a number of years, handling both expensive resorts as well as environmental lodgings (Thirumalesh Madanaguli et al., 2021).
Key skills brought to the business: The business has benefited from a number of critical capabilities, comprising sustainability organisation, deliberate development, guidance, financial expertise, as well as customer facility.
Business experience and any training undertaken: John effectively recognised and worked in numerous hotel businesses, concentrating on the combination of luxury and environment. He has taken part in numerous training courses also sessions on sustainable tourism and business management.
Academic/professional qualifications: John has a bachelor's degree in hospitality management also certification in sustainable tourism administration
Salary expectations £ £70,000per annum
Name: Emily Jones
Position/main responsibilities: COO
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	Experience and knowledge of our industry: Emily worked as an operations manager in the hotel corporate for above 15 years. She has an established track record of ensuring perfect guest involvement as well as enhancing working performance (Tajeddini et al., 2020). Experience and knowledge of our industry: Emily has apprehended senior management locations at expensive resorts as well as famous hotel brands, where she was accountable for handling day-to-day processes also putting deliberate concepts into achievement. Previous employment: Emily has alleged senior management situations at expensive resorts as well as famous hotel products, where she was accountable for managing regular processes and putting deliberate ideas into accomplishment. Key skills brought to the business: Vital Skills in the Management of developments, the leadership of groups, also management of processes, procedure optimisation, as well as guest associations are brought to the industry. Business experience and any training undertaken: When it comes to emerging and implementing working plans that increase income and expand customer pleasure, Emily has an excess of knowledge. She has complete training in hotel operations also leadership. Academic/professional qualifications: Master's degree in hospitality operations management, certified development management specialist (Bichler et al., 2020).
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	Name: David Johnson Position/main responsibilities: Marketing Director Experience and knowledge of our industry: David increased experience in branding as well as marketing through his twelve years of service in the hotel as well as tourism businesses. Emerging advanced marketing campaigns that demand specific viewers are his area of proficiency. Previous employment: David had marketing decision-making positions at conspicuous hotel chains as well as travel activities, where he established and applied positive marketing approaches. Key skills brought to the business: Market research, consumer separation, digital marketing, brand management, as well as deliberate marketing development are among the key abilities that the organisation has promoted (Farmaki et al., 2020). Business experience and any training undertaken: David owns a track record of increasing revenue through innovative marketing methods. He has taken part in workshops as well as seminars about customer behaviour and progressions in digital promotion. Academic/professional qualifications: : A bachelor's degree in marketing with a digital marketing approach certification. Salary expectations £ 70,000 per annum

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	

	
	


Vision

	
	
	

	
	4 The business idea
	

	
	By providing immersive camping involvements that highlight environmental sustainability, we hope to reinvent luxury hospitality as well as set an innovative standard for environmentally responsive travel. Contribution to luxurious camping involvements that skilfully blend lavish amenities with environmental practices, EcoHaven Hospitality brings a new idea to the hospitality business. Our aim is to satisfy discerning visitors who want to meet the deep natural world without cooperating on style and luxury (Booth et al., 2020). We offer exactly deliberate camping sites in magnificent natural surroundings so that visitors may indulge in luxurious amenities while regenerating an association with the natural world. We take great care in choosing our lodgings so as to reduce their environmental influence. Energy-saving approaches and ecological resources are working whenever conceivable. At EcoHaven Hospitality, our aim is to revolutionise ecologically aware hospitality by contributing a harmonious combination of wealth and awareness of the atmosphere.

	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven)
	

	
	· Objective: Create EcoHaven Hospitality as the best eco-luxury glamping destination. In the first year of business, we want to create £500,000 in income and launch EcoHaven Hospitality as a trustworthy brand in the premium camping business. Furthermore, we endeavour to enhance revenue streams also manage expenditures to produce a profit in the initial year of the process. 
· Principal Goals:
 ⮚ Accomplish high occupancy charges.
⮚ Obtain positive responses as well as evaluations from consumers (Dias et al., 2023). Strategies: 
⮚ Start targeted marketing campaigns to appeal to eco-aware tourists. 
⮚ Emphasis on distributing unique guest involvements through personalised facilities and sustainable approaches.

	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?

Objective: Increase the business to other places and become known as a leader in environmental accommodation. Over the succeeding three to five years, we expect EcoHaven Hospitality to increase both locally as well as internationally, with a huge number of glamping places spotted through significant purposes. Through intelligent firms as well as creative advertising 1advantages, we hope to apprehend a substantial portion of the marketplace and position ourselves as a leading specialist in the field of ecologically conscious luxury tourism (George, 2021). Principal Goals: ⮚ Create new camping spaces in deliberate places. ⮚ Upsurge the variety of products obtainable to cater to altered market sections. ⮚ Get compliments and reply for your sustainable advantages from the business. Strategies: ⮚ Conduct market research to classify possible areas for development. ⮚ Form considered businesses with neighbouring groups and contractors who share your assurance of the atmosphere. ⮚ Endure investing in innovative technology as well as new ideas to improve tourist involvement and operative performance (Stringam, 2020). Using the Enterprise Network of Klofsten: To assist EcoHaven Hospitality in attaining its enduring growth purposes, Klofsten's Business Platform compromises a complete background for strategic approach growth and implementation. Key features: Scalability Analysis: Measure the probability of scalability of growth plans and classify growth chances in new marketplaces. Innovation Management: Encourage the growth of new concepts to improve guest involvement and distinguish EcoHaven Hospitality from rivals. Sustainability Integration: Integrate sustainability values into all features of business processes, from site structure to guest facilities, to create long-standing valuable social and ecological possessions (Mpuon et al., 2021). Monitoring key performance indicators, or KPIs, establishes a constituent of performance following, which helps classify areas that necessitate development and measures how well structural goals are being met.
Strategic Partnerships: Invention and work organised with vital collaborators, such as neighbouring groups and contractors who practise ecological accountability, to support ecologically conscious development advantages (González-Serrano et al., 2020). (Use Klofstens business platform to explain)

	

	
	
	

	
	
	

	
	

	
	
	

	
	6 What the business does


	

	
	Product

Features

Benefits

Luxurious camping experiences

· It is situated in pristine natural settings.

· The location is selected to minimise the environmental threats.

· Procedures and ethical sourcing are incorporated.

· It helps reconnect the guest with the environment in opulent accommodations.

· Reduces the environmental threats owing to site selection and sustainable practices.

· Ethical sourcing provides environment-friendly experiences.


	

	
	
	

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

	
	· The value proposition of the company is deeply Rooted in its commitment to provide travellers with luxury camping experience. It prioritises environmental consciousness and opulence. The strategically chosen camping sites provide pristine natural surroundings, thereby enhancing the guest experience and reducing the ecological footprint (Kyrylov et al., 2020).

· The features of luxury camping experience reflect on its careful selection of locations, thereby reducing environmental threats, ethical sourcing practices and energy saving procedures. It provides two-fold benefits. Firstly, opulent accommodations, and it helps foster a deep connection with nature in alignment with the environment-friendly practices.

· The distinctive combination of environmental responsibility in the luxury hospital industry. It provides a unique value proposition addressing the demand for high travel and sustainable experiences (Lee, 2020).
	

	
	
	


	
	
	

	
	8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are:

EcoHaven Hospital is a hospitality company in the luxury camping industry that needs to comply with national, local, and regional regulations associated with environmental, conservation, hospitality, and business operations.

1. Environmental regulations: Compliance with the local and national environment ensures security within the organisation. Implementation of the environment management system in resonance with ISO 14001 standards will ensure efficient management of the environment in alignment with sustainability practices.
2. Business licensing: Obtaining licenses to operate within the hospitality industry is crucial. For instance, the Licencing Act 2003 Serves as a framework to obtain and operate under different types of licenses crucial within the hospitality sector.
3. Employment laws: These encompass various regulations associated with employee contracts, working conditions, and wages (Kyrylov et al., 2020). For instance, the Employment Rights Act of 1990 guarantees the rights of employees by providing effective working conditions and ensuring adequate salaries to the workers.
4. Data protection: Compliance with data protection and privacy laws is crucial in communicating and collecting information. The GDPR Act 2018 ensures to gain the trust of the camping visitors. It focuses on obtaining the consent of the camping visitors associated with membership and marketing purposes. 
Insurance requirements

5. Property insurance: Securing insurance coverage for physical aspects such as camping facilities will protect against damages or loss. For instance, the “Commercial Property Insurance” policy covers risks associated with damage to the physical assets at the camping site (Lee, 2020).
6. Employee insurance: The workers will be provided with insurance coverage such as compensation addressing any accident or injuries within the workplace (Kyrylov et al., 2020). For instance, Employability Liability Insurance covers the compensation payouts when an employee claim owing to work-associated injury. In the camping sector, it ensures financial protection in case of unforeseen challenges.
 
	

	
	You will meet your legal and insurance requirements by:

1. Regular audits: Regular audits will help ensure compliance with the regulatory policies and licensing and safety regulations.

2. Legal consultation: Legal advisors help in making informed decisions and ensure continuous compliance with the regulatory policies.

3. Insurance policies: Regulating up regularly updating their insurance policies resonates with the changing regulatory policies and business landscape (Kyrylov et al., 2020). Partnerships with legal professional’s help manage legal and insurance requirements.
	

	
	
	


Marketing

	
	
	

	
	9 Market research
	

	
	Trends in your chosen market are:

· Increasing demand for sustainable tourism: There has been a significant trend among travellers seeking environment friendly and sustainable tourism options in alignment with hospitality commitment to the sustainability of the environment. In the UK, the market value of sustainable tourism reached $7,896 million in 2021, this recorded a negative compound annual growth rate (CAGR) of 0.1% and a growth of 12.3% over the years. 
· Increasing interest in unique experiences provided by Glamping (luxury camping): Discerning tourists seek immersive experiences and luxury camping that provides instinctive opportunity and memorable stays. The glamping sector in the UK contributed a significant value of £51 million to the economy, with an average of £46 per night (Hu et al., 2022).
· Dominance of digital marketing:  The market has witnessed an inclination toward a digital marketing strategy that helps to attract environment-aware travellers focusing on the significance of strong online presence (Alaali et al., 2021).
	

	
	How you know this: (Provide examples with references)
· I have gained the information through the analysis of the Canopy & Stars Glamping Market Report 2023, suggested that the camping sector has become an important sector of the travel market.  Moreover, insights from online travel forums, discussions on social media, and interviews with industry experts help to understand the growing interesting, unique travel experiences. The report stated that there were approximately 240,000 trips of which 66.7% in England, 29.2% in Wales, and 4.2% in Scotland were observed (Grand View Research, 2021).
	

	
	10 Profiling customers

The customer groups you will be selling to are: (4 x Customer profiles minimum)
Customer groups

1. Nature enthusiast: Individuals seeking for immersive experience in nature during luxury accommodations.

2. Environment-conscious travelers: Customers have a strong commitment to sustainability, and choose accommodations in alignment with their values (Yi et al., 2020).

3. Adventure seekers: Travellers seeking adventure integrated with luxury.

4. Relaxation seekers: Individuals looking for a tranquil and resonating escape in serene natural settings. 
	

	
	Your customer research has shown what your customers want is: 
	

	
	1. Research findings: Comprehensive surveys and interviews of the customers and the online reviews were conducted to gain insight into customer preferences. The result reflected a strong desire for environment-friendly accommodations, personalised experience and blend of nature with luxury (Alaali et al., 2021). Examples such as feedback on online travel platforms expresses a preference for sustainable tourism practices, and positive reviews indicate the immersive experiences provided by the camping.


	

	
	
	

	
	How you know this:

2. The result of feedback and service were interpreted and analysed, which reflected a consistent pattern in preference. Online platforms such as Tripadvisor provided first-hand insight about the customer experiences.
	

	
	Number of customers you expect to win in each group and what they might pay:

The estimates were based on market research, customer surveys and competitor analysis. Pricing expectations were gained from the perceived value of camping experience. This was compared to alternative accommodation options to ensure competitive pricing strategies.

Group

Number of customers

Price they might pay per unit(in british pounds)

Nature enthusiast

140

350

Environment-conscious travelers

110

550

Adventure seekers

80

500

Relaxation seekers

70

650


	

	
	
	


	
	
	

	
	11 Profiling competitors


	

	
	Competitors name

Strengths 

Weaknesses

LuxCamp

· Provides a diverse range of locations.

· It has a strong online presence.

· Positive reviews of the customers.

· Limited environment-friendly initiatives.

· Less focus on personal experience.

· Higher pricing strategies.

Wilderness retreat

Green certifications and environment-friendly practices.

Limited variations in camping locations.

Nature Escape Resorts

Exclusive camping locations.

Limitations and online presence and market reach. 

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

	
	· Environment-friendly innovation encompasses investment in cutting-edge sustainable practices to reflect its commitment to environmental and social responsibility.

· Personalised experience: The Eco-heaven can provide tailor-made services to create a niche for the traveller looking for customised luxury camping adventures (Yi et al., 2020).

· location changes: Expanding the portfolio through diversification will help to provide an extensive array to the venture.
	

	
	
	

	
	
	

	
	12 Managing market risks

Write down the risks you have identified:

· Regulations affecting environment: Changes within the regulatory policies affect camping practices and site selection (Kyrylov et al., 2020). For instance, the Environmental Impact Assessment Regulations ensures that the environmental threats are taken into consideration during site selection. 
· Economic turndown declines the spending on travelling. For instance, with the advent of covid-19 pandemic, one in five British adults was on a caravan holiday. Based on the market researchers, Mintel, it was observed that about 4.5 million were sleeping in a tent for the first time during that time. The overseas trips were beyond the reach, spending on such trips reached a value of £2.7bn in 2021. This accounted for nearly, 80% more owing to pandemic decimated travel plans (Boiko, 2021).
· A competitive market increases the competition for new entrances. The revenue generated in the Camping market is estimated to reach a value of US$0.99 billion in 2024 (Rogerson and Rogerson, 2020).
· Additionally, aanticipated annual growth is 7.66%, this can result in a market value of US$1.33 billion by 2028 (Mordor Intelligence, 2024).

	

	
	How will you manage these risks so that they become less of a threat:
	

	
	· To overcome the changes in the regulatory policies, conducting regular environment impact assessment will render effectiveness. This can be implemented by establishing a dedicated team that will help to monitor the changes within the regulations and collaborate with the environment agencies (Hu et al., 2022).
· To overcome economic turndown, diversification of revenue streams and implementation of flexible pricing strategies will be effective. The implementation requires offering promotional packages, loyalty programs, and collaboration with travel agencies (Alaali et al., 2021).
· To overcome competitive market differentiation, the product offerings will be affected. This can be implemented by regularly assessing the landscape of the competitors and investment in marketing.

· To overcome natural disasters, conducting regular safety drills and investment in infrastructure resolution resilience will be effective.
	

	
	13 Pricing
	

	
	How you can calculate your prices:
	

	
	· The calculation of price requires considering various factors such as desired profit margins, operating costs and demands in the market. Comprehensive understanding of fixed and variable costs related to luxury camping will be effective. Incorporating a profit margin in alignment with industry standards and assessing customer willingness to pay will be taken into account. The prices will be regularly reviewed and adjusted based on market dynamics and feedback of the customers. 
	

	
	
	


	
	
	

	
	How your prices compare with the competition:
	

	
	Product/services

Your price

A range of competitors price per unit (In British pound value)

Luxury camping experiences

500

400 to 700

Environment-friendly camping packages

530

300 to 600

Weekend Retreats 

600

500 to 650


	

	
	Reasons for the difference between your price(s) and your competitors’ price(s):

· The key difference between our price and the competitor prices reflected on its commitment to the company's commitment to source from environment ecofriendly suppliers. We prioritise amenities related to sustainable prices which are slightly higher (Alaali et al., 2021). 
· This resonates with our dedication to commit to an environment-conscious camping experience. It also makes offerings tailored to the unique demands of the customers. Hence justifies a premium pricing strategy (Boiko, 2021).
· The extra investment reflects our commitment to reduce environmental threats and ensure discerning customers receive superior travel experiences.

	

	
	
	


	
	
	

	
	14 Promotion and advertising

How and where will you promote your product/service?
	

	
	
	

	
	· Social media platforms, online travel agencies, and official websites will help to reflect the camping experience, sustainability initiatives and customer testimonials.

· Partnership and collaboration with adventure-focused influences and environment-friendly traveller will help to amplify the message (Li et al., 2020).

· Launching targeted marketing campaigns focusing on unique offerings and sustainability initiatives will help to attract environment-friendly travellers.

	

	
	
	

	
	
	


Running the business

	
	
	

	
	15 Staff


	

	
	Role 

Total Cost

Necessary Experience

Specialist skills/Qualifications

CEO and Founder

65, 000

10 years experience in hotel business

Bachelor's degree in hospital management 

COO

80, 000

15 years experience in hotel management 

Masters degree in Operations management 

Marketing Director 

70, 000

10 years experience in tourism marketing

Bachelor's degree in digital marketing


	

	
	16 Premises

Cost £

Premises required at start-up:      
£22000
Premises required in the future (if different):      
£23000

	

	
	17 Suppliers

Your key suppliers and their credit terms

Supplier 

What you’ll Buy

Number of days credit

Green suppliers
Amenities associated with sustainable pr

ctices and products 

28 days

Marketing Agency

Marketing services 

58 days

Training Providers
Training and development programs for employees 

40 days


	

	
	
	

	
	
	


	
	
	

	
	18 Equipment
	

	
	Resources

When

How funded

Cost per unit

Marketing campaigns

Startup
Initial allocation of budget.

9, 000

Environment-friendly amenities

Ongoing.

Operating budget.

6, 000

Training and development programs

Per year

Funds associated with training and development.

8, 000


	

	
	
	

	
	
	

	
	19 Managing operational risks

Risk

Solution

Turnover rate of the staff

Implementation of Employee retention program.

Supply chain disruptions

Establishing relationships with suppliers through open communication and creating contingency plans (Rogerson and Rogerson, 2020).

	

	
	
	


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



	
	
	

	
	20 Start-up costs
	

	
	Calculate how much money you need before you start trading


[image: image1.emf]£

2,000

200

5,000

1,500

200

400

1,000

1,000

1,500

500

400

300

100

300

100

2,000

1,500

1,000

0

0

0

0

IT and computers

Telephones and broadband

Equipment

Stock



Consumables

Licences

Association fees

Wages/recruitment

Security/health and safety equipment

Professional fees

Training

Tools

Vehicles

Insurance

Other (please specify)

Rent/rent deposit

Stationery

Marketing

Market research costs


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

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	21 Profit and loss forecast


[image: image2.emf]Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

1 1 0

Salaries/wages (survival income + any 

staff

1,000 1,500 2,000

Premises (including rent, rates, 

utilities)

1,000 1,000 1,000

Telephone and broadband 200 200 200

Printing, post and stationery 500 500 500

Advertising and promotion 400 600 1,000

Bank charges 200 200 200

Professional fees 400 400 400

Insurances 1,000 1,000 1,000

Bank/HP/Interest (payable to your 

bank)

200 600 800

Stock 1,000 2,000 3,000

Consumables 400 600 800

Equipment and vehicle leasing 200 200 400

Depreciation 200 400 500

Other (please specify) 0 0 0

Other 0 0 0

Other 0 0 4

Total fixed costs 6,700 9,200 11,804

Net profit (gross profit less fixed cost) 3,300 10,800 28,196

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 54 70

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

Total variable costs + total fixed costs 

(B)

6,700 9,200 11,804

Break even (B) divided by (A) 6,700 9,200 0


	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	22 Sourcing finance
	


	
	Total borrowing requirement for the business


[image: image3.emf]£

50,000

Personal start-up contributions           - 10,000

Other start-up contributions            - 0

Total required = 40,000

= 0



Start-up costs

The assets you have available as security



	


	
	23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
The risks that you have identified for your financial forecast are:
	

	
	· Unforeseen market disruptions lower the sales value.

· Delays in obtaining the funding affects the launch timeline.


	

	
	How you will minimise their impact:

· Regularly monitoring market trends will help to make necessary adjustments in the strategies. Additionally, implementation of flexible marketing campaigns will help to explore diverse customer segments (Li et al., 2020).
· Diversifying funding resources and maintaining transparent communication will render effectiveness.
	

	
	
	


	
	
	
	
	
	

	
	24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 


	

	
	
[image: image4.emf]Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT)

1,000 950 485 500 412 900 852 795 368 658 598 1,005

8,523

0 12,238 4,808

Cash received from debtors

759 569 588 1,235 584 123 654 589 456 254 350 400

6,561

0 9,952 3,170

Capital/loans received

1,050 1,025 987 698 700 1,256 563 750 456 632 650 450

9,217

0 13,623 4,811

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

TOTAL £ 2,809 2,544 0 2,433 1,696 2,279 2,069 2,134 1,280 1,544 1,598 1,855 24,301 0 35,813 12,789

EXPENDITURE

Wages to staff (incl. PAYE & NI)

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Premises (rent, rates & utilities)

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Telephone & Broadband

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Printing, post & stationery

500 500 500 500 500 500 500 500 500 500 500

500 500 500 3,500 3,500

Advertising & promotion

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Bank charges

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Professional fees

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Insurances

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Bank/HP

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Equipment & vehicle leasing

1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000 1,000

1,000 1,000 1,000 7,000 7,000

Payments relating to variable costs

400 400 400 400 400 400 400 400 400 400 400

400 400 400 2,800 2,800

Capital Expenditure

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

Other Payments

200 200 200 200 200 200 200 200 200 200 200

200 200 200 1,400 1,400

VAT

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Owner's wages/salary

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Owner's National Insurance

0 0 0 0 0 0 0 0 0 0 0

0 0 0 0 0

Loan repayments (incl. interest) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Stock 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Consumables 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

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

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 6,700 46,900 46,900

Income less expenditure -3,891 -4,156 -6,700 -4,267 -5,004 -4,421 -4,631 -4,566 -5,420 -5,156 -5,102 -4,845 17,601 -6,700 -11,087 -34,111

Opening bank balance 0 0 -3,891 -4,156 -10,591 -8,423 -15,595 -12,844 -20,226 -17,410 -25,646 -22,566 -30,748 -27,411 -30,748 -27,411

Closing bank balance -3,891 -4,156 -10,591 -8,423 -15,595 -12,844 -20,226 -17,410 -25,646 -22,566 -30,748 -27,411 -13,147 -34,111 -13,147 -34,111

5 6 TOTAL



Start-up 0 1 2 3 4


	

	
	
	

	
	
	

	
	
	
	
	
	


25 Conclusion. 

EcoHaven hospitality will be able to transform luxury camping by integrating sustainable practices. It will focus on unique experiences to overcome the financial challenges through adaptive strategies. This will help to ensure a blend of luxury and environmental-friendly long-term success of the venture. 
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Figure 1. UK Tourism Statistics
(Source: Condor Ferries, 2023)

[image: image6.jpg]Revenue of the Travel & Tourism market in the United Kingdom from 2017 to
2026, by segment (in billion U.S. dollars)

Travel & Tourism market revenue in the United Kingdom 2017-2026, by segment

W Hotels ®Package Holidays  Vacation Rentals M Cruises

40
e EE EE N

- -—

2

830

u

225

s

S20

<

@

215

]

3

@10

5
2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

et et o ey 5 S A ki o g e s o e, T S ey Ao o A S v S gl o ts st s e et statista®a

Notefs): United Kingdor
Sourcefs): Satista; Staista Mobily Markes Outook




Figure 2. Tourism Market Research
(Source: Olesia, 2023)
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				Start-up costs				50,000

				Personal start-up contributions		-		10,000

				Other start-up contributions		-		0

				Total required		=		40,000

				The assets you have available as security

						=		0





Sheet2

		





Sheet3

		






_1769453854.xls
Sheet1

		

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

				Total expected sales		10,000		20,000		40,000

				Less variable costs		0		0		0

				Gross profit (sales less variable costs) =		10,000		20,000		40,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		1		0

				Salaries/wages (survival income + any staff		1,000		1,500		2,000

				Premises (including rent, rates, utilities)		1,000		1,000		1,000

				Telephone and broadband		200		200		200

				Printing, post and stationery		500		500		500

				Advertising and promotion		400		600		1,000

				Bank charges		200		200		200

				Professional fees		400		400		400

				Insurances		1,000		1,000		1,000

				Bank/HP/Interest (payable to your bank)		200		600		800

				Stock		1,000		2,000		3,000

				Consumables		400		600		800

				Equipment and vehicle leasing		200		200		400

				Depreciation		200		400		500

				Other (please specify)		0		0		0

				Other		0		0		0

				Other		0		0		4

				Total fixed costs		6,700		9,200		11,804

				Net profit (gross profit less fixed cost)		3,300		10,800		28,196

				Calculate your net profit margin (net profit divided by total sales x 100)		0		54		70

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

				Total variable costs + total fixed costs (B)		6,700		9,200		11,804

				Break even (B) divided by (A)		6,700		9,200		0





Sheet2

		





Sheet3

		






_1769453597.xls
START UP COSTS

						£

		IT and computers				2,000

		Telephones and broadband				200

		Equipment				5,000

		Stock				1,500

		Tools				200

		Vehicles				400

		Professional fees				1,000

		Insurance				1,000

		Rent/rent deposit				1,500

		Stationery				500

		Marketing				400

		Consumables				300

		Licences				100

		Training				300

		Association fees				100

		Wages/recruitment				2,000

		Security/health and safety equipment				1,500

		Market research costs				1,000

		Other (please specify)				0

						0

						0

						0

						0

						0

		TOTAL  £				19,000
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First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		1,000		950		485		500		412		900		852		795		368		658		598		1,005		8,523		0		12,238		4,808

		Cash received from debtors		759		569		588		1,235		584		123		654		589		456		254		350		400		6,561		0		9,952		3,170

		Capital/loans received		1,050		1,025		987		698		700		1,256		563		750		456		632		650		450		9,217		0		13,623		4,811

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

		TOTAL £		2,809		2,544		0		2,433		1,696		2,279		2,069		2,134		1,280		1,544		1,598		1,855		24,301		0		35,813		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Premises (rent, rates & utilities)		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Telephone & Broadband		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Printing, post & stationery		500		500		500		500		500		500		500		500		500		500		500		500		500		500		3,500		3,500

		Advertising & promotion		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Bank charges		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Professional fees		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Insurances		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Bank/HP		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Equipment & vehicle leasing		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		7,000		7,000

		Payments relating to variable costs		400		400		400		400		400		400		400		400		400		400		400		400		400		400		2,800		2,800

		Capital Expenditure		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		Other Payments		200		200		200		200		200		200		200		200		200		200		200		200		200		200		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		6,700		46,900		46,900

		Income less expenditure		-3,891		-4,156		-6,700		-4,267		-5,004		-4,421		-4,631		-4,566		-5,420		-5,156		-5,102		-4,845		17,601		-6,700		-11,087		-34,111

		Opening bank balance		0		0		-3,891		-4,156		-10,591		-8,423		-15,595		-12,844		-20,226		-17,410		-25,646		-22,566		-30,748		-27,411		-30,748		-27,411

		Closing bank balance		-3,891		-4,156		-10,591		-8,423		-15,595		-12,844		-20,226		-17,410		-25,646		-22,566		-30,748		-27,411		-13,147		-34,111		-13,147		-34,111





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)		12,238		4,808		0		0		0		0		0		0		0		0		0		0		0		0		12,238		4,808

		Cash received from debtors		9,952		3,170		0		0		0		0		0		0		0		0		0		0		0		0		9,952		3,170

		Capital/loans received		13,623		4,811		0		0		0		0		0		0		0		0		0		0		0		0		13,623		4,811

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

		TOTAL £		35,813		12,789		0		0		0		0		0		0		0		0		0		0		0		0		35,813		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Premises (rent, rates & utilities)		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Telephone & Broadband		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Printing, post & stationery		3,500		3,500		0		0		0		0		0		0		0		0		0		0		0		0		3,500		3,500

		Advertising & promotion		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Bank charges		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Professional fees		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Insurances		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Bank/HP		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Equipment & vehicle leasing		7,000		7,000		0		0		0		0		0		0		0		0		0		0		0		0		7,000		7,000

		Payments relating to variable costs		2,800		2,800		0		0		0		0		0		0		0		0		0		0		0		0		2,800		2,800

		Capital Expenditure		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		Other Payments		1,400		1,400		0		0		0		0		0		0		0		0		0		0		0		0		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		46,900		46,900		0		0		0		0		0		0		0		0		0		0		0		0		46,900		46,900

		Income less expenditure		-11,087		-34,111		0		0		0		0		0		0		0		0		0		0		0		0		-11,087		-34,111

		Opening bank balance		-30,748		-27,411		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111

		Closing bank balance		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111		-13,147		-34,111





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		2,749		3,145		9,489		1,663		0		0		0		0		12,238		4,808

		Cash received from debtors		2,585		2,516		7,367		654		0		0		0		0		9,952		3,170

		Capital/loans received		3,300		3,729		10,323		1,082		0		0		0		0		13,623		4,811

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

		TOTAL £		6,574		9,390		27,179		3,399		0		0		0		0		33,753		12,789

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Premises (rent, rates & utilities)		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Telephone & Broadband		800		800		600		600		0		0		0		0		1,400		1,400

		Printing, post & stationery		2,000		2,000		1,500		1,500		0		0		0		0		3,500		3,500

		Advertising & promotion		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Bank charges		800		800		600		600		0		0		0		0		1,400		1,400

		Professional fees		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Insurances		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Bank/HP		800		800		600		600		0		0		0		0		1,400		1,400

		Equipment & vehicle leasing		4,000		4,000		3,000		3,000		0		0		0		0		7,000		7,000

		Payments relating to variable costs		1,600		1,600		1,200		1,200		0		0		0		0		2,800		2,800

		Capital Expenditure		800		800		600		600		0		0		0		0		1,400		1,400

		Other Payments		800		800		600		600		0		0		0		0		1,400		1,400

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0

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

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		26,800		26,800		20,100		20,100		0		0		0		0		46,900		46,900






