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	[bookmark: _1fob9te]1 Executive summary 

Nature’s Haven Retreat is focused on sustainable and ecologically friendly ventures that offer personalised experiences of vacation for a diverse group of audience. The focus of the business includes tents and log cabins, catering to providing a nature-centric accommodation facility. The business aims in attracting solo travellers, outdoor enthusiasts, and families, seeking eco-friendly accommodation. The business aims in achieving a £150,000 turnover within the first year of their operation, with a 70% rate of occupancy, hence providing diverse offerings which includes mushroom hunting experience, bike rentals, farm-to-table dining procurements.
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _3znysh7]2 Business details
[bookmark: _2et92p0]Company name:
Nature's Haven Retreats
	

	
	[bookmark: _tyjcwt]Address:
Serene Meadows, Liverpool, UK.
	

	
	Primary contact method
Email - info@natureshavenretreats.com
Phone: +44 1234567890
	

	
	
	

	
	[bookmark: _3dy6vkm]The business will:
The Nature’s Haven Retreats have emerged as an eco-friendly enterprise by transforming a property within a sustainable staycation offering their customers with a bike rental service, mushroom hunting experience, and much more. This venture will be envisioned to cater to various families in search of healthy vacation, outdoor enthusiasts, and solo adventure travellers, and pet owners that are looking for pet-friendly accommodation. The business would offer a blend of environmentally friendly procurements along with enhanced comfort by being located in Langdale. It can think of buying the Langdale Chase Lodge, in Ecclerigg as an expansion plan for its valuation at £3,917,000 (The Move Market, 2024). The business will offer sustainable farmhouse rooms, tents which are glamping style, and log cabins nestled in wooded nooks. The guests of the farm would be provided with the yielding herbs and vegetables, thus crafting the delectable meals that are paired with local beverages. The business would privatise the practices of sustainability programs with the likes of integrating in-farm experiences and advocating local mushroom agriculture with an enhanced educational experience. Coordinating with the local suppliers could ensure outdoor leisure activities, bike rental services, and mushroom hunting experiences. This would ensure that the business aims in delivering a slow-paced life with holistic experience.     

	

	




	
	
	
	
	
	

	
	[bookmark: _1t3h5sf]3 Key personnel
[bookmark: _4d34og8]Details of owner(s):
Name:  Catalina Trasc
	

	
	Position/main responsibilities: Co-Founder & General Manager
	

	
	Experience and knowledge of our industry: With over 4 years of experience within the eco-tourism and hospitality industry. Possessing a clear understanding on creation of immersive customer experience. 
	

	
	
	

	
	Previous employment: Manager at “Green Horizon”.
	

	
	Key skills brought to the business: Bring a strategic vision towards an approach to sustainability, strong leadership.
	

	
	Business experience and any training undertaken: Undertaken varied courses focused on environmental conservation, hospitality, and permaculture. This could be instrumental in shaping the ecological practices of the business. 
	

	
	Academic/professional qualifications: Bachelor’s degree at in Hospitality Management
	

	
	Salary expectations £40000/ year
	

	
	
	

	
	
	

	
	
	

	
	Name: Daniela Maria Vladoi
Position/main responsibilities: Supervisor/Managing workflow

	
	Experience and knowledge of our industry: Customer experience/Effective Communication/Teamwork Collaboration/Problem-Solving Proficiency

	
	

	
	Previous employment: Prezzo Restaurant

	
	Key skills brought to the business: Finding and leading the right staff/Developing staff and the business

	
	Business experience and any training undertaken: No

	
	Academic/professional qualifications: No
Salary expectations £ 30 000/year


	
	Name: Raluca Soroceanu

	
	Position/main responsibilities: Head Chef

	
	Experience and knowledge of our industry: With over 8 years of experience within culinary practices.

	
	

	
	Previous employment: The head chef at the “Organic Delights”.

	
	Key skills brought to the business: Sustainable Menu Development using food that are sourced organically.

	
	Business experience and any training undertaken: Undertaken varied courses focused on gastronomy. 

	
	Academic/professional qualifications: Bachelor’s degree at Culinary Arts

	
	Salary expectations £ 30000/year
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[bookmark: _2s8eyo1]Vision
	
	
	

	
	[bookmark: _17dp8vu]4 The business idea
	

	
	[bookmark: _3rdcrjn]Sum up your business idea:
The business has catered to a visionary eco friendly enterprise which aims in providing property to their customers with the likes of sustainable cuisines and accommodation facilities. The business’s concept for the business focuses on delivering unique experiences for solo travellers, pet owners, and outdoor enthusiasts by providing integrated farmhouse accommodations, log cabins and tents that are seamlessly renounced within the natural surroundings of nature. Partnerships with local companies and suppliers would ensure that the guests procure farm to table meals, bike rentals, mushroom hunting experience, and leisure activities with a continuous hospitality improvement. The strategic shareholders of a business includes the founder, general manager, and employees, and contributes to the profound experience of sustainability and hospitality for their target customers in facilitating idealisation within the business concept (Hall and Williams, 2019). The revenue streams for the business includes accommodation facilities, food and beverages, bike rentals, and sales from items that are locally grafted and outdoor activities. Through the strategic vision the business would help in reconnecting nature with their clients and provide a sustainable lifestyle.

SWOT ANALYSIS:
	Strengths
	Weaknesses

	Unique eco-friendly offerings
Diverse accommodation choices
Strong commitment to sustainability
	Relatively new brand in the market
Limited geographical presence compared to competitors
Potential initial struggles to build brand recognition

	Opportunities
	Threats

	Growing demand for sustainable travel
Increasing trend for bespoke travel options
Collaboration with local suppliers
	Economic recessions impacting customer spending
Market fluctuations affecting competition and pricing
Operational risks, such as supply chain disruptions












	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _26in1rg]5 Business goals
	

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

	
	

	Objectives
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Achieve turnover of £150,000
	Reflect business establishment
	Measure financial records
	Realistic given the plan
	Relevant to business growth
	Within the first year of operation

	Attain 70% occupancy rate
	Highlight demand for business
	Track occupancy metrics
	Feasible through marketing
	Relevant to business success
	Within the first year of operation

	Establish collaboration and partnerships
	Enhance business visibility
	Count partnerships formed
	Achievable through outreach
	Relevant to business visibility
	Within the first year of operation

	Implement effective cost management strategies
	Ensure operational efficiency
	Monitor expenses and budgets
	Feasible with cost control
	Relevant to financial sustainability
	Ongoing throughout business operation










	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?
· Expanding the business by including sustainable cottage facilities and treehouse lodgings to serve a diverse range of customers. 
· Development of the business as a brand within the eco-tourism and hospitality sector by enhancing the geographical reach to international guests.
· Implementation of advanced practices for sustainability and incorporation of water conservation initiatives. 
· Comprehend to a non-profit business which would be dedicated in educating the locals on the importance of ecological conservation. 










	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _lnxbz9]6 What the business does

	

	
	
	Product/service
	Features
	Benefits

	Accommodations
	Many choices, including glamping-style tents, comfortable log houses, and farmhouse rooms.
	Tailored experiences to suit different tourist preferences.

	Farm-to-Table Dining
	Organic, locally sourced ingredients
	Delectable and nutritious meals that promote regional farming

	Guided Outdoor Activities
	Trekking, stargazing, trail rides on horses, and mushroom hunting.
	Engaging and memorable experiences in nature.

	Sustainability Practices
	Green initiatives in leisure, community relations, and decor
	Decreased ecological footprint and dedication to sustainable principles

	Strategic Partnerships
	Partnerships with regional vendors, businesses, and tourism bureaus
	Enhanced options and improved visibility

	Nature's Haven Foundation
	Non-profit arm that promotes environmental protection and community participation.
	Positive effects on the environment and local communities.



	

	
	
	

	
	[bookmark: _35nkun2]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	The business status through the premium experience of luxury accommodation with the eco-friendly practices and outdoor activities. This offer meets the requirement of a diverse client base with the likes of families, solo travellers, and outdoor enthusiasts who crave a peaceful vacation. The approach and commitment towards ecological friendly practices with personalised experience distinguishes itself from the comparative landscape.
	

	
	
	



	
	
	

	
	[bookmark: _1ksv4uv]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
	Legal Requirements
	Insurance Requirements

	Follow local zoning rules and restrictions for agritourism enterprises.
	Liability Insurance

	Obtain the essential licences to run a hospitality business and provide food and beverages (Adeniyi et al. 2022).
	Property Insurance

	Comply with employment regulations governing employee recruitment, pay, and working conditions.
	Business Interruption Insurance



	

	
	You will meet your legal and insurance requirements by:
	Insurance Requirements
	Legal Compliance
	Insurance Compliance

	Liability Insurance
	Seek legal guidance to guarantee compliance with local laws and regulations.
	Consult with insurance specialists to determine and get adequate coverage based on company requirements and potential hazards.

	Property Insurance
	Practices should be reviewed and updated on a regular basis to ensure that they meet developing legal requirements (Hu et al. 2021).
	Periodically evaluate insurance plans to guarantee continuous alignment with company activity and potential liabilities.



	

	
	
	



[bookmark: _44sinio]Marketing
	
	
	

	
	[bookmark: _2jxsxqh]9 Market research
	

	
	[bookmark: _z337ya]Trends in your chosen market are:
· There is a growing desire for sustainable and environmentally friendly travel experiences.
· There is an increasing trend for bespoke and one-of-a-kind travel alternatives.
· Destination stays that cater to remote work and leisure are becoming increasingly popular (Floricic and Pavia, 2021).
· There is a growing interest in farm-to-table eating experiences.
	

	
	[bookmark: _3j2qqm3]How you know this:
The following trends could be identified through varied market research with the likes of customer behaviour analysis indicating that,
· There has been a 20% increase in ecological tourism in the year 2023 (LinkedIn, 2023). 
· There has been a 15% increase in the demand for personalised travel experiences in the UK (Nature, 2023).
· The Culinary tourism business has grown by 25% in a single year of 2022 in the UK (Nature, 2023).
	

	
	[bookmark: _1y810tw]10 Profiling customers
[bookmark: _4i7ojhp]The customer groups you will be selling to are: (4 x Customer profiles minimum)
	Customer Groups
	Description

	Outdoor Enthusiasts
	Nature enthusiasts seek excitement through guided strolls and other outdoor activities. From 18 to 40 years, male and females.

	Families
	Those seeking healthy holidays that provide children with agricultural contact and fascinating activities. Between 30 and 50 years old.

	Solo Travellers
	Individuals looking for peace and quiet in the countryside, as well as personalised experiences. All ages, mostly between 20-70 years old.

	Pet Owners
	Animal enthusiasts looking for pet-friendly hotels and extra facilities for their pets. All ages, mostly between 20-70 years old.



	

	
	[bookmark: _2xcytpi]Your customer research has shown what your customers want is: 
	

	
	Secondary research was conducted, and following market analysis, it was determined that this company has developed a unique position for itself by merging eco-friendly practices with immersive learning experiences for its customers.
	

	
	
	

	
	[bookmark: _1ci93xb]How you know this:
1. 80% of the customers in the UK have prioritised accommodations that are eco-friendly (Statista, 2023).
2. 65% of the customers in the UK have expressed their interests on outdoor activities (Visit Britain, 2021).
	

	
	[bookmark: _3whwml4]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _2bn6wsx]Group
	[bookmark: _qsh70q]Number of customers
	[bookmark: _3as4poj]Price they might pay per unit

	Outdoor Enthusiasts
	300
	150

	Families
	200
	200

	Solo Travelers
	150
	180

	Pet Owners
	100
	170

	Corporate Retreats
	50
	250

	Special Events or Weddings
	30
	300



	

	
	
	



	
	
	

	
	[bookmark: _1pxezwc]11 Profiling competitors

	

	
	
	Competitor name
	Strengths
	Weaknesses

	Green Oasis Retreats
	Established brand with a loyal customer base
Extensive network of sustainable suppliers
	Less emphasis on eating at farms to tables 
Fewer choices for lodging

	EcoVenture Escapes
	Robust marketing strategy
Unique and adventurous outdoor activities
	Limited geographical presence 
Smaller variety in accommodation offerings

	Sustainable Lodges Ltd.
	Wide range of family-friendly activities 
Competitive pricing
	Higher pricing compared to competitors
Limited availability in peak seasons

	Harmony Haven Resorts
	Thorough eco-certifications
A strong focus on protecting the environment
	Relatively new in the market
Limited recognition compared to established brands

	Center Parcs
	Comprehensive family-friendly activities
	Limited recognition compared to more established brands.



[bookmark: _49x2ik5]How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Integrate supplementary services or unique benefits to strengthen the total value offer and justify competitive pricing (Wang et al. 2022).
· Stay ahead of industry trends by introducing fresh features on an ongoing schedule.
Under this premise, Bowman’s theory can be used. Bowman’s framework that is used for assessing the competitive positioning on the basis of perceived value and pricing (Laukkanen and Tura, 2022). Considering this, it can be said that this business positions itself in the “hybrid” specimen. It is because Nature’s Haven Retreats seems to offer unique sustainable and eco-friendly experiences and accommodations to their guests in a premium price range. This makes the business stand out from its competitors and make a long term and profitable market potential.
	

	
	
	

	
	
	

	
	[bookmark: _2p2csry]12 Managing market risks
[bookmark: _147n2zr]Write down the risks you have identified:
· The risk potentials could include the fluctuations of the current market which could impact the competition and pricing range. 
· The external factors such as the economic recessions could also affect the spending of customers.
· Risks of operations such as the disruptions of supply chain could also arise as the potential risks.
	

	
	[bookmark: _3o7alnk]How will you manage these risks so that they become less of a threat:
	

	
	· Implementation of regulated protocols for monitoring and risk management for identification of early potential threats.
· Development of regulated contingency plan thus allowing rapid adjustments to the changing market dynamics. 

	

	
	[bookmark: _23ckvvd]13 Pricing
	

	
	[bookmark: _ihv636]How you can calculate your prices:
	

	
	· Tiered pricing approach would be used to provide different packages for a wide range of audiences, their tastes, and budgets. 

· Tiered pricing entails providing a variety of products or services at different price points based on client segmentation and value (Gielens et al. 2021).
	

	
	
	



	
	
	

	
	[bookmark: _32hioqz]How your prices compare with the competition:
	

	
	
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Accommodations
	180 - 250
	150 - 300

	Farm-to-Table Dining
	25 - 40
	20 - 50

	Guided Outdoor Activities
	30 - 60
	25 - 70

	Sustainability Practices
	Included in stay
	N/A

	Strategic Partnerships
	N/A
	N/A

	Nature's Haven Foundation
	Donation-based
	N/A

	Customised Event Packages
	300 - 500
	250 - 600




	

	
	[bookmark: _1hmsyys]Reasons for the difference between your price(s) and your competitors’ price(s):
· The business’s product and service cater to a distinctive offering that adds a justified value to their compatibility in comparison to their competitors.
· The business prioritises on higher quality services to their customers in ensuring a profound experience for the customers. 
· The business’s overall commitment to practices for sustainability would lead to a higher pricing policy that aligns with the overall preferences of environmentally conscious customers.
	

	
	
	



	
	
	

	
	[bookmark: _41mghml]14 Promotion and advertising
[bookmark: _2grqrue]How and where will you promote your product/service?
	

	
	
	

	
	
	Channel
	Strategy

	Website
	Create a visually stunning, useful website that is search engine optimised.

	Social media
	Create compelling content for Instagram and Twitter to engage with your audience and establish a community.

	Partnerships
	Collaborate with local tourism boards, adventure outfitters, and event organisers to boost brand visibility.

	Traditional Marketing
	Use brochures, local magazines, and community events to reach a larger local audience.









	

	
	
	

	
	
	



[bookmark: _vx1227]Running the business
	

	
	

	
	[bookmark: _3fwokq0]15 Staff


	

	
	
	Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	Founder and Owner
	£7,500
	3+ years in hospitality and ecotourism
	Strong leadership, strategic vision, and familiarity with sustainable methods.

	General Manager
	£6,000
	6+ years in hospitality management
	Outstanding planning abilities, group leadership, and environmentally friendly methods.

	Head Chef
	£5000
	5+ years in culinary arts
	Innovative cooking, creating menus, and specialising in organic food.

	Marketing Manager
	£4,000
	8+ years in marketing and promotions
	Proficiency in digital marketing, branding, and managing promotional campaigns.

	Operations Manager
	£5,000
	8+ years in hospitality operations
	Exceptional business abilities and background leading various teams.



	

	
	[bookmark: _1v1yuxt]16 Premises

	
	Cost £

	Premises required at start-up: Accommodation Facilities
	£300,000

	Premises required in the future (if different): Expansion
	£500,000



	

	
	[bookmark: _4f1mdlm]17 Suppliers
[bookmark: _2u6wntf]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Organic Farm Co-op
	· Organic vegetables and herbs
	· 30 days

	· Eco-Friendly Building Supplies Ltd.
	· Sustainable construction materials
	· 45 days

	· Local Brewery
	· Wines and beers for dining
	· 30 days

	· Outdoor Gear Distributors
	· Camping and hiking equipment
	· 60 days

	· Greenhouse Nursery
	· Native plants and flowers
	· 45 days

	· Local Cleaning Services
	· Eco-friendly cleaning supplies
	· 30 days

	· Animal Feed Supplier
	· Organic feed for farm animals
	· 60 days

	· Renewable Energy Systems
	· Solar panels and energy-efficient solutions
	· 60 days

	· Culinary Ingredients Ltd.
	· Specialty ingredients for dining
	· 30 days

	· Event Rental Services
	· Tents, furniture, and event supplies
	· 45 days



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _19c6y18]18 Equipment
	

	
	
	Resource 
	When
	How funded
	Cost £ per unit

	Eco-Friendly Accommodations
	· Start-up
	Business Loans
	£250,000

	Farming Equipment
	· Start-up
	Business Loans
	£100,000

	Kitchen Appliances
	· Start-up
	Self-Funded
	£30,000

	Outdoor Adventure Gear
	· Start-up
	Business Loans
	£20,000

	Sustainable Construction Materials
	· Start-up
	Business Loans
	£50,000

	Greenhouse and Nursery Tools
	· Start-up
	Self-Funded
	£15,000

	Cleaning Equipment
	· Start-up
	Business Loans
	£10,000

	Renewable Energy Systems
	· Start-up
	Business Loans
	£80,000

	Culinary Tools and Utensils
	· Start-up
	Self-Funded
	£15,000

	Event Rental Supplies
	· Start-up
	Business Loans
	£25,000

	Eco-Friendly Accommodations
	· Start-up
	Self-Funded
	£250,000



	

	
	
	

	
	
	

	
	
[bookmark: _3tbugp1]19 Managing operational risks

	Risk
	Solution

	Staff
· Staff Turnover
· Skills Shortage
	· Implement competitive pay structures. 
· Assess employee happiness on a regular basis to solve issues before they arise.
· Encourage ongoing learning and upskilling for current employees.

	Suppliers
· Supplier Reliability
· Quality of Supplies
	
· Establish clear communication links with suppliers and prepare for unexpected disruptions.
· To avoid cost volatility, keep an eye on market developments and look into alternate providers.





	

	
	
	



[bookmark: _28h4qwu]Finance 		
	
	
	

	
	[bookmark: _nmf14n]20 Start-up costs
	

	
	[bookmark: _37m2jsg]Calculate how much money you need before you start trading
[image: ]



[bookmark: _1mrcu09]
                 
	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	21 Profit and loss forecast


[bookmark: _46r0co2]
	

	
	
	

	
	
	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _2lwamvv]22 Sourcing finance
	



	
	[bookmark: _111kx3o]

Total borrowing requirement for the business


[bookmark: _3l18frh]

	



	
	[bookmark: _206ipza]
23 Managing financial risks
[bookmark: _4k668n3]The risks that you have identified for your financial forecast are:
	

	
	1. Mitigating marketing swings by evaluating the business and tailoring plans accordingly. 
2. Managing operational expenses through the use of cost-effective and sustainable procedures to provide financial stability.
	

	
	[bookmark: _2zbgiuw]How you will minimise their impact:
1. Implementing training programmes that promote clear communication channels can reduce the impact on workers. 
2. Maintaining several supplier relationships can aid in developing an alternative emergency plan.









	

	
	
	




	
	
	
	
	
	

	
	
[bookmark: _1egqt2p][bookmark: _MON_1359208776][bookmark: _MON_1359208978][bookmark: _MON_1359210541][bookmark: _MON_1359210628][bookmark: _MON_1359211449][bookmark: _MON_1359883300][bookmark: _MON_1360654336][bookmark: _MON_1360654421][bookmark: _MON_1360654694][bookmark: _MON_1360654807][bookmark: _MON_1360654832][bookmark: _MON_1360654889][bookmark: _MON_1360654920][bookmark: _MON_1360657838][bookmark: _MON_1360657871][bookmark: _MON_1360661380][bookmark: _MON_1360661467][bookmark: _MON_1360661873][bookmark: _MON_1360662743][bookmark: _MON_1360662773][bookmark: _MON_1360663044][bookmark: _MON_1360663105][bookmark: _MON_1360663130][bookmark: _MON_1360663156][bookmark: _MON_1360663227][bookmark: _MON_1360663260][bookmark: _MON_1360669868][bookmark: _MON_1360670623][bookmark: _MON_1360670662][bookmark: _MON_1360671336][bookmark: _MON_1360672200][bookmark: _MON_1360672454][bookmark: _MON_1361017821][bookmark: _MON_1361092800][bookmark: _MON_1363596608][bookmark: _MON_1363596877][bookmark: _MON_1363596918][bookmark: _MON_1363596931][bookmark: _MON_1363596949][bookmark: _MON_1363596980][bookmark: _MON_1363597548][bookmark: _MON_1363598874][bookmark: _MON_1364047378][bookmark: _MON_1413714481][bookmark: _MON_1359207878][bookmark: _MON_1359208752]24 Cash flow forecast 
	

	
	
	

	
	
	
	
	
	



25 Conclusion. 
In a nutshell, this report has presented a business plan for a eco-friendly venture, catering to a personalised experience with an offering to a nature-centric view to a diverse client base. Moreover, the strategies that are market centric emerges as a potential for success for the business in providing unique getaways. 
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Appendix:
PESTLE Analysis
	Factors
	Analysis
	Impact

	Political
	The Government of the UK has been actively promoting the stature of sustainability and through policies such as the adoption of Green Business Practices. Hence the compliance with the environmental regulations could impact the operational measures within the hospitality sector.
	The eco-friendly business model of The Nature's Haven Retreats matches with the focus of the UK Government on implementing green practice and sustainability benefits. It would have a positive impact upon this business as it would aid it to adhere to the environmental regulations, thus enhancing its reputation and helping it to attract more eco-conscious individuals as its target audience. It is by capitalising on the rising preference for eco-tourism, this business can offer sustainability accommodations or local procurement, thus making a positive image of it in the industry.

	Economical
	The Tourism sector in the UK contributed to 9.1% of the total GDP. 
	The impact would be quite high because the contribution of the tourism sector in the GDP of the UK would increase demand for more sustainable accommodations or nature-based experiences, thus improving its growth opportunities.

	Social
	More than 70% of the British people want their hotels to be eco-friendly.
	Its impact would be high as this business would have more demand for its sustainable staycation for customers nowadays who have more inclination towards sustainable tourism.

	Technological
	The UK Government has invested £45 million in transforming technology.
	High Impact would be incurred for due to such advancements in technology, The Nature's Haven Retreats can implement smart energy management practices, booking systems, improved guest communication mediums and many more. This would help them to offer tailored guest services.

	Legal
	For safety of the individuals, The Food Hygiene Act 1990 extends the framework for safety of food, ensuring quality and labeling.
	Impact would be more as this hospitality business would have to adhere to this legislation, thus ensuring food safety and offering safe and hygienic food to its guests.

	Environmental
	The UK Government is determined to reduce carbon emissions and achieve net zero by 2050.
	Impact would be high as it would enable this business to reduce carbon emissions, thus help it to become ethically responsible.



SWOT Analysis
	Strengths
	Weaknesses

	Unique eco-friendly offerings
Diverse accommodation choices
Strong commitment to sustainability and eco-tourism
Tiered pricing entails would be implemented that would help attract guests.
Unique services providing bike rental service, mushroom hunting experience, and many more.

	Relatively new brand in the market
Limited geographical presence compared to competitors
Potential initial struggles to build brand recognition

	Opportunities
	Threats

	Growing demand for sustainable travel
Increasing trend for bespoke travel options
Collaboration with local suppliers can help the business to gain valuable items for enhanced profitability.
	Economic recessions impacting customer spending
Market fluctuations affecting competition and pricing
Operational risks, such as supply chain disruptions due to over reliance of one single supplier can pose a huge threat to this business, leading to supply chain issues, lack of quality and so on.
High competitive forces can also pose challenges to this business firm.



SMART Objectives

	Objectives
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Achieve turnover of £150,000
	Reflect business establishment
	Measure financial records
	Realistic given the plan
	Relevant to business growth
	Within the first year of operation

	Attain 70% occupancy rate
	Highlight demand for business
	Track occupancy metrics
	Feasible through marketing
	Relevant to business success
	Within the first year of operation

	Establish collaborations and partnerships
	Enhance business visibility
	Count partnerships formed
	Achievable through outreach
	Relevant to business visibility
	Within the first year of operation

	Implement effective cost management strategies
	Ensure operational efficiency
	Monitor expenses and budgets
	Feasible with cost control
	Relevant to financial sustainability
	Ongoing throughout business operation



Bowman's clock Theory
[image: Bowman's Strategy Clock - Product Mindset's Newsletter]
Bowman's clock provides the process by which different strategies are comprehended and compared on the basis of their strengths and weaknesses. It helps in exploring strategic positioning options. It is thus, a framework that is used for assessing the competitive positioning on the basis of perceived value and pricing.
Customer Profiling:
Customer 1: Families
	Criteria
	Description
	Your Ideal Customer
	Your Prospect
	Points (1-5)

	Company Demographics
	Families looking for healthy and educational vacation options
	Eco-conscious families with children
	Families planning a vacation with an emphasis on nature and learning
	5

	Business Needs
	Safe and engaging activities for children, farm-to-table dining
	Seeking accommodation with family-friendly facilities
	Potential interest in educational farm tours and family-oriented events
	4

	Information About the Business
	Focus on providing a holistic and sustainable family vacation
	Well-known for family-friendly and sustainable offerings
	Recognises the significance in giving a unique and educational experience.
	4

	Behavioural
	Prioritises health, appreciates quality family time, and is interested in sustainable living.
	Enjoys outdoor activities, seeks vacation experiences that benefit the family
	Potential interest in themed family packages and eco-friendly initiatives
	5


(Source: https://www.similarweb.com/blog/sales/b2b-sales/ideal-customer-profile/)

Customer 2: Outdoor Enthusiasts
	Criteria
	Description
	Your Ideal Customer
	Your Prospect
	Points (1-5)

	Company Demographics
	Small to medium-sized companies in the outdoor adventure industry
	Eco-friendly tour operators, hiking clubs
	Potential collaboration with outdoor event organizers
	4

	Business Needs
	Sustainable and unique experiences for their clients
	Seeking eco-friendly accommodations, guided outdoor activities
	Potential interest in partnership for exclusive outdoor experiences
	3

	Information About the Business
	Active in promoting eco-friendly practices and adventure tourism
	Well-established, known for promoting sustainability
	Recognises the benefits of associating with an environmentally responsible retreat.
	5

	Behavioural
	Enthusiastic about nature, values sustainability in business practices
	Active participants in outdoor activities, seek unique experiences
	Potential interest in themed events and guided outdoor experiences
	4


(Source: https://www.similarweb.com/blog/sales/b2b-sales/ideal-customer-profile/)
Level of concern among consumers about food being produced sustainably in the United Kingdom
[image: ]
(Source: https://www.statista.com/statistics/1402751/level-of-concern-among-consumers-about-sustainable-food-production-in-the-uk/)
UK accommodation and food services GVA 2022
[image: UK accommodation and food services GVA 2022 | Statista]
(Source: https://cdn.statcdn.com/Statistic/760000/760123-blank-754.png)
Carbon Footprint of Tourism - Sustainable Travel International
[image: Carbon Footprint of Tourism - Sustainable Travel International]
(Source: https://sustainabletravel.org/wp-content/uploads/Energy-Use-Barbados-Hotels-STI-2.png)
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Sheet1

		

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

				Total expected sales		0		0		0

				Less variable costs		0		0		0

				Gross profit (sales less variable costs) =		0		0		0

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

				Salaries/wages (survival income + any staff		0		0		0

				Premises (including rent, rates, utilities)		0		0		0

				Telephone and broadband		0		0		0

				Printing, post and stationery		0		0		0

				Advertising and promotion		0		0		0

				Bank charges		0		0		0

				Professional fees		0		0		0

				Insurances		0		0		0

				Bank/HP/Interest (payable to your bank)		0		0		0

				Stock		0		0		0

				Consumables		0		0		0

				Equipment and vehicle leasing		0		0		0

				Depreciation		0		0		0

				Other (please specify)		0		0		0

				Other		0		0		0

				Other		0		0		0

				Total fixed costs		0		0		0

				Net profit (gross profit less fixed cost)		0		0		0

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

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

				Total variable costs + total fixed costs (B)		0		0		0

				Break even (B) divided by (A)		0		0		0
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Personal start-up contributions           - 0

Other start-up contributions            - 0

Total required = 0
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Start-up costs

The assets you have available as security
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				Start-up costs				0

				Personal start-up contributions		-		0

				Other start-up contributions		-		0

				Total required		=		0

				The assets you have available as security
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Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Cash received from debtors 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital/loans received 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

TOTAL £ 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

EXPENDITURE

Wages to staff (incl. PAYE & NI) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

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

Telephone & Broadband 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Printing, post & stationery 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Advertising & promotion 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Bank charges 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Professional fees 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Insurances 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Bank/HP 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Equipment & vehicle leasing 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Payments relating to variable costs 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital Expenditure 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

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

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 £ 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Income less expenditure 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Opening bank balance 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Closing bank balance 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

5 6 TOTAL



Start-up 0 1 2 3 4


Microsoft_Excel_97-2003_Worksheet2.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		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		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

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		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 £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





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)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		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

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

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

		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 £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

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

		TOTAL £		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0

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

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0

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

		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 £		0		0		0		0		0		0		0		0		0		0
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Vision
The business idea
This presentation will aim in outlining the
vision of the business, their financial

consideration, and strategies for the long-

term growth with the market of eco-tourism.

The Nature’s Haven Retreats have emerged
as an eco-friendly enterprise by transforming
a property within a sustainable staycation
offering their customers with a bike rental
service, mushroom hunting experience, and

much more.
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Business goals
Key personnel

Nature's Haven Retreats in Liverpool provides
environmentally friendly lodgings, farm-to-table food,

and outdoor activities.

The organisation intends to generate £150,000 in

revenue in its first year and 70% occupancy rate.

Plans for expansion include sustainable cottages,
worldwide reach, and non-profit eco-education

projects.
Catalina Trasc — Co-founder & General Manager
Raluca Soroceanu — Head Chef

Daniela Maria Vladoi - Supervisor/Managing
workflow
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ere is a growing desire for sustainable and

environmentally friendly travel experiences.

* There has been a 20% increase in ecological
tourism in the year 2023 (LinkedIn,2023).

* There has been a 15% increase in the demand
for personalized travel experiences in the UK
(Nature, 2023).

* The Culinary tourism business has grown by
25% in a single year of 2022 in the UK
(Nature, 2023).
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Promotion and advertising

Channel
Website

Social media

Partnerships

Traditional
Marketing

Strategy

Create a visually stunning, useful website that is
search engine optimised.

Create compelling content for Instagram and Twitter
to engage with the audience and establish a
community.

Collaborate with local tourism boards, adventure
outfitters, and event organisers to boost brand
visibility.

Use brochures, local magazines, and community
events to reach a larger local audience.
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Profiling customers

Outdoor
Enthusiasts

Families

Solo Travelers

Pet Owners

Nature enthusiasts seek
excitement through guided
strolls and other outdoor
activities.

Those seeking healthy holidays
that provide children with
agricultural contact and
fascinating activities.

Individuals looking for peace and
quiet in the countryside, as well
as personalized experiences.

Animal enthusiasts looking for
pet-friendly hotels and extra
facilities for their pets.
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PROFILING COMPETITORS

Green Oasis Retreats

EcoVenture Escapes

Sustainable Lodges Ltd.

Harmony Haven Resorts

Center Parcs

Established brand with a loyal
customer base

Extensive network of sustainable
suppliers

Robust marketing strategy
Unique and adventurous outdoor
activities

Wide range of family-friendly
activities
Competitive pricing

Thorough eco-certifications

A strong focus on protecting the
environment

Comprehensive family-friendly
activities

Less emphasis on eating at farms to
tables
Fewer choices for lodging

Limited geographical presence
Smaller variety in accommodation
offerings

Higher pricing compared to
competitors
Limited availability in peak seasons

Relatively new in the market
Limited recognition compared to
established brands

Limited recognition compared to
more established brands.
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THE HOTEL

EmpLOYEES

COMMUNICATNG.
WITH GUEST

ARCHITECTURE.

WASTE
MANAGEMENT

Running the business
* Suppliers

Supplier

Organic Farm
Co-op
Eco-Friendly
Building
Supplies Ltd.
Local
Brewery
Outdoor Gear
Distributors
Greenhouse
Nursery
Local
Cleaning
Services
Animal Feed
Supplier
Renewable
Energy
Systems
Culinary
Ingredients
Ltd.

Event Rental
Services

What you'll buy from them

Organic vegetables and
herbs

Sustainable construction
materials

Wines and beers for dining

Camping and hiking
equipment.
Native plants and flowers

Eco-friendly cleaning
supplies

Organic feed for farm
animals

Solar panels and energy-
efficient solutions

Specialty ingredients for
dining

Tents, furniture, and event
supplies

Number of days’
eredit
o 30days
o 45days
o 30days
o 60days
o 45days
o 30days
o 60days
o 60days
o 30days
o 45days
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Managing risks:

Risk
Staff

e Staff Turnover

e Skills Shortage

Suppliers
e Supplier Reliability
e Quality of Supplies

Solution
Implement competitive pay structures.
Assess employee happiness on a regular basis to
solve issues before they arise.
Encourage ongoing learning and upskilling for

current employees.

Establish clear communication links with suppliers
and prepare for unexpected disruptions.
To avoid cost volatility, keep an eye on market

developments and |





image18.png
ACCURATE
FINANCIAL
INFORMATION
RELATING TO
‘START-UP’
FUNDING AND/OR
SUPPORT

Equipment 150,000

Wages/Recruitment 80,000

| | | +

Other (Medical and Emergency) 5 000
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Conclusion

e Nature's Haven combines
sustainability with elegance.

e Strategic collaboration and financial
preparation enable success.

e Prepared to capitalise on eco-
tourism trends.
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Insurance 5,000.00
Equipment 150,000.00
Stationery 2,000.00
Marketing 20,000.00
Consumables 5,000.00
Licences 3,000.00
Training 10,000.00
Association fees 1,500.00
Wages/recruitment 80,000.00
Security/ health and safety 3,500.00

TOTAL£

280,000.00
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 0 0 0

Less variable costs 0 0 0

Gross profit (sales less variable 

costs) = 

0 0 0

Calculate your gross profit margin 

% (gross profit divided by total 

sales x  100) (A)

0 0 0

Salaries/wages (survival income + 

any staff

0 0 0

Premises (including rent, rates, 

utilities)

0 0 0

Telephone and broadband 0 0 0

Printing, post and stationery 0 0 0

Advertising and promotion 0 0 0

Bank charges 0 0 0

Professional fees 0 0 0

Insurances 0 0 0

Bank/HP/Interest (payable to your 

bank)

0 0 0

Stock 0 0 0

Consumables 0 0 0

Equipment and vehicle leasing 0 0 0

Depreciation 0 0 0

Other (please specify) 0 0 0

Other 0 0 0

Other 0 0 0

Total fixed costs 0 0 0

Net profit (gross profit less fixed cost)

0 0 0

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 0 0

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

Total variable costs + total fixed costs 

(B)

0 0 0


