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	[bookmark: _3td7q2hx2is8]BUSINESS DESCRIPTION / MARKET OPPORTUNITY

Prior to the recent pandemic, tourism was considered “one of the most important sectors in the world economy, accounting for 10 percent of global GDP and more than 320 million jobs worldwide” (Behsudi, 2020). Within the UK, contribution of travel and tourism fell from £234.5 billion in 2019 to £93.8 billion in 2020 (Statista, 2021), with tourism’s recovery being possible only by “harnessing innovation and digitalization, embracing local values, and creating decent jobs for all” (Behsudi, 2020). This is where Kompass comes in. Kompass is a mobile application which gives new and returning tourists the freedom to visit both new and already discovered places, however under the guidance of a  contact-free tour guide.

The application will have various popular tourist destinations such as Rome, Milan, Barcelona, London, Paris, Budapest etc, which will have varying degrees of information that the users can purchase. For example, if a tourist wishes to simply know what they have to see in a specific city, they can make a one-off purchase for an interactive map that has the most important locations specified. If a user wants a more informative experience, they can purchase additional content such as in depth information regarding a specific place, or even an hour-long audio-guide full of history and facts that they can play whenever they get to the specific location.

The business will be a single owned LLC registered company in order to separate company liability from the owner’s liability. The company’s name will be trademarked in order to protect itself from future copy-applications, since the idea is relatively easy to replicate. Copyright for the documents which the clients will be downloading as a source of travel information will be considered for the future.

Kompass’s mission statement is To inspire and help people make the most of what the world has to offer - at their own pace.






	[bookmark: _932zkpi6b8ld]INDUSTRY ANALYSIS

[bookmark: _p2y3njc6oclg]General analysis:
Dubbed the ‘jewel in the UK’s crown’, Britain’s tourism industry is “one of the most competitive tourism industries in the world, ranking sixth in the World Economic Forum’s 2019 Travel and Tourism Competitiveness Index and is globally the fifth most valuable tourist industry by visitor spend” (Croft, 2022). According to Jones (2022), the pandemic “severely affected all the elements of the UK’s tourism industry” (Jones, 2022:10), with statistics showing that in 2020, there was a decline of 73% in visits and 78% in spend when compared to 2019, “representing a loss to the UK economy of £22.2 billion” (Croft, 2022). Even so, more recent numbers show a steady recovery within the EU and UK, with only 19% of inbound tourism not having recovered in 2022 when compared to 2019 - the lowest percentage in the world (UNWTO, 2020).

[bookmark: _oy2idexucdzp]Threat of new entry: 
The ease of technological access in the 21st century has both impeded and assisted the threat of new entry for most industries, even when it comes to tourism. According to Dalken (2014), the threat of new entrants has decreased due to technology as “companies have to make high investments in Technology which has a deterrent effect on new potential market entrants'' (Dalken, 2014:2) however investing in an application does not require high-levels of financing. In Kompass’s case, the new entry threats are relatively high as the application will essentially be offering information that is freely available on the internet however in a more compressed, easy-to-understand form, meaning that should anyone wish to enter the tourism industry with a similar idea, it would be fairly easy to do so.

[bookmark: _5sg063emgx3f]Threat of substitutes:
As originally explained by Porter in 1979, “Substitutes products and services limit the potential profit of an industry” (Dalken, 2014:3) and as previously mentioned, given the fact that Kompass is innovative in that it offers its clients the freedom to choose the degree of guidance and to be able to do everything at their own pace, rather than having to hire a physical guide and be a part of a group which could be a potential risk-factor, the information that it offers is not essentially new. Therefore, the threat of substitutes is fairly high since an application with a bigger investment could provide information for more countries/cities and maybe even at lower prices

[bookmark: _dr8e5o73a3z]Bargaining power of customers:
Customers are one of the biggest influences that the tourism industry has. For example, Andriotis (2004) establishes a link between tour operators and customers (tourists)’s choices, which comes about as a result of aggressive advertising and promotions, leading to tour operators putting “fierce pressure on Greek entrepreneurs to keep prices down” (Andriotis, 2004:139). This is relevant for the whole of the tourism industry, as customer bargaining power has grown alongside the formation of social media as the main source of destination ideas. This means that even Kompass’s customers will hold a high bargaining power in how the venture will develop.

[bookmark: _nbdzf9tdc76l]Bargaining power of suppliers:
Supplier bargaining power is low for Kompass. This is because Kompass will not essentially rely on any suppliers for its information, and especially not at the beginning of the venture. The only ‘supplier-type’ relationships Kompass will maintain are its link with the creators of the app since they will be needed for updates, and maybe any tour guides that the company will have to hire for a short period of time in order for them to provide us with information to upload onto the app for the customers.

[bookmark: _cufivpoccpai]Competitive Rivalry:

	Name of competitor
	Differentiation

	Loquiz

	Kompass is more customer-orientated, whereas Loquiz looks at helping tour guides. Kompass will have a much easier interface.

	Pocketsights

	Pocketsights focuses on community places to visit, whereas Kompass is more concentrated on big tourist destinations such as Rome.

	Voicemap

	Kompass offers both visual and audio tours, whereas Voicemap is only visual. Kompass will not have advertisements within the app unlike Voicemap.








	
[bookmark: _r5blwd3wviw6]OPERATIONS AND MANAGEMENT TEAM 
[bookmark: _482e3p2b616j]Operations:
Kompass will begin off by hiring one or more (depending on the complexity) app developers, with the app being developed for both Apple and Android users, so maybe two teams will be needed for the development. Whilst the app is being developed, Kompass will hire two full-time individuals which will be in charge of creating the maps for the 10 locations the app will start off with. A third individual (the CEO) will be in charge of getting in touch with freelance tour guides from each city, who will give important information on key locations/things to visit. Once the lists are completed, audios will be recorded in three main languages - English, Spanish and French. Payments will happen via App Store and Play Store so no card payment integration will be needed, limiting Kompass’s legal responsibilities.

As previously mentioned, Kompass will be created as a single-owned Limited Company (Ltd) in order to limit personal responsibility and avoid paying the less-efficient income tax other company types have to pay (Green, 2022). Although a sole trader is much easier to establish and is usually preferred by start-ups, however the owner’s liability is the same as that of the venture’s, making it more risky for ventures that are not privately financed.

[bookmark: _l4zjlnubpjpc]Revenue:
Kompass’ revenue will be a transactional, non-recurring revenue which will be the purchase of tour packages. If the future shows a high interest in Kompass’ services, a recurring revenue such as a yearly/monthly subscription will be introduced in order to ensure a steadier flow of income.

[bookmark: _ma3sca5xmijj]Management Team:

	Name 
	Skills
	What do they bring to the firm

	CEO
	Good leader, good oratory skills, driven, does not give up
	Help the firm navigate any issues by inspiring other employees, predict any issues before they can arise.

	Operations Manager
	Good problem solver, creative, planning skills
	Recognise talent in other employees and be able to inspire them to work well.

	Customer Service Manager
	Good problem solver, oratory skills, level headed
	They will handle all complaints and recognitions and resolve all problems in a manner that benefits the company.








	[bookmark: _re5xye1i6mru]MARKETING: The Four P’s must be used to describe your marketing strategy

[bookmark: _f7dq4kbf58q1]Product:
An interactive application which will provide its users the option to pay and download tourist maps, historical information and audio tours onto their phone without having to rely on physical meetings with tour guides and being around large, unsafe tour groups. The app will have constantly evolving information and locations.

[bookmark: _g8dcb4uf56jb]Price:
The price will depend on the service the user wishes to purchase:
- Only tourist map: One time transaction of £10
- Map + historical information on some locations: One time transaction of £20
- Map + historical information on all locations: One time transaction of £25
- Audio tour for a specific location: One time transaction of £8
Prices will vary between locations and will be based on half-price of similar, physical services.

[bookmark: _3b2patnbaykq]Promotional Mix:
In order to promote Kompass, the company will utilise a mix of advertising and sales promotion at the beginning, and after a user-base has been established, direct marketing can also be added. Advertising and sales promotion will be useful in building cursory awareness for future users, since “Promotion promotes quick behaviour and hence, delivers immediate results” (Verma, 2001:13).

[bookmark: _vg8972hlij0f]Place (Distribution strategy):
The distribution strategy for a non-physical product is harder to establish, however it is not impossible. In order to make sure that Kompass is easy to reach for potential clients, the app will be advertised in the app stores, on google and if needed, even in a physical advertisement, with bus stop advertisements and underground advertisement being the main locations that will be used, since they see a big influx of tourists.






	[bookmark: _26a91j5m589z]FINANCIALS 

[bookmark: _llfmaeaq73g1]Sources of funds:
The two main sources of Kompass will be bootstrapping (personal finances such as savings) and a business grant. Different types of financing available include bank loans, peer-to-peer lending, crowdfunding and overdrafts. Overdrafts are generally designed to “give your cash flow a short-term boost” (Hawley, 2011) however depending on the agreement with the bank, the overdraft might not be enough. Similarly, bank loans will have interests that will need to be repaid and with the current inflation, it is possible that a fixed interest might not be possible. Furthermore, according to Barringer and Ireland (2016), “historically, commercial banks have not been viewed as practical sources of financing for start-up firms” (Barringer and Ireland, 2016:344) as banks are usually risk aversive and are dictated by international regulatory restrictions (Barringer and Ireland, 2016:344).


[bookmark: _i6kxvm4pfw7g]Use of funds:
	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	16,000
	18,500
	19,000
	24,000
	27,500
	31,000

	Fixed Costs
(List out your fixed costs)
	Salaries
Advertisement
------------------
8,500
	Salaries
Advertisement
------------------
8,500
	Salaries
Advertisement (increased)
------------------
9,200
	Salaries
Advertisement
------------------
10,000
	Salaries
Advertisement
------------------
10,000
	Salaries
Advertisement (increased)
------------------
12,000

	Variable Costs
(List out your variable costs)




	App development
Tour guides
App Store & Play Store revenue tax
---------------------
6,000
	App Store & Play Store revenue tax
---------------------
3,100
	App Store & Play Store revenue tax
---------------------
3,800
	App Store & Play Store revenue tax
New tour guides
---------------------
5,900
	App Store & Play Store revenue tax
---------------------
6,600
	App Store & Play Store revenue tax
---------------------
7,500

	Profit 
	1,500
	6,900
	6,000
	8,100
	10,900
	11,500







[bookmark: _ckvc9id2nbpb]Market Research:

The tourism industry macro environment is a dynamic environment which can be greatly affected by unforeseen changes such as a pandemic. Even so, it is also a very stable environment, as proved by statistics. The ETC’s reports shows that “Covid-19 is ebbing as the primary factor influencing consumer travel plans” (ETC, 2022) which is good news given that half of the world’s outbound tourism is generated by the EU (Condor, 2019). Another very important factor that adds to the tourism industry is the fact that tourism reacts well to the digitalization trend. The adaptation of digitalisation in tourism creates competition that “drives the need for innovation and influences the uptake of digitalisation. Disruption from new competitors…is driving new business models and ecosystems.” (Dredge et al, 2018:11), with platforms such as Booking.com, Airbnb and Hotels.com being a prime example. Furthermore, the tourism macro environment will continue its stability and make quick recoveries due to the importance most policies place on it. For example, during the pandemic, most parliaments voted in favour of financial help packages for the hospitality and tourism sectors, both within the EU and outside.  
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