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South Australian Tourism Commission

Business Plan Template 

Version 2.3

Introduction

This template will assist tourism enterprises to develop an effective business plan.

What is a business plan?

There is nothing magical about a business plan. It is a written outline of the steps a business needs to take to achieve its objectives. In its simplest form, a business plan contains:

1. A vision of what owners/managers seek to achieve 

2. A summary of all the issues and factors that impact on the business

3. A plan for marketing the products offered by the business

4. A plan for the operations of the business

5. A financial plan

By covering the above points, a business owner or manager will gain a better understanding of the issues and realities that face their business operation. They will also build a structured ‘blueprint’ by which to gauge their progress over the following 12 months to 5 years.

A business plan should be seen as an evolving document. It is appropriate to change and update it as circumstances change. It should be able to cope with new opportunities that may not be predicted in the planning stages of a business.

The simple process of re-reading and reviewing this plan will highlight where actions have been missed, where issues have not been addressed, where time is being spent inappropriately.

This template is a simple version of a tourism business plan. It relies on honest, thoughtful input. It relies on accurate and timely information. It relies on review and revision. It is appropriate to remember that ‘you will get out of it what you put into it’!
Disclaimer:

While the South Australian Tourism Commission and the authors believe this publication will be of assistance to intending or existing tourism operators, it should not be relied upon as a substitute for obtaining professional advice. The accuracy of each statement is not guaranteed, and accordingly, the South Australian Tourism Commission and the authors disclaim any liability for errors or other consequence which may arise from any person relying on any information in this publication.

It should be noted that the examples given in this template are fictitious for the purposes of illustration. No detail contained within this template document should be relied upon as actual content for a business plan. It is recommended that you consult your accountant or business advisor in the business planning process.

Tourism Business Plan

This business plan contains the following headings. 

	1
	Title Page

	2
	Executive Summary

	3
	Contents Page

	4
	Vision and Mission

	5
	Business Profile

Description

Performance

	6
	Market Analysis

Market description

Competitor analysis

	7
	SWOT Analysis

	8
	Marketing Plan

Marketing Action Plan

	9
	Operational Plan

Operational Action Plan

	10
	Financial Plan

Financial Action Plan

	11
	Appendices


	How to use this template

1. Familiarise yourself with the template layout

2. Save As: Save another version of this template on your hard drive

3. Delete the example text from the template as you replace your own information.




1. Title Page

· Name of your business

· Period of time that this plan relates to

· Who produced it

· Logo?

2. Executive Summary

A one page (maximum) summary of the issues that have been identified in this business plan and what resulting actions will take place. It should be a very brief statement that encapsulates the essence of this business plan. The Executive Summary should be written last.

3. Contents Page

Vision and Mission

Vision

A vision statement for a new or small firm spells out its goals at a high level. Simply put, the vision should state what the business owner ultimately envisions the business to be, in terms of growth, values, employees, contributions to society etc; therefore, self-reflection by the business owner is a vital activity if a meaningful vision is to be developed

Example 

· To provide profitable, reliable, safe, entertaining and informative sightseeing tours to destinations within South Australia. 

Mission

A concise statement of business strategy, developed from the customer's perspective. The mission should answer three questions: What we do? How we do it? For whom we do it?

Example

· Maintain clean, safe and world class facilities

· Ensure that our customers enjoy accurate, timely, professional service at all times. 

· Develop strong relationships with all aspects of our industry

· Provide a profitable return to shareholders

Business Profile

Business Description

Write one page covering the relevant point listed below.

· A brief history and description of what the business does or might do and where it will do it.

· How many years has the business been operating? What experience do the owners/managers have?

· Describe the products that the business offers (or will offer)

· Describe any unique features of your products or about the business generally

· Describe recent successes

· How many employees and what organizational structure? 

· Outline why the owners are pursuing this business/opportunity. What is the objective of the business – financial or other

· etc

Performance

For existing businesses, some background about the business to date is useful.

Provide these details:

· What has been invested in the business to date – in terms of time and money

· What is the future investment commitment to the business

· What is the turnover and profit for past three years

· Show recent sales patterns (graph)

· Describe any seasonal influences – experienced or expected

· Where does/ where will most of your business come from? What market or client

· Sales forecasts

· Other factors affecting the performance of the business

The sensitivity of information will depend on who’s eyes the business plan is for.

Market Analysis

Market description

It is necessary to understand the market conditions under which the business will operate.

Target Markets

· Who are the people who currently buy the products you sell or plan to sell?

Describe them in specific terms:

· Where they come from (where they live)

· Their ages

· Their tastes

· Their needs

· Their spending habits

· The timing of their purchasing

· The frequency of their purchasing

· Any trends in their spending habits

Remember that your target markets must be definable, relevant and measurable.

See the Target Market Matrix on the following pages . . .

How many people purchase the product you sell from all suppliers in Adelaide?

What is you expected and potential market share?

How many visitors visit your region annually?

Break down these visitors to align with your target market by where they come from, age etc

Market Life Cycle Stage

· Are there any gaps in the current market?

· What is the product lifecycle stage of your product? Introduction, growth, Maturity, Decline 

· Are there any recent product design trends?

· What industry data is available? From industry leaders, sector associations, networks, etc?


The Customer

· Why do they travel? What motivates them to take a holiday and consider your destination? [Hint: People usually travel for intangible reasons such as to refresh and rejuvenate, to explore and learn, to relax and getaway etc]

· Do customers have particular perceptions/expectations?

· How do customers source information about your category of products before they purchase? 

· Do they pre-purchase (book) or purchase upon arrival?

The Competitor

· How many competitors sell the same product as you?

· How many competitors sell a substitute product to yours?

· What do competitors claim are their competitive advantages?

Pricing

· What price are competitor’s products sold for? Highest to lowest?

· Average rate? Seasonal changes?

· What are current prices for similar products?

· Have they moved in the last 12 months/3-5 years?

· What are payment terms in the industry?

· What distribution opportunities exist for your product?

· What commission levels are required?

· What impact is the internet having on promotion and distribution?

Competitor Analysis

· How many competitors sell similar products to you:

	In your local region?  =
	In South Australia?  =
	In Australia? =


· Complete a Competitor Analysis Chart with the following headings (add extra columns/rows as necessary):

	
	Your business
	Competitor 1
	Competitor 2
	Competitor 3

	Name of business
	
	
	
	

	Name of product
	
	
	
	

	No of staff
	
	
	
	

	Approx turnover
	
	
	
	

	Price of product
	
	
	
	

	Years in business
	
	
	
	

	How active in marketplace
	
	
	
	

	Approx market share
	
	
	
	

	Product positioning

eg premium/budget
	
	
	
	

	Age of vehicles/building/assets
	
	
	
	

	Product features, especially unique ones
	
	
	
	

	Product distribution 

(who sells their products)
	
	
	
	

	Competitive 

Strengths
	
	
	
	

	Competitive weaknesses
	
	
	
	

	Advertising or marketing activities
	
	
	
	

	Available resources

Eg small/med/large
	
	
	
	

	Etc
	
	
	
	


· What other indirect competition could affect your products? eg a hire car competes with a conducted tour, a night at the movies and supper competes with a B&B experience. A ride on the Cockle Train competes with a day at Greenhills Adventure Park.

SWOT Analysis

A SWOT Analysis is a list of your businesses strengths & weakness and a list of external opportunities and threats that may impact you.

It will identify the broad issues that affect your business positively and negatively. A strategy may emerge from the issues listed. It is important to be honest and open in your thinking.

1.  Strengths & Weaknesses

These are issues that relate internally to your business. Things over which you have some control.

For every strength and weakness identify the implication to your business by linking the ‘Which means that . . .’ column. 

Complete a chart similar to the following:

	Strengths
	Which means that . . .

	eg 

1. location of B&B on main road

2. past experience in . . .

3. particularly skilled at . . .

etc 


	1. Good public awareness of property

2. Able to adapt to change quickly

3. Big advantage over competition



	Weaknesses
	Which means that . . .

	eg

1. location of B&B on main road

2. little financial experience

3. No spa

4. Owner works full time as well

etc 


	1. Resistance to staying in noisy location

2. Need to pay others to assist – expense

3. Clients prefer a spa – may lose bookings

4. Difficult to take immediate bookings


2.  Opportunities & Threats

These are issues that are outside your control. These issues occur in the outside world that may have an impact on your business. The purpose of this analysis is to be able to take steps to ‘harvest’ an opportunity or ‘minimise’ a threat if recognised in time. 

For every Opportunity and Threat identify the implication to your business by linking the ‘Which means that . . .’ column. 

Complete a chart similar to the following:

	Opportunities
	Which means that . . .

	eg 

1. low cost of the Australian dollar makes us competitive in international markets

2. aging population will increase the size of certain markets

3. Darwin-Alice Railway will deliver more customers to my region

etc


	1. My international marketing dollar goes further

2. My target market will grow

3. Market growth = higher yield



	Threats
	Which means that . . .

	eg

1. environmental legislation makes it costly to provide my service

2. Deregulation means more competition

3. cost of Public Liability Insurance makes my product unviable

etc 


	Increased expense = decreased profit




Target Market Matrix












add columns as necessary
	
	Target Market 1
	Target Market 2
	Target Market 3

	Name of target market

(to identify the segment)
	
	
	

	Market source

(where they live)
	
	
	

	Age range

(youngest to oldest)
	
	
	

	Disposable income

(high, med, low)
	
	
	

	Life stage

(single, married with kids/working/retired etc)
	
	
	

	Likes

(eg souvenir shopping, talking about the grandchildren, value-for-money)
	
	
	

	Dislikes

(eg loneliness, getting lost, hard vegetables, steps, showers in baths)
	
	
	

	Mode of travel

(car, bike, bus, fly)
	
	
	

	Accommodation preference

(motel, b&b, caravan pk, hotel, etc)
	
	
	

	Length of stay 
	
	
	

	Length of whole trip


	
	
	

	Method of booking

eg phone, email, agent, tour operator
	
	
	

	How source tourism information

(tour guide/driver, Visitor Information Centre, internet, referral, brochure etc)
	
	
	

	My products of interest to this segment


	
	
	

	General market characteristics

(what else defines this group of people)
	
	
	


You may require more columns if you have identified more than three significant target markets.

4. Marketing Plan

A Marketing Plan identifies the marketing objectives of the business, generates a series of strategies to achieve objectives and then lists a series of actions to be undertaken to achieve the objectives.

However, it is prudent to gain a good understanding of the market in which you will operate, before you set you objectives and strategies. Refer to the Market Analysis in section 6.

Marketing Objectives

After analysing the nature of the market, write down the high level marketing objectives of your business and the strategies to achieve your objectives.

EXAMPLE

	
	Objectives

	1
	Increase sales of Product No.1 to X with and average gross profit (yield) of Y



	2
	Introduce Product No.2 to a new market



	3
	Sustain investment in new leading-edge equipment




etc

	IMPORTANT NOTE

For any product to be effectively marketed, three issues need to be carefully understood and planned. Each is critical to the success of product sales. 

1. The Market. Define and understand the market that will be targeted (See Target Market Matrix above)
2. The Product. Careful design of product to meet the target markets’ needs (See Your Product below)
3. Promotion and distribution. Promotional activity to communicate the product to the target market. Distribution is getting the product in the hands of potential consumers.

All three must be carefully addressed and aligned to sustain a successful business. See the Marketing Chart on the following pages




Your Product 

What are the features and characteristics of your product(s).

	
	Product 1
	Product 2
	Product 3

	Name of Product
	
	
	

	Description of the product


	
	
	

	Frequency offered
	
	
	

	Times offered
	
	
	

	Seasonal variations of product
	
	
	

	Its key benefits to the customer
	
	
	

	Any competitive advantage it may enjoy over a competitors
	
	
	

	Pricing policy

(Premium, middle, budget)

ie positioning
	
	
	

	Price
	
	
	

	Expected sales pa

1.  $

2.  No of units


	
	
	

	Gross profit


	
	
	

	etc
	
	
	


Marketing Chart

The following chart is a SUMMARY of your marketing strategy for each of your products and markets. It brings together the logic of the alignment between your markets, your products and your promotions.


Each line of the chart must be able to stand alone. Target markets may need to be repeated on a new line and so may products.

EXAMPLE CHART

	Target Market (Name)
	Product
	Communication and Distribution Strategies
	Cost 

(Time and/or money)
	Sales target
(pa)

	Adelaide Main

(See description in Target Market Matrix)
	Two night min stay, B&B, pamper pack
	Own brochure: Update and distribute
Advertise: Shorts, B&B Association, Yellow Pages, regional guide

Direct mail: Bi-annual mail-out to database (brochure), 

Internet: Update web offers weekly. 

etc
	$1900 + 8 hrs
	104 nights

	Adelaide Shift Workers

(See description in Target Market Matrix)
	One night min stay, B&B, mid week only, dinner at local restaurant, gift
	Own brochure: Update and distribute to worksites
Advertise: Staff newsletters, 

Personal sales calls: to RAH, GMH, MFS and SAPOL

Internet: Place product online 

etc
	$600 + 40 hrs
	50 nights

	Melbourne 

(See description in Target Market Matrix)
	One night min, B&B
	Advertise: SAHolidays Yellow Pages, regional guide, internet, monthly ad in Herald Sun 

Personal calls: SATC Melb office, 

Internet: Place product online

etc
	$2500 + 50 hrs
	40 nights

	etc
	
	
	
	

	etc
	
	
	
	


The more information you can use to define the target market, the better information you will have to ensure your ‘Product’ and your ‘Communication activities’ meet the market’s need. 

The above is a fictitious example of the range of activities that can be undertaken. It is for layout purposes and should not be relied upon as an authentic marketing plan.

Marketing Action Plan
Complete a chart that outlines the specific actions you will need to undertake to achieve your marketing strategies.

EXAMPLE

	No.
	Action
	Why
	Priority
	By when
	By

who
	Expected

cost

	1
	Create new marketing brochure
	To meet the needs of target market ‘Adelaide Main’
	1
	30th May
	Jim
	$5000

	2
	Create poster
	For target ‘Adelaide Shift Workers’ 
	2
	15th Sept
	Jim
	$200

	3
	Personal calls to RAH nurses admin office
	To create relationship with nurses admin and staff club officers
	1
	On going
	Sally
	$min

	4
	etc
	
	
	
	
	

	5
	
	
	
	
	
	

	6
	
	
	
	
	
	


8.  Operational Plan

This section outlines the key operational issues that must be addressed if the business is to achieve its objectives.

What needs to be planned to achieve the objectives of the business?

Consider the following headings:

· Human Resources

· Bookings

· Cleaning 

· Maintenance

· Customer service

· Risk management (insurance, legal compliance, risks)

· Book keeping

· Administration

· Asset management

· OHS & W

· Etc

Operational Action Plan

Complete a chart that outlines the specific actions you will take to achieve your operational plans.

EXAMPLE

	No.
	Action
	Why
	Priority
	By when
	By

who
	Expected

cost

	1
	Undertake a risk management assessment
	To reduce risk of staff and customer injury and to ensure that the business can continue to operate
	1
	15th June
	Jim
	$500

	2
	Review booking procedures. Design new procedure using computer software.
	To increase customer service, accuracy and market intelligence
	2
	30th Sept
	Jim
	$2000

	3
	Formalise a written contract and procedure for cleaning staff
	To ensure each contractor understands cleaning requirements and responsibilities
	1
	30th May
	Sally
	$50

	4
	etc
	
	
	
	
	

	5
	
	
	
	
	
	

	6
	
	
	
	
	
	


9.  Financial Plan

It is very important to consider the financial risks and implications of operating your business. It is recommended that you consult your accountant to ensure accuracy as you prepare this plan.

Objectives

What are your financial objectives (in words)?

Product Pricing

Determine the cost base of your product. Understand the effects of sales volume and commission on your ‘price’.

NOTE: The SATC’s Interactive Pricing Calculator is available to assist you with this process. Download this Excel spreadsheet from the SATC corporate website (www.tourism.sa.gov.au)

Income and Expenditure

Prepare a budget to demonstrate your expected income and expenditure for a 12 month period. It is best produced on a spreadsheet and in its basic form could look like this:

Income and Expenditure Budget

	Income
	Year 1
	Year 2
	Year3

	Product 1 

(X sales @ $X)

Product 2 

(Y sales @ $Y)

Other income 

(retail sales, commissions, souvenirs)


	
	
	

	TOTAL INCOME
	
	
	


(Expenditure continues on next page)

	Expenditure
	Year 1
	Year 2
	Year 3

	Operational Expenses

Training

Travel

Stock/supplies

Cleaning

Fuel

Maintenance

Drivers wages

etc


	
	
	

	Administrative Expenses

Lease/loan

Insurance

Licences

Registration

Rent

Telephone

Wages

Superannuation

Workcover

Postage

Petty cash

Memberships fees

Bank fees and State taxes

Wages

etc


	
	
	

	Marketing Expenses

Advertising

Brochure production

Brochure distribution

Promotions

Sales staff wages

etc


	
	
	

	Contingency

10%
	
	
	

	TOTAL EXPENDITURE
	
	
	

	SURPLUS/(DEFICIT)
	
	
	


Cash Flow

It is important that you understand the nature of your cash flow. Without available cash to pay wages and suppliers your business will not survive.

You will need to evaluate the timing of when you will receive your income and when you will need to pay your expenses. These are usually broken down to a monthly basis and will reflect the seasonal nature of your business and the lag time that various agents and suppliers will take for payment. A Cash Flow Budget is best produced on a spreadsheet and could look like this:

 Cash Flow Budget

	
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	OPENING BALANCE
	
	
	
	
	
	
	
	
	
	
	
	

	Income
	
	
	
	
	
	
	
	
	
	
	
	

	Cash sales
	
	
	
	
	
	
	
	
	
	
	
	

	Accounts receivable
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL INCOME
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Expenditure
	
	
	
	
	
	
	
	
	
	
	
	

	Cash Payments
	
	
	
	
	
	
	
	
	
	
	
	

	Accounts payable
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL EXPENDITURE
	
	
	
	
	
	
	
	
	
	
	
	

	CLOSING BALANCE
	
	
	
	
	
	
	
	
	
	
	
	


Financial Action Plan

Complete a chart that outlines the specific actions you will take to achieve your financial objectives.

	No.
	Action
	Why
	Priority
	By when
	By

who
	Expected

cost

	1
	Prepare Income & Expenditure Budget
	
	1
	15th June
	Jim
	

	2
	Prepare P&L Budget
	
	2
	30th Sept
	Jim
	

	3
	Meet accountant to discuss performance
	
	1
	Quarterly - ongoing
	Sally
	$500 x 4

	4
	Set up a new accounting system
	
	1
	1st June
	Sally
	$1000

	5
	
	
	
	
	
	

	6
	
	
	
	
	
	


5. Appendices

Attach copies of any statistics or documents that support your plans.

eg: 

· SATC Regional Research Profiles

· Letters of support/recommendation

· Licences

· Insurance certificates

· Statistics

· Graphs

· Brochures

· Internet page (printed)

· Plans, maps and diagrams

· Regional information and statistics

Disclaimer:

While the South Australian Tourism Commission and the authors believe that this publication will be of assistance to intending or existing tourism operators, it should not be relied upon as a substitute for obtaining professional advice. The accuracy of each statement is not guaranteed and, accordingly, the South Australian Tourism Commission and the authors disclaim any liability for errors or other consequences which may arise from any person relying on any information in this publication.

It should be noted that the examples given in this template are fictitious, for the purposes of illustrating the activities that can be undertaken. No detail contained within this template document should be relied upon as actual content for a business plan. It is recommended that you consult your accountant or business advisor during the business planning process.
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