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Executive Summary 

The tourism industry has undergone rapid growth of unsurpassed nature over the last several 

decades. This has mainly been due to the advent of a 'borderless' world and increased information 

dissemination about the majestic sceneries throughout the world, with the southern African region 

being no exception. 

The current trend towards an increase in the number of tourists entering Tanzania presents an 

opportunity for Camp Davis Tours to penetrate the market. An opportunity for Camp Davis Tours' 

success exists because the national tourism industry is growing at a rapid pace annually. Camp 

Davis Tours is poised to take advantage of this growth and moderate competition in the city travel 

portion of the industry, with a dedicated and experienced staff, excellent networking, and effective 

management and marketing.  

Camp Davis Tours intends to provide travel and adventure packages to tourists primarily in the 

Southern region, but also the whole of Tanzania. Services and products provided by Camp Davis 

will initially include pre-arranged tours, custom packages according to clients specifications, travel 

consultation, and as time progresses making reservations for lodging amongst other related 

services. Camp Davis Tours seeks to differentiate itself as the premier adventure mobile operator 

in the greater Tanzania area. 

Our services will be positioned very carefully: they will be of extremely high quality, comfortable, 

informative and tailored to the clients needs such that they will enable individuals to have a greater 

appreciation of the natural environment and its intricacies.  

Our marketing strategy will be based mainly on ensuring customers know about our existence and 

the service(s) we fulfill. Hence our intention is to make the right information available to the right 

target customers. This will be done through implementing a market penetration strategy that will 

ensure that we are well known and respected in the tourism industry. We will ensure that our prices 

take into consideration peoples' budgets, that these people appreciate the service(s), know that it 

exists, and how to contact us. The marketing will convey the sense of quality in every picture, 

every promotion, and every publication. Our promotional strategy will involve integrating 

advertising, events, personal selling, public relations, direct marketing and the Internet, details of 

which are provided in the marketing section of this plan. 

It is important to recognize that we do not intend to just take individuals on sightseeing excursions, 

but also to ensure that they appreciate nature through informative briefings on objects' origins. 

This element will assist in differentiating us from our competitors and contribute towards the 

development of a sustainable competitive advantage. Hence we need to engage the right people in 

the right place at the right time if we are to ensure optimum growth. We intend to develop our 

team so that our people can grow as the company grows - a mutually beneficial relationship. 

We project sales to increase year after yeard for the first 5 years of the project 
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In a nutshell, we do not just intend to market and sell our service, but to market and sell travel 

solutions and a total-quality environment. This will ensure we establish a reputable corporate 

image. 

Chart: Highlights 

 

Objectives 

Our business strategy will revolve around the need to provide quality service to our various target 

customers, in the process fully satisfying their needs. This shall be undertaken through recruitment 

of a professional team and the provision of good quality custom-designed travel packages, catering 

to the client's particular needs. 

With time our marketing campaign will increase the awareness of our services in the various 

market segments we shall be targeting. This is particularly so with the organization looking at 

establishing a clear advantage(s) in an increasingly competitive market. We will provide clients 

with the opportunity to focus on their core activities whilst their transportation side needs are fully 

satisfied. Marketing material shall be professionally done so as to be reflective of our intended 

image and reputation. We shall position ourselves as a quality commercial transportation operator 

that provides customer-need fulfillment, enjoyment, reliability and a good image. We intend to 

establish a good rapport with all the relevant stakeholders, especially hotels and travel agents.  

We also intend to have well-designed brochures and other promotional material that will enable 

clients to have an understanding of the types of services we offer and advantages of utilizing them. 

In addition well-done, informative brochures, fact sheets and business cards often have a triggering 

effect on clients contemplating utilizing our services. Hence this will undoubtedly generate 

increased sales of our service. 

In summary Camp Davis intend to attain the following objectives:  

• Continuously provide enjoyable quality excursions/trips on time and on budget. 

• Develop enthusiastically satisfied customers all of the time. 

• Establish a market presence that assures short-term and long-term profitability, growth and 

success. 

• We are fully committed to supporting growth and development in the tourism and overall 

economy of Tanzania. 

• Contribute positively to our communities and our environment. 

Keys to Success 

The keys to Camp Davis Tours success will undoubtedly be effective market segmentation through 

identification of several niche markets and implementation strategies. Along these lines the 

company intends to implement advertising, personal selling and direct marketing strategies to the 

target markets. Our personal selling marketing strategies will rotate around keeping in touch with 



 

 

  

 9 

 

hotels and travel agencies for major customers, and advertising for more individual customers. 

Hence our key success factors will include the following: 

1. Excellence in fulfilling the promise: We intend to offer completely enjoyable, 

comfortable and informative travel excursions that will ensure that travelers are thoroughly 

satisfied and appreciative at the end of their trip.  

 

2. Timely response to customers' requests: We cannot afford to delay our clients for 

whatever reason, as this will have a negative bearing on our image and reputation, 

including future business. Hence we need to be continually communicating with the client, 

including hotels and lodges so as to ensure that we are constantly available to the client 

meeting their expectations.  

 

3. Solid and fruitful strategic alliances: Considering the nature of our services and our 

relative infancy on the market, we realize the importance of establishing and maintaining 

fruitful strategic alliances with various stakeholders, including hotels, lodges, and travel 

agencies, amongst others, so as be assured of a constant flow of customers, fulfilling their 

needs at every opportunity.  

 

4. Marketing know-how: As a relatively new company on the market there will be a need to 

aggressively market our business and the services we provide so as to be continuously at 

the top of our prospective clients minds. This will also act as a temporary deterrent for 

companies contemplating entering our market. Advertising shall be undertaken on a regular 

basis. 

Mission 

Internally we intend to create and nurture a healthy, exuberant, respectful, and enjoyable 

environment, in which our employees are fairly compensated and encouraged to respect the 

customer and the quality of the service we intend to provide. In addition follow-up will be 

mandatory so as ensure customer satisfaction and make any improvements as recommended by 

the customers in future. We seek fair and responsible profit, enough to keep the company 

financially healthy for the short and long term, and to fairly remunerate employees for the work 

and effort. 

Company Summary 

Camp Davis Tours intends to provide individual and group travel to leisure clients. Services and 

products provided by Camp Davis will initially include pre-arranged tours, custom packages 

according to clients specifications, travel consultation, and as time progresses making reservations 

for lodging amongst other related services. Camp Davis Tours seeks to differentiate itself as the 

premier adventure travel company in the greater Tanzania area. 

As it grows it will take on people and expand into related markets and services. It will also look 

for additional leverage by establishing relationships and representations with appropriate strategic 

allies. 
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Business Entity Ownership 

Camp Davis Tours   is a Private  business name entity registered at the Registrar of Companies of 

Tanzania through the foresight and vision of  Mr. Davis Elisa Mosha. It is a 100% wholly owned 

Tanzania firm. 

 Member Nationality Stake % 

1 Delina General Enterprises 

Limited 

Tanzania 100 

 

Project Investment Breakdown 

Thus far the expansion project will invest a total of six million USD to procure 600 tourist vehicles 

NOTE: All currency values in the charts and tables are expressed in USD ($). 

 

Table: Start-up 

 

1 Land and Building USD 

2 Plant  

3 

Vehicles-Trucks, &Trailers 100 Units 

and Pickup Utility vehicles 6,000,000 

4 Furniture and Fittings  

5 Pre-Expenses  

6 Others   

7 Working Capital  
  Total 6,000,000 

 
Table: Expansion Project Financing Structure 

 

Owners Local Equity  Local Loans Total 

$2,000,000 $4,000,000 $6,000,000 

Company Locations and Facilities 

At present the company project is located at Plot Number 139/1 Nduruma Area in Arusha District.  

Services 

Camp Davis Tours is a Tour and travel company that intends to deliver leisure travel excursions 

to customers in various destinations in Tanzania and East Africa as whole. Camp Davis intends to 
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guide customers in selecting a trip(s) based on pre-defined vacation criteria. This analysis will be 

based on user profiles, set by the consumers, which includes preferences such as: 

• Budget  

• Activities sought  

• Destination, and  

• Time of Travel 

A traveler will hence be able to select areas of interest based on their preferences and subsequently 

identify destinations to visit. The intention is to provide customers with access to exclusive travel 

destinations, service to fully appreciate destinations through information packages, not just sight-

seeing, and access to special interest travel according to the group's/individual's preferences. 

Competitive Comparison 

There are presently few competitors offering services similar to ours. However considering the 

pace of change and current growth rate of the tourism industry luring many companies into the 

sector, this may be short-lived. Hence there will be a need to not only firmly establish ourselves 

on the market, but also strongly differentiate ourselves from these other businesses and this is the 

main reason for this expansion project. However on a broader scale our competition comes in 

several forms: 

1. The most significant competition are hotels and travel agencies offering travel excursions 

to their clients. They undertake this service in order to establish a competitive advantage 

over their competitors. However, instead of directly competing with them we Camp Davis 

intend to establish good working relationships in the form of strategic alliances such that 

we are able to offer the service for their clients and thus enabling them to concentrate on 

their core activities whilst ensuring customers are fully satisfied. Our key advantage in this 

regard will be our specialty of the service and hence wide knowledge ensuring customer 

satisfaction at all times as well as flexibility in providing the service.  

 

2. Existing hotels, lodges and travel agencies may identify the opportunity to diversify into 

our intended services utilizing their current client database. Naturally, existing clients will 

be inclined towards utilizing these familiar companies due to the fact that a good 

relationship may have already been nurtured over the years during their business dealings. 

This presents a potential challenge to us, as we need to aggressively market our services 

and expertise in the field.  

 

3. Existing safari operators that mainly focus on the remote environs such as Maun and 

Kasane are at times able to compromise, offering excursions in and around Tanzania, 

though very rare. Hence we intend to focus on this market. 

An analysis of competition is provided in the Market Analysis section of this plan. 
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Service Description 

Camp Davis Tours intends to offer the service and knowledge a discerning leisure traveler seeks 

whilst on vacation, with the intention of seeing and appreciating the numerous sights in the area. 

Keeping in mind the comforts of a tourist, our fleet shall be very well maintained and designed as 

per customer standard and expectations. However not wanting to limit ourselves we intend to be 

open to special hire by churches, organizations, groups, schools and sports teams, amongst other 

related groups. 

The game reserves and lodges that we intend to be our main destinations are: 

Tanzania has varied and distinct wildlife parks and reserves as noted below which Camp Davis 

Tours earmarks to provide attractive and competitive tour packages to its clients 

 

 

Northern Parks  

Serengeti, Ngorongoro Crater, Tarangire, Lake Manyara, Arusha, Mount Kilimanjaro, Rubondo 

Island, Lake Eyasi, Lake Natron, Lake Victoria In Tanzania 

 

Southern Parks 

 Nyerere (Selous), Ruaha and Mikumi 

Western Parks 

Gombe Stream, Mahale Mountains, Katavi and Lake Tanganyika 

Overview On Parks & Reserves In Tanzania 

 

The Tanzanian National Parks Authority (TANAPA) has varied gazetted National parks which, 

with surrounding game reserves, concessions and aquatic reserves, covers a quarter of a country, 

which would take a lifetime to explore every nook of it. But clients can select a customized or 

recommended Tanzanian safari visiting the places that particularly appeal to them. 

 

"Capital " - City Tours: This will be a a Camp Davis Tours professionally package guided tour 

around main Cities in Tanzania including visits to the Main Malls, Finance Malls, National 

Museum, City Council Library, and House of Parliament in Dodoma including others. These tours 

shall be eye opening in terms of the normal Tanzania town folk life style providing knowledge and 

information throughout the guided tour. Included in this package will be refreshments and 

information folders detailing the main sites and history of Tanzania. This tour will cover 

approximately 50 kilometers taking about half a day to complete. Cost: USD per person.  

 

"Cultural Enrichment" - Cultural Tour: This shall be a Camp Davis Tours package involving 

tours to the main historical and cultural sites in and around Tanzania including  

• Olduvai Gorge, (Hominid Fossils) 

https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/serengeti
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/ngorongoro-crater
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/tarangire
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/lake-manyara
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/arusha
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/mount-kilimanjaro
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/rubondo
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/rubondo
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/lake-eyasi
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/lake-natron
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/lake-victoria
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/nyerere-selous
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/ruaha
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/mikumi
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/gombe
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/mahale
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/katavi
https://www.africanmeccasafaris.com/travel-guide/tanzania/parks-reserves/lake-tanganyika
https://en.wikipedia.org/wiki/Olduvai_Gorge
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• Laetoli, (Hominid Fossils) 

• Engaruka, (Irrigation Furrows) 

• Nasera Rockshelter,(Stone Age Site) 

• Mumba Cave (Stone Age and Iron Age) 

• Peninj, (Hominid Fossils) 

Dar es Salaam Region: 

• Kunduchi Ruins (Medieval Swahili Settlement) 

• Kimbiji Ruins (Medieval Swahili Settlement) 

• Mbuamaji (Medieval Swahili Settlement) 

• Mbutu Bandarini (Medieval Swahili Settlement) 

Dodoma Region: 

• Kondoa Irangi Rock Paintings 

• Bahi Rock-Art Sites 

Iringa Region: 

• Isimila Stone Age Site 

• Kalenga (19th Century Capital and Defences) 

• Mlambalasi 

Kagera Region: 

• Kemondo Iron Age Sites 

• Katuruka (Iron Age Site) 

• Nyabusora (Stone Age Site) 

• Bweranyange 

Kigoma Region: 

• Ujiji 

• Uvinza Salt Works (Iron Age Site) 

Kilimanjaro Region: 

• Marangu Defences (19th Century cave sanctuaries) 

Lindi Region: 

• Kilwa Kisiwani (Medieval Swahili Settlement) 

• Kivinje (Medieval Swahili Settlement) 

• Songo Mnara Ruins (Medieval Swahili Settlement) 

• Sanje ya Kati (Medieval Swahili Settlement) 

• Lindi Historic Town 

Manyara Region: 

https://en.wikipedia.org/wiki/Laetoli
https://en.wikipedia.org/wiki/Engaruka
https://en.wikipedia.org/wiki/Nasera_Rockshelter
https://en.wikipedia.org/wiki/Mumba_Cave
https://en.wikipedia.org/wiki/Peninj
https://en.wikipedia.org/wiki/Kunduchi_Ruins
https://en.wikipedia.org/wiki/Kimbiji_Ruins
https://en.wikipedia.org/wiki/Mbuamaji
https://en.wikipedia.org/wiki/Mbutu_Bandarini
https://en.wikipedia.org/wiki/Kondoa_Rock-Art_Sites
https://en.wikipedia.org/wiki/Bahi_Rock-Art_Sites
https://en.wikipedia.org/wiki/Isimila_Stone_Age_Site
https://en.wikipedia.org/wiki/Kalenga
https://en.wikipedia.org/wiki/Mlambalasi
https://en.wikipedia.org/wiki/Kemondo_Iron_Age_Sites
https://en.wikipedia.org/wiki/Katuruka
https://en.wikipedia.org/wiki/Nyabusora
https://en.wikipedia.org/wiki/Bweranyange
https://en.wikipedia.org/wiki/Ujiji
https://en.wikipedia.org/wiki/Uvinza_Salt_Works
https://en.wikipedia.org/wiki/Marangu_Defences
https://en.wikipedia.org/wiki/Kilwa_Kisiwani
https://en.wikipedia.org/wiki/Kivinje
https://en.wikipedia.org/wiki/Songo_Mnara
https://en.wikipedia.org/wiki/Sanje_ya_Kati
https://en.wikipedia.org/wiki/Lindi_Historic_Town
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• Luxmanda (Neolithic Site) 

Mtwara Region: 

• Mikindani Historic Town 

Pwani Region: 

• Bagamoyo Historic Town 

• Kaole Ruins (Medieval Swahili Settlement) 

• Chole (Medieval Swahili Settlement) 

• Kisimani Mafia (Medieval Swahili Settlement) 

• Kua Ruins (Medieval Swahili Settlement) 

Rukwa Region: 

• Kalambo Falls Prehistoric Site (Stone Age and Iron Age Site) 

Tabora Region: 

• Livingstone's Tembe 

Tanga Region: 

• Tongoni Ruins, (Medieval Swahili Settlement) 

• Tanga Island, (Medieval Swahili Settlement) 

• Vugha, (Kilindi Dynasty Capital) 

• Yambe Island (Medieval Swahili Settlement) 

• Muhembo (Medieval Swahili Settlement) 

Zanzibar North Region: 

• Tumbatu (Medieval Swahili Settlement) 

Zanzibar Urban West Region: 

• Stonetown (Medieval Swahili Settlement) 

Zanzibar South Region: 

• Unguja Ukuu (Medieval Swahili Settlement) 

• Kuumbi Cave 

• Kizimkazi Mosque (Medieval Swahili Settlement) 

North Pemba Region: 

• Chwaka (Medieval Swahili Settlement) 

• Mtambwe Mkuu (Medieval Swahili Settlement) 

• Tumbe (Medieval Swahili Settlement) 

• Mkia wa Ng'ombe (Medieval Swahili Settlement) 

• Msuka Mjini (Medieval Swahili Settlement) 

https://en.wikipedia.org/wiki/Luxmanda
https://en.wikipedia.org/wiki/Mikindani
https://en.wikipedia.org/wiki/Bagamoyo_Historic_Town
https://en.wikipedia.org/wiki/Kaole
https://en.wikipedia.org/wiki/Chole_Island_Ruins
https://en.wikipedia.org/wiki/Kisimani_Mafia
https://en.wikipedia.org/wiki/Kua_Ruins
https://en.wikipedia.org/wiki/Kalambo_Falls_Prehistoric_Site
https://en.wikipedia.org/wiki/Livingstone%27s_Tembe
https://en.wikipedia.org/wiki/Tongoni_Ruins
https://en.wikipedia.org/wiki/Tanga_Island
https://en.wikipedia.org/wiki/Vugha
https://en.wikipedia.org/wiki/Kilindi_dynasty
https://en.wikipedia.org/wiki/Yambe_Island
https://en.wikipedia.org/wiki/Muhembo
https://en.wikipedia.org/wiki/Tumbatu
https://en.wikipedia.org/wiki/Stone_Town
https://en.wikipedia.org/wiki/Unguja_Ukuu
https://en.wikipedia.org/wiki/Kuumbi_Cave
https://en.wikipedia.org/wiki/Kizimkazi_Mosque
https://en.wikipedia.org/wiki/Chwaka,_Pemba
https://en.wikipedia.org/wiki/Mtambwe_Mkuu
https://en.wikipedia.org/wiki/Tumbe
https://en.wikipedia.org/wiki/Mkia_wa_Ng%27ombe
https://en.wikipedia.org/wiki/Msuka_Mjini_Ruins
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• Mduuni (Medieval Swahili Settlement) 

• Kichokochwe Ruins (Medieval Swahili Settlement) 

South Pemba Region: 

• Mkama Ndume (Medieval Swahili Settlement) 

• Pujini Ruins (Medieval Swahili Settlement) 

• Chambani (Medieval Swahili Settlement) 

• Ras Mkumbuu (Medieval Swahili Settlement) 

• Shamiani (Medieval Swahili Settlement) 

 

The tour package will include an information folder, guided tour and refreshments. This tour will 

cover approximately 200 kilometers taking the whole day to complete. Cost: USD… per person.  

 

"The Essence: Past & Present"  - City & Cultural Tour: This will be a combination of the 

cultural tour and city centre excursion. This will be marketed as a "total package" enabling tourists 

with very little time to appreciate the Tanzania lifestyle, both in the present and past. This tour will 

invariably take the whole day and cover approximately 250 kilometers. The tour package will 

include the information folder, guided tour, refreshments and a picnic lunch. Cost: USD…. per 

person. 

Macroenvironment 

At a large scale research demonstrates that tourism is undergoing a rapid growth of unsurpassed 

nature. Generally there is a trend towards shorter stays but increased visits, as individuals strive to 

experience as many cultures as possible, including seeing as many attractions as possible. 

Increasingly Tanzania is being marketed as "one of the few places in Africa where game 

sanctuaries have remained completely unspoiled. A destination that unlocks the mystery of nature 

- an oasis in a wilderness which is an ideal escape for nature lovers. Very little of this fascinating 

country has seen human habitation - this is true Africa in all her remoteness and authenticity." 

With such marketing in place the number of tourists entering the country is bound to increase, 

presenting a larger potential market for ourselves. This potential market is what we seek to tap. 

Camp Davis Tours Sales Literature 

The business will begin with a general corporate brochure establishing its position on the market. 

This brochure will be developed as part of the start-up expenses including the business cards and 

Company Profile, mainly for the large organizations that often recommend services to potential 

customers. Compliment slips are also intended so as to raise awareness of the company and its 

services. We also intend to have information pamphlets that will provide information on our 

various tour packages. 

Literature and mailings for the initial market forums will be very important. 

https://en.wikipedia.org/wiki/Mduuni
https://en.wikipedia.org/wiki/Kichokochwe_Ruins
https://en.wikipedia.org/wiki/Mkama_Ndume
https://en.wikipedia.org/wiki/Pujini_Ruins
https://en.wikipedia.org/wiki/Chambani
https://en.wikipedia.org/wiki/Ras_Mkumbuu_Ruins
https://en.wikipedia.org/wiki/Shamiani
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Fulfillment 

1. The key fulfillment and delivery will be provided by the employees of the company. The 

real core value will be professional expertise, provided by a combination of expertise, 

experience, hard work, and education (in that order). Hence we intend to ensure that the 

work we undertake is always thorough and relevant to the clients’ needs.  

 

2. We will turn to reputable companies for supplying the necessary individuals and groups 

for our services. Hence the need to establish good relationships with our strategic allies. 

Technology 

Camp Davis Tours will strive to ensure that it contains the latest, or extremely recent personal 

computer including relevant software so as to ensure that the company is continuously at the 

forefront in our market arena. The one certainty in our industry is that technology will continue to 

evolve and develop, changing what we market as well as how we market it. Our aim will be to be 

aware of the implications of this new technology and utilizing it in our existing framework where 

possible. However it should be noted that as we are new on the market it will take some time before 

we have in place our own website and other multimedia presentations. With time we also intend 

to have the latest and most efficient software in place to enable smooth operations. 

Future Services 

In putting the company together we have attempted to offer enough services to allow us to always 

be in demand by our customers and clients. The most important factor in developing future 

services/products is market need. Our understanding of the needs of our target market segments 

shall be one of our competitive advantages. It is critical to our effort to develop the right new 

services. In the future, Camp Davis Tours intends to broaden its coverage by expanding into 

additional markets. One of the main services it aims at providing is to become a destination 

management company that brings alive the magnificence of this country to the traveler. This will 

be done by co-coordinating the traveler’s entire experience from hotel bookings, safaris and tours, 

greeting and porter services, and to tour packages and incentives. However in doing so we will 

strive to ensure that it is compatible with the existing products and company personnel. As time 

progresses the intention will to provide a Southern Africa tour package covering the whole of 

southern Africa. 

Market Analysis Summary 

Tanzania is experiencing a rapid growth in the economy of unsurpassed nature. This has been 

brought about by, amongst other things, the relaxation of foreign exchange policies and 

macroeconomic policies geared towards attracting foreign investors into the country. The fiscal 

and monetary policies of the government geared towards maintaining growth with social justice 

have largely contributed towards this, evidenced by our economy averaging a growth rate of 7% 

(except the Covid period) since 2010 - very high by international standards. 
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The current drive and emphasis by the government on diversification of the industrial base away 

from the minerals sector presents an opportunity for Camp Davis Tours to make a valuable 

contribution towards achieving this goal. Having undertaken a thorough and comprehensive 

research of the market we realized that there was a need for a tourist transport company that focuses 

on providing leisure excursions to tourists. Though there are mobile operators currently on the 

market, some of whom have been in existence for a relatively long period of time, we believe that 

there is a market need for one that specializes on providing comfortable and enjoyable transport to 

tourists and visitors. This, also considering the fact that, potentially Tanzania's richest natural 

resource, the tourism industry is becoming an increasingly important player in the economy and 

may in the long term prove even more valuable than mineral resources in earning foreign exchange. 

Aware of the fact that operating in such a market is largely dependent on good networking, we 

intend to establish networks and strategic relationships with various hotels, lodges, Airlines and 

travel agents to ensure a steady stream of clients. However in so doing we intend to ensure that the 

service we provide is of extremely high quality and comfortable. Our initial overall target market 

share shall be 40% of the market, mainly focusing on the greater Tanzania area and Zaizibar. 

We appreciate that entering such a market is not a 'bed of roses' and will require us establishing 

strong links with strategic partners as outlined previously. Hence we intend to implement an 

aggressive marketing strategy, well supported by the other business functions. The above 

prognosis influenced our decision to enter the tourist transport industry. 

Market Segmentation 

We will be focusing on those foreign tourists seeking leisure travel and excursions whilst on 

vacation in Tanzania, with the intention of letting them see and appreciate the numerous attractions 

in our country. Though we realize that the majority of our tourists come from European Countries 

and South Africa we shall be mainly targeting those from Europe and the Americas who often do 

not have transport or adequate knowledge about the country, unlike their South African 

counterparts who often do. Hence we shall be mainly targeting those who are not that mobile but 

wanting to see as many sites as possible. These people often do not want to waste their money on 

hiring vehicles to move about by themselves, but instead want to be escorted around places of 

interest by a reliable source. Hence the need to professionally market ourselves and the services 

we provide, offering a service of uncompromised nature. 

Target Market Segment Strategy 

Our marketing strategy will be based mainly on making the right service(s) available to the right 

target customer. We will ensure that our services' prices take into consideration organizations' 

and peoples' budgets, and that these people know that we exist, appreciate the value of our services, 

and how to contact us. The marketing will convey the sense of quality in every picture, every 

promotion, and every publication. Our intension will be to target those individuals and groups 

looking for leisure activities and places to visit. We realize the need to focus our marketing 

message and our service offerings. We need to develop our message, communicate it, and make 

good on it. The decision to establish strategic alliances with several hotels, lodges and travel 

agencies is aimed at tapping our target market effectively and efficiently. 
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Market Needs 

Though the tourism sector has undergone rapid growth over the last decade the vast majority 

entering this sector have rushed to the North and Coastal beaches where we have the Serengeti, 

Ngorongoro and mount Kilimnjaro National Parks, and other sites as attraction points. Very few 

have focused on south and central and Southern Tanzania. With this in mind we intend to exploit 

the untapped market in this area so as to provide our customers with a good service and realize our 

business objectives. 

We understand that our target markets need more than just being shown the areas of interest but 

also to be informed about their significance and origins. Hence we don't just intend to provide a 

service(s), but to provide one of unparalleled nature relative to the market. 

Market Trends 

Of all the uncertainty surrounding this industry, one fact is certain: tourism is here to stay. The 

only question is how large the industry will become and whether it can sustain, if not exceed, its 

current growth rate. However large the market ultimately becomes, the company strongly believes 

that travel will be an important component of this market place. 

Tourism statistics provide a reliable guide as to the size of the market. According to the latest 

tourism statistics by the Tanzania National Bureau of Statistics during the period of January to 

May 2022, tourist arrivals who visited various tourism attractions increased to 458,048 compared 

to 317,270 visited the country during the similar period in 2021 equivalent to an increase of 44.4 

percent. 

Service Business Analysis 

Potentially Tanzania's richest natural resource, the tourism industry is becoming an increasingly 

important player in the economy and may in the long term prove even more valuable than mineral 

resources in earning foreign exchange. With this in mind Camp Davis Tours intends to play a 

contributing role towards development of the tourism industry through provision of an impeccable 

mobile service facility primarily directed at tourists. 

Distributing a Service 

Mobile operations such as ours are sold mainly on a word of mouth and referral basis with 

relationships and previous experience being, by far, the most important factor. Relationships in 

this regard means establishment of links with the various hotels, lodges, and travel agencies who 

often come into contact with our target customers. Invariably the experience a customer has with 

us will go a long way toward influencing them in whether they should refer their friends to use our 

service(s). To this end we intend to ensure we provide a luxurious, comfortable and unforgettable 

experience to our customers that will only encourage them to pass on a good word about us. 

In the medium term we intend to be connected on the World Wide Web so that we can market 

ourselves on the Internet, as well as enabling potential customers to make pre-bookings over the 
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Web, helping save time and money. This will also assist in widening our customer catchment area 

increasing customers. 

Competition and Buying Patterns 

The key element in service utilization decisions made at the company's client level is trust in the 

reputation and reliability of the firm. The most important factor in this market will be the quality 

of the service and places of excursion. This is particularly so considering the various interests of 

individuals and groups as they strive to see as many places as possible. The very nature of our 

services dictates that the pricing of our services will vary according to distance traveled, as 

different customers opt to visit different areas and within specified time frames. 

In our line of business, clients often compare travel companies directly, looking for two, or more, 

possible companies. However, they usually follow word of mouth recommendations obtained from 

hotels, travel agencies, government departments, car hire companies and other such related 

companies. 

Main Competitors 

We have identified competing companies, some firmly established, that fill the same needs as 

Camp Davis Tours. We intend to market ourselves in such a way that with time competitor 

customers will choose our service over competitors' on the basis of our higher quality and 

informative excursions. A more thorough outline of our main competitors including their strengths 

and weaknesses follows: 

Upon closer analysis of competitors it is observed that the majority of these are offering safari 

excursions, and this represents an opportunity to be realized by us. According to the Central 

Statistics Office there are approximately 81 travel agents, tour operators and safari operators in 

Tanzania at present, the majority of which have a South African background either in directorship 

or actual origin. 

Strategy and Implementation Summary 

Initially Camp Davis Tours will focus on the local market in the adventure travel sector. The target 

customers will mainly include foreign tourists intending on sightseeing various attractions. 

Our marketing strategy will emphasize focus. We are a relatively older company on the market 

and hence must focus on certain kinds of services with certain kinds of clients. Initially the business 

will focus on the local market, expanding into the regional market as time progresses, and as we 

gain the necessary experience. Therefore the initial aim will be to instill awareness and confidence 

in our services. In order to achieve its goal of becoming the premiere mobile operator, Camp Davis 

intends to adopt the following strategies:  

1. Establish Camp Davis reputation as a differentiated, specialty provider of city/ adventure 

travel and excursions. This will be accomplished through a diverse marketing 

communications programme directed at Camp Davis target market, utilizing various media 
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as well as the establishment of strategic allies.  

 

2. Provide unparalleled service to the tourists, local and international, of Tanzania in order to 

gain repeat business and build trust. This will include providing superior service in all 

phases of the transaction, including timely follow-through.  

3. Aggressively promote excursions as healthy, eye-opening and exciting activities with those 

who participate in them as appreciative of the finer things in life.  

 

4. We intend to build image and awareness through consistency and distinctiveness in our 

service provision. 

Our strategy is to grow the business by nurturing clients, differentiating the service from our 

competitors, particularly through service and staff behavior. All criteria from customer 

satisfaction, service provision, price competitiveness to staff attitudes are to be looked at 

thoroughly in the initial stages as areas for improvement. Alliances and collaboration with hotels, 

lodges and travel agencies are to be adopted as strategies for market penetration. Training will be 

conducted on a regular basis to ensure that our staff is fully meeting customer expectations. 

Through the implementation of a fair, effective and competitive remuneration policy we intend to 

optimize our human resource output and advancement. We need the right people in the right place 

at the right time if we are to ensure optimum growth. We intend to develop our team so that our 

people can grow as the company grows - a mutually beneficial relationship. We are 

currently vigorously searching and recruiting the right people for our organization. 

SWOT Analysis 

We intend to enter a highly lucrative market in a rapidly growing economy. We foresee our 

strengths as the ability to respond timeously to the market dictates and to provide custom designed 

travel excursions to travelers. Our key personnel will have a wide and thorough knowledge of the 

areas we intend to take travelers, which will go a long way towards penetrating the market. Below 

are the summarized strengths, weaknesses, opportunities and threats. 

Strengths 

• Diversified client base: This will reduce our dependency on one particular market.  

• Combination of skills in employees: The directors intend to engage well-qualified and 

experienced employees to jointly develop business strategy and long-term plans, so as to 

attain company objectives.  

• Extensive advertising and marketing: The company will undertake extensive advertising 

and marketing, promoting both its name as well as service/product awareness. Hence an 

aggressive and focused marketing campaign with clear goals and strategies shall be one of 

our mainstays. 
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Weaknesses 

• The introduction of new organizational practices and personnel who have not previously 

worked together presents a challenge to the organization.  

• Lack of clear strategic allies. 

Opportunities 

• Current drive by government towards encouraging the participation of indigenous 

entrepreneurs in tourism presents an opportunity which we may fully utilize.  

• Current growth rate of tourism presents an opportunity for ourselves which we may take 

advantage of. This is further supported by the current marketing campaigns by both the 

government and regional tourism body, aimed at promoting tourism into the region.  

• Presently there is no reliable public transportation company to take tourists to areas of 

interest.  

• International tourism trends indicate that today's traveler wants a more enriching 

experience than that provided by conventional 'sun and sea' vacations. 

Threats 

The present growth in the tourism sector may result in an increasing number of firms entering the 

market. This may led to increased competition emerging from a variety of given sources including: 

• Established travel agencies, hotels and lodges may look at the development of new lines 

and vertically integrate transportation so as to provide additional services to clients.  

• New marketing strategies and tactics by established companies aimed at providing 

excursions of our intended nature.  

• Existing competition.  

• Other start-up travel companies generated by healthy nationwide economic and tourism 

growth. 

Marketing Strategy 

One core element of our strategy will be that of differentiation from our competitors. In terms of 

marketing we intend to ensure that our name and services are marketed on an extensive basis so 

that customers are aware of our existence. In price, we intend to offer reasonable and competitive 

prices in comparison to competition and we need to be able to sustain that. Our service marketing 

will strive to ensure that we establish long relationships with clients. 

Marketing Expenses 

Initial marketing and training expenses will be relatively high as we seek to become known on the 

market and staff get trained in the professional provision of our services. This will be brought 

about by the development of sales literature and advertising expenses. As our market share 

increases and capital is generated, further marketing programmes and the expansion of those in 
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existence at the time will be undertaken, to ensure market development. However with time these 

programmes will start generating revenue for the business, which we shall in turn reinvest. 

Pricing Strategy 

Camp Davis Tours will be competitively priced in relation to the dictates of the market. Due to the 

introductory nature of our services we intend to implement a penetration pricing strategy which 

will ensure that potential customers are not frightened away by our prices, up until our services 

are appreciated and fully operational. However this will dictate that our costs are prudently kept 

so as to ensure our financial goals come to fruition. This is reflected in our prices as stated in the 

services description of this plan charging close to PX per kilometre per person. Each trip will 

include an average of eight to ten persons. 

We intend our income structure to match our cost structure, so as to ensure that the salaries we pay 

to our employees to assure good service are balanced by the cost we charge to the customer. 

Promotion Strategy 

This strategy will be based primarily on informing potential customers of the existence of our 

services and making the right information available to our target customer. The intention will be 

to highlight the benefit of utilizing our service(s), which will include: 

• Access to exclusive travel destinations  

• Service to fully appreciate destinations through information packages, and not just sight-

seeing  

• Access to special interest travel according to the groups preferences 

In such a market we cannot afford to appear in or produce second-rate material with poor labels 

that make our services look less than they are. Hence we intend to leverage our presence using 

quality brochures and other sales literature, including promotional material such as pens, 

complimentary slips and pads. We intend to spread the word about our business through the 

following: 

1. Advertising: This shall be undertaken through trade and industry publications, which are 

read by tourists, as well as the local newspapers. A constant look out will be made of any 

special editions in the local newspapers, which may provide an opportunity for us to 

advertise our services and business name.  

Camp Davis Tours will also be advertised through professionally done brochures, and other such 

sales literature, which allow enough detail to be communicated about the services offered by the 

company. This literature will be mainly targeted at potential clients and placed or made available 

at strategic points, such as travel agencies. With time we also intend to utilize billboards to 

advertise ourselves, likewise located at strategic points. Hence we intend to design and put up 

posters communicating the services we provide located around hotels, lodges, airports and other 

such areas where tourists typically pass by. However in doing so we always intend to obtain the 

consent of the respective authority. 
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2. Personal Selling: Undoubtedly customer solicitation face-to-face will be a powerful form 

of promotion mainly due to the fact that its flexibility will enable us to match the customer's 

needs to specific attributes of our services as well as giving concise details of what we have 

to offer. Another important determinant in utilizing personal selling is the fact that we are 

relatively new on the market. As such, potential customers/clients will, to a certain degree, 

be skeptical towards the intended service(s) and how they are able to benefit from them.  

In cases where the opportunity of obtaining a large order exists it may be necessary for the top 

management to go out personally, especially considering the fact that we are still a relatively new 

firm on the market. However this shall be the situation in the majority of cases due to our relative 

infancy. 

3. Direct Marketing: This will be used but only to a  extent in the form of telemarketing and 

informing potential customers and obtaining referrals where possible. In the case of 

telemarketing it will involve our targeting potential customers of our services and 

informing them of our existence and destinations. We may then arrange for an appointment 

with the respective decision-maker, with the intention being to lure them into utilizing of 

our services.  

 

4. Events: These are increasingly becoming important as more firms establish in the country 

and hence the need to be known. The organization aims to promote itself through attending 

trade shows and expositions. Not only will these increase awareness of our services and 

business name, but also enable us to interact with potential clients who may decide to utilize 

our service. Trade shows that come to mind include Tanzania International Trade Fair  

 

5. Internet Marketing: The increasing growth of the Internet as an information source 

provides an opportunity for ourselves that we may exploit. This is particularly so in view 

of the increasing dissemination of information over the World Wide Web, as individuals 

and groups look at obtaining the best deal possible. More often than not these individuals 

and groups seek out information over the Internet due to its relatively low cost and ease of 

use helping to minimize time wasting. However this will require adequate planning so as 

to ensure that all information on the website is accurate and up-to-date, ensuring we market 

a professional image. This will mainly serve foreign tourists and other interested 

stakeholders. 

In all the above we intend to communicate our ability to deliver a good service that will satisfy the 

customers needs. Hence our messages will influence the engagement decision of prospective 

customers by emphasizing our customer focus and, persuade prospective clients that we are 

different from our competitors. All the above promotional tools shall be well integrated and 

utilized in tandem so as to maximize their effect. 

Positioning Statement 

Camp Davis intends to offer a unique service to all of its customers, primarily travelers, so as to 

position itself as the premier travel provider in Tanzania. This shall be undertaken through 

provision of affordable, comfortable and luxurious transport as well as informative insights about 

the various sights and areas. These excursions will be tailored to the individuals'/groups' interests 

and thus providing enjoyment and satisfaction. Our competitive advantage shall be our customer 
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orientation and friendly staff who shall go at lengths to ensure the customer is served and fully 

satisfied. 

Through our reasonable charges and satisfying excursions we intend to attract a large portion of 

the market, both directly and indirectly. Hence all promotional material and campaigns shall be 

directed to fulfilling our intended positioning on the market. 

Sales Strategy 

For the short term at least, the selling process will depend on personal selling/networking and 

advertising to lure and inform potential customers about the services we offer and the benefits of 

utilizing our services. Our marketing does not intend to affect the perception of need as much as 

knowledge and awareness of the service category. 

Sales Forecast 

The following chart and table show our planned Sales Forecast for the next three years. 

 

 

Chart: Sales Monthly 

 

Strategic Alliances 

In today's competitive environment it is becoming increasingly essential for organizations to 

concentrate on their core activities so as to gain and maintain a competitive advantage. This brings 

out the advantage of undertaking strategic alliances with organizations that the firm may benefit 

from and visa versa. Camp Davis Tours intends to establish strong partnerships with several hotels, 

lodges and travel agencies so as to be able to deliver customer wants. These alliances will assist in 

ensuring that we obtain a regular stream of customers from various establishments. 

At this writing, strategic alliances with several companies are possibilities, given the content of 

existing interest and discussions. However ultimately it is the quality of our service(s) and the skill 

and experience of the staff that will attract customers. During the start-up phase word-of-mouth 

from satisfied customers will play a large part in increasing awareness and gaining exposure for 

our services. 

Corporate Social Responsibility 

Camp Davis Tours recognizes the fact that as it is involved in the tourism sector of the overall 

economy there is need to be involved in a wide range of social responsibility engagement 

programmes so as to invest back into the community in which we operate. We believe that through 

our social responsibility programme we can indeed assist in improving peoples lives. We believe 

that if we are to contribute to development in a sustainable way, we need to support numerous 

projects. 
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However, before we commit ourselves to projects we intend to ensure that they will be beneficial 

to the community, particularly in the long term. We know that we cannot address all the 

development needs of our society. Where we can, we assist and sometimes may form partnerships 

so as to increase capacity. 

One of the ways the company intends to be involved in corporate social responsibility is through 

organizing cleaning campaigns with various communities. Basically this will involve briefing the 

community on the advantages of having a clean environment, now and in future. In order to entice 

the community to get involved in these campaigns, as well as to increase awareness about our 

business and services we intend to give out T-shirts and caps with our company name. These 

campaigns will also assist in us being perceived and appreciated as a good corporate citizen. 

Management Summary 

The human resources element shall be an essential component in the delivery of the total service. 

By encouraging all employees to handle customers well, and by having enthusiastic, capable and 

empowered people interacting with our customers, we intend to build the competitive advantage 

of being able to comprehensively meet our customers' needs. There will be need to evaluate jobs 

and remuneration packages against market benchmarks to employees for their agreed and set out 

tasks so as to ensure they are competitive. These principles extend to accident, medical, death and 

welfare benefits. 

Organizational Structure 

Camp Davis Tours shall be managed primarily by working owners/partners. The company will 

engage more of a functional organization structure whereby people shall be focusing on their prime 

area of expertise. However in engaging this organization structure we intend to ensure that there 

is open communication between all personnel at all levels. With such a group we believe it will be 

simple to communicate with and support one another. Our organizational structure demonstrates 

the importance we shall put on our customers, and ensuring their satisfaction in utilizing our 

services. 

As the company grows there will be more structure to the utilizing, with new employees being 

assigned a supervisor or subordinate. When the company is at its full staff potential, it will operate 

as any closely held utilizing, but maintain the personal interest in each employee's personal and 

family welfare and their contributions to the business. 

We acknowledge the fact that successful recruiting, motivation, and discipline procedures are keys 

to the growth of the utilizing. Hence we intend to promote and maintain good labour relations, 

strong morale and high quality work per employee through undertaking the following: [discussion 

omitted]. 

Management Team 

The founders of Camp Davis Tours are passionate about the activities it will promote and offer on 

the market. Management style will reflect the participation of the directors/shareholders. The 
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company intends to respect its community and treat all employees well. We will develop and 

nurture the company as community. However we realize that we are not fully conversant in tourism 

and as such intend to engage experienced staff as well as undergo a training course from a reputable 

institution. 

Personnel Plan 

The detailed monthly personnel plan for the first year is included in the appendix. The annual 

personnel estimates are included here. We believe this plan is a good compromise between fairness 

and expedience, and meets the commitments of our mission and business objectives. 

We intend to compensate our personnel well, so as to retain their invaluable expertise and to ensure 

job satisfaction and enrichment through delegation of authority. Our compensation will include 

health care, generous profit sharing, plus a minimum of three weeks vacation. Camp Davis Tours 

recognizes that our employees contribute fundamentally to the company's long-term prosperity, 

acknowledging our obligation to remunerate them competitively. We intend to enhance our 

capacity to attract and retain people of quality through competitive remuneration packages. 

Table: Personnel 

 

 

Training 

In-house training shall be continuous so that we are continuously up-to-date in meeting customer 

requirements. With time we also intend to undertake regular external training particularly 

following any new developments in the market. This will ensure we are implementing the latest 

techniques and aware of customers expectations. By setting our standards against industry 

benchmarks we will be able to ensure a regular flow of customers as they are continually referred 

to us.  

Internal training will not only include service and technical aspects, but also expand to give much 

greater knowledge of customers, market trends, services, new technology aids, time management 

amongst other such variables. Marketing sessions in particular will be a regular occurrence, as this 

will ensure that our personnel continuously portray a positive image of the business, assisting in 

bringing in more business. 

Feedback and Control 

1. We intend to make sure that each employee understands the goals of the firm, is customer 

focused, proud of their work and work as a team. This will encourage employees to become 

entrepreneurial and customer responsible, in addition to unifying staff in customer focus 

and values.  

 

2. Important notices and developments will be continuously communicated to employees so 

as to keep them abreast of developments and promoting a sense of belonging and oneness 



 

 

  

 27 

 

in the organization.  

 

3. We will encourage our employees to put forward any suggestions they might have 

regarding the improvement of any of the company's functions - an open door philosophy. 

Such a culture will enhance innovativeness and creativity in turn leading to job satisfaction 

and enrichment.  

 

4. We undertake to continuously formalize and measure cross-functional working 

communication so as to ensure that the various departments work harmoniously towards 

attainment of company objectives. 

Financial Plan 

The financial plan shall be essential if we are to meet our objectives. The intention is to finance 

growth through cash flow and equity. 

One of the most important factors will be the payment terms as agreed between the client or 

customer. We can't push our customers hard on collection days, because they are extremely 

sensitive and will normally judge us on our terms. Therefore there is need to develop a permanent 

system of receivables financing systems mutually agreed between both parties. Hence in the 

financial plan we intend to have the following: 

1. A fundamental respect for giving our customers value, and for maintaining a healthy and 

congenial workplace.  

2. Cash flow as first priority, growth second, profits third.  

3. Respect for realistic forecasts, and conservative cash flow and financial management. 

Important Assumptions 

The financial plan depends on important assumptions. From the beginning, we recognize that 

payment terms and hence collection days are critical, but not a factor we can influence easily. At 

least we are planning on the problem, and dealing with it. Interest rates, tax rates, and personnel 

burden are based on conservative assumptions. 

Some of the more important underlying assumptions are: 

• We assume a strong economy, without major recession. 

• We assume, of course, that there are no unforeseen changes in economic policy to make 

our service immediately obsolete or unwanted. 

We assume amongst other things a 60-day average collection period, sales entirely on invoice basis 

except for individuals who come directly to us, expenses mainly on a net 30 day basis, 30 days on 

average for payment of invoices, and present-day interest rates. 
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CAMP DAVIS TOURS  

FINANCIAL STATEMENTS AT AT 31ST DECEMBER 

CURRENCY REPRESENTATION IN USD (figures are in thousands) 

BALANCE SHEET  Yr 2024  Yr 2025  Yr 2026  Yr 2027  Yr 2028 

Estimated No. of pax per year  
         

30,000         30,600        31,200        31,900         32,000  

CURRENT ASSETS ('000) ('000) ('000) ('000) ('000) 

Cash and Bank Balance 2,383 3,431 3,840 3,558 3,570 

A/c Receivables   2,654 3,607 3,560 3,640 3,651 

Inventory 388 396 403 454 455 

Other Current Assets 1,122 1,162 1,139 1,199 1,202 

Total Current Assets 6,547 8,596 8,942 8,851 8,878 

Fixed Assets (Net) 25,986 26,506 27,025 28,631 28,720 

TOTAL ASSETS 32,533 35,102 35,967 37,482 37,598 

CURRENT LIABILITIES:           

Accruals & Creditors 14,991 15,291 15,090 15,429 15,477 

Bank Overdraft 5,122 5,225 5,427 5,549 5,566 

New Term Loan - 100 vehicles 697 697 697 697 697 

Total Current Liabilities 20,810 21,213 21,214 21,675 21,740 

Long Term liabilities 7,922 9,601 10,257 9,702 9,613 

TOTAL LIABILITIES 28,732 30,814 31,471 31,377 31,353 

EQUITY:           

Profit for the year 787 522 594 608 748 

Retained earnings 3,014 3,766 3,902 5,497 5,497 

Total Equity 3,801 4,288 4,496 6,105 6,245 

TOTAL LIABILITIES &  EQUITY 32,533 35,102 35,967 37,482 37,598 

  

INCOME STATEMENT:  Yr 2024  Yr 2025  Yr 2026  Yr 2027  Yr 2028 

Sales/Revenue 66,598 67,930 69,262 70,816 71,038 

Disposals - Sale of 60 Vehicles 900 0 0 0 0 

Less: Cost of Goods Sold 62,456 63,191 64,335 65,778 65,785 

Gross Profit 5,042 4,739 4,927 5,038 5,253 

Other income 709 723 737 755 760 

Total gross income 5,751 5,462 5,664 5,793 6,013 

Operating Expenses 4,006 4,086 4,166 4,260 4,275 

Profit before tax and interest 1,745 1,376 1,498 1,533 1,738 

Bank interest and charges 620 630 650 665 670 

Operating Profit/(Loss) 1,125 746 848 868 1,068 

Tax 338 224 254 260 320 

Net Profit/(Loss) for the year 787 522 594 608 748 

  

CASH FLOWS  Yr 2024  Yr 2025  Yr 2026  Yr 2027  Yr 2028 

Profit before Interest & tax 1,745 1,376 1,498 1,533 1,738 

EBIT 1,745 1,376 1,498 1,533 1,738 

(Increase)/Decrease in debtors 2,654 -953 47 -33 -91 

(Increase)/Decrease in stocks 388 -8 -7 -58 -52 

Increase/(Decrease) in OD 5,122 103 202 324 139 

Increase/(Decrease) in Creditors 14,991 300 -201 138 387 

Net Operating cash flows 24,900 818 1,539 1,904 2,121 
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Controls 

The local tourism industry has been growing rapidly over the last decade due to increases in the 

number of people seeking holidays in the country. With this in mind we intend our marketing 

programmes to expand accordingly. The introduction of good brochures and other sales literature 

will enable Camp Davis Tours to market to potential customers. We project sales to increase 

accordingly, though slightly slower as we establish a reputation for ourselves. With time, we intend 

to be at the forefront of customers' minds with regards to travel excursions. 

Throughout the year we intend to undertake regular evaluations of our marketing programmes so 

as to ensure that we are in line with our intended objectives. In summary we intend to undertake 

the following: 

1. Tracking and follow-up: We intend to have the discipline, as an organization, to track 

results of the business plan and make sure that we implement it.  

 

2. Market segment focus: We intend to have the discipline to maintain the market segment 

focus.  

 

3. Customer Follow-up: We intend to have the discipline as an organization to constantly 

follow-up on customers so as to ensure that we are meeting their expectations at all times. 



 

 

 

 


