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Resumo

Serve o presente business plan como ferramenta para analisar a possibilidade de construgdo de um novo,
luxuoso, sustentavel e diferenciado hotel rural de 5 estrelas na regido da Guia, Albufeira.

As conclusdes que advém deste relatério sdo devidamente fundamentadas e elaboradas de
acordo com a revisdo da literatura existente sobre os topicos relacionados com esta tematica, baseadas
ainda numa pesquisa de Mercado, da industria e das preferéncias e percep¢oes dos consumidores
relativamente a uma unidade hoteleira rural deste género. O plano de marketing delineado inclui todas
as componentes necessarias para a realizagdo de um projeto desta envergadura e contém, para 14 de uma
detalhada descri¢do de todos os processos e passos a seguir, da formulagdo de uma estratégia adequada
assim como inumeras informagdes relativas ao enquadramento legal do negdcio.

Financeiramente, a constru¢do do Orsa Rural Hotel é considerada como viavel, tendo como
Valor Atualizado liquido de 470 438.28 €, uma Taxa Interna de Rentabilidade de 17.1% e um Payback
Period inferior a 8 anos. Assim sendo, a empresa José Antonio Catuna & Filhos Lda deve avangar com

0 projeto.

Key words: Turismo Rural; Business Plan; Sustentabilidade; Algarve

JEL Classification: M13- New Firms, Start-ups; Marketing-M31
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Abstract

Serves the present report as a tool to financially evaluate the possibility of building a new, luxury,
sustainable and differentiated Rural 5-Star Hotel in Guia, Albufeira.

The conclusions taken from this business plan are elaborated and supported in accordance with
a pertinent existent literature review about the related issues, based in an intense market and industry
research as well as the assessment of the consumers’ preferences and perceptions towards the
construction of a rural hotel of this type. The marketing plan designed gathers all the vital resources
required for a project like this. Furthermore, it contains a detailed description with all the steps and
processes to follow, the development of the adequate strategy and the legal information framework that
clarifies the questions and documents to be addressed in the report.

Financially, the edification of the Orsa Rural Hotel is classified as viable, with a Net Present
Value of 470 438.28 €, an Internal Return Rate of 17.1% and a Payback Period inferior to 8 years.

Subsequently, the familiar company José Antdnio Catuna & Filhos L.da should advance with the project.

Key words: Rural Tourism; Business Plan; Sustainability; Algarve

JEL Classification: M13- New Firms, Start-ups; Marketing-M31
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1.Introduction: Identification of the promotor and of the innovative proposal

The author decided to examine the economic viability of a new rural hotel for his master’s dissertation
approval. Nevertheless, this paper’s purpose goes beyond that and it is also directed to the JCA company
(a company owned by the student’s family) and his shareholders in order to obtain enough tools to
decide to invest or not in a project of such characteristics. It includes an extensive and detailed business
plan with a new proposal for a unique, high-standard, that respects the country’s traditions and eco-
friendly rural hotel in one of the enterprise’s recently acquired fields in Guia, Albufeira. The hotel’s
project gathers a technological, innovative and game changing point of view for the hospitality industry
in the region and it will present a distinctive value proposition and position in the market, combined
with a set of ecological concerns and sustainable practices. Furthermore, the present report starts with
a literature review of the most important and critical aspects regarding tourism, rural tourism,
sustainability and the composition of a rigorous business plan, followed by the description of the used
methodology, an external and business environment analysis that highlights the industry’s rivalry and
attractiveness alongside with an extensive market analysis. An internal analysis to the JCA’s features
and attributes is also pursued to access the company’s capability to initiate the project. After the
definition and description of the strategy to be adopted, including the Orsa Rural Hotel’s values,
mission and vision, the marketing-mix with the correspondent processes, costs and legal requirements
for implementation are described and analysed with the final purpose of financially evaluate the

business’ profitability.



2.Literature Review

2.1 Tourism

The Tourism sector is a major pillar in the world’s economy and due to reasons like the growing income
level or the quality of transports, it continues to increase its revenue levels (Chang & Katrichis, 2016).
However, tourism cannot be considered as a recent phenomenon and according to Higgins-Desbiolles
(2006), it started to be traced during the 1940’s. Since then, many definitions have been proposed.

The first relevant definition of Tourism was made by Hunziker and Krapf (1942) as they
idealized it as the sum of relationships that result from the temporary move of people to a certain place
for any reason than paid work. Chang and Katrichis (2016) adapted that definition and for them, tourism
can be described as the consequence of the free movement of people away from their place of residence
for a limited period of time. In fact, the definition of tourism has changed throughout time to keep up
with societal changes and their development. In the past, travelling was expensive and not available to
everyone and people would only do it for holidays but nowadays, travelling is accessible to all and the
motives to do so go from business to recreation or even to health cares. The concept’s complexity lead
some other authors to view it as a relational system and Leiper (1979) defined tourism as system of five
elements such as tourists, tourist industry, generating region, transit route, and the destination region.
Furthermore, there are three main concepts related with tourism: tourist, traveller and visitor
(International Recommendations for Tourism Statistics, 2008). A traveller is someone that goes from
one destination to another for any reason. A visitor is a traveller that goes to other destinations rather
than his/her residence for less than a year and a tourist is a visitor that spends at least one night away
from his/her residence or a same-day visitor.

Therefore, three main types of tourism were defined by the United Nations (International
Recommendations for Tourism Statistics, 2008) according to visitors’ origin and destination. Thus,
those types of tourism are domestic tourism (when the travel occurs within a country), inbound tourism
(when the travel occurs to a country by non-residents) and the outbound tourism (when residents travel
to outside the country).

Tourism is seen in the vast majority of times as positive and researchers like Higgins-Desbiolles
(2006) exposed that it can generate employment, increase the well-being of tourists, enhance the
preservation of cultures, fight globalization, help in environmental conservation, promote peace, the
share of culture and help less developed countries to attract capital. However, it could also have negative
social and environmental consequences on the destination visited by tourists and those aspects should
be always taken into consideration when managing a business in the sector (Sharpley, 2014).

Chang and Katrichis (2016) also stated that businesses in the tourism sector are very sensitive
not only to internal factors like customers or suppliers but also to external factors that have a huge

impact on their success like wars, government’s policies or natural disasters. Hence, for a tourism unit



to succeed, Sharpley (2014) defended the idea that there should be a harmonious relationship between

tourists, places and the organizations or businesses that provide those kind of services.

2.2 Rural Tourism

Researchers have not reached an agreement in the literature regarding the Rural Tourism definition.
However, according to the Organization of Economic Co-Operation and Development (OECD, 1994),
rural tourism is described as the type of tourism that takes place in the countryside and Lane
(1994);Reichel, Lowengart and Milman (2000);Saxena, Clark, Oliver and Ilbery (2007) stated that it
should be located in rural areas, with special characteristics, by small enterprises and by having in
consideration critical aspects like sustainability and long term perspectives. Lun, Pechlaner and Volgger
(2016) defined it as a type of tourism in which visitors are searching for authentic and individualistic
experiences that connects them with locals, their heritage and culture. Thus, Carneiro, Lima and Silva
(2015) related rural tourism with natural, cultural and traditional environments, sports and recreational
activities and healthy lifestyles.

As a result of the concept’s broadness, Lane and Kastenholz (2015) claimed that it includes
different types of tourism and David (2011) divided it into seven major categories, rural lifestyle tourism
(e.g.: village lodging, village tourism, farm tourism...), rural nature tourism (e.g.: geotourism,
ecotourism, forest schools...), rural cultural and heritage tourism (e.g.: rural castle tourism, craft
tourism, ecclesiastical and religious tourism...), rural active tourism (e.g.: hunting tourism, fishing
tourism, horse tourism, ski tourism, water tourism...), rural health tourism (e.g.: rural medical tourism,
rural thermal tourism, wellness...), rural agritourism (e.g.: agro-event tourism, agro-thematic routes,
agro-theme parks...) and rural culinary tourism (e.g.: gastro tourism, wine tourism...).

Rural Tourism concept has been growing and has already become a trend in the Tourism sector.
Nevertheless, it is not totally new in developed countries and in some regions like Europe or North
America, there are evidences of that type of tourism since the nineteenth century (Lane & Kastenholz,
2015). Despite that, the motives that lead to its appearance and success have changed throughout time
and it has somehow took the same path as market demands and society’s changes (Rink & Swan, 1979).
Butler (1980) split rural tourism in three phases of modern times. The first phase, from the early 70°s
to the mid 80's. The second until the end of the twentieth century and the third one started in the twenty-
first century and is still on the run. The first is described by the author as the one in which it was used
as a solution to mitigate the rural space crisis and highly linked with farms, accessibility and low-cost
lifestyles. The second is explained as the one of the consolidated growth and it was on this phase that
the concept spread to other regions like Eastern Europe, Asia and Latin America. It is also characterized
by the transition phase of traditional rural society to an entreprencur lifestyle that included skilled,
talented and ambitious people. The diversification to other types of tourism like cultural and heritage

or adventure tourism also occurred in this stage. Finally, the last phase is exposed as the one that will



point out its biggest issues, which are competition with other types of tourism, political and societal

problems and climate changes.

2.3 Sustainability

The definition of sustainability is wide and it depends on the context in which the concept is mentioned.
Elkington (1994) expressed that it could be related with three main dimensions: economic, social, and
environmental. The economic is connected with the financial performance of the business, the social
dimension takes into consideration the impacts in the community and the region in which the business
is located and the third has to do with practices that respect the environment (Chofreh & Goni, 2017).
Due to that, several definitions of sustainability have been presented in the literature. Brundtland (1987)
and The World Commission on Environment and Development of the United Nations described
sustainable development as the package of measures that satisfies current generations’ needs with
compromising the future one’s. In other words, sustainability can be seen as the sum of actions that a
company, an individual or a business make to reach their demands, without having a significant effect
on their economic results, in the environment, the community and the in region that surrounds them. In
the specific context of the environment, Ben-Eli (2018) defined it as the integrity and health of the
planet earth and the future wellbeing of its biosphere and humanity.

Authors in the literature agree that a sustainable vision and management can be crucial for a
business success and for a smaller impact in the surrounding environment as Porter and Kramer (2006)
mentioned.

Sustainability has these days become a hot topic due to society’s growing concerns regarding
climate changes and in the tourism sector, it is not different. Tourism is one of the industries that most
contribute to the consumption of natural resources in such an extent and scale that the planet Earth
cannot handle (Farrell & Twining-Ward, 2004). Those same authors referred that if attention is not paid
and real measures taken to fight those issues, the future progress of humanity could be in danger.

Therefore, it is evident the importance that sustainability has and continually needs to have in this sector.

2.4 Rural tourists’ motivations and characteristics for market segmentation

Regarding tourists” motivations, just like it happens with consumers’ preferences in Marketing,
literature is advanced in this topic. Researchers like Uysal and Hagan (1993) defined motivation as
psychological needs and wants that directly influence an individual’s behaviour and intention towards
an activity. Meng, Tepanon and Uysal (2008) adapted that concept to tourism and described tourism
motivation as the set of needs that affect the tourists” will to participate in a certain activity or to visit a
specific destination.

Previously to them, Dann (1977) designed a framework that distinguish two major types of

tourists’ motivations, the pull and push factors. While the first is connected to external aspects regarding



the tourist that influences him/her to choose one destination instead of another, the second refers to
personal motivations that could influence a person’s decision to go on a vacation. Authors like Kim,
Lee and Klenosky (2003), suggested push factors like escaping from the everyday environment,
novelty, social interaction and prestige as the most important to motivate tourists to travel. In the other
hand, Fakeye and Crompton (1991) identified six major pull factors such as social opportunities and
attractions; natural and cultural amenities; accommodations and transportation; infrastructure, food and
friendly people; physical amenities and recreation activities; and finally bars and evening entertainment.
Goeldner and Ritchie (2012) on their research, classified tourists’ motivations in four types: physical
motivations (related with the need for relax and to calm down), cultural motivations (connected with
the desire to discover new cultures or places), interpersonal motivations (linked with socializing and
meeting new people) and prestige motivations (associated with self-esteem and self-actualization).

In addition, due to growing impact of new technologies, social media and the disconnection
that individuals are facing regarding human and nature interaction, rural tourists are also seeking for
authentic and new experiences that fit their needs and expectations (Kaptan Ayhan, Cengiz Tasl,
Ozkok, & Tatli, 2020). Authenticity and Experiences have so become important aspects for rural
tourists’ motivations to travel. These two concepts have been deeply studied in the literature mainly
due to its relevance for Marketing actions. Still, defining the concepts in a single sentence, remains a
difficult task. Despite that, authenticity was defined by MacCannell (1973) as an object-based concept
or, in other words as a qualitative component of tourism that can be measured by experts according to
specific standards and Cohen (1988) clarified the concept as the sum of an individual’s beliefs,
expectations and perspectives about an organization. Wang (1999) divided authenticity into three types:
objective, constructive and existential. Objective authenticity is linked with something original. Hence,
it can be seen in buildings, artefacts or objects that are for example in museums. Constructive
authenticity involves tourists’ projections onto toured objects such as expectations, imaginations,
beliefs, preferences or dreams. Unlike objective authenticity, the constructive authenticity cannot be
measured quantitatively. Finally, existential authenticity is connected to feelings related to tourist
activities. People experience existential authenticity especially when they are participating in activities
that are not part of their everyday life.

The concept of experience was described by Schmitt (1999:57) as “the result of encountering,
undergoing, or living through triggered stimulations to the senses, the heart and the mind”. Hence, two
major approaches were exposed by authors to explain the tourism experience. In one hand, Pine and
Gilmore (1998) distinguished four realms of the tourist experience distributed along two axes: active
participation and absorption-immersion. In the first, tourists interact, intervene and are part of the
experience but in the second, they have a passive participation and end up by just observing what is
happening. The scale to evaluate tourists’ involvement was so defined by educational experience, which
occurs when the tourists can learn something about the experience and increase their knowledge. The

escapist experience, when tourists participate in specific activities at the destination. The entertainment



experience, when they just observe the activities of others and finally the aesthetic experience, when
tourists basically enjoy the views without altering or interacting with it. In the other hand, Schmitt
(1999) presented five main dimensions of the tourism experience, sensorial, affective, cognitive,
behavioural and relational.

As a result, Crompton (1979) and many other authors argued that the in order to effectively
segment a market, motivations are one of the most relevant aspect to consider. Park and Yoon (2009)
stated that market segments, including the ones related with tourism can be more effectively segmented
according to tourists’ motivations than socio-demographic aspects.

However, Carneiro et al., (2015) presented the profile of those tourists based on personal
characteristics and motivations. In fact, they exposed their trait as highly educated, with experience in
traveling, looking for nature and culture heritage and worried about the environment and their lifestyle.

Despite the fact that research in this field remains limited, studies like the ones conducted by
Kastenholz, Davis and Paul (1999) provided some interesting results as they divided the rural tourism
market segment into four smaller segments: the want-it-all ruralist (an individual that values social
events, fun and sports), the independent ruralist (an individual that enjoys to discover the region on
their own and that prefers to spend some time alone in the nature), the traditional ruralist (an individual
that considers important a peaceful and quiet atmosphere followed by a good hospitality and a cultural
and historical atmosphere) and the environmental ruralist (an individual that values the cleanliness and
the unpolluted environment as the most important aspect). Other authors like Frochot (2005), presented
similar segments: the actives (that have interest in sports, fun and outdoor activities, the relaxation
dimension (as the name suggest, only worried about relaxing), the gazers (that have interest in exploring
the nature and in relaxing) and the rurals (that are motivated to experience the rural life, a calmer

environment and a different culture).

2.5 Tourist satisfaction

One of the first academics to study this topic was Oliver (1980:460) and he defined satisfaction as “a
function of an initial standard and some perceived discrepancy from the initial reference point”,
meaning that the concept itself cannot be dissociated from the expectations that an individual has
towards a certain product or service. In fact, tourist satisfaction is a relatively well studied topic in the
literature and it is considered by many authors as a crucial component that could give the destination,
superior reputation, the possibility to be effectively promoted, to be associated with high quality, to
develop long-lasting relationship with tourists and to create in those tourists the will to re-visit that
restaurant, hotel or destination (Kala, 2019). It can be a useful tool to identify strengths and weaknesses
and the tourists’ needs and expectations regarding the service and consequently, it can help managers

in their decision-making process (Kala, 2019). Thus, according to Baker and Crompton (2000), tourism



providers should invest to make efforts to evaluate and improve their quality of performance to enhance
tourists’ level of satisfaction because it will result in a higher number of visits and greater revenues.
Recent studies, like the ones conducted by Babolian Hendijani (2016) and Sthapit (2017) have
shown that the most important aspect of the tourist satisfaction is the quality of attractions, conditions
of basic tourism facilities, safety, shopping facilities, cultural attributes, local food and quality of
restaurants. Some other simpler models have also been proposed and Parasuraman, Zeithaml and Berry
(1994) presented one in which the tourists’ overall satisfaction is based only in three main dimensions,
service quality, product quality and price. Regarding this topic, academics’ biggest controversy is
evident when deciding the right way to assess tourists’ satisfaction. However, the most common way
to do it is through surveys with a scale ranging from very unsatisfied to very satisfied, just as

Parasuraman et al., (1994) did on their research.

2.6 Business Plan

Many definitions have been presented in the literature about business plans but due to its frequent use,
auditing and consultancy companies are the ones who offer the most accurate ones. In one of its many
reports, (Deloitte, n.d.) portrayed it as a document that sets the company’s plans, shows how those plans
can be accomplished and demonstrates that the planned outcome matches its reader’s requirements and
expectations. It is presented as a report that is destined to someone, in the vast majority of times a
potential outside financier and it should gather the most important information of the company like,
current status and needs, future perspectives based on the project, main strengths, weaknesses and how
to overcome them. Hormozi, Sutton, Mcminn and Lucio (2002) stated that a business plan is an effective
tool used by companies to identify its goals and to put it on paper.

Researchers and entreprencurs have recently started a debate to discuss the benefits of business
plans in new established small companies. Opinions are divided but it seems like there are much more
advantages of planning than disadvantages, regardless the size of the company. As Brinckmann,
Grichnik and Kapsa (2010) outlined, business planning improves the performance of companies and
resources are used more effectively, with higher speed and flexibility. It can also enhance internal
operations, market analysis and be useful to make financial previsions (Hormozi et al., 2002). In the
other hand, some of the negative aspects of using business plans are the lack of strategic flexibility,
which occurs when a backup plan is not prepared and the difficulties that a company could face due to
unexpected internal or external events when those events are not previously considered (Vesper, 1993).
Although there is a large number of studies that suggest the effectiveness of using Business Plans in
companies, researchers are still trying to find empirical data that confirms this hypothesis. In any case,
according to Ferreras-Garcia, Hernandez-Lara and Serradell-Lopez (2019), what has already been
proved is that Business Plans are useful tools for students, as it helps them to develop their analytical

and research skills.



In what concerns to its structure, business plans do not have a specific format. However,
researchers agree that there are some critical topics that have to be covered when writing such
document. Suggested structures go from the simplest with only four sections, introduction, business
section, financial statements and appendix (Hormozi et al., 2002), to the most complex with description
of the business field, description of the management team, description of the market segment, marketing
plan, business system and organization, implementation and risk assessment and funding (Blenker,
Dreisler and Kjeldsen, 2006). Despite the divergences in researchers’ opinions, it is evident that a

business plan should explain and clarify the most critical issues related with marketing, finance and

operations.



3. Methodology

After all, the research question implied in this project is to determine the financial viability regarding
the implementation of a new, luxury and eco-friendly rural hotel in Guia, Albufeira.

To do so, the thoughts brought into this paper started in the description of tourism and rural
tourism, sustainability, rural tourist’s motivations and characteristics in the most generic way to draw
an initial outline of the industry, its related business and region’s principal characteristics. Additionally,
the main components required to write a rigorous business plan are also analysed to define the work’s
final structure and layout. Scientific articles, books, public institutions and similar sources (secondary
data) are often cited and examined to reinforce the author’s conclusions.

The following chapter to be scrutinized is the External and Business Environment Analysis.
The Market analysis includes the tourism overview worldwide, in the country, the expected trends for
the future, including the covid-19 pandemic, the characteristics of the Portuguese territory, the context,
the development and the importance of the industry in the country, the strategy of the government for
the future and finally the development and a quantitative analysis of the rural tourism in Portugal and
in Algarve. A PESTEL analysis finalises the external study by taking the real picture of the favourable
Political, Economic, Social, Technological, Environmental and Legal framework. Therefore, the micro-
environmental is scanned through the Porter’s 5 Forces Model which leads the author to consider the
industry’s rivalry degree of competitiveness as extremely intense.

The promotor of this management project (JCA) is presented in detail directly by the
McKinsey’s 7-S frame work in which every company’s feature namely, its defined business strategy,
structure and organization, systems and processes, shared values within the company, skills, leadership
style, staff’s capabilities and skills are highlighted to portray the position of JCA as an able institution
to initiate this new hotel from scratch.

A confrontation between the external and internal analysis to settle the project’s strengths,
weaknesses, opportunities and threats is also put into practice in order to achieve a final competitive
conceptualization of the risks and real chances of starting such a project.

Before the initiation of the operational chapters, the objectives of the present business plan are
defined to ensure that all the vital requisites are going to be covered. Analysing the business’ context,
designing the market and operational plan are the chosen core tasks, but identifying the gap in the
hospitality’s industry in the region to satisfy the consumer’s needs and wants, providing solutions to
fight back the high degree of Algarve’s seasonality, the difficulties in finding the adequate workers and
the sustainable issues are also strengthened by the author. Quantitively, the present plan aims to present
appropriate numbers to its readers from the investors point of view by defining an average price per
room of 350 € in the same period, surpass the amount of 2.2 million € in 4 years and attain minimum

annual occupancy rates of 50 % since the first year of activity.



Subsequently, the development strategy combines the company’s vision, values and mission
statement or in other words, clarify what the Orsa Rural Hotel is going to be, what it aims to be in the
future and the values in which the hotel is going to be build. More than that, it has likewise the purpose
to detail the adopted business strategy. Combined, the ideas refined in this stage, are the first layer of
the Orsa Rural Hotel’s general conceptualisation process.

Knowing who to reach and how to position the Orsa Rural Hotel’s in the guest’s minds is the
next step approached through Segmentation, Targeting and Positioning. A survey (see Annex C) in the
Google form’s platform was conducted with the purpose of collecting primary information about this
issue, identifying this audience and receiving helpful insights on the people’s perception towards a new
rural hotel in Albufeira. Nevertheless, the survey was not treated according to statistic’s strict requests
and provides nothing else than general and abstract conclusions about the theme. Furthermore, it is
important to mention that the survey was shared via online and respondents were reached mainly
through social media, namely Facebook. From the two weeks that it was available, 450 people provided
valid answers to 25 questions each regarding their travelling habits, thoughts and opinions towards
tourism and rural tourism. The survey was split in three sections, namely the respondent’s answers
regarding the way they travel, their perception towards Rural Tourism in general and a new Rural 5-
star Hotel in Albufeira and finally, personal information about the respondent.

Hereafter, the survey’s first question asked the questioned sample about their reason to travel
(Figure 3.1 — What is the main purpose of your stay?) and 387 (86%) of them picked leisure as the main
purpose for travelling. From these respondents, almost 70 % travels on average at least 2 times per year
(see Figure 3.2 — On Average, how many times do you travel per year?), nearly half of them informed
that their trips last on average from 6 to 15 days (see Figure 3.3 — On Average, what is the duration of
your trips?), travelling the majority of them with family or as a couple (see Figure 3.4- With whom do
you usually travel with?). Regarding the destination of their travels (see Figure 3.5 — To where do you
travel more often), and due to the lack of statistical rigor of the chosen sample, Portugal and Spain were
the most voted countries (together accounted with almost 500 answers) but other regions like France,
Germany, Italy or Switzerland registered significant results. Concerning the surveyed preferences
towards the type of destination they preferred, sun and beach was the most elected category with slightly
more than 52.2% of the answers (see Figure 3.6 — What type of destinations do you prefer?). The
inquired people also confessed that, without surprise, Online Travel Agencies were the most popular
booking channels with more than 55% of the votes (see Figure 3.7 — Where do you usually book your
stays?). Moreover, hotels were on the top of the respondents’ preferences as the preferred type of
accommodation to stay when travelling (more than 318 responses in this category — see Figure 3.8 —
When travelling, where do you usually stay with?). Moreover, respondents’ considered cleanliness,
location and price as the most crucial features to consider when choosing an accommodation
establishment (See Figure 3.9 — From the presented components, which are the most important features

when picking an accommodation establishment?) and more than two-thirds evaluated Rural Tourism at
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least as an 8§ on a scale from 0 to 10 (see Figure 3.10 — On a scale from 0 to 10, being 0-extremely low
and 10-extremely high, how interested are you in Rural Tourism establishments?), being 0 extremely
negative and 10 extremely positive (this scale was used several times throughout the survey). Hence,
when asked about the number of times they have already stayed in a Rural Hotel, 68% (see Figure -
3.11 — How many times have you stayed in a Rural Hotel?) confirmed that they have stayed at least
two-times in an hotel of this kind and almost 9 % of them stayed at least 6 times in an hotel in the
countryside. Furthermore, the respondents gave again a positive feedback about the possibility to stay
in an accommodation establishment of this kind in their next holidays (see Figure 3.12 — On a scale
from 0 to 10, being 0-extremely low and 10-extremely high, what are the chances that you pick a Rural
Hotel for your stay in your next holidays?) with more than 50% scoring at least an 8 on a scale from 0
to 10, being 0 extremely low and 10 extremely high. In the verified answers, Alentejo with 328 votes
(72.9% answers), followed by North with 214 (47.6% answers) and in third place Algarve with 145
(32.2% answers) were the Portuguese regions in which the respondents considered that a Rural Hotel
can be more attractive (see Figure 3.13 — If you consider only Portugal, in which region or regions do
you think that a Rural Hotel can be more attractive?). Subsequently, the components pointed by the
questioned sample as the most important when picking a Rural Hotel were the same as the ones
observed for any other accommodation establishment (cleanliness, location and price with more than
215 votes each) (See Figure 3.14 — From the presented components, which do you consider more
important when picking a Rural Tourism accommodation?). However, in this particular case other
features like the Hotel’s design and layout, facilities and available experiences appear to be relevant
from the consumers’ perspective.

In the second section, respondents valued positively, on a scale from 0 to 10 (being 0 extremely
negative and 10 extremely positive) the construction of a new Rural Hotel in Albufeira. In fact, 274 of
the respondents reviewed more than 7 in the survey (see Figure 3.15 — On a scale from 0 to 10, being
0-extremely negative and 10-extremely positive, how much do you value the construction of a new
Rural Hotel in Albufeira?) and the distribution of the answers regarding the impact of building this new
Rural 5-star Hotel (using the same previously cited scale) in the region was identical with 273 answers
in the three highest categories (see Figure 3.16 — On a scale from 0 to 10, being 0-extremely low and
10-extremely high, how do you classify the impact of new Rural 5-star Hotel in Albufeira?).
Nevertheless, the opinion of the inquired individuals towards the chance of staying in this particular
hotel on their next stay in Albufeira (considering the probability scale mentioned above) was divided
and not consensual (see Figure 3.17 — On a scale from 0 to 10, being 0-extremely low and 10-extremely
high, what are the chances of you picking this new Rural 5-star Hotel in Albufeira for your next stay in
the region?). Despite that, the most picked classes were the 9" and 10" which translated into words, can
mean than 124 (27.5%) of the respondents considers as very likely the possibility of staying in an hotel
of this kind in the near future. For them, wine and typical dishes tastes, alongside with hikes in the

nature and special romantic weekend offers for couples (combined, these categories accounted with
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almost 900 votes — see Figure 3.18 — What kind of services/experiences do you consider more important
in an accommodation establishment of this kind?) were seen as the most valuable services/experiences
to have in a Rural Hotel.

In order to determine the price to charge in the Orsa Rural Hotel, the respondents were
questioned about how much would they be willing to pay for a hotel in Albufeira with such
characteristics during low-season (from November to April) and high-season (from May to October).
Without surprises, the category less than 200 € per room per day (with breakfast included) was the most
elected in the first and second period of time. Yet, in the high-season, other price intervals were
considered, namely from 201 € to 250 € and 251€ to 300 € (again prices per day, per room with breakfast
included) with 23.1% and 15.1%, respectively (see Figures 3.19 — How much would you be willing to
pay for a room in a Rural 5-star Hotel in Albufeira during low-season (From November to April?) and
Figure 3.20 — How much would you be willing to pay for a room in a Rural 5-star Hotel in Albufeira
during high-season (From May to October?).

The last part of the survey had the objective of collecting personal information about the
respondents. As a result, the individuals were asked about their gender (60 % were female and 40%
male- see Figure 3.21 — Respondents’ gender), the most significant part of them with ages situated
between the 41 and the 60 years old (roughly two-thirds of the respondents — see Figure 3.22 —
Respondents’ age), obviously from Portugal (87.3%) of the inquired were Portuguese, though many
other nationalities like Brazilian or British were reached in a much smaller scale (see Figure 3.23-
Respondents’ Education Level), with nearly 50% (211 respondents) having at least an higher level of
education (Bachelor, Master, Post-Graduation or Ph.D. - see Figure 3.24 — Respondents’ education
level) and earning 40.2% (the most selected category) of them from 12 001 € to 24 000 € per year (see
Figure 3.25 — Respondents’ annual remuneration)

Thereafter, the brands Orsa Rural Hotel and its restaurant Orsa are described and their logos
created to match the project’s value proposal and image to transmit. A complete Marketing-Mix
approached is used as a tool to describe the Orsa Rural Hotel’s product and service, including
accommodation, restaurant’s service and all available experiences and services, the pricing strategy to
be adopted, including discounts and promotions and the place in which the hotel will be edified and the
distribution channels that will turn the hotel available to its guests. Additionally, it also converges the
promoting actions that will communicate the hotel and its offer, with the people needed to start the
operation, including the 34 employees to be hired, with the key processes of the hotel’s daily activity,
the physical evidence (facilities and buildings) and its respective costs and financial resources
recommended to initiate the project.

Previously to the business’ final evaluation and assessment based on provisional documents,
forecasts and the most relevant financial reports, the summary of the legal requirements need for the

project’s implementation is handled with special attention given the request and presentation of the
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project in the city hall, all mandatory documents and the company’s CAE’s changes in accordance with
the accommodation activity.

Finally, a precise conclusion is presented with all the research questions that were on the origin
of the business plan’s, in particular the hotel’s financial viability and tools to overpass its biggest

opportunities, risks and threats.
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4. External and Business Environment Analysis

The external analysis aims to analyse every aspect that surrounds the company that might influence in
some way the business’ viability or success. It has also the purpose to describe the industry in which

the company pretends to operate and to predict the near future.

4.1 Market Analysis

4.1.1 Tourism worldwide

This market analysis intents to firstly describe the characteristics of the travel and tourism industry
worldwide and secondly, to specify and expose with detail the position of the sector in Portugal and in
the region in which the business will work. The most relevant and updated data will be presented and
used to study the conditions of the region and compare it with the biggest competitors or similar
destinations. Due to the covid-19 pandemic, the statistical data that refers to 2020 will not be considered
since it could partially skew the real situation of tourism, but will be used to analyse the vulnerability
of the industry and to anticipate the moment in which the full recover from the global crisis caused by
the recent outbreak will occur.

The crescent preponderance of the industry on the global economy registered in 2019 a total
contribution for the global GDP of 10.3%, resulting in a grant total of 8.9 trillion US dollars and being
responsible for 10% of the new jobs that were created around the world (World Travel & Tourism
Council, n.d). This particular industry, was responsible for one out of ten monetary units of richness
produced in the world and adding to that, the number of international tourist arrivals worldwide reached
an impressive number of 1.5 billion in 2019, an increase of 4.0% when compared with the previous
year (World Tourism Organization, 2020). The impact of tourism in the economy is evident and the
Organization for Economic Cooperation and Development (2020) report stated it has an enormous
economic, social and cultural importance as it enhances perspectives for long-term, sustainable and
inclusive economic growth by creating jobs, increasing exports and by boosting industries that direct

or indirectly support the touristic operation.

4.1.2 Tourism trends

Social, economic, technological, political or environmental are some of the areas that can in some way
impact society’s life. In the particular industry of tourism, changes at those levels can also markedly
modify and readjust the sector whether in the consumers’ behaviour or the characteristics of the tourist
product’s provider.

On a macro-environmental analysis, Organization for Economic Cooperation and Development

(2018) identified four megatrends that will dictate the future of tourism: evolving visitor demand,
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sustainable tourism growth, enabling technologies and travel mobility. In the first, the organization
pointed out ageing population, the increase of the global middle class and the appearance of emerging
generations (Generations Z' and Millennials® will be relevant markets by 2040) as major factors.
Regarding the planet and sustainable tourism growth, climate change will be a hot topic. Reduce the
environmental footprint of travellers and make the transition to a low-carbon and resource efficient
economy will be ancillary concerns of the industry’s players. Enabling technologies and travel mobility
are the last two, the technological aspect refers to the development of technologies that will change the
way people travel through sharing economies platforms, to relevant discoveries in automation software
(real-time translation, virtual reality or blockchain technology for instance) which will make travel more
affordable and enjoyable to an important slice of the population at the same time that the search for
experiences in the nature will certainly become one of the tourists’ most popular choice. The second is
related to public decisions and state of governance that will seriously affect the mobility of international
tourists due to external forces such as pandemics, natural disasters or war conflicts.

It is also imperative to mention the covid-19 pandemic and the impact that this crisis is having
and will have in the future of tourism. Due to the current situation, literature has been deeply oriented
to this topic and authors like Ianioglo & Rissanen (2020) described the primary global trends for the
post-covid era such as the growth of domestic tourism, the thrive for wellness and recreation activities
(walking, beauty treatments, cycling, water sports activities or full body detox holiday for example),
increase in the search for safer, less crowded destinations and outdoor activities or changes in the

business travel.

4.2 Tourism in Portugal

4.2.1 Importance, context and development of tourism in the country

In Portugal, the tourism is the perfect example of what was previously said and according to Manuel
Caldeira Cabral, the former Portuguese minister of economy in the Estratégia Turismo 2027 (2017),
this industry is the engine of the country’s economy. As reported in the CST, Portugal registered in
2019 an internal touristic demand equivalent to 15.4% of the country’s total GDP which reflected an
increment of 7.6% when compared with the previous equal period (INE, 2020a).

Furthermore, when compared with other countries regarding aspects related with the travel and
tourism industry, it exhibits a solid performance in agreement with the Travel and Tourism
Competitiveness Index 2019 produced by the WEF (2019) which ranks Europe’s western country as

the 12" most competitive in the world and the 7™ in Europe, with a final score of 4.9 out of 7. Despite

! Generation Z is the group of people born in the late 1990’s and early 2010’s (Organization for Economic

Cooperation and Development, 2018).
2 Millennials is the group of people born in the early 1980’s to mid 1990’s (Organization for Economic
Cooperation and Development, 2018).
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the encouraging classification, Portugal is however placed after its neighbours Italy, Spain and France.
The referred indicator is composed by 4 major pillars, Enabling Environment, Travel & Tourism Policy
Enabling Conditions, Infrastructure and Natural & and the performance in these categories was overall
good (see Table 4.1- Portugal and southern Europe’s average score of T&T Competitiveness Index in

2019).

Table 4.1 - Portugal and southern Europe’s average score of T& T Competitiveness Index in 2019

Global Ranking Portugal Southern Europe Global Average
Average

Ranking 12 - -
Business Environment 4.7 4.4 4.5
Safety & Security 6.3 5.7 4.3

Enabling Environment Health & Hygiene 6.0 6.1 5.1
Human Resources & Labour Market 5.1 4.7 4.5
ICT Readiness 5.5 5.4 4.6
Prioritization of T&T 5.7 5.5 4.6

T&T Policy Enabling International Openness 4.2 4.0 3.3
Conditions Price Competitveness 5.1 5.0 5.3
Environmental Sustainability 4.2 4.4 4.3

Air Transport Infra-structure 4.7 4.4 3.1
Infrastructure Ground & Port Infrastructure 4.2 4.3 3.5
Tourist Service Infrastructure 6.7 6.0 4.0

Natural & Cultural Natural Resources 4.0 3.7 3.1
Resources Cultural Reserves & Business Travel 4.1 3.8 2.2

Source: (WEF, 2019)

The country under analysis registered higher values when compared with the global average in
the vast majority of the issues, excepting Price Competitiveness and Environmental Sustainability. The
first class considered subjects like ticket taxes and airport charges, hotel price index, purchasing power
parity and fuel price levels and the second topics such as sustainability of travel and tourism industry
development, threatened species, forest cover change, wastewater treatment, stringency of
environmental regulations or number of environmental treaty ratifications. Safety & Security, Health
& Hygiene and Tourist Service Infrastructure had the best outcomes with 6.3, 6.0 and 6.7. The attributes
used to assess the last components were homicide rate, index of terrorism incidence, reliability of police
services, use of basic sanitation, use of basic drinking water, hospital beds, hotel rooms, quality of
tourism infrastructure, presence of major car rental companies and automated teller machines per adult
population.

As a result, the country is considered as one of the world’s top touristic destinations with an
enormous number of distinct characteristics that puts Portugal amongst the best. However, there is space
for improvement, especially in the pricing strategy and the management of sustainable issues and both
should be carefully treated. The first reflects the competition present in every industry and in the

hospitality and tourism it is no different. Online Travel Agencies, metasearch and the internet gave
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customers the chance to compare prices in a detail and scale that was not seen before and this process
started a “war” between the industry’s players as they are always seeking to not lose its guests or
customers to its competitors. Secondly, environment and sustainability became hot topics in the political
discussion and the importance of assuring that every business respects the nature and does not
compromise the future of the human kind and other species is present in the majority of the most-
developed countries. Nevertheless, the last strategic report designed by Turismo de Portugal took these

aspects in consideration and defined a pack of measures and incentives towards 2027.

4.2.2 Characteristics of the territory

Portugal has in impressive presentation card that distinguishes it from others as it is lightened in the
(Turismo de Portugal, 2020b). With a population of almost 11 million people, its richness goes from
the climate to its geography. Well-known by its gastronomy, the quality of wine produced, the
hospitality and traditional kindness of Portuguese and the diversified touristic offer, it has also more
than 3000 sun hours per year and 850 km of wonderful beaches bathed by the Atlantic Ocean. The
country is located in Europe’s southwest extreme and it is composed by two groups of islands, Madeira
and Azores. More than that, it also gathers an enormous cultural and religious heritage, a qualified web

of accesses with airports, ports and roads, turning it into an unmissable and easy place to visit.

4.2.3 Tourism in numbers

According to INE (2020b), Portugal received, in 2019, 29.5 million guests in tourist accommodation
establishments, an increase of 7.4% when compared with 2018 and a total of 77.8 million overnight
stays which corresponded to a raise of 4.3% from the previous period. In this context, the Portuguese
market was responsible for 33.6% of the overnight stays, with 26.1 million and an annual growth rate
of 5.9% from 2018. In the other hand, the external market for 66.4% of the total share, with more than
51.7 million and a 3.5% rate gain in the same period (see Figure 4.1 - Percentage of overnight stays in
tourist accommodation establishments according to the tourists’ country of residence, Portugal and
Others, 2019). From all the countries, there are a few that provide the majority of international overnight
stays in Portugal such as United Kingdom, Germany, Spain, and France that stand out as the most
significant with 18.1%, 12.3%, 11.0% and 10.1% respectively, but other countries like USA, Brazil or
Ireland are increasing its preponderance in the Portuguese accommodation activities with double digits
growth rates in 2018 (see Figure 4.2 — Percentage of overnight stays in tourist accommodation
establishments according to tourists’ country of residence 2019). In what concerns to international
tourists’ preferences, Algarve was the predilect destination of citizens from Ireland (more than 80% of
the country’s total overnight stays stayed in Algarve), United Kingdom (65.4%) and Netherlands (56%).

Germany, Poland and Sweden residents split his options equally between Algarve and RA Madeira
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(almost two-thirds of the countries’ total overnight stays from its residents happened in the two regions)
and Denmark citizens choose RA Madeira in 42.7% of the cases. French, Belgian, Canadian and Swiss
decided for AM Lisboa (30.2%, 27.9%, 35.1%, 32.3% and 28.9%) and Algarve (29.0%, 33.0%, 32.3%
and 29.4%). The Chinese, Brazilian and American markets picked AM Lisboa as top destination in
68.0%, 53.8% and 52.9% of his trips respectively.

Regarding the accommodation types in which these guests stayed, hotels accounted with 65.0%
(17.6 million), followed in second place by local accommodations with 16.4% (4.6 million) and in third
by apart-hotels with 7.0% (1.9 million). Local accommodation and rural and lodging tourism showed
the biggest boost from 2018, with 16.4% and 11.8%, respectively (Figure 4.3 — Distribution in
percentage of guests per tourist accommodation type in Portugal, 2019) (PORDATA, 2020). The
distribution of overnight stays between tourist accommodation establishments followed the same
pattern and the vast majority corresponded to hotels, apart-hotels and local accommodation types
(Figure 4.4 - Percentage of overnight stays per accommodation type in Portugal, 2019).

Additionally, the number of tourist accommodation establishments® reached in 2019, a
maximum of 7155 (19.2% more than in 2018), representing a total capacity of 643 308 guests (27 000
greater than in the precedent period), an average stay of each guest of 2.64 nights (decreased 2.9%, -
1.5% corresponded to residents and -3.5% to foreigners), an occupancy rate* per bed of 47.3%
(suggesting no significant difference from the past year), a total revenue of 4.3 billion € and a RevPAR®
0f'49.4 €, 1.9% higher than 2018 (INE, 2020b). Also in the INE (2020b) report, it is presented general
conclusions of the Travel Survey of Residents that provides extra information concerning the residents
behaviour and impact in the country’s tourism sector. In fact, it is stated that 53% (an increase of 5 p.p.
from 2018) of the resident population in Portugal spent at least 1 night outside their place of residence
and on average, residents spent in domestic trips an average of 134.8€ per tourist/trip (more 10.94%
than in the previous year). Furthermore, residents also revealed that “Leisure, recreation or holidays”
was the principal reason for travelling, with 49.4% of the generated trips, yet this percentage includes
inbound and outbound destinations.

Moreover, Portugal is a country in which tourism seasonality and volume inequality within
regions is evident. In monthly terms, June, July, August and September are often responsible for a
considerable percentage of the total annual revenue in tourist accommodation establishments (see

Figure 4.5-Monthly revenue in tourist accommodation establishments in Portugal, 2019), but also

3 Tourist accommodation establishments gathers hotels, apart-hotels, tourist apartments, tourist villages, inns,
quintas da Madeira, rural and local tourism, local accommodation (with more than 10 beds), camping sites,
holiday camps and youth hostels (INE, 2020b).

4 “Occupancy rate is the ratio of rented or used space to the total amount of available space”
(Investopedia,2020-a).

5 “RevPAR is a metric used in the hospitality industry to measure hotel performance (...) is also calculated by
dividing a hotel's total room revenue by the total number of available rooms in the period being
measured”(Investopedia, 2020).
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within regions, the discrepancy among certain parts of the country and others respecting the tourist
activity is a fact and 75.4% of the total revenue obtained in tourist accommodation establishments in
2019 came from the regions Norte, AM Lisboa and Algarve, (see Table 4.2 —Total revenue in tourist
accommodation establishments per NUTS® II in Portugal, 2019). The evolution of the total revenue
from 2018 in these regions was positive in the vast majority of them and for instance Alentejo, RA
Acgores, Norte, AM Lisboa and Algarve registered a growth of 14.3%, 10.6%, 11.9%, 6.7% and 6.7%
respectively. However, RA Madeira observed a decrease of 4.9% (INE, 2020b).

On each region of Portugal, other crucial indicators of the hotel activity (excluding local
accommodation and rural and local tourism) activity were analysed by INE (2020b) such as RevPAR
and ADR’. The first experienced in 2019 its maximums in AM Lisboa, Algarve and Norte (82.0€, 56.9€
and 51.2€ respectively) and the regions that increased the most were Alentejo (+12.6%), RA Acores
(+7.6%) and Norte (+7.1%). ADR showed a similar path and the biggest values belonged to AM Lisboa
with 113.5€, Algarve with 96.5€ and Norte with 86.3€. Alentejo and Norte presented substantial gains
with 7.8% and 6% each.

4.2.3.1 Rural and lodging tourism

Rural and lodging tourism is alongside hotel activity which includes hotels, apart-hotels, tourist
villages, tourist apartments, inns, quintas da Madeira, local accommodation, camping sites and holiday
camps and youth hostels, the types of accommodation that characterize the tourism spectrum in
Portugal. However, due to the nature of this project, this topic will focus mainly in the rural and lodging
tourism category.

Hence, in agreement with Ministério da Economia, (2015), TER establishments can be defined
as the ones who have the purpose to provide, in rural spaces, lodging services to tourists by preserving,
restoring and valuing the architectonic, historical and natural heritage on the place or region where they
are located and by assuring its integration in the surrounding environment. In that evidence, it is also
clarified that TER establishments can be classified in three types, country houses, agritourism and rural
hotels. The first are described as buildings placed in rural village or space that by its materials of
construction, architecture or other characteristics respect the culture of the local. The second are
buildings based in agricultural holdings that allow its guests to closely follow or participate in the
farming works, in accordance with the stipulated rules and the third are presented as buildings, that can
be based in new grounds and built from scratch, that fulfil the requests of hotels or similar

establishments and the TER establishments assumptions exposed above. Also, the lodging tourism

8 NUTS is an acronym that stands for “Nomenclatura das Unidades Territoriais para Fins Estatisticos” and it
divides the Portuguese territory into sub-regions. Hence, NUTS II splits Portugal in 7 regions, namely Norte,
Centro, AM Lisboa, Alentejo, Algarve, RA dos Agores, RA da Madeira (PORDATA, 2013).

7 “The average daily rate (ADR) is a metric widely used in the hospitality industry to indicate the average
revenue earned for an occupied room on a given day” (Investopedia,2020-a).
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which is gathered with the rural types of accommodation for statistical analysis is defined as the
establishments of lodging tourism that belong to private owners and that wheatear for its architectonic,
historical or artistical value are able to represent a certain era, namely palaces or similar that can be
located in rural or urban areas.

Additionally, in the INE (2020b) report, it is stated that in 2019 this segment totalized 1687°
active establishments, 26 600 beds and 11992 rooms. Country houses accounted with 976
establishments (57.9%), agritourism with 277 (16.4%), lodging tourism with 247 (14.6%), rural hotels
with 93 (5.5%) and others with 94 (5.6%). In terms of the availability of beds, the numbers are identical,
country houses registered 12 981 (48.8%), agritourism 4 522 (17.0%), lodging tourism 3 724 (14.0%),
rural hotels (14.8%) and others 1330 (5.0%). Globally, this particular accommodation type verified
roughly a quarter of the tourist accommodation establishments which corresponded to just 6.0% of the
beds offered in the country. Norte, Centro and Alentejo were the regions with the highest offer of TER
establishments and beds with 38.0%, 23.7% and 21.0 % each in the first and 35.3%, 23.0% and 24.3%
each in the second. Furthermore, rural and lodging tourism establishments received in 2019
approximately 950 000 guests and 2 million overnight stays, an increase of 11.8% and 9.7% from the
previous year, respectively. From these overnight stays, the majority occurred in country houses, rural
hotels, agritourism and lodging tourism (44.5%, 23.3%, 16.1% and 12.1%) (Figure 4.6 — Percentage of
overnight stays in TER per type in Portugal, 2019) and resulted in an average stay in this segment of
2.07 nights (decrease of 1.8% from 2018). In addition, the average net occupancy rate reached 24.1%,
with the greatest values belonging to RA Madeira, AM Lisboa and Algarve (39.8%, 35.2% and 35.0%
respectively) and to rural hotels (33.5%) and consequently led to an average RevPAR of 25.8€ (more
4.0% than in 2018) and to its maximums in AM Lisboa and Algarve (48.6€ and 46.2€ respectively)
(Figure 4.7 - RevPAR per NUTS II in Portugal, 2019). Thus, the ADR in this segment hit 94.5 €, which
corresponded to a decrease of 2.5% and in a total revenue in TER establishments stayed in 118.7 million
€ (14.5% higher than the previous year).

In Algarve, Turismo de Portugal (n.d.a) identifies 50 TER establishments, 36 country houses,
8 agritourism and only 6 rural hotels which corroborates the hypothesis that this is still an
underdeveloped segment and there is space to invest and expand these type of tourism in the region.
The difficulty in registering new rural accommodation establishments could hamper this numbers and
a simple search in Booking.com reveals different numbers regarding TER establishments in the region.
Therefore, it is possible to identify several establishments that could compete with the Orsa Rural Hotel,
namely A.TL.TUDO Nature, Alamos Retreat — Wellness & Yoga Boutique Hotel, Casa do Vale da
Lama EcoHotel & Retreat Centre in a farm, Conversas de Alpendre, Eleven Boutique House and
Garden, Mercedes Country House, Monte do Alamo, Quinta Aida Cottages and B&B suites, Quinta de
Santa Margarida-Charm Country House, Quinta do Mel, Quinta do Mocho Turismo Rural, Quinta dos

8 Only rural and lodging tourism establishments with more than 10 beds.
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Tesouros, Quinta dos Vales Wine Estate, Quinta do Tempo Turismo Rural, Sdo Rafael Villas
Apartments & Guest House, Vila Monte Farm House and Vila Valverde Design & Country Hotel.
Detailed information about the referred accommodation establishments is presented in Tables 4.3 and

4.4 — Orsa Rural Hotel’s Competitive Set I and II.

4.2.4 National strategy for the future

As previously referred, the document presented in 2017 by (Turismo de Portugal, 2017) identified the
strategic vision of the organisation for the next 10 following years. The context, the assets and the
challenges that the industry faces and will face in the near future were deeply analysed.

Hence, the organisation acknowledged the favourable characteristics of the industry such as the
conditions of the territory, well-developed web of infrastructures, consistent growth in crucial tourist
indicators, increase of entrepreneurs and innovation in hospitality, international recognition of Portugal
due to the large number of awards assigned throughout several departments of the tourism activity or
the increment in air links. In the other hand, aspects to improve were also pointed out with special focus
to the bureaucracy of workers, quality of the labour force, incomes of the sector’s workers, seasonality,
sustainability and respect for the environment or inequality between regions.

Consequently, Turismo de Portugal aims to increase the touristic demand in the country in more
than 31 million overnight stays which corresponds to an annual average growth of 4.2%, reach a total
revenue of 26 billion € (7% annual growth), substantially invest in the education of the tourism industry
workers (double the number of people that concluded the secondary level of education in the sector),
reduce the seasonality index to historical minimums in 2027 (4 p.p. reduction from 2016), ensure that
over 90% of the resident population considers that tourism has a positive impact in the region and to
enhance and work in the energetic transition (extend the efficient use of energy, water and residuals to
at least 90% of the companies).

Following the importance that international tourists have in the Portuguese economy, Turismo de
Portugal marked the most relevant markets in which the country should invest its resources. Spain,
Germany, United Kingdom, France, Brazil, Netherlands, Ireland, Scandinavia were designated as the
most meaningful markets that have a tremendous preponderance in the tourist activity. USA, China and
India were seen as the markets with biggest potential due to its dimension. Italy, Belgium, Switzerland,
Austria, Poland, Russia and Canada appeared together in the group with the highest growth possibility
and finally, distant markets such as Japan, Australia, South Korea, Israel or the countries of the Arabic
Peninsula were presented as the ones in which the investment should be adapted to specific segments.

Although the discussed issues were only globally approached in this topic and despite not having
in consideration the crisis triggered by the covid-19 outbreak, it is evident that work is being done and
the tourism industry will continue to attract both investors and tourists and will maintain its success and

contribute for the progress and prosperity of Portugal.
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5. PESTEL Analysis

The PESTEL analysis provides valuable insights regarding the external context in which the Orsa Rural
Hotel will operate and identifies the changes that are likely to occur in the areas suggested by the

acronym:

5.1 Political

In terms of the political situation, the recent pandemic is putting the Portuguese Government under a
stressful and very difficult position. Due to that, instability is predictable to be seen in the future of the
country. More than that, the appearance and expansion of far-right movements in some countries of the
European Union, including Portugal (Publico, 2019) are other concerning signs that the future may not
be as bright as desired and could result in catastrophic outcomes for democracy, economy, tourism
industry and for the European project. The impact of Brexit in Portugal is also expected to arise and to
have consequences in the number of tourists coming from the United Kingdom, especially in the region
of Algarve.

Concerning the Portuguese taxation system, it is not predicted to change in the following years and
VAT, personal or company’s taxes will possibly not be reduced soon.

Additionally, the reinforcement of green legislation for environmental protection for the Portuguese
citizens and companies’ will inevitably happen in order to fight climate changes and to achieve the
goals of the Paris agreement. Another critical political aspect that has to highlighted is the country’s
significant degree of bureaucracy that could hamper the implementation and legalisation processes of

the hotel.

5.2 Economic

According to the IMF (2020) previsions, the economic effects originated by the Covid-19 pandemic
will certainly be worse than the previous 2009 financial crisis and it is not expected that global economy
reaches the pre-covid levels before 2025. Interest rates and inflation levels have recently reached
historical minimums and according to OECD, (2021a);(2021b), while inflation is forecasted to recover
to annual growth rates of nearly 1.0%, long-term interest rates are very likely to maintain the negative
tendency in the upcoming years. Portugal’s debt percentage in terms of GDP has increased again after
the one-year recover and is expected that this unfavourable trend will last at least until 2022 (European
Comission, n.d.). Employment rates will decrease, but will start to recover and show positive gains in
the next year (Banco de Portugal, 2020). Moreover, the IMF (2020) points out terrible indicators for
the tourism industry as nearly 40% of the accommodation and food services companies in the euro area
are expected to declare insolvency as a rebound effect of the current crisis.

Furthermore, Portugal presents two other indicators that reflect the poor position and performance

of the country when compared to others. According to OECD (2021-a), the average annual salary in
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Portugal only surpasses Slovak Republic and Hungary, being one of the lowest in Europe. Adding to
that, the labour productivity level of Portugal in 2018, was below the average of the European Union
and OECD countries, surpassing only countries such as Greece, Hungary, Latvia or Poland (OECD,
2020.-c). As a result, these issues are not awaited to experience substantial improvements forthcoming

since they require substantial and costly structural reforms.

5.3 Social

Regarding the social context, some episodes are likely to take place and some are currently happening
such as the ageing of the population that can directly impact the age of the tourism labour force supply
at the same time that these elder citizens may have much more time to travel, less concerns, more money
to spend, the possibility to travel more often and for longer periods and choose to go to quieter places
like rural hotels. Other events like the migration of the most talented youngsters, the growing
preponderance of teleworking and reduced work week (some developed countries are planning to
implement a 4-day work week) will be responsible for workers to have much more available time in
leisure and lastly, an increase in the number of citizens with higher education that will possibly look for
innovative and new experiences. It is also important to mention, the decrease in travelling barriers
between countries, the rise in the middle-class and upper-class purchase power, the rebound effect of
the covid-19 in which tourists will travel to compensate the time spent in lockdown and the growing
number of couples that decide not to have children. These facts could increment the number of tourists,
the number of trips and the money spent in the sector. Also, Online Travel Agencies are strengthening
its position as consumers’ preferred platform for booking their travels and trips as well as the search for
unique and differentiated products, services and experiences.

Finally, the pandemic forced the Portuguese to travel within the country and that trend might be

accentuated in the following years.

5.4 Technological

In the technological category, smartphones are now a crucial part of the human life, the crescent impact
of social media in fields like marketing, advertisement, human resources management or loyalty
programs, 5-G, IoT, Al, VR and the general transition for a digital world will certainly be responsible
for a revolution in the future of tourism. Adding to that, progresses in renewable energies and agriculture

sources will reshape the prospection of rural tourism establishments.

5..5 Environmental

Concerns towards environmental issues will tend to increase as extreme climate events like droughts,

floods or the rise of the sea level are projected to occur in the near future on a global scale, but also in
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the region in which the hotel will be placed, Algarve. More than that, these incidents will format the

way tourism and hospitality industries operate and work.

5.6 Legal

Legally, community funds provided by the European Union to combat the covid-19 crisis, invest in
sustainable practices, in the digital transition, innovation and in the fixation of people and business on
the countryside have strict rules to be applied, but are going to be used as tools to leverage economy
and the tourism activity. Thus, benefits for companies that explore rural and sustainable segments and

generate jobs will be enhanced and enlarged.

6. Porter’s five forces model

Michael Porter’s five forces model facilitates the micro-environmental analysis that any company
should proceed to identify the structure of the market in which it will penetrate. Diagnose and determine
the customers, suppliers, potential substitutes and barriers to entry are crucial aspects that should be
classified to understand the level of competitiveness of the market and the consequent degree of

profitability that the business will be able to reach.

6.1 The threat of substitutes

The threat of substitutes basically reflects the number of establishments that from the customers’
perspective can be picked instead of the Orsa Rural Hotel due to factors like the price, service quality
or location. Therefore, a greater threat of substitutes is a result of smaller switching costs and the
enormous number of products with identical characteristics.

In this particular case, there are different plausible ways to interpret and consider this scenario.
Firstly, the region of Algarve is abundant in what concerns to tourist accommodation establishments
and for that reason, it could be reasonable to affirm that the industry in discussion is very populated due
to the existing and the new accommodation establishments that are being built. However, other way to
view the situation is that there are not many rural tourist accommodation establishments that may be
designated as substitutes. In fact, in 2019, only 50 TER were registered in the Turismo de Portugal that
corresponded to less than 3.0% of the total establishments existent in the country (Turismo de Portugal,
n.d.-a). Adding to that, guests have also the possibility to choose to stay in other type of accommodation
like hotels or beach resorts, to pick other destinations outside Portugal or within the country, especially
the ones in which Rural Tourism has another recognition such as the regions of Alentejo or Douro,

without any specific switching costs.
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Nevertheless, the threat of substitutes in the hospitality industry is recognized to be high
considering the inexistent switching costs that customers have when deciding their accommodation

destination.

6.2 The threat of new entrants

The threat of new entrants can be measured by the difficulty to enter in the industry. Thus, barriers to
stop competitors from entering the industry may be related to legal issues, patents, access to distribution
or capital costs. Cut downs in constraints at this or similar levels might push up the number of new
entrants and lower the power and control of price and market share of the company (Paul Burns, 2011).

In the hospitality industry, the threat of new entrants can be deemed as moderate on count of the
significant investment and legal aspects required to set up a hotel from scratch. Nonetheless, the large
number of multinational companies or consistent hotel chains with will and capabilities to invade this
industry, the easiness of access to capital that other companies can get and the fact that tourism is the
most important activity in Algarve are aspects that go in the opposite way and increase the odds of new

entrants. As a result, it is reasonable to announce that the threat of new entrants is medium to high.

6.3 Bargaining power of customers

The bargaining power of customers is demonstrated by the information they may or may not have about
competitors and substitutes, the volume they purchase, the sum of the switching costs of changing to
similar products and the capacity they have to influence the product, the quantity and the price they
buy. If customers ally those features in their favour, their bargaining power increases and the position
of the company weakens.

Hence, in this sector the bargaining power of customers can be assumed to be as moderate to low.
Despite the advantages that metasearch has brought to consumers through the possibility of instantly
comparing prices and characteristics on a global scale might reinforce their negotiation power, other
aspects like the volume of purchase or the inexistence of switching costs contribute for their loss.
Customers and guests do not acquire large amounts of stays in tourist accommodation establishments,
at once at the same time that they can in any circumstance decide to go for a specific destination, hotel
or restaurant rather than others. One exception to last argument are the Travel Agencies that, in some
specific hotels, do negotiate and buy tourist products on a considerable scale which may increase their

bargaining power.

6.4 Bargaining power of suppliers

Identically to the previous topic, the bargaining power of suppliers depends on the same features and
considerations. Consequently, the bigger dimension of suppliers, the more differentiated product they

sell or provide, the larger the possibility to acquire its clients and the smaller number of competitors
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that provide comparable products, the greater negotiation power a supplier will reveal next to a
company.

In the hospitality industry, suppliers may be tourist companies that sell tourist or cultural
experiences, food and beverage or other distribution companies that sell those kinds of products or other
examples such as furniture, gas, electricity or water. In another extent, companies that can be
responsible for the maintenance and renovation of the space, electronics or other appliances and
outsourcing companies that can help in the recruitment and selection processes can ultimately be
gathered in this same category.

It is so valid to ratify that the bargaining power of such supplier may be interpreted as low to
moderate in the majority of the scenarios. Yet, in some situations, that negotiation power could be
increased under specific circumstances namely, unique electronic devices like an oven for the
restaurant’s kitchen that has the need to repaired by a high-paid specialist or in the case of outsourcing
companies if a certain employee that is sporadically hired plays an important role in the good

functioning of the hotel and the supplier uses that information on its favour.

6.5 Industry rivalry

As a result of the discussion of the previous topics and despite the fact that some of the indicators used
to assess the industry’s rivalry level were ranked as low or moderate, it is going to be considered as
extremely intense. That claim is based on the tremendous volume and size of companies that own
tourist accommodation establishments, in the industry’s growth rate and preponderance in the economy
(especially the numbers that were verified before the covid-19 outbreak and that are expected to get
back on track when the situation is completely fixed), in the extent of differentiation that tourist products
are now facing and the capacity that the industry’s players are being forced to acquire, to reinvent and
to create innovative and distinctive products. Adding to those facts, exit barriers are pronounced and
can be extremely expensive due to the investment that a business like these demands, principally if
starting a hotel from zero, for instance and also the industry’s attractiveness in terms of profitability and

revenue levels.
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7.Internal Analysis

José Antonio Catuna & Filhos Lda (JAC) is a 21-year-old solid family enterprise that owns and manages
a well-known beach restaurant in Albufeira, Os Salgados Restaurant and a construction company
responsible for building, selling and renting houses in the region. The Orsa Rural Hotel project resulted
from the firm’s will to diversify its portfolio, to fill a gap that exists in the market of high-quality rural
hotels in the region, grow in size and expand its revenue levels.

To determine the internal situation of the company and the business, Mckinsey’s 7-s framework
and financial ratios will be adopted to make a portray of the firm’s biggest strengths and weaknesses.

The 7-S framework designates the internal attributes of the company that characterize the
business itself, its strategy and organizational structure, the systems used within the operation, the
applied management style, the people who work there and the skills they have.

Regarding the first “S”, Strategy and in opposition with a relevant number of small to medium size-
enterprises that wait to see what the market has to give, JAC and its partners are perfectly aware of
where they are, where they want to go, how they want to get there and the challenges that the future
will bring. Continuing with the restaurant’s path of success, refresh its facilities and increase its quality
in terms of production capacity and service excellence is a major concern of JAC, alongside with
keeping up the industry’s most recent trends and the ecological and sustainable aspects of the business.
In the construction side, the goal is to maintain the investment in purchasing and recover properties to
trade or rent. Orsa Rural Hotel is projected to gather both perceptions, in terms of moving to a slightly
different sector which is hospitality and edifying a major hotel which will represent a great operation.
JCA seems to follow a marketing strategy of Differentiation according to the conceptualization of
Michael Porter (1985) about Marketing Generic Competitive Strategies since it pursues and offers a
unique and distinct kind of service and it is directed to a broad scope. The service is indeed customized
and targeted customers perceive it as high-quality and differentiated.

Concerning the organization’s structure, JAC is composed by two teams, one with 25 employees
that operates in the restaurant and that is supervised by 3 main partners, who are crucial for the activity
and the other that is oriented to the construction sub-division with 5 employees, 1 civil engineer and the
other principal partner. Partners equitably own the same percentage of the company’s shared capital
and they all have the same preponderance when deciding the firm’s future. Between them and the
operational workers, there are no intermediaries.

The third “S” refers to the systems used by JCA’s members on their daily activities and procedures.
Not many are relevant enough to be mentioned and are in fact still very traditional. Nonetheless, in the
restaurant arises the Wintouch software used as the invoicing system that also assists the managers on
their tasks like analysing the company’s revenues, expenses inventory breaks or identical duties.
Microsoft excel is a complement for them to assure that the firm maintains what it needs to stay in line

with its strategy.
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In terms of the leadership style and based on the Blake and Mouton (1964) managerial grid, it may
be considered as an integration style that the derive from the leaders’ higher concerns towards people
and results. According to them, this type of leadership is the most effective and its leaders are passionate
about what they do and show a high degree of commitment with the business. More than that, team
managers of this kind work hard to teach their employees the organization’s purpose and goal, to pass
that message at the same time that they are focused in the firm’s results and profitability and their
workers’ well-being and satisfaction.

JCA'’s staff is constituted by 31 employees. From these, 25 are affected to the restaurant activity
and 5 to the construction. The restaurant’s team gathers 5 cooks, 4 scullery maids, 6 bartenders, 10
waiters and 1 accountant that is responsible for orders and inventories, having the vast majority of them
a lack of qualified specializations which turns the operational process of the company a massive
challenge that requires a long period of training courses. In the construction department, the scenario is
nearly the same with 5 masons, however the firm’s civil engineer is the only exception of a highly
qualified worker. Due to the restaurant’s seasonality, the company is every year forced to recruit at least
5 employees during high-season, namely June, July and August. In this topic, it is also important to
mention the difficulty that JCA’s partners have to hire the adequate number of qualified employees.

Nevertheless, despite the low degree of qualifications, the company’s staff are considered by JCA’s
managers as skilful and capable. The strongest skills represented within the company’s members are
the customer orientation type of service and the operational effectiveness of their work. Organization,
communication and methodical thoughts are other crucial skills that contribute for the firm’s overall
prosperity, yet these aspects are not seen in part of the work force and should be improved soon. The
assessment of this skills is carefully and detailed made and result from the partners constant observation
of their employees’ tasks. There is also space for workers’ empowerment and autonomy given by JCA’s
managers to its employees to always perform and provide their customers with the best product and
service.

Despite the size and the familiar nature of the firm, it exhibits a strong identity and brand personality
that result from the company’s shared values. JAC seems to be guided by the ideas of providing a
service quality to anyone who requests its services and turning that leisure moment in a unique
experience at the same time that it has the intention to value the local culture and respect the
environment with sustainable practices. Value above mentioned are commonly shared between JCA’s
every employee and managers. They are the firm’s central spine and principal reason for success and
recognition.

Financially, JCA have been strengthening its economic performance in the recent years. Since 2016,
the company has shown a solid growth and has improved its results. In fact, the company’s revenue
from services rendered in 2019 1.6 million € which corresponded to an increase of 26% when compared
to the previous year and 58% more than what was verified in 2015. More than that, the company is

consistently recording positive net profit results and reached its maximum in 2018 with almost 280 000
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€ and gross profit margin’ percentages that overpassed 70% in 2018 and 2019. Furthermore, JCA’s also
denotes an excess of liquidity according to the firm’s current ratio'® that was equal to 3.45 in 2019 and

a strong ability to meet its long-term debt obligations with a debt ratio'' of 0.17 in the same period.

9 “Gross profit margin is the difference between sales or turnover and the costs of produce the goods sold. The
ratio should be as high as possible” (Paul Burns, 2011:305).

10 Current ratio measure the liquidity of a business. It measure the company’s ability to repay interest to bankers
that offer credit and i tis expected to be greater than 1, meaning that the firm’s current assents exceed its current
liabilities (Paul Burns, 2011).

11 “Debt ratio is a financial ratio that measures the extent of a company’s leverage (...) it is defined as the ratio
of total debt to total assets (...) a ratio below 1 translates to the fact that a greater portion of a company’s assets
is funded by equity” (Investopedia, 2020.-b)
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8. Competitive Analysis: SWOT External Analysis vs Internal Analysis

The combination of external and internal analysis results in interesting indicators of the company’s
strengths and weaknesses and the industry’s opportunities and threats. Hence, the SWOT analysis
results are the following:

Regarding this project and company’s strengths, the most critical aspects to be referred are the
firm’s solid financial position and its overall recognition and success. Adding to that, it also gathers a
20-year experience in the tourism industry, a work force that is familiarised with the hospitality activity,
a high-quality and well-known brand in the region which is the restaurant, a strategy oriented to
maximise its customers and guests’ satisfaction provide unique and superior experiences, the respect
for local culture and nature, a good location for the hotel and proximity with the most important accesses
and tourist attractions of Algarve. The presence of JCA’s managers in every task, in the everyday
operations, the possibility of providing a very customized service to its guests and the leadership model
adapted by them are other reasons that may reinforce and sustain the Orsa Rural Hotel progress.

However, there are also weaknesses worth to be mentioned such as the lack of experience in
managing, communicating and advertising a hotel, the substantial investment and risk that a project like
this involves and the difficulty in hiring qualified people could weaken the possibility of the Orsa Rural
Hotel’s success.

The external environment elements that go in favour of the project’s implementation are the
easiness and attractiveness to access credit from financial institutions, due to the negative interest long-
term rates, or from the government incentive programs to fund projects such as the Orsa Rural Hotel,
social changes like the ageing of the population, teleworking, the reduced work week, the raise in the
number of citizens with higher education levels, the increase in the middle and upper-class purchase
power and the number of couples that decide not have children may positively impact the rural tourism
segment and contribute for its viable growth. Other trends that could be considered as opportunities are
the technological innovations that may initiate a revolution in the tourism industry (e.g.: [oT, Al or VR),
the rebound compensation effect in which tourists will travel as much as they can in order to offset the
time spent in lockdown and the Portuguese preference to travel within the country instead of going
abroad.

The major threats to the Orsa Rural Hotel proposal are the economic and political instability caused
by the covid-19 pandemic, by the appearance of nationalist movements in the EU that will probably
trigger an increase in taxes, force part of the hospitality and tourism industry’s companies to declare
bankruptcy and lead to EU’s possible disintegration (e.g.: Brexit). Plus, the significant degree of
bureaucracy in Portugal may complicate the hotel’s legalisation and implementation processes and the
country’s lower productivity level could imply that the operation may not be as efficient as desired.
Other risks are the climate changes and the probability of droughts, floods or rise of the sea level in the

region, the growing preponderance of OTA’s in the consumer’s choice that is crushing hotel’s profit
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margin and the industry’s size and extremely intense rivalry. Hence, the price is a challenge and despite
some improvements in the most recent years, rural tourism is still connected with low budget trips but
Orsa Rural Hotel aims to be a game changer. However, getting into a market in which well-known
brands and hotel chains are present in every corner and not being part of one could be another negative
external factor since these kinds of major companies can generate demand just for its brands and have
a much stronger capacity of communicating and selling their products and even getting in the same
market if it turns out to be financially attractive. Finally, the consumer’s behaviour, needs and wants
are constantly varying and in the hospitality industry, it is not an exception. Innovating and keeping up

with the newest trends is nowadays mandatory for every business.
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9. Business plan’s objectives

This report has the purposes of presenting the Orsa Rural Hotel project, analysing the context in which
it is inserted, designing a marketing and an operational strategy and scrutinising the legal requirements
of the hotel’s implementation process to JCA’s shareholders. It also has the objective of financially
assessing its viability and predict the first five years of activity according to specific scenarios. Every
section is treated with the rigorousness required and proximity of reality in order to provide trustful and
authentic insights to its readers.

Furthermore, the extent of the plan’s objectives is divided into two categories, the qualitative and
the quantitative. Qualitatively, the proposal aims to critically identify a gap in this particular segment
of the hospitality industry and fulfil it with the adequate value proposition and experiences to its
potential guests as well as point out the best way to reach those guests and to create and maintain a
profitable relationship with them. The plan’s intentions are also directed to expose solutions and tools
to overcome the Orsa Rural Hotel’s biggest difficulties namely, the Algarve’s high degree of
seasonality, restrict supply of qualified workers and the aspects that concern the environment and the
business’ sustainable practices.

Regarding the quantitative goals, the plan’s targets are the following: achieve an investment
payback period inferior to 8 years, increase the average price per room to 350 € in less than 8 years,
reach an annual revenue 2.2 million € in services rendered in 5 years, experience minimum annual
occupancy rates of 50% in the first year and raise that percentage at least to 70% in a maximum period

of 8 years.
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10. Development Strategy

10.1 Company’s Vision, Values and Mission Statement

The company’s vision, mission and values are crucial for the business strategy and long-term success.
These aspects represent the spine of the firm and provides the major guidelines for its employees and

managers behaviour and its customers satisfaction and identification with the Orsa Rural Hotel.

10.1.1 Values

Orsa Rural Hotel believes that it should provide a serious and high-quality service to its guests and
customers, be responsible for their well-being and satisfaction, promoting the local economy and

implementing strategies that protect the environment and value their people’s roots.

10.1.2 Mission

Orsa Rural Hotel’s mission is to provide its guests and customers with unforgettable, unique and
relaxing experiences. To respect nature, to value the local products and to fairly contribute for the

development of the local community.

10.1.3 Vision

Regarding its vision, Orsa Rural Hotel aims to become a reference in the rural tourism, an example of
quality, excellence and ecologically sustainable hotel. To be the seen as an idyllic place in the Algarve’s

countryside to relax and to enjoy everything that the region best has to offer.

10.2 Business Strategy

In agreement with Paul Burns (2011), companies should always work to offer distinguishing features
to its customers in order to obtain a significant competitive advantage, increasing its business level and
success. To do so, the referred author claims that firm’s must be aware and capable of identifying four
key aspects of its strategy: knowing who its customers are, what benefits are they looking for when
picking its services, the reason to choose its services rather than its competitors and acknowledging its
principal strengths and understanding how to use them to build competitive advantage.

Therefore, the Orsa Rural Hotel will follow the same Differentiation Strategy that is the pillar
of JCA’s strategic vision. The business will be focused in providing a unique and distinct type of
accommodation and restaurant service to its targeted and well-defined segment. A rural hotel with a
magnificent restaurant, placed in the countryside of Guia, Albufeira, that allies its enormous concerns

towards providing a relaxing, personalised and high-quality service with eco-friendly sustainable
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practices that highlight what the southern Portuguese region better has, is conceptualized and expected
to start operating in 2024.

The competitive advantage of this business will rely on several aspects in which the Orsa Rural
Hotel will surely beat its competitors. Firstly, the hotel’s prime location in the heart of the Algarvian
field, the closeness to the sea and some of the most visited beaches, attractions, restaurants and
landscapes of the region. Afterward, its design’s quality, pleasant, relaxing and comfortable facilities
and experiences that will be an extension of the natural environment. Thirdly, the service’s high
standard and serious customization degree to match its guests and customers’ needs and wants.
Moreover, the plus that a fine restaurant in a rural hotel adds to the business and the experience that
JCA already has in maximizing a restaurant’s operational capacity and finally, the balance between the
provided service and the constant search for greener practices that will continuously reduce the impact
of the business in the surrounding environment.

Subsequently, all stages of the Orsa Rural Hotel’s strategy implementation process will be
presented in the next chapter including the business Marketing-Mix, Segmentation, Targeting and

Positioning as well as the evaluation of the financial resources and costs’ accounting.
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11.Definition of implementation policies (marketing, technology, organizational and financial
resources)

11.1 Segmentation, Targeting and Positioning — Survey

The carried survey (see Annex C) fulfilled a gap regarding the customers’ preferences and opinion
about this particular project and despite not being statistically treated, the available information
permitted a general portrait of the Orsa Rural Hotel’s potential guests and subsequently proceeding
with the market’s segmentation, targeting and positioning of the Hotel in the tourism industry.

The set of variables selected to segment this sample were age, education level, annual
remuneration, purpose of travelling, company when travelling and the trips’ duration (see Figures 3.21,
3.22, 3.23, 3.24 and 3.25— Annex C). The result of this analysis enhanced the audience targeted as
middle-age (from 41 to 60 years-old people), at least graduated from high-school, middle to upper-
economic status (annual salary that goes from 12 001 € to 40 000 €) that travel in leisure, in family or
as a couple and spend from on average 3 to 10 days away from their residence. More than that, the
survey’s respondents considered very likely to choose a rural hotel on their next trip, gave a relatively
good feedback regarding a project of these characteristics in the region and ranked the most important
experiences to have in that kind of hotels romantic packages for couples, hikes in the nature and wine
and typical dishes tastes. The combination of these aspects reinforced the future positioning of the Orsa
Rural Hotel as a high-standard, sophisticated, satisfying and relaxed hotel that is located in the
Algarve’s country side that highlights the region’s best attributes, praises nature and the environment

through the use of the most effective sustainable practices.

11.2 Brand — Orsa Rural Hotel

The Orsa Rural Hotel’s value proposal and image will be reflected in its logo. Service quality,
simplicity, comfort, design, quietness, respect for nature and for local culture are the pillars of the hotel
identity and will be an important tool for marketing purposes. However, the hotel will not stand alone
and the restaurant and the bar will be a supplement tool to provide its customers and guests an
extraordinary, enjoying and complete stay or time. The result of this process can be seen below in
Figures 11.1 — Orsa Rural Hotel’s potential logo and 11.2 Orsa Rural Hotel’s Restaurant and Bar’s

potential logo.
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Figure 11.1 - Orsa Rural Hotel's potential logo.
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Source: Author’s elaboration.

Figure 11.2 - Orsa Rural Hotel’s Restaurant and Bar potential logo.

Source: Author’s elaboration.

11.3 Marketing-Mix

11.3.1 Product/Service

The Orsa Rural Hotel is projected to provide an extraordinary accommodation and enjoyable stay in
the Algarve’s countryside to its guests, but it is not just that, it was thought and designed to honour
nature, to value local culture and to present them with a unique, authentic and relaxing experience. This
retreat will exclusively offer local-themed rooms that highlight the countryside simplicity in a BB
regime. A rich and tasty breakfast composed by a buffet and hot meals, which will include fresh fruit,
homemade jams and bread, croissants, pancakes, cereals, oats, natural juices, natural yoghurts, boiled,
scrambled and fried eggs, coffee, tea and typical light desserts. Furthermore, rooms and the hotel’s
physical areas will be designed in agreement with the local heritage and will be completely inserted in
the landscape in which the hotel will be placed. From the 12 conceived rooms, 10 will be standard

double-rooms and 2 master suites, which will lead to a hotel’s total capacity of 24 guests.
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As a complement to the accommodation facilities and service, it will also gather an elegant and
trendy restaurant with capacity for 60 guests that will be open every day from 12:30h to 16:00h and
from 19:00h to 23:00h, a cocktail and snack bar that will serve local typical light meals for the ones
who are in the mood for a smaller but not less tasty bite and refreshing beverages that will also be open
every day from 12:00h to 00:00h with capacity for 40 guests, a cosy and welcoming living room, a
small distillery, a biological garden a spa with 2 massage rooms and an exclusive heated swimming
pool. Both restaurant’s and bar’s menus will be carefully designed to praise the region’s most traditional
dishes and typical foods. Free-wi-fi, 24-hour room service, daily cleaning and laundry services will also
be part of the hotel’s offer.

In terms of the offered experiences, the Orsa Rural Hotel will provide the following activities
to its guests and customers: Jardim D’Orsa, Picnic D’Orsa, Orsa & Wine, Passion D Orsa, Pdo
D’Orso and Orsa & Chill (see Tables 11.1 and 11.2 — Orsa Rural Hotel’s experiences I and II). It is
also important to inform that this list of experiences will be constantly adapted according to the year’s

season, weather or expected demand.

11.3.2 Price

The hotel’s pricing strategy will value its proposal services in a not so well-defined region between
medium and exclusive and premium-prices the rural accommodation establishments (see below Figure
11.3 — Competitive Set: Orsa Rural Hotel’s pricing positioning based on average prices charged by its
major competitors).

Figure 11.3 - Competitive Set: Orsa Rural Hotel Pricing positioning based on average prices charged
by its major competitors.

€600
Vila Monte Farm House, € 550
€500
Conversas de Alpendre, € 440

€ 400 Orsa Rural Hotel, € 348

Quinta de Santa Margarida-Charm

i Country House, € 235 Vila Valverde Design & Country
Alamos Retreat - Wellness & Yoga Hotel, € 254
Boutique Hotel, € 182

€300 Eleven Boutique House and Garden, €

Mercedes Country House, € 158
€200
Quinta do Mel, € 120 Quinta dos Vales Wine Estate, € 123

Sao Rafael Villas, Apartments & Guest

Monte do Alamo, € 173 House, € 129
€ 100
Casa do Vale da Lama ECOHotel & Quinta do Tempo Turismo Rural, € 110
Retreat Centre in a farm, € 135 Quinta dos Tesouros, € 80
Quinta Aida Cottages and B&B suites,
€8

A.TLTUDO Nature, € 135 Quinta do Mocho Turismo Rural, € 83

€0

Source: Author’s elaboration.
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Prices will constantly be adjusted in comparison with its major competitors and by having in
consideration external factors such as seasonality or other events that could impact the demand for
accommodation establishments in the region. Regarding its accommodation, the Orsa Rural Hotel’s
rooms will be priced in values between 250 € in the low-season (January, February, March, April, May,
November and December) and 400 € in the high-season (June, July, August, September and October).
Values will also differ from week and weekend days, costing a room 30 € more in the weekend than in
the rest of the week days (see Figure 11.4 — Price strategy (price per day per room) of the Orsa Rural
Hotel).

It is also significant to mention that the outlined prices are indicative and they do not take into
consideration holidays like Christmas or New Year’s Eve that might be sold in special packages and
prices.

Additionally, experiences will be sold separately and will not be included in the
accommodation price. The price per person will be 45 € for Jardim D Orso, 40 € for Picnic D Orsa,
130 € for Orsa & Wine, 1200 € for the Passion D’ Orsa (for two people) and 15 € for Pdo D Orso. The
Orsa & Chill will include meditation and yoga classes at 40 €, home-made tea tastes at 10 €, massages
at 40 € for per hour, hikes at 10 € and bicycle rides at 40 €.

Regarding the restaurant and the bar, expected average prices to be charged to customers and
guests are 30 € and 10 €, respectively.

Naturally, the Orsa Rural Hotel will have a website and will sell directly to its guests. In these
scenarios, and depending on the hotel’s availability, packages with experiences (massages, yoga and
meditation classes, bicycle rides, Pdo D Orso and tea tastes) and a discount for future stays of 10% will

be offered.

11.3.3 Place

The Orsa Rural Hotel will be edified in Vale da Ursa, Guia in a rural area with 4,2 hectares (see Figure
11.5 Satelite view of the land), perfectly inserted in the country side but, just a few minutes away from
the region’s biggest tourist attractions and best restaurants. The construction area corresponds to 1360
square meters and an extension of 30% is expected to be authorized according to rural tourism’s legal
framework, resulting in a total of nearly 1800 square meters. The hotel will be placed 35 km away from
Faro airport, 8 km from the closest train station, nearby the highway that links the Algarve with Lisbon
and crosses Algarve from Vila Real de Santo Antonio and Sagres, 4 km from the nearest beach, Galé
and 10 km from the city of Albufeira and its major services.

In terms of the distribution channels, the accommodation services will be sold through Online
Travel Agencies, namely Booking.com, Expedia, Hotelbeds and TripAdvisor, directly in the hotel’s

website and to other Travel Agencies.
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11.3.4 Promotion

Promoting and communicating the hotel will be another aspect to be meticulously planned and
executed. At this point, The Orsa Rural Hotel branding process will play a massive role and will be
crucial for the business success and capacity to attract guests and customers.

The hotel’s website will be a key and will have photos of the hotel and general facilities,
description of the service, location, package of available experiences, the team, the company’s mission
statement, vision, values and guest’s reviews. Social media, namely, Facebook and Instagram will also
be strongly adopted to communicate, promote and sell the hotel as the perfect place for a unique and
relaxing stay in Algarve.

Adding to that, it is also projected advertising the hotel in the travel and tourism most
recognized magazines, OTA’s and GDS’s and in metasearch platforms. Therefore, Visit Algarve, Fugas
by Publico, Boa Cama Boa Mesa by Expresso, Booking.com, Expedia, Hotelbeds, TripAdvisor,
Amadeus, Saber, Galileo and banner advertisements in Google, Facebook and Instagram. Opinion
makers will likewise be explored to reach the aimed market segment, couples and small groups who
are seeking for a pleasant and relaxing holiday in the Algarvian country side.

Once registered through any reservation or wi-fi access, customers and guests will
automatically receive newsletters with special offers and summaries of what is being made in the Orsa

Rural Hotel.
11.3.5 People

The operation of this business will require a solid workforce of employees, including JCA’s managers.
Being a familiar company and pretending to open a relatively small hotel will allow some of its
members to be in charge of the management positions. Overall it is expected that the Orsa Rural Hotel
hires 34 employees permanently.

In what concerns to job’s descriptions, the General Manager will also be responsible for the
HR and Finance department, being in control with the most relevant tasks related with these sections
like recruiting and managing the labour force, controlling expenses and directing the hotel’s finances.
F&B Manager will be in charge for orienting the bar, kitchen and restaurant, to control the production
costs and to ensure the quality and safety of what is offered to the hotel’s guests and customers. Bar
manager will lead the team of 3 bar employee and will be on his shoulders the responsibility of creating
the cocktails and drinks’ menus. Executive chef will prepare the food’s menu, choose the best suppliers
with the stipulated budget, work together with the gardeners to understand the products to be used from
the hotel’s garden and command his/her team with the help of the sous chef and the cooks. Additionally,
the Head chef will prepare the services and coordinate his/her team of waiters to provide a service of
quality. Regarding the Front Office Manager, he/she will in charge of managing the Night Auditors and
Front Office. The Accommodation Manager will alongside with the maids, be responsible for the rooms

and common areas cleaning as well as to take care of the laundry and to verify single request is fulfilled
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to not compromise the well-being and satisfaction of customers and guests. Plus, the Marketing and
Sales Manager will administrate marketing actions, communicate and promote the hotel and its brand,
control sales, adjust the pricing strategy and sell the hotel’s products and services and develop new
experiences at the same time that coordinates Guest Relations on their tasks with the customers and
guests. The Reservations Manager will develop his/her work mainly through the SiteMinder platform
and the New Hotel software and will control and register the reservations in the system. Finally, the
Manager will direct the Maintenance workers and Gardeners/Farmers in repairing, maintaining and
preserving the complex facilities and the garden. All managers will be responsible for designing their
teams shifts and for preparing their holidays and day-off schedule. The company will resort to external
sources for the Accounting department and for security. The hotel’s organizational structure is shown

in the below in the Figure 11.6 - Orsa Rural Hotel's organizational structure.

Figure 11.6 - Orsa Rural Hotel's organizational structure.
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The key processes of the Orsa Rural Hotel will start in the moment of the reservation. If made in the

Logistics Manager (1)

11.3.6 Processes

hotel’s website, guests will receive a letter in the reservation’s email with detailed information about
the hotel, its location, best way to get there, nearby attractions and events that are likely to occur during
their stays. This will pass to guests the idea of a highly customised and attention to detail kind of service.
Everyone likes to feel that they are just not another one and in the Orsa, this will certainly make the

difference.
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The second step will happen in the check-in day and again, guests will be contacted by email
with a message saying it is the day when they will finally arrive in the Orsa, the weather for the
upcoming days and other relevant information about the hotel and the region. In the check-in (possible
after 16:00h), guests will personally be received by the hotel’s guest relations with a homemade tea and
a cake that will be followed by a guided visit towards the hotel’s facilities. Guests’ luggage will then
be carried to their rooms by one employee. Their room will be at the arrival time properly acclimatised
according to the local temperature and a bottle of sparkling wine will be available.

Breakfast will be served in one of the restaurant’s room with the garden view from 8:00h to
10:30h. Lunch and dinner will be served in the same place in the timetable previously referred and the
bar will work in the stipulated schedule. Professionalism, elegance, good-tasting, quality and the
customers and guests’ well-being and maximum satisfaction will be in the basis of the operation’s
processes.

Guest relations will be responsible for the vast majority of the available experiences, namely
Picnic D’Orsa, Passion D’Orsa and the homemade tea a sweets tastes, hikes and bicycle rides that are
part of the Orsa & Chill package. Depending on the activity, other activities will be carried in agreement
with the gardeners in case of the Jardim D’Orsa and with the chef or sous chef in case of the Orsa &
Wine. Yoga, meditation and swimming classes as well as the spa massages and the horse riding will all
be outsourced.

The check-out procedure will occur until 13:00h and guests will be provided with little
souvenirs, particularly jams and a bottle of Jodo Clara’s Late Harvest printed with the Orsa Rural Hotel
and a small card thanking them for their stay and wishing for a fast return. In the case of the guests need
to early leave the hotel, even before the breakfast opening time, they will still receive a breakfast to go
that will be formed by a bowl of fresh fruit and croissants natural juices and water. These products will

be packaged in recycled and reusable packs.

11.3.7 Physical Evidence

The Orsa Rural Hotel will be implanted in 1768 square meters area (see Figures 11.7 — Topographic
Survey and 11.8 — Interior’s Topographic Survey), depending on the previously stated authorisation of
the responsible public entities. Its physical evidences will gather the 12 previously stated rooms, a
restaurant with terrace, a cocktail and snack-bar, a fully-equipped kitchen with a storage room, a bakery,
a heated private swimming pool, a small distillery combined with a private room, a main living room
for the reception, a spa with two massage rooms, a biological garden with a composing unit for the
hotel’s residuals and a storage room, a room for the employees’ meals and a shower room, a laundry,
an engine room, an office for the hotel’s employees and a parking area. Technology, sustainability,

design and comfort will be guide lines to the hotel’s layout and chosen materials.

41



In what concerns to the adopted softwares, Cloudbeds will support the hotel’s operation,
Wintouch will be the used tool in the restaurant and bar as well and the hotel’s website and mobile app
will be developed and maintained by GuestCentric in agreement with Nonius Hospitality Technology.

Detailed information of the referred facilities and its respective FF&E and constructing costs is
presented next in Table 11.3 — Orsa Rural Hotel’s Investment Schedule and decoration examples of the
Orsa Rural Hotel’s final appearance are shown in Figures 11.9, 11.10, 11.11, 11.12, 11.13, 11.14, 11.15
— Sublime Comporta’s layout I, 11, 111, IV, V, VI and VIIL
Table 11.3 - Orsa Rural Hotel’s Investment Schedule

Area (Square Meters) Total Cost
Rooms 600 €807 100,0
Restaurant 318
Kitchen and storage room 68
Bar 60
Distillery 22 €850 900,0
Terrace 100
Bakery 20
Storage room 12
Rece})tion 88 €135 450,0
Toilets 20
Swimming Pool 150 €50 5000
Toilets 20
Spa 40 €68 250,0
Toilets 20
Laundry 25 €29 750,0
Locker rooms 60
Canteen 35 €170 100,0
Offices 50
Biological Garden 1000
Storage room 50 €59 550,0
Composing Unit 30
Park 200 €15 600,0
Land 42 500 €540 000,00
Other Costs
Legal Expenses Lawyers' cost €25 793,76
Total estimated cost from
Architecture Project the Architectecture Atelier - €40 000,00
Fragmentos
Total €2 792 993,8

Source: Author’s elaboration.

More than that, the hotel’s atmosphere will resort to a calming, comforting and enjoyable
environment with natural light, quiet music and a perfumed scenario and will be inspired by a Resort
placed in Comporta, named Sublime Comporta and the architecture project will potentially be led by

the Fragmentos Atelier.

11.4 Cost Accounting and Financial Resources

Regarding the project’s total cost accounting, it is forecasted a maximum total Capital Expenditure of

2 792 993.8 € (again see Table 11.3 — Orsa Rural Hotel’s Investment Schedule) to build the hotel and
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all the facilities needed, the rooms’ building is expected to cost 807 100€ (see Table 11.4- Rooms’
expected detailed forecasted costs), the restaurant and the kitchen roughly 850 900 € (see Table 11.5 —
Restaurant & Kitchen’s expected detailed forecasted costs), the reception module slightly more than
135 000 € (see Table 11.6 — Reception’s expected detailed forecasted costs), the swimming pool 50 500
€ (see Table 11.7 — Swimming pool area’s expected detailed forecasted costs), the Spa with the two
massage rooms 68 250 € (see Table 11.8 — Spa’s expected detailed forecasted costs), the laundry nearly
30 000 € (see Table 11.9 — Laundry’s expected detailed forecasted costs), the parking lot 15 600 € (see
Table 11.10 Parking lot’s expected detailed forecasted costs), the biological garden almost 60 000 €
(see Table 11.11 — Garden’s expected detailed forecasted costs) and the locker rooms, the canteen and
the offices for the hotel’s staff 170 100 € (see Table 11.12 — Locker rooms, canteen & offices’ expected
detailed forecasted costs) . Additionally, this amount includes as well legal expenses with lawyers
25 793.76 € (see Table 11.13 — Legal expenses), expenses with architecture 40 000 € and the investment
that JCA made to acquire the land, 540 000 €.

Nevertheless, the working capital to be taken in consideration gathers all the vital products,
external services or other kind of contracts that are mandatory for the hotel to start operating. This
amount ascends to less than 110 000 € (see Table 11.14 — Orsa Rural Hotel’s Working Capital) and
combines the staff’s salaries for the first operating month (see Table 11.15 — Orsa Rural Hotel’s Salaries
sheet), the utilities such as electricity, water and gas 2 500 €, housekeeping materials, staff’s uniforms
and other current assets 21 500 €, accounting fee of 850 €, 8 630 € for security, 225 € for GuestCentric,
200 € for Cloudbeds, 300 € for Wintouch and 435 € for Nonius Hospitality Technology.

To fund this investment, JCA will take advantage from the Linha de Apoio a Valorizagdo no
Algarve which is part of the Linha de Apoio da Qualificacdo da Oferta, ruled by Turismo de Portugal
jointly with some the Portuguese most important banks. According to the referred institution in the
website of Mercal Consulting Group (2020) (a consulting company in the industry of tourism that
operates in many countries, including Portugal), the funding structure will be splitin 75 % from Turismo
de Portugal and 25 % from the credit institution to be negotiated by JCA. The remnant amount will be
obtained directly from the financial institution. For this project’s financial evaluation, an average
interest annual effective rate, including all costs, namely interests, taxes, commissions and the
maintenance commission, required insurance fees and other related expenses related with the credit's
contract of 8.38% for private companies will be considered, based on Caixa Crédito Agricola Proposal
and will result in a total monthly expense of 200 997.45 € to be paid during 10 years. (see Table 11.16

— Orsa Rural Hotel’s Financial forecasted costs).
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12. Legal requirements for implementation

In order to fulfil all legal requirements for the Orsa Rural Hotel’s implementation, JCA will be obliged
to follow the Portuguese juridical regime for touristic establishments (RJET).

The project’s legal documentation including all the projects prepared by the architectures and
others, should be submitted in electronic format in Balcdo do Empreendedor through the ePortugal or
the Turismo de Portugal websites. The components to be uploaded derive in part from the architecture
project to go in accordance with the article 25.°- A do Decreto-Lei n. © 80/2017 from June 30™ 2017
(Ministério da Economia, 2017) that defines as mandatory the following steps: 1) previous information
request about the edification of a touristic establishment to the city hall works’ department together
with the legal documents certiddo permanente, certiddo da descri¢do or caderneta predial emitted by the
conservatoria do registo predial, the location plan on a scale of 1:1000 with the identification of the
geographic coordinates as well as the limits of the potential operation, topographic survey on a scale of
1:2000, the implementation plant (designed over the topographic survey), the descriptive memory
(including the total area of the project, description of the urbanistic work, the correspondent framework
of the planed territorial changes, justification of the technical options and urban integration in the
landscape), the definition of all the conditions for an adequate union with the external formal and
functional environment including public areas, infrastructures and existent equipment, the utilisation
program of the edification, the plan with the detailed information about green areas and other zones,
the synoptic board with the classification of all the works in the land’s area with the information the
project’s total area of implementation, construction of the buildings, the number of floors, its respective
height and other relevant info regarding the compliance of the respective legal norms and regulatory
directives, identification of the generic characteristics of the green and common use areas, specification
of the classification and category of the pretended touristic establishment with the correspondent
number and typology of the accommodation units and the establishment’s number of parking lots and
finally and all the extra drawn elements, on a scale of 1:1000 that are relevant to explain the pretended
intervention with particular focus to the buildings’ volumetric, alignment, height and foundation of the
construction. An example of the Licensing Sheet with all the required documents and detailed
information is shown in the Figures 11.16, 11.17 and 11.18 - Elementary instruments for the project’s
licensing process I, II and II1.

JCA will also have to add the CAE codes that correspond to the company’s new activity (CAE
55202 for Tourism in a Rural Area or CAE 55119 for Other Touristic Establishments with Restaurant)
in the SICAE platform.

After the conclusion of the works, JCA will have to submit in the city hall a request in order to
receive the approval and favourable opinion from the public entity about the establishment’s conditions
that must be proceeded by an inspection within the stipulated period of 10 workdays (Turismo de

Portugal, n.d-.a). Subsequently to communicating the decision to start operating and paying the
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correspondent tax, the Orsa Rural Hotel will then obtain a valid license and permission to receive the
first guests.

Regarding the project’s financial resources, The Turismo de Portugal funding line mentioned above
covers until 80 % of the eligible investment until a maximum of 1.5 million €, accepts a maximum
grace period of 4 years and requires 20 % investment on the company’s equity and demands the
approval of the architecture project in the city hall. Adding to these facts, it is also relevant to note that
for PME, which is the case of JCA, the funding structure will be split in 75 % from Turismo de Portugal
and 25 % from the credit institution. In opposition of the amount borrowed by the mentioned in last
place, interest will not be a component of the proportion financed by Turismo de Portugal. Nevertheless,
the credit line includes the possibility of the funding amount assigned by the government’s agency as
non-refundable if some objectives are attained, namely a certain Revenue Level, Gross Added Value
and ratio that correlates the two indicators according to the activity’s correspondent CAE should be
equal or greater than the ones in the year immediately before the start of the operation. More than that,
it also contemplates the creation of new jobs that should be, in the case of existing enterprises, at least
the same as the one in the pre-project year. The criteriums to consider the Orsa Rural Hotel an eligible
project for these terms are requalifying, expanding or repositioning touristic establishments that are
placed in low-density territories and add value to the region, with special attention given to
technological and sustainable practices. The application for these funding can be made through some
consulting companies, including the one previously quoted, Mercal that could be responsible to analyse
the project’s strategy, define a set of important objectives, identify the most adequate financial
instruments, develop an alternative business and investment plan as well as an evaluation of the
project’s economic viability, the submission of the application and technical assistance to the hotel’s

implementation.
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13. Financial Evaluation

The project’s financial evaluation is based on the predictions of the Balance Sheet, Income and Cash

Flow statements towards 2033. The information to support these demonstrations, calculations and

assumption taken into consideration are promptly exposed. Therefore, this chapter is composed firstly

by the sales forecast and sum of all direct costs, followed by the undistributed expenditures, suppliers

and external services presentation and detailed information. Finally, the remaining fixed costs and the

financial expenses are identified.

The Orsa Rural Hotel’s Sales and Costs Forecast for the first year of operation are presented

in Tables 13.1 — Orsa Rural Hotel’s Sales and Costs forecast and 13.2 — Orsa Rural Hotel’s direct costs

of the revenues.

Table 13.1 — Orsa Rural Hotel’s Sales and Costs Forecast

Assumptions Price  Total revenue Unitary cost Total Cost ~ Gross Margin
Average Price per day per room (2 guests) in BB regime €300
Average Price in Low season (February, March, April, November and €255
December)
Proportion of the low season in the total revenue 40%
Average price in High season (May, June, July, August, September and
€330
October)
Proportion of the high season in the total revenue 60%
Number of rooms 12
Number of days per year 365
Maximum of guests per year 8760
Average occupancy rate 50%
Accommodation €657 000 €23 49275 € 607725 €
Average price per customer €30
Number of customers per day 80
Restaurant €876 000 20% of revenue 175200 € 700 800 €
Average price per customer €10
Number of customers per day 40
Bar €146 000 20% of revenue €29 200 €116 800
F&B €1 022 000 204 400 € €817 600
Percentage of
Experiences guests that resort
to the experience
Jardim D'Orsa 3% €45 €11 826 €10 €2 628 €9 198
Pienic D'Orsa 3% €40 €10512 €30 €7884 €628
Orsa & Wine 3% €130 €34 164 €30 €7884
€26 280
Passion D'Ors
assion D'Orsa 0,5% €1200  €52560 €600 €26280
€26 280
Pdo D'Ors
o D'Orso 3% €15 €3 942 €4 €1051
€2 891
Orsa & Chill
Meditation and Y oga classes 3% €40 €10512 3 €6 044
€4 468
Home made Tea Tastes 3% €10 €628 @ €526
€2102
Massages in Spa 3% €40 €10512 €30 €7884
€2 628
Hikes 3% €10 €628 € €1314 )
€1314
; ides o,
Bycicle Rides 3% €40 €10512 €25 €6570
€3 942
Experiences €149 796 €68 065 €81731
Total €1 828 796 321740 € 1507 056 €

Source: Author’s elaboration.
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Hence, assuming an average price per day per room for two guests in the B&B regime of 300 €, a
number of 12 rooms, a maximum capacity of 8760 guests a year, an average occupancy rate of 50% in
Accommodation, an average price spent per customer of 30 € and 10 € per meal or visit, an average
number of customers per day equal to 80 and 40 regarding the restaurant and the bar, respectively. In
what concerns the experiences packages, an estimative of a percentage of 3% guests that will resort to
each available experience, excluding Passion D’ Orsa which accounted with 0.5%. These calculations
predict a total revenue 1 828 796 €, 657 000 € corresponding to Accommodation, 876 000 € to the
Restaurant, 146 000 € to the Bar and 149 796 € to the available experiences in the Hotel. Regarding
costs, Accommodation’s estimated cost per room per day for two guests reported a total of 23 €,
including breakfast 15 € (7.5 € per person), room’s amenities of 5 € and laundry’s expenses (for instance
water and electricity) of 2.5 €. Food & Beverage, the Restaurant and Bar’s total estimated cost was
based on a benchmark of 20% of the total revenue, leading in a total of 175 200 € and the experiences
valued in 10€ for the Jardim D Orsa, 30 € for the Picnic D’ Orsa, 30 € for the Orsa & Wine, 600 € for
the Passion D’Orsa, 4 € for the Pdo D Orso, 23 € for the meditation and yoga classes, 2€ for the home
made tea tastes, 30 € for the massages in the Spa, 5 € for the hikes in the nature and 25 € for the bycicle
rides.

Furthermore, the Undistributed expenses gather administrative costs (staff’s salaries), with a
total of 992 217.8 € as mentioned before, housekeeping materials and cleaning products in a total of
42 000 €, utilities (electricity, water and gas) which are expected to ascend to 30 000 € and an extra
amount for maintenance and other general repairs of 18 000 € resulting in a grant total 1 082 217.8 € in
Undistributed expenses. Suppliers and external services will join the monthly amount destined to the
accounting company (10 200 €), to the security fee (103 560 €) and to the Advertising, Marketing and
OTA’s commissions (80 482.5€). Other Fixed costs to be presented arise from the licenses to be paid
with a predicted cost of 42 025.5 € (including GuestCentric Cloudbeds, Wintouch, Nonius Hospitality
Techonology and PassMusica’s annual costs), insurance fees that will go around 4 500 € and an
additional reserve for replacement and renewals in the hotel to be considered as an expense. The
assumptions referent to all these costs are exhaustively characterised and descripted in the Table 13.3-
Orsa Rural Hotel’s other forecasted licenses and fixed costs.

As previously reinforced, JCA will fund from one of Turismo de Portugal credit lines to support
the small and medium size companies. Hence, from the total predicted capital expenditure mentioned
above of 2 792 993.76 € will be deducted the land’s amount of 540 000 € since it was already acquired
by JCA. From the remaining 2 252 993.76 €, 1 500 000 € will be attributed by Turismo de Portugal in
accordance with a supposed credit institution in the following way, 75 % (paying zero interest which
results in 1 125 000 €, and from these, an extra assumption that JCA will fulfil the requirements needed
to receive a relevant part as non-refundable (30%) will be considered, reducing that amount to 787 500
€ to be returned) and 25 % of 375 000 € plus the remnant amount of 752 993.76 € (both amounts

paying an assumed monthly based interest average rate of 1.75%). These calculations outcome is shown
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in table and JCA will have to repay the loan with a total of monthly fee of 16 749.79€, which results in
200 997.45 € per year and in a total of 2 009 974.52 € to be completely reimbursed during 10 years
(again see Table 11.16 - Orsa Rural Hotel’s Financial forecasted costs). Depreciation is another issue
of this section to be taken into consideration. Hence, according to the Ministério das Financas (2009),
first article, fixed assets may depreciate themselves during time and that same depreciation should be
deemed as a cost for accounting purposes. Therefore, just simplification of the calculations, other assets
than the building itself will not be depreciated and an initial fiscal value for the whole establishment
will be assumed of 2 500 000€ and will be depreciated in accordance with the stipulated depreciation
rate of 5 % a year correspondent to hotels and similar (the hotel is considered as one big asset), resulting
in an annual depreciation of 125 000 € for the first year, and 5 % less in the following years.

The JCA’s earnings will afterwards have to be taxed, according to the country’s taxation system
that charges a company’s income through a corporate tax (IRC) that taxes the first 25 000 € at a rate of
17 % and the remnant amount at a rate of 21%. More than that, a municipal state surtax forces the
companies with EBT with values comprehended between 1 500 000 € to and 7 500 000 € (the case of
the Orsa Rural Hotel) to deliver an additional 3% of their income with the state. The final result of this
computations is an expected negative net income of this project in the first year (129 682.59 €) and a
positive expected net income is believed to occur in the 3™ year of operation (2026) and in the upcoming
years as it is shown in Table 13.5 — Orsa Rural Hotel’s Income Profit & Loss Statement (2021 values).

Regarding the provisional balance sheet, it is detailed in Table 13.6 — Orsa Rural Hotel’s
Balance Sheet (2021 values) and displays in 2024 a total of 2 251 134.7 € in Assets, including Non-
Current and Current Assets, 136 575.92 € in Shareholder’s Equity (Retained Earnings, Equity’s Capital
and Reserves) and 3 251 134.7€ in Liabilities which is composed by Current, Long-Term and Other
Liabilities and Taxes Payable. The next years’ values are estimated by having in consideration the
inflation rate and the reduction in Long-Term Liabilities due to the Debt’s deduction.

In the other hand, The Free Cash Flow Statement (see Table 13.7 — Orsa Rural Hotel’s Cash
Flow Statement (2021 values)) assumes as starting point the last line of the Profit & Loss Statement
(Net income), adds depreciation and working capital (again see table - plus a 20 000 € security margin
to ensure that all current liabilities can be covered) and cuts the predicted capital expenditure amount.
The outcome of such estimations is a negative Free Cash Flow in the first four years of the project
(starting with the hotel’s construction in 2022 and assuming that it will open to guests and customers in
January 1* 2024). After that same year (2025), the Hotel is forecasted to register only positive cash
flows.

Moreover, the projects’ attractiveness is based on the NPV and IRR evaluation. While the first
stands for the difference between the present value of cash inflows and outflows that have be discounted
at a certain rate of return during a determined period of time, the second works has basically the opposite

or in other words, it calculates the rate at which the NPV is equal to zero or provides 0 € cash inflows.
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In an economically interesting investment project, both indicators should be greater than 0
(Investopedia, n.d.-c)(Investopedia, n.d.-d).

Hence, the NPV (based on all assumptions presented throughout the report and according to a
benchmark discount rate provided by Ricardo Amantes, Coporgest’s Sales Manager of 6.50% to assess
investments in hotels) obtained was 470 438.28 € and the correspondent IRR of 17.1%. According to
that same source, The Orsa Rural Hotel project reflects better financial indicators than other investment
projects developed by Coporgest that presents for instance IRRs below 10 %, however, it is evident that

the present business plan considers some optimistic assumptions.
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14. Conclusion

The main goal of this plan was to analyse the financial viability and to detail the implementation and
construction of a new, luxury, sustainable and rural 5-star hotel. More than that, it has also the purpose
of being presented to JCA’s shareholders as an investment proposal to consider.

Furthermore, a particular gap in the hospitality offer of hotels in this kind in the region of
Albufeira was identified and the potential and attractiveness of an establishment of this type was
acknowledged in the market-research and external analysis. Tourism is experiencing the rebound effect
of the Covid-19 outbreak and it is appearing to show the first signals of recover. The rural and
countryside trend is here to stay and alongside with luxury, sustainability and an innovative value
proposal, it may revolutionise the upcoming years for hospitality and tourism players. The Orsa Rural
Hotel is projected to be an idyllic, high-standard accommodation establishment for everyone who wants
to relax, appreciate and visit Algarve and aims provide their guests and customers unique experiences
and visits. Thus, seasonality’s consequences are expected to be severely reduced and hampered by the
project’s characteristics.

Nevertheless, it also relevant to mention the report’s limitations that derive from the lack of
statistical treatment of the conducted survey as well as the difficulties found by the author to provide
the most accurate information concerning the hotel’s cost accounting and implementation’s
requirements. Despite that, according to all assumptions described throughout the document, it is
plausible to consider the project as financially viable based on the positive NPV of 470 438.28 €, an
IRR of 17.1% and a Payback Period inferior to 8 years that is expected to be verified. Therefore, and
besides the inherent risk in every business and some of the bold assumptions made throughout the plan,

JCA should advance with the project.
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16. Annexes

Annex A — Figures

Figure 4.1 - Percentage of overnight stays in tourist accommodation establishments according to

international tourist's country of residence, Portugal and Others 2019.
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Figure 4.2 - Figure 4.2 - Percentage of overnight stays in tourist accommodation establishments
according to international tourist's country of residence, 2019.
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Figure 4.3 - Distribution in percentage of guests per tourist accommodation type in Portugal, 2019.
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Figure 4.4 - Percentage of overnight stays per accommodation type in Portugal, 2019.
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Figure 4.5 - Monthly revenue in tourist accommodation establishments in Portugal, 2019.
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Figure 4.6 - Percentage of overnight stays in TER per type in Portugal, 2019.
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Figure 4.7- RevPAR per NUTS Il in Portugal, 2019.
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Figure 11.4 - Price strategy (prices per day per room) of the Orsa Rural Hotel.
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Figure 11.5 - Satelite view of the land.

Source: (Google Maps, 2021).



Figure 11.7- Topographic Survey
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Figure 11.8 — Interior’s Topographic Survey.
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Figure 11.9 - Sublime Comporta's Layout I.

Source: (Sublime Comporta, 2021).

Figure 11.10 - Sublime Comporta's Layout II.

Source: (Sublime Comporta, 2021).



Figure 11.11 - Sublime Comporta's Layout III.

Source: (Sublime Comporta, 2021).



Figure 11.13 - Sublime Comporta's Layout V.

Source: (Sublime Comporta, 2021).

Figure 11.14 - Sublime Comporta's Layout VI.

Source: (Sublime Comporta, 2021).
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Figure 11.15 - Sublime Comporta's Layout VII.
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Figure 11.16 — Elementary instruments for the project’s licensing process I.

\.A ELEMENTOS INSTRUTORIOS | COMUNICAGAO PREVIA RURTE GG Esamal e (EEase Entradand
"i Edificagdo itk S
A’bufejmdym obra Término A R
Estrutura Pagina/s Verificagio
1 Requerimento [] 1
2 indice ] 2
3 Antecedentes Alvara de Loteamento n2 / ] 3
Licenga de ne /
Comunicagdo Prévia - processo n2 /
Informagdo Prévia - processo n? / ] 3a
Copia da notificagdo da cdmara municipal a comunicar a aprovagdo da informagdo Prévia [1 3a1
Declaragdo do técnico autor em como a operagdo urbanistica respeita os limites da Informagdo Prévia [ 3a2
Declaragdo do técnico autor em como a operagdo urbanistica respeita os limites da Informag&o Prévia [1 3a3
4 Titular Cépia do/s documento/s comprovativo/s de identidade [1 4a1
Certiddo do Registo Predial, emitida pela Conservatdria, com a descrigdo e com todas as inscrigdes em | | 4a.2
vigor, referente ao/s prédio/s abrangido/s
Ou Certiddo negativa do registo predial, acompanhada da caderneta predial onde constem os
correspondentes artigos matriciais
Ou Indicagdo do cddigo de acesso a CRP: :]
Representante Documentos comprovativos da qualidade de titular de qualquer direito que lhe confira a faculdade de [] 4b.1
(se aplicavel) realizagdo da operagdo ou da atribui¢do dos poderes necessarios para agir em sua representagdo ("
Copia/s do/s documento/s comprovativo/s de identidade do representante ] 4b.2
5 Coordenador do Termo de responsabilidade O 51
Projecto Comprovativo da contratagdo de seguro de responsabilidade civil (R O 52
Comprovativo de habilitagdo - Declaragdo da Ordem [0 53
6 Autor do Projecto de Termo de responsabilidade (] 6.1
Arquitectura Comprovativo da contratagdo de seguro de responsabilidade civil (5?9 O 6.2
Comprovativo de habilitagdo - Declaragdo da Ordem ] 6.3
7 indice ® [1 70
8 Mem6ria descritiva Area objecto do pedido O 8
Caracterizagdo da operagdo urbanistica
Enquadramento da pretensdo nos planos territoriais aplicaveis
Justificagdo das opgdes técnicas e da integragdo urbana e paisagistica da operagdo
Indicagdo das condicionantes para um adequado relacionamento formal e funcional com a envolvente (via publica, infra-
estruturas, equipamentos existentes, etc.)
Programa de utilizagdo das edificagdes, incluindo as areas a afectar aos diversos usos
Areas destinadas a:infra-estruturas, equipamentos, espagos verdes e outros espagos de ut. coletiva
Quadro sindptico identificando: a superficie total do terreno; as areas de implantagdo e de construgdo total e do edificio;
0 n.2 de pisos; a altura da fachada; as dreas a afectar aos diferentes usos; as areas de cedéncia; outros (P)

9 FT de Arquitectura Modelo préprio [ 10
10 Pareceres, TP,I.P. Turismo de Portugal, I.P. Emitidoa / / D 10a
Autorizagdes ou CCDR Comissdo de Coordenagdo e Desenvolvimento Regional do Algarve Emitidoa / / D
Aprovagdes das ER-RAN Entidade Regional da Reserva Agricola Emitidoa / / O
Entidades Externas (€ T APAARH Agéncia Portuguesa do Ambiente, |. P /Administragdo da Regido Hidrografica do Emitidoa / / D

Algarve
ARS Autoridade de Saude — Delegado Concelhio de Saude Emitidoa / / D
ASVC Autoridade Sanitéria Veterinaria Concelhia Emitidoa / / D
ANPC Autoridade Nacional de Protecg&o Civil Emitidoa / / D
Outra/s l:l O
Ou Comprovativo da solicitagdo do parecer junto a/s entidade/s acima indicada/s O
Parecerdes antecedentes Ou Parecer vdlido e favordvel face a pretensdo, integra o processo n2 . Emitidoa / / [0 10b
11  Custo Estimativa do custo total da obra O 11
12 Prazo de execugdo Calendarizagdo da execugdo da obra | 12
13*  Ficha de Seguranga Ficha de seguranga contra incéndios O 13
Contra Incéndios em * (a apresentagdo desta ficha nos termos do n22 do artigo172 do DL n.2 220/2008 de 12/11, na redacgdo em vigor,
Edificios (SCIE) dispensa a apresentacdo do projecto de seguranga contra incéndios no campo n2 21)

(T) sempre que tal comprovagdo ndo resulte directamente dos documentos acima mencionados

(SRC) A exigéncia do seguro de responsabilidade civil aos técnicos esta dependente da aprovagdo da portaria conjunta dos membros do Governo

(P) Todas as areas e parametros necessarios para demonstrar, em fun¢do da operagdo urbanistica, o cumprimento de normas legais e regulamentares aplicaveis
(E) Entidades cuja consulta é obrigatéria nos termos da lei, na presente formalizagdo processual

Funcionario responsavel pela verificagdo
Coordenador de projecto (1)

Pag. 1/3

Source: (Camara Municipal de Albufeira, n.d.)
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Figure 11.17 - Elementary instruments for the project’s licensing process I1.

ELEMENTOS INSTRUTORIOS | COMUNICACAO PREVIA

Edificagdo i
Estrutura _Pigma/s  Elementos
14 Contexto Fotografias do imdvel e envalvente (em caso de ugdo, alterac pliacio) ou rep ¢do 3D a
(construcdo nova) ™
15 Localizagioe " Extracto da planta de enquadramento 3 escala de 1:25 000 B =1
enguadramento " Extracto da planta de Localizagio 4 escala de 1: 1:2 000 O 52
Planta de localizagBo, 3 escala de 1:1 000, fornecida pela CM com delimitaglo da drea do /s prédio/s O 53
ou » Planta de localizagdo, indicando as coordenadas geogréficas dos limites da drea, no sistema de coordenadas
geogréficas utilizado pelo municipio
" Extracto da Planta de Ordenamento do PDM ou Planta de Zonamento do PP 3 escala de 1:25.000 0O sa
ou » Planta de sintese do Alvara de Loteamento
Extracto da Planta de Condicionantes do PDM / PP & escala de 1:25.000 a s
16 Levantamento Levantamento topogrifico, 3 escala de 1:200, cotado, identificando: (1) o prédio; (2) a respactiva dres; (3)oespage [ 16
Topogréfico _ piblico envolvente *
Declara que nio hd Ilpr a alteragSo da topografia ou da implantago das construgdes ™
17 Implantagio F Planta de Impk sobre k topegrifico da situaglo existente, ligado & RGN em pedo menos 2 O 1
pontos, pelas cnmdamdn de referéncia (Sistema Hyford-Gauss, Datum Lisboa), contendo: [1)os limites do prédio
objeto da definido em legenda; (2] o estado e uso atual do terreno ¢ de uma fala emvolvente
wm d o i lisgdo da i o da 380 na drea em que se insere; [3) representacio das infraestruturas
locais e gerais existentes; [d)os elementos ou valores naturais e serviddes e de
publica (RAN, REN, etc |, se aplichvel;[S] os tragados vidrios, bl L] o da edificacio e rupﬂfmalnhm;,
cotados 3 extremas e eixos cdas vias, bem como as Sress imp b  respi t [7] quadro
a drea total do prédio, de implantagio, de ¢do e de imps
Planta de alteracio da via pdblica ou dedara que nio hd lugar a altera;io da via pablica ™ gm
18 Projecto de I*IPlantas dos Piso -1 Escala de 1:50 ou 1:100 o 81
Arquitectura ::o_s abaixo da cota de Piso -2 Escala de 1:50 ou 1:100
eira
" Plantas do Piso 1 (nivel 0) Escala de 1:50 ou 1:100 0 12
Piso de acesso e Piso 2 (nivel 1) Escala de 1:50 ou 1:100
Pisos superiores Piso 3 (nivel 2) Escala de 1:50 ou 1:100
Piso 4 (nivel 3) Escala de 1:50 ou 1:100
Cobertura Escala de 1:50 ocu 1:100 s BLE]
!“icortes Corte | Escala de 1:50 ou 1:100 Q 184
Longitudinais Corte Escala de 1:50 ou 1:100
'“icortes Corte | Escala de 1:50 ou 1:100 0o 185
Transversais Corte Escala de 1:50 ou 1:100
Algados Algado _— Escala de 1:50 ou 1:100 o 184
Algado Escala de 1:50 ou 1:100
Algado Escala de 1:50 ou 1:100 0 s
Alcado| | Escala de 1:50 ou 1:100
Pormenares/ Solugio  Para as paredes exteriores e sua articulagSo com a cobertura 0O 15
construtiva adoptada Para as paredes exteriores e sua articulagSo com os vios de iluminagio
Para as paredes exteriores e sua articulagdo com v3o/s de acesso
Para as paredes exteriores e sua articulagSo com o pavi i B
Outros a
19 Propriedade Planta de Impk ¢do com a Totakidade do Prédio e demarcacio do seu limite & partes *® = IETH
Harizontal Plantas de todos os pavi com d 3o das fracges e partes & com quadro de dreas especificando O 192
a drea bruta, drea Gtil, drea dependente B
Discriminagdo das partes do edifico corr d as virias fracgBes e partes valor relativo de cada U_ 190,
fracgdo, expressa em p gem ou permilagem, do valor total do prédio
20 Plano de Plano de acessibilidades que apresente a rede de espagos e equip it 0 201
acessibilidades™ Termo de responsabilidade do seu autor que ateste que a ¢do da 30 se conf com o DL n? 163/2006 LI 20.2
de B/B, na redacgio em vigor
_ Comprovative de habilitagio para elaberagdo do proj - Declarag3o da Ordem profissional Q 203
Outros o
Elementos [w [ 7]
Apresentados -
| t
Elementos nio Nimero  Fundsmentagdo
apresentados

[R] Nos termos do ROUMA/ Manual de procedmentos | (M) Se corstar mencdo em Memdra Descrithea, Indicar n? c pigina (coluna 3 esq) | |EP) Indicando vias, passelos, estacionamentos, drvores e
nfra-estreturas ou Instalagles 3l localzadas, Inchiingo postes, tampas, snalizagdo & mobildrio whano | (P) - Plantas: expiicitando em todos 0s compartimentos: (1) Dimensbes; (2] Areas; {3) Ut zaples;

18] Mobilidrio fisg; |S) Equipamento sanitio | (C) -

estackonamento | (PA} Desde que Inchia tipologas do art 2.7 do DL n® 163/2006 de 8/8, na recbogio em vigor

Coordenador de projecto ™

Cortes Abrangesdo: o terreno; Indicansdo o perlil existente; o perfil proposte; as cotis dos diversos piscs; a cola de soleira; a cota dos acesscs a0

Fundonirio responsdvel pela verificacio

Source: (Camara Municipal de Albufeira, n.d.)
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Figure 11.18 - Elementary instruments for the project’s licensing process II1.

ELEMENTOS INSTRUTORIOS | COMUNICAGAO PREVIA
Edificagdo

_pigina/s  Elementos
Terma de responsabifdade do técnico autor do projecto
Compravativo da contratagio de seguro de responsabilidade ovil do técnico autor do projecto 44
Compravativo de habiktagso

Projecto de Estabilidade gue indua o projecta de cioe ¢do perifé
Termo de responsabilidade do técmico autor do projecto
Comprovativo da ¢30 de seguro de resp bilidade civl do técnico autor do projecta 545

Comprovativo de habilitagdo - Declaragdo da Ordem
Ou Fund, %o da ndo apresentacdo do projy

23 Almentagio e Projecto de abmentag3o e distribuiglo de energia eléctrica
distribuk o de Energia Termo de responsabilidade do téonico autor do projecto
Eléctrica Comprovativo da 30 de seguro de responsabdidade civil do técnico autor do projecta 53¢
Comprovativo de habilitagdo - Declaragdo da Ordem
Ou Fund, 5o da ndo apresentacdo do projecto: ﬂ 250
24 Instalagho de Gas Projecto de instalagdo de gis g
Termo de responsabilidade do técnico autor do projecto o a2
Comprovativo da ¢30 de seguro de resp bilidade ciwl do técnico autor do projecta %! o 2453
Comprovativo de habilitagdo - Declaragdo da Ordem O 22
Ou Fund, <30 da ndo apresentagio do proj O s
25  Redes predias de dguas e Projecto de distribuicso de Redes prediais de aguas e esgotos O 2.1
esgotos Termo de responsabilidade do téenio autor do projecto O s2
Comprovativo da contratagdo de seguro de responsabiidade ciwl do técnico autor do projecto ™% o 253
Comprovativo de habilitagdo - Declaragdo da Ordem O s
Ou Fund cio da ndo apresentagdo do projecto: [» Y
26 Aguas phuviais Projecto de distribuicBo de dguas phiiais O =1
Termo de responsabilidade do técnico autor do projecto O 262

Comprovativo da contratagso de seguro de responsabilidade civil do téenico autor do projecto = 263
Comprovativo de hnbil@o Dedlaragdo da Ordem 264
Ou Fund c30 para n3o ap! 30 do projecto: 260
27 Arranjos exteriores Projecto de Ui ( do exista b d nao do) 271

Termo de responsabilidade do téonico autor do prqe:m

Comprovativo da contratagio de seguro de responsabilidade civil do téenico autor do projecto®*d 273
Comprmthlo de habditagio 274
. <30 ndo ap 3o dop 21b
28 Infra-estruturas de mnao de distribuico ue erewutwos de ldxomunkw)es .
k icag B Termo de responsabilidade do técnico autor do projecta 28.2

Comprovativo da contratagso de seguro de responsabilidade civil do téenico autor do projecto™c 283

Comprovativo de habditagdo - Dedaragdo da Ordem 284

Ou Fund: ;30 para n¥o ap ¢30 do projecto: _28b

29 Comportamento Estudo de compartamento (ém\-co @ elementos previstos na Port, nmmm de 2/12 {recacgio em vigor),com: .1
térmico [1) Projecto de compor com as solugd das, nos termas do Reg. de a2

Desempenho Energético dos Edificios de Habitagio
{2 #icha resumo caractenzadora do edifico e da intervengdo preconizada
(3] Pré-certificado do SCE, emitido por perito qualificado no mbito do Sist, Certificacio Energética dos Edificios

0o oobopoooooooooo
&

Termo de responsabilidade do téonico autor do projecta u 8! 5
Comprovativo da contratagso de seguro de responsabilidade civil do téenico autor do projecto 5% u N6
Ou Fund, c30 para n3o ap o 2
30 Instalaghes Projecto de instalagies slectrnacinicas O w1
electromecinicas Termao de responsabifdade do técnico autor do projecto O =m2
Compraovative da contratagio de segurc de responsabilidade ovil do técnico autor do projecto/ ™S O wes
Comp de habifagso - Declaragio da Ordem O e
Ou Fund, cd0 técnica para ndo ¢30 do proj o sob
31 Condicionamento Projecto de Condicionamento Acstico 0 :ax
acistico Termao de responsabiidade do técnico autor do projecto O =a2
Compravative da contratagio de seguro de responsabilidade cwil do téenico autor do projectd ™™ 0 a3
Compravativo de habikagso O z:as
Ou Fund 50 técnica para ndo %0 do p O s
32 Empresa construtora Numero: do nlwé/de rq'soemltuopdolna L P/ou oeouuo tituko habilitante emitido pelo InC1L 1, P e que U 321
confira habiltagh a ewvaler da cbra -
Apiice de seguro w0 8 reparagdo dos danos de acidentes de trabalho 57 a 322
Apdlice de seguro de construgio, quando far legalmente exigivel * O a2
33 Director de obra Termo de responsabifidade do director de obra que nko poderd acurmadar a fungio de drector de fiscalioacdo de obrs 33
Compravativo da contratagio de segurc de respansabilidade ovil do técnico autor do projecto %41
Compravativo de habikagso _
34 Director de Fiscalizagdo Termo de responsabifidade de director de fiscalizagio de obra que nio poderd scumular o fungho de director deobv 1 341
de obra Comprovative da contratagio de seguro de responsabilidade ovil do técnico autor do projecto a 342
Comp de habiktagso O a3
35 pss Plano de seguranga & satde o
36 Livro de obra, com mencdo de termo de abertura ﬂ 3
[SRC) A exigincis do seguro de resp, civil 308 téonicos, estd dependente das aprovopdo do porterio conjunts dos membras do Governo | (ST) nos termas d Lei n® 98/2009 de 04/09
Folhas Coorderador de projecto Funciondeio responsivel pela verificagio
entregues
Requerente 1 Elementos em falta
Piag. 313

Source: (Camara Municipal de Albufeira, n.d.)



Annex B — Tables

Table 4.2 - Total revenue in tourist accommodation establishments per NUTS II in Portugal, 2019.

407 457 000,00 9,5%
4295 814 000,00 100%

Source: Based on (INE, 2020).

RA Madeira
Total

Total %
Norte €  642935000,00 15,0%
Centro € 355415 000,00 8,3%
AM Lisboa | € 1372192 000,00 31,9%
Alentejo € 174954 000,00 4,1%
Algarve € 1225745 000,00 28,5%
RA Agores € 117 116 000,00 2,7%
€
€




Table 4.3 — Orsa Rural Hotel’s Competitive Set 1.

Alamos Retreat -

Casa do Vale da Lama

A.TL.TUDO Nature Wellness & Yoga EcoHotel & Retreat Conversas de Alpendre Eleven Boutique House and Mercedes Country Monte do Alamo Quinta Aida Qw:uma
. . Garden House and B&B suites
Boutique Hotel Centre in a farm
Price per day in Low
season (February,
March, April, from 120€ for two from 142 € for one from 110 € for two | 0 230 € 1010 380 € from 130€ to 150€ 120€ from 120€ to 145 € 85 €
people to 150€ to three | person to 151€ for two | people to 150 € for four
November and
December)
Price per day in High
season (May, June,
July, August, from 120€ for two from 170 € for one from 160 € for two from 300 € o 500 € from 150€ to 180 € 195 € from 170 € to 200 € 85 €
people to 150€ to three | person to 213 € for two | people to 400 € for four
September and
October)

General Characteristics

Rural Hotel placed
outside Portimao,
Mexilhoeira Grande
mainly focused in
mindfulness, relaxing and
nature-themed
accomodation segment

Wellness & Yoga
Boutique Hotel located in
Guia, Albufeira that
combines a modern
atmosphere with natural
and wellbeing concerns

Ecohotel located in a 43
hectares property in
Odeéxere, that is very
oriented to sustainability,
minimalism and eco-
friendly practices

Guest house located in the
middle of na orcharrd in
Vila Nova de Cacela, 10 km
from Tavira, it allies nature
with co,fort and luxury
accommodation units

Luxury retreat placed in
Boliqueime, Loulé with
personalised rooms that allies
tradition with finesse, that aims
to provide a high-quality
service for a more competitve
price

Country house in Estoi,
Faro that combines
simplicity to comfort in
the nature

Rural farm in Tavira focused
in the region's traditions,
respect for the environment
and calming experiences

Placed in Lagoa, it offer
its guests well-equiped
espacious suites, perfect
for the ones who are
searching for a
comfortable place to refill
their batteries

Rooms

7 rooms divided in
double-rooms with 18
square meters and triple
rooms with 32 square
meters with mountain
view and terrace

19 to 30 square meter
rooms with garden view
and terrace

9 double rooms with 16
square meters with terrace

20 and 25 square meter
suites, three house
bungalow with terrace, sea
and garden view

Double rooms with city view
and 25 square meters of area
and extra large double rooms
with 35 square meters with
garden and city view

Double rooms with 30
squar meters, terrace,
garden view, mountain
view and sea view

Double rooms with 22 and 24
square meters with garden
view, mountain view or sea
view and 34 square meter
double room and suite with
terrace, sea, garden and city
view

20 square meter double
rooms with garden view
and terrace

Leisure equipments and
Services

Restaurant, bar, free wi-

fi, breakfast, swimming

pool, free parking and
free cancellation

Swimming pool, free
parking and wi-fi and
vegetarian breakast

Vegetarian breakfast,
library, free wi-fi,
organic shop that sells
food, handicraft,
swimming pool, free
parking natural jams,
vegetables and fruits from
the farm

Swimming pool, bar,
breakfast, free parking and
free wi-fi

Breakfast,courtyard coffeeshop
and garden and free wi-fi

Breakfast, restaurant,
room service, bar,
gardem swimming
pool,free wi-fi pet

friendly, babysitting and
free parking and acessible
to eletcric cars.

Breakfast, free-wifi, laundry
and free parking

Free parking and wi-fi

Experiences

Yoga classes, massages,
wellness packages,
library, hikes,
mindfulness and

Culinary classes, themed
dinners, bicycle rides,
fitness amd yoga classes,
massages, fishing and

Yoga classes, agricultural
experiences, wellbeing
sessions, surf classes and

Themed dinners, pivate
swimming lessons, bycicle
rides, massages, body
treatments, manicure,

Golf course, cycle rentals,
horse riding, off road quad
biking, track days on F1
circuit, boating and sailling,
fishing, cruises in Ria Formosa,

Bingo, culinary classes,
themed-dinners, hikes,
massages and pool

Babysitting, personal trainer,
manicure, pedicure, beauty
treatments, cullinary classes,
fitness, yoga, library, hikes,

Beach, horse riding, hies,
golf and tennis court

meditation sessions and s massages babysitting pedicure, horse . . . horse rides, scuba diving,
. horse riding I . dolphin watching, Jeep saftis .
free bycicles riding, library and fishing L golf, tennnis court
and Alentejo vineyard tours
9.4 9.5 9.2 9.5 - 9.5 9.4 9.7
Number of reviews 51 56 135 239 - 237 95 11
Distance from the Orsa 35 km 3 km 40 km 75 km 15 km 40 km 70 km 15

ing.com.

Based on Booki

Source

16



Table 4.4 — Orsa Rural Hotel’s Competitive Set II.

Quinta de Santa . . . . . Siao Rafael Villas, N .
Margarida-Charm Quinta do Mel O:::.v do Mocho Quinta dos Quinta dos Vales Wine O:::.v do Tempo Apartments & Guest | Vila Monte Farm House Vila Valverde Design &
Turismo Rural Tesouros Estate Turismo Rural Country Hotel
Country House House
Price per day in Low
fi fi fi fi from 110 € f
season (February, March, | from 220€ for two people annmqaoom_ NM«MM%_. from 55€ for two people annmqaoom_ uwﬂmncm%_. 65 € for people to 100 € MH:_m RMV M omqmjwh, from 60 € o 82 € from 221 € for one person to from 160 € to 193 €
April, November and to 390€ for four peop to 157€ for four peop for four peop 1350 € for seven people

December)

four

three

three

Price per day in High
season (May, June, July,
August, September and

October)

rom 250€ for two people to
450€ for four

from 170€ for two
people to 215€ for
four

from 110 € for two
people to 210 € for four
€

from 90 € for two
people to 145 € for
three

from 180 € for two
people to 200 € for four

from 110 € for two
people to 310 € for
three

from 157 € to 176 €

from 774 € for one person to
2100 € for seven people

from 250 € to 315 €

General Characteristics

Charm country house in
Tavira, comfort and service
oriented

Rural hotel in
Albufeira that
produces local and
typical products and
is focused in
providing relaxing
stays to its guests

Rural accomodation
estalishment located 10
km outside faro a
welcoming and familiar
decoration and service

Farm located in Sao
Bras de Alportel
that provides
spacey and typical
algarvian
accommodation

Wine estate located in
the heart of Algarve that
provides autosuficent
accommodation rooms
in a prized and well-
known winery

Farm placed in the
middle of the
Algarve's most
famous mountain,
Monchique

High-quality and luxury
villas, apartments and
guest houses in Séo
Rafael, Albufeira that
combine high standards,
nature and design
concerns

Farm House is a member of
the Design Hotels group and it
is located in Moncarapacho,
near Olhdo. It is a good
example of the Algarvian
architecture and the quality of
local products

Vila Valverde Design &
Country Hotel is the only rural
5 star hotel in Algarve.
Renewed mansion located near
Praia da Luz with a fine
restaurant that combines
traditional dishes with
international cuisine

Rooms

It gathers rooms, suites and
bungalows sized between
22 square meter and 45
square meter with garden,

15 square meter
rooms and two bed-
room apartment with

60 square meters.

35 to 65 square meter
rooms with terrace,
garden and mountain

15 to 25 square
meter rooms with
terrace and garden

45 square meter rooms
to 150 square meters
two bed-room
apartments with terrace,

29 to 39 square meter
rooms and studiosn
with terrace and
garden view and

100 square meter studio
and 22 square meter
rooms with terrace and

24 to 120 square meter suites
and villas with capacity up to
six people

25 to 35 square meter rooms
with terrace and mountain view

Leisure equipments and

swimming pool and terrace | Both with garden a view view garden and mountain fireplace sea view
view swimming pool view view P
Breakfast, bar,
Breakfast, snack-bar, free- Breakfast, Bar, estaurant, breakfast, pet

wifi swimming pool,

restaurant, free
parking and wi-fi,

Breakfast, bar,
swimming pool and free

swimming pool and

Swimming pool, free
parking and wi-fi,

Swimming pool, free

Free parking and wi-fi,
car rental and cockltail

friendly, two simming pools,

Bar, restaurant, two swimming-|
pools, Spa, room service, wi-fi

Services _.“E:aw.% free parking and acessible to electric parking and wi-fi free parking and wi kitchen in the apartments parking and wi-fi bar fire place, free parking and wi- and free parking
airport transfer fi fi
cars
. . Art gallery, badminton,
I 1 hik
Bycicle rides, hikes, Themed dinners, yoga Culinary classes, ,~ s Bycicle rides, tennis court, bycicle L. . Court tennis, bycicle rides, . .
. . . 3 local culture sessions, . . . . . . Scuba diving, hikes, L . Golf, Windsurf, cycling, horse
Experiences whirlpool bath and table | classes, bycicle rides R hikes, library and | rides, hikes, table tennis, Hikes . horse riding, boat rides, local L ..
. . themed dinners and L fishing and golf - . riding and scuba diving
tennis and hikes librs massages babysitting and market visits and hikes
orary massages
Booking.com review 9.8 9.1 9.5 8.6 8.9 9.6 8.8 9.2 8.8
Number of reviews 14 315 95 232 121 90 796 190 73
Distance from the Orsa 70 km 15 km 40 km 40 km 20 km 50 km 10 km 50 km 60 km

ing.com.

Based on Booki

Source
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Table 11.1 - Orsa Rural Hotel's experiences 1.

Jardim D'Orsa

This experience will put guests in contact with nature, give them the chance to be
involved in the garden works, to testify the respect that everyone in the Orsa Rural
Hotel have towards mother nature. More than that, guests will participate in the
activities and will learn about the garden's produced plants and Algarve's most
typical fruits and tree species.

Morning 3 hour activity preceded by a in-home special made brakfeast, that includes
a walk in the garden with a guide, explanation of the sustainable practices adopted in
the hotel's agriculture process and planting a tree in the guests' corner . Finish the
activity with a refreshing and conforting three-meal luch in the hotel's restaurant with
the garden's products as the menu's base.

Picnic D'Orsa

Picnic D'Orsa was conceptualized to give the Orsa Rural Hotel's guests the
possibility to appreciate the local's delights in any place at any time. Whether at the
beach, by the Algarve's beautiful sunset or in the fields, in the shade of the tree,
guests will be presented with an extraordiary basket to take wherever they want.

Filled with local treasures, the basket will include water, a bottle of wine, a home-
made bread, anchovies on olive oil, horse-mackerels seasoned with vinegar and
coriander, multiple cheeses and hams board, jams, the season's fruit, an algarvian
almond tart and a local orange cake.

Orsa & Wine

This programme was idealized to present to the hotel's guests, the wines produced in
Portugal, especially in the Algarve and to pair them with the region's most-typical
dishes and culture.

The particular experience of wine will include a one-day visit to one of the Algarve's
best-known wineries with which the Orsa Rural Hotel will maintain a partnership,
namely Jodo Clara, Barranco Longo, Adega do Cantor and Convento do Paraiso.
Adding to this, it will also combine an evening wine and food taste in the hotel's
distillery and private room. Guests will have he opportunity to try the
harmonization of 5 wines and 5 typical dishes. Both, the dishes lists and the wines
list will be regurlally changed in order to keep up with the market's newest
tendencies and the product's seasonality.

Source: Author’s elaboration.
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Table 11.2 - Orsa Rural Hotel's experiences II.

Passion D'Orsa

Passion D'Orso was designed and thought for love getaways. Couples who want
to spend some quality and relaxing time in a peaceful place that has the best that
Algarve has to offer, will find this experience a dream.

This 2-night programme will start with a welcome drink at the sunset time, followed
by a candle ligh special and early dinner in the hotel's restaurant. Guests will also be
presented with a bottle of champagne in their room and a basket filled with local
products.

The first day will begin with a unique breakfast in bed rich in fruits, tasty and healthy
foods. The couple will then experience a 1 hour couple love-themed massage and full
treatment in the hotel's spa. A light lunch will be served in the hotel. The evening will
present the patrons with a horse ride alongside the beach, a restful cocktail and a
romantic dinner in Os Salgados restaurant. Seafod and grilled fish will be balanced
by a fine wine and the meal will finish with a delicate dessert and a Port.

During the second day, guests's will enjoy a light breakfast in the morning in hotel's
dining room. A bycicle ride in the surrounding nature will complete the role of
activities and the programme will end with a tasty, nutritous and well-composed
brunch to encourage the home return.

Pao D'Orso

Pdo D'Orso’s main objective is to recover a tradition that this project owner's
ancestors pursued for years and years, to prize the importance of bread in the
Portuguese culture and to provide the hotel's guests with a differentiated and relaxing
experience.

In this experience, guests will be able to make bread from scratch and to closely
follow and participate in the process. This is 3 hour programme that will allow
guests not only to understand how to make bread but other traditional pastry
products and cakes. The acitvity will be lead by one of the hotel's main bakers and
will include a taste of one of the Algarve's most typical snack, tiborna which is
warm fresh baked bread with hote olive oil, garlic and salt.

Orsa & Chill

Orsa&Chill programme itends to slow down the customer's busy and intense daily
life and to offer them a pack of repairing and reestablishing experiences.

This offer will include yoga and meditation classes by the hotel's swimming pool
given by a specialized professional, natural homemade tea and algarvian sweets
tastes, relaxing massages in the spa, hikes and bycicle rides (including the bycicles
rent) in the nature with a supervisor. All experiences will be offered seperately to
match the guests's schedule flexibility.

Source: Author’s elaboration.
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Table 11.4 - Rooms’ expected detailed costs forecasts.

room's building

Furniture, Fixtures & Equipment Item Quantity per room Estimated cost Value
Bed and matress 1 €2 500 €2 500
Pillows 4 €30 €120
Bed linen 3 €450 €1 350
Bedside table 2 €215 €430
Bedside lamp 2 €55 €110
Wardrobe with mirror 1 €1 000 €1 000
Bedroom Couch 1 €1 000 €1 000
Curtains 1 €500 €500
Minibar 1 €270 €270
Coffee machine 1 €150 €150
Safe 1 €550 €550
Desk 1 €430 €430
Extras - €850
Shower 1 €210 €210
Bidet 1 €210 €210
Toilet 1 €210 €210
Toilet Sink 1 €550 €550
Electric towel holder 1 €170 €170
Luminaire 1 €120 €120
Mirror 1 €150 €150
Extras - €1 000
Chair 2 €240 €480
Terrace Ta?ale. 1 €330 €330
Luminaire 1 €110 €110
Extras - €1 000
Floor heating system Equipment and €20 000 €20 000
Instalation
Extras
Air conditioning Equipment and €21 500 €21 500
Instalation
Costs regarding constructing and 45 square meter double
edifying the rooms and the rooms (10), 55 square
Construction respec'tive build?ng': inclufies meter 'suites (2) and the 1000 € per square meter €600 000
plumbing, electric instalation, respective common areas
thermal isolation, glasses, doors, for a total area of 600
windows and similar costs square meters
Total Cost Estimated final cost for furniture, fixtures, equipment and construction of the €807 100

Source: Author’s elaboration.
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Table 11.5 - Restaurant & Kitchen’s expected detailed costs forecasts.

Furniture, Fixtures &

and the respective buildings

Equipment Item Quantity Estimated cost Value
Equipment (e.g.: glasses, forks, dishes,
refrigerators...)
Restaurant . . - €100 000 €100 000
Furniture (e.g.: tables, chairs...)
Extras for decoration
Equipment (e.g.: glasses, forks, dishes...)
Bar Furniture (e.g.: tables, chairs...) - €25 000 €25 000
Extras for decoration
Traditional distillery equipment
Distillery Private Room Furniture (e.g.: tables, chairs...) - €3 500 €3 500
Extras for decoration
Terrace Furniture (e.g.: tables, ?halrs. ) ) €20 000 €20 000
Extras for decoration
Refrigerator 2 €5 000 €10 000
Stove 1 €8 500 €8 500
Oven 1 €18 000 €18 000
Kitchen Equipment (e.g.: kr'ufes, pans, blenders, ) €12 000 €12 000
containers...)
Stainless steel bench 4 €1 200 €4 800
Dish washer 2 €1 800 €3 600
Extras - €2 300 €2 300
Oven 1 €1350 €1350
Bakery ' Equipment ‘ - €3 000 €3 000
Furniture (e.g.: tables, chairs...) - €1 500 €1 500
Extras for decoration - €2 350 €2 350
Furniture €500 €500
Storage Room . . -
Equipment (e.g: shelves, refrigerators...) €7 500 €7 500
Costs regarding constructing and edifying the
referred areas and the respective buildings:
Total f 600
Construction includes plumbing, electric instalation, thermal © are;:ters square 1000 € per square meter €600 000
isolation, glasses, doors, windows and similar
costs
Air conditioning Equipment and Instalation €10 000 €10 000
Extras Fireplace 2 €3 500 €7 000
Heating System Equipment and Instalation €10 000 €10 000
Total Cost Estimated final cost for furniture, fixtures, equipment and construction of the reffered areas €850 900

Source: Author’s elaboration.
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Table 11.6 — Reception’s expected detailed forecasted costs.

Furni Fi
urmture', ixtures & Item Quantity Estimated cost Value
Equipment
Equipment (e.g.: printer, computers...) - €8 900 €8 900
Reception Furniture (e.g.: desks, chairs...) - €3 350 €3 350
Extras for decoration - €1 500 €1 500
Furniture - €2 500 €2 500
Toilet
Extras for decoration - €700 €700
Costs regarding constructing and edifying the
Construction referred greas and t.he' respegtive buildings: iqcludes Total area of 108 square 1000 € per square meter €108 000
plumbing, electric instalation, thermal isolation, meters
glasses, doors, windows and similar costs
Air conditioning Equipment and Instalation €2 500 €2 500
Extra Fireplace 1 €3 000 €3 000
Heating System Equipment and Instalation €5 000 €5 000
Total Cost Estimated final cost for furniture, fixtures, equn[.)ment. ar}d construction of the reffered areas and the €135 450
respective building

Source: Author’s elaboration.

Table 11.7 - Swimming Pool Area’s expected detailed forecasted costs.

Furniture, Fixtures & Equipment Item Quantity Estimated cost Value
Fixtures & Equipment - €26 500 €26 500
Swimming Pool
Extras for decoration - €850 €850
. Furniture - €1 250 €1 250
Toilet

Extras for decoration - €1 500 €1 500

Costs regarding constructing and

edifying the referred areas and the

tive buildings: includ Total f 170
Construction Fespee 1 ve bul mgs e u © otatarea o 120 € per square meter €20 400
plumbing, electric instalation, square meters
thermal isolation, glasses, doors,
windows and similar costs
Total Cost Estimated final cost for furniture, fixtures, equipment and construction of the €50 500
reffered areas

Source: Author’s elaboration.
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Table 11.8 — Spa’s expected detailed forecasted costs.

Furniture, Fixtures &
] Item Quantity Estimated cost Value
Equipment
Fixtures & Equipment (e.g.: marquees) - €1 500 €1 500
Massage Rooms
Extras for decoration - €1 150 €1 150
Furniture - €2 000 €2 000
Toilet
Extras for decoration - €1 000 €1 000
Costs regarding constructing and
edifying the referred areas and the
respective buildings: includes plumbing, Total area of 60
Construction P L. 'g .p . & 1100 € per square meter €60 000
electric instalation, thermal isolation, square meters
glasses, doors, windows and similar
costs
. Equipment and
Heating system duip . €2 000 €2 000
Instalation
Extra Eaui ¢ and
. e uipment an
Air conditioning duipmen €600 €600
Instalation
Estimated final cost for furniture, fixtures, equipment and construction of the reffered
Total Cost ’ > cauip €68 250
areas
Source: Author’s elaboration.
Table 11.9 - Laundry’s expected detailed forecasted costs.
Furniture., Fixtures & Item Quantity Estimated cost Value
Equipment
Fixtures & Equipment (e.g.: washing machines, ; €4 000 €4 000
shelves...)
Laundry
Extras for decoration - €750 €750
Costs regarding constructing and edifying the
. referred areas and the respective buildings: includes
Construction . .. . 4 . Total area of 25 square meters 1000 € per square meter €25 000
plumbing, electric instalation, thermal isolation,
glasses, doors, windows and similar costs
Total Cost Estimated final cost for furniture, fixtures, equipment and construction of the reffered area €29 750

Source: Author.
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Table 11.10 - Parking lot’s expected detailed forecasted costs.

Furniture, Fixt &
urni ure. Ixtures Item Quantity Estimated cost Value
Equipment
Fixtures & Equipment (e.g.: marks, trees...) - €800 €800
Parking
Extras for decoration - €800 €800
Costs regarding constructing and edifying the
. referred areas and the respective buildings : includes
Construction . .. . f . Total area of 200 square meters 70 € per square meter €14 000
plumbing, electric instalation, thermal isolation,
glasses, doors, windows and similar costs
Total Cost Estimated final cost for furniture, fixtures, equipment and construction of the reffered area €15 600

Source: Author’s elaboration.

Table 11.11 — Garden’s expected detailed forecasted costs.

Furniture, Fixtures & Equipment Item Quantity Estimated cost Value

Equipment and Fixtures - €10 000 €10 000

Biological Garden Plants and trees (e.g.: orange trees, fig ) €500 €500

trees, olive trees, tomatoes, potatoes...)

Extras for decoration - €350 €350
Equipment, Fixtures and Funiture (e.g.: ) €2 000 €2 000
shelves, tools...)
Storage Room
Extras for decoration - €1 000 €1 000
Composing unit Equipment and Instalation - €1 300 €1 300
Phot0v9ltalc to pro.duce er.lergy - ) €19 500 €19 500
equipment and instalation
Solar panel .
Thermal to hea.Lt Water. - equipment and ) €19 500 €19 500
instalation
Costs regarding constructing and
Total f 1080
Construction edifying the referred areas and planting ot areao square 5 € per square meter €5 400

" meters
trees and fruits

Estimated final cost for furniture, fixtures, equipment, construction and planting in the

€59 550
garden and the adjacent areas

Total Cost

Source: Author’s elaboration.
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Table 11.12 - Locker rooms, canteen & offices’ expected detailed forecasted costs.

Furniture: Fixtures & Item Quantity Estimated cost Value
Equipment
Furniture (e.g.: chairs, mirrors...) - €1 850 €1 850
Locker Rooms Toilet fixtures (e.g.: toilets, showers...) - €2 350 €2350
Extras for decoration - €750 €750
Furniture (e.g.: tables, chairs...) - €1700 €1700
Canteen . : €750 €750
Extras for decoration
Furniture (e.g.: desks, tables, chairs...) - €2300 €2300
Offices ) .
Equipment (e.g.: computers, printers...) - €8 900 €8 900
Costs regarding constructing and edifying the
. referred areasv and the rés;.)ective .buildings: Total area of 145 square
Construction includes plumbing, electric instalation, thermal meters 1000 € per square meter ~ €145 000
isolation, glasses, doors, windows and similar
costs
Extra Air cF)nditioning Equ%pment and lnstalat?on €2 000 €2 000
Heating System Equipment and Instalation €4 500 €4 500
Total Cost Estimated final cost for furniture, fixtures, equi‘pmen‘t afld construction of the reffered areas and €170 100
the respective buildings
Source: Author’s elaboration.
Table 11.13 — Orsa Rural Hotel’s forecasted legal expenses
Asset Value Rate (%) Deductions Cost
Conservatoria do Registo Predial de Albufeira
IMT €240 000,00 7% €8 163,12 €8 636,88
Stamp duty €240 000,00 0,80% €1 920,00
Conservatoria do Registo Predial de Albufeira
IMT €20 000,00 5% €1 000,00
Stamp duty €20 000,00 0,80% €160,00
Conservatoria do Registo Predial de Albufeira
IMT €30 000,00 5% €1 500,00
Stamp duty €30 000,00 1% €240,00
Conservatoria do Registo Predial de Albufeira
IMT €200 000,00 7% €8 163,12 €5 836,88
Stamp duty €200 000,00 0,80% €1 600,00
Conservatoria do Registo Predial de Albufeira
IMT €50 000,00 5% €2 500,00
Stamp duty €50 000,00 0,80% €400,00
Deed €2 000,00 €2 000,00
Total €25 793,76

Source: Based on the lawyers’ invoice sent to JCA.




Table 11.14 - Orsa Rural Hotel’s Working Capital.

Operating Expenses Assumptions Cost per month Cost per year
Staff salaries All employee's salaries and respective social costs (TSU, accident insurance and meal allowance) €82 685 €992 218
Utilities (Electricity, water and gas) Estimative for expenses with clcct.ncn.y, watcr_ a'nd gas to the secure the hotel's operation, taking in €2 500 €30 000
consideration the reduction in electricity that result from the use of solar panels
Housckeeping Materials Including all maferials needed for the proper cleaning of the rooms and ‘the ?ther hotel's areas ‘(restaurant, bar, €3 500,00 €42 000,00
reception, spa, offices, locker rooms, employees' canteen, swimming pool and parking lot
Other Current Assets Including the food and bevetage and he products for the restaurant and the bar €10 000,00
Uniforms Total cost for the staff's uniforms according to Rag Tailor's - €8 000,00
Accounting Nova Santomero Contabilidade & Fiscalidade Lda services to manage the accountability of the business €850 €10 200
5 Cost for Securitas' services for ensuring the presence of one security guard in the hotel's entrance 24h per day
Security and 7 days a week plus CCTV and fire alarm in the hotel's common and principal areas €8630 €103 560
Guestcentric's monthly fee (200€ plus 2.50€ per room) that includes the Orsa Rural Hotel's website design,
GuestCentric l?ocl.u.ng erfgme‘ c@trfil reserv.auons daslhboard, v1de0§mners, conversion booster? (e.g: rat§ calendar, €225.00 €2700,00
availability/price plugin for website, shopping recovery widget, pop-ups, app and social marketing tools plus
the integration with the Property Management System, Cloudbeds.
Cloudbeds Cloucbeds' monthly fee to use the PMS, revenue and channel manager platform. €200,00 €2 400,00
X Including the monthly fee to install the software and to pay for the platform's maintenance according to JCA's
Wintouch benchmark values from the Os Salgados Restaurant and its manager's feedback. €300,00 €3 600,00
Including the total initiation and implementation costs of 27 490,25 € and the monthly fee to Nonius of 435 €.
Overall, this proposal includes Guest Wi-Fi, a TV system, cast, Google Chromecast and Samsung smart TV's
Nonius Hospitality Technology of 55" each for 13 locations (12 rooms plus the reception), voice IP, telephones for the hotel (38 to split €435,00 €32 809,25
between rooms and staff). Additionally, it also will integrate the information with the chosen PMS, Cloudbeds
and will allow guests to Pre-Check-In and Check-out and in personalized app for their mobile phones.
Total €109 324,82
Source: Author’s elaboration.
Table 11.15 - Orsa Rural Hotel’s Salaries Sheet
. Meal
Accident
Position Number of | Gross Salary per | Average Base TSU Insurance Allowance |Average Monthly| Annual Total
employees month Salary per month | (23,75%) (1%) (6,83€ per Costto JCA Cost
’ employee)
General, HR and Financial Manager 1 €4 800,0 €5 600,0 €1 330,0 €56,0 €131,5 €7117,5 €85 409,7
F&B and Purchases Manager 1 €3 000,0 €3 500,0 €831,3 €35,0 €131,5 €4 497,7 €53972,7
Front Office Manager 1 €1 800,0 €2 100,0 €498,8 €21,0 €131,5 €2751,2 €33 014,7
Accommodation Manager 1 €1 800,0 €2 100,0 €498,8 €21,0 €131,5 €2751,2 €33 014,7
Marketing and Sales 1 €3 000,0 €3 500,0 €831,3 €35,0 €131,5 €4 497,7 €53972,7
Reservations Manager 1 €2 000,0 €2333,3 €554,2 €233 €131,5 €3042,3 €36 507,7
Logistics Manager 1 €2 000,0 €2333,3 €554,2 €233 €131,5 €3042,3 €36 507,7
Bar Manager 1 €1 300,0 €1516,7 €360,2 €15,2 €131,5 €2023,5 €24 2822
Executive Chef 1 €4 800,0 €5 600,0 €1330,0 €56,0 €131,5 €7117,5 €85 409,7
Head Chef 1 €2 000,0 €2 3333 €554,2 €233 €131,5 €3042,3 €36 507,7
Bar Employee 3 €880,0 €1 026,7 €243.8 €10,3 €131,5 €4 236,7 €50 840,8
Sous Chef 1 €2 150,0 €2508,3 €595,7 €25,1 €131,5 €3 260,6 €39 127,5
Cook 3 €1 300,0 €1516,7 €360,2 €15,2 €131,5 €6 070,6 €72 846,7
Waiter 5 €1 300,0 €1516,7 €360,2 €15,2 €131,5 €10117,6 €121411,2
Night Auditor 2 €1 000,0 €1 166,7 €277,1 €11,7 €131,5 €3173,8 €38 085,5
Front Office Agent 2 €900,0 €1 050,0 €249,4 €10,5 €131,5 €2 882,7 €34 592,5
Maid 3 €880,0 €1 026,7 €243.8 €10,3 €131,5 €4 236,7 €50 840,8
Guest Relation 2 €1 000,0 €1 166,7 €277,1 €11,7 €131,5 €3173,8 €38 085,5
Maintenance Worker 2 €880,0 €1 026,7 €243.8 €10,3 €131,5 €2 824,5 €33 8939
Gardener/Farmer 2 €880,0 €1 026,7 €243,8 €10,3 €131,5 €2 824,5 €33 8939
Total €37 670,0 €43 9483 €10437,7 €439,5 €2 629,6 €82 684.,8 €992 217,8

Source: Author’s elaboration.
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Table 11.16 — Orsa Rural Hotel’s Financial forecasted costs.

Total

Total Capex

Land
Total Amount to be funded by this credit line

€2 792 993,76

€540 000,00
€2 252 993,76

Average Interest Annual Effective Rate (TAEG), including all costs, namely interests, taxes,
commissions and the maintenance commission, required insurance fees and other related
expenses related with the credit's contract

Turismo de Portugal Linha de Apoio a Requalificagdo da Oferta
Preponderance attributed by the Turismo de Portugal

Preponderance attributed by a Credit Insttitution

Preponderance of the amount to be refunded , assuming that JCA fulfils all requirements of the credit funding line

Remnant amount required

75%
25%
70%

8,38%

€1 500 000,00
€1 125 000,00
€375 000,00

€787 500,00
€752 993,76

Total amount that will pay interest

Total amount with Interest to be reimbursed

€1 127 993,76
€1 222 474,52

Number of months to reimburse the loan €120,00

Total Interest to be paid €94 480,76
Montlhy reimbursement to be repaid, including interest €16 749,79
Total amount to be repaid per year €200 997,45

Author’s elaboration.

Source
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Table 13.2 — Orsa Rural Hotel’s direct costs’ Forecast and respective assumptions.

Departments Assumptions Estimated cost per room per day
—CRATIMEnS ASSUmbHons for two guests
Accommodation
Break fast Average diluted cost per room that will I5€
match 7,5€ per person
Amenities Including soap, sh?mpoo, body milk, se
conditioner...
Laundry Including estimatives .re.garding water and 25€
electricity
Total 23 €
F&B (Restaurant and Bar) 20% of the sales value €204 400
Experiences

Estimated cost per experience

Jardim D'orsa To pay the lunch and the correspondent

. 10 €
activities
Picnic D'orsa Including all products in the basket 30 €
Orsa & Wine Total 80 € cost, including 50 € to the winery 30 €
. , Including accommodation, meals, massage,
Passion D'Orsa . . . : 600 €
bicycle ride, horse ride and all inherent costs
Pdo D'Orso To pay the goods and the meal 4¢€
Orsa & Chill
Meditation and Yoga classes To pay the professors 23 €
Home made Tea Tastes To pay the tea production 2 €
Massages in Spa  To pay the masseur and the produts used 30 €
Hikes To pay the monitor 5€
Bicycle Rides To pay the bike rental and the monitor 25 €
Source: Author’s elaboration.
Table 13.3 - Orsa Rural Hotel’s Other licenses and fixed costs.
Operating Expenses Assumptions Cost per month Cost per year
Annual contribution for musical artists and to permit playing music in the hotel's areas, including the restaurant
PassMuisica and bar based on a cost per room of 19,84 € x 12 rooms = 238,08 plus 278,2 € for 800 square meters of - €516,28
common areas.
Insurance Annual insurance for all constructed areas and FF&E obtained in Allianz from a certified mediator. - €4 500,00
Property Taxes IMI (Assuming a tax equity value of 1 500 000 € a(c)cf&gil;g) to Autoridade Tributaria e Aduaneira and a tax rate €4500,00

Source: Author’s elaboration.
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Table 13.4 - Assumptions for the Orsa Rural Hotel's Profit & Loss Statement.

Assumptions 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033
Average Occupancy Rate 50% 55% 60% 63% 65% 68% 68% 70% 70% 70%
Average Price per room €300 €300 €320 €320 €330 €330 €350 €350 €350 €350
RevPar €150 €165 €192 €202 €215 €224 €238 €245 €245 €245
Average money spent in the restaurant per customer per visit €30 €30 €32 €32 €33 €33 €34,0 €34,0 €35 €35
Average number of customers in the restaurant per day 80 80 80 80 80 80 80 80 80 80
Average money spent in the bar per customer per visit €10 €10 €12 €12 €14 €14 €16 €16 €18 €18
Average number of customers in the bar per day 40 40 40 40 40 40 40 40 40 40
Percentage of guests that resort to the experiences packs 3% 3% 3% 3% 3% 3% 3% 3% 3% 3%
Percentage of guests that resort to Passion D'Orsa 0,5% 0,5% 0,5% 0,5% 0,5% 0,5% 0,5% 0,5% 0,5% 0,5%
Average cost per room per day, including breakfast, amenities and 3 €23 3 3 €23 23 €23 3 3 €23
laundry

Number of days per year 365 365 365 365 365 365 365 365 365 365
Number of rooms 12 12 12 12 12 12 12 12 12 12
F&B cost of sales equals to 20% the sales 20% 20% 20% 20% 20% 20% 20% 20% 20% 20%
Average expected inflation rate 1,30% 1,500% 1,515% 1,530% 1,545% 1,561% 1,577% 1,592% 1,608% 1,624%

ion.

Author’s elaborat

Source
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Table 13.5 - Orsa Rural Hotel's Profit & Loss Statement (2021 values).

REVENUES 2024 2025 2026 2027 2028 2029 2030 2031 | 2032 | 2033
Accommodation €657 000 €722 700 €840 960 €883 008 €939 510 €982 872 €1 042 440 €1 073 100 €1 073 100 €1 073 100
F&B €1 022 000 €1 022 000 €1 109 600 €1109600 €1 168 000 €1 168 000 €1 226 400 €1 226 400 €1 284 800 €1 284 800
Experiences €149 796 €149 796 €149 796 €149 796 €149 796 €149 796 €149 796 €149 796 €149 796 €149 796
Total Revenues €1 828 796 €1 894 496 €2 100 356 €2142404  €2257306 €2 300 668 €2 418 636 €2 449 296 €2 507 696 €2 507 696
DIRECT COST OF SALES

Accommodation €49 275 €54 203 €59 130 €62 087 €64 058 €67 014 €67 014 €68 985 €68 985 €68 985
F&B €204 400 €204 400 €221 920 €221 920 €233 600 €233 600 €245 280 €245 280 €256 960 €256 960
Experiences €68 065 €69 086 €70 133 €71 206 €72 306 €73 435 €74 593 €75 781 €76 999 €78 250
TOTAL DIRECT COST OF SALES €321 740 €327 689 €351 183 €355 212 €369 964 €374 049 €386 887 €390 046 €402 944 €404 195
GROSS PROFIT €1 507 056 €1566 807 €1749 173 €1787192 €1 887342 €1926 619 €2 031749 €2 059 250 €2 104 752 €2 103 501
GROSS MARGIN 82,41% 82,70% 83,28% 83,42% 83,61% 83,74% 84,00% 84,08% 83,93% 83,88%
UNDISTRIBUTED EXPENSES

Administrative expenses €992217,8  €1007101,1 €10223586  €10380023 €1054044,1 €1070496,7 €10873733 €1 1046873 €1122452,9 €1 140 684,7
Housckeeping materials and cleaning products €42 000,0 €42 630,0 €43275,8 €43 938,0 €44 617,1 €45313,5 €46 027,9 €46 760,8 €47512,8 €48 284,5
Utilities (electricity, water and gas) €30 000,0 €30 450,0 €30911,3 €31 3843 €31869,3 €32 3668 €32877,1 €33400,5 €33937,7 €34 488,9
Maintenance and general repairs €18 000,0 €18270,0 €18 546,8 €18 830,6 €19 121,6 €19 420,1 €19726,2 €20 040,3 €20 362,6 €20 693,4
TOTAL UNDISTRIBUTED EXPENSES €1082217,8  €1098451,1 €1115092,6  €11321552 €1149652,1 €1167597,1  €1186004,4  €1204888,9 €1 224 266,0 €1244 151,6
OPERATING DEPARTMENT INCOM €424 838,0 €468 356,3 €634 080,6 €655036,3 €737 690,0 €759 021,9 €845 744,8 €854 361,6 €880 485,8 €859 349,5
SUPPLIERS AND EXTERNAL SERVICES

Accounting €10200,0 €10353,0 €10 509,8 €10 670,7 €10 835,6 €11 004,7 €11178,2 €11356,2 €11538,8 €11726,2
Security €103 560,0 €105 113,4 €106 705,9 €108338,6  €110012,9 €111730,1 €113491,6 €115 298,7 €117 152,9 €119 055,8
Advertising & Marketing and OTA's comissions €80 4825 €88 530,8 €103 017,6 €108168,5  €115090,0 €120 4018 €127 698,9 €131 454.8 €131454,8 €131 454.8
TOTAL SUPLIERS AND EXTERNAL SERVIC] €194 242,5 €203 997,2 €220 233,3 €227177,8  €235938,5 €243 136,7 €252 368,7 €258 109,6 €260 146,5 €262 236,8
GROSS OPERATING MARGIN €230 595,5 €264 359,1 €413 847,2 €427858,6  €501751,5 €515 885, €593 376,1 €596 251,9 €620 339,3 €597 112,7
FIXED COSTS

Licenses €42025,5 €147533 €14976,8 €15206,0 €15 441,0 €15 682,0 €15929,2 €16 182,9 €16 443,1 €16 710,2
Insurance €4500,0 €4567,5 €4636,7 €4707,6 €4780,4 €4.855,0 €4931,6 €5010,1 €5090,7 €5173,3
Property Taxes €4 500,0 €4 567,5 €4 636,7 €4707,6 €4780,4 €4855,0 €4931,6 €5010,1 €5090,7 €5173,3
Reserve for Replacement and Renewals €36 5759 €37 8899 €42 007,1 €42 848,1 €45 146,1 €46 013.4 €48 372,7 €48 985,9 €50 153,9 €50 153,9
TOTAL FIXED COSTS €87 601,5 €61778,2 €66 257,3 €67 469,4 €70 147,9 €71405,4 €74 165,1 €75 189,0 €76 778,4 €77210,8
TOTAL COSTS €1685802,0 €1 691915,1 €1752766,1  €1782014,8 €1825702,4 €1856188,2 €18994250  €1928233,0 €1 964 135,1 €1 987 794,1
EBITDA €142 994,1 €202 580,9 €347 589,9 €360389,2  €431603,6 €444 4798 €519 211,0 €521 063,0 €543 560,9 €519 901,9
Financial costs €200 997,45 €200 997,45 €200 997,45 €200 997,45  €20099745  €200997,45  €200997,45 €200 997,45 €200 997,45 €200 997,45
Depreciation €125000,00 €118 750,00 €112 812,50 €107171,88  €10181328 €96 722,62 €91 886,49 €87292,16 €82 927,55 €78 781,18
EBT €183 003,40  -€117 166,58 €33 779,96 €52219,88  €128792,83  €146759,70  €226327,09  €232773.35 €259 635,92 €240 123,27
Corporate tax (IRC) €47 930,71 -€34 104,98 €6 093,79 €9 966,17 €26 046,49 €29 819,54 €46 528,69 €47 882,40 €53 523,54 €49 425,89
State surtax -€5 490,10 €3 515,00 €1 013,40 €1 566,60 €3 863,78 €4 402,79 €6 789,81 €6 983,20 €7 789,08 €7 203,70
Net Income -€129582,59  -€79 546,60 €26 672,77 €40 687,11 €98882,55  €112537,37 €173 008,59 €177 907,74 €198 323,30 €183 493,68

ion.

Author’s elaborat

Source
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Table 13.6 — Orsa Rural Hotel’s Balance Sheet (2021 values).

Balance Sheet 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033
Assets
Non-Current Assets
Investment, Property and Equipment €2 375 000,0 €2 256 250,0 €2 143 4375 €2036265,6 €19344523  €1837729,7 €17458432 €1 658 551,1 €1575623,5 €1 496 8423
Current Assets
Cash and Equivalents €130 000,0 €131 690,0 €133 665,4 €135 690,4 €137 766,6 €139 895,8 €142 079,4 €144 3193 €146 617,3 €148975,2
Other Current Assets €300 000,0 €303 900,0 €308 458,5 €313 131,6 €317 923,0 €322 836,4 €327 875,5 €333 044,6 €338 347,6 €343 788,9
Inventories €50 000,0 €50 650,0 €51 409,8 €52 188,6 €52987,2 €53 806,1 €54 6459 €55507,4 €56 391,3 €57 298,1
Other Assets €396 134,7 €252 035,4 €187 448,8 €313 975,5 €415 797,7 €451 746,1 €500 095,3 €529 6575 €552 649,7 €721 805,2
Total Assets €3 251 134,7 €2 994 5254 €2 824 419,9 €2851251,8 €2858926,9 €2806014,0 €2770539,4 €2721079,9 €2 669 629,3 €2 768 709,8
Shareholder's Equity
Retained Earnings €0,0 -€129 582,6 -€209 129,2 -€52 873,8 €67 359,9 €139 569,7 €211 419,9 €285 546,0 €350916,3 €376 231,0
Equity's Capital €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0 €100 000,0
Reserves €36 5759 €74 465,8 €116 473,0 €159 321,0 €204 467,2 €250 480,5 €298 853,2 €347 839,2 €397 993,1 €448 147,0
Total Equity €136 575,9 €44 883,3 €7 343,8 €206 447,2 €371 827,0 €490 050,2 €610 273,2 €733 385,1 €848 909,4 €924 378,0
Liabilities
Current Liabilities €1 560 000,0 €1 580280,0 €1 603 984,2 €1628284,6 €1653199,8 €1678749,2  €1704952,9 €1731831,7 €1759407,3 €1 787 702,1
Taxes Payable -€53 420,8 -€37 620,0 €7107,2 €11532,8 €29910,3 €342223 €53 318,5 €54 865,6 €61 312,6 €56 629,6
Long-term Liabilities €1 607 979,6 €1 406 982,2 €1205984,7 €1 004 987,3 €803 989,8 €602 992,4 €401 994,9 €200 997,5 €0,0 €0,0
Other Liabilities €0,0 €0,0 €0,0 €0,0 €0,0 €0,0 €0,0 €0,0 €0,0 €0,0
Total Liabilities €3 114 558,8 €2 949 642,2 €2 817 076,1 €2644804,6 €2487099,8 €2315963,8 €2 160 266,3 €1 987 694,7 €1 820 719,9 €1 844 331,7
Total Shareholder's Equity + Total Liabilities €3 251 134,7 €2 994 5254 €2 8244199 €2851251,8 €2858926,9 €2806014,0 €2770539,4 €2721079,9 €2 669 629,3 €2 768 709,8

ion.

Author’s elaborat

Source
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Table 13.7 - Orsa Rural Hotel's Cash Flow Statement (2021 values).

Cash Flow
Net Income

Depreciation (+)
Working Capital (+)
Capital Expenditure (-)
Free Cash Flow

Accumulated Free Cash Flow

2022 | 2023 | 2024 [ 205 | 2026 [ 2027 [ 2028 ] 2029 | 2030 I 2031 | 2032 | 2033
0 0 -€129582,50  -€79546,60  €26672,77 €40 687,11 €98882,55  €11253737 €173 008,59 €177 907,74 €198 323,30 €183 493,68
0 0 €125000,00  €118750,00  €112812,50 €107 171,88  €10181328 €96 722,62 €91 886,49 €87292,16 €82927,55 €78 781,18
0 0 €130000,00  €131690,00  €13366535  €13569038  €137766,65  €139895,76 €142 079,40 €144319,31 €146 617,28 €148 975,18
€200997,45 €200 997,45 €200997,45  €20099745  €200997,45  €20099745  €20099745  €200997,45 €200 997,45 €200 997,45 €0,00 €0,00
-€200997,45 €200 997,45 -€75 580,04 €30104,05  €72153,17  €8255191  €137465,03 €148 158,30 €205 977,03 €208 521,76 €427 868,13 €411 250,04
€200997,45  -€401994,90  -€47757494  -€507678,99  -€43552582  -€35297391  -€21550888  -€67 350,58 €138 626,45 €347 148,21 €775 016,34 €1 186 266,38

ion.

Author’s elaborat

Source

32



Annex C — Survey: Google Form

Figure 3.1 - What is the main purpose of your trips?

Qual o motivo principal das suas viagens? / What is the main of purpose of your trips?
450 respostas

@ Lazer/ Leisure
@ Negdcios / Business

@ Visitar familiares ou amigos / Visiting
family or friends
@ Outra / Other

Source: Author’s elaboration.

Figure 3.2 - On Average, how many times do you travel per year?

Em média, quantas vezes viaja por ano? / On average, how many times do you travel per year?

450 respostas

@0

Q1
02
®:3
@4
] @ mais do que 4 / more than 4

Source: Author’s elaboration.
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Figure 3.3 - On Average, what is the duration of your trips?

Em média, qual a duragao das suas viagens? / On average, what is the duration of your trips?
450 respostas

@ menos de 2 dias / less than 2 days
@ de 3 a5dias/from 3 to 5 days

@ de 6 a 10 dias / from 6 to 10 days
@ de 11 a 15 dias / from 11 to 15 days
@ mais de 15 dias / more than 15 days

Source: Author’s elaboration.

Figure 3.4 - With whom do you usually travel with?

Com quem costuma viajar? / With whom do you usually travel with?
450 respostas

Casal / Couple 193 (42,9%)

Familia / Family 259 (57,6%)
Amigos / Friends

137 (30,4%)

Sozinho / Alone

0 100 200 300

Source: Author’s elaboration.
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Figure 3.5 - To where do you travel more often?

Para onde viaja com maior frequéncia ? / To where do you travel more often?

450 respostas

Portugal

Espanha / Spain
Franga / France
Alemanha/Germany
Italia / Italy
Suiga/Switzerland
Grécia / Greece
Croacia / Croatia
Marrocos / Morocco
Austria / Austria
Irlanda / Ireland
Bélgica / Belgium
Chipre / Cyprus
Malta

Outro / Other

157 (34,9%)
39 (8,7%)

17 (3,8%)

34 (7,6%)

21 (4,7%)

10 (2,2%)

7 (1,6%)

18 (4%)

9 (2%)

14 (3,1%)

7 (1,6%)

4 (0,9%)

2 (0,4%)
155 (34,4%)

0 100 200 300

Source: Author’s elaboration.

Figure 3.6 - What type of destinations do you prefer?

Que tipo de destino prefere? What type of destinations do you prefer?

450 respostas

@ Cidade / City
@ Outro

L

Source: Author’s elaboration.

@ Sol e Praia/ Sun and Beach
@ Campo / Country side

339 (75,3%)

400
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Figure 3.7 - Where do you usually book your stays?

Onde costuma reservar as suas estadias? Where do you usually book your stays?

450 respostas

10,9%

Source: Author’s elaboration.

Figure 3.8 - When travelling, where do you usually stay?

@ Agéncias de viagens online ( ex:
Booking, Expedia, Airbnb..)Online
Travel Agencies (e.g.: Booking,
Expedia, Airbnb..)

@ Sites de Hotéis / Hotel's websites

@ Agéncias de viagens / Travel Agencies

@ Outra/Other

Quando viaja, onde é mais frequente ficar alojado(a)? / When traveling, where do you usually

stay?
450 respostas

Hotel

Apart-Hotel

Resort

Hotel Rural / Rural Hotel

Casas de Campo/ Country Ho...
Agroturismo / Agritourism
Guesthouse

Hostel

Parques de Campismo / Camp...
Pousadas / Inns

63 (14%)

67 (14,9%)
80 (17,8%)
62 (13,8%)

17 (3,8%)

19 (4,2%)

26 (5,8%)

13 (2,9%)

Source: Author’s elaboration.

318 (70,7%)

300 400
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Figure 3.9 - From the presented components, which are the most important features when picking an
accommodation establishment?

Dos fatores apresentados, quais considera mais importantes quando escolhe uma unidade

hoteleira? / From the presented components, wh...t when picking an accommodation establishment?
450 respostas

Ambiente (design, layout do ho... 162 (36%)

Limpeza / Cleanliness 280 (62,2%)
Instalagdes / Facilities 158 (35,1%)
Localizagéo / Location 289 (64,2%)
Preco / Price 263 (58,4%)

Seguranga / Security
Qualidade do Staff / Staff Quality

Decoragéo/Decoration

123 (27,3%)

69 (15,3%)

31 (6,9%)

Experiéncias e servigos / Expe...
Outra/Other 12 (2,7%)

0 100 200 300

83 (18,4%)

Source: Author’s elaboration.

Figure 3.10 - On a scale from 0 to 10, being 0-extremely low and 10-extremely high, how interested
are you in Rural Tourism establishments?

Numa escala de 0 a 10, como avalia o seu interesse sobre o Turismo Rural? / On a scale from O to

10, how interested are you in Rural Tourism establishments?
450 respostas

150
123 (27,3%)
96 (21,3%)

100 79 (17.6%)
50 . 63

29 (6,4%) 33 (7,3%) (14%)

\ 15 (3,3%)
2(04%) 0% ' (18%) 307%)

0 | | — ‘

0 1 2 3 4 5 6 7 8 9 10

Source: Author’s elaboration.
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Figure 3.11 - How many times have you stayed in a Rural Hotel?

Quantas vezes ja ficou hospedado num Hotel Rural ? How many times have you stayed in a Rural

Hotel?
450 respostas

@ 0-1
@23
) 3-4
@556

@ mais de 6 vezes / more than 6 times

Source: Author’s elaboration.

Figure 3.12 - On a scale from 0 to 10, being 0-extremely low and 10-extremely high, what are the
chances that you pick a Rural Hotel for you stay in your next holidays?

Numa escala de 0 a 10, qual a probabilidade de escolher um Hotel Rural na sua proxima viagem? /

On a scale from O to 10, what are the chances that you pick a Rural Hotel to stay in your next holidays?
450 respostas

100
75 I 65 (14,49%) 88Ld26%)
(18%)
53 (11,8%)
50 43 (9,6%)
45

20 (4,4%) (U]

25 14 3,1%) BER (4.4%)
5 (1,1%) (6%)

0

Source: Author’s elaboration.
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Figure 3.13 - If you consider only Portugal, in which region or regions do you think that a Rural Hotel
can be more attractive?

Se tiver em consideracao apenas Portugal, em que regiao/regides Ihe parece que um Hotel Rural

possa ser mais atrativo? / If you consider only Port...u think that a Rural Hotel can be more attractive ?
450 respostas

Norte / North 214 (47,6%)

Centro / Center 65 (14,4%)
Lisboa / Lisbon
Alentejo 328 (72,9%)

Algarve 145 (32,2%)

Madeira 59 (13,1%)
Acores / Azores 108 (24%)
Outra / Other
0 100 200 300 400

Source: Author’s elaboration.

Figure 3.14 - From the presented components, which do you consider more important when picking a
Rural Tourism accommodation?

Dos fatores apresentados, quais considera mais importantes se optar por uma unidade de

Turismo Rural? / From the presented components...nt when picking a Rural Tourism accommodation?
450 respostas

Ambiente (ex: design, layout d...

204 (45,3%)
Limpeza / Cleanliness 228 (50,7%)
Instalagdes / Facilities 171 (38%)
Localizag&o / Location 276 (61,3%)
Prego / Price 219 (48,7%)

Seguranga / Security
Qualidade do Staff / Staff Quality

Decoragéo / Decoration

120 (26,7%)

73 (16,2%)
44 (9,8%)

Experiéncias e servigos / Expe... 156 (34,7%)

0 100 200 300

Source: Author’s elaboration.
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Figure 3.15 - On a scale from 0 to 10, being 0-extremely negative and 10-extremely positive, how do
much do you value the construction of a new Rural Hotel in Albufeira?

Numa escala de O a 10, como valoriza a construgao de um Hotel Rural de 5 estrelas em Albufeira? /

On a scale from 0 to 10, how much do you value the ...truction of a new Rural 5 star Hotel in Albufeira?
450 respostas

150

100

77 (17.1%) 74 (15,8%)

50 38 (8,4%) 41 (9,1%) 41 (9,1%)

14 (3,1%) 18 (4%) 17 (3,8%)
4(o,|9%) 3(o,|7%)

0 1 2 3 4 5 6 7 8 9 10

Source: Author’s elaboration.

Figure 3.16 - On scale from 0 to 10, being 0-extremely low and 10-extremely high, how do you classify
the impact a new Rural 5-star Hotel in Albufeira?

Numa escala de 0 a 10, como classifica o impacto de um Hotel Rural de 5 estrelas em Albufeira? /

On a scale from 0 to 10, how do you classify the impact a new Rural 5 star Hotel in Albufeira?
450 respostas

150
117
10 84 (18,7%) (26%)
50 (11,1%) 72
16%
” 29 64%) G (16%)
9 0 (12%)
6(13%) 3(07%) | 24%) 11 (2,4%)
0 B (2,9%
0 1 2 3 4 5 6 7 8 9 10

Source: Author’s elaboration.
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Figure 3.17 - On a scale from 0 to 10, being 0-extremely low and 10-extremely high, what are the
chances of you picking this new Rural 5-star hotel in Albufeira for your next stay in the region?

Numa escala de 0 a 10, qual a probabilidade de escolher este Hotel Rural de 5 estrelas em

Albufeira na sua proxima estadia na regiao? / On a s...otel in Albufeira for your next stay in the region?
450 respostas

80

64 (14,2%)

59 (13,1% 60 (13,3%

60 (13.1%) 55 (12,2%) (12.3%)
40 (8,9%) 41(9,1%)

0,
40 35(7.8%) S16.9%)

22 (4,9%) 23 (5,1%) 20 (4,4%)

20

Source: Author’s elaboration.

Figure 3.18 - What kind of services/experiences do you consider more important in an accommodation
establishment of this kind?

Que tipo de servicos/experiéncias considera mais importantes numa unidade hoteleira deste

género? / What kind of services/experiences do y... in an accommodation establishment of this kind?
450 respostas

Degustacéo de pratos tipicos e...
Aulas de Yoga e meditagéo / Y...
Provas de cha / Homemade te...
Pacotes de massagens com fi...
Caminhadas na natureza / Hik...
Passeios de Bicicleta / Bycicle...
Aulas de jardinagem / Gardeni...

353 (78,4%)
82 (18,2%)

50 (11,1%)
185 (41,1%)

304 (67,6%)

Pacotes especiais para fins-de... 236 (52,4%)
Workshops de produgéo de pa...
Outra/Other
Passeios de Bicicleta / Bicycle... 164 (36,4%)
0 100 200 300 400

Source: Author’s elaboration.
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Figure 3.19 - How much would you be willing to pay for a room in a Rural 5-star Hotel in Albufeira
during low season (From November to April)?

Quanto estaria disposto a pagar por um quarto num Hotel Rural de 5 estrelas em Albufeira

durante a época baixa (De Novembro a Abril)? / H...eira during low season (From November to April)?
450 respostas

@ menos de 200 € por dia / less than 200
€ per day

@ 201 € a 250 € por dia/ 201 € to 250 €
per day

@ 251 € a 300 € por dia/ 251 € to 300 €
per day

@ 301 € a 350€ por dia/ 301 €to 350 €...
@ 351€a400€pordia/351€to 400 €...
@ 401 € a 450 € por dia/ 401 €to 450 €...
@ mais de 450 € por dia / more than 45...

Source: Author’s elaboration.

Figure 3.20 - How much would you be willing to pay for a room in a Rural 5-star Hotel in Albufeira
during high season (From May to October)?

Quanto estaria disposto a pagar por um quarto num Hotel Rural de 5 estrelas em Albufeira

durante a época alta (de Maio a Outubro)? / How ...ufeira during high season (from May to October)?
450 respostas

@ menos de 200 € por dia / less than 200
€ per day

@ 201 € a 250 € por dia/ 201 € to 250 €
per day
) @ 251 € a 300 € por dia/ 251 € to 300 €
— |
per day
@ 301 € a 350€ por dia/ 301 €to 350 €...
@ 351€a400€pordia/351€to 400 €...

@ 401 € a 450 € por dia/ 401 €to 450 €...
@ mais de 450 € por dia / more than 45...

Source: Author’s elaboration.
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Figure 3.21 - Respondent's gender.

Género / Gender
450 respostas

Source: Author’s elaboration.

Figure 3.22 - Respondent's age.

Idade / Age

450 respostas

Source: Author’s elaboration.

@ Feminino / Female
@ Masculino / Male
@ Prefere néo dizer / Prefer not to say

@ 20 ou menos / 20 or less
@ 21-30

© 31-40

@ 41-50

@ 51-60

@ mais de 60 / more than 60
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Figure 2.23 - The respondent's country of origin.

O seu pais de origem / Your country of origin
450 respostas

Source: Author’s elaboration.
Figure 3.24 - Respondent's education level.

Nivel de Educacao / Education Level

450 respostas
29,6% '

Source: Author’s elaboration.

@ Portugal

@ Espanha/ Spain

@ Franga / France

@ Alemanha / Germany

@ Suica / Switzerland

@ Reino Unido / United Kingdom
@ Holanda / Netherlands

@ Bélgica / Belgium

13V

@ 9° Ano ou menos / Year 9 or less

@ 12° Ano/ Year 12

@ Licenciatura/ Undergradute/Bachelor
@ Mestrado / Master

@ P6s- Graduagao/ Post Graduation
@ Doutoramento / Ph.D.
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Figure 3.25 - Respondent's annual remuneration.

Remuneragao anual / Annual remuneration

| 2

450 respostas

40,2%

Source: Author’s elaboration.

@ menos de 12 000 €/ less than 12 000 €

@ de 12 001 € até 24 000 € / from 12 001
€1024 000 €

@ de 24 001€ até 40 000 € / from 24 001
€10 40000 €

@ de 40 001 € até 65 000 €/ from 40 001
€10 65000 €

@ de 65 001 € até 80 000 € / from 65 001
€10 80000 €

@ mais de 80 000 €/ more than 80 000 €
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