
BSX-3141 – Bio Enterprise and Employability – Business Plan 
 
 
Value Proposition: 
 
The Treborth North Wales Wildlife Experience, in conjunction with Bangor University, will provide an 
edutainment experience for all demographics, showcasing terrestrial (and some coastal) organisms 
endemic to North Wales (e.g. beavers, roe deer, rare fens, red squirrels, reindeer), with emphases 
on endangered species, allowing the park to simultaneously function as a conservation/ research 
platform and business. There is a gap in the market for low-cost and maintenance wildlife parks 
featuring endemic organisms in North Wales, particularly those with conservation value; this park 
shall capitalise on this gap, providing both a source of income from tourist admission, and a training, 
research, conservation and education platform for use by Bangor University. Visitors can enjoy an 
insight into the natural flora and fauna of North Wales, in a relaxed, rural environment. The 
university can utilise the park for research (ie. On the organisms grown/ displayed in the park), 
conservation (of the threatened species located in the park), education (ie. Field trips, hands-on 
modules) and training (ie. Internships, volunteer work). The park shall be constructed at Treborth 
Botanical Gardens in Bangor Gwynedd, an area already suitable to house a large variety of various 
endemic species and visitor facilities.  
 
 
Key Partners: 
 
Bangor University – World-renowned University, at the top of their field in many aspects of 
biological science. The university will provide up to 50% of the monetary funding for the park, and 
their personnel will provide links to acquiring the majority of the animals for the park. The university 
will also provide staff and student volunteers (as students doing internships at the park, via field 
trips and field courses, and on a solitary volunteer basis) who will help in the running of the park. 
The staff of the university will also provide their expertise in animal care and husbandry. 
Furthermore, the university will be used a source of advertisement for the park, via student emails, 
student news outlets and by flyers around the campus. The university has also provided us with the 
rugby field behind the park, which shall be converted into a car park. 
Natural Resources Wales – A body of the Welsh Government responsible for maintaining the 
sustainability of Welsh natural resources and environments, with a budget of £180 million pounds in 
2016. NRS will provide some funding towards the park setup and management, and can provide 
connections within the scientific and conservation community to allow us access to organisms for 
exhibits, or provide us with organisms directly. Furthermore, their highly qualified staff will be 
available to aid in the management of the park and the care of the park’s organisms. 
Blakemore Cash and Carry – Nationally-renowned wholesalers with a large outlet in Bangor from 
which materials for the café will be gathered. 
Natural Building Centre – North Wales-based company specialised in environmentally-conscious and 
sustainable building supplies. Shall be used for purchase of park maintenance supplies. 
Brenig Construction – North Wales-based construction company with particular expertise in 
environmentally-safe and sustainable construction. Shall develop the existing staff buildings at 
Treborth Botanical Gardens into a visitor centre (including tickets, café, gift shop and display room), 
staff quarters (including storage facilities, offices, rec room, animal care facility), redeveloping the 
rugby field towards the rear of the park into a car park, constructing paths and trails throughout the 
park, setting up fences and gates for animal ‘enclosures’, and building toilet facilities 
Research Councils UK – Body supervising the various academic research councils around the UK. 
Shall give access to various sources to apply for research grants and funding, such as Environment 
Wales, Countryside Council for Wales, Environment and Countryside Funding (Welsh Government), 



Biffa, The National Lottery, Whitley Fund for Nature and the Conservation Leadership Programme. 
Eligible grants range from £5000 to £250,00. 
Daily Post and North Wales Chronicle – The two most wide-spread local newspapers, with 
distribution and readership across the entirety of North Wales. Shall be used for promotion of the 
park, with the potential for interviews and articles about the park.  
Vistaprint – Renowned online printing company. Shall be used to design and produce 
advertisements (eg. leaflets, flyers) for the park. 
Gamlins Solicitors – Bangor-based solicitor with a good track record. Shall be used for the initial legal 
paperwork and proceedings. 
Arriva – Public transport company with national train and bus services. A deal has been struck with 
the company, allowing day tickets to be purchased alongside transport tickets at a reduced rate. A 
bus stop is located directly outside the entrance to the gardens, and so can make great use of public 
transport. 
HSBC – World-renowned bank. A business account shall be set up to conduct monetary transactions. 
 
 
Marketing and Sales: 
 

a) Market/ Customer Segments 
In 2015, 36.8 million tourists visited Welsh attractions, with 10.4 million visiting 
Wales for single days, and the rest for overnight visits. £2 billion income was 
achieved in total by all attractions. As such the park shall market towards those who 
are spending more than one day in the area, integrating itself into the other ‘natural’ 
activities on offer in the area (eg. Hiking, walking, kayaking, wildlife spotting). Across 
Wales, wildlife attractions received 50% more business in terms of sales 2016 than 
2015, and an increase of 17.2% in visitor numbers. This shows there is a large 
growing market for wildlife tourism, which the park can exploit. Business tourism 
rose by 70% from 2015 to 2016, so marketing can capitalise on business-people 
visiting the area, eg. By posting advertisements in local businesses, restaurants and 
hotels. The off-peak months gained significantly more visitors than peak months in 
wildlife attractions across Wales from 2013 to 2015, and so events and marketing 
pushes could be organised for off-peak months, and discounts and other incentives 
organised for peak periods to boost peak business. Bangor University has over 
10,000 students every year, around 730 of which studying biological sciences, so 
promotion in the uni via various advertisements, and usage of the park for 
education purposes would promote the park to students. 
 

b) Customer Relationships 
Long-term relationships will be achieved the most. In peak periods, 74% of people 
said they would return again, and around 85% of visitors said they would return 
again during off-peak periods; thus seasonal and yearly tickets shall be promoted to 
entice visitors to make multiple visits. Furthermore, we shall encourage interaction 
with our customers before and after their visits via social media presence (Facebook, 
Twitter, Instagram and Snapchat in particular), posting updates about the activities 
of our organisms and workforce. Adoption schemes for our animals will be 
promoted, giving news updates on the adopted animals to the adopters, and 
providing a seasonal or yearly ticket alongside their adoption pack, the income of 
which shall be channelled to management of the animals and maintenance/ 
upgrades to the park. Long-term customers are the most expensive to serve, but 
provide the most amount of income with their continued business. Direct 
competitors include the near-by attractions Pilas Pili butterfly sanctuary, Anglesey 



Sea Zoo aquarium, and the Welsh Mountain Zoo. Indirect competition includes Zip 
World (including the world’s longest zip line and cavern trampolining), Go Ape 
outdoor ‘adventure climbing’ and the Bear Grills experience. The Treborth North 
Wales Wildlife Experience will occupy an unoccupied niche in the market, by 
focussing on the ‘naturalness’ of its exhibits and activities. The park’s direct 
competitors all feature organisms not endemic to North Wales; he organisms 
featured in the Experience are all endemic to the region and being kept and 
displayed for conservation purposes.  
 

c) Channels 
Various channels shall be used for marketing. Flyers and leaflets shall be distributed in 
tourist attraction stands across businesses throughout North Wales and North-East 
England. Adverts shall also be placed in local and national papers, with the potential for 
coupons and discounted ticket offers. A viral marketing campaign through social media 
sites such as Facebook, Twitter and Youtube will be used. The park will also be promoted 
to students via its involvement with Bangor University (eg. Field trips, research, 
internships). A website for the park shall be set up and run by the manager, or a 
specialised IT technician (who will also deal with the social media accounts), on which 
potential visitors can buy tickets and adoption packages, see the organisms present at 
the park, find out logistical information, and find links to associated organisations and 
charities. The park shall also have a phone line to call for enquiries and to book tickets 
(managed by admissions staff). Events (potentially annual or regular) shall be organised 
involving a particular theme (eg. Holidays, new animal introductions, historic days) in 
order to increase the variety of appeal to potential customers. 

 
 
Key Activities: 
 
Organisms shall be contained in a pseudo-enclosure constructed of natural materials, allowing 
visitors to observe the organisms without restricting the organisms’ freedom to move around. 
Plaques and signs with information about the organisms shall be placed appropriately along various 
trails throughout the park which visitors can follow. The visitor centre shall include admissions, 
various displays about North Wales organisms and environments, a café, bathrooms, and a gift shop, 
including some personalised merchandise. Parking will be available for customers and no extra cost. 
Social media accounts and the park’s website will be updated regularly with updates about the 
organisms and the staff. Adoption packages will be available for the animals, allowing visitors to 
adopt our animals for a regular fee in exchange for ‘charity donations’, a pack with merchandise, and 
a seasonal/ year ticket to the park. Upkeep and maintenance of the park, including repairs to 
enclosures and paths, and litter disposal. Maintenance of organismal welfare, including feeding 
animals if necessary (mostly self-sustaining as animals feed on natural resources around them), 
birthing and rearing of young, and healthcare. All administration work to be done in staff offices. 
Storage of products and materials at storage rooms in staff offices. Banking via a HSBC bank account 
done by the manager, or an accountant if manager unavailable. Invoicing performed by staff.  
 
 
Key Resources: 

 
a) Physical 

Premises, including the visitor centre, staff centre, animal care facilities, fences and 
gates, car park, toilets. Specialist equipment includes medical equipment for animals 
(for illness, injury and giving birth), tranquilizer guns (in case of dangerous animals), 



food storage, cooking, display and eating equipment for the café, tills for admission 
and gift shop, products for the gift shop, computer installations for IT support, 
contents for adoption packs including tickets, ticket machines for admission, 
minivans for materials transport, animal feed, and the organisms themselves.  
 

b) Intellectual 
Copyright for the park logo and any original fonts invented for any materials. 
Copyright for the park name, and names of any major attractions. Copyright for any 
materials or products produced for/ by the park. 
 

c) Human 
Full-time park manager. A mix of full time and part time staff: catering staff, visitor 
centre staff (inc. admissions and gift shop), park ranger(s). Part-time IT/ social media 
technician. Many volunteers from the surrounding area and interns from Bangor 
University. 
 

d) Financial 
Shareholders include the park manager, park employees, university staff, and the 
university itself. HSBC shall be used for a business account. Fundraising shall be 
conducted by charity boxes at the park, and via a donation option on the website. 
Grants shall be acquired from the various organisations listed in Key Partners. 
Bangor University shall provide at least 40% of initial start-up funding. The 
manager’s own personal savings, inheritance and gift shall provide initial start-up 
funding. 
 

 
Cost Structure: 
 
The main costs of the park will be initial set up costs: Building and decoration of the visitor centre, 
staff centre, car park, ‘enclosures’, entrances/ exits, pathways have been quoted for £100,000. 
Materials and products for the visitor centre (inc. café, gift shop, admissions and displays) is £5000 
for the first month, then £300 subsequent each month dependant on necessity. A minivan is being 
donated by the university, with insurance and petrol costs estimated to be £100 per month. Staff 
wages will be around £300 per week (due to volunteers, interns and part-time work being 
prevalent). Acquisition of organisms for display is estimated to be £1000. Equipment for 
maintenance of organisms will cost £500 initially, then £50 (due to self-maintenance of animals and 
plants). Purchasing of trademarks shall cost £300 a year. Telephone and internet access will be £45 a 
month. Printing of materials will cost £200 initially, then £50 a month.  
 
 
Revenue Streams:  
 
The bulk of revenue shall be from ticket sales. Day tickets shall be priced at £8 for adults, £6 for 
students and concessions, £4 for children aged 2-15, and free for children aged under 2 years old. 
Seasonal tickets shall cost £30 regardless of age, and year tickets shall cost £50. Café food and drink 
shall range from 50p to £8, and gift shop items shall range from 20p to £50. Bangor University shall 
be contributing 40% of initial startup costs, £45,000. £50,000 shall come from my personal 
investment, including inheritance, savings, capital from other business ventures and gift shall be 
used. The rest of the initial startup money shall come from grants from various organizations listed 
in Key Partners, and via donations.  Volumes of sales shall be made sustainable by attracting 
business all year-round via marketing campaigns, a pervasive and entertaining social media 



presence, encouraging the sale of yearly and seasonal tickets (to entice people to spend more in the 
gift shop and café), and via the promotion of adoption packages to be paid as a regular subscription. 
Bangor University shall also provide funding for the upkeep of animals to ensure they are viable for 
research and conservation, as will hopefully conservation and scientific research organizations. The 
maintenance and product costs for the park after initial setup are low cost (due to being mostly self-
sufficient). 
 
 
SWOT Analysis: 
 

Strengths 

 There are no other businesses nearby 
with the same premise of 
‘naturalness’ and conservation – the 
park’s unique selling point. 

 There is a high degree of expertise 
behind the business, including 
professionals from Bangor University 
and Natural Resources Wales 

 Conservation issues are topically 
current, and so likely to draw a lot of 
business. 

 The park is mostly self-sustaining and 
low maintenance  

Weaknesses 

 Not really ‘edgy’ or ‘cool’  

 We have little business or market 
experience 

 The ‘outdoors-y’ nature of the 
enterprise can put potential visitors 
off, especially during bad weather 

 Animals have the potential to be 
hiding from the public 

 Grants not guaranteed to be awarded 
to the business 

 Animals may be difficult to acquire 

Opportunities 

 Can fill unoccupied niche in the 
market for ‘natural’ wildlife 
experience 

 Has many other attractions around, 
so more people likely to visit area 

 Potential to use social media 
effectively, which is not seen in many 
other attractions. 

 Can make most out of university and 
NRW connections 

 Can be involved in numerous local 
events to help promote itself 

Threats 

 Failure to acquire grant money 

 If Bangor university pulls out majority 
of support will be lost 

 Competition from other attractions 

 Recession and reduction in interest 
can cause visitor numbers to decline 

 Bad weather and diseases have te 
potential to kill the organisms on 
display 

 
 
 
 
 
 
 
 
 
 
 
 



Appendix – Financial Forecasts 
 
 

 

 
 

Treborth North Wales Wildlife Experience

Cash Flow Projection Month 1 (Off Peak) Month 2 Month 3 Month 4 Month 5 (Peak) Month 6 Month 7 Month 8 (Off Peak) Month 9 Month 10 Month 11 Month 12 Total

Income Sales 750 1100 1300 2400 4200 3700 4600 5400 3850 3540 3860 3800 38,500

Bangor University 45,000 500 500 500 500 500 500 500 500 500 500 500 50,500

Own Investment 50,000 0 0 0 0 0 0 0 0 0 0 0 50,000

Grants and Donations 25,000 500 150 400 0 0 0 0 0 0 0 0 26,050

Total Income 120,750 2100 1950 3300 4700 4200 5100 5900 4350 3940 4360 4300 164,950

Expenditure

Building/ Refurbishment 100,000 0 0 100 0 100 0 100 0 0 0 100 100,400

Animal Maintenance 500 50 50 50 50 50 50 50 50 50 50 50 1050

Café, Gift Shop and Admissions Stock 5000 100 150 200 200 200 300 250 250 150 150 100 7050

Office Supplies 500 200 100 100 100 50 50 50 50 25 25 25 1275

Cleaning/ Toilet Supplies 100 15 15 15 20 20 15 15 15 15 15 15 275

Minivan Petrol and Insurance 100 100 100 100 100 100 100 100 100 100 100 100 1200

Animal Health Supplies 1000 0 0 100 0 200 0 0 0 200 0 0 1500

Electricity, Gas and Water Bills 100 150 175 200 250 280 300 275 240 160 110 80 2320

Telephone and Internet 45 45 45 45 45 45 45 45 45 45 45 45 540

Printed Materials 200 50 50 50 50 50 50 50 50 50 50 50 750

Trademarks 300 0 0 0 0 0 0 0 0 0 0 0 350

Advertisement Placings 50 50 50 50 50 50 50 50 50 50 50 50 600

National Insurance 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 18,000

Wages 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 14,400

Drawings 0 0 500 500 500 500 500 500 500 500 500 500 5000

Total Expenditure 110,595 3460 3935 4210 4065 4345 4160 4185 4050 4045 3795 3815 154,710

Net Cash Flow 10,155 -1360 -1985 -910 635 -145 940 1715 300 -105 565 485 10,390

Opening Balance 0 10,155 8795 6810 5900 6535 6390 7330 9045 9345 9240 9905 10,390

Closing Balance 10,155 8795 6810 5900 6535 6390 7330 9045 9345 9240 9905 10,390 20,780

Figure 1.0 – 1st Year Cash Flow Projection 



 
 

 

Treborth North Wales Wildlife Experience

Profit and Loss Account Month 1 (Off Peak) Month 2 Month 3 Month 4 Month 5 (Peak) Month 6 Month 7 Month 8 (Off Peak) Month 9 Month 10 Month 11 Month 12 Total

Income Sales 750 1100 1300 2400 4200 3700 4600 5400 3850 3540 3860 3800 38,500

Total Income 120,750 2100 1950 3300 4700 4200 5100 5900 4350 3940 4360 4300 164,950

Direct Costs Materials 107,200 465 415 665 470 720 515 565 465 540 340 390 112,750

Wages 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 1200 14,400

Total Direct Costs 108,400 1665 1615 1865 1670 1920 1715 1765 1665 1740 1540 1590 127,150

Gross Profit 12,350 435 335 1435 3030 2300 3385 4135 6015 2200 2820 2710 37,800

Electricity, Gas and Water Bills 100 150 175 200 250 280 300 275 240 160 110 80 2320

Telephone and Internet 45 45 45 45 45 45 45 45 45 45 45 45 540

Printed Materials 200 50 50 50 50 50 50 50 50 50 50 50 750

Trademarks 300 0 0 0 0 0 0 0 0 0 0 0 350

Advertisement Placings 50 50 50 50 50 50 50 50 50 50 50 50 600

National Insurance 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 1500 18,000

2195 1795 1820 1845 1895 1925 1945 1920 1885 1805 1755 1725 22,560

10,155 -1360 -1485 -410 1135 375 1440 2215 4130 395 1065 985 15,240

2031 -272 -297 -82 227 75 288 443 826 79 213 197 3048

0 0 50 50 50 50 50 50 50 50 50 50 500

11,108 -1360 -1535 -460 958 250 1102 1722 3224 266 802 738 16,815Retained Profit

Tax Rate at 20%. No taxation on losses, but will be included in tax return later

Total Fixed Costs

Profit Before Tax

Taxation

Drawings

Figure 2.0 – 1st Year profit and loss account 


