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EXECUTIVE SUMMARY
In the wake of force 5 tornado that left its city in ruins, government and city officials at Greensburg, Kansas are seeking to rejuvenate their community and make the most out of a tragic situation. Recognizing a growing social trend of environmental friendliness and people’s desire to “go green”, Greensburg officials have sought to rebuild their city with the intention of becoming a self sustaining and eco-friendly community. Seeking to establish a cornerstone for this community’s development, Greensburg officials came up with the idea to transition an existing silo into a highly functional, profitable and eco-friendly bed & breakfast. 

The hope of Greensburg officials is that the bed & breakfast will maintain energy efficient strategies, make use of sustainable materials, and ultimately serve as a model for the eco-friendly mindset of the Greensburg community. Their hope is that it will become a popular site of eco-tourism and eco-living for people around the world. Implementing elements of sustainable food production (herbs and vegetable gardens), green construction materials, natural electricity generation, and other energy efficient practices, the bed & breakfast will position itself to do just that. Operating as a “green” business, the Silo Bed & Breakfast will be catering to a growing and potentially profitable market. Even more important is the fact that the business will be entering a regional hospitality industry that is highly unsaturated; currently, Greensburg has only one extended stay facility within city limits (The 1st Inn). In order to reach the next closest hotel, motel, or bed & breakfast, people have to travel 20 miles outside of town. Upon completing construction on the building and installing the necessary amenities, the Silo will operate as the sole provider of private hospitality services in the Greensburg area and it will seek to capitalize on the influx of eco-tourists that have begun visiting the city. 

Overall, the idea of the Silo Bed & Breakfast has the potential to become a very successful business concept. The city of Greensburg and the evolution of “Greentown” are still very early in the development process, and accompanying that development is the construction of this green bed & breakfast. Knowing this business is in the growth stage of its organizational development suggests that preliminary planning is a crucial element that city coordinators need to implement in order to get the business up and running. In reviewing the strategic analysis composed within this report, it is hoped that Greensburg officials will be able to transform their bed & breakfast idea into a highly successful business venture.

INTRODUCTION
In looking at the idea of transitioning an existing silo into a green bed & breakfast, city coordinators are sure to ask the question, “Will the silo eco-home make money operating as a bed & breakfast?”
There are a lot of factors that must be evaluated before this can be adequately answered.  Many decisions must be considered, evaluated and eventually acted upon.  Financial returns vary considerably depending on the bed & breakfast location, the number of rooms and types of amenities offered, other attractions in the area, and nearby competition from rivals.  In order for any business to be successful, there must be enough income generated to pay for all operating expenses and show a net profit large enough to live on.  A bed & breakfast is no different.  According to NuWire Investor (Yates), the average Bed & Breakfast Inn generates only 5% yield on gross room income.  This estimate includes the living expenses of the inn’s owner and family.  The Silo Bed & Breakfast’s yield on gross room income is much greater than this.

There have been several studies on bed & breakfasts with the purpose to gain a better understanding of the bed & breakfast market.  A study conducted by Michigan State University identified the profile of an average guest staying at a bed & breakfast.  In general guests are “middle-aged, well-educated, (moderately) high income, and professional market.  Couples comprised two thirds of the travel parties.” (Koth).  This research also notes that several categories, including education and science (and eco-tourism), are large enough for bed & breakfasts to consider targeting that particular segment.

A study by TIME magazine also identified guests as “being couples, most of them affluent and well educated. Most are tourists or people who are in town to visit family or celebrate a special occasion.  Bed & breakfasts are popular with foreign travelers.” (Marchant).  They give travelers something different for their money, something better than a standard ‘boring’ hotel room.  Many bed & breakfasts operate around a theme, offer peace and quiet, a warm and inviting atmosphere with pleasant and charming hosts, and of course, a warm homemade breakfast.

Key attributes that guests expect while staying at a bed and breakfast include pampering, personalized service, a welcoming atmosphere, home cooked breakfast and an ability to socialize with other guests as well as the host. (Tourism, Queensland) Bed & breakfasts provide guests with the opportunity to relax and learn about local lore, the environment, and in the case of Silo, guests will learn about green technology and eco-friendly living.

According to a worksheet series written for aspiring innkeepers (Arneson), most guests who stay at a bed & breakfast are quite willing to pay a premium price for a special or unique experience.  Guests staying at a bed & breakfasts are generally there for a short stay. “One survey indicated about 60 percent of guests stay one night, 25 percent of guests stay two nights and about eight percent stay three nights.”  If a guest is staying at the bed & breakfast while on a business trip or for tourism purposes, he or she may stay longer. 

Overall, our project evaluates whether or not turning the silo into an eco-friendly bed & breakfast will be a good return on investment.  Much consideration will be placed upon marketing analysis and financial pro-forma statements. Using these elements, the silo bed & breakfast will be able to establish a solid business foundation that will allow them to be successful both now and in the future. 

MARKETING ANALYSIS

In conducting a marketing analysis for the Silo Bed & Breakfast, it would be beneficial to construct a modified marketing plan for the business.  Developing a standard marketing plan is a substantial task that could garner its own report; therefore, within this discussion, only those marketing plan elements that are most relevant to the Silo will be highlighted. This report will briefly discuss the Silo’s current marketing situation, including a fact based analysis of the business’ current market conditions, its customer needs, and its competitive position. As part of the current marketing situation discussion, an analysis of the Silo’s potential competitors will be conducted and a brief SWOT Analysis (Strengths, Weaknesses, Opportunities, and Threats) will be formulated. Beyond that, the report will outline the silo’s key marketing objectives, identify an overall marketing strategy for the firm, build a target market customer analysis and positioning plan, design specific tactics that will support the overall market strategy (including implementations and controls), and provide a summary of marketing recommendations for the bed & breakfast to use now and in the future. The purpose of this marketing plan will be to identify the silo’s core opportunities and capabilities, generate a focused marketing strategy, build an effective resource allocation plan, and ultimately build a performance roadmap for the company’s marketing strategy and its expected performance.   
Current Marketing Situation
Market Conditions, Competitive Position, and Customer Needs
As was suggested in the executive summary of this report, the market conditions for the Silo Bed & Breakfast are defined by a growing and highly profitable customer base as well as a highly unsaturated hospitality market (regionally). In 2006, the International Ecotourism Society found that travel and tourism alone (including investment, consumption, government spending, and exports) grew by 4.6 percent over the previous year and tourism spending totaled US$6.5 trillion. Even more important is the fact that, starting in the early 1990’s, eco-tourism has been growing by 20 to 34 percent every year and it is growing globally at a rate that is three times faster than tourism industry as a whole (TIES Global Ecotourism Fact Sheet 2-3).  According to the International Ecotourism Society, “’experiential’ tourism—which encompasses ecotourism, nature, heritage, cultural, and soft adventure tourism, as well as sub-sectors such as rural and community tourism—is among the sectors expected to grow most quickly over the next two decades.” They add that “analysts predict a growth in eco-resorts and hotels, and a boom in nature tourism — a sector already growing at 20% a year — and suggest early converts to sustainable tourism will make market gains” (TIES Global Ecotourism Fact Sheet 3).
Again, as was mentioned before, Greensburg’s Silo Bed & Breakfast is entering a regional hospitality industry that is highly unsaturated; they will be operating as one of two hospitality businesses in the city of Greensburg (besides The 1st Inn). Until other hotels, motels, or bed & breakfasts become established in the area, the Silo Bed & Breakfast will serve as a major source of hospitality services for city residents and outside tourists. This bed & breakfast will have the luxury of facing very little competition early on (favorable competitive position) and the business can capitalize on some first-mover advantages. These advantages can come in the form of offering familiar products or services, building brand loyalty with customers, and establishing lasting relationships with necessary suppliers. Even more importantly, the Silo Bed & Breakfast “can capture market share much more easily without having to worry about rivals trying to capture the same customers.” It is important for the bed & breakfast to realize that these first mover advantages don’t ensure success, though. The “first-mover status must never be a strategy in and of itself, only the prelude to a larger and longer strategic plan” (“First-Mover Advantage” 1). The operators of the Silo must always analyze the internal and external factors that can impact their business, and they must realize that success will be short-lived without hard work and dedication. Without this dedicated mind-set, the Silo will be surpassed by incoming hospitality businesses and those competitors already established in nearby cities. An analysis of potential competitors will be discussed in the next section to give the coordinators of the Silo Bed & Breakfast a better idea of whom their potential rivals may be (see Analysis of Potential Competitors below). 
In generating an understanding of the market conditions facing the Silo Bed & Breakfast, it is apparent the business will be able to cater to some major customer needs. Currently, tourists are visiting the Greensburg area in hopes of learning more about environmental friendliness, green construction, and eco-living. Even with this influx of tourism, Greensburg has yet to construct or attract businesses that offer hospitality services (overnight stays, etc.). Besides the 1st Inn, Greensburg tourists have no choice but to travel 20 miles outside of town to find a place to stay for the night. In essence, by building an eco-friendly bed & bed breakfast, Greensburg officials would be catering to two customer needs. They would be providing people with an eco-tourism destination as well as a luxurious place to stay. The construction of the bed & breakfast would also complement the green development strategies of community coordinators at Greensburg. An interesting statistic found by the International Ecotourism Society concerning consumer demand is that “more than two-thirds of U.S. and Australian travelers, and 90% of British tourists, consider active protection of the environment and support of local communities to be part of a hotel’s responsibility” (TIES Global Ecotourism Fact Sheet 3). The Silo would be doing all of things necessary to carry out this responsibility. Overall, by fulfilling customer needs and capitalizing on opportunistic competitive positions and market conditions, the Silo Bed & Bed breakfast has the potential to achieve immense success for years to come.

Analysis of Potential Competitors

In order to conduct a competitor analysis for the Silo Bed & Breakfast, it is important to look at the competitive environment both in and around the city of Greensburg. As was pointed out in the beginning of this report, Greensburg has only one extended stay facility within city limits (1st Inn). Knowing that, the scope of the competitor analysis must be extended to include those organizations that are within a 30-mile radius. It is important to remember that Greensburg is in the midst of a redevelopment plan, so there is little doubt that more competitors will begin to enter the area. For the time being though, the Silo Bed & Breakfast should focus its attention on competing with those organizations that are currently in business. The table below outlines five of the Silo’s closest competitors, highlighting their individual strengths, weaknesses, and price points. Using this information, the Silo should strive to meet or exceed their competitor’s strengths, exploit their weaknesses, and develop price points that will allow them to be profitable and create a sense of value in the minds of their consumers. 

	Organization
	Strengths
	Weaknesses
	Price Points

	1st Inn

(Greensburg)
	· Only extended stay facility within Greensburg city limits 
· The staff is very friendly and rooms are cleaned daily

· Offer customers free high-speed internet access

· Prices are said to be competitive
	· The facility is in a remodeling phase

· Customers have stated that reconstruction, recarpeting, and paint for rooms are projects the owners need to consider

· Cable, running water, and other amenities have been reported missing by customers 
	$59.99-69.99 per night

	Days Inn

(Pratt)
	· Easy access to the highway (Hwy. 54)

· Very close to local retail outlets and grocery stores (Wal-Mart, etc.)

· Great amenities (open pool, guestrooms with cable/satellite television, free local calls, personal refrigerators, microwaves, and coffee/tea makers, as well as complimentary breakfast and parking)

· Accessible and friendly staff
	· Customers view it as  a no-frills hotel

· Rooms are small, cramped and sometimes dirty

	$77.54 - $91.23 per night

	Super 8

(Pratt)
	· Close proximity to Hwy. 54

· Rooms are very clean and comfortable

· The manager and staff are friendly, courteous, and helpful

· Free internet access and free continental breakfast
	· Don’t offer luxury suites
· Poor accommodations for older travelers and people with disabilities
· Very few entertainment options for tourists and people with younger children (pool is very basic)
	$67.15 - 97.33 per night

	Nendels Inn and Suites
(Dodge city)
	· Offers an onsite restaurant and lounge
· Free continental breakfast
· Great swimming pool
· Friendly and accessible staff
	· Customers have claimed the rooms are old, outdated, and not well kept
	$59 per night

	Best Western
(Dodge City)
	· Easy access to the highway (Hwy. 54)
· Very close to numerous recreational activities (golf courses, fishing and hunting locations, etc.)
· All rooms have internet and cable television
· Free continental breakfast
· Game room provided
· Access to an indoor heated swimming pool, spa, and exercise facility
· Meeting space available which will accommodate up to 80 people
· Pets are welcome
· Very clean and cozy
	· Highest price point within a 30-mile radius
	107.99 per night


At the moment, the 1st Inn is the only hotel within Greensburg city limits; the structure as well as the amenities are in very poor condition due to their exposure to the devastating tornado that passed through a few years ago. The business can hardly meet customer’s needs. Other hotels are at least 30 miles away from Greenburg.  Having this information, it is easy to identify the competitive threat as being relatively small and it could be regarded as one of the  biggest advantages for the Silo Bed & Breakfast.  The Silo could take advantage of this great opportunity to establish long-term relationships with local and non-local residents, building its reputation, and achieve as much market share as possible. 

SWOT Analysis


In order to build a better understanding of the Silo Bed & Breakfast’s current marketing situation, it would be helpful to conduct a SWOT Analysis for the firm. A SWOT Analysis is a strategic planning process in which environmental factors internal and external to the firm are identified. The internal factors are classified as either strengths or weaknesses and the external factors are classified as opportunities or threats (“SWOT Analysis” 1). The goal of the SWOT Analysis is to develop strategies and tactics that will build on and protect strengths, eliminate weaknesses, exploit external opportunities, and counter threats (Hill and Jones 18). The firm’s strengths (based on company-owned resources and capabilities) can be a means for developing a competitive advantage while an absence of certain strengths can pose significant weaknesses for the organization. Opportunities are factors external to the firm that can reveal new profit and growth chances while threats come in the form of changes in the external environment that may hinder those profit and growth opportunities (“SWOT Analyis” 1-2). 

The SWOT Analysis will also help the Silo Bed & Breakfast identify a core issue that is facing the firm. That core issue will come as a strategic problem or strategic opportunity and it will be identified at the conclusion of this analysis section. The tactics that are posed later on in this report will be designed to address the core issue facing the firm (see Tactics Supporting the Overall Marketing Strategy on p.13). 

Strengths
· Fantastic facilities (green-based, storm resistant)

· Great location (positioned in a high tourism traffic area)

· Low cost development (extensive volunteerism and charitable giving)

Weaknesses

· Low brand visibility and brand awareness

· Modest sense of developmental direction (operating as a bed & breakfast vs. operating as an office space, lack of plans for becoming a self-sustaining organization, inconsistent sourcing of construction materials)

· Little knowledge of bed & breakfast operations

· Limited number of occupancy rooms (equating to low sales attainment)

Opportunities

· Large influx of tourism in the Greensburg area

· Growth in the green movement and concern for green-living

· Very little competition early on

· First mover advantages (building brand loyalty, establishing relationships with suppliers, etc.)

· Potential partnering arrangements

Threats

· Plans for future dining and hospitality development in the Greensburg area

· Incoming competitors gaining second-mover advantages

· Slumping economy (less discretionary income and declines in tourist travel plans)

· Possibility of material donations subsiding or becoming less systematic

· Extensive regulations concerning bed & breakfast operations (“Kansas Bed & Breakfast Association” 2-3)

· For legal purposes, all bed & breakfasts in Kansas must establish written terms and conditions for customers (including clarifications on booking and reservation policies)

· Kansas lodging licenses are required for those bed & breakfasts that garner four or more rooms or accommodate eight or more guests

· Food Service Licenses are required for those bed and breakfasts that offer three or more rooms or accommodate more than seven guests (even if these conditions don’t apply, the bed and breakfast will need a Food Service License if they serve food to the public or non-guests)

· Necessary to comply with Kansas State Health Regulations which states that each guest room must garner its own private bath (applies to new or newly renovated businesses)

· Kansas sales tax and local/county taxes are to be collected by those bed & breakfasts renting four or more rooms (Transient Guest Taxes may apply to those businesses renting three or more rooms)

· All bed and breakfasts must meet state and county zoning regulations (acquiring the necessary permits, licenses, and certifications in order to start business) 

Core Issue Facing the Firm

In looking at the various elements of the SWOT Analysis, it is apparent the Silo Bed & Breakfast has a core issue that contains elements of both a strategic problem and strategic opportunity. In looking at the analysis as a whole, there really are two issues that stand out most; those issues include capitalizing on the low hospitality development in the Greensburg area and building more brand awareness and brand visibility for the firm. Combining these elements, the Silo Bed & Breakfast can identify its core issue as being the following: using the firm’s favorable competitive position to build brand recognition amongst green tourist groups and hospitality consumers both locally and internationally. Strategies and tactics that will address this core issue will be highlighted in the section of this report entitled Tactics Supporting the Overall Marketing Strategy.  

Most importantly, the Silo Bed & Breakfast should know that tackling this core issue is a highly attainable feat. The firm has the strengths and opportunities needed to establish a solid foundation for the growth and profitability of their business. If they can just exploit the opportunities presented to them and overcome some of their core weaknesses (establish a clear direction for the firm and become knowledgeable about bed & breakfast operations), they will be able to counter any threats facing the organization and build the brand recognition needed for the firm to succeed. The weaknesses the firm possesses are not debilitating and the threats they are faced with are not catastrophic in nature (e.g., many of the regulations facing Kansas bed & breakfasts don’t apply to the Silo; their organization will likely garner 3 rooms or less and accommodate fewer than 7 guests causing those regulations to be inapplicable, etc.).

Key Marketing Objectives (and Company Mission Statement)


When addressing the core issue facing the Silo Bed & Breakfast (using the firm’s favorable competitive position to build brand recognition amongst green tourist groups and hospitality consumers both locally and internationally), it is imperative that the firm establish marketing objectives that will get the firm headed in the right direction. Serving as a foundation for this marketing objective development is the bed and breakfast’s overall mission statement. Their mission statement reads as follows:


In order for the Silo Bed & Breakfast to insure the comfort of our guests, support our community, and provide a model for green living, we pledge to:

· Provide the finest services in eco-friendly facilities to our guests.
· Support our local economy and the greater community through the use of local goods in our hospitality operations.
· Qualify and maintain our platinum LEEDS certification and reduce our impact on the environment through recycling, re-use, and compost programs.
· Demonstrate practical green living and green construction to the wider community and people around the world.
With this mission statement in mind, the Silo Bed & Breakfast should focus on establishing objectives that are startup focused and developmental in nature. These objectives need to be simple, concrete, countable, ambitious, and achievable. Saying that, Silo should establish the following objectives for their firm within the first five years:

· Maintain at least a 95% customer satisfaction rating

· Within daily operations, incorporate goods that are 75% locally produced (food, bedding, bathroom accessories, etc.)

· Qualify for platinum LEEDS certification within the first two years of operation

· Offer goods and services that strictly 100% eco-friendly and green approved

· Maintain room occupancy rates of at least 50% in the first year and increase that occupancy rate by 3-5% every year thereafter

· Gain 50% brand awareness among targeted customer segments (see Target Customer Analysis and Positioning section for clarification)
Overall Marketing Strategy

In order to achieve the marketing plan objectives mentioned above, the Silo bed & Breakfast must implement an overall marketing strategy the firm can follow. Understanding elements of the company’s situational analysis, it appears a market development strategy would be the best option for growing the business.  A market development strategy involves taking an existing product and introducing it to new markets.  It is a means of attracting new buyers from new and differentiated segments as well. The Silo acts as the existing product in this case (even though the bed & breakfast is relatively new, the premise of offering hospitality services in Greensburg is not); this product will be introduced to new markets (green tourism and hospitality segments) through focused marketing strategies and tactics, building the firm’s brand visibility and brand awareness.  

Knowing the Silo Bed & Breakfast is a developing business, the task of introducing its quality hospitality services and green focus to new markets is a highly attainable feat.  Up to this point, the Silo hasn’t generated sufficient brand awareness and brand recognition due to the youth of the organization and its less refined developmental processes.  With time and a well-developed marketing strategy, the business will generate the brand awareness and brand recognition it needs to grow as an organization.
Target Customer Analysis and Positioning

In reading the key objectives stated above, one might question how the Silo Bed & Breakfast would go about achieving those goals. That question will be answered when analyzing the overall marketing strategy that will be used by the firm and the accompanying tactics that will support that strategy. Before getting there, though, it is imperative that the Silo Bed & Breakfast identify the segments of the market they want to target and develop a positioning strategy to cater to those targeted consumers. Within this process, there needs to be a careful analysis of consumer behavior (taking into consideration consumer needs, wants, attitudes, and purchasing behavior).


Understanding the nature of the bed & breakfast industry (private hospitality) and the development strategies of the Greensburg community, the Silo Bed & Breakfast will target male and female tourists (predominantly couples) visiting the Greensburg community. These tourists will be in a  moderate to high income ($65,000+), high education bracket (2-4 year college education and above), and they will range in age from 25 to 60 years old. They will have an interest in the green movement and they will come from various parts of the world in search of models for eco-living and eco-lifestyles. They will be willing to pay a premium price for green attractions and they will prefer the personal touch and charm of a bed & breakfast getaway. 

With this target market in mind, it makes sense for the Silo to position itself as a premium hospitality organization that offers eco-friendly products and services. It is a prime tourist destination for individuals seeking knowledge on green living and it would appeal to those individuals seeking a warm, charming, and customer-focused escape from the everyday routine. 
Tactics Supporting the Overall Marketing Strategy 

In developing a new business, it is important to locate your target market and develop ways to reach out to them.  Building brand awareness is one way that potential customers can learn about the company and the products or services that the company provides.  In this example, we have an eco-friendly bed and breakfast that has the position of being the first of its kind in the area.  Although there are many different methods to market a product, we are looking for ways that can reach a large number of potential customers at a low cost as the operation lacks the means that other competitors may possess.


In order to focus our resources on our target market, it is important to determine who are target market is and where we might be able to reach out to them.  Since our firm is an eco-inspired enterprise, we began at existing eco-friendly publications.  These publications have readers that are interested in the environment already, and therefore might be more inclined to pay attention to the advertisements and follow up in their spare time.  Some potential publications include Worldwatch, Mother Earth News, or The Green Guide.  Each of these publications has a client base of informed, active environmentally conscious readers.  Advertising in one or all of these about the Silo Bed and Breakfast would increase awareness and potentially increase the demand for the product in the future.


There are many other magazines available from which to advertise, but it is also important to consider the power of newspaper periodicals.  There are still large readers and distribution channels for nationwide publications like The New York Times, Washington Post, or USA Today.  If the company is successful and reaches a degree of profitability, it may be possible to take out advertisements in any of these publications which reach a larger number of potential customers than the environmentally focused periodicals.  The costs involved, however, may require the additional step of surveying actual customers and determining how they learned about the Silo.  Operating as a nonprofit, there needs to be a method in place to determine where ad money was well spent and where it is not.  This could allow for future investments in advertisement to be more focused and more profitable. 


The city of Greensburg was featured in 6-part series on the Discovery Channel, which chronicled the devastation the tornados have caused and the series has already helped spread awareness (Planetgreen).  The community as a whole could benefit simply by getting the video distributed to a larger number of potential customers.  Many college campuses, including Winthrop, have environmental groups that volunteer to help on environmental projects as well as fund raising activities.  The cost of making copies/distribution of the film to campus environmental groups could be quite minimal assuming authorization from the film’s producers.  Doing so could raise awareness, and possibly increase the number of visitors to the area which could help develop the market for our business.


Video can also be used in the future by positioning the company as an eco-friendly place to stay in an eco-friendly area.  This helps build the brand and differentiate it from other bed and breakfasts as well as any other hotels that might operate in the area.  When visiting an environmentally friendly development area, why not show patronage by staying the night in an establishment that is doing its part to contribute to the cause and help the environment.


There is a larger global movement towards preserving resources and creating a cleaner healthier planet.  A more hands on technique would be to set up an informational space at an Environmental rally or Eco-Festival.  One such event is Ecofest, at Central Park in New York (Ecofest).  This festival recently had its 21st celebration, and numerous vendors distributed environmentally friendly information, displayed products, and helped raise awareness about the ways individuals can contribute to a healthier planet.  This would be a great venue from which to tell the story of Greentown, and how a natural disaster can be used to renew and rebuild a city in a more environmentally sustainable way.  This type of venue would also be a great place to connect with other firms in other areas that share our vision, and possibly find other areas where the company may expand in the future if the business model is successful.


The internet has become a great place for companies to get their message out, and often at very low costs.  There are numerous videos available on YouTube, for example, about the city of Greensburg and the damage the tornados have caused over the years.  Videos could be developed showcasing the progress that the city has made over time, and possibly include the development of the Bed & Breakfast.  Other websites, such as MySpace, Twitter, and Facebook can also be utilized in order to help build brand awareness and increase the number of potential clients.  Many companies today use these methods to advertise special promotions or discounts to their friends or fans directly on the site.  It is not very difficult to manage and the tools already exist to post pictures, videos, testimonials, and receive feedback about the establishment.  These types of sites also provide an opportunity to network with other established firms and organizations that are contributing to the cause, and help reach a large number of potential clients.


The web can also be utilized by creating an official website for the Bed & Breakfast.  This would also allow the operation to tell its story, and allow interested parties to read about the amenities, prices, booking, as well as information about what to see in the area.  This can also be done for minimal cost, however the website would possibly take someone with technical know-how to keep the website updated and up to par with competitors sites.  Other information such as menus, group rates, promotions could also be updated and may help increase traffic during seasonal periods where the area would not get many tourists.


Another distribution method that is starting to grow is environmental radio.  Today there are radio programs dedicated to spreading the word about the environment, and reaching out to environmentally conscious individuals.  Shows such as Living on Earth also distribute podcasts for those fans that are unable to listen to the show at its regularly allotted time, a great opportunity to reach customers in the target market (loe.org).  Although a radio advertisement would be an option, it may also be possible to speak live on air with the show’s producers and tell the story of Greentown to the active radio listeners.  This would be a great opportunity to reach out to the public and ask them for their support.  There are other shows like this as well, and all venues should be considered in order to fully get the word out and build brand awareness.

Radio can also be utilized in concert with other environmental events or eco-festivals where people may be turning out to support the environmental cause.  Local radio shows sell ad space and they often take part in local activities if they support the cause.  There is no harm in reaching out to local radio stations, talking about the events on the air might also increase awareness and lead to more potential clients in the future.  
Once the website has been constructed, the company can update the public with new offerings, promotions, group discounts etc.  The addition of photos or videos of the facility after it is operational can also increase the likelihood of potential visitors visiting the site.  Different outreach projects like the visits to environmental rally’s or celebrity visits could also be showcased on the site.  In addition, the website should have some capacity for visitors to describe their visit, make recommendations, and offer feedback about the future development of the operation.  This data can then be considered in the future to improve the layout of the facility and improve the ability of the company to satisfy customers and increase customer satisfaction.

BedandBreakfast.com advertising is also an important way to promote the Silo Bed& Breakfast in Greensburg. It is necessary to highlight the hotel’s strengths for the potential customers: brand new facility, green focus, and service that is highly customer-oriented. The advertisement should focus on the Bed & Breakfast being an eco-friendly hotel in a developing green town; it could be advertised as the best choice for hospitality services in downtown Greensburg.
There are many different ways in which a brand can build awareness, and reach out to potential clients.  It is important to consider all available alternatives, and take steps to utilize as many of them as possible to reach the largest number of people at the lowest possible cost.  Although it may not be financially possible to use all of these means at one time, over time different methods can be used and those that prove to be successful may be put to use again and those that prove ineffective should be disgarded.  The costs involved reinforce the need to have some method in place to determine where the monies spent were beneficial and where they were not effective.  Something like a client questionnaire or feedback/complaint card could ask these types of questions and make for a more sustainable advertising campaign in the future.
Summary of Tactics

	
	Implementation
	Controls
	Financials/Budget

	Tactic
	How?
	When?
(Time Frame)
	By Whom?
	How will performance be measured?
	Any Revenues or Costs

	Advertise in eco-friendly publications (i.e., Worldwatch, Mother Earth News, The Green Guide)
	Develop advertisement ideas, contact company advertising dept.
	Within first 6 months
	Manager, or advertising representative
	Customer questionnaire
	Depending on ad size, possibly negligible to quite expensive

	
	
	
	
	
	

	Advertise in local and national periodicals
	Contact News 14, Charlotte Observer
	1-2 Years, if successful
	Manager, or advertising representative
	Customer questionnaire
	>$100.00

	
	
	
	
	
	

	Distribute Greensburg’s Discovery Channel series to new, potential consumers
	Gain approval, copy series, contact Environmental groups
	Immediately
	B & B Employee
	Build relationships, develop ongoing feedback with Eco-Enthusiasts
	Very low

	
	
	
	
	
	

	Create videos that highlight the Silo as an eco-friendly business located within a green community
	Record footage on site once project is operational
	Immediately
	Manager, or advertising representative
	Audience reaction, how does the public react to the operation?
	Cost of video editing, camera usage.

	
	
	
	
	
	

	Set up informational booths at environmental rallies or eco-festivals (e.g., Ecofest in New York)
	Create brochures, guides, and informational handouts/travel
	New York December, other locations throughout the year
	B & B Employee
	On-Site feedback, questionnaires by actual visitors, guest book
	Travel Costs, Printing brochures > $500.00

	
	
	
	
	
	

	Use internet-based resources to build awareness for the Silo (e.g., YouTube, Twitter, Facebook, MySpace, etc.)
	Create Facebook Page, Myspace Page, Twitter Account
	Immediately
	B & B Employee
	User Emails, feedback forums, random online questionnaire
	Free

	
	
	
	
	
	

	Create an up-to-date and fully functional website for Silo (include testimonials, prices, amenities, etc.)
	Determine critical information, implement it into site as user friendly as possible
	Immediately
	Manager, or advertising representative
	On-Line forum, feedback requests
	 Free to set up, possible expense to service 

	Advertise the Silo through environmental radio broadcasts, podcasts, and live concert events (e.g., Living On Earth)
	Contact Radio Station, request interview on-air
	After 6 months of operation
	Manager, or advertising representative
	Speaking with listeners on the air, gaining feedback
	              Free

	Advertise on BedandBreakfast.com
	Sign up for free at BedandBreakfast.com and post ads, banners, press releases, or direct advertisements
	Immediately
	Have a silo administrator contact the advertising partner for bedandbreakfast.com to purchase these marketing materials
	The success of ads, banners, and press releases can be measured by click-rates and simple surveys asking how customers heard about the Silo Bed and Breakfast
	Costs for ads, banners, and press releases will vary depending upon their size, content, and duration they are posted ($50-$500 per month/ some based on click rates)

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Summary of Recommendations

In developing the marketing plan, it is important to consider the short and long term objectives of the firm.  In this case, the firm is starting out with a very limited amount of financial resources as well as a small number of employees.  In the longer term, additional resources may be allocated to an advertising budget or an advertising department.  However, the firm must first focus on the short term and the ability to reach potential customers in the least costly method.


The development of an online presence can be done with little money up front, and help raise awareness among the public.  The firm can begin by creating accounts on Facebook, MySpace, and Twitter to showcase the company and provide information about the services provided.  The addition of pictures of the location and a brief history of the area can also be implemented to the pages.  As time goes by, updates can be provided to display potential promotions that are offered as well as updates to the development of the area.


As the business becomes more profitable, additional measures can be implemented to increase awareness of the business.  The distribution of the video series to different environmental groups and environmental clubs can inform high potential clients about the facility.  As more individuals visit the facility and the area becomes more developed, additional resources can be spent reaching out to the public like informational sessions at environmental festivals similar to Ecofest.  With limited budgeting for travel expenses and brochures we could potentially reach environmental enthusiasts who would be excited at the opportunity to visit the facility.


In the longer term view, there are many potential opportunities for more aggressive advertising measures.  Taking out advertisements in environmentally friendly magazines or radio broadcasts has the potential to also reach a more diverse number of the population.  It is important that we have already developed the financial resources necessary prior to this type of investment because it is more costly and we also need to have the capacity to service a larger number of clients.  It is also feasible that in the longer term if the company is successful, that resources can be used for expanding the facility or other facilities to allow a larger number of clients to enjoy what the company has to offer. 


The company also has the potential in the future to look at advertising nationally in a national news publication.  Because of their ability to reach all demographics of the population, this has the potential to really increase the business but it also comes at a higher cost.  The company must first focus its energy on making due with limited resources.  It would not be prudent for a small firm with limited capital to market to the mass market until it is able to build the capacity necessary for a higher volume of customers.
FINANCIAL ANALYSIS

Financial Pro-Forma Statements

Compiling pro-forma financial statements for the Silo Bed and Breakfast presented numerous difficulties for our team; we were uncertain of the project’s construction progress, the number of amenities yet to be added, and the contributions (monetary and supplies) that were yet to be received.  Before presenting the pro-forma statements, there are certain items to note that greatly influenced the decision as to what monetary amounts to include in the analysis.  There has been no attempt at the creation of a Balance Sheet or Statement of Cash Flows because of the less-than-reasonable-likelihood of accuracy as concerning the value of assets and liabilities.  For this there needs to be discussion and disclosure among the directors and owners of Silo Eco-home.  Enough information and research has been garnered to fairly represent an estimate of expected revenues and expenses of the Silo.


The Silo Bed and Breakfast has already been incorporated as a Not-For-Profit Entity.  As such, this eliminates the need for the payment of Federal and Kansas state income taxes, often a major expense for businesses.

Payroll is another major expense for most companies. Silo Bed and Breakfast is fortunate that AmeriCorps is currently funding the payroll, thus eliminating a major operating expenditure. Much of the additional labor needed is performed by volunteers, but once capacity reaches 50% occupancy rate, part-time labor has been calculated at a rate of $8.00 for 20 hours weekly and at 40 hours weekly with a 75% occupancy rate.  This estimate is based on the expectancy that Silo will need some minimal extra help during busy times.  Volunteers are good, but hiring a part-time employee ensures that there is adequate staff available during peak times.


The Silo building has been donated as well as many of the interior and exterior fixtures.  Much, if not most, of the building supplies have been donated by individuals and corporations.  Corporations sponsor items such as ‘low-flow’ toilets and showerheads in order to use Silo as a platform to promote their ‘green and eco-friendly’ products.  Likewise, products and supplies such as bamboo flooring have been donated to the business.  Renovation is ongoing as contributions are received –in the form of monetary donations as well as additional supplies and equipment.


The Statement of Start-up Expenses and Capital Outlay Projection identify the necessity of raising money or asking for more contributions to complete renovations in a timely manner in order to expedite the opening of Silo Bed and Breakfast.  Research on start up costs of other Bed and Breakfast inns were used as beginning estimate figures.  For example, a twin commercial washer and dryer set is expected to cost $3,000; a new, high quality queen mattress set is estimated to cost $1,000; but a used queen bed frame can be purchased from Craig’s list or from a flea market for as little as $100. 
Before opening as a bed & breakfast, Silo must ensure that guests needs will be met and satisfied.  Purchase of a bed and sheets are obvious, but items such as dressers, clocks, telephone, room décor and other niceties must not be overlooked.  The kitchen must be furnished with a good sized refrigerator, stove, dishwasher and microwave oven as well as general cookware (pots, pans, individual sized casserole dishes) and  dining ware (plates, cups, serving bowls, simple table decorations, etc).  The Common Room should have adequate furniture, a television, stereo, selection of videos (especially relating to eco-friendly topics, possibly videos from Discovery Channel), end tables, lamps, books (again this would be a good place to have reference books relating to eco-friendly topics), etc.  Décor is important.  Silo must have both value and function to make Silo a friendly and welcoming place to stay.

LEEDS certification is eco-friendly and ‘bonus points’ are awarded by the incorporation of used and recycled materials.  With this in mind, start-up expenses can easily be reduced by the purchase of gently used and/or donated items.  Buy new good quality items where needed (linens and bedding) but buy used items where ever possible such as bed frames, lamps, bookcases, chairs, table, dressers, etc, as well as miscellaneous items used to decorate the rooms to give each room its own sense of identity and unique focal point.  

When deciding upon a rate to charge for the night, it was decided to charge a higher rate for the downstairs bedroom, as this room is larger and on the ground floor.  To further distinguish Silo as a premiere and eco-friendly bed & breakfast, it is in the best interest to decorate each room to give it a unique ‘flavor’.  Other bed & breakfasts inns have had excellent success in promoting differentiation between rooms, and Silo will be no different.  By working with the eco-theme, the managers/directors of Silo can build upon this.  Possible themes would be to decorate one room as a woodland forest; another room as an ocean beach; another room can be decorated like being in a meadow; in a flower garden; etc.  Searching the internet, there are plenty of inexpensive ways to decorate according to themes.  Wall border and murals are inexpensive, as are pictures, paint and knick-knacks.  Bedding can be coordinated to match each theme. Be creative.  Research has shown that guests will pay more to stay at an inn that they perceive to have more value.  Uniqueness will set Silo apart.  Guests will willingly pay a little more to stay in “the Rainforest Room” or the “Victorian Garden Room”.
Start-Up Costs

	Silo Eco-Friendly Bed and Breakfast

	Start up Expenses and Capital Outlay Projection

	Developed 10-22-09

	
	
	

	Building Facility:
	
	

	Purchase of Silo grain building
	
	 n/a 

	Rewiring and coding (upstairs)
	
	 $           1,000 

	Plumbing (upstairs bathroom)
	
	              1,000 

	Carpentry (upstairs is incomplete)
	
	              5,000 

	Subtotal 
	
	 $           7,000 

	
	
	

	Remodeling:
	
	

	Downstairs Master Bedroom (mostly complete)
	
	                  250 

	Bedroom #2 - upstairs
	
	                  500 

	Bedroom #3 - upstairs
	
	                  500 

	Office - upstairs room
	
	                  250 

	Kitchen (completed?)
	
	                       - 

	Kitchen equipment
	
	              4,000 

	Laundry (twin commercial Washer & Dryer)
	
	              3,000 

	Misc molding, window treatments, area rugs, etc
	
	              4,000 

	Subtotal 
	
	 $         12,500 

	
	
	

	Furniture & Fixtures:
	
	

	Guest bedroom (each)
	
	

	   *Queen bed frame
	 $         100 
	

	     Mattress (high quality - new)
	1000
	

	     Bamboo sheets & blankets (2 sets, thecompanystore.com)
	350
	

	    *Night stand, dresser, lamps
	100
	

	    *Pictures and misc. thematic items
	75
	

	Subtotal per room
	         1,625 
	

	          Total for 3 Bedrooms
	
	 $           4,875 

	
	
	

	Bathroom (each)
	
	

	     Bamboo towels, bath rug, etc
	300
	

	     Fixtures, toiletries, misc
	200
	

	     Subtotal per bathroom
	500
	

	          Total for 2 bathrooms
	
	              1,000 

	
	
	

	Common Room
	
	

	     *Sofa, chairs, end tables
	300
	

	     *TV and stereo
	300
	

	     * Games, books, misc
	100
	

	          Total for Common Room
	
	                  700 

	
	
	

	Kitchen
	
	

	     *Cookware, dishes, utensils, glasses, etc
	600
	

	     *Misc
	100
	

	         Total for Kitchen
	
	                  700 

	Breakfast Nook
	
	

	     *Drop-leaf table with chairs
	300
	

	     *Linens, centerpieces, etc niceties
	100
	

	         Total for Breakfast Nook
	
	

	Office & Misc.
	
	                  400 

	      Computer, desk
	
	

	    *Landscaping, roof gardening
	1500
	

	      Other misc.
	500
	

	        Total for Office & Misc.
	500
	

	Subtotal 
	
	

	
	
	              2,500 

	Total Start-Up Costs
	
	 $         10,175 

	
	
	

	
	
	 $         29,675 


* Purchase items used from Craig's list, garage sales, etc. - increases eco-friendliness.
   Used items improve LEEDS certification level, and reduce start-up cost.
   Donations greatly appreciated.
	

	CAVEAT:

	· Owner/Manager of B&B should compile their own figures to ensure accurate representation.

	· Best estimates were used based on internet information and Greensburg Web-site.

	· Specific needs may require further adjustments.

	· All expenses and revenues are estimated.  Actual amounts may be different.

	


I will print excel worksheet – could not figure how to add two more scenario charts
Revenue Projection

	PRICING
	
	
	
	

	
	
	
	
	

	Room Rates for Silo:
	$150 per night for downstairs Master Suite

	 
	                 $120 per night for each upstairs room

	
	
	
	
	

	 PROJECTED REVENUE 
	
	
	
	

	
	
	
	
	

	 Scenario 2 

	
	
	
	

	
	 Fee
Per Night 
	Occupancy
Rate
	 Revenue
1 Month 
	 Revenue
1 Year 

	 Master Suite 
	 $               150 
	25%
	 $        1,125 
	 $     13,500 

	 2 upstairs rooms 
	                  120 
	25%
	           1,800 
	        21,600 

	 Total Projected Revenue 
	
	25%
	 $        2,925 
	 $     35,100 

	
	
	
	
	

	Scenario 3

	
	
	
	

	
	 Fee
Per Night 
	Occupancy
Rate
	 Revenue
1 Month 
	 Revenue
1 Year 

	Master Suite
	 $               150 
	50%
	 $        2,250 
	 $     27,000 

	 2 upstairs rooms 
	                  120 
	50%
	           3,600 
	        43,200 

	 Total Projected Revenue 
	
	50%
	 $        5,850 
	 $     70,200 

	
	
	
	
	

	Scenario 4

	
	
	
	

	
	 Fee
Per Night 
	Occupancy
Rate
	 Revenue
1 Month 
	 Revenue
1 Year 

	Master Suite
	 $               150 
	75%
	 $        3,375 
	 $     40,500 

	2 upstairs rooms
	                  120 
	75%
	           5,400 
	        64,800 

	 Total Projected Revenue
	
	75%
	 $        8,775 
	 $  105,300 

	
	
	
	
	



Scenario 2 projection shows that Silo Bed and Breakfast can earn over $35,000 in revenues in one year.  The goal is for Silo to have a 25% occupancy rate by the end of its first year.  With a growth rate of 5% yearly, in five years Silo will have estimated revenues in excess of $70,000.  Scenario 1 projects a much more conservative rate of 15% occupancy rate by the end of the first year.  Depending upon the readiness of Silo Eco home, this may or may not be a more appropriate beginning goal.  With this as the beginning benchmark, Silo can then aim for the same 5% yearly growth and reach 25% occupancy rate in two years.  Scenario 5 is the projected revenues generated by offering just the downstairs bedroom for availability.  This scenario is not recommended as there is an estimation of only $8,000 in revenue for the first year.
NOTE:   USE EXCELL WORKSHEETS FOR AMENDED DATA PER DR F change in food cost & % occupied
Profit and Loss Projection

	 Scenario 2:   (25% Occupancy) 
	1 Month
	1 Year

	 Projected Revenue 
	 $                 2,925 
	 $             35,100 

	 Operating Expenses: 
	
	

	   Advertisement 
	                        100 
	                   1,200 

	   Breakfast ($15/room) 
	                        338 
	                   4,050 

	   Supplies 
	                        200 
	                   2,400 

	   Utilities 
	                          50 
	                      600 

	   Telephone/Cable/Wi-Fi 
	                        200 
	                   2,400 

	    Payroll 
	                              - 
	                            - 

	    Insurance 
	                        300 
	                   3,600 

	    Subscription Fees, Dues 
	                        100 
	                   1,200 

	    General Taxes & Licenses 
	                        100 
	                   1,200 

	    Depreciation Exp * 
	                        125 
	                   1,500 

	    Misc Exp 
	                        100 
	                   1,200 

	        Total Operating Exp. 
	                     1,613 
	                 19,350 

	 Projected Profit 
	 $                 1,313 
	 $             15,750 

	
	
	

	 Scenario 3:   (50% Occupancy) 
	 1 Month 
	 1 Year 

	 Projected Revenue 
	 $                 5,850 
	 $             70,200 

	 Operating Expenses: 
	
	

	   Advertisement 
	                        100 
	                   1,200 

	   Breakfast ($15/room) 
	                        675 
	                   8,100 

	   Supplies 
	                        200 
	                   2,400 

	   Utilities 
	                          50 
	                      600 

	   Telephone/Cable/Wi-Fi 
	                        200 
	                   2,400 

	    Payroll** 
	                        189 
	                   2,268 

	    Insurance 
	                        300 
	                   3,600 

	    Subscription Fees, Dues 
	                        100 
	                   1,200 

	    General Taxes & Licenses 
	                        100 
	                   1,200 

	    Depreciation Exp * 
	                        125 
	                   1,500 

	    Misc Exp 
	                        100 
	                   1,200 

	        Total Operating Exp. 
	                     2,139 
	                 25,668 

	 Projected Profit 
	 $                 3,711 
	 $             44,532 

	
	
	

	 Scenario 4:   (75% Occupancy) 
	 1 Month 
	 1 Year 

	 Projected Revenue 
	 $                 8,775 
	 $           105,300 

	 Operating Expenses: 
	
	

	   Advertisement 
	                        100 
	                   1,200 

	   Breakfast ($15/room) 
	                     1,013 
	                 12,150 

	   Supplies 
	                        200 
	                   2,400 

	   Utilities 
	                          50 
	                      600 

	   Telephone/Cable/Wi-Fi 
	                        200 
	                   2,400 

	    Payroll*** 
	                        378 
	                   4,536 

	    Insurance 
	                        300 
	                   3,600 

	    Subscription Fees, Dues 
	                        100 
	                   1,200 

	    General Taxes & Licenses 
	                        100 
	                   1,200 

	    Depreciation Exp * 
	                        125 
	                   1,500 

	    Misc Exp 
	                        100 
	                   1,200 

	        Total Operating Exp. 
	                     2,666 
	                 31,986 

	 Projected Profit 
	 $                 6,110 
	 $             73,314 

	
	
	

	*start up costs capitalized over 20 years

	**part-time labor $8 hr x 20 hrs + PR taxes of 18%

	***part-time labor $8 hr x 40 hrs + PR taxes of 18%


Analysis of Financial Pro-Forma Statements

Analysis of the Pro-Forma Financial Statements answers the question first posed in the introduction, “Will the Silo Eco-home make money operating as a bed & breakfast?”  The answer is a resounding  “YES”.  The largest expense will be in finishing up the Silo and converting it to a bed and breakfast.  This expense will be capitalized and pro-rated over the course of 20 years.  Any and all donations received will decrease this amount.

The target occupancy rate for Silo Bed and Breakfast is 25% by the end of the first year.  This is shown under scenario #2.  The projected profit after operating expenses is estimated to be $17,640.  This amounts to earnings of 50.26% of gross revenues.  The highest expenditures can be categorized by:   insurance expense (10.26% of gross revenues), supplies and telephone/cable/Wi-Fi (both 6.84% of gross revenues), and breakfast for guests (6.15% of gross revenues).

A more conservative target occupancy rate of 15% is shown under scenario #1.  Under this scenario, the projected profit after operating expenses is estimated to be $4,464.  Breakfast expenses are slightly lower, everything else remains the same.
With a beginning occupancy rate of 25% and a moderate growth rate of 5% yearly, the target occupancy rate for Silo Bed and Breakfast is 50% by the end of five years.  This is shown under scenario #3. The projected profit after operating expenses under this scenario is estimated to be $70,200.  This amounts to earnings of 68.82% of gross revenues.  
With a continued annual growth rate of 5% yearly, Silo Bed and Breakfast will have an occupancy rate of 75% in ten years, generating approximately $105,300 in net revenues.  Because most of Silo’s expenses are fixed costs which remain constant no matter what the occupancy rate, there is a much higher profit realized per additional guest.  Profit realized with a 75% occupancy rate equals 75.00% of gross revenues.  This is shown in scenario #4.
Scenario #5 is not recommended.  It is shown for informational purposes only.  If Silo only offers the downstairs bedroom for occupancy, there will be a net loss for the year.  One room rented at an occupancy rate of 15% costs $15,732 but only generates $8,100 in income.  This results in a net loss of $7,632 - a loss of 94.22% of yearly gross revenues.   This is because the basic costs to run Silo Eco Home are fixed costs. Expenses such as insurance, electricity, and advertising remain the same no matter how many rooms are occupied.  Thus Silo will generate much greater profits when all the rooms are available for guests spending the night.
Through proper management and attention to details, Silo Bed and Breakfast can reduce expenses and increase profits.  Contributions received from outside sources can be used against operating expenses, reducing expenditures and increasing profits.  Further reductions in expenses can be made over time through cost savings garnered through efficiency and experience.  Satisfied guests will tell others about their experience.  Word-of-mouth is a great way to advertise.  Guests can be asked to offer their recommendations on the Silo Web Site, thus offering encouragement for future guests to stay at Silo.  Growth may increase much more rapidly than 5% yearly.
Silo Eco-Home can indeed make a profit operating as a bed and breakfast.

START-UP RECOMMENDATIONS
BUILDING AND DEVELOPMENT SCHEDULE
The Silo Bed &Breakfast should plan to open in 6 months. The table below outlines the procedure of building the Bed & Breakfast. According to this table, the hotel can make detailed plans in every procedure.
	 
	January
	February
	March

	 
	1-15
	16-31
	1-15
	16-31
	1-15
	16-31

	Apply for hotel and food license 
	x
	
	
	
	
	

	Market research
	x
	
	
	
	
	

	Rewiring
	
	x
	
	
	
	

	Plumbing
	
	x
	
	
	
	

	Electricity Work
	
	
	x
	
	
	

	Decorate the hotel upstairs
	
	
	
	x
	
	

	Decorate the hotel downstairs
	
	
	
	
	x
	

	Carpentry 
	
	
	
	
	x
	

	Purchase insurances
	
	
	
	
	
	x

	landscaping, roof gardening
	
	
	
	
	
	x

	 

	 
	April
	May
	June

	 
	1-15
	16-31
	1-15
	16-31
	1-15
	16-31

	Purchase Green Technology products
	
	x
	
	
	
	

	Purchase cookware, dishes, utensils, glasses, etc
	
	
	
	x
	
	

	Buy  laundry stuff(Washer & Dryer)
	
	
	
	x
	
	

	Purchase TV, games, book, furniture
	
	
	
	x
	
	

	 Purchase mattress, pillows, towel, lamp etc
	
	
	
	x
	
	

	Purchase toiletries
	
	
	
	x
	
	

	Purchase Telephone/Cable/Wife
	
	
	
	x
	
	

	Hire two employees
	
	
	
	
	x
	

	Write hotel's introduction,  guest instruction
	
	
	
	
	x
	

	Buy office supplies(Business card, computer, pencil, receipt)
	
	
	
	
	x
	

	Sign contract with local food supplier
	
	
	
	
	x
	

	Set up fire alarm, security system, smoke detector etc.
	
	
	
	
	x
	

	Advertisement, promotion (Newspaper, radio, TV, Magazine, internet)
	
	
	
	
	x
	

	Get all licenses of the hotel
	
	
	
	
	x
	

	Open the Bed and Breakfast
	
	
	
	
	
	x


CONCLUSION
With the progress of rebuilding Greensburg, more and more tourists will start to visit the city. If the Silo Bed& Breakfast can seize this opportunity and use our suggested marketing strategies to build brand awareness, it will attract middle-aged, well-educated, (moderately) high income customers who are willing to pay a premium price for a unique hospitality experience.

As a first mover, the bed & breakfast has the opportunity to build customer loyalty, achieve a higher percentage of hospitality market share in the area, and establish positive relations with local and national suppliers.

The Silo can provide eco-friendly and personalized service to the customers in a variety of different ways; some operational tactics they could implement include sending greeting cards during holidays, preparing daily weather forecasts, and learning the about the customers’ desired living habits so they can provide a more comfortable and enjoyable bed & breakfast experience. 
In addition, the bed & breakfast needs to occasionally check whether the planned targets have been achieved. In doing this, the business operators need to conduct a planned sales analysis, market share analysis, cost analysis, customer analysis, and other ratio analysis measures to get an understanding of the business’ operational performance and the success of their overall marketing strategies. 
Overall, in analyzing the thorough SWOT analysis, competitor analysis, marketing strategy analysis, and financial analysis composed within this report, the Silo Bed & Breakfast should be able to achieve a good return on investment.  In following this report’s guidelines and engaging in extensive planning, the Silo should be able to build a solid business foundation and become a highly successful organization in the near future.
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