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Foreword and Acknowledgements
The Coopérative de Solidarité en Herbergement Sportif, Culturel et Communautaire [Hostel co‑operative for sports, cultural and community groups] is a non-profit organization, registered since January 2011. It is currently seeking investors. In partnership with the Centre Académique de l’Outaouais and the Académie de hockey Gougeon & Gagnon, the co‑op is in the process of purchasing a former elementary school from the Des Draveurs School Board with a view to renovating it.
Since 2006, a number of local partners and citizens who believe in this dream have rallied around the project. Their enthusiasm confirms the need for the project and its great potential benefits to society, the economy, tourism, sports and the environment. All other stakeholders must now join together to focus on finalizing the hostel co‑operative.
We would particularly like to thank the people who took the project seriously from the start, believed in its potential and guided us towards making the dream come true, the project’s supporters: Denis Routhier, Karine Routhier, Aurèle Desjardins, Daniel Paradis, Jacques Laramée, Guylaine Mongeon, André Akem, Jacques de Bellefeuille and Marc Routhier.
We would also like to thank Linda Desjardins and the team at the Centre local de développement (CLD) in Gatineau, who supported us from the very beginning. Thanks to Jean-Daniel Boileau at the Coopérative de développement regional de l’Outaouais (CDR-OL), who helped us incorporate the co‑op, and thanks to Jacques Carrière and Ester Ouellet at the Government of Canada’s Co-operative Development Initiative.
Thanks also to Pauline Bouchard at the Association Gens d’Affaires et Professionnels (AGAP), formerly of the Coopérative de Développement Économique Communautaire (CDEC) in Gatineau, who had faith in the project from the outset.
Thanks to our financial partners, the Réseau d’investissment social du Québec (RISQ) [Quebec social investment network], for providing resources essential to the project’s development.
Thanks to Claude Grant, Stéphane Gougeon and Paolo Gagnon and their team for believing in getting the local community involved.
Thanks to Glenn Hoag at Volleyball Canada and Richard Gravel at the Association regionale de soccer de l’Outaouais for their support.
Special thanks go to the Relais des jeunes Gatinois community centre (Guylain Hotte and Nicole Roy), which provided us with premises and technical and human resources. Their support definitely helped keep the project alive. 
The aim of this business plan is to gain your support, which is needed to achieve our objective. Since the idea of creating a hostel co‑op in Gatineau emerged, the project has continued to evolve and has gained a secure foothold in the area. Constructive interaction with our partners and the community leads us to believe we have come up with a realistic, unifying and innovative project, which will be a driving force behind socioeconomic development in our region.
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CNP	Classification nationale des professions [National Occupational Classification]
RISQ	Réseau d’investissement social du Québec [Quebec social investment network]
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[bookmark: _Toc172885905]1. INTRODUCTION
“Opening your heart is the key that leads to the university of life.”
—Fernande R.

In July 2010, a group of promoters commissioned a study on setting up a hostel at 212 Cedar Street in the Beauchamp Lake area of the city of Gatineau, to be called “Coopérative de Solidarité en Hébergement Sportif, Culturel et Communautaire.” The main promoters had been working on the project since 2005, along with partners and many volunteers. A prefeasibility study was carried out in October 2007 by Nurho.

The business plan builds on the revised version of a report that originally served as the basis of a feasibility study. It involved the promoters, several partners and external resources and reveals key findings regarding issues raised by the project’s promoters as to the feasibility of buying or renting, renovating and operating the hostel for an initial period of five years in the municipality of Gatineau. After examining and rejecting several scenarios, the one with the greatest chance of success was kept. If you have already read the feasibility study, you may find this plan familiar, as the format and several parts are the same. It does set out, however, the initiatives undertaken and a clear strategy for the project’s next steps.

Fundamental Conclusion of Feasibility Study
Overall, according to a realistic and to some extent optimistic scenario, the hostel project is feasible and viable in the long term, subject to a few critical requirements, which would maximize revenue and minimize some key expenditure.

Specifically, the project’s commercial feasibility study shows a significant potential market, based on a substantial demand for accommodation from organizations, individuals and businesses hoping to use the facilities offered by the co‑op. Furthermore, there appear to be no major problems with the project’s technical feasibility. Its financial feasibility is uncertain, however, mainly due to the enormous initial investment required to purchase and renovate the hostel.

For the business plan, the co‑op requested that the scenario include the rental of premises together with a private investor. This would significantly reduce the financial risks.

This business plan will serve as a guide for the co‑op, a basis for strategic and operational decisions. The underlying concept is bound to evolve as the hostel for sports, cultural and community groups develops. Nevertheless, the business plan will remain a solid foundation that the promoters can refer to throughout the process. It will help them build on the project’s strengths and overcome its weaknesses, seize opportunities and address threats to ensure its short-term success and long-term viability. At the promoters’ request, quotations have been included in the report to add a more human dimension to the various analyses and projections.

[bookmark: _Toc172885906]2. CONTEXT
[bookmark: _GoBack]The Municipality of Gatineau, near Ottawa, is the largest city in the Outaouais region. The promoters are currently developing a project to set up a hostel co‑op for sports, cultural and community groups in the Beauchamp Lake area of Gatineau. The hostel plans to attract local, regional, provincial and foreign clients by providing an ideal base for discovering the area and using its facilities. It will encourage the exchange of ideas and experiences and therefore opportunities for networking among guests from all walks of life. Furthermore, the hostel will strengthen strategic partnerships with players in recreational tourism. The project ultimately hopes to contribute to the socioeconomic development of the area and its population. Overall, the hostel will promote Gatineau’s visibility provincially, nationally and even internationally.

The Coopérative de Solidarité en Hébergement Sportif, Culturel et Communautaire (CSHSCC) will be located at 212 Cedar Street. The three-storey hostel, which has a net surface area of approximately 1,839 m² (19,795 sq. ft.), will offer a range of services including semi-private rooms and dormitories.

[bookmark: _Toc172885907]3. METHOD
“There thus arises a general agreement to regard the acquisition of many critiques as a sign of success.” 
 —Friedrich Nietzsche

The feasibility study’s objective was to survey the market for a hostel for sports, cultural and community groups in Gatineau, to determine the project’s viability and profitability, and to develop an implementation scenario.
Information was gathered and analysed to determine whether this kind of accommodation in Gatineau is appropriate (Does the hostel project meet an expressed need?) and viable (Could the potential market support the hostel and, if so, under what conditions?). Specifically, the study focused on the following:
· Identifying potential clients
· Estimating the market size
· Learning about consumer behaviour towards accommodation
· Analysing the market’s current status and future prospects regarding potential clients 
· Identifying potential partners and competitors
· Evaluating the required conditions to ensure the project’s success
· Assessing the hostel’s potential economic impact on the municipality and immediate neighbourhood
· Examining ways to reach the target market
· Anticipating potential commercial risks
· Evaluating the use of hostel space
· Anticipating technical constraints
· Estimating construction and operating costs
· Estimating income, expenses and financial performance
· Estimating funding needs
The study was carried out in three stages. In the first stage, the project’s commercial feasibility was assessed. The key findings are based on the results of the following lines of enquiry:
· Readings on tourism in Canada, Quebec and the Outaouais region and the movement of people across provincial and regional boundaries
· Research on various hotels in Quebec and interviews with some of their representatives 
· Interviews with key players in the community, private, municipal and associative sectors
· Study of pertinent data from online surveys and interviews to learn about potential clients’ habits and preferences
· Inventory of other accommodation near the hostel—the competition

The second stage concerned the project’s technical feasibility. The aim was to clearly define the hostel’s concept, taking into account the results of the commercial feasibility study. We then studied the various issues involved in setting up and operating the hostel. This was done with the promoters to ensure that all requirements were met. Interviews with key players in hotel management provided other required information.
The third and final stage focused on the project’s financial feasibility. We estimated the income and expenses needed to set up and operate the hostel according to cautious scenarios, anticipating fluctuations in occupancy rate, costs of services, the number of units for rent, and purchase and renovation costs, as well as the term for the mortgage. Profitability, the break-even point and cash-flow requirements were also addressed.
The findings from the commercial, technical and financial feasibility study helped determine whether the hostel project is realistic and timely. They also helped determine what needs to be done to ensure the project goes ahead and is successful.
The business plan was based on the results most relevant to ensuring the project’s success.
[bookmark: _Toc172885908]4. COMMERCIAL FEASIBILITY
The data collected was used to analyse the hostel’s commercial feasibility. This section discusses potential clients, competitors, related markets, development prospects and commercial risks involved.
[bookmark: _Toc172885909]4.1 Potential clients
“A quality we should learn to cultivate is the ability to observe.”
—Hervé Desbois
· Sports groups, particularly regular users of the Centre sportif de Gatineau
· Cultural and community organizations and groups
· Groups or individuals of all ages that come to the municipality to take part in festivals and artistic activities or sports and cultural events
· Tourists and other travellers looking for affordable accommodation
· Young families looking for affordable accommodation
· Bicycle tourists

The CSHSCC can meet the varying needs of all these clients. Families with young children are likely to take semi-private rooms whereas younger travellers will probably opt for dormitories to meet new people whilst attending special events. During periods of low demand, particularly between October and April, the hostel could target clients taking part in cultural, artistic or sporting activities in the area, who are looking for affordable accommodation. If the hostel is used for accommodation purposes only, however, there will clearly be fewer interactions among clients. Older travellers may have special requirements and above all, prefer a quiet atmosphere. Nevertheless, if the hostel organizes its services wisely and creates a pleasant atmosphere, it can prevent friction among guests and meet their different needs. A harmonious environment is essential to establish the hostel’s reputation.
In an ideal world, the hostel could cater for one specific group, such as sports groups, and gain a reputation for providing specialized accommodation and services for athletes. Considering the time required to develop this client group, however, it would not generate enough business from the Gatineau-Ottawa area in the short term. It would therefore be sensible to target young families and specific groups as well (event workers or tourists taking part in special events). It is important that all clients are satisfied. There should be no problems with different client groups sharing the hostel space. There is, however, the issue of noise. Also, the fact that some clients will be more sociable than others must be taken into consideration. The inclusion of a number of different common rooms would ensure that clients seeking peace and quiet are satisfied.
Let’s look at the case of the former Auberge de jeunesse de la Champêtrerie in Vieux-Hull. This youth hostel ran for five years, but had to close down due to lack of guests. As the target market was not well defined, the advertising and marketing lacked focus. At a time when competition was fierce, the Auberge de jeunesse de la Champêtrerie was unable to meet the needs of its various target groups and its reputation suffered a severe blow. High-school students on a Gatineau-Ottawa trip were mixing with senior travel groups and young backpackers in a run-down, neon-lit building. Occupancy rates gradually declined and the hostel had to close down due to financial problems.
Nevertheless, there are hostels that successfully cater to different target groups in a pleasant, friendly atmosphere. Auberge Le Tangon in Sept-Îles is a good example. This hostel targets young travellers (60 percent of their clients), seasonal workers (20 percent), students (10 percent) and trainees (10 percent). A lot of energy is put into maintaining a good atmosphere and ensuring that each group feels at home. Hostel guests end up knowing each other quite well, as many of them—especially students, trainees and workers—stay there for a number of weeks. The hostel focuses on balancing the number of occupied private rooms and dormitories. Clients return each year to enjoy the pleasant atmosphere and beauty of the North Shore.
[bookmark: _Toc172885910]4.2 Competition in the market
There are few competitors offering the same type of accommodation as the co-op.

Other accommodation in the area 
· There are many hotels in the Gatineau-Ottawa region with higher rates than those proposed by the co‑op. They offer group rates for events.

· Motels offer the same rates as those proposed by the co‑op. The majority, however, have a limited number of rooms and do not accommodate groups. Rates offered by motels that cater to groups are therefore competitive. Some managers are against the opening of a hostel, as they feel they will lose business.

· The Ottawa YMCA and the HI-Ottawa Jail Hostel offer accommodation that most resembles the co‑op’s concept. These places could meet the needs of the co‑op’s target market.

· Bed and breakfasts (B&Bs), campgrounds and inns offer very different sorts of accommodation. Their target market is therefore probably different.

	Name
	Capacity
	Details
	Rate per night

	Hotels
	
	
	

	Comfort Inn

Hôtel du Voyageur
	81 rooms

40 rooms
	Breakfast included

	$118 – $140 

$115 – $185 



	Motels
	
	
	

	Auberge du Lac Beauchamp
	9 rooms
	
	$55 – $125 

	Motel Gatineau

Motel Montcalm

Motel du Chevalier

Motel le vieux Maf

Motel Adam
	14 rooms

65 rooms

18 rooms

17 rooms

125 rooms
	

Caters to sports groups


Caters to sports groups
	$70 – $85 

$75 – $175 

$55 – $155 

$90 – $175 

$79 – $155 

	
	
	
	

	Other accommodation
	
	
	

	Ottawa YMCA
	40 rooms
	Group rates

	$58 – $98 

	HI-Ottawa Jail Hostel

Student residences at Université du Québec en Outaouais (UQO)
	118 beds
	Breakfast included and shared kitchen

Exclusively for students between September and May
	$33 – $86 


Monthly rate only 

	Centre de ressourcement pour la famille de l’Outaouais

	24 beds
	In Val-des-Monts
	$20 – $25 

	B&Bs and Inns
	
	
	

	Aux berges des Outaouais

Auberge Séjour

	5 rooms

12 rooms
	
	$89 – $135

$125 – $250

	Campgrounds
	
	
	

	Le Domaine de l’Ange-Gardien
	77 sites
6 trailers
	Sites with different services
Trailer rental
	$27 – $38
$65 – $90


[bookmark: _Toc172885911]4.3 Factors influencing consumer choices
“In times of trouble, there are always people there to help. Open your eyes and you will find them.”
—Anonymous

When choosing accommodation, visitors are influenced by various factors. According to research and interview results, the following have the most influence:
· Affordability
· Variety of recreational activities and tourist attractions in the area (including festivals, special events and sports tournaments), and proximity
· Proximity to entertainment (walking distance to restaurants, bars, outdoor or indoor meeting places, parks, etc.)
· Accessibility (main road, bus route)
· Basic services (restaurants, laundry, etc.), Internet access and social life in the establishment
· Quality of services
· Availability of private or semi-private rooms
· Tranquil atmosphere in the establishment and surrounding area
· Reputation of the establishment and surrounding area

Other important criteria include price, which is the most significant and should therefore be taken into consideration, as well as practical access to transport, cleanliness and security.

The data came from a survey conducted for setting up a youth hostel in Hull in 2007. Please note, however, that the survey was aimed at young travellers only.

Factors influencing choice of accommodation
	Factor
	Average out of 5

	Price
Easy access to public transport
Cleanliness
Security
Private or semi-private rooms
Other
Private or semi-private bathrooms
Access to affordable restaurants
Basic services (laundry, Internet, etc.)
Proximity to entertainment 
Proximity to public services
Establishment’s reputation
Facilities for groups
Common areas for meeting others
Activities in the establishment (shows, etc.)
Tourism services in or near the establishment
Special services (exercise rooms, etc.)
	4.55
4.16
4.03
3.69
3.66
3.55
3.45
3.42
3,36
3.33
3.21
3.19
3.15
2.84
2.51
2.49
1.99



Source: Carrefour jeunesse emploi de l’Outaouais (CJEO) survey, 2007
As the hostel is targeting groups, it should be designed with them in mind: the layout should be practical and include areas with an inviting atmosphere.
As groups staying at the hostel will want to be near activities in the area, it should be located near a main road and public transport system.
The co‑op could offer incentives to sports groups to use school gyms nearby or special rates for using the Centre Sportif de Gatineau or other centres run by partner organizations like Altitude Gym.[footnoteRef:1] [1: 1. Altitude Gym is a new climbing centre on Saint-Raymond Boulevard in Gatineau, which opened in October 2010 (www.altitudegym.ca).] 

[bookmark: _Toc172885912]4.4 Target market
Organized sports groups
· These groups have increased in number over the last few years.
· They include active sports travellers and spectators. 
· According to Statistics Canada, sports tourism accounts for more than a third of the market.

Cultural and community organizations
· Cultural tourism is expanding.
· Community organizations will be looking for practical and affordable accommodation when they travel to take part in events.
· These clients will want to be based near their activities.

Schools
· Student exchange organizations look for practical and reasonably priced shared accommodation.
· They prefer to stay near services that will help make their trip educational and enriching.

[bookmark: _Toc172885913]4.5 Potential market size and trends and prospects for growth
“A bird’s song is soon forgotten, but a man’s reputation outlasts him.”
—Chinese proverb

Tourism trends and prospects in Gatineau
The potential market consists of visitors passing through Gatineau to discover the region and clients reached through advertising or strategic partnerships with tourist organizations or businesses.

The hostel’s target clients are mainly organized groups, which book ahead for their activities. As this is not the only target group, however, it is important to gain a broader picture of tourist accommodation in the region.

It is impossible to determine exactly how many clients will be reached through advertising or strategic partners, as this target group extends beyond the boundaries of the municipality. Clients may be regional, provincial, national or international. Once the hostel has a website, however, the number of visitors and where they came from can be determined.

Travelling groups can be defined by their activities. Visitors or excursionists travel to an area to participate in an activity. Vacationers travel to take a break. Tourists, the group that interests us, are people who travel away from home for new experiences.

In 2009, nearly 1.3 million tourists spent at least one night in Outaouais. Approximately 25 percent were young people. Therefore, 350,000 tourists between the ages of 16 and 35 passed through Outaouais, and more specifically Gatineau. The Outaouais region has the highest population growth rate in Quebec. Since 1971, its population has been increasing steadily, and much more quickly than that of Quebec as a whole. Furthermore, the region’s demographic outlook is very good, especially in Gatineau.[footnoteRef:2] [2: 2. Statistics Canada and the Institut de la statistique du Québec predict that the region’s growth rate will remain twice as high as the province’s until 2021. Source: http://www.mdeie.gouv.qc.ca/.] 


In general, young people are increasingly mobile. This is contributing to the influx of national and international tourists to Outaouais, and once again, particularly to Gatineau.[footnoteRef:3] The number of visitors to Outaouais increased by 5 percent between 2002 and 2006, even though the number of visits for at least one night remained the same. According to Tourisme Outaouais, the percentage of young tourists is constantly increasing. [3: 3. Source: Tourisme Outaouais ] 


The main focus of the hostel’s target market is groups participating in an event, activity or competition. To reach those potential clients, we surveyed various groups and organizations established in the greater Gatineau area to ensure that the co‑op’s concept meets their accommodation needs. We also surveyed some Canadian groups and organizations participating in or organizing similar activities.

Summary of results 
· 62 organizations were surveyed.
· 81 percent come from the Ottawa-Gatineau region, 19 percent from the rest of Canada.
· 57 percent are sports organizations, 11 percent cultural, 15 percent community and 11 percent leisure.
· Nearly all of them have already organized events or activities, and more than half were on a national or international scale. 
· More than 60 percent will organize at least one event or activity in Gatineau in the next three years. 
· 77 percent think the hostel could be the type of accommodation they need when taking part in activities. 

 (
19 percent – the rest of Canada
)Organizations’ location
 (
81 percent – Ottawa-Gatineau
)
Types of organizations
 (
57 percent – sports
)
 (
15  percent – community
) (
11 percent – cultural
)
 (
11 percent – leisure
)

Activities
· Judo
· Boxing
· Seniors’ day centre
· Cross-country skiing
· Mountain biking
· Improvisation
· Volleyball
· Gymnastics
· Downhill skiing
· Scouts
· Employability 
· Multisport
· Table tennis
· Athletics
· Ringette
· Figure skating
· Fencing
· Multisport for people with intellectual disabilities
· Youth-driven development
· Minor hockey
· Olympic diving
· Field hockey
· Cycling
· Coach training courses in all disciplines
· Canoeing/kayaking
· Swimming
Some important players also came forward to make their needs and interests regarding the hostel’s concept known.
Volleyball Canada’s involvement in the development and setting up of the project is an example. The accommodation provided by the hostel meets their needs exactly. Volleyball Canada men’s team spent $35,000 last year in the Gatineau-Ottawa region on accommodation for the selection camp, B team, junior team, guest coaches and staff. This shows the potential impact of a partnership with an organization.
The Association Régionale de Soccer de l’Outaouais, active in regional, provincial, national and international development, says places like the hostel are vital for its expansion. It organizes at least five large-scale activities, including the Coupe de l’Outaouais, which would require the entire hostel for accommodation purposes. It also participates in activities abroad and training workshops. The estimated income from accommodation during these activities is more than $20,000.
Another survey was conducted during the Quebec Games held in Gatineau from July 29 to August 6, 2010. Participants included athletes, coaches, teams, support staff and the general public, who had been told about the project’s main features.
Results
· 173 people took part.
· 81 percent had participated in events, activities or competitions during the last three years.
· More than 50 percent travel in groups of at least six people on these occasions. Only 6 percent travel alone. 
· 86 percent believe this type of accommodation would meet their needs.
· 65 percent live in Quebec and outside Gatineau.

Key findings

The data collected is very important for the project’s commercial feasibility. The Municipality of Gatineau has great potential for tourism and benefits from being one of Ottawa’s neighbouring cities. Global tourism in the area seems to be increasing, although there is little data that confirms this. It is impossible to determine the exact number of organized groups participating in events in Gatineau. Nevertheless, the hostel will have to diversify its offer and broaden its target market beyond groups to ensure success.
By targeting other tourists, young families, bicycle tourists and national and international travellers hoping to enjoy attractions in the area, the hostel will significantly increase its tourism potential.
Gatineau has a reputation for promoting sports and has a strong sense of community. This is a reflection of the municipality’s values and priorities. The hostel co‑op would fit perfectly in the municipality’s vision of development.
[bookmark: _Toc171310151][bookmark: _Toc171310196][bookmark: _Toc171310451][bookmark: _Toc171338550][bookmark: _Toc172885914]4.6 The hostel’s economic impact on the area and municipality
Key players in the area support the idea of a new hostel, to be located in the Beauchamp Lake area, which features in the Municipality of Gatineau’s revitalization program. The former La Victoire School building, on Cedar Street near Maloney Boulevard, is situated in an area that is both residential and commercial. The main businesses are snack bars, record stores, massage centres and spas, real estate agencies and gas stations. Clients staying at the hostel will generate economic spinoffs for the majority of these businesses.
According to the Quebec Association of Convention Bureaus, an overnight stay in Gatineau generates an average of $219 of business. Therefore, a hostel with 100 beds and an occupancy rate very conservatively estimated at 40 percent would generate more than $3,100,000 each year. Although these figures relate to the region, there will clearly be an impact on businesses in the immediate neighbourhood.
This situation bodes well for future partnerships with local businesses and associations, as they could promote a hostel that will benefit other commercial players in the municipality.
We met several residents and storekeepers in the area individually to find out any concerns they might have about the new hostel.
Interview results
· 21 people were interviewed. 
· 12 were residents and 7 storekeepers.
· 75 percent were owners and 25 percent tenants.
· 67 percent lived in the area when La Victoire School was open.
· 92 percent of those people are positive about the relationship they had with the school and its impact on the area.
· 58 percent fear the hostel will disturb the area’s peaceful atmosphere.
· 70 percent would like to have an information meeting with the promoters if the project goes ahead.
From an objective point of view, the economic impact on the area can only be beneficial to the community’s development and prosperity. 
[bookmark: _Toc168024396][bookmark: _Toc171310152][bookmark: _Toc171310197][bookmark: _Toc171310452][bookmark: _Toc171338551][bookmark: _Toc172885915]4.7 Identifying the right channels to reach clients
“Opportunity is like a sunrise, if you are not awake you will miss it!”
 —Anonymous

According to various players operating businesses like the hostel, identifying effective channels to reach your target market is essential.
Successful marketing
· An attractive, functional website is vital. It should have an online reservation system to make the process easier for clients. Partners and tourist organizations like Tourisme Outaouais could link to the hostel website. The hostel should expand its partnership network as much as possible to maximize exposure to various client groups.

· The hostel must develop effective partnerships with other businesses and organizations, which could link to the hostel website from their own and feature the hostel in their brochures. The project’s promoters have an extensive network and should continue to make use of it. This is one of the least expensive and most effective marketing strategies.

· Co‑op members can certainly strengthen the network. If a significant number of members get involved, the hostel will have wider exposure, which will encourage the community’s involvement in the project’s development.

· Social media (Facebook, Twitter, etc.) are an essential tool, especially for reaching young people. Creating accounts on these platforms will enhance the hostel’s visibility, allowing people to follow the project’s progress and learn about activities via the Web.

· The hostel should be featured in all promotional flyers on the Municipality of Gatineau and Outaouais.

· The hostel should get exposure in local newspapers (Le Droit, Voir, etc.) and travel guides on Canada and Quebec (Lonely Planet, Ulysse, Le guide du routard, etc.).

· Word of mouth is undoubtedly the best way to promote the hostel and future activities.

Establishing partnerships and word of mouth are certainly the most promising channels for reaching clients. Recommendations by former guests or organizations working with target clients would benefit the hostel. Considering the vast amount of information available on accommodation, particularly on the Web, direct recommendations such as these will be invaluable.
Research[footnoteRef:4] into the travel decision-making process shows that accommodation, transport, duration of trip and budget are usually planned in advance (90 percent of the time), while restaurant choices are more often made during the vacation (70 percent of the time). Activities are decided on just as often before departure as during the vacation (50 percent). The hostel should therefore ensure it has adequate exposure in travel guides and a good website with an online reservation system. Special package deals could then be advertised in advance on the website and elsewhere, and future clients could reserve activities or packages by phone or online. The study also shows that clients talk to hostel/hotel staff fairly regularly for advice on activities, although parents or friends are their first source of information. This highlights the importance of reputation in the tourist business. Tourists also value recommendations made by locals, which they consider objective and reliable. If the hostel develops ties with local residents, it could recommend activities and restaurants in the area based on their preferences and habits. [4: . Auberge de jeunesse Petite-Nation feasibility study, May 2008, p. 23.] 

[bookmark: _Toc275934052][bookmark: _Toc168024397][bookmark: _Toc171310153][bookmark: _Toc171310198][bookmark: _Toc171310453][bookmark: _Toc171338552][bookmark: _Toc172885916]4.8 Commercial risks and opportunities for development
Now let’s evaluate the project’s potential risks and opportunities. The commercial risks involved in the hostel project are closely linked to external threats that could affect its success.
Two possible threats
A new kind of accommodation – Although similar accommodation exists in Europe, the co‑op hostel would be the first of its kind in Quebec. It may take time, therefore, for this new concept to reach the target market, a risk which can be minimized with effective promotion and networking.

Delay in reaching objectives – It takes time for the objectives of a project involving a complete renovation and change in use of a building to be reached. As with all start-up companies, the cash flow available for running the hostel will be a determining factor in the project’s sustainability.
The co‑op has reduced this risk by deciding to rent premises for the first years of operation.
Three good opportunities
Centre sportif de Gatineau – The proximity of the Centre sportif de Gatineau will benefit the hostel. Close collaboration between the two organizations right from the start would be beneficial to both parties. 

Several provincial and even international events have taken place in Gatineau since the sports centre opened. As the Service des loisirs, des sports et du développement des communautés has created a position of sports and cultural development officer, the number will increase. The officer’s main duty will be to attract provincial, Canadian and international events to the municipality.

Vision Multisports Outaouais – In the next few months, a new sports complex will be built near the co‑op’s proposed location. It will have two rinks and an outdoor soccer field. As hockey is very popular, the establishment will bring tournaments to the area.

Over the last few years, Gatineau has made a huge effort to get partners involved in promoting sport. The project will therefore be carried out against this backdrop and help create synergy.

Revitalization program – The Municipality of Gatineau has targeted the Beauchamp Lake area for its revitalization program. Developing the immediate area around the hostel in years to come will definitely have a positive impact on the project’s progress. It can already benefit from the nearby restaurants, post office, tourist attractions (Vieux Gatineau, market, etc.), Rapibus (bus line less than a 10‑minute walk away), and sports and recreational facilities (Centre sportif de Gatineau, Centre sportif Vision Multisports de Gatineau, baseball fields, Beauchamp Lake Park).
[bookmark: _Toc168024398][bookmark: _Toc171310154][bookmark: _Toc171310199][bookmark: _Toc171310454][bookmark: _Toc171338553][bookmark: _Toc172885917]4.9 Traps to avoid and conditions required to ensure the hostel’s viability
A hostel’s commercial viability depends on several key factors, which will either ensure success or lead to failure. 
Promoting the hostel to the target market
The hostel must identify the best ways to promote itself to the target market within a reasonable period of time. Setting up the hostel in the Beauchamp Lake area is a good choice, as the municipality plans to revitalize the area. The hostel will be only two stops away from the Centre Sportif de Gatineau on the Rapibus line.
The target market is mainly groups and some vacationers travelling alone or in groups for events lasting a few days. They seek reasonably priced accommodation rather than a particular atmosphere, as they are coming to the area for a specific reason and will probably spend less time at the hostel than other groups. The hostel needs to have a dynamic and friendly image to attract other target groups, such as travellers looking for cheap accommodation, a place to meet people and take part in group activities. 
If the hostel establishes well-targeted marketing partnerships, it will have no trouble making itself known to these different, but not incompatible, client groups and will increase its chances of penetrating various markets and having good occupancy rates. Low occupancy rates, however, could damage the hostel’s reputation by giving the impression that it is a dull place to stay. Even though it takes times to build a reputation, the first years of operation will be important in this respect. Within five years, the hostel must be up to its planned cruising speed, with an average annual occupancy rate of 80 percent.
Image and reputation
The concept must be clearly defined and get sufficient exposure to avoid any confusion regarding the hostel’s mission.
The hostel must avoid being seen as a dull place with big, empty and soulless dormitories, as this could give young travellers a negative impression.
The hostel must have a pleasant atmosphere right from the start. Even though dormitories will be the most common type of accommodation, there will be semi-private rooms for guests seeking privacy. At first glance, youth hostels in major urban centres in France and Holland appear to be very similar to each other. Both provide dormitories, a shared kitchen and cafeteria, have affordable rates and are members of Hostelling International.[footnoteRef:5] Nevertheless, Dutch hostels not only have modern facilities, but are more flexible with reservations. A couple or young family can reserve an entire dormitory for themselves, depending on availability. This is more difficult to do in France, where dormitories are seen as shared spaces—a philosophy that dates back to the 1970s and 1980s. In France, reputations are suffering and occupancy rates are low, whilst in Holland they are flourishing. [5: . Hostelling International, a non-profit organization, is a federation of youth hostel associations with members all over the world.] 

The Municipality of Gatineau has many recreational facilities and services. In addition to the new sports centre, which the hostel’s guests will certainly benefit from, the city and region have a great deal to offer: the unique mix of Quebec and Ontario cultures, 12 national museums, art galleries, festivals, the Rideau Canal Skateway, an impressive network of bike paths and Gatineau Park, amongst other things. Hostel guests who have no specific plans and are looking for new experiences should be informed of these services and activities, which will add another dimension to their trip and may induce them to lengthen their stay. That’s why it’s crucial to develop strategic partnerships with promoters of reasonably priced recreational activities near the hostel.
Offering services that meet clients’ needs and establishing partnerships
The hostel’s client groups have specific and varying needs. All clients will have similar expectations regarding the reception, peaceful and relaxing atmosphere, eating areas (especially for the morning), tourist information available in the establishment, etc. Young travellers, however, are probably more open to sharing the hostel space with others. Young families will certainly need outside playgrounds (near the hostel) and maybe even indoor ones for the children. These two client groups are more likely to participate in recreational package deals and activities organized by the hostel, whereas clients taking part in festivities or attending special events will spend less time at the hostel during the day and will be unable to take part in activities nearby. 
The administration, therefore, must develop a strategy to meet these needs whilst maintaining an atmosphere that suits everyone. There should be common areas (lounge and kitchen) for clients wanting to participate in hostel life, and those seeking privacy should be able to retire to their rooms if they prefer.
The hostel or partner organizations should offer value-added activities, now that ecotourism is expanding and tourists’ expectations are high.
The hostel, located in the fourth biggest municipality in Quebec (239,000 inhabitants), must rise to the challenge of attracting clients, particularly during low season. Establishments in the province with a clear competitive advantage have been more successful in this respect. The hostel must identify market niches through strategic partnerships with the region’s recreational tourism promoters.
Clients attending special events could learn about the hostel through advertisements and recommendations by event organizers. According to most key players and some statistics, the region has peak periods in both summer and winter, and there is insufficient group accommodation to meet the demand. The hostel could definitely benefit from this situation by establishing links before events with sports, community and leisure associations, promoters, regional tourist information centres, the municipality, restaurant owners, schools and colleges, outdoor associations and businesses, etc.
Easy access
Statistics show that cars are the main means of transport for travelling. Most tourists, therefore, will come to the hostel by car or bus. Tourists not participating in organized excursions tend to use cars in Canada, given the long distances between different areas of interest. Nevertheless, guests preferring to leave their car at the hostel will find the Rapibus service useful. The regular bus service will also provide an alternative way to move around and the hostel could provide a bike rental service.
A similar project in Cran-Gevrier en France
When developing the CSHSCC concept, the promoters took as their model a hostel in the municipality of Cran-Gevrier, France, that had been running for several years. As it is located in France, the administrative structure is different. Nevertheless, the hostels are similar in principle and in the way they are operated.
Key points
· The Centre d’hébergement du Vernay in Cran-Gevrier (16,500 inhabitants), a non-profit organization, has been operating for more than 30 years. It has 64 beds (no private rooms, three 12‑bed dormitories, two 8‑bed dormitories and three 4‑bed dormitories) and shares the premises with the Le Vernay elementary school, which has just over 100 students in five classes.
· The hostel sells between 1,500 and 1,650 nights each year. It is important to note, however, that the town does not want to promote the hostel, and so there is no marketing, as such. The hostel benefits from word of mouth, and most reservations are made by associations in the area or neighbouring town, which use the hostel during sports tournaments or exchanges. To estimate the CSHSCC’s annual number of overnight stays, it would be wiser to look at the Auberge de Jeunesse Petite-Nation co‑op, situated in Saint-André-Avellin in Outaouais, which has been operating for a year. The Auberge, located in a village with fewer than 3,500 inhabitants and far from any major towns, has 50 beds and has already sold more than 1,500 nights. The CSHSCC is likely to have higher occupancy rates.
· The Centre d’hébergement du Vernay’s target market is essentially sports and cultural associations, elementary schools, middle schools and high schools.
· The rate is $14 per night. An additional $14 is charged for bedding.
· The hostel has a martial arts studio and there are gyms and auditoriums nearby. The only service offered is accommodation. Clients can make breakfast or evening meals in the kitchen annex, but at midday this area is used to serve meals to students.
· The hostel has no set hours. Groups are given keys on arrival so they can come and go as they please, and they return them on departure. A full-time employee looks after half of the Vernay complex (school, kitchen annex, dance studio, music school, etc.) and another employee does housekeeping whenever possible between reservations.
· The hostel managers say the relationship between the hostel and school is good and that there haven’t been any serious difficulties sharing the space.
· According to the managers, the hostel’s major strengths are its rates and proximity to the town of Annecy (51,000 inhabitants). It now faces the challenge of creating a more welcoming reception area and reviewing its pricing policy.
It is interesting to see that a hostel similar to the CSHSCC project has been operating successfully for more than 30 years. This establishment could become an important partner for sharing expertise, especially during the project’s early stages.
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This section contains the business plan’s guidelines, drawn up by the co‑op in response to the results of the hostel’s technical feasibility study. It discusses the possibility of sharing the premises with the Centre Académique de l’Outaouais, the precise nature of the services provided; human resources; standards and technology required; and technical risks involved.
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“ Your most important relationship is with your conscience.” 
—Victor Hugo

At their initial meetings, one of the implementation scenarios the hostel promoters considered was to share the building. The main advantage would be to alleviate both parties’ financial burdens.
The targeted partner is the Centre Académique de l’Outaouais (CADO), a combination elementary and high school recognized by the department of education, recreation and sport. It currently rents 266 Notre Dame Street in Gatineau and plans to relocate to premises better suited to its needs. The CADO has more than 20 years’ experience in sharing space with partners.
CADO’s mission
“Just one goal: to form responsible men and women who succeed, not just in life, but above all, in their lives. We want to help your child grow strong spiritually, academically, socially and physically.”
This partnership could bring great benefits, but also impose major constraints.
Meetings and discussions with the managers made it possible to define the features of each organization to determine whether they are compatible.


Organizations’ features and requirements 
	
	CADO
	Hostel
	Comments

	Physical requirements
	· Classrooms 
· An entire floor of the building including administrative offices



· Administrative offices
· 3 administrative offices with washroom (sink and toilet) 

· Washroom facilities
· 4 to 6 washrooms (sink and toilet)

· Storage space
· 20 ft. x 20 ft. area for sports equipment and other material.
· Place (size to be determined) to store the cafeteria’s tables and chairs. The plan is to turn the dining room into a gym.

· Dining room
· Cafeteria with 75 seats to be used Monday to Thursday from 12:00 to 1:30. The team is prepared to share the cafeteria with the hostel at all times.

· Kitchen
· The team would like to have a kitchen (15 ft. x 20 ft.) for serving lunches to students and staff (could be shared with the hostel). 
· The kitchen would be used once a week for a two-and-a-half-hour chemistry class. 

· Other areas
· Gym for various team sports. Recess will take place in the gym if it rains (15 minutes at 10:00 and 2:00)
· Main entrance (could be shared with the hostel)
· Exit to the schoolyard (could be shared with the hostel)
· 6 ft. x 6 ft. housekeeper’s room (could be shared with the hostel)
· Infirmary (one of the classrooms)
· Staff room (one of the classrooms)

· Outdoor space
· Parking for 12 cars
· Entire schoolyard for recess, lunch and two phys. ed. classes per day (2½ hours/Monday to Thursday)
	· Accommodation
· Dormitories with 6 to 8 beds
· Private rooms for 2 to 4 people
Minimum capacity of 100 people

· Administrative offices
· 1 office

· Washroom facilities
· Showers and bathrooms according to the number of beds

· Storage space
· Linen closet
· General storage space

· Dining room
· Cafeteria with 100 seats

· Kitchen
· Shared kitchen for guests

· Other areas
· Community areas (lounge, common room, etc.)
· Housekeeper’s room
· Workshop (carpentry, etc.)
· Main entrance with door access code
· Staff room

· Outdoor space
· Parking for 30 cars
· Recreational area
· Picnic area
	An expert in spatial planning (architect or draftsperson) would have to be consulted to confirm the feasibility of sharing the building.



	Client compatibility
	· Current number of people present on a daily basis
· 55 students and 20 teachers and other staff

· Maximum number possible
· 150 to 200 students aged 5 to 17, and 30 teachers and other staff

· Opening hours
· Monday to Thursday 7:00 to 5:00 and Friday 7:00 to 1:00, including administrative hours
· 4 evening meetings and 4 fundraising days per year

· Opening dates
· Administration: mid-August to July 5
· Classes: beginning of September to June 24

· Age of students
· 5 to 17

	· Number of anticipated overnight stays
· 100 

· Maximum number possible 
· 100 clients and 4 employees

· Opening hours
Scenario 1 (sharing the building with CADO)
· Monday to Sunday 7:00 to 9:00 in summer (June to August)
· Friday 1:00 to 9:00, Saturday 7:00 to 9:00 and Sunday 7:00 to 6:00
Scenario 2 (sole occupant)
· Monday to Sunday 7:00 to 9:00 in summer (June to August)

· Opening dates
· All year round

· Age of clients
· All ages
	Sharing the space would be easier if students and hostel guests used the area at different times.

If busy periods coincide, there would have to be a schedule for using common areas. 

	Financial capacity
	· CADO currently pays $40,000 per year in rent.

· CADO wants to own a property. Nevertheless, it is willing to go into partnership as a co‑owner or tenant.

· The school’s main source of income is tuition fees.
 
· The ability to renovate a new building would depend on income received.

· CADO would invest in the renovation and development of the building according to its income. Investment could be spread out over several years.

	· In the start-up phase, the co‑op would rely on grants and loans from sponsors.

· In the short or medium term, the aim would be to become self-financing thanks to income from renting tourist accommodation. 
	

	Development objectives
	· Achieve annual enrolment of 100 students in the short term

· Build an annex if enrolment increases significantly

	· Increase the number of beds to 200 if the number of clients increases significantly

	If both organizations flourish, one of them might have to relocate. 

	Partnership vision
	· The team believes the organizations are compatible and could complement each other.

· 3 or 4 classrooms could be used by the hostel during summer.

· The team cannot buy and renovate the building without a partner. 
	· The co‑op is considering going into partnership to share the building. This would alleviate the financial burden, particularly for the first years in operation.
	Both parties are interested in a partnership. Clear guidelines would need to be established to ensure that everything goes smoothly.



After setting out these various points and much reflection on the matter, the CSHSCC and the CADO determined that the following scenario would be most beneficial to both parties:
The Centre Académique de l’Outaouais will take the necessary steps to become owners of the building and the hostel will be a tenant.

[bookmark: _Toc168024401][bookmark: _Toc172885920]5.2 Services offered
The hostel provides dormitories and semi-private rooms to meet the varying needs of the target market: mainly groups wanting to participate in activities or attend special events in the area, but also tourists looking for reasonable accommodation and young families. Specifically, the hostel co‑op would have a maximum capacity of 104 guests:
· eight dormitories with 10 single beds (80 guests) 
· four semi-private rooms with two single-over-double bunk beds (four to six guests) and shared bathroom



The hostel could accommodate more guests by providing just dormitories, which would also improve income prospects. Nevertheless, this kind of accommodation does not suit everyone, particularly older people and young families, who prefer the peace and quiet of a semi-private room. Furthermore, if it takes time to establish a stable client base, the hostel could make more profit from semi-private rooms than dormitories.
Hostel services
· Lounge
· Computers with Internet access
· Wi-Fi Internet access
· Coffee bar
· Shared kitchen, so clients can make their own meals
· Complimentary breakfast served in the shared kitchen
· Laundry with coin-operated washers and dryers or laundry service
· Free outdoor parking
· Outdoor area with tables for special activities (fires, outdoor games, etc.)
· Conference rooms for partner organizations (meetings, training sessions)
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The hostel’s production cycle will be determined by the way basic accommodation is organized. With an official classification certificate from the Quebec tourism industry corporation (CITQ), the hostel will have to respect specific conditions regarding the standardization of services and required production cycle.
The CITQ classification system uses a scale of 0 to 5 stars.
0 star – Establishment with facilities meeting the minimum classification standards.
1 star – Establishment with modest comfort and facilities and services meeting quality standards.
2 stars – Comfortable establishment with good facilities, offering some services and amenities.
3 stars – Very comfortable establishment with good facilities, offering several services and amenities.
4 stars – Establishment offering superior comfort, excellent facilities and a range of services and amenities.
5 stars – Establishment offering exceptional comfort, top-of-the-line facilities and a multitude of services and amenities.
The hostel could be classified as an establishment with 1 to 3 stars, but certainly not 4 or 5. The co‑op needs to decide whether to be classified as a standard (1 or 2 stars) or superior class (3) establishment. The financial impact of a higher standard must be taken into consideration when making this decision. 
Possible organization of basic services
The hostel’s hours and services could vary depending on the time of year (low season or high season). 
Possible scenario for sharing the building with the CADO

Guests would have to ring the bell to come in and register after 9:00 p.m. There would be a security system at the main door, so registered guests can get in anytime by entering a code or swiping a card. They would only be given keys to their rooms or dormitories. Checkout time would be 11:00 a.m. A hostel employee would be on duty at all times.

Hostel staff would clean common areas (vacuuming, dusting, emptying wastebaskets) on a weekly basis. Rooms and dormitories would also be cleaned weekly or after each departure. Bedding would be changed after each departure. Guests would be responsible for making their own beds. 

A CITQ-classified hostel must meet numerous specific standards. Many of them, however, are fundamental regulations in the hotel industry (fire safety equipment, signage, evacuation plan, safe place for trash, etc.). CITQ standards for establishments seeking classification should be followed when planning the building renovations.
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“Happy families are all alike; every unhappy family is unhappy in its own way.”
—Leo Tolstoy

Management – A full-time manager is required for a seven-hour shift, Monday to Friday (the schedule will be adapted to meet the hostel’s needs). The shift will include working on the front desk to keep costs down. 1.0 full-time equivalent (FTE) 

Reception – A full-time front desk clerk is required from June to August for a 400‑hour student position. The schedule will be adjusted to meet the hostel’s needs. 0.2 FTE

Housekeeping – A part-time housekeeper is required for an average of 30 hours per week. 1.4 FTE

The hostel will establish partnerships with organizations in the municipality with a view to recruiting volunteers who can assist employees with their work.
Proposed organizational structure 
Job descriptions
The job descriptions below could provide the basis for more detailed job descriptions applicable to the hostel.
	Managers 

	Summary
	Accommodation service managers plan, organize, direct, control and evaluate the operations of an accommodation establishment or of a department within such an establishment.

	Main duties
	· Supervise, direct and co‑ordinate the activities of workers who prepare, portion and serve food
· Maintain records of stock, repairs, sales and wastage
· Train staff in job duties, and sanitation and safety procedures
· May plan cafeteria menus and determine related food and labour costs 
· Develop, implement and evaluate policies and procedures for the operation of the department or establishment
· Prepare budgets and monitor revenues and expenses
· Participate in the development of pricing and promotional strategies
· Negotiate with suppliers for the provision of materials and supplies
· Negotiate with clients for the use of facilities for conventions, banquets, receptions and other functions
· Resolve customer complaints
· Establish and implement operational procedures for the housekeeping department
· Co‑ordinate the inspection of assigned areas to ensure that health regulations, safety standards and departmental policies are being met
· Maintain financial records and prepare the payroll

	Hotel front desk clerks

	Summary
	Hotel front desk clerks make room reservations, provide information and services to guests and receive payment for services. 

	Main duties
	· Maintain an inventory of vacancies, reservations and room assignments
· Register arriving guests and assign rooms
· Answer enquiries regarding hotel services and registration by letter, by telephone and in person, provide information about services available in the community and respond to guests’ complaints 
· Compile and check daily record sheets, guest accounts, receipts and vouchers using computerized or manual systems
· Present statements of charges to departing guests and receive payment
· Assist with housekeeping

	Housekeepers 

	Summary
	Housekeepers clean the lobbies, hallways, offices, common areas, dormitories and semi-private rooms

	Main duties
	· Sweep, mop, wash, wax and polish floors
· Dust furniture and vacuum carpeting and area rugs, draperies and upholstered furniture
· Make beds, change sheets and distribute clean towels and toiletries
· Attend to guests’ requests for extra supplies
· Stock linen closet and supplies area
· Clean, disinfect and polish kitchen and bathroom fixtures and appliances
· Clean and disinfect public areas such as common areas, showers and stairwell
· Pick up debris and empty trash containers
· Wash windows, walls and ceilings
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5.5 Service technology and infrastructure
The proposed hostel building at 212 Cedar Street, Gatineau, has 1,839 m2 of floor space. The building must be professionally inspected to determine its condition.
Services could be provided on different floors, as needed.
Proposed facilities
	Facilities
	Units
	Total area (m2)

	Basement – 650 m2 
	
	

	Cafeteria
Shared kitchen and dining room
Stairwells
Kitchen
Lounge
Laundry
Storage space
Public washrooms
Office and reception
Hallways, etc.
Housekeeping room
Boiler room (machine room)
Staff room
Workshop
	1
1
3 x 1.33
1
1
1
2 x 20
10 x 3
1
1
1
1
1
1
	246.0
70.0
4.0
60.0
60.0
20.0
40.0
30.0
28.0
45.0
5.0
15.0
12.0
                                15.0

	Subtotal
	
	650.0

	First floor – 618 m2

	Entire floor to be used by the CADO

Should the hostel use this floor for accommodation, 110 beds could be added 
	
	

	Subtotal
	
	618.0

	Second floor – 571 m2
	
	

	Semi-private rooms
Dormitories
Storage space
Hallways, etc.
Stairwell
Washroom facilities (showers and bathrooms)
	4 x 20
8 x 30
3 x 6
1
1
20 x 4
	140.0
240.0
18.0
91.5
1.5
80.0

	Subtotal
	
	571.0

	Total area
	
	1,839.0



Renovation materials required for the project will be determined when the architectural plans are drawn up. 
To set up and operate the hostel, the only technology required will be a security system at the main door and standard desktop computers for correspondence, room management, inventory record keeping, cash management and bookkeeping.
The furnishings needed include a front desk with a computer, two computer workstations for guests, office furniture (administration), dormitory and room furniture, common area furnishings, appliances, cleaning and maintenance equipment, and bedding.
	Room
	Furnishings and equipment
	Quantity
	Unit cost
	Total

	Private room
	Bed
	14
	600
	8,400

	
	Dresser
	14
	75
	1,050

	
	Chair and small table
	14
	75
	1,050

	
	Lamp
	28
	40
	1,120

	
	Decor
	14
	200
	2,800

	Semi-private room
	Bed
	10
	400
	4,000

	
	Dresser
	5
	75
	375

	
	Chair and small table
	5
	75
	375

	
	Lamp
	10
	40
	400

	
	Decor
	5
	200
	1,000

	Dormitory
	Bunk beds
	36
	400
	14,400

	
	Dresser
	3
	18
	54

	
	Lockers
	36
	50
	1,800

	
	Chair and small table
	12
	75
	900

	
	Lamp
	18
	40
	720

	
	Decor
	6
	200
	1,200

	Reception and administration
	Workstation
	2
	1,200
	2,400

	
	Office chair
	2
	75
	150

	
	Office desk
	2
	75
	150

	
	Front desk
	1
	250
	250

	
	Lamp
	1
	40
	40

	Coffee bar
	Service counter
	1
	300
	300

	
	Table
	5
	75
	375

	
	Chair
	10
	25
	250

	
	Decor
	1
	200
	200

	Lounge
	Sofas
	3
	200
	600

	
	Bookcase
	1
	100
	100

	
	Computer workstation
	2
	1,000
	2,000

	
	Television
	1
	500
	500

	
	Decor
	1
	200
	200

	
	Coffee tables
	2
	50
	100

	Games room
	Games
	1
	250
	250

	
	Decor
	1
	200
	200

	Conference room
	Large table
	1
	500
	500

	
	Chairs
	30
	50
	1,500

	
	Lamps
	4
	40
	160

	
	Decor
	1
	200
	200

	
	LCD screen, flip chart and other conference equipment
	1
	350
	350

	Workshop
	Workbench
	1
	200
	200

	
	Tools
	1
	1,000
	1,000

	Laundry
	Washers
	2
	300
	600

	
	Dryers
	2
	300
	600

	
	Laundry-folding table and drying rack
	1
	100
	100

	Storage space
	Cleaning equipment
	1
	500
	500

	Public washroom
	Decor
	1
	200
	200

	
	Fixtures
	1
	500
	500

	Miscellaneous
	Bedding
	60
	60
	3,600

	
	Workbench
	1
	200
	200

	
	Tools
	1
	500
	500

	
	
	
	
	___________

	Subtotal
	
	
	
	$58,419

	Contingency (10%)
	
	
	
	$5,842

	Total
	
	
	
	$64,261


[bookmark: _Toc168024405][bookmark: _Toc172885924]5.6 Investment required to renovate the building
“Unanswered questions are the essence of excellence and self-discovery.”
—Eric Boutin

It is very difficult to determine the investment required to renovate 212 Cedar Street, Gatineau. One of the first steps will be to get the building inspected. For a precise idea, plans will need to be drawn up and estimates sought from professionals in various domains for improvements and renovations required to convert the building.
So far, we have found out that the building was built in 1951, the windows were replaced in 1978 and the roof redone in 1996. The original boiler, converted to gas, powers the heating system. The last time the building was operated as a school was in 2005–2006.
The municipal assessment of the property is $325,400 for the land and $599,000 for the building. 
Even though it is shabby, the building is perfectly functional and the plan to open a hostel here is realistic. The land, a former schoolyard, is in very poor condition. The front portion provides parking for 28 cars.
The following categories must be evaluated, so that a specific budget can be drawn up for each one. Although it is difficult to do, it will result in more effective monitoring of renovation expenses. As a tenant, the hostel need only be concerned about furnishing one floor for accommodation purposes and installing adequate washroom facilities. These aspects are listed in points 4, 6, 7, 8 and 9 in the table below.

	1. SUBSTRUCTURE
a) Excavation and filling work 
b) Foundations 
c) Insulation and drainage membrane 
	2. STRUCTURE 
a) Walls
a) Floors
b) Roof


	3. BUILDING ENVELOPE 
a) Roof finishing 
b) Exterior cladding 
c) Insulation
d) Windows 
	4. PARTITION WALLS 
a) Framed partitions
b) Bays
c) Doors


	5. VERTICAL MOVEMENT 
a) Stairs 

	6. INTERIOR FINISHING 
a) Floors
b) Ceilings
c) Partitions
e) Exterior doors 


	7. EQUIPMENT AND FIXTURES 
a) Bathroom fixtures 
b) Heating and ventilation equipment 

	8. MECHANICAL SYSTEMS 
a) Plumbing and drainage systems 
b) Security systems 
c) Heating and ventilation systems 
d) Central vacuum cleaner


	9. ELECTRIC INSTALLATIONS 
a) Distribution board 
b) Power supply and lighting 
c) Other systems (central vacuum cleaner) 

	10. SITE DEVELOPMENT 
a) New installations
b) Selective demolition 



	
Renovation costs for different sites can vary greatly. Nevertheless, after making a comparison with other recent building conversions requiring major renovations, we have estimated the average investment required per square metre.
The proposed costs are simply a reference for planning purposes. Even though the estimate is based on reliable figures, actual costs could vary considerably and should therefore be evaluated by qualified professionals.
The estimated average per square metre for commercial renovation is between $550 and $650, including architectural and engineering fees.
Renovation estimates take into account that the hostel will not be paying for the building structure and exterior and is simply conforming to the Building Code and CITQ requirements.
Having taken into consideration that a major part of the renovations will be to the building structure and envelope, we have estimated the hostel’s renovation and development costs for the floor and installation of washroom facilities at $130,000, or $200 per square metre.
As the hostel will be a tenant, these figures are just a guide to measure the extent of the work. The rent will be $3,000 per month.
[bookmark: _Toc171310162][bookmark: _Toc171310207][bookmark: _Toc171310462][bookmark: _Toc171338561][bookmark: _Toc172885925]5.7 Regulations and standards
Building and setting up the hostel requires compliance with various provincial regulations, municipal by-laws and CITQ standards. 
The hostel’s architectural plans will have to comply with the regulations and codes enforced by the Régie du bâtiment (building authority).
The Municipality of Gatineau’s by-laws will also affect planning, particularly where zoning, signage and the building’s cladding are concerned. All renovations are subject to Zoning By-law No. 502-2005, which gives the municipality the right to oversee several aspects of the building, including cladding and design. Permit applications must be accompanied by professional plans. These details should be confirmed when the architectural plans are drawn up.
Setting up a hostel co‑op for sports, cultural and community groups at 212 Cedar Street is allowed by article 47 of Gatineau’s zoning by-law.
The hostel will have to satisfy several potential requirements concerning safety measures, cleanliness standards and permits, particularly where licences and by-laws are concerned (municipal business licence, tourism establishment licence, health and hygiene by-laws, fire safety standards, hotel room tax, retail sales tax, Personal Information Protection and Electronic Documents Act and indoor and outdoor signage by-laws).
	Type
	Documents to complete
	Price
	Organization
	Contact
	Comments

	Mandatory licences and permits

	Quebec enterprise number (NEQ)
(registration in the enterprise register and declaration of legal form)
	Articles of incorporation (certificate of constitution and continuance)
	$300 + $197
	Revenu Quebec
	70 Hôtel-de-Ville Street, 6th floor, Gatineau
1-800-567-4692
	One-time charge, to be included in the start-up investment.

	
	Notice establishing the head office’s address and list of directors 
	
	
	
	

	
	Declaration of registration (initial declaration)
	$32
	
	
	

	Official classification certificate
	Five-step process
a) Check with the municipality whether zoning allows commercial operation of a hotel establishment.
b) Contact the Quebec tourism department (1-800-463-5009) and provide information required to open a file.
c) The tourism department will send a temporary certificate and ask the CITQ to open a classification file.
d) After a service contract has been sent and a bill for annual fees for classification has been sent and paid, the CITQ will arrange with the operator for a classification inspection. 
e) The CITQ will inform the operator of the classification results and the tourism department will send the sign. 
	$190 + $4 per accommodation unit every year Certificate valid 24 months
	CITQ 
	1-866-499-0550
	The sign must be displayed at all times outside the building, in public view. Accommodation rates must be prominently displayed at the front desk.

	Occupational Health and Safety Act
	
	
	CSST (occupational health and safety commission)
	15 Gamelin Street,
P.O. Box 1454, Gatineau J8X 3Y3
819-778-8600;
General information (toll-free number):
1-800-668-4483 
	

	Register for GST and QST
	Application for registration LM-1
	
	Revenu Quebec
	70 Hôtel-de-Ville Street, 6th floor, Gatineau
	

	Indoor and outdoor signage
	
	
	Municipality of Gatineau
	
	

	Non-mandatory licences and permits

	Certificate showing level of accessibility to people with disabilities
	
	
	Kéroul, tourism and culture for people with restricted physical ability
	514-252-3104 
	Certification gives a precise idea of accessibility to persons with visual, hearing or motor impairment.

	Pest control service
	
	
	Extermination Solution
	819-643-2307
	Monthly check to maintain the establishment’s cleanliness.

	Alarm system
	
	
	Multi-Max
	819-684-9766
	Annual check.

	Conference room permit
	
	
	Municipality of Gatineau
	
	

	Hotel association membership
	Application forms
	
	AHQ (Quebec hotel association)
	1-877-769-9776
	Business advantages: marketing channel and access to info on latest hotel industry trends.
Financial advantages: preferential rates on group and commercial insurance plans, discount on high-speed business Internet services and hotel supplies, etc.


[bookmark: _Toc171310163][bookmark: _Toc171310208][bookmark: _Toc171310463][bookmark: _Toc171338562][bookmark: _Toc172885926]5.8 Technical risks
“Action is the food and drink which will nourish my success.”
—Og Mandino

One of the few risks involved in the project’s technical feasibility relates to the rental agreement and renovation and redesign of the building. The project is planning to use 212 Cedar Street, Gatineau, but an offer or agreement has yet to be made. The co‑op should have an alternative, should the building inspection prove unfavourable.
The fact that the building is not accessible to people with disabilities should be taken into consideration. The hostel should be able to accommodate all kinds of clients, as it is very likely that groups or organizations will arrange sports competitions for people with disabilities. Nevertheless, according to the municipal councillor, the hostel is not required by law to meet this demand. It will, however, adapt its facilities over time, according to the budget and demand.
The Rapibus and bike path are excellent ways for guests to get to and from the hostel.

Preliminary findings concerning technical feasibility
The hostel’s promoters will need to put some thought into how they decide on what services to offer. They need a formula in line with its mission, which combines an essentially sports-orientated establishment with the specific needs of various other types of clients. If the hostel provides dormitories and semi-private rooms, their layout and number could vary according to strategic decisions made by the promoters.

Providing common areas has been made a priority (lounge, kitchen, cafeteria, outdoor area with furniture) to maximize interactions among clients and create a pleasant atmosphere, whilst taking into account that certain clients will need more peace and quiet.

No matter how services and space are organized, the hostel must be able to function with a small team.

Technically, getting the hostel up and running will involve meeting standards, setting up infrastructure and using conventional technologies. This will take time to organize, but there are no foreseen obstacles. Although the project faces some risks, they can be reduced with careful management and planning. 

[bookmark: _Toc171310164][bookmark: _Toc171310209][bookmark: _Toc171310464][bookmark: _Toc171338563][bookmark: _Toc172885927]6. FINANCIAL FEASIBILITY
This section reveals the results of the hostel’s financial feasibility analysis: pricing strategy, income and expenses, cash-flow requirements and financial risks.
[bookmark: _Toc171310165][bookmark: _Toc171310210][bookmark: _Toc171310465][bookmark: _Toc171338564][bookmark: _Toc172885928]6.1 Pricing strategy
Realistically, occupancy rates will vary according to the time of year. The targets for the five-year period that this report is based on are discussed below.
Hostel – The Ottawa-Gatineau region does not have a low season. As a result, hotel establishments benefit from a regular influx of visitors throughout the year. In accordance with the CADO’s schedules, the hostel will open on weekends during the school year, from September to June, and all week long in July and August. To produce a realistic result, our estimate is based on 86 days during the school year (weekends only) and 61 days in summer. According to Tourisme Outaouais statistics for the Ottawa-Gatineau region, the hostel can expect an average occupancy rate of 70 percent. Nevertheless, as it will only be open for 10 months out of 12, it is realistic to think that when it is open, the hostel will have an annual average occupancy rate of 80 percent.


Hostel’s proposed rate schedule 
	
	Rate ($)

	
	
	Semi-private room
(4–7 guests)
	Bed in dormitory

	School year
	
	
	

	Night
	
	150
	28

	Summer 
	
	
	

	Night
	
	150
	28


[bookmark: _Toc171310166][bookmark: _Toc171310211][bookmark: _Toc171310466][bookmark: _Toc171338565][bookmark: _Toc172885929]6.2 Anticipated income and expenses
The following information provides estimates of the hostel’s income and expenses for the first five years in operation.
Key points
Scenario – In a realistic scenario, sales will increase as the hostel’s reputation grows, as a result of word of mouth and other promotional techniques.

According to this scenario, the objectives will be achieved at the following rate:
· 30 percent in Year 1
· 50 percent in Year 2
· 75 percent in Year 3
· 90 percent in Year 4
· 100 percent in Year 5

Conservative approach to inflation – The assumptions in this analysis are deliberately conservative: rate increases have not been anticipated before Year 4 and an annual inflation of 2 percent has been applied to all expenses from Year 2 onwards. 

The following estimate of the hostel’s income and expenses for the first five years in operation takes into account the information above and a series of detailed parameters.
Hostel’s anticipated income and expenses
	
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Income
	123,695
	180,492
	253,988
	310,097
	350,977

	Expenses
	138,501
	138,861
	139,474
	142,340
	143,369

	Net income/loss
	(14,806)
	41,631
	114,514
	167,757
	207,608

	
	 
	 
	 
	 



The table below illustrates the most realistic scenario in view of the financial feasibility analysis.
Investment required for setting up the project (Year 0)
	Loans (RISQ, Investissement Québec)
	
	50,000

	Investment (grants)
	
	175,000

	Renovation costs – building
	
	(130,200)

	Equipment
	
	(64,261)

	
	
	

	Total
	
	30,539



Evaluation of analysis results (Years 1 to 5)
	Number of overnight stays anticipated per year 
	
	
	2,964
	4,939
	7,409
	8,891
	9,878

	Evaluation of analysis results 
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	1. Income
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	School year (weekends only)
	
	
	
	
	
	
	

	Anticipated income
	
	
	58,618
	97,696
	146,544
	179,370
	203,286

	Wage subsidy (local employment centre)
	
	
	23,500
	13,500
	3,500
	3,500
	3,500

	Summer 
	
	
	
	
	
	
	

	Anticipated income
	
	
	41,578
	69,296
	103,944
	127,227
	144,191

	Total
	
	
	123,695
	180,492
	253,988
	310,097
	350,977

	
	
	
	
	
	
	
	

	2. Expenses
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Staff
	
	
	47,840
	48,797
	49,773
	50,768
	51,784

	Rent/mortgage
	
	
	36,000
	36,000
	36,000
	36,000
	36,000

	Loan repayment 
	
	
	2,560
	2,560
	2,560
	4,591
	4,591

	Insurance
	
	
	4,000
	4,080
	4,162
	4,245
	4,330

	Electricity
	
	
	0
	0
	0
	0
	0

	Maintenance and repairs
	
	
	5,000
	5,100
	5,202
	5,306
	5,412

	Municipal and school taxes
	
	
	0
	0
	0
	0
	0

	Membership and fees
	
	
	1,200
	1,224
	1,248
	1,273
	1,299

	Travel/representation
	
	
	3,000
	3,060
	3,121
	3,184
	3,247

	Supplies/material
	
	
	2,400
	2,448
	2,497
	2,547
	2,598

	Professional fees
	
	
	2,400
	2,448
	2,497
	2,547
	2,598

	Web hosting
	
	
	120
	122
	125
	127
	130

	Computer equipment
	
	
	1,200
	1,224
	1,248
	1,273
	1,299

	Photocopier/printer
	
	
	1,800
	1,836
	1,873
	1,910
	1,948

	Promotion/advertising
	
	
	7,200
	7,344
	7,491
	7,641
	7,794

	Cleaning products
	
	
	3,000
	3,060
	3,121
	3,184
	3,247

	Laundry service
	
	
	3,600
	3,672
	3,745
	3,820
	3,897

	Telephone
	
	
	3,300
	3,366
	3,433
	3,502
	3,572

	Equipment purchase and rental 
	
	
	600
	612
	624
	637
	649

	Bank fees
	
	
	600
	612
	624
	637
	649

	Contingency
	
	
	3,042
	3,103
	3,165
	3,228
	3,293

	
	
	
	
	
	
	
	

	Equipment – initial value
	
	
	64,261
	54,622
	46,429
	39,464
	33,545

	Depreciation
	
	
	9,639
	8,193
	6,964
	5,920
	5,032

	Equipment – undepreciated value
	
	
	54,622
	46,429
	39,464
	33,545
	28,513

	
	
	
	
	
	
	
	

	Total
	
	
	138,501
	138,861
	139,474
	142,340
	143,369



Cash flow required to run the business (Years 1 to 5)
	Income
	
	123,695
	180,492
	253,988
	310,097
	350,977

	Expenses
	
	138,501
	138,861
	139,474
	142,340
	143,369

	Income/Loss
	
	(14,806)
	41,631
	114,514
	167,757
	207,608

	Working capital 
	30,539
	15,733
	57,364
	17,878
	339,635
	547,243



[bookmark: _Toc171310167][bookmark: _Toc171310212][bookmark: _Toc171310467][bookmark: _Toc171338566][bookmark: _Toc172885930]6.3 Anticipated short- and long-term financial results
The anticipated financial result (gross) for the first five years is
	an accumulated profit of $516,704.
[bookmark: _Toc171310168][bookmark: _Toc171310213][bookmark: _Toc171310468][bookmark: _Toc171338567][bookmark: _Toc172885931]6.4 Reaching the break-even point
The project will have reached the break-even point when income covers expenses. According to the figures in the table above, that will be
	during Year 2.
As the hostel’s opening date is still unknown, we cannot give a more precise estimate (month) for the break-even point. It will depend on whether the hostel opens during the school year or the summer.
[bookmark: _Toc171310169][bookmark: _Toc171310214][bookmark: _Toc171310469][bookmark: _Toc171338568][bookmark: _Toc172885932]6.5 Cash-flow requirements for starting up and running the business
Annual cumulative cash-flow requirements are not substantial. The data suggest that the minimum line of credit needed to overcome deficits run up in the first years of operation and keep the business going is 
$15,000, required in Year 1.
The method used to evaluate financial results does not take into account interest payments on a line of credit. Any surplus income from years 1 and 2 could be used to repay loans (which would reduce expenses and improve the bottom line) or to finance improvements to the hostel, if needed.
[bookmark: _Toc171310170][bookmark: _Toc171310215][bookmark: _Toc171310470][bookmark: _Toc171338569][bookmark: _Toc172885933]6.6 Financial risks
The financial risks of renting, renovating and operating the hostel are fundamentally linked to the business risks discussed above. According to the business plan, the hostel will achieve very positive results. Its success seems to be more reliant on income growth than fluctuations in expenses. The project’s income will depend on whether its services attract the target market, as indicated in the commercial feasibility analysis. A sustained effort to promote the hostel to carefully selected target clients will be necessary, especially during the early years of operation.
Nevertheless, the project’s financial feasibility also depends on other important variables. The hostel’s financial success, short-term survival prospects and long-term viability will therefore directly depend on a list of conditions.
Monthly rental costs – The rent should not exceed the amount indicated in the business plan.
Renovation and design costs – Discussion with construction professionals and analysis of a similar project show that it is very difficult to give a precise estimate for costs to convert and renovate an existing commercial building. There is often a difference of at least 10 percent between renovation costs predicted by architects and professionals at the planning stage and actual costs, especially when renovation takes longer than expected. Competition is fierce in this field and contractors’ estimates are not very flexible. Also, the sudden rises in the prices of gas and raw materials have caused a considerable increase in construction materials, which is not always adequately reflected in estimates. This is a significant risk and it will therefore be important to exercise caution when seeking estimates for the hostel renovation. It might even be wise to ask volunteer construction experts to look over the estimates. The promoters will clearly have to try and keep projected costs down and control inflation once the work has started.

Funding and investment sources
	Grants (investment)
	Amount

	Co-operative Development Initiative
	$30,000

	Caisse Desjardins
	$25,000

	Local development centre seed funding
	$50,000

	Department of economic development, innovation and export trade (MDEIE)
	$5,000

	Municipality of Gatineau
	$25,000

	Private sponsors
	$5,000

	Partner members
	$5,000

	Table jeunesse Outaouais youth group
	$15,000

	Fundraising 
	$15,000

	
	

	Total
	$175,000



Line of credit – Besides the long-term debt, a short-term line of credit will help finance the project’s operations, especially in the first few years. The requirements for obtaining it may well affect project costs, especially the financial leeway for contingencies. It will therefore be important to confirm the assumptions used in the financial analysis and build a strong, credible case to be able to negotiate with potential financial backers.
Loan – $50,000 in social economy loans: $25,000 from RISQ and $25,000 from Investissement Québec. See the loan tables (Appendix 2) for the planned repayment schedule.
Preliminary findings concerning financial feasibility 
The hostel should see a financial return in Year 2. The financial feasibility depends on a long list of assumptions concerning a range of variables that are particularly sensitive to income, especially the number of accommodation units offered, nightly rates and, above all, occupancy rates. Eligibility criteria for loans and a line of credit and the ability to control increases in building development costs will also have a considerable impact.
[bookmark: _Toc171310171][bookmark: _Toc171310216][bookmark: _Toc171310471][bookmark: _Toc171338570][bookmark: _Toc172885934]7. CONCLUSIONS 
“A gem is not polished without rubbing, nor a man perfected without trials.”
—Chinese proverb

This business plan is largely based on the feasibility study’s conclusions. The hostel project responds to a need expressed by several important guarantors in the municipality, like the local development centre in Gatineau. There is insufficient group accommodation for special events, a situation which bodes well for the project’s success. At the same time, it is the only project of its kind in the area and complements already existing recreational tourism companies in the Ottawa-Gatineau region.
There should be no serious problems with the hostel’s technical feasibility. There are a few risks, but they are acceptable, and several strategies to reduce them have been considered. Financial success clearly requires a certain boldness, but by investing the necessary resources, the hostel will increase its chances of seeing a return on the investment after a few years in operation.
“Our life is composed greatly from dreams, from the unconscious, and they must be brought into connection with action. They must be woven together.”
––Anaïs Nin

In light of the measures taken and information gathered, the Coopérative de Solidarité en Hébergement Sportif, Culturel et Communautaire project is feasible and viable in the long term. 



[bookmark: _Toc172453041]Appendix 1 – Documents relating to the Coopérative de Solidarité en Hébergement Sportif, Culturel et Communautaire
1a. Articles of incorporation (original and translation)
1b. List of directors


Appendix 1a – Articles of incorporation



Department of economic development, innovation and export trade
Quebec

Articles of incorporation for a cooperative

	1. Name

COOPÉRATIVE DE SOLIDARITÉ D’HÉBERGEMENT DE GATINEAU



	2. Objective

To operate an accommodation business that provides employment to working members and goods, services and other activities to user members, whilst bringing together people and societies with an economic, social or cultural interest in achieving this objective.



	3. Indicate, if applicable, whether the cooperative elects to be governed by Chapter I of Title II of the Act
Not applicable

	4. Other information
The cooperative will not give a rebate and will not pay interest on preferred shares given to members.



	DEPARTMENT USE ONLY

	Incorporation
INCORPORATED 
COOPERATIVE            January 13, 2011               _________________________________
                                              (date)                                                    (signature)
                                                                                                      Lise Jacob, Director
                                                                                                  Cooperative Management



[seal]
File No. 348-490


Appendix 1b – List of directors

Coopérative de Solidarité en Hébergement Sportif, Culturel et Communautaire
List of directors (provisional committee)


Bouchard, Pauline	Association des Gens d’affaires et Professionnels, Vieux-Gatineau
Grant, Claude	Manager, Centre Académique de l’Outaouais
Gravel, Richard	General Manager, Association Régionale de l’Outaouais
Routhier, Marc	Businessman, Gatineau
Laramée, Jacques	President, Relais des jeunes Gatinois, Association Québec-France and Assocation régionale de volleyball de l’Outaouais



 Appendix 2 – Loans
	Estimated cost of borrowing –
Investissement Québec
	

	Name of organization
	 
	Initial loan amount
	Interest rate
	Number of payments
	Start of payments

	Investissement Québec
	 
	$25,000 
	0.0075
	36
	Sep 11

	After 3 years
	 
	$25,000 
	0.0400
	180
	Oct 11

	 
	 
	 
	 
	 
	 

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 11
	 
	1
	$0.00
	$15.63 
	$15.63 

	Oct 11
	 
	2
	$0.00 
	$15.62 
	$15.63 

	Nov 11
	 
	3
	$0.00 
	$15.62 
	$15.63 

	Dec 11
	 
	4
	$0.00 
	$15.62 
	$15.63 

	Jan 12
	 
	5
	$0.00 
	$15.62 
	$15.63 

	Feb 12
	 
	6
	$0.00 
	$15.62 
	$15.63 

	Mar 12
	 
	7
	$0.00 
	$15.62 
	$15.63 

	Apr 12
	 
	8
	$0.00 
	$15.62 
	$15.63 

	May 12
	 
	9
	$0.00 
	$15.62 
	$15.63 

	June 12
	 
	10
	$0.00 
	$15.62 
	$15.63 

	July 12
	 
	11
	$0.00 
	$15.62 
	$15.63 

	Aug 12
	 
	12
	$0.00 
	$15.62 
	$15.63 

	Total paid
	 
	
	$0.00 
	$187,50 
	

	Outstanding capital
	 
	
	$25,000
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 12
	 
	13
	$0,00 
	$15.62 
	$15.63 

	Oct 12
	 
	14
	$0.00 
	$15.62 
	$15.63 

	Nov 12
	 
	15
	$0.00 
	$15.62 
	$15.63 

	Dec 12
	 
	16
	$0.00 
	$15.62 
	$15.63 

	Jan 13
	 
	17
	$0.00 
	$15.62 
	$15.63 

	Feb 13
	 
	18
	$0.00 
	$15.62 
	$15.63 

	Mar 13
	 
	19
	$0.00 
	$15.62 
	$15.63 

	Apr 13
	 
	20
	$0.00 
	$15.62 
	$15.63 

	May 13
	 
	21
	$0.00 
	$15.62 
	$15.63 

	June 13
	 
	22
	$0.00 
	$15.62 
	$15.63 

	July 13
	 
	23
	$0.00 
	$15.62 
	$15.63 

	Aug 13
	 
	24
	$0.00 
	$15.62 
	$15.63 

	Total paid
	 
	
	$0.00 
	$187,50 
	

	Outstanding capital
	 
	
	$25,000 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 13
	 
	25
	$0.00 
	$15.62 
	$15.63 

	Oct 13
	 
	26
	$0.00 
	$15.62 
	$15.63 

	Nov 13
	 
	27
	$0.00 
	$15.62 
	$15.63 

	Dec 13
	 
	28
	$0.00 
	$15.62 
	$15.63 

	Jan 14
	 
	29
	$0.00 
	$15.62 
	$15.63 

	Feb 14
	 
	30
	$0.00 
	$15.62 
	$15.63 

	Mar 14
	 
	31
	$0.00 
	$15.62 
	$15.63 

	Apr 14
	 
	32
	$0.00 
	$15.62 
	$15.63 

	May 14
	 
	33
	$0.00 
	$15.62 
	$15.63 

	June 14
	 
	34
	$0.00 
	$15.62 
	$15.63 

	July 14
	 
	35
	$0.00 
	$15.62 
	$15.63 

	Aug 14
	 
	36
	$0.00 
	$15.62 
	$15.63 

	Total paid
	 
	
	$0.00 
	$187.50 
	

	Outstanding capital
	 
	
	$25,000 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 14
	 
	37
	$114.52 
	$70.40 
	$184.92 

	Oct 14
	 
	38
	$114.90 
	$70.02 
	$184.92 

	Nov 14
	 
	39
	$115.28 
	$69.64 
	$184.92 

	Dec 14
	 
	40
	$115.67 
	$69.25 
	$184.92 

	Jan 15
	 
	41
	$116.05 
	$68.87 
	$184.92 

	Feb 15
	 
	42
	$116.44 
	$68.48 
	$184.92 

	Mar 15
	 
	43
	$116.83 
	$68.09 
	$184.92 

	Apr 15
	 
	44
	$117.22 
	$67.70 
	$184.92 

	May 15
	 
	45
	$117.61 
	$67.31 
	$184.92 

	June 15
	 
	46
	$118.00 
	$66.92 
	$184.92 

	July 15
	 
	47
	$118.39 
	$66.53 
	$184.92 

	Aug 15
	 
	48
	$118.79 
	$66.13 
	$184.92 

	Total paid
	 
	
	$1,399.69 
	$819.37 
	

	Outstanding capital
	 
	
	$23,600 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 15
	 
	49
	$119.18 
	$65.74 
	$184.92 

	Oct 15
	 
	50
	$119.58 
	$65.34 
	$184.92 

	Nov 15
	 
	51
	$119.98 
	$64.94 
	$184.92 

	Dec 15
	 
	52
	$120.38 
	$64.54 
	$184.92 

	Jan 16
	 
	53
	$120.78 
	$64.14 
	$184.92 

	Feb 16
	 
	54
	$121.18 
	$63.74 
	$184.92 

	Mar 16
	 
	55
	$121.59 
	$63.33 
	$184.92 

	Apr 16
	 
	56
	$121.99 
	$62.93 
	$184.92 

	May 16
	 
	57
	$122.40 
	$62.52 
	$184.92 

	June 16
	 
	58
	$122.81 
	$62.11 
	$184.92 

	July 16
	 
	59
	$123.22 
	$61.71 
	$184.92 

	Aug 16
	 
	60
	$123.63 
	$61.29 
	$184.92 

	Total paid
	
	
	$1,456.72 
	$762.35 
	

	Outstanding capital
	
	
	$22,144
	
	







	Estimated cost of borrowing –
RISQ
	

	Name of organization
	 
	Initial loan amount
	Interest rate

	Number of payments
	Start of payments


	RISQ
	 
	$25,000 
	0.0500
	180
	Sep 11

	 
	 
	 
	 
	 
	 

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 11
	 
	1
	$93.53 
	$104.17 
	$197.70 

	Oct 11
	 
	2
	$93.92 
	$103.78 
	$197.70 

	Nov 11
	 
	3
	$94.31 
	$103.39 
	$197.70 

	Dec 11
	 
	4
	$94.71 
	$102.99 
	$197.70 

	Jan 12
	 
	5
	$95.10 
	$102.60 
	$197.70 

	Feb 12
	 
	6
	$95.50 
	$102.20 
	$197.70 

	Mar 12
	 
	7
	$95.89 
	$101.80 
	$197.70 

	Apr 12
	 
	8
	$96.29 
	$101.40 
	$197.70 

	May 12
	 
	9
	$96.70 
	$101.00 
	$197.70 

	June 12
	 
	10
	$97.10 
	$100.60 
	$197.70 

	July 12
	 
	11
	$97.50 
	$100.20 
	$197.70 

	Aug 12
	 
	12
	$97.91 
	$99.79 
	$197.70 

	Total paid
	 
	
	$1,148.46 
	$1,223.92 
	

	Outstanding capital
	 
	
	$23,852 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 12
	 
	13
	$98.32 
	$99.38 
	$197.70 

	Oct 12
	 
	14
	$98.73 
	$98.97 
	$197.70 

	Nov 12
	 
	15
	$99.14 
	$98.56 
	$197.70 

	Dec 12
	 
	16
	$99.55 
	$98.15 
	$197.70 

	Jan 13
	 
	17
	$99.97 
	$97.73 
	$197.70 

	Feb 13
	 
	18
	$100.38 
	$97.32 
	$197.70 

	Mar 13
	 
	19
	$100.80 
	$96.90 
	$197.70 

	Apr 13
	 
	20
	$101.22 
	$96.48 
	$197.70 

	May 13
	 
	21
	$101.64 
	$96.06 
	$197.70 

	June 13
	 
	22
	$102.07 
	$95.63 
	$197.70 

	July 13
	 
	23
	$102.49 
	$95.21 
	$197.70 

	Aug 13
	 
	24
	$102.92 
	$94.78 
	$197.70 

	Total paid
	 
	
	$1,207.22 
	$1,165.16 
	

	Outstanding capital
	 
	
	$22,644 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 13
	 
	25
	$103.35 
	$94.35 
	$197.70 

	Oct 13
	 
	26
	$103.78 
	$93.92 
	$197.70 

	Nov 13
	 
	27
	$104.21 
	$93.49 
	$197.70 

	Dec 13
	 
	28
	$104.64 
	$93.05 
	$197.70 

	Jan 14
	 
	29
	$105.08 
	$92.62 
	$197.70 

	Feb 14
	 
	30
	$105.52 
	$92.18 
	$197.70 

	Mar 14
	 
	31
	$105.96 
	$91.74 
	$197.70 

	Apr 14
	 
	32
	$106.40 
	$91.30 
	$197.70 

	May 14
	 
	33
	$106.84 
	$90.86 
	$197.70 

	June 14
	 
	34
	$107.29 
	$90.41 
	$197.70 

	July 14
	 
	35
	$107.73 
	$89.96 
	$197.70 

	Aug 14
	 
	36
	$108.18 
	$89.51 
	$197.70 

	Total paid
	 
	
	$1,268.98 
	$1,103.40 
	

	Outstanding capital
	 
	
	$21,375 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 14
	 
	37
	$108.63 
	$89.06 
	$197.70 

	Oct 14
	 
	38
	$109.09 
	$88.61 
	$197.70 

	Nov 14
	 
	39
	$109.54 
	$88.16 
	$197.70 

	Dec 14
	 
	40
	$110.00 
	$87.70 
	$197.70 

	Jan 15
	 
	41
	$110.46 
	$87.24 
	$197.70 

	Feb 15
	 
	42
	$110.92 
	$86.78 
	$197.70 

	Mar 15
	 
	43
	$111.38 
	$86.32 
	$197.70 

	Apr 15
	 
	44
	$111.84 
	$85.86 
	$197.70 

	May 15
	 
	45
	$112.31 
	$85.39 
	$197.70 

	June 15
	 
	46
	$112.78 
	$84.92 
	$197.70 

	July 15
	 
	47
	$113.25 
	$84.45 
	$197.70 

	Aug 15
	 
	48
	$113.72 
	$83.98 
	$197.70 

	Total paid
	 
	
	$1,333.91 
	$1,038.47 
	

	Outstanding capital
	 
	
	$20,041 
	
	

	
	 
	
	
	
	

	Period
	 
	Period
	Capital
	Interest
	Monthly payment

	Sep 15
	 
	49
	$114.19 
	$83.51 
	$197.70 

	Oct 15
	 
	50
	$114.67 
	$83.03 
	$197.70 

	Nov 15
	 
	51
	$115.15 
	$82.55 
	$197.70 

	Dec 15
	 
	52
	$115.63 
	$82.07 
	$197.70 

	Jan 16
	 
	53
	$116.11 
	$81.59 
	$197.70 

	Feb 16
	 
	54
	$116.59 
	$81.11 
	$197.70 

	Mar 16
	 
	55
	$117.08 
	$80.62 
	$197.70 

	Apr 16
	 
	56
	$117.57 
	$80.13 
	$197.70 

	May 16
	 
	57
	$118.05 
	$79.64 
	$197.70 

	June 16
	 
	58
	$118.55 
	$79.15 
	$197.70 

	July 16
	 
	59
	$119.04 
	$78.66 
	$197.70 

	Aug 16
	 
	60
	$119.54 
	$78.16 
	$197.70 

	Total paid
	
	
	$1,402.15 
	$970.23 
	

	Outstanding capital
	
	
	$18,639 
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