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ABSTRACT

A business activity project can be done in several
stages, namely:

Stage 1: Identifying and assessing the promot-
ing group: the entrepreneur. Talent
and ... Willingness.

Stage 2: Identifying and assessing the “idea” in

relation to the environment, competi-
tors, strategies, the business firm and
value creation.

Stage 3: Organizing and assessing the informa-
tion obtained from the feasibility
analysis of the business plan draft.

Stage 4: Business Project Report.

Stage 5: Business start up, setting up, follow up

and control.

Our decision support system for business start
ups incorporates the basic principles of transac-
tion cost economics and industrial economics,
taking into consideration diversity, intangibles,
sustainability, quality and risk - return.

This paper focuses on  sustainability:
Competitiveness, Value Creation and Growth. It
concludes by presenting the most common busi-
ness assessment methods and their possible
application on the sustainable development of
tourism.

KEYWORDS

Entrepreneur, Business Project, Value Creation,
Sustainability.

RESUMEN

La elaboracién de un Proyecto de actividad empre-
sarial se puede realizar en varias Fases, a saber:

Fase 1:  identificacion y evaluacién del «Gtrupo
Promotor»: El Emprendedor. Talento y

... Talante.

Fase 2:  identificacién y evaluacién de la «Idea»
Entorno, la
Competencia, la Estrategia, la Empresa,

y la Creacién de Valor.

en relacion con el

Fase 3:  organizacién y analisis de la informa
cién que se obtiene al someter el «Ante-
Proyecto» a un Estudio preliminar de

Viabilidad.

Fase 4: eclaboracién de la «Memoria» del

Proyecto empresarial.

Fase 5:  «lnicio» de la actividad empresarial,
«mplantaciéony, «seguimiento» y «con-

trol».

Nuestro sistema de ayuda para tomar la Decisién
de Crear una Empresa integra los Postulados basi-
cos de la economia de los costes de transaccién
con los Fundamentos de la economia industrial; de
acuerdo con las siguientes Bases: Diversidad,
Intangibilidad,  Sostenibilidad,  Calidad vy
Rentabilidad-Riesgo.

En el presente articulo nos centraremos en la
Sostenibilidad: Competitividad, Crecimiento y
Creacién de Valor. Y finalizaremos presentando los
métodos mas utilizados en la Valoracién de
Empresas y su posible aplicacién en el Desarrollo
Sostenible en Turismo.

PALABRAS CLAVE

Emprendedor, Proyecto empresarial, Creacién de
Valot, Sostenibilidad.
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0. DECISION SUPPORT SYSTEM TO

Our decision support system to create a tourism
CREATE A TOURISM FIRM

Firm comprises the following stages:

Our decision support system to create a tourism = Stage 1: Identifying and assessing the pro-
Firm is based on the following principles: moting group: the entreprencur.
Figure 1 - Decision support system for Talent and ... willingness.
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Figure 2 - Decision support system for business start ups. Stages.
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@ STAGE: FEASIBILITY ANALYSIS OF THE DRAFT.

¥ Energy
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BUSINESS
PLAN DRAFT
FEASIBILITY
REPORT

Environmental
Impact
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Environmental impact assessment
Engineering Project

Basic data:

o Background

o Identification

o Vision, Mission, Aim, ...

o Project definition

o Aids and grants

o Organization design

o Processes

o Environment

o Previous feasibility analysis

o Sector and competitive forces

o Product-Market-Technology
@ STAGE: OPERATIONAL START. o SWOT
SETTING UP, FOLLOW UP AND CONTROL o General Budget

Operational
Social

STAGE: REPORT. 4t

BUSINESS PROJECT

VALUE
CREATION

-8

Setting Up
Follow Up

Engineering
Project

1. STAGE 1: TALENT AND ... WILLINGNESS

The first stage consists in classifying and assessing
the “promoting group™ the entrepreneur. Talent
and willingness.

of creating knowledge, its dissemination and

the modification of behavior and culture in

order to adapt it to new ideas, incorporating

¥' ‘Talent is a lasting and sustainable competi- change smoothly, creating and developing new
tive advantage that comes from the capacity businesses.
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¥ Willingness has to do with behavior (intel-
ligent, stupid). Intelligence' is the ability to
understand complex ideas, to adapt oneself
to the environment in an effective way and to
overcome obstacles by means of reflection’.
Stupidity has to do with opportunist behavior
and limited rationality. It is the result of the
confluence of three perception elements in
an intelligent individual: omniscience (to
believe one knows everything); omnipotence
(to believe one can do everything); invulnera-
bility (the illusion of being totally protected).

2. STAGE 2: “IDEA”, ENVIRONMENT,
COMPETITORS, STRATEGIES, THE
BUSINESS FIRM AND VALUE
CREATION

The second stage consists in identifying and assess-
ing the “idea” in relation to the environment, com-
petitors, strategies, the business Firm and value
creation.

The analysis of the environment can be structured
in four parts: socio-cultural, political-legal, eco-
nomic and scientific-technological.

Table 1- Analysis of the environment

Aspects of the
. P very bad Acceptable very well Excellent Scales
environment to be ) @ @ )
assessed n @ & & ©

Socio - Cultural:
« Work market Inadequate Reasonable Adapted Correct Integrated
« Social conflicts Very high Nonexistent Low Few Nonexistent
« Social attitudes chéction Coexistence Acceptance Support Integration
* Other elements (indicate) Very negative Negative Neutral Positive Integrating
Political - Legal:
* Political stability Very little Reasonable Equivalent Correct Integrity
* Pressute groups Very conflicting ~ Reasonable Neutral Favorable Integrated
* Regulations Very harmful Reasonable Neutral Favorable Integrated
« Other elements (indicate) Very negative Reasonable Neutral Positive Can be integrated
Economic:
* Inflation Very high Nonexistent Low Little Zero
+ Competitivencss Moving away Is reduced Steady Increases Spreading
* Government policies Nonexistent Reasonable Acceptable Favorable Integrated
* Other elements (indicate) Vety negative Negative Neutral Positive Can be integrated
Scientific-technological:
* Knowledge Very little Limited Reasonable Good Very high
« Infrastructure TInexistent Limited Reasonable Good Integral
* New technologies Unknown Diffuse Specific Adapted Integrated
« Environment Worrying Interested Permissive Adapted Integrated
* Other elements (indicate) Very negative Reasonable Neutral Positive Integrated

The “idea” will move to the following stage when
it is adapted; otherwise, it has to be checked in
order to solve conflicts observed in this stage.

The competitivity analysis can be divided into
three levels: country, sector, and Firm. Figure 3
shows the determining elements in international

competitivity and Figure 4 the forces that move
competitors in a sector of the new economy;
using Porter’s model, the elements that influence
competitivity in the tourism sector have been
included, based on the model changes taking

place at present.

Figure 3 - Competitiveness-Countries: determining elements in international competitiveness’.
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Size and growth criteria:
- Existence of foreign demand
- Number of independent consumers
- Early or satured demand
Internationalization:
- Local mobile or international
consumers
- Influence on foreign needs
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Figure 4 - Forces that move compet

ition in a sector of the new economy*.
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The new economy is causing a change in models:

V" There are growing yields’. Monopolies achieve
competitive advantages that could be deter-
mining, Physical investments no longer limit
business Firms.

V" Lesser transaction costs: information is more
accessible, cheaper and easier to obtain; specific
assets create value; uncertainty is reduced (sus-
tainable growth depends on inflation and pro-
ductivity); there is no price (looking for collateral
benefits); market access time has been reduced
and contracts are personalized; rational behavior
is closer to theoretical models; and opportunist
behavior is more visible.

v The economic cycle is altered and change is
fast and accelerated.

v" Innovation in information, communication
and manufacturing technologies ICMT) has to
be included in the theoretical model.

V" The environment is contemplated in the theo-
retical model by including the environmental
impact assessment: ethical and environmental
investment funds: taxation.

v" Globalization requires a new definition of go-
vernment intervention, as a developing factor of
ICMT and intellectual capital: Regulation-
Deregulation, which modify the sphere of
activities and entrance, exit and mobility barri-
ers; excess of capacity is taken into account;
the decision of merger-acquisition-takeover-
integration-cooperation is analyzed.

v" Digitalization of the information affects busi-
ness: it modifies the learning curve, changes
preferences, alters relevant variables: scope,
loyalty and contents; there are security prob-
lems: authentication, confidentiality, oppor-
tunist behavior.

v Knowledge economics: gives relevance to
intellectual work; faces measurement and
assessment issues.

Figure 5 - Model changes for the new economy
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“Competitiveness-Sector”™ can be analyzed by
means of the model: structure-behavior-results

from industrial economics. This figure shows a
proposal for the tourism Sector’.

Figure 6 - Analysis of the tourism sector.

Basic starting conditions in tourism business

Products / Services

= Substitutes
= Life cycle

= Price-Elasticity; Income-Elasticity

Market
= Traditional
= On-line

= Grown and variation Technology
= Ratio: Price-Quality = Government Policies
= Customers’behavior =R+ D+ within the Sector
Sector structure
Concentration Natural barriers
= Partial concentration index Entrance barriers
= Hirschman-Herfindhal index = Structural
« Hannah-Kay index o Capital access and Control
3 o Location
Integration § o Experience economies
N cles - o Scale economies
= Market imperfections o Scope economies
= Moral risk = Behavioral
Differentiation = Legal
= Common characteristics-perceived quality Exit barriers
= Lack of information Mobility barriers
Sector performance Sector conduct
Ci it c
Growth Investments
Value creation i
I Tourism sector regulations }—]
= Product-services substitutes: products

BASIC STARTING CONDITIONS IN A
TOURISM BUSINESS

The basic starting conditions are determined by:
Demand, Supply and Technology.

= Demand: the Product-Service demand
depends on elasticity (price and income), the
existence of substitutes, the life cycle, growth
and variation rates, the cyclical and seasonal
character, providers and specific characteristics,
such as use and proximity or the value-price-
quality rate.
= Elasticity: measures the degree of loyalty
or the consumer necessity regarding the
Product-Service (consumer repetition)
when variables such as price or income
change.

¢ Income elasticity of demand: measutes
the relationship between a change in
quantity demanded and a change in real
income, without changing price. It is
the percentage change in quantity
demanded divided by the percentage
change in income.

¢ Itis referred to as:

v Inferior goods: those
products/services whose demand
decreases when income increases.

v Primary commodities: those whose
demand increases at a smaller pro-
portion than income.

v Luxury goods: those whose demand
increases at a larger proportion than
income.

=

which satisfy the same or similar necessi-
ties and compete for demand at similar
prices. The most relevant are those which
improve any given aspect of the product
they replace (use, duration, design).

Life cycle of the product-service.

Growth and variation rate: demand increase
level and expansion characteristics.

Cyclical and seasonal character: demand
which experiences expansion and contrac-
tion stages.

Use, proximity: characteristics which influ-
ence demand and have to be taken into
account in localization.
Value-price-quality rate: characteristics:
influence transportation costs and cus-
tomer assessment.

Providers: labor and public service suppliers.

= Supply: Market.

=

=
=N

National-International Demand: supply
characteristics in national-international
market.

Traditional on-line market.

Supply elasticity: price elasticity is the per-
cent change in supply caused by percent
change in price. It measures commercial
attitudes in the Sector.

¢ Perfectly inelastic supply- quantities sup-
plied remain constant, not affected by
price changes.

¢ Inelastic supply- supply whose percent-
age change is less than a percentage
change in price.
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¢ FElastic supply — supply whose percent-
age change exceeds the percentage
change in price.
¢ DPerfectly elastic supply — supply for
which the price elasticity is infinite,
indicating an infinite response of quan-
tity supplied to a change in price.
= Technology.
= Government policies: Campaigns, Grants
(Innovation, Environment conservation,
etc.), Public Promotion (Fairs, Exhibits).
= R+D+I within the sector.

These basic starting conditions influence the struc-
ture developed in the sector, and, in turn, this
influences basic conditions. Besides, regulations
and sector behavior modify basic conditions.

STRUCTURAL VARIABLES IN THE TOURISM
SECTOR

The structure analysis is based on five determining
elements: concentration ratio, integration level, dif-
ferentiation, entry and exit barriers and mobility.

= Concentration ratio within the sector: process
by which decision taking in the sector is concen-
trated in a few Firms within the sector.
Concentration should not be confused with
dimension, as it refers to “power on the market”
and goes beyond economic matters. We can distin-
guish between:
= Technical concentration: facilities or premi-
ses dimension. It affects cost because of
economy of scale and transportation costs.
= Economic concentration: number of buyers
and sellers in a specific market. It affects
profits because of power on the market.
= Financial concentration: decision-taking
power in different Firms that can even ope-
rate on different markets.
= Sector level of integration: process by which
two or more Firms get together to operate on
an “upstream” sector (related to suppliers) or a
“downstream” sector (related to customers).
The most remarkable elements in integration
are the possibility of reaching agreements and
agents’ opportunist behavior.
= Interdependence (vertical integration, hori-
zontal integration) / Cooperation Agreements.
= Imperfections in the Factor market.
= Moral risk: breach of contract risk.
= Differentiation: Products / Services in the
sector can be differentiated by their attributes
ot by ignorance of the consumers / users.

= Caused by attributes: design characteristics,
presentation or quality of the product/
service.

= Derived from the customert’s lack of infor-
mation.

= Entry Barriers: elements that prevent or make

the entry of a Firm difficult.

= Natural barriers

= Structural barriers, that give advantages in
cost, spring from:

¢ Access to consumables or distribution
channels.

¢ Localization (physical distribution of
activities) and economy of transportation.

¢ Control of technical improvements and
procedures.

¢ Economics of experience: lower unit
cost in Firms that start production

¢ FEconomics of scope: reduction in joint
production costs, as investments or dis-
tribution and communication expenses
are shared.

¢ FEconomics of scale: reduction in aver-
age cost in the long run, as production
dimension increases.

¢ Access to necessary capital and availabili-
ty of a capital market.
= Behavior barriers based on: price policy and
excess capacity maintenance

¢ Low price policies prevent the survival
of new Firms in the fist years.

¢ Maintenance of excess capacity, not
derived from economics of scale, has the
objective of responding rapidly to an
increase in demand.
= Legal barriers: Government regulations
which prevent setting up new businesses.
= Exit barriers, which prevent adaptation within
the sector and setting up new businesses.
= Mobility barriers.

Sector “basic conditions” and sector “structure” are
interrelated. The structure adopted by the sector
influences its behavior and performance and vice
versa. Finally, regulations will modify sector structure.

BUSINESS BEHAVIOR VARIABLES IN THE
TOURISM SECTOR

The business behavior analysis in the sector can be
defined by the following elements: competitive
practices, investments and legal practices.
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= Competitive practices adopted
= Investments made: productive investments in
the broad sense (production and commercial-
ization) as well as innovation; they indicate
expansive behavior, financial (and other) invest-
ments may indicate mergers, acquisition, take-
over, integrations, cooperation, etc. underway.
= “Productive”: Manufacturing (facilities,
machinery); Commercialization (including
Advertising-Communication expenses),
Innovation (R+D+i).
= “Financial”
= “Others”
= Legal practices. For example, appeals to the
Tribunal de Defensa de la Competencia
(Competition Defense Court).

“Behavior” conditions “structure” and vice versa.
Behavior modifies basic conditions, influences pet-
formance and, in turn, is influenced by them.
Finally regulations will modify sector behavior.

TOURISM SECTOR PERFORMANCE

Performance expected in the tourism sector has to
be measured in terms of: Competitiveness, Growth
and Value Creation.

= Competitiveness: capacity of the Firm to

compete in the sector; it is based on “competi-
tive advantages” and is supported by the “inter-
nal capacity”.

= Growth: capacity of the Firm to increase any

variable; for example, Return, sales, market
quota.

= Value creation.

“Performance”

conditions “behavior” and vice

versa. Performance modifies structutre and, in turn,
is influenced by it. Finally regulations will modify
sector performance.

TOURISM SECTOR REGULATIONS

“Regulations” in the tourism sector try to modi-
ty, alter or preserve the basic starting conditions
of the Tourism Business, structure, behavior
and /or performance of the sector.

Competitiveness-Business Firm can be ana-
lyzed as indicated in Figure 7.

Figure 7 - Competitiveness-Firm: Analysis of the tourism Firm.
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When it comes to analyzing competitiveness in the
Firm we must take into account that innovation
and management capacity are necessary, but insuf-
ficient conditions.

= Management capacity:
= Profile of a successful executive manager:
Creative, flexible and adaptable; compe-
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H

Talent:

0O Human Capital
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Q Technological Capital
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tent (ability to learn, dedication, depth of his/her
knowledge, understanding capacity, active); com-
petitive (market oriented, effective, efficacious and
efficient, communicative, enterprising).

= Strong points of the business Firm:
Product-Service quality; Competitive price
(value-price-quality ratio); Customer assis-
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tance and attention; Distribution channels;
communication; environmental management.
= Innovation capacity:

= Rapid response to innovation

= Process originality: Manufacturing, Design,
Distribution, Communication

= System flexibility: productive-commercial-
economic-financial.

2.1. THE NATURE OF THE TOURISM FIRM

Williamson stated the basic postulates of the disci-

pline Transaction Cost Economics. Arrow defined

transaction costs as those incurred in utilizing a

specific coordination mechanism; they comprise

the value of the resources used in:

= Identifying and getting the parties in contact:
information costs.

= Drawing-up the clauses and conditions of the
contract: bargaining costs.

= Policing and enforcing the agreement and pre-
venting the negative consequences of non-
compliance: guarantee costs.

Considering the transaction as the basic unit of
analysis, the dimensions or characteristics that
determine a transaction and that are relevant in
determining its costs are:

= Uncertainty: can appear in different states, due
to an agent’s lack of information regarding oth-
ers’ decisions, or because of the agents’ oppor-
tunist behavior that modifies the information
available.

= Levels of frequency: occasional, recurrent.
= Assets specificity implied in the transaction:
= Their alternative use implies significant
value loss, sunk costs.
= It is so specific that generates a practically
exclusive relationship between parties.

The causes of transaction costs are:

= The economic agents’ bounded rationality:
= Some rationality assumptions are not ful-
filled:
¢ The economic agents have a system of
preferences: they know what they want
and can have an order of priorities.
¢ IThey know all possible alternatives;
besides, the alternatives are mutually
exclusive.
¢ They know all the consequences or
results of accepting each one of the
alternatives.
¢ They have unlimited computation capa-
city: they can handle all available informa-
tion on alternatives and consequences.
¢ They make choices according to pre-
established criteria.

= They do not maximize: they look for satis-
factory solutions.
= Agents’ opportunistic behavior (shirking)®.
= Fulfillment of promises is not guaranteed
= The agent’s selfishness makes him/her
break a commitment if it entails a person-
al advantage

Figure 8 - Transaction cost economics (TCE).
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Asymmetric information’ poses adverse selec-
tion problems; moral hazard; and monitoring.

= Adverse selection: the worst quality project
“expels” the best (at the beginning we can’t tell
the risk level). The solutions offered are: signal-
ing and second-degree price discrimination.

= Moral or ethical hazard: investments made on
a different project than the one agreed upon; a
complete guarantee can encourage careless use,
which causes more damage or covered dam-
ages. The solution offered is designing con-
tracts that regulate the relationship principal-
agent giving the agent an incentive to carry out
the effort the principal intends.

= Monitoring: agent’s concealed actions (for
example, declaring lower earnings) that princi-

pals cannot check. The suggested solution is an
audit (information which is costly to check).

2.2. VALUE CREATION WITHIN A TOURISM
FIRM

In the traditional model: Return/Risk, the Firm’s
general objective is value maximization; stockhold-
ers expect dividends and surplus value. Our sup-
port system for deciding the creation of a tourism
Firm is based on the following elements: Diversity
(Integration; Internalization-Globalization);
Intangibility (Talent and... willingness); sustain-
ability (Competitiveness; Growth; Value Creation);
Quality (do better; faster; less expensive; innovat-
ing); Risk-Return.

This implies other participants’ consideration
(Stakeholders).

Figure 9 - Value creation in a tourism Firm: towards an integrating model
(Stockholders-Stakeholders)".
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The value of a tourism Firm has to take into
account tangible management as well as intangible

management, as shown in the figure.

Figure 10 - Firm value in the new economy.
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Figure 11 - Firm value in the new economy.
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3. STAGE 3: FEASIBILITY ANALYSIS OF
THE BUSINESS PLAN DRAFT

The third stage consists in organizing and analyz- analysis of the draft by means of questionnaires
ing the information obtained from the feasibility like the following.

Table 2 - Legal-Labor-Accounting-Taxability analysis

Aspects to be assessed in Scale
the Legal-Labor- very bad acceptable good very good Excellent
ing- 1 2 3 4 5
Accounting- @ @ @) @ ® Hn oo e @ o
-Fiscal analysis

Legal Firm
« Assessment (perception) Very negative Neutral Reasonable Positive Very positive
Legalcompliance
+ Assessment (perception) Very negative Neutral Reasonable Favorable Very favorable
Labor
« Labor risks Very high Partly high Acceptable Adapted Integrated
« Labor contracts Random Partly Acceptable Adapted Integrated

«Human resources»

« Selection system Nonexistent Partly Insignificant Slightly integrated  Integrated
+ Assessment system Nonexistent Partly Insignificant Slightly integrated  Integrated
« Promotion system Nonexistent Partly Insignificant Slightly integrated  Integrated
Management accountancy

« Information system Basic Normalized Acceptable Adapted Integrated
« Cost accountancy Not done Starting Acceptable Adapted Integrated
« Balance sheet analysis Nonexistent Starting Acceptable Adapted Integrated
« Inventory Arbitrary Acceptable Normalized Adapted Integrated
Taxability

+ Fiscal information system Basic Normalized Acceptable Adapted Integrated
Y Taxationlertect Not considered  Starting Acceptable Adapted Integrated
Other: Insurance Very little Little Party Insignificant Complete

Table 3 - Technical-Operative-Social Analysis

Aspects to be assessed in the
P . . very bad acceptable good very good Excellent Scale
Technical-Operative- ) @ ) ) ©)
Social Analysis om @ 6 @ o

«Productiony and Managementy
+ System Production System Nonexistent Partly Unimportant  Slightly integrated ~ Integrated
* Supplier selection ’ Nonexistent Imprecise Unimportant  Slightly integrated ~ Ecologic
* Customer follow-up Improvised Slightly coordinated =~ Coordinated  Slightly integrated ~ Integrated
* Transportation Not analyzed Partly coordinated Coordinated  Slightly integrated  Integrated
« Material-order Not done Partly coordinated Coordinated  Slightly integrated  Integrated
« Environment Not considered  Partly coordinated Absolutely Slightly integrated ~ Integrated
Mﬂ?’ ufacturing Improvised Slightly coordinated ~ Coordinated  Slightly integrated ~ Integrated
° léfa_lr;texllance Improvised Slightly coordinated ~ Coordinated  Slightly integrated  Integrated
* Control
Engineering
+ Planning-programming Improvised Slightly coordinated Coordinated  Slightly integrated ~ Integrated
. Calculat‘ion—Design Improvised Slightly coordinated Coordinated  Slightly integrated ~ Integrated
Warehouses
* Delivery Improvised Slightly coordinated ~ Coordinated ~ Slightly integrated  Integrated
* Reception Several people Few people Coordinated  Slightly integrated ~ Integrated
* Buildings Risks Immaterial Stables Improved Ecologic
Social Affairs
« Coverage Improvised Slightly coordinated ~ Coordinated ~ Slightly integrated ~ Integrated
* Safety and Health Improvised Little coordinated Coordinated  Slightly integrated ~ Integrated
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Table 4 - Commercial Analysis

Aspects to be assessed
P in the very bad acceptable good very good Excellent Scale
; . ()] @ ©)] @ (©)
Commercial Analysis on @ 6 @ 6
Market
+ Knowledge: sphere, ... Unknown Little known known Slightly integrated ~ Integrated
«Qualitative analysis» Not done Partly Unimportant  Slightly integrated ~ Integrated
(::Qyﬂﬂ/jm/m analysis » Not done Partly unimportant Slightly integrated ~ Integrated
Marke ting -Mix
: Economies
,((f:m e Without foundation Partly Economies Slightly integrated ~ Integrated
. hﬂnge Without foundation  Partly Economies Slightly integrated ~ Integrated
. R:fge Without foundation ~ Partly Careful Slightly integrated ~ Integrated
«Pricesy
* Election and analysis Inherited Partly Good Slightly integrated ~ Integrated
+ Customer perception Unknown Partly Unimportant  Slightly integrated ~ Integrated
« Cost relation Arbitrary Partly unimportant Slightly integrated  Integrated
* Quality relation None Partly Slightly integrated  Integrated
«Communicationy
+ Election and analysis Inherited Partly Careful Slightly integrated  Integrated
+ Customer perception Unknown Partly Good Slightly integrated  Integrated
o Provides data Not reliable Partly Unimportant  Slightly integrated ~ Integrated
SRelationtwithiSalesIEorce None Partly Unimportant  Slightly integrated ~ Integrated
« Ethical sale Deceiving Partly Inexact Slightly integrated  Integrated
«Distributiony
 Channel election Inherited Partly Careful Slightly integrated  Integrated
+ Customer perception Unknown Partly Good Slightly integrated ~ Integrated
o Cost Very high High Average Slightly integrated ~ Integrated
Table 5 - Economic-Financial Analysis
Aspects to be assessed Scale
in the very bad acceptable good very good Excellent
nomic-Financi 1 2 4 5
Economic-F : ancial ( ) ( ) (3) ( ) ( ) m @ 6 & 06

Analysis
Project analysis
+ Investment profitability Very negative Negative Slightly positive Very positive Integrated
« Financial sources . Unknown Little known Known Slightly integrated Integrated
* Leverage Very low Low Average Slightly high Very high
Riskmanagement
o Assessment Very risky Risky Little risky Reasonable Integrated
« Ratio analysis» Not done Partly unimportant Slightly integrated Integrated

This stage concludes with the Draft Feasibility
Report. This allows the exact definition of the
alternative, which will be developed in a later stage.
The “idea” stated in a rejected draft can be saved
and later reformulated and assessed.

4. Analysis of the Sector and Competitors
4.1. Sector Analysis
4.2. Competitors Analysis: Competitive Forces
5. Analysis of the Firm
5.1. Otganizational Design of the Firm
5.1.1. Structure: Organization Chart of
the Firm
5.1.2. Cooperation Agreements

4. STAGE 4: BUSINESS PROJECT REPORT

The fourth stage consists in drawing up the

Business Project Report. 5.2. Firm Systems and Producers
5.2.1. Procedures: Information-Decision
1. Identifying the Firm and the Promoting Group taking-Control
1L Ident?fy%ng the Firm . 5.2.2. «Production» System - Operations»
1.2. Identifying the Promoting Group 5.2.3. «Distribution» System
2. ldentifying the Idea 5.2.4. «Localization» and «Logistics»
2.1. Background of the Idea, Origin of the System-Site Distribution»
Pj:'o.ject ar.ld .COHC.CPt of the Firm o 5.2.5. «Cost Management» System
22. Vlslon—.Mlssmn—Alm—Sphere. (?f Activity- 5.2.6. «Inventory» System: «Stocks»
Objectives-Goals and Restrictions. 5.2.7. «Human Resource Management»
2.3. Business — Definition of the Business System
Project 5.3. Product Analysis (Service)-Market-
2.4. Aids and Grants Technology
3. Analysis of the Business Firm Environment 5.4. SW.O.T. (Strenghts-Weaknesses-

3.1. Socio-Cultural Environment

3.2. Political-Legal Environment

3.3. Economic Environment

3.4. Scientific-Technological Environment

Opportunities-Threats) Analysis
5.4.1. Diagnosis

5.4.2. Competitive Advantage
5.4.3. Strategies
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5.5. Value Creation
5.5.1. Value for «Stockholders»
5.5.2. Value for «Stakeholders»
0. Feasability Analysis of the Draft
60.1. Legal Analysis
6.2. Labor Analysis
6.3. Accounting and Fiscal Analysis
6.4. Technical-Operating-Social Analysis
6.5. Commercial Analysis
0.6. Economic — Financial Analysis
7. General Budget

7.1. Operating Budget: Analysis of the Profit
and Loss Account
7.2. Financial Budget: Financing Table;
Balance Sheet
8. Feasibility Analysis of the Draft. Report

5. STAGE 5: «START UP», «SETTING UP»,
«FOLLOW UP» AND «CONTROL>»

The fifth stage consists in the «start-upy, «setting-
up», «follow-up» and «controlvof the business

activity.

Figure 12 - The Idea of a tourism Firm as a Project. Summary.
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6. PROVISIONAL CONCLUSIONS

Our decision support system for starting-up a
tourism Firm incorporates the basic principles of
transaction cost economics and industrial economics.

As of today, we do not know the value of the busi-
ness intellectual capital because the value creating
capacity has to do with tangible and intangible
management and we do not know how to measure
and value intangibles''.

We have identified the basic elements: Diversity,
Intangibility, Sustainability, Quality and Return /
Risk, and the different stages of a business plan.

= Identifying and assessing the promoting group:
the entrepreneur. Talent and ... willingness.

= Identifying and assessing the “idea” in relation
to the environment, competitors, strategies, the
business Firm and value creation.

Balance sheet
Fir ing scheme
Losses and earnings

A

= Organizing and assessing the information
obtained from the feasibility analysis of the
business plan draft.

= Business project report.

= Business start up, setting up, follow up and
control.

In a future study we plan to establish the link
between Value Creation and Business Firms
assessment methods, introducing intangible valua-
tion. Davenport?, Ohlson-Feltham"”, Amor" and
others have opened up ways to determine the value
of “other information”.
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