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1 Executive Summary  
 
Kinlochbervie Community Company has identified a new opportunity to further develop and 
enhance facilities at Loch Clash Pier having already secured part ownership of the pier on 
which they created five overnight caravan pitches with utility connections having demolished 
the old fish selling offices. The group is now negotiating for ownership of an additional area of 
the pier with aspirations for a much larger new build project.  
 
The group has identified the potential for a new build self-catering bunkhouse on the site of 
the previous buildings, which will allow for the group to generate revenue through providing 
low cost accommodation and increasing visitors in the area. This report demonstrates that the 
creation of such facility could also provide a flexible social space.  
 
This business plan outlines key trends and market information relating to tourism in Scotland, 
particularly in the North West Highlands, and highlights the scope for such a facility in 
Kinlochbervie. The overall operational considerations, management staffing and financial 
planning of the new bunkhouse is investigated in detail along with indicative capital cost 
projections and a list of potential funding sources.  
 
In preparing this report, no architectural drawings have been provided, however if funding 
permits, these will be added to the plan in due course.  
 
 
Recommendations 
 

1. It is recommended that Kinlochbervie Community Company secure the necessary 
funding to engage the services of a professional architect in order to design a building 
that meets the aims of the Loch Clash Project.  

2. On completion of this design and appropriate drawings, a planning application should 
be made to Highland Council and all necessary regulatory bodies to seek approval for 
creating the new Loch Clash Centre. 

3. Kinlochbervie Community Company should determine through expressions of interest 
through the grant aiding bodies, the degree of support or otherwise that is available to 
meet the project costs. 

4. Kinlochbervie Community Company should consider the creation of a fixed term 
project manager post (2-3 years) to assist with the above recommendations and the 
overall deliver of the project.  
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2 Background 
 
2.1 Kinlochbervie 
Kinlochbervie is one of the Scottish West 
Coast’s most northerly ports. Located in the 
Highland region of Sutherland, the harbour 
village sits on the coast of Loch Clash. In 
recent years, the decline in the fishing 
industry has had a negative effect, 
economically, on the village, however the 
surrounding area offers fantastic and unique 
opportunities for tourist and outdoor leisure 
pursuits. The change in employment 
opportunities and the decline in the fishing 
industry have increased the importance of 
community led projects to drive the village 
forward. Although the infrastructure allows 
for effective transport links between the 
village and main trunk routes such as the A9, 
there is little public transport provision, and 
what does exist, is often scheduled on a 
seasonal or needs based basis.  
 
 
The following table illustrates the population of Kinlochbervie and its percentage in relation to the 
Highland region.  
 
Description Kinlochbervie (%) Highland (%) Scotland (%) 
Age    
0-4 years 3.2% 5.5% 5.5% 
5-15 years 13.0% 12.4% 11.8% 
16-29 years 10.8% 15.0% 18.5% 
30-44 years 14.4% 18.7% 20.0% 
45-59 years 28.9% 22.7% 21.1% 
60-74 years 21.7% 17.6% 15.5% 
74+ years 8.0% 8.3% 7.7% 
    
Male 53.3% 48.9% 48.5% 
Female 46.7% 51.1% 51.5% 

 
 
2.2 Kinlochbervie Community Company 
The idea of the Community Company was first suggested in 2008 when the Fisherman’s Mission was 
put up for sale and steps were begun to establish a properly registered Community Company that could 
buy the building. Although this opportunity was lost when the Royal National Mission for Deep Sea 
Fishermen sold the building to a private interest, it was decided to go ahead with the formation of the 
Kinlochbervie Community Company – a not-for-profit enterprise that is suitable for voluntary 
organisations that wish to purchase, manage or develop community-owned assets. 
 
The Company was incorporated on 14 August 2008 and is registered with Companies House (Reg. 
No. SC347082).  The Company is also a charity with Scottish Charity Number SC043794. 
 
The purposes of the Company as detailed in the Memorandum and Articles of Association are: 

KINLOCHBERVIE	

INVERNESS	
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• To manage community land and associated assets for the benefit of the Community and the 
public in general following principles of sustainable development, where sustainable 
development means development which meets the needs of the present without compromising 
the ability of future generations to meet their own needs. 

• To provide, or assist in providing, recreational facilities, and/or organising recreational 
activities, which will be available to members of the public at large with the object of improving 
the conditions of life of the Community and following principles of sustainable development, 
where ‘sustainable development’ means development which meets the needs of the present 
without compromising the ability of future generations to meet their own needs. 

• To advance community development, including urban or rural regeneration, following 
principles of sustainable development, where ‘sustainable development’ means development 
which meets the needs of the present without compromising the ability of future generations to 
meet their own needs. 

• To advance the education of the Community about it environment, culture, heritage and/or 
history. 

• To advance environmental protection or improvement including preservation, and 
conservation of the natural environment, the promotion of sustainable development, the 
maintenance, improvement or provision of environmental amenities for the community and/or 
the preservation of buildings or sites of architectural, historic or other importance to the 
community. 

 
 

3 The Vision 
 
3.1 Concept 
Having secured ownership of part of the pier, the Kinlochbervie Community Company have 
successfully cleared the site of previous structures and installed 5 caravan / campervan bays with 
electric hook ups. The operation of these is currently managed through the local Spar shop, where 
visitors pay for their night’s accommodation, generating revenue for the Community Company.  
 
It is proposed that an eco friendly building is constructed nearby on the pier, fulfilling the community’s 
desire of improved facilities and a new focal point in the community. This building will provide flexible 
accommodation options and social space for visitors to the village improving amenities for the 
increasing tourist market and thereby generating increased revenue for Kinlochbervie Community 
Company to reinvest in the community. 
 
The accommodation will also provide a vehicle through which local information and heritage can be 
shared with visitors, using wall space and social space to exhibit pictures and historical information, 
particularly sharing the story of the village. In this second phase, the group envisages use of the wider 
pier area to provide wider community use, heritage space, social and meeting spaces and generally 
create a new “hub” within the village. 
 
This business plan also outlines the consideration of catering by way of a small café or vending options. 
This is noted within a second additional financial projection within this document.  
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4 Market Analysis 
 
4.1 SWOT Analysis 
 

Strengths 

 There is currently no bunkhouse or budget accommodation of this type in Kinlochbervie 
 The location of the pier is both aesthetically pleasing and practical in its proximity to the 

village centre, shops and businesses. 
 The development of caravan spaces on the pier by the community group had demonstrated 

drive and ability to deliver effective projects that benefit visitors and the local community.  
 The group is negotiating additional land ownership of the pier and has already carried out all 

work relevant to clearing the potential bunkhouse site. 
 The project is born out of community-expressed need for both the accommodation but also 

the proposed further development of social and heritage space in the village. 
 All required services currently exist on or nearby the site, thereby reducing the cost for the 

build. 
Weaknesses 

 The Caravan pitches and the Community Company are run by volunteers, limiting the time 
and level of commitment that is available. Consideration should be made to the employment 
of a project manager to deliver the project, and staff to operate the facility thereafter. 

 Restrictions and caveats may exist as a result of the costal location of the project. SEPA has 
been consulted in the initial stages and should continue to be engaged as the project 
progresses. 

 Kinlochbervie is not located on the main NC500 route, which is now followed by a large 
majority of visitors to the area. This will need to be mitigated against with successful 
marketing and working with local businesses and promotional campaigns for the area.  

Opportunities 

 There is currently no central tourism information point and this facility could address this 
need. 

 There is currently nowhere in the village where local history and heritage can be promoted 
and made easily available to visitors or local residents. 

 The North Coast 500 initiative has driven a significant increase in tourist numbers to the 
North West of Scotland, with the main route located close to Kinlochbervie. 

 The village would benefit from a “landmark development” lifting local spirits and morale and 
setting the tone for further regeneration in the area. 

 
Threats 

 Trends in travel and tourism change, if there is a decrease in numbers travelling to the North 
West of Scotland, this could be detrimental to the financial viability of this project. 

 Demand on capital funding sources and grant aid is highly competitive. Failure to secure 
adequate financial support will limit the scale and scope of the group’s project to redevelop 
Loch Clash Pier. 

 The success of this project will be dependent on voluntary support and therefore must retain 
the support of the local community.  

 It is possible that a skills gap exists in the area, making the recruitment of appropriate staff 
difficult. This is specifically important in ensuring the delivery of high quality service in line 
with the marketing plan.  
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4.2 Tourism and Travel Statistics 
 
Domestic and International Visitor Volume and Value to Scotland 
 
Trips (Thousands) 2013 2014 2015 % Change 

2014/15 
% Change 
2013/15 

Domestic Overnight Tourism 12,125 12,519 11,988 - 4.2% - 1.1% 
International Inbound 
Tourism  

2,421 2,700 2,592 - 4.0% + 7.1% 

Total Tourism 14,546 15,219 14,580 - 4.2% + 0.2% 
 
Expenditure (Millions) 2013 2014 2015 % Change 

2014/15 
% Change 
2013/14 

Domestic Overnight Tourism £2,889 £2,871 £3,279 + 14.2% + 13.5% 
International Inbound 
Tourism  

£1,671 £1,846 £1,695 - 8.2% + 1.4% 

Total Tourism £4,560 £4,717 £4,974 + 5.4% + 9.1% 
Source: Insight Department, Visit Scotland 2015 

 
Trends in Tourism 
 
VisitScotland has identified a number of key trends in the tourist market for 2016. The most 
appropriate of these, along with some still relevant from the previous year are summarised below.  
 

Honesty and 
Authenticity 

Visitors are looking for the “real Scotland” and therefore it is important 
that stakeholders in the tourism market promote authentic experiences 
and products from the offset. It is also important to consider that one 
visitors authentic Scotland may be different from another’s, and more 
importantly that these images and perceptions are formed or forming 
before they leave their home.  
 

Increase in Millennials 

The 16-24 demographic has demonstrated more inclination to travel 
out-with peak seasons, providing the opportunity to develop business 
in the off-season. Visit Scotland notes an average expenditure of £145 
per trip lasting an average of 4 nights. This age group are cost 
conscious but seek quality experiences and are often driven by “the 
sharing economy” supporting the idea of group events and travel, 
hostels, social events etc.  
 

The Growth of Micro 

The adoption of micro products has driven a significant interest in a 
number of key product areas, namely food and drink. The increase in 
small batch spirits and microbreweries in Scotland attract a significant 
number of visitors and the presence of these should be identified and 
promoted strategically to support tourism in the local area.  
 

“Emotiveography” 

Visit Scotland identifies “Emotivography” as the emotion of an image, 
highlighting the growth of geotagging and online boasting with the 
increasing prevalence of social media. Businesses should consider the 
landscape and image opportunities around them when promoting the 
area, products and services. Moreover, there is scope to inform and 
direct visitors, either formally or informally, to potential photographic 
hotspots. 
 

Short Distance 
Escapism 

There is a growing trend on shorter short distance breaks and it is 
noted that people do not have to travel far to escape their day-to-day 
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lives. This has significant strength in the business travel sector, where 
areas should promote small opportunities to escape work in the area. 
Examples may include a park or tourist attraction close to hotels or 
meeting venues, where the guest or delegate can fit the experience into 
part of one day. There is also the opportunity to promote experiences 
and places as day trips to those living nearby – the Scottish coast being 
a key example of this. 
 

Provenance 

Over the last couple of years, the farm to fork phenomenon has 
significant affected shopping and eating habits. Although many people 
struggle to adhere to this concept on a day-to-day basis, the added time 
associated with trips and breaks allows for a refocus on this. Coupled 
with a strong societal interest in gastronomy, street food, local food and 
dining, the availability of good local produce, eating places and food 
promotion can have a significant benefit to the tourism industry in an 
area. Visit Scotland has also found that more souvenirs bought by 
visitors are food based than ever before and that this trend is set to 
continue.  
 

Trust in the Online 
World 

The internet has revolutionized the way in which people understand 
and select their travel destinations. Most importantly, the growth of 
consumer-generated content has led to sites such as Trip Advisor and 
an increased ability to review every aspect of a holiday. The perceived 
non-biased nature of these sites and services has attracted consumer’s 
trust and as a result, all business and service providers in the sector 
should work to understand and manage their online presence and 
perception as best as possible. This may be through replying to online 
comments and questions, incentivizing visitors to positively engage 
these services, or by increasing the resources spent on managing online 
and social media.  
 

 

 
 
4.3 VisitScotland Profiles 
To support the marketing spend and effective targeted communications within the Scottish tourism 
sector, VisitScotland has conducted a large-scale research programme in 2013/14. Through this 
research, VisitScotland has been able to re-build their segmentation model taking consideration of 
recent changes in consumer behavior in the UK.  
 
Understanding customers in depth means VisitScotland and Scottish businesses can ensure marketing 
campaigns reach consumers in the best way whether it is through TV or radio advertising, direct mail 
or sales promotions. There are a number of methods of segmenting a target population. VisitScotland’s 
segment model is based on a behavioural approach, based on people’s holiday motivations and 
behaviours, attitudes towards Scotland as a holiday destination and their use of media channels.  
 
The new model identifies 10 UK segments; from which 5 are believed will provide the best return on 
investment.  
 

 Adventure Seekers 
 Curious Travellers 
 Engaged Sightseers 
 Food Loving Culturalists 
 Natural Advocates 
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From these five segments, taking into consideration the type of service and product proposed for the 
pier at Loch Clash, this business plan suggests that Adventure Seekers and Curious Travellers will 
make up the target market for Domestic UK visitors, and that the following summaries of each should 
be used to plan effective targeting and communications as part of the overall marketing and promotion 
strategy.  

 

Adventure Seekers 1.2m Households 
Personality Energetic, Sociable, Career Minded, Urban Outlook, Adventurous 

outlook, Thrill Seeking, Interested in Sports, Enjoy sharing experiences 
with friends.  

Profile Affluent, predominantly over 35, 81% live in England, 68% working full 
time with 32% having children at home.  

Holiday Profile This segment group takes more holidays than average. 12% of holiday 
nights will be spend in Scotland. 
The top factors in choosing a holiday include: scenery and landscape, 
interesting things to discover and great range of outdoor activities. This 
segment will make use of a variety of accommodation to suit different 
activities. The majority of accommodation will be in hotels and self-
catering, however this segment has a higher than average use of 
hostels, caravans and B&Bs. 
 
This segment will look to pack lots of activities into their holidays with 
adventure sports and outdoor activities key. Cultural activities such as 
castles, monuments and museums will also feature in itineraries and 
the segment will likely reject the idea of relaxation or “staying put” 
holidays.  

Relationship with Scotland Adventure seekers are interested in Scotland as a domestic destination 
with 55% believing that Scotland is the best part of the UK for a short 
break. 80% believe they will visit Scotland more often in the next 3 
years. 

Technology and Media 
Engagement 

Adventure seekers are heavy internet users, but watch little television. 
The segment attends the cinema and use on demand services more 
than average, whilst preferring online news to newspapers and 
magazines.  

Identifying Challenges in 
Marketing 

At present there is a lack of knowledge of what Scotland has to offer 
this segment. The weather and a perception that the destinations are 
hard to get to are two key barriers faced by this group.  
 
VisitScotland suggests that the tourist industry can give Adventure 
Seekers lots of ideas on how to be active during their break in Scotland, 
including a variety of ways to enjoy and experience the outdoors. They 
will enjoy scenery, nature, urban and rural outdoors, cultural activities 
and experiences, which will challenge them or appeal to their sense of 
adventure. When communicating to Adventure Seekers, businesses 
should provide information and inspiration to build their knowledge of 
Scotland’s product and experiences and give them something to talk to 
their network of friends about.  

 
 

Curious Travellers 1.9m Households 
Personality These visitors are keen to see the world, broaden their minds and enjoy 

living life to the full. Their love of travel may stem from their childhood. 
They tend to read on specific interest topics – geography, nature, travel 
etc. Their hobbies will reflect the desire to learn new things. They view 
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travel as a hobby.  
Profile This segment is affluent and comprises a broad age range. 53% are 

likely to work full time (matching the national average) with 25% 
having children at home.  
 

Holiday Profile This segment will spend more nights away than average but spend less 
than average in Scotland.  Their primary factors for choosing holidays 
include finding new and interesting things to discover, breathtaking 
landscapes and fascinating history and culture.  It is likely that a busy 
itinerary will be planned for each trip. This segment will use a variety 
of accommodation types to suit their needs, however they demonstrate 
less than average use of camping and caravans.  
 

Relationship with Scotland Curious Travellers are interested in Scotland, particularly for its 
scenery, unspoilt nature, history and culture. They believe Scotland has 
new and interesting things to discover. A large proportion feels 
Scotland is on their destination list.  76% feel they will spend more time 
in Scotland in the next three years.  55% believe that Scotland is the 
best part of the UK for a short break. 
 
Curious Travellers have less self-claimed knowledge of Scotland and 
their connections are weaker than other segments. Their connections 
are mainly via doing business in Scotland or ancestral links, rather than 
from having friends currently living in Scotland. 
 

Technology and Media 
Engagement 

Curious Travellers have embraced mobile and new technology, 
spending slightly more time on average on the internet than the 
average adult.  
Curious Travellers will use a mix of offline and online sources for travel 
inspiration and trip planning; particularly travel books, guidebooks and 
recommendations from friends and family. Online review sites are also 
important in the holiday planning process.  
This segment is medium / light television viewers, heavy cinemagoers 
and medium / heavy newspaper readers.  76% have an active social 
media account.  
 

Identifying Challenges in 
Marketing 

Curious Travellers tend to dislike returning to the same place or 
destination and their global view and curiosity means competition for 
their holiday nights is fierce. Showcasing Scotland as a range of regions 
and unique experiences offers an opportunity to present more than just 
one place for their choice.  
 
VisitScotland suggests that Curious Travellers will relish lots of ideas 
on how they can get under the skin of the history of a local area and the 
local culture. Businesses should showcase what Scotland has to offer in 
terms of the experiences which will let them try out a new skill, try a 
new activity or learn about local myths, legends and cultures. Hidden 
gems and opportunities which may not be deemed the mainstream 
activities can appeal to their curious nature.  
 

 
 
4.4 North Coast 500 
Where previously the tourism market in the North West Highlands has offered limited prospect for the 
development of new attractions and facilities, a recent revival in interest in the area as part of the 
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country’s natural splendor has been accelerated through initiatives such as the North Coast 500. This 
has resulted in increased media and cultural focus on the natural landscapes and heritage available as 
an attraction to both domestic and international tourists. Incorporating this with the development of 
collaborative partnerships within the community and surrounding region presents an increased 
opportunity for success. 
 
If the new Loch Clash Pier project considers NC500 membership, this could bring significantly 
enhanced promotional and marketing opportunities to both the new facility and the wider 
Kinlochbervie community,  
 

4.5 Notable Visitor Figures 
When considering the total number of likely visitors to the new facility at Loch Clash, it is important to 
identify visitor numbers noted for tourist locations elsewhere in the north west of Scotland. These 
include: 
 

 Knockan Crag National Nature Reserve, Elphin - 20,000 visitors 

 Handa Island, located six miles north of Scourie - 7,000 visitors  

 Assynt Visitor Centre in Lochinver – 13,881 visitors 

 Durness Visitor Centre – 23,182 visitors 

 Smoo Cave (estimate) – 40,000 visitors 
 

 
4.6 Comparable Examples 
The lack of bunkhouse accommodation in Kinlochbervie suggests that there is little need for a 
competitor review in the village. However, there is a wide range of other similar bunkhouse and hostel 
accommodation in the North West of Scotland that is worth of comparison. Several of the following 
accommodation options were taken from the North Coast 500 route, and it is likely that potential 
customers will be making use of these as well as the proposed bunkhouse on the pier.  

 
Accommodation Information Rates 
Achmelvich Beach Youth 
Hostel 
Lochinver 
 

Part of Hostelling Scotland. Former old school 
building. Rooms vary in size – group, family and 
private accommodation available. Dog friendly. 
Online booking available. 

From £20 per adult 
£15 per child. 
 

Assynt Field Centre 
Lairg 
 

Groups, families and individuals. Includes all 
self-catering facilities. Online booking system 
using “Freetobook” 
 

£20-30 per night. 

Durness Smoo Youth Hostel 
Durness 
 

Part of Hostelling Scotland. Rooms vary in size – 
group, family and private accommodation 
available. Dog friendly. Online booking available. 

From £20 per adult 
£15 per child. 
 

Helmsdale Hostel 
Helmsdale 
 

Currently closed for refurbishment until 2017. 
Bunk accommodation and private rooms 
available. Dogs welcome by arrangements.  

Bunk from £17.50 
Private from £45 per 
room (2) or £60 per 
room (4). 
Discount for groups. 

Invershin Bunkhouse 
 

Developed following the closure of Carbisdale 
Castle. Situated within the Invershin Hotel. 
Comprise 4 x 10 bedrooms, 1 x double and 2 x 3 
bedrooms.  

£20 per person per 
night.  

The Lazy Crofter 
Bunkhouse 
Durness 
 

20-person capacity in mixed size bunkrooms 
and twins.  Full provision of self-catering 
facilities.  
No dogs allowed. 

£19 per person per 
night. Options for 
group booking and 
hostel hire on 
request.  
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Lochinver Mission 
Bunkhouse 

This bunkhouse is located in the community 
owned Lochinver Mission building which also 
features a café. The 16-bed accommodation is 
situated upstairs with each room sleeping 4 -6 
people.  

Dorm beds £20 per 
night 
Family room £20 per 
bunk or £80 per 
room 
Full hostel £280 per 
night 

Sail Mhor Croft Hostel, 
Dundonnel 

This hostel is a converted croft house located 
beneath the AnTeallach mountain range, on the 
shores of Little Loch Broom. The hostel has 16 
best in three bunkrooms. 

No price available.  

Inchnadamph Lodge, 
Assynt 

This grade B listed former Manse House is 
located 20 minutes from the beach with a wide 
variety of accommodation types.  

£20 per person per 
night inclusive of 
breakfast. Discount 
for groups, children 
and longer stays. 

Forest Way Bunkhouse This bunkhouse is located in Inverlael near 
Ullapool and can accommodate 8 people in two 
en-suite rooms. Meals and packed lunched can 
be arranged on request.  

£17.50 per person 
per night.  

Acheninver Hostel, 
Achiltibuie 

This hostel sleeps up to 23 people across two 
large dorms and two private rooms. It has a fully 
equipped kitchen and dining room and pitches 
itself as the ideal base for hill walking, climbing 
and kayaking.  

Varied by season. 
Discount for full bunk 
hire.  
Price around £15-20 
per person per night. 

Ledgowan Lodge Hotel, 
Bunkhouse Achnasheen 

As part of the Ledgowan Lodge Hotel, this 
bunkhouse provides basic accommodation for 
up to 12 adults across six rooms. It is located 
adjacent to the local hotel and provides ideal 
access to Torridon and Fannich mountain 
ranges.  

£17.50 per person 
per night. £7.50 
additional charge for 
towels and linen. 

Sanachan Bunkhouse, 
Kishorn 

This bunkhouse sleeps up to 15 people between 
two rooms.  All accommodation is self-catering 
with basic kitchen and dining facilities provided. 
Guests are asked to bring their own sleeping 
bags. 

£16.50 per person 
per night.  

Hartfield House Hostel, 
Applecross 

This hostel is an ideal base for walking, cycling, 
climbing and kayaking and sleeps up to 50 
people in a variety of shared and private rooms. 
The hostel has a number of common rooms, 
studios, and dining space and is located close to 
local shops and restaurants.  

£20 per person per 
night. 

Kinlochewe Bunkhouse, 
Kinlochewe 

Operated as part of the Kinlochewe Hotel, this 
12 bed small hostel offers clean, simple, warm 
budget accommodation as well as a fully 
equipped kitchen. 

£16.50 per person 
per night.  
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5 Links to Policies and Strategies 
 
5.1 Highland and Islands Enterprise Operating Plan Building Our Future 2014-17 
As the main economic development agency covering the Highlands of Scotland, HIE has a statutory 
remit to support the strengthening of communities across the region. In particular HIE is focused on 
supporting communities to help themselves grow stronger and more sustainable. Within HIE’s latest 
Operating Plan covering the period from 2014 to 2017 there are four key areas of priority that the 
proposed development aligns to. These are: 
 

 Supporting businesses and social enterprises to shape and realise their growth aspirations 
 Strengthening communities in fragile areas 
 Developing growth sectors, particularly distinctive regional opportunities 
 Creating the conditions for a competitive and low-carbon region 

 
Community-led development – HIE states “We will significantly enhance the capacity of 
communities, high growth social enterprises and the delivery of significant revenue earning projects 
through our new Community Capacity Building programme. The programme will enable account 
managed communities to deliver community benefit, facilitate the realisation of community renewable 
electricity and support innovative, high capacity social enterprise growth plans.” 
 
Social Enterprise – HIE states “In partnership with the Scottish Government, we will deliver a 
Business Support and Learning Programme for social enterprises for the next three years…” 
 
In addition to these two specific areas of alignment with HIE’s Operating Plan, there are many 
references to the account management of growth businesses, particularly within the key tourism 

sector, in which the proposed development can dovetail with HIE’s activities and support. 
 
5.2 Scottish Government’s National Outcomes 
The Scottish Government published their 15 National Outcomes were updated in the national purpose 
document “Scotland Performs” in 2011. These outcomes detail the key areas of Scottish Government 
policy relating to the overall performance of Scotland as a nation.  
 
In May 2007, the Scottish Government's targeted its focus on how Government and public services 
could help in creating a more successful country, providing opportunities for all of Scotland to flourish, 
through increasing sustainable economic growth. The following five strategic objectives were outlined 
by the government as drivers for Scotland's development. 
 

Wealthier & Fairer 
Enable businesses and people to increase their wealth and more people share 
fairly in that wealth. 

Safer & Stronger 
Help local communities to flourish, becoming stronger, safer places to live, 
offering improved opportunities and a better quality of life. 

Smarter 
Expand opportunities for Scots to succeed from nurture through to lifelong 
learning ensuring higher and more widely shared achievements. 

Greener 
Improve Scotland’s natural and built environment and the sustainable use 
and enjoyment of it.  

Healthier 
Help people to sustain and improve their health, especially in disadvantaged 
communities, ensuring better, local and faster access to health care.  

 
These five objectives were further expanded into 15 national outcomes, which form the basis of the 
Highland Council's agreement with the Scottish Government to support the Scottish Government's 
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Purpose. The Kinlochbervie Community Company’s vision aligns specifically with the four following 
outcomes: 
 
We realise our full economic potential with more and better employment opportunities for our 
people.  
This project has identified a gap in the local market for quality low cost accommodation. The proposed 
development both caters for this demand, whilst creating jobs both directly in the bunkhouse and 
indirectly through increasing the visitor throughput in the village.  
 
We live in well-designed, sustainable places where we are able to access the amenities and 
services we need. 
From the outset, this project has retained a focus on design and pride of place. The design brief strictly 
requests that the vernacular of the existing buildings on the waterfront is considered and where 
possible replicated in the overall design options for the bunkhouse. Additionally, there is a focus on 
providing further amenities for the local community, with the capacity to build on this in further 
phases. 
 
We have strong, resilient and supportive communities where people take responsibility for 
their own actions and how they affect others. 
This project is the development of a previously community driven project to enhance the old pier at 
Loch Clash. The success in obtaining funding and realizing the vision of transforming the site for 
caravan points demonstrates the drive and competency of the group.  Through this business plan, the 
group has demonstrated strong community cohesion and engagement with an understanding of how 
this will benefit the wider Kinlochbervie Community.  
 
We value and enjoy our build and natural environment and protect and enhance it for future 
generations. 
The foundations of this project, is the realization of the surrounding Loch Clash environment as a 
natural asset to be protected and promoted. By using the Loch as a backdrop and encouraging the 
reinstatement of the pier for travel and tourism use, the group have clearly aligned with this strategy.  
 
 

6 Rural Deprivation 
 
6.1 Defining Rural Inequality 
The Scottish Rural Policy Centre (SRUC) published a report in 2014 entitled Rural Scotland in Focus 
which looked to monitor how rural Scotland is changing, focusing on: population trends, the lives of 
young people, the levels and experiences of poverty and disadvantage and how use of our finite rural 
land resource is negotiated through planning and other means. With specific reference to the project in 
Kinlochbervie, it is important to consider the aspects of rural inequalities, which, as listed below create 
challenges to living that are alien to communities within larger urban areas. 
 
The following are key aspects of rural life that highlight differences and inequalities in rural life.  
 
Employment Issues and Inequalities 
In reviewing employment in rural areas, the SRUC report highlights a significantly larger percentage of 
those in part time or smaller contract jobs, often with lower hourly rates or salaries than counterparts 
in urban population centres. Many rural areas, particularly those on the Scottish West Coast have 
becoming increasingly reliant on the Tourism Industry, and as a result many jobs are seasonal in 
demand, reducing the overall hours or contracts available over the year. 
 
Fuel Poverty 
Living out with larger urban areas is likely to increase the costs of goods overall – primarily due to the 
cost of the supply chain network required. This can be seen in the cost of petrol and diesel with a 
predominant market of independent providers, unable to offer the prices of larger national outlets. 
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This issue raises a secondary cost to local residents, with rural communities relying more on private 
transport, and often having to travel further for services. Ultimately, for residents of communities such 
as those in Kinlochbervie, more fuel is required, and that fuel is supplied at a higher cost. 
 
 
Minimum Income Standard for Remote Rural Scotland 
The above report follows on from work and research on the Minimum Income Standard for Scotland. 
Taking into account the previously noted inequalities in rural living, the report headlines that the cost 
of food and consumable goods are between 10-50% higher in rural areas, whilst clothing and 
household goods are between 30-50% higher than in urban areas. 

 
 

6.2 Scottish Indices of Multiple Deprivation (SIMD) 
Scottish Indices of Multiple Deprivation (SIMD) are a data tool used to 
identify the levels of deprivation across various factors in a small area. 
The geography of Scotland is split into 6,796 data zones with similar 
population sizes (averaging around 720 people). Each of these 
datazones is then assessed using a wide number of statistics and 
available information to rank them across a number of key domains: 
Income, Employment, Health, Education, Housing, Geographic Access 
and Crime. Within each domain, the lower ranking (1-6,796) 
determines the greatest level of deprivation.  
 
The latest (2016) information from the Scottish Indices of Multiple 
Deprivation show that Kinlochbervie and the surrounding area has a 
total population of 449 with 273 identified of being of working age of 
whom it notes 16% are income deprived.  
 
Overall, the data zone ranks 3366rd of 6,976 where 1 is the most 
deprived, this puts the area into the 5th decile.  
The largest aspect of deprivation noted for Kinlochbervie and the 
surrounding area is that of geographical access. This datazone ranks 
171st of 6,967 putting it in the top 3% most deprived for this index, an 
increase in deprivation since the previous survey data in 2012.  
It is also noted that the area is within the 10th decile in regards to crime 
rankings, suggesting that it is overall a safe place to live and work.  

 
 
 

7 Site Descriptions and Ground Characteristics 
 
7.1 Site Description 
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The images below show some of the work undertaken to clear the site and develop the caravan pitches, 
and the resulting cleared space on the pier, currently used for caravan berths. 
 

 
 

 
 
7.2 Car Parking and Traffic Management 
Due to restricted space being available on the existing pier, a risk assessment of any new car parking 
will be required. It is noted that currently, there are no walls or barriers along the edges of the pier and 
this may be a major planning consideration.  

 
7.3 Flood Risk Assessment 
Given the coastal element to this project, the potential for flooding has been considered. Through 
consulting with SEPA, it has been identified a requirement of any building should be no less than 5m 
above the average sea level. Further details are in the supporting letter attached to this report.  
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8 Design Concept and Consideration 
8.1 Darnton B3 Building Concept Designs 
 
Following a community charrette, Darnton B3 Architects developed a series of concepts based on the community’s feedback, which were in 
turn circulated for general comment. The initial concept did not find favour and a revised concept based on the Eddrachillis Fishing Station 
was developed and is included below. 
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8.2 Our Concepts and Ideas for Internal Space 
 

 
 

6m x 4m  

Main Corridor 

6m x 4m  

13m	

6m	

2m	
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9 Capital Costs 
 
The following table indicates estimated capital costs for this project. It is advised that these costs are 
revisited and provided in greater detail by a quantity surveyor at a time when the project is moved to 
the next phase.  
 
Item Detail Cost 
Construction Costs Ground floor only 537.5m2 at £2,000m2 £1,075,000.00 
Fixtures And Fittings  £50,000.00 
Services Power, Water and Electricity  £25,000.00 
Car Parking Increased parking provision  £15,000.00 
Professional Fees Architect, quantity surveyor and engineer (7.5%) £87,375.00 
Contingency 5% £58,250.00 
Non Recoverable VAT  £262,125.00 
   
Total  £1,572,750.00 
 

 

10 Business and Financial Analysis 
 
10.1 Operational Management 
The following table outlines the primary functions of the bunkhouse project on Loch Clash Pier. These 
are in line with opportunities identified by the local community and should work effectively in synergy, 
creating both an efficient and viable business, and an exciting new community facility.  
 

Accommodation 
 

Primarily, the proposed project on the Loch Clash pier will provide 
comfortable affordable accommodation for those travelling through 
and to Kinlochbervie and the surrounding areas.  Youth Hostels 
throughout Scotland, and the increasing prevalence of Backpackers 
Hostels in the travel sector worldwide demonstrate a precedent for 
bunk style accommodation. It is proposed that at this Bunkhouse, will 
contact a number of rooms with difference sleeping configurations, 
bathroom availability etc. These rooms will provide the options for 
private room bookings, or shared dorm single bookings. It has also 
been shown through competitor and comparable research, that an 
option to hire the bunkhouse in full should be considered and priced 
accordingly.  
 
With regards to the operation of the accommodation, the facility 
manager and any additional season staff will be required to manage 
check in, check out, change bedding and conduct all other housekeeping 
duties on a daily basis. The Bunkhouse manager will also be 
responsible for managing and monitoring the bookings and availability.  

Caravan Berths 

It is proposed that the group try to retain or relocate part of the current 
caravan provision. These berths will provide electronic hook up for 
visiting caravans. Staff in the Bunkhouse will be required to manage 
availability and take payment for caravans on a daily basis.  

Social / Multi-use Space 
 

The space within the Bunkhouse that has been proposed for food and 
drink service should be seen more widely as a social hub. This will 
provide visitors will a social space during their stay, and also provide 
local residents will a meeting and gathering place.  

Heritage 
 

The initial idea behind this project noted the desire for a focus on 
heritage as part of the project. Given the space restrictions as present, it 
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is proposed that the wall space in the social area, and perhaps outdoor 
signage, provide information on the area’s history and heritage. Further 
provision of specific heritage space should from a subsequent phase in 
the development, perhaps taking into consideration other sites on the 
water front.  

 
 
10.2 Pricing Policy 
The price set for bunks at the new facility is important. Setting the price too high will deter potential 
customers, whilst setting the price too low will result in missed potential revenue and may jeopardize 
the viability of the business.  
 
In reviewing the comparable examples listed previously in this report, the following pricing structure 
has been suggested, and is used in the subsequent financial projections.  
 
Adult Bunk  £20.00 per night 
Child Bunk £15.00 per night 
Caravan Berth £15.00 per night 
Full Hostel Hire  £288.00 per night 
 
Taking into consideration the season nature of this business, changes in pricing with seasonal demand 
may be an effective way of promoting and managing the occupancy rate throughout the year. For 
example, it may be prudent to increase the rate per night across the peak 8-10 weeks in the summer 
where demand outstrips supply, whilst reducing the rate or promoting lower full hostel hire prices in 
low season to encourage visitors and groups.  

 
 
10.3 Income Assumptions 
The following assumptions underpin the finances projected in section 11.5, demonstrating a financially 
viable operation. To ensure the group does not overstretch itself, and to avoid the burden of a loss 
making facility, the figures have all been conservatively estimated. 
As well as outlining the prospecting viability of the business, these figures should be used as a 
benchmark to measure performance after the project has been delivered. 
 
Accommodation 
Bunk hire will generate the primary stream of income for this project. For this business plan, in year 
one, it is assumed that the average occupancy rate across a 48-week year will be 50%. Taking 
seasonality into consideration, this would suggest that bunkhouse will aim to be close to fully booked 
throughout the summer. This increases to 52% in year two, 54% in year three, 55% in year four and 
five in respect of increasing tourist numbers to the area, and the ability to advertise through word of 
mouth, and increased consumer awareness year on year. 
 
This business plan also assumes a breakdown of 80% adult and 20% child visitors across all five years, 
and a building design incorporating 16 bunks. This proposes first year revenue of £51,072.00 
increasing with occupancy rate in the following years. 
 
Full Bunkhouse Hires 
Research into comparable examples has demonstrated a demand for reserving hostels and bunkhouses 
exclusively. This may be for school groups, clubs, corporate excursions or larger tourist groups.  This 
report has set a price of £18 per bunk, and assumed 10 nights in year one. This generates and annual 
income of £2,880.00. 
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Caravan Berths  
This business plan proposed retaining the caravan berths to work alongside the bunkhouse and 
associated facilities. This business plan projects the same forecasted occupancy with five available 
berths. Continuing to charge £15 per night, the first year revenue is projected as £12,600.00 rising in 
line with forecasted occupancy in subsequent years. 
 
 
Merchandise 
It is proposed that a small number of tourist souvenir items, maps and travel accessories are sold at the 
bunkhouse. This business plan assumes an average spend of £1.50 per visitor across the year. Revenue 
generated in year one is forecasted as £835.20 increasing with occupancy rate in subsequent years. 
 
Catering 
Should the group consider the inclusion of a café or similar provision of catering, the following has also 
been considered for the second financial projection table in section 10.6 
 
Food and Drink - Guests 
This business plan assumes an average spend of £4.00 per visitor across the year, combining the 
forecasted capacity percentage with 16 beds and 5 caravan berths, this totals £14,112.00 in year one. 
This then increases with capacity in years two to five.  This figure takes into consideration a wide range 
of food and drink options, with some visitors opting to purchase meals and snacks, whilst other 
perhaps only purchase juice, water or confectionary. Some visitors will choose not to purchase any 
food or drink in addition to their stay. This variety in choice should be reflected in the product offering 
and service style. 
 
Food and Drink – Locals 
The provision of a new bunkhouse and associated facilities will also provide the opportunity to provide 
food and drink to the local residents of Kinlochbervie. Given the limited size and scope of these 
facilities, this plan forecasts an average of 5 daily visitors across the 48 trading weeks of the year. 
Considering an average spend of £4, this will generate additional income of £6,720.00 in the first year. 
This increases with 2% inflation in subsequent years. 
 

10.4 Expenditure Consideration 
The following financial commitments have been identified for the operation of the bunkhouse and 
associated facilities. As with the income assumptions, these figures should provide performance 
benchmarking for the group and facility manager following the project’s delivery.  
 
Staff Structure and Staffing Costs 
Staffing costs represent the largest outlay of most businesses. For this project, the report has suggested 
the following staffing structure. 
 
 
General Manager 35-40 Hours per week.  The general manager will undertake the majority of 

work in the bunkhouse, checking guest in and out, 
cleaning, serving snacks, teas and coffees etc. and 
managing the bookings. They will also be expected 
to help promote the facility through social media, 
engaging in travel blogs and websites and 
identifying opportunities for improved 
performance.   

Seasonal Staff As required, 
specifically in busy 
months or if demand 
for food and beverage 

Seasonal staff will work part time, assisting in all 
areas of work, allowing the general manager to 
maintain high customer service and cleanliness 
standards. 
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exceeds forecasts 
Volunteers and 
Kinlochbervie 
Community 
Company 

As heritage aspect of 
the project increases. 

KLB Community Company will hold the overall 
responsibility for the business, with the General 
Manager reporting to the board. The Community 
Company should take overall charge of the 
marketing and promotion in the first instance, 
delegating activities as the business revenue allows.  

 
This report has suggested an annual salary of £24,000 for the General Manager. An hourly rate of 
£8.00 has been proposed for part time seasonal staff with the report suggesting 8 hours per week for 
half of the 48-week trading year. This generates a cost of £11,648.  
 
In addition to these salaries and hourly rates, on-costs of 25% equating to £7,412 have been added to 
cover National Insurance, Pensions and other legal requirement. A 2% increase has been applied to 
staffing cost for each subsequent year. 
 
Energy and Utilities 
Energy and Utility costs will be one of the largest outgoing faced by the group in running this project. 
This report has made a conservatively high estimate of £1500 per month in year one representing an 
annual cost of £18,000.00. A 2% inflation figure has been added in all subsequent years. 
 
It will be important in the planning and design stages that the facility is built to be as energy efficient as 
possible. An energy efficient culture should also be adopted when managing the facility, encouraging 
staff and visitors to act in an environmentally conscientious manner thus reducing the carbon 
footprint, and the cost of business. 
 
Other Costs 
This plan identifies a number of other key costs – Linen replacement and miscellaneous expenditure, 
internet and communication, marketing and insurance. These total £4,500 for year one with a 2% 
inflation applied in subsequent years. 
 
Food, Drink and Merchandise Stock  
Should a small revenue stream exist for food and drink, this business plan has set an average cost of 
goods at 30% across both lines. This equates to a cost of £6,476.40 in year one, increasing in line with 
the increased revenue in subsequent years. Effective procurement and stock management will help the 
bunkhouse manager and the group to make the most from these revenue streams. This is represented 
only in the second option of financial projections within section 10.6 
 

 
10.5 Year 1-5 Income and Expenditure Projections (Excluding catering) 
 

Income Year One Year Two Year Three Year Four Year Five 

 
     

Occupancy Rate 50.00% 52.00% 54.00% 55.00% 55.00% 

Adults £43,008.00 £44,728.32 £46,448.64 £47,308.80 £47,308.80 

Children £8,064.00 £8,386.56 £8,709.12 £8,870.40 £8,870.40 

Full Hires £2,880.00 £2,880.00 £2,880.00 £2,880.00 £2,880.00 

Caravan Berths £12,600.00 £13,104.00 £13,608.00 £13,860.00 £13,860.00 

Merchandise Sales £756.00 £786.24 £816.48 £831.60 £831.60 

      TOTAL £67,308.00 £69,885.12 £72,462.24 £73,750.80 £73,750.80 
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Expenditure 
     Energy / Utilities £18,000.00 £18,360.00 £18,727.20 £19,101.74 £19,483.78 

Staff Costs - Manager £24,000.00 £24,000.00 £24,000.00 £24,000.00 £24,000.00 

Staff Costs - Seasonal £11,648.00 £11,880.96 £12,118.58 £12,360.95 £12,608.17 

On Costs £8,912.00 £9,090.24 £9,272.04 £9,457.49 £9,646.64 

Linen and Misc £1,000.00 £1,020.00 £1,040.40 £1,061.21 £1,082.43 

IT and Communications £1,000.00 £1,020.00 £1,040.40 £1,061.21 £1,082.43 

Marketing  £500.00 £510.00 £520.20 £530.60 £541.22 

Insurance £2,000.00 £2,040.00 £2,080.80 £2,122.42 £2,164.86 

      TOTAL £67,060.00 £67,921.20 £68,799.62 £69,695.62 £70,609.53 

      Profit / Loss £248.00 £1,963.92 £3,662.62 £4,055.18 £3,141.27 

 
10.6 Year 1-5 Income and Expenditure Projection (including catering) 
 
Income Year One Year Two Year Three Year Four Year Five 

 
     

Occupancy Rate 50.00% 52.00% 54.00% 55.00% 55.00% 

Adults £43,008.00 £44,728.32 £46,448.64 £47,308.80 £47,308.80 

Children £8,064.00 £8,386.56 £8,709.12 £8,870.40 £8,870.40 

Full Hires £2,880.00 £2,880.00 £2,880.00 £2,880.00 £2,880.00 

Caravan Berths £12,600.00 £13,104.00 £13,608.00 £13,860.00 £13,860.00 

Food and Drink - Guests £14,112.00 £14,676.48 £15,240.96 £15,523.20 £15,523.20 

Food and Drink - Locals £6,720.00 £6,720.00 £6,720.00 £6,720.00 £6,720.00 

Merchandise Sales £756.00 £786.24 £816.48 £831.60 £831.60 

      TOTAL £88,140.00 £91,281.60 £94,423.20 £95,994.00 £95,994.00 

      Expenditure 
     Energy / Utilities £18,000.00 £18,360.00 £18,727.20 £19,101.74 £19,483.78 

Staff Costs - Manager £24,000.00 £24,000.00 £24,000.00 £24,000.00 £24,000.00 

Staff Costs - Seasonal £11,648.00 £11,880.96 £12,118.58 £12,360.95 £12,608.17 

On Costs £8,912.00 £9,090.24 £9,272.04 £9,457.49 £9,646.64 

Cost of Goods  £6,476.40 £6,654.82 £6,833.23 £6,922.44 £6,922.44 

Linen and Misc. £1,000.00 £1,020.00 £1,040.40 £1,061.21 £1,082.43 

IT and Communications £1,000.00 £1,020.00 £1,040.40 £1,061.21 £1,082.43 

Marketing  £500.00 £510.00 £520.20 £530.60 £541.22 

Insurance £2,000.00 £2,040.00 £2,080.80 £2,122.42 £2,164.86 

      TOTAL £73,536.40 £74,576.02 £75,632.86 £76,618.06 £77,531.97 

      Profit / Loss £14,603.60 £16,705.58 £18,790.34 £19,375.94 £18,462.03 
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11 Marketing 
 
11.1 Overview  
Effective marketing is the key to the successful growth and development of any business. The 
marketing strategy is focused on considering the scope and scale of the potential market, the products 
and services the market demands, the price point at which the product becomes an acceptable 
expenditure item and the key strengths of the location of the proposed project. 
 

11.2 Promotional strategy 
It is recommended that a new website be created using one of the many self-build options available 
online (often free with a purchased hosting package). The website should be used to both attract 
and inform and, if possible offer a link to an online booking mechanism for accommodation, meeting 
spaces, visits, etc. It should consider using images of accommodation, social space and surrounding 
views as well as images of surrounding local interest such as the geopark. This will help potential users 
identify the types of activities they are interested in and enthuse them to consider using the 
accommodation’s location to participate in these. 
 

It is important for Kinlochbervie Community Company to clearly identify the target markets most 
suited to the project and to market proactively to these particular groups and individuals.  
 
There are two clear markets to consider: International and Domestic Tourists. This plan has outlined 
two clear tourist groups associated with the domestic market and this information provides significant 
intelligence for effective targeted communications. For specific targeting of the international market, 
the group should work with the NC500 concept, through membership and engagement with relevant 
medias, communities and groups.  
 
Within the context of the promotional strategy for the Centre, there is a range of tools and techniques 
that can be used to ensure that information is presented in a clear, concise, consistent and appropriate 
manner to all existing and potential customers. The following table offers a summary of the approaches 
that may be used: 
 
Communication Channel Approach / Purpose 

Website Developing a website for the facility does not need to be overly 
expensive. Domain names are available for around £10 per annum. 
Hosting and professional email management is also available for a 
small monthly fee (typically around £4-£6).  Self build website tools 
are available and effective to create simple but easily editable 
websites. A number of services – sales, booking etc. can usually be 
added for a small fee  
 
It is important to link your website to social media channels and to 
services such as Trip Advisor. This will easily ensure that all customer 
generated content and all social media is updated across all platforms.  
 
The accommodation’s website will be key in promoting the strengths 
of services, product and location. Effective use of testimonials, 
reviews, photographs and schedules of local events will be important.  

Social Media Social media should be a priority in the promotional strategy, 
primarily due to the minimal cost of effective use.  By managing 
accounts of Facebook, Twitter, Instagram, YouTube, etc. the Group 
should promote the accommodation but also the local area, local 
events, etc. and engage in topics relevant to the target markets 
already identified. 

Print Advertising Print advertising is expensive, however by understanding the media 
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habits of target domestic markets, the money can be effectively spent 
by selecting magazines or media outlets that relate directly to 
potential customers. Area specific tourist brochures, adventure 
magazines, outdoor publication etc. should be considered when a 
suitable budget is determined.  

Partnership Working Opportunities such as the North Coast 500 initiative create a network 
of businesses that can mutually benefit from supporting and 
promoting each other. In sharing similar target marketing, businesses 
can work together in directing their users accordingly. In the case of 
the Loch Clash project, it may be that accommodation North and 
South of the project are engaged to create a possible schedule of 
accommodation, with each ultimately benefiting from the success of 
the others.  
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11.3 Marketing Action Plan 
The following is a proposed marketing action plan for Kinlochbervie Community Company’s 
bunkhouse project on the Loch Clash Pier. Within this plan the following areas will be addressed: 
 

 Communications Strategy: Establish and maintain consistency of the Centre’s profile and 
messaging 

 Brand: Establish/maintain consistency for the Centre 
 Image: Assessing services for customers 
 Competitor Analysis: Monitoring of competition 
 Customer Satisfaction: Developing and maintaining a first class service. 

 

11.4 Communication Strategy 
 

 Task Details Timeframe Cost / 
Resources 

Responsibility 

1 Create a new website for the bunkhouse with 
clear descriptions of the products and 
services provided. 
 

Once £500 Kinlochbervie 
Community Company 

2 Incorporate online booking systems onto the 
website and develop links with online 
accommodation and tourist information sites 
and listings. 
 

Once £200 Kinlochbervie 
Community Company 

3 Update the site regularly, employing blogs, 
articles, testimonials and updates to promote 
the area and the facility. 
 

Weekly Free General Manager 

4 Create public Facebook page, Twitter account 
and investigate other social media options to 
promote the facility. 
 

Once  Free Kinlochbervie 
Community Company 

5 Use all social media channels to engage 
actively with potential customers, comments, 
reviews and complaints in real time. 
 

Daily Free General Manager 

6 Press Releases: Whenever there is a major 
development or event in the area. 
 

Ongoing Free General Manager / 
Kinlochbervie 
Community Company 

 

11.5 Branding and Image Strategy 

 
 Task Details Timeframe Cost / 

Resources 
Responsibility 

1 Development and creation of the brand, logo 
and strap line. 
 

Once Free Kinlochbervie 
Community Company 

2 Ensure all correspondence, online media, 
stationary and communications use the new 
logos etc. 
 

Ongoing Free General Manager / 
Kinlochbervie 
Community Company 

3 Establish a Customer Care charter for staff 
and volunteers, creating a base line standard 
for service and product quality expectations. 
 

Ongoing Free General Manager / 
Kinlochbervie 
Community Company 

4 Continue to develop customer care training 
for all management, the community company 

Ongoing Up to £500 
annually 

General Manager / 
Kinlochbervie 



31  

and staff / volunteers Community Company 
5 Develop a proactive approach to customer 

needs and requirements. Maintain a 
customer database and provide feedback and 
information relevant to them. 

Ongoing Free General Manager / 
Kinlochbervie 
Community Company 

6 Seek regular customer feedback as to 
whether their needs are being met 
adequately. Use social media, survey monkey 
and face-to-face customer engagement as 
part of the weekly work schedule. 

Weekly Free General Manager / 
Kinlochbervie 
Community Company 

 
11.6 Competitor Analysis 
 

 

 
Task Details Timeframe Costs/Resource

s 
Responsibility 

1 Maintain competitor database; 
Use Google to search for potential 
competitive activities. 
Monitor National press/specialist 
publications for items that may impact on 
competitiveness. 

Weekly Free General Manager / 
Kinlochbervie 
Community Company 

2 Visit competitor websites/ undertake 
telephone information requests and record 
details on latest exhibitions, tours, pricing, 
etc. 

Monthly Free General Manager / 
Kinlochbervie 
Community Company 

 

 

11.7 Customer Satisfaction 

 
 

 Task Details Timeframe Cost / Resources Responsibility 

1 Provide all customers who book facilities or 
attend the centre for first time with a 
questionnaire asking for feedback. 

Ongoing Free General Manager 

2 Establish a visitor book/comments cards 
system to record all customer feedback 

Ongoing £100 General Manager 

4 Brief staff and volunteers to ask agreed 
questions when chatting to users, aiming to 
report back to Board meetings on any issues 

Ongoing Free General Manager  

5 Create a standard agenda item at Board 
meetings to discuss any issues or problems 
with the Centre’s operations or it’s 
programmes 

Ongoing Free General Manager / 
Kinlochbervie 
Community Company 
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12 Business Risk Register 

The Loch Class Project 
 

                   Business Risk Register Date:  July 2017 

Risk Categories: 0-8 Low Risk 
9-17 Medium 
Risk 

18-25 High Risk 
 

Risk 
Area 

Risk Identified 
(Describe the risk to be 
managed) 

Probability 
Factor  
(1-5, with 
5 being 
most 
probable) 

Impact 
Factor  
(1-5, 
with 5 
being 
most 
severe) 

Risk Ranking  
(Probability x 
impact) 

Risk Management  
(How the risk will be managed) 

Risk 
Responsibility 
(Describe who 
will be 
responsible for 
managing the 
identified risk) 

Risk Monitoring 

1.0 Strategic  

1.1 Lack of Vision and Robust 
Business Plan 

1 5 5 

The production of this business 
plan clearly demonstrates robust 
planning and clear vision for the 
project. 
 
 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

1.2 Business Continuity 
Management Plan 

4 4 16 

This should be in addition to the 
Business Plan. It will determine 
minimum levels under which the 
business of will continue to 
function 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

1.3 Health and Safety and 
Regulatory issues 

4 5 20 

Kinlochbervie Community 
Company will be required to seek 
external advice on all Health and 
Safety legislation in relation to 
property issues, possibly 
including managing and operation 
of buildings 

Chairman and 
The Board of 
The Loch Clash 
Project 

Daily/weekly by 
Project 
Manager/staff 

1.4 Marketing and Branding 
Strategy 

3 3 9 

The group should consider 
commissioning a Marketing 
Strategy to ensure they adopt a 
proactive approach to operating 

Chairman and 
The Board of 
The Loch Clash 
Project.  

Annually or when 
there are changes 
to the board. 
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the business and promoting the 
new facilities 

1.5 Convincing the funding 
bodies that you have a 
robust business case for 
obtaining their 
investment 
 

4 5 20 

This will be critical to the success 
of the project. Market testing, 
testimonials and examples of best 
practice from other areas should 
help to support this business case. 

Chairman and 
The Board of 
The Loch Clash 
Project 

Throughout the 
planning and 
application 
process. 

2.0 Personnel 

2.1 Employment of staff and 
Employment Legislation 

3 4 12 

The group will have to ensure that 
all matters in relation to 
Employment legislation are fully 
complied with and staff are aware 
of their rights and responsibilities 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

2.2 Recruiting and managing 
staff 

4 4 16 

The group will require to 
continually review staff and 
employee's terms and conditions 
of employment to ensure full 
compliance with all legislation 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

2.3 Recruitment and 
Retention procedures 

3 3 9 

The group will require to follow 
all recruitment and retention 
policies as required in 
employment legislation 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

2.4 Grievance procedures 

3 4 12 

The group will require to follow 
all grievance policies as required 
in employment legislation 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

2.5 Loss of Key Staff 

4 4 16 

The group should be aware of the 
need for succession planning in 
case they lose any key members of 
staff 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

2.6 Data Protection Policies 

4 3 12 

Strict adherence to Data 
Protection legislation and 
enforcement of relevant Data 
Protection Policies will be 

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 
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required 

2.7 Staff Training  

4 4 16 

The group should adopt a 
proactive approach to staff 
training  

Chairman and 
The Board of 
The Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

3.0 Operational Risks 

3.1 Dealing with all Planning 
related issues including 
traffic management  4 4 16 

The group will need to address 
all planning relating issues as 
these arise in line with 
delivering their vision.  

Chairman and 
The Board of The 
Loch Clash 
Project.  

Annually or when 
there are changes 
to the board. 

3.2 Providing adequate car 
parking to meet the 
requirements of the 
facility. 

5 4 20 

It is probable that there will be 
insufficient space for additional 
parking on the pier. Discussions 
with nearby landowners will 
therefore be required. 

  

3.3 Retaining sufficiently 
motivated Directors and 
Board members 
representing a wide 
spectrum of the local 
community 

3 5 15 

The group should continually 
monitor and review the 
composition of their Board and 
Advisors to ensure new 
appropriate members are 
recruited as existing members 
step down 

Chairman and 
The Board of The 
Loch Clash 
Project.  

Annually or when 
there are changes 
to the board. 

3.4 Property Maintenance 
Plans 

4 4 16 

Once operational and assuming 
responsibility for buildings the 
group will have to ensure that 
appropriate repairs and 
maintenance measures are put 
in place for the upkeep of the 
facilities. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

4.0 Financial Risks 

4.1 Not securing adequate 
capital funding 5 5 25 

Once tenders come in 
Kinlochbervie Community 
Company will need to make 

Chairman and 
The Board of The 
Loch Clash 

Annually or when 
there are changes 
to the board. 
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sure they have secured 
adequate capital funding to 
deliver the project. 

Project 

4.2 
 
 
 
 
 
 

Budget Forecasting for 
Capital and Revenue 

5 5 25 

The capital estimates for the 
project are high and probably 
are not achievable from a single 
funding source. A mix of funding 
sources will be required to meet 
the capital costs. 
The capital and revenue 
budgets must be founded on 
sound business principles to be 
sustainable. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

4.3 Lack of investment in 
facilities and insufficient 
capital. 

5 5 25 

The Group must seek to engage 
as many grant aiding bodies to 
improve the investment 
opportunities in the proposed 
facilities. If the project cannot 
be funded in one phase, the 
group may consider a two-
phased approach. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

4.4 Deficit funding 

4 5 20 

The company needs to be 
confident that all offers of 
funding are secured and 
formalized.  

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

4.5 Financial Control and 
Audit Systems 

4 4 16 

The Group will operate strict 
financial and auditing controls. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

4.6 Reduction in income 

5 4 20 

The Group will need to have a 
weekly/monthly monitoring 
system against pre-determined 
income targets and in this way 
they will be fully aware of any 
reduction in income issues. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 
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5.0 Political/External Risks 

5.1 Relationships with 
Highland Council 

3 3 9 

The Group should continue to 
build their relationship with 
Highland Council through open, 
transparent communications. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

5.2 Relationships with local 
elected members 

3 3 9 

The Group should continue to 
build their relationship with 
local elected members through 
open, transparent 
communications 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

5.4 Relationship to wider 
community 

3 3 9 

The Group should continue to 
develop their relationship with 
the wider community as these 
can be future users of the new 
facilities 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

5.5 Securing adequate 
Community Support for 
the new facility 3 4 12 

It is essential that The Company 
can demonstrate adequate 
community support for the 
proposed new facilities. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Throughout the 
planning and 
design stage and 
prior to applying 
for funding.  

5.6 Threat from similar 
providers/competitors 

3 2 6 

There are not currently any 
similar projects in the area, but 
this is something that The 
Company should monitor for 
the future. 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

6.0 Reputation/Image 

6.1 Media Relations 

3 3 9 

Part of the marketing section of 
this plan highlights the need for 
good media relationships.  

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 

6.2 Branding and Public 
Profile 

4 4 16 

The Group should actively work 
on Project branding and 
developing a highly visible 
public profile 

Chairman and 
The Board of The 
Loch Clash 
Project 

Annually or when 
there are changes 
to the board. 
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13 Sources of Capital Funding 
 
When considering grant aid, the following table lists the potential sources of capital funding 
under which applications may have some probability of success. As with all aspects of grant 
aid, there can be no guarantees that any applications will be successful, especially given the 
current financial climate. 

 
Potential Funds 

SSE Sustainable 
Development Fund 
 
 
 

The overall fund is worth £1,000,000. 
For projects, you can apply for funding from 
£10,000 up to a maximum of the fund’s total 
value 

£100,000 

Highland LEADER 
(2014-2020) 

Funding will be considered for projects which link 
to the Sutherland Local Action Group plan, 
focusing the creation of jobs and economic 
development opportunities in rural communities. 

£75,000 

Coastal Communities 
(Big Lottery) 

Encourages investment in coastal towns in 
Scotland. Grants available up to £300,000. 

£100,000 

Community Assets (Big 
Lottery) 

Projects should be People led – meaningfully 
involving the people you are working with in the 
development, design and delivery of your 
activity. Strengths based – making the most of, 
and building on the skills and experiences of 
people and assets within the community. 
Connected – having a good understanding of 
what others are doing locally, developing good 
working relationships and adding value to 
activities in your area. 

£1,000,000 
  
 

Highlands and Islands 
Enterprise 

Capital available through community 
development capital funding.  

£200,000 

Scottish Communities 
Landfill Fund 

WREN £50,000, Viridor Credits £50,000 
£100,000 

Robertson Trust 

Up to 10% of capital costs and up to 3 years 
funding of salaries and running costs 
Revenue funding to allow activities to be 
developed in a more sustainable fashion.  

£20,000 
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14 Recommendations 
 

1. It is recommended that Kinlochbervie Community Company secure the 
necessary funding to engage the services of a professional architect in order 
to design a building that meets the aims of the Loch Clash Project.  

2. On completion of this design and appropriate drawings, a planning application 
should be made to Highland Council and all necessary regulatory bodies to 
seek approval for creating the new Loch Clash Centre. 

3. Kinlochbervie Community Company should determine through expressions of 
interest through the grant aiding bodies, the degree of support or otherwise 
that is available to meet the project costs. 

4. Kinlochbervie Community Company should consider the creation of a fixed 
term project manager post (2-3 years) to assist with the above 
recommendations and the overall deliver of the project.  

 

15 Appendices 
 
15.1 Appendix 1: SEPA Flood Risk Assessment Letter 
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2. Standing advice  

2.1 For all other matters, we have provided standing advice applicable to this type of small-

scale local development. 

3. Regulatory advice for the applicant 

3.1 Details of regulatory requirements and good practice advice for the applicant can be found 

on the Regulations section of our website. If you are unable to find the advice you need for 
a specific regulatory matter, please contact a member of the operations team in your local 

SEPA office at: Graesser House, Fodderty Way, Dingwall Business Park, Dingwall IV15 

9XB  Tel:01349 862 021. 

If you have any queries relating to this letter, please contact me by telephone on 01349 860302 or 

e-mail at planning.dingwall@sepa.org.uk. 

 

Yours sincerely 
 

Andrea Dilley 

Planning Officer 
Planning Service 

 
Disclaimer 
This advice is given without prejudice to any decision made on elements of the proposal regulated by us, as 

such a decision may take into account factors not considered at the planning stage. We prefer all the 

technical information required for any SEPA consents to be submitted at the same time as the planning 
application. However, we consider it to be at the applicant's commercial risk if any significant changes 

required during the regulatory stage necessitate a further planning application and/or neighbour notification 
or advertising. We have relied on the accuracy and completeness of the information supplied to us in 

providing the above advice and can take no responsibility for incorrect data or interpretation, or omissions, in 
such information. If we have not referred to a particular issue in our response, it should not be assumed that 

there is no impact associated with that issue.  If you did not specifically request advice on flood risk, then 

advice will not have been provided on this issue. Further information on our consultation arrangements 
generally can be found in How and when to consult SEPA, and on flood risk specifically in the SEPA-

Planning Authority Protocol. 
 


