confidential

BUSINESS PLAN
for (your business name here) 

Type of business: 

Your name here & key point of contact here
Date prepared here, and if you have one, your logo
Contents

1
BACKGROUND - About your business
2
your services

3
Your market

4
Promoting your business

5
management  and  organisation 
6
SWOT ANALYSIS

7
financial information  



8
action plan

9    
Additional Resources  And a final check 

1
Background - About your Business
This section will form your ‘Executive Summary’ and should tell the story of your business; when and how it was started and a bit of history to explain how you got to where you today i.e. right now. Here’s a few pointers on the type of information to include:
· Your mission statement - an outline of your business services. What is your business idea? Exactly what is it you’re planning to do? What makes the business different? Include a brief summary of the key activities and skills are you bringing to the business. 
· What stage you have reached so far - Where you are now?

· What are your business goals? What do you want to achieve in your first year of business? 
· Where do you see your business in 3 – 5 years’ time? 
· Who are your key customers? Who will buy or use your services?

· Where are you operating from?  Where are you located what kind of business premises will you be selling your services from  e.g. will you be selling your services through a shop, and/or a website, will you run the business from another office or from home

· What business format are you planning to use e.g. Sole Trader, Partnership, Limited Company, Non-profit making 
· Who is involved? Will you be working on your own or with other students/people? If so, outline the roles and responsibilities of everyone involved, including your own. 

· What are the legal requirements relating to your business?  

· What are your business objectives and how these will be achieved?  
2
your Services

This section expands on the outline of your services included in the first section. Key points covered should include:

· A broader description of your product and services and how they are provided

· Your pricing strategy
· Your geographical coverage

· Information on any sub-contractors involved in your business
· A list of any advantages/ unique features of your service/provision

· An outline of any gaps that your service/provision fills.

3     YOUR Market

This section links closely to Section 4 and should outline:

· The short and long term demand for your business

· The goal for your business this year
· The goal for your business in 2 or 3 years’ time? 

· Who are your target customers?

· How you are performing compared to your competitors?

· What do you believe to be your competitive advantage?

4
Promoting your business

Give details here of how and where you will promote your service or products.  Include:

· Details of any market research you’ve done so far and/or plan to do
· How you segment your target markets and the approach you will or have used with each of them. This may include a range or combination of on line (i.e. digital) marketing and ‘off line’ marketing e.g.

· Web based marketing & website presence (SEO) 

· And other, appropriate digital marketing platforms e.g. LinkedIn, Facebook Tube etc

· Advertising via media channels 

· Sales promotions / discounts

· Personal selling, Networking 
· PR - Public relations

· What success do you expect from each marketing activity and what will be the collective impact on overall goals? 

· How will you know if it’s working? How will you evaluate your investment (in time and money) on marketing activities?

· How do your competitors promote their businesses?


5
MANAgement & ORGANISATION
HOW YOUR BUSINESS WILL BE ORGANISED & HOW YOU WILL MANAGE YOUR BUSINESS

This section should include information on: 

· Any other people involved in your business and if relevant, an overview or organisation chart showing how the business is structured, outline roles, responsibilities and expertise of those involved. 
· What if? Details of contingency plans for coping without any of these key members of your business for any period of time.

· Where the business will be based/located, premises required at start up and likely to be needed in the future. 
· Where relevant, information on your key suppliers and their credit terms
· An overview of the direction of how you see the business developing in the short term and long term.   

.

6
SWOT analysis
It’s very important to analyse certain aspects of your business and important to highlight your strengths and weaknesses, It’s also important to identify the issues that can provide opportunities for growth that you can exploit as well as any threats that you need to be aware of.  A SWOT analysis can help do this.

To help get you started, the SWOT template below has a list of prompts & questions that may help you develop your own SWOT. (It’s by no means comprehensive and there will be many specific issues that relate to your markets and business that only you can identify). 
When you have done it, think about how you are going to address the weaknesses and possibly use the threats to your advantage. 

NB So far as strengths are concerned, being good at something isn’t a strength if your competitors are better

	STRENGTHS
	WEAKNESSES

	What is good about your business? What are its strengths?
What do you do well (in sales, marketing, operations, management)? 
What do you think are your assets? 
What are your core competencies? 
Where are you making money? 
What experience do you have?

	Where are the weak spots, what could be improved, where are the most vulnerable aspects of your business?
What skills do you lack or need (e.g. customer service, marketing, accounting, planning)? 
Where do you lack resources? 
What can you do better? 
Where are you losing money?


	OPPORTUNITIES
	THREATS

	Where is the blue sky in your environment?

What new opportunities for growth do you see?
What new needs of customers could you meet? 
What are the economic trends that benefit you? 
What are the emerging political and social opportunities? 
What are the technological breakthroughs? 
Where niches have your competitors missed?
Are there opportunities to develop new products and services and/or diversify in the long term? 

	Where are the red alerts in your environment?
What are the negative economic trends? 
What are the negative political and social trends? 
Where are your competitors about to bite you? 
Where are you vulnerable?




7
Financial information

This section covers:

· Why you need financial plans as a starting point for any business and in what form you need them
· Start-up expenses, what you will need. Survival Income, what do you actually need to take from the business to survive and live on. 
· Working out your costs, how much you will need to charge to cover your costs

· Setting your selling price. What you expect your customers to pay. The importance of setting a competitive price that provides you with an adequate return on your investment. 

· Your sales forecast, whether manufactured goods or services, what you expect to sell and when you expect to sell it 

· Your cash flow forecast, keeping track of the cash coming in and going out 

· Your Profit and Loss forecast 


7.1 
28
7.1 Your Start-Up Expenses – how much you will need? 
All the work you have put into your plan so far will make it relatively easy to list all the expenditure you will need to incur before your business is ready to trade. Examples of items to consider and list are usually some or all of the following:
· Premises and/or land (if you are trading from the Business Pod you may not needed premises at the outset) 
· IT equipment
· Other Equipment/tools

· Marketing colleteral e.g. brochures, business cards etc & advertising 
· Printing & stationery
· Web domain registration

· Insurance
· Stock
· Transportation or possibly a vehicle (if you need to move stock or equipment). 
· Other items needed to set up your business

List your expenses in the template provided. Add them up and check you have the sources of finance needed to cover them. These sources and expenses will need to be included in your Cash Flow. Some items will also affect your Profit and Loss account.

Working out your costs. How much will you need to charge to cover your costs? 
You now have the information needed to calculate whether the price you can charge will make a viable business. Two examples are provided to show how other businesses could do that. The first example shows the anticipated costs involved for a small business that provides a service, such as a Copywriter or Web Designer working from home. The second example shows the costs involved for a small manufacturer e.g. a children’s clothes designer, working in rented premises. (Your business costs will probably be different to both of these). 
Setting Your Price Is the price you plan to charge competitive, attractive to your target customers and at the same time, enough to provide an adequate return on your investment? – or put it another way, will you actually make money?
Competition, market conditions and customers all provide the necessary information to set a price.  Before setting your price, you will need to consider: 
· Direct cost of supply 

The costs of doing the job, making the product, providing the service.
· Overheads
All the overheads and general expenses of the business, which must be apportioned to each job/product/service in some way.

Consider the times when you cannot be earning - holidays, time needed to pay bills, get supplies, etc. 
· Profit

If you can only achieve break even your business may not be viable in the longer term.

7.2 Your Sales Forecast – how many sales do you expect to achieve? 
Producing a sales forecast can be difficult, but it’s really important you do one.  Your market research will provide a good indication the sales you are likely to make. (You’ll need to complete separate forecasts If you are selling more than one service and/or product). 
Key steps are: 
Step 1: If it’s appropriate categorise your sales into their main types, e.g. will you be selling your services in the UK or overseas, low price sales or high price sales, to the trade or directly to the public. 
Step 2: Estimate the sales you expect to achieve each month and each year?
Step 3: Account for seasonal trends? e.g. December may be a good month; January may be a quiet month. 

Step 4:  Account for the special promotions and marketing campaigns that you are planning to run? 


7.3 Your Cash Flow Forecast – keep track of the cash coming in & going out 
Cash Flow forecasts record all the cash coming in, when it comes in, all cash going out and when it goes out. Its main purpose is to show whether you have enough capital, loans or other facilities to keep the business ticking over financially. (If not, even if your business is profitable, you may be forced out of business). 

7.4 Your Profit and Loss forecast

A Profit and Loss Account records the sales you have made and the costs of achieving those sales in the month they take place, regardless of when the cash is received or paid. 
For example, an annual insurance premium of £120 paid in January to cover a 12 month period, is apportioned over the year at £10 per month. If, to start your business, you made a 100 items to resell, but only sold 30 in the first month then only the cost of 30 items is recorded in month one – you still have the others to sell. 

NB Depreciation is the cost of the assets you have purchased to use in your
business spread over their expected life span. Contact the HMRC (Her Majesty’s Revenue & Customs) for the most up to date specific guidance on the life span of assets. 
8.
action plan
Your action plan will be the result of the overall planning and thinking through process.  It’s an opportunity to capture the issues you’ve identified. It’s also an opportunity to plan and record the actions you’ve identified to overcome weaknesses, build on strengths and develop opportunities.
If, for example, your SWOT exercise identified potential weaknesses or new opportunities the action plan should be used to agree and record how the issues will be taken forward.

The plan should be your master action/project plan, going with you everywhere you go and be updated and reviewed regularly to:

· Review the last action list 
· Check its working and you’re making the progress you expected. 

· Agree the future actions and the resources you will need
· Update the plan as and when you need to
In this way the action plan can help you keep track and monitor how your business develops. 
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Checklist – Your Business Name 


Have you chosen a good business name?





Will it attract customers? 


Is someone else already using it? 


Does your name give the right impression? 


Does your name illustrate what you do? (will customers ‘get it’ straight away?)


Is the domain name available? 








Top Tips


Your products and/or services. An early step in developing a business plan is to identify customer needs. What customers want, (not what you think they want).  It is only by satisfying these needs that you will sell.  You also need to know what and how much customers might buy from you. Don’t assume you can sell all you can make or supply.





Target customer groups and geographical areas. It’s important to define your market, possibly by geographic area, by type of customer (their income bracket, sex, age, size of business, type of business, etc). Fitting the right product to the right place in the market can be helped by splitting your market into different segments, (known as segmentation). 





This will give you an idea of likely sales volumes and identify where you should concentrate and invest your marketing efforts. If your market appears to be very large, split it into manageable chunks/segments i.e. preferred target market, second, third market etc. 





 











A ‘Situation Analysis’ - Your Marketing Plan





A combination of the two activities in Section 3 & Section 4 together with information from earlier sections will help you formulate your Marketing Plan. A Marketing Plan sets our your understanding of the current landscape that your business operates in and how you plan to move your business forward 





What are your current marketing activities? What off line and online media options do & will you use to reach your customers. What budget are you planning to spend on promotion? 





A quick review or situational analysis on a regular basis helps you look at: 





The current situation. What are your current sales? 


Where you want to be? What business goals and sales turnover are you looking to achieve  and 


How you are going to get there? What is your marketing strategy, what off- line and online promotional and media options will you use to reach your customers? How much time and money will you invest in promoting your business and how will you go about it ………..What’s your plan?  








Covered all bases in the last two sections? Answered all the questions raised? Use our Marketing Checklist to double check you’ve got it all covered and/or use as a template for your own marketing plan. 








Top Tips 


Strengths and weaknesses relate to the business itself.   Opportunities and threats are external to the company and come from the environment in which it operates.


It’s useful to get other views. Get colleagues or other people involved in your business to help you with your SWOT. 

















Top Tip – Think, think and think again 


Completing your own SWOT and answering these questions will enable you to think through your business plan, -  as a result, you may want to go back to the start of your plan to see if there’s anything you’ve forgotten to include or update.  








Key Tips 


Financial plans need to be based on sensible research and the business activity actually described in your plan. 





If you can’t start to estimate sales yet, then you’re probably not ready to start. Do some more market research so you can estimate your sales.  


Most businesses start with a slow build up and make a loss in their first year, you’ll need to take into account how long you can continue before reaching a profit. 


Assess the viability of your business by the profit you expect to make – not by the amount of sales (also called turnover) that you expect to make.  


Profit and Cash Flow are both important. You need the right Cash Flow to keep going and enough Profit to set aside enough funds for replacing your capital assets. 


Check every figure entered in your finance plan, even if it is only a quick call to check the price of business cards. Don’t guess – you may be wrong


Keep notes of your assumptions and calculations to show how you arrived at your figures. Round up figures to the nearest pound. 








Calculate your Start-Up Expenses 








Calculate whether the price you can charge will make a viable business. Look at examples of how other businesses have calculated the price they need to charge








Estimate a 12 month Sales Forecast for your business 








Top Tip:   


The most important figure in your business plan is your estimate of sales income. Getting your pricing and forecasting right is vital. 


Use the space on your Sales Forecast to record information on your assumptions, (how you arrived at your sales figures) for future note. 








Complete a 12 month Cashflow Forecast for your business








Complete your Profit & Loss Account for the first twelve months. 








List the key actions you need to record now 








Top Tip


Make sure your actions are SMART (Specific, Measurable, Achievable, Realistic and Time bound).  
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