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Business Plan Template
Your Business Details



STARTING A BUSINESS

A FEW THOUGHTS BEFORE YOU TAKE THE FIRST STEPS
Starting and running a business can be very rewarding and very satisfying.  It may be the biggest single step you are likely to take in your career.  In these circumstances, therefore, its worth sitting back and pausing for a short while to make sure that starting a business is really what you want to do.

Planning is the only way forward.  You need to set targets, know what you aim to do, and, of course, how you are going to go about achieving your aims.  Firstly, you need to look at yourself – is self-employment right for you?  With this help, you will then be able to start looking at your business plan.  This will cover a wide range of topics like marketing, pricing, legal aspects and financial forecasting.

Personal Living Costs

One of the main reasons you want to go into business will probably be centred around a desire to make enough money to enjoy a good standard of living.   But do you really know what this means?   Do you know how much you need to make, week in and week out, to meet your existing needs, never mind improve your standard of living?

Too many new businesses are set up without real thought being given to these very pressing matters.  Not only do you need to know how much cash you need every week to survive, but the business also needs to know how much you require so that pricing decisions, etc can be based solidly on fact and not on fiction.  Only you will lose out if these decisions are not thought through properly.

Where a business takes the form of a partnership, each partner should complete a Personal Survival Budget – thus the total incomes required by all partners can be taken into account when determining pricing structures etc.

It could be important when approaching a bank or other lending institution that all assets of the partners are known.

Personal Living Costs

	Mortgage/Rent
	

	Council Tax
	

	Water Rates
	

	Property Maintenance
	

	Home & Contents Insurance
	

	Life Insurance
	

	Other Insurances (exc. vehicle)
	

	Credit Card Repayments
	

	HP Commitments
	

	Personal Loan Repayments
	

	Fuel: Gas
	

	         Electricity
	

	Telephone
	

	Vehicle costs
	

	TV Licence
	

	School/nursery fees
	

	Fares/season tickets
	

	Clothes/shoes
	

	Housekeeping
	

	Clubs/societies
	

	Newspapers
	

	Saving/investment
	

	Holidays
	

	Presents
	

	Pocket money
	

	Other expenses
	

	National Insurance contributions
	



NET LIVING COSTS PER ANNUM


LESS PARTNERS CONTRIBUTION

OTHER INCOME




NET LIVING COSTS PER ANNUM


NET LIVING COSTS PER MONTH

BUSINESS NAME

Enter here the name you intend using for your business.  Does it reflect what your business provides?  Is it in keeping with the ‘image’ of the market?  Have you checked that it’s not too closely related to any other business name in the area?  If you haven’t got a business name yet it doesn’t matter.


BUSINESS BACKGROUND

In preparation for your forward planning, first of all write down anything about your own background (and the backgrounds of any partners you might have), which is relevant to your proposed business.  This may include:

· Any previous experience you have had in running or managing a business

· Any training you have had for running a business

· Any knowledge you have which is specific to the business idea you are investigating

· Any strengths you feel you might have which will help the business become established and successful

· Any other relevant points

Are there any other relevant strengths and weaknesses you can point out?  What have you done, or are you going to do, about them?


AIMS AND OBJECTIVES
As already stated, a good business plan will say clearly what the business is about i.e. what it aims to do and how it is likely to grown.  This is the first stage in forward planning.



KEY PEOPLE

Without its key people, any business will struggle and fail.   A bank manager or other lender thinking about lending money to a business will have more that just a slight interest in the key people behind the business.  Good business propositions have been known to fail because the people behind them are not able to carry out necessary actions to ensure success.

List the key people in your business and give a brief resume of the role they will play in the new business.

If you intend to start business as a sole trader, without anyone else connected with the daily running of the business, the names of your business advisers and their roles in helping you would be useful.

C U R R I C U L U M  V I T A E

Complete a C.V for each key member of staff – as a new business, this means yourself and anyone else working with you.

PERSONAL DETAILS



EDUCATION & QUALIFICATIONS


PRESENT JOB DETAILS




CURRICULUM VITAE (continued)

PREVIOUS EMPLOYMENT/EXPERIENCE


TRAINING RECORD


OTHER EXPERIENCE (relevant to business)

YOUR MARKETING PLAN

“Marketing is the creative process of satisfying customer needs profitably (effectively)”

Especially as a new business, it is vital that you understand your market place if you merely intent to survive let alone prosper.  This section guides you through the process of understanding your market place and preparing a plan that will enable your business to grow and achieve greater business success.

Without a market, you don’t have a business

Marketing has been identified as a key problem for many small firms.  Real market planning and research is too often regarded as a luxury by small firm owners and managers; you will find over the coming months as you put your business idea into practice that there is no real substitute for planning and research.

Marketing is a natural instinct…. Chiefly natural ability and common sense … with a few basic rules added
Successful marketing is obtained by channelling your basic instincts in the right direction, in a disciplined and organised manner.  You should not be thinking about starting a business if you don’t believe that someone will part with money for what you have to offer.

Is there a market for it?

90% of business failures are caused by getting the market wrong.  Don’t underestimate the potential value of developing your marketing plan; if you do, you will regret it within a matter of weeks or months as your new business starts to fail.  Accepting marketing disciplines, and carrying out the tasks on the next few pages, will help you to eliminate hunch, intuition and myth; you will establish a framework for deciding by reasonable judgement the demand for the products and/or services you are going to offer.

Make or supply what you can sell … instead of trying to sell what you can make or supply.

MARKET RESEARCH

With the best will in the world, a good product will not sell unless a market exists (or can be created) for it.  A great deal, of time, therefore, needs to be spent on locating and assessing that market.  The results of your market research need to be embodied in your business plan.  Use the following spaces to record the results of your market research, which should cover:

· The size of the market (and details of the assumptions made)

· Existing competition

· Competitors’ strength and weaknesses

· What advantages your products/services will have over the competition

Don’t overdo it.  At a time when you are setting up your business, or have recently started it, you will probably find that most of the information you need can be found fairly quickly.  You can research further and refine your ideas as you go along.

Don’t just get information, write it down and then forget it!  You need to analyse what you have found out; it is how you use the information that is more important that the information itself.



C

PRODUCTS AND SERVICES

Obviously, the whole business plan revolves around the products and/or services that you will be offering for sale.

Marketing is covered fully in the next section, but use the space opposite to detail the products and/or services you will be offering.  Make brief notes on why you feel they will stand up in the market place.  Have they any strengths or weaknesses you will need to examine?  Write them down!

Is it a product or a service?

There is often confusion over whether what is for sale is a product or a service.  Don’t let this worry you.  This has been written to be equally applicable to businesses that offer any combination of (tangible) products or (intangible) services.  The same rules usually apply!


PRODUCT/SERVICE DEVELOPMENT

If you wait until the products and/or services you start with are failing to capture the share of the market you need, YOU WILL FACE PROBLEMS.

You should always be planning – with adequate lead time – to bring on line new products and services so that they are EARNING AT THE LEVEL YOU NEED before the old ones STOP EARNING.

REMEMBER – a new product can often be an old product that has been revamped or repackaged to capture a new market or emphasise a new use!  Does this apply to your situation of starting a business? Can you see a market for an existing product that could perhaps be repackaged to meet a different need?

What future plans do you have for:

· The products and/or services which will form your new business

· How you are to develop these

· The problems of such development

· How you intend to plan for all related costs

· How you will go about reviewing the need to bring on board replacements


PRICING YOUR PRODUCTS AND SERVICES

Setting your pricing policy is a vital part of your overall business plan.  There are two extremes of pricing policy:

· High volume/low price

· Low volume/high price

High volume/low price – usually associated with supermarket type operation, this policy is based on the fact that a 1 p mark-up on 1 million individual items sold will give a £10,000 gross profit.

Low volume/high price – applies where there is a more selective market.  Here the policy is based on the fact that a £1.00 mark-up on 10,000 items will still give a £10,000 gross profit.

COMPETITION AND PRICE

Your competition will be trying to get as much of your business as they can.  You must do the same – at their expense.  A lower price is not necessarily the answer – you could give better service or provide a “special” product or service.

To be competitive, you need to know what your competitors are charging for similar products and services.  The following form is designed to let you list the names of the competitor on the left and your main products/services along the top.  Then you can carry out some research to find out what your competition is charging.

DON’T FORGET – BEING COMPETITIVE IS BY NO MEANS CONFINED TO OFFERING YOUR PRODUCTS/SERVICES CHEAPER THAN YOUR COMPETITION.   As part of your marketing strategy, you must determine the “unique selling points” of your products and services, i.e. the reasons why your customers will buy your products and services rather than those of your competitors.  If these are strong, and you can demonstrate true value for money to potential customers, your price (while competitive) need not be the cheapest.

PRICING YOUR PRODUCTS/SERVICES


	Competitors Names
	
	
	
	
	

	
	
	
	
	
	



PRICING YOUR PRODUCTS/SERVICES
Putting together your pricing policy is not, however, restricted to finding out what your competitors are charging for similar products and services.  To get the full picture you need to consider, in addition to what your competitors are charging, the following areas:

· Your sales volume and price

· Pricing variations

· Constraints on price

Your SELLING PRICE is what you sell your products/services for and it is made up of direct costs (the materials you buy etc) together with a mark-up to cover your overheads and your profit.

When you find out what your competitors are charging, try to work out why there is a difference in their pricing policies.  This could lead you to discovering out their unique selling points – perhaps you could offer comparable services?

There are also a number of VARIATIONS that can be applied to pricing policies:

· Loss leaders

· Cheap sources of (surplus) stock

· Local, low-cost production

· Discounting arrangements

· Special offers

· Price ‘loading’ (where customers are prepared to pay high prices)

There are occasionally CONSTRAINTS on what you can charge for your products and services.  Many of these are legal constraints arising from various orders governing the prices of particular goods and services.  It’s essential that you know whether such orders relate to the products and services you are offering or plan to offer.


DEVELOPING A MARKETING PLAN

It is not enough simply to present the results of your market research.  You must take the information you have collected, and the conclusions you have formed, and show how you intend to achieve results, i.e. how you propose to find your customers, meet their needs and sell your particular products and/or services.  Consider, for instance:

· How you will monitor the market for changes which might affect your business

· What advertising/promotion will be necessary what the cost will be

· What selling media are/will be used (i.e. retail, direct, postal etc)

· How you will expand sales to meet targets


PREMISES

Finding the right premises can take quite a long time but it is advisable, when starting a new business, not to “run before you can walk”.  Your choice of premises can well be vital to the success of your business.  Before taking on a specific property, make sure you know what your obligations will be.  Also the obligations of your landlord will be important.  How often will rent be reviewed?  Who maintains the premises?

There are advantages in starting a small business from home, mainly in keeping your overheads down in the early stages.  Working from home also enables the business to be operated in conjunction with family commitments.  However, you need to be aware of the implications. 

In most cases, planning permission will not be required (but check with your adviser)

· If you live in rented accommodation, your tenancy agreement may have restrictions (check with your landlord/council)

· If you own your home, or are buying it, your mortgage deed may have restrictions such as a requirement to notify the lender or there may be covenants in the title deeds that the property will not be used for certain purposes or activities (check with your building society/lender)

· Your domestic insurance may not cover business equipment or the premises being used for business purposes (check with your insurer)

· Capital gains tax can be applicable when you sell the property if you use part of it solely for business use (check with your adviser or accountant)

One important aspect is that you should not tie yourself into any long-term agreement until such time as you are sure your new business is going to work out.  Outline below your premises needs.


EQUIPMENT

Do you know exactly what equipment you will require?  Many new businesses start up successfully with “nearly new” equipment – have you any ideas on how you can cut your start up costs in this matter?  (However, beware buying second hand equipment that won’t last a reasonable time)  If specialist equipment is involved, are your fully competent for this?  If not, will you have to seek some further training?  If you employ someone who will use such equipment, will they need to be trained?  Can you train them or will you have to get someone to do it for you?


LEGAL MATTERS

Make a note here of any legal matters that you think you may need to look at over the next 12/18 months.  Include anything you think relevant which might be the subject of discussion between you and your business adviser.

Examples might be:

· Setting up a limited company as your business expands

· New premises would mean a new lease

· New products/distribution deals could mean new licensing agreements

· A franchising agreement

· Patents, copyrights

· The position of the business in relation to health and safety legislation

· Commercial terms & conditions (buying and selling)

· Partnership agreement


INSURANCE MATTERS

Make a note of business related insurances that are necessary

· What insurances are needed and how much will they cost?

· Have you identified a particular insurance policy

· Can you pay premiums by instalments if so how much and when do they fall due?


YOUR FINANCE PLAN

All of the plans and decisions you have made so far have had financial implications, although you have not yet been asked to specifically calculate these or to shown them in any great detail.  Now is the time to “tie-up” your business plan by projecting the results of your work in terms of money.

This is done by developing a profitability forecast and cash flow forecast and then by projecting what your balance sheet will be at the end of your chosen accounting period.

The following section, in as simple a manner as possible, takes you through these vital steps.

THE IMPORTANCE OF LOGICALLY FORMULATED FINANCE PLANS, BASED ON ACTUAL FACTS AND REASONABLE ASSUMPTIONS SHOULD BE UNDERESTIMATED.

FINANCIERS, LENDERS, CREDITORS, GRANT AWARDING BODIES ETC WILL ALL BE PARTICULARLY INTERESTED IN THIS PART OF THE BUSINESS PLAN.

IT IS PRIMARILY ON THE INFORMATION GIVEN IN THIS PART OF THE PLAN THAT POTENTIAL FUNDERS WILL DECIDE WHETHER OR NOT TO SUPPORT YOUR PROJECT.

CAPITAL REQUIREMENT

As a new business, it is essential that you have a clear understanding about how you will need to raise the finance (capital) required to start the business.  Use the form below to show what capital will be needed.

1. PREMISES/LAND

Purchase Price


£

Building costs


£

Rental/lease premium

£

Conversion costs

£

Fitting & decorations

£

TOTAL






£

2. EQUIPMENT/TOOLS

Fixed items


£

Replacement items

£

TOTAL






£

3. TRANSPORT

Purchase price


£

Lease premium


£

Licence



£

Insurance



£

TOTAL






£

4. OTHER

Telephone


£

Office Equipment

£

Business machines

£

Other (please state)

£

TOTAL






£

5. INSURANCE

Liability



£

Personal



£

Other (please state)

£

TOTAL






£

6. WORKING CAPITAL

Materials/stock


£

Wages



£

Drawings



£

Other (please state)

£

TOTAL






£

START-UP CAPITAL NEEDED




£


CASHFLOW FORECAST

You may like to photocopy this form for future use.  Whatever you do, keep it under review, and make it a habit!
While thorough knowledge of your business profitability is vital, it is even more important to know the state of the business cash flow.  In other words, where your money is, where it is coming from and where it is going.  The cash flow forecast is the tool that will help you monitor your cash position.

Notes on completion of the Cash flow Forecast

Show in each column your estimate of the money to be received or spent in each month.  These figures should be directly related to your Profitability Forecast e.g. sales created in January might generate payment in March.

Remember, however, that this forecast monitors cash movements and therefore the figures must include VAT – whether or not you are registered for VAT.

There are, however, some headings that vary slightly from the Profitability Forecast in their treatment:

· CAPITAL – show here money introduced by yourself and other partners

· OTHER RECEIPTS – include grants etc here

· BANK CHARGES – commissions and other bank charges

· BANK REPAYMENTS – of loans and interest

· FINANCE REPAYMENTS – payments to be made on hire purchase or other similar finance agreements

· TOTAL INFLOW – the addition of all the receipts expected

· RENT/RATES, UTILITIES ETC – items paid monthly/quarterly, etc should be shown when payment is expected to be made

· FIXED ASSET PURCHASES – the buying of new/second hand assets (plant, machinery, large tools etc)

· TOTAL OUTFLOW – the addition of all payments expected

· NET INFLOW/OUTFLOW – the difference between the monthly inflows and outflows

· CUMULATIVE INFLOW (OUTFLOW) – this is the addition of all the net inflows and outflows up to and including the month concerned.  If an opening bank balance is included, this will give the forecasted closing balance or overdraft at the end of each month.

As with many parts of the business you are setting up, you will have notes, calculations, assumptions on which you base the figures in the cash forecast.  Include this information with the business plan so that you, your accountant, your bank manager, or any other interested party with whom you might discuss business finance in the future can refer to them.

CASHFLOW            
Business Name:






Financial Year from ……… to ……………

	RECEIPTS
	Pre-start
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6
	Month 7
	Month 8
	Month 9
	Month 10
	Month 11
	Month 12
	Totals

	Capital Introduced
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	SALES:
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Loans Received: PYBT
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Loans Received: Bank
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Other income
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total inflow
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	DIRECT COSTS
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Materials
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Labour
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Direct Costs
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sub total
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	PAYMENTS
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchases
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Additional Sales Costs
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Repairs/renewals
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Property maintenance
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Power/Heat/light
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Telephone
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Transport
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Stationery/printing
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Advertising/publicity
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Professional fees
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Equipment Purchase
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	General Expenditure
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Rent & Rates
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Insurance
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Postage
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bank charges
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Loan Interest: PYBT
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Loan repayments: Bank
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Loan interest: Bank
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Payments
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sub-total
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Less: Drawings
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	    : PYBT Capital
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Outflow
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Net Cash flow
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Opening Bank Balance
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Closing Bank Balance
	
	
	
	
	
	
	
	
	
	
	
	
	
	


Triple Bottom Line Impact of Your Business

A popular way of understanding sustainability is the concept of the ‘triple bottom line - of economic, environmental and social/community accountability. This idea proposes that an organisation's responsibilities are not just about satisfying stakeholders through improved profits (the economic or financial bottom line), but by improving its environmental and social performance. Whereas in the past businesses only tended to bother about their financial performance, in today's world they increasingly have to be concerned with how their business activities impact on people and communities and how it affects the natural environment. These three, economic, social and environmental measurements are increasingly being used by responsible businesses to measure and report on their performance.

Social enterprises have a double or triple bottom line. The first step in embracing the concept of the triple bottom line must be the acknowledgment that sustainable development does not mean that companies should abandon the goal of profitability. It means that companies combine profits with social and environmental objectives, for example, ensuring that what they do is environmentally neutral. 
In environmental terms this allows companies to focus on the long term security of their natural resource base and so triple bottom line reporting can help ensure they remain profitable into the future – in the fishing ro energy industries for example. The concepts of renewable and non renewable resources are important here to understand sustainability and the ongoing capacity of the environment. 
Likewise when an industry focuses on its social impact this can identify benefits in working with communities. Clearly there are community impacts of failing to take into account sustainability. Social performance of a company can also affect consumer attitudes to a company. The ultimate bottom line for any business must also be adjusted for impacts on human and social capital. In the case of human capital, we must account for knowledge and skills developed or lost. In the case of social capital, the focus might be on the levels of resilience, mutuality and trust in communities, be they villages, mega-cities or world regions.
Financial bottom line numbers will be covered in other sections in more detail. Use the following boxes to focus upon the environmental and social/community impacts your business will have, how you could measure these, and what action you will take to ensure the company pays attention to these sustainability dimensions. 


YOUR CONTINGENCY PLAN

No matter how hard you try, the plans you have made will probably have to change to face changing circumstances – both inside and outside of your business.  It would be unreasonable to expect every possible combination of circumstance to be catered for in this file but you can start by looking at potential problems that are relatively simple.  The best way to approach this is to ask yourself simple questions about what you would do if ……..?

Scanning your business plan will help you identify some of the areas where you have made assumptions or plans based on current circumstances.  But what if some of those change?  For example what if your transport breaks down?  What if you become ill?  What if you can’t, for whatever reason, meet your sales targets?  This list could go on…..

This section has two main functions:

· It starts you thinking about what you will have to do to cope with these changes in circumstances: and;

· It shows to potential lenders that you have taken a wide perspective in analysing all or your business activities

Don’t spend too long trying to complete this part.  It will be simple enough to come back to it again and again as you revise your business plan.  Try to keep the questions simple and realistic – and try to do likewise with your responses.

Your name:














Business name:














Address:

















Tel no:









































Business Name





Business Background 





PERSONAL AIMS AND OBJECTIVES





BUSINESS AIMS AND OBJECTIVES





























































































































Key People











Name





Address

















Tel No








Date of Birth





National Insurance No





Date				Detail








Job Title








Job Details





Dates		Employer and major responsibilities





Dates		Details (type of training, qualifications awarded etc)











Market size








Existing Competition








Competitors’ Strengths and Weaknesses





Our Strengths and Weaknesses



















































































PRODUCTS/SERVICES





PRODUCT/SERVICE DEVELOPMENT





PRODUCT LINES








Highest Price:








Lowest Price:








Average Price:








My/our proposed selling price:





PRICING YOUR PRODUCTS/SERVICES


(notes on sales volumes/price, variations and constraints)





MARKETING PLAN





PREMISES





EQUIPMENT








What you already own (with value)                         What is still needed (with costs)





LEGAL MATTERS





INSURANCE MATTERS





Notes page (use this page to note how you arrived at the costings on the previous page)





                                 Social/Community Impact


What impact will your company have on the community and society you interact with and are involved with – for example the quality of life or opportunities for local people and residents? Do you have a social and community statement to make?





                                 Environmental Impact 


What impact will what you produce and what you use have on the local environment - is it positive, negative or neutral? Do you have an environmental statement for your company?








PAGE  
1

_1121678042.doc
[image: image1.png]LocalAlchem my

re-inventing local economies







