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A simple business plan may not need any appendices at all as everything might be included in the main body of the plan.


A more complicated plan may need additional information.


These may include :


All detailed financial forecasts 





You may also wish to give supporting evidence to your plan.





CV’s of yourself or key people in the business


Market research data


Product literature


Names of committed or target customers





Identify all appendices (eg numerical) and reference them on this page before attaching to the back of the business plan.





This summary should be a brief outline of your whole business proposal.





This should be compiled following the completion of all other pages of the plan.





Remember this is a summary of the plan - do not be tempted to rewrite the business plan.





The summary should be no more than 100 words long.





Highlight the most important points, briefly outlining the following details of your business.





What the business is





How long has the idea been developed





What has happened so far





Who it is aimed at





Where it is located





Who will own the business





Who will manage it





How will it be funded 








Appendices should be attached to the back of the plan and listed in order on Page 16.











In this section introduce your business and explain the background to your business idea :





How long have you been developing the idea?


What experience do you have related to your business idea?


What have you done about it so far?


Where do you want to go from here and what do you want to achieve? 








Explain in simple terms what your product or service is. 


Provide sufficient detail to enable one who has little knowledge of this type of business, to understand the basis of your business.


Be careful not to use jargon words or technical terms.





Highlight the most important points :





Product/Service


What will make your product or service stand out from the rest?


What advantages or benefits do your customers gain?


What disadvantages or weak points will the product or service have?








Include any background information relevant to the products or services





Explain any unusual features of the business i.e. Special regulations








In this section give a short personal and business background, indicating your qualifications, training and experience that is relevant to the proposed business.





Include your current curriculum vitae (if available) at the back of this plan and add to the list of appendices on Page 16.





Employee Details





Where appropriate, give the background and experience of key people or employees involved in the business.


This can include family members that may be assisting with your business








Emphasise your strengths (and your team’s) and recognise any weaknesses.





This section helps to firmly identify the customers or market you will be selling to or dealing with. You must be able to show there is a demand for your product or service and that customers will want to buy from you.





Analyse each segment of the market you plan to target, for example local customers or a particular age group.





It will be essential to conduct market research in order to identify and analyse your targets.


Your market research should include the answers to the following questions : -





Who are your potential customers?





How many are there?





Where are they located?





What are their reasons for buying?





When do they buy?





How much will they pay?





Is each segment growing or declining?





What is your evidence for this?





What market research has been carried out?








Give details of customers you have already lined up or secured and list your record of success to date.











It is important to identify and be aware of your competition. Unless there is a viable market and you know how to beat the competition, your business will be vulnerable.


You must demonstrate that you have done the market research needed to verify what you state in the plan.





Who are your competitors?





How many are there?





Where are they?





List your competitors : Include details of the following in your list





How long have they been in business?





What products/service do they provide?





What is their location?





What are their strengths and weaknesses








State why anyone should buy from you and not from your competition.





What is your Unique Selling Point (USP) or competitive advantage?








S – strengths    W – weaknesses    O – Opportunities    T - Threats





SWOT Analysis is an effective method of identifying your Strengths and Weaknesses, and to examine the Opportunities and Threats you face.





Once your research is complete, carry out a SWOT Analysis and list the answers to the following questions :





Strengths





What are your advantages?


What do you do well?





Weaknesses





What could be improved?


What is done badly?


What should be avoided?





Opportunities





Where are the good prospects facing you?


What are the current and changing trends?





Threats





What obstacles to you face?





What action could you take to increase your strengths and opportunities and decrease your weaknesses and threats?





Compare your strengths and weaknesses to those of your competitors.





Knowledge of marketing is essential to retain regular flow of sales and work.


Having completed your market research you should have an understanding of your market, key trends and your competitors.


The main points of marketing to consider are : -





Target markets


Who are your customers?


Product


What are the most important elements of your product and service?


Price


How should you price your product?


Place


Where should you sell your product?


Promotion


How will you let customers know about your product or service?


Consider your target markets. Use several key questions i.e.





Which types of customers are most likely to buy your products?


Where are they located?


How will your product or service meet your customer’s needs?


What are their reasons for buying?


How much do they normally spend?


Where do they buy from at the moment?


Who makes the decisions?


Promotion





How are you going to tell potential customers that you have a product/service


for them to buy?


What will advertising cost during the first year?


Why did you select these methods?


How will you measure the success or failure of your advertising?








Having done thorough market research on your potential customers and competitors you should have reached a conclusion on the market price for your product or service.


The three basic questions you must ask yourself are, in order of importance :





What is the product or service going to be worth to your customers?





What is the cost to you of producing/providing this product/service?





What prices are your competitors charging?





Then state :





What are the estimated selling price(s) of your goods/services?





How have you arrived at your selling price(s)?





Do you have a deliberate pricing policy?





What pricing strategy will you use?








Remember, it is far easier to reduce prices than to raise them. Low prices often go hand-in-hand with poor quality and poor service.


Is this the image you want to create?











OPERATIONS





Explain what facilities the business will have and how production/service will be organised.





Where will the business be located?


What are the advantages/disadvantages of this location?


Will planning permission be required?





What production or service facilities will there be?


Will any special equipment be required?





How many employees will there be?


What will their key roles/responsibilities be?


What training will they need?





Who will your suppliers be?


How have you selected them?





Are there any environmental issues to consider e.g. recycling, disposal of waste, environmentally friendly products?





Will you need to use e-commerce facilities?





What insurance will be required?





Will any trading licences be required?





What banking facilities are required?





What provision for accounting/book-keeping will you use?





What health and safety issues need to be addressed?





When do you need to register with the Inland Revenue/NI contribution and HM Customs and Excise (VAT)?








FINANCIAL FORECASTS





It is now necessary to convert your business plan into financial terms.


A small, simple business may only need to do a sales forecast and a cashflow projection however a larger business would need to prepare a full set of forecasts.


Sales Forecast


A realistic sales forecast forms the basis for all your other figures.


Break the total sales figure down into its components


Cashflow Forecast


The cashflow forecast shows how much money you expect to be flowing in and out of your business and when.





You must show that your business will have access to enough money to survive. However, forecasts must be realistic, do not underestimate how long it takes to become established.





Look at what key factors that affect the cashflow (e.g. volume and timing of sales revenue)





At what stage will your business become cash positive (more cash coming in than going out)?





Profit and Loss (P&L) Forecast


The profit and loss gives a clear indication of how the business will move 


forward.


Calculate the sales you need to breakeven – the level of sales you need to cover all your costs





£ breakeven =   £ fixed costs   x 100


			    % gross margin


	Compare the breakeven level of sales with the sales you are forecasting.


Notes :	Always clearly state the assumptions made when forecasting these 


		financial projections.


Click on our �HYPERLINK "http://www.ribblevalleyenterpriseagency.co.uk/downloads/Financial_Plan_Template.xls"��Financial Plan� section to input and calculate your financial forecasts.








FINANCIAL REQUIREMENTS





The cashflow forecast will show how much finance the business needs, both now and later.


Your assessment of the risks determines whether or not you need to arrange contingency financing.


Financial requirements could include the following :


Equipment


Premises


Working Capital


Training


Say how much finance you will want, when and in what forms (eg you may require a fixed interest loan or an overdraft facility).


State what the finance will be used for. Show how much will be for capital expenditure (eg buying equipment) and how much will be for working capital (financing stock and debtors)





State how the total requirement will be financed. 


This could be :


Own resources 


Family and/or friends


Credit facilities


Bank Loan


Confirm that you will be able to afford it. For example, if you are asking for a loan, will your business generate enough cashflow to make capital and interest payments?





ASSESSING THE RISKS





Look through your business plan, and identify the main areas where something could go wrong.


Could you face technical problems in developing your product?


What could you do to minimise these risks?


Also consider a range of ‘what if’ scenarios.


Who will manage your business should you be ill?


What if there are no customers or too many customers?


For example, what happens to your cash flow if sales are for instance, 20%


lower, 40% lower or 15% higher than forecast?


	


Assessing your risks and taking preventative action where necessary, before the risk becomes reality, will help minimise problems and disruption to your business.





The risk assessment process will demonstrate forward planning, to any bank or investor.
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