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Internal/External Sales Business Proposal 
Outline
Attach and Route the Business Proposal with the Internal/External Sales Approval Form to: 
Internal/External Sales
295 WBOB
1300 So. 2nd St.
Minneapolis, MN 55454
extsales@umn.edu
Purpose: This form must be completed and attached with the Internal/External Sales Approval Form before engaging in any internal or external sales activity.  The purpose of this form is capture the essential information related to the pending business activity with internal and/or external customers, identify potential risks, and secure necessary approvals before the activity begins. 
While each question will not necessarily be directly addressed in the proposal, the questions are designed to indicate the level of detail required.  
	A. General Business Considerations

	1. Business Description

	
	a. Describe the department and its activities at the University.

	
	     


	
	b. Describe the proposed activity.

	
	     


	
	c. How does the activity relate to the department and University mission?

	
	     


	
	d. Who in the department will be responsible for the activity?

	
	     


	
	e. What is the anticipated start date and duration of the activity?

	
	     


	2. Equipment and supplies to conduct business

	
	 FORMCHECKBOX 
 Office Space
 FORMCHECKBOX 
 Phone/Fax
 FORMCHECKBOX 
 Computer and software
 FORMCHECKBOX 
 Packing boxes, material, and mailing labels
 FORMCHECKBOX 
 UPS systems or other type of postage systems
 FORMCHECKBOX 
 Other items:      

	
	
	

	B. Sales/Marketing Considerations

	1. Customers: Consider target customers and potential volume.  List targeted customers in order of relative cost and ease of reach.  With each increasing level, the cost associated with selling will generally increase.

	
	     


	2. Marketing Tactics: Consider how you will reach your customers

	
	 FORMCHECKBOX 
 Web site and email marketing to current customer list or expanded list 
 FORMCHECKBOX 
 Booth at conventions or association meetings 
 FORMCHECKBOX 
 Direct mail to current customer list or a more expanded list
 FORMCHECKBOX 
 Banner ads on sites related to product 
 FORMCHECKBOX 
 Advertising in Journals or other publications


	
	Further considerations for marketing include:

	
	a. What will be your original budget?

	
	     


	
	b. Do you anticipate an eventual change in this budget?  If so, how and when?

	
	     


	
	c. Who will be responsible for coordinating the efforts?

	
	     


	3. Competitors

	
	Are any other firms selling these products (either internal, University departments, or external)?

	
	a. Who are they? 

	
	     


	
	b. How are they structured?

	
	     


	
	c. What are their prices?

	
	     


	
	d. How do you compare to them?

	
	     


	
	e. How will you be competitive?

	
	     


	4. Sales Structure

	
	a. Is the current level or projected level profitable?

	
	     


	
	b. Is the nature of the product a one-time buy?  Or will they need to purchase another to upgrade in the future? 

	
	     


	
	c. What will the licensing arrangement be?  One per computer?

	
	     


	
	d. How will you handle networked computer lab?  One license per lab?

	
	     


	
	e. Consider logo, copyright issues

	
	     


	
	f. What will be the selling cycle time?  From time order is taken until product is in customer’s hand? 

	
	     


	
	g. Consider the following variables: # employees, order taking system (phone, fax, etc), in sourcing/outsourcing of burning and shipping.

	
	     



	

	C. Order Fulfillment Considerations

	1. Order fulfillment: Evaluate the order process:

	
	 FORMCHECKBOX 
 A lab, or office space available to conduct business 
 FORMCHECKBOX 
 Take orders: credit card system or other payment systems as well as communication systems,       phone, mail, web, or fax 
 FORMCHECKBOX 
 Package 
 FORMCHECKBOX 
 Ship 

	2. Operational Considerations

	
	a. Who will be responsible for managing the accounting?

	
	     


	
	b. What payment types can you accept?

	
	     


	
	c. What accounts will funds run through?

	
	     

	
	d. What is the rate at which you can fill orders, per person, per hour? 

	
	     


	
	e. How will you track customers?

	
	     


	
	f. What will you use for shipping?

	
	     


	
	

	
	

	D. Production Considerations

	
	a. Who will be doing the work involved?

	
	     


	
	b. Can you outsource any of the activities?

	
	     


	
	c. Where will you purchase the supplies? 

	
	     


	
	d. Are there price discounts for large supply orders?

	
	     


	
	e. Can you coordinate with other university departments requiring similar services to share costs?

	
	     


	


	E. Pricing/Cost Issues

	
	a.   How will you determine pricing? Detail product’s cost structure: cost of goods sold, administrative costs, overhead, etc.  

	
	     


	
	b.   What will be your markup?  

	
	     


	
	c.   How will you recover costs? 

	
	     


	
	d. Cost associated with maintaining a web site

	
	     


	
	e. Costs of mail, telephone, and fax orders

	
	     


	
	f. Consider tax issues (UBIT, sales tax)

	
	     


	F. Budgeting and Forecasting

	
	1. Prepare a financial forecast for the current and next three fiscal years.  Detail estimated revenue.

	
	2. Prepare a projection of capital funding needs for expenditures such as equipment
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