TIC - NUST Business Plan Template & Supporting Information


Business Plan Template
The business plan consists of a narrative and several financial worksheets. The narrative template is the body of the business plan. It is divided into several sections. Work through the sections in any order that you want, except for the Executive Summary, which should be done last. Skip any sections (s) that do not apply to your type of business. When you are finished writing your first draft, you’ll have a collection of small essays on the various topics of the business plan. Then you’ll want to edit them into a smooth-flowing narrative.
The total document should not exceed 25-30 pages in WORD and a few Excel spreadsheets.  

The real value of creating a business plan is not in having the finished document in hand; rather, the value lies in the process of researching and thinking about your business in a systematic way. The act of planning helps you to think things through thoroughly, study and research if you are not sure of the facts, and look at your ideas critically. It takes time now, but avoids costly, perhaps disastrous, mistakes later.

This following business plan template is a generic model suitable for all types of businesses. However, you should modify it to suit your particular circumstances. In addition wherever it talks about existing company and existing customers, achievements, etc., in case, you are just starting then talk about the proposed company, customers that you will get and milestones that you propose to achieve, etc.
It typically takes several weeks to complete a good plan. Most of that time is spent in research and re-thinking your ideas and assumptions.  But then, that’s the value of the process. So make time to do the job properly. Those who do, never regret the effort. And finally, be sure to keep detailed notes on your sources of information and on the assumptions underlying your financial data.

A Business Plan usually covers the following broad topics (we will show you a detailed template that will expand these topics out further. But please note that IT IS NOT A MUST TO USE THIS TEMPLATE or to cover all the sections, or to use it in exactly the same style or manner.  You will be fine as long as you cover these broad topics):

1 Cover page: Includes the Company name, address, telephone, email and website and the names of all the BODs and team members. If the company is to be formed then mention the information on a proposed basis.
2 Executive Summary: Write this last. It’s just two-three pages of highlights of the rest of the plan.
3 Company Description: This describes the basic current business of the company.  How was the company founded, how has it made money (outline the business model – who pays who?)   List out the customers and what problem do you solve for them.  This section should also discuss your channel strategy (who sells for you – how does your product reach the target customers). Also describe your major achievements so far. If the company is to be formed then mention the information on a proposed basis.
4 Products and/or Services: Describe what you’re selling so far. Focus on customer benefits and why do they buy from you. If your products/services have not been offered in the markets so far then mention the information on a proposed basis.
5 Market Analysis: You need to know your market, customer needs, where they are, how to reach them.  Who are your current customers and why do they buy from you.  Who else solves the same problem?  How are you different from your competitors? If your products/services have not been offered in the markets so far then mention the information on a proposed basis.
6 Strategy: Describe what is the business long-term direction, which markets should a business compete in and what kinds of activities are involved in such markets? (Markets; scope), how can the business perform better than the competition in those markets (Advantage)? What resources (skills, assets, finance, relationships, technical competence, and facilities) are required in order to be able to compete (Resources)? What external, environmental factors affect the businesses' ability to compete (Environment)? What are the values and expectations of those who have power in and around the business (Stakeholders)?
7 Risks and Mitigation Plans: Vulnerabilities of the business, what would make it not work, what will be outside your control? What are your mitigating plans to handle the risks?
8 Operational Summary: For e-commerce, include discussion of website, development, operations, sales and marketing strategies.  For non web-related business it is the discussion of what you need to run your operations.  Infrastructure, supplier selection processes, delivery processes, accounting methods and practices, auditing, customer management, etc.
9 Management Team: Describe the organization and the key management team members.  Who are the key players and what new players will be needed.
10 Financial Analysis: Make sure to include at the very least your projected Profit and Loss and Cash Flow tables.   You will need to include at least a 3-5 year profit and loss and cash flow statements.
11 Exit Strategy: Future plans e.g. expand by bringing in a strategic partner, merge with another company, sell the company or go for IPO (Initial Public Offer).
Following is a comprehensive template that can be used to write out your business plan.  It is more detailed than what may you want to write, but if you follow this template it will provide a comprehensive framework for thinking through your business.  You may choose to eliminate some sections.  If all sections were thought through and written out it will be a good plan and it will be beneficial to your business.  So we encourage you to be as complete as possible.

But please note that IT IS NOT A MUST TO USE THIS TEMPLATE or to cover all the sections, or to use it in exactly the same style or manner.  However, any BP template that you use or however you develop your plan it would include most of the areas covered in the following template.
LAST WORD:
We see many plans that are written in a hurry and it is very clear that the team did not spend sufficient time researching, thinking through, debating and agreeing on what final words will outline their business plans.  Please note that this process is only to help YOUR COMPANY ACHIEVE ITS GOALS that you are setting.  Please don’t short change yourself.

[Fill in the name of your organization here]

Business Plan
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1 Executive Summary

· Write this section last.
· We suggest that you make it two-three pages covering the same topics as in business plan except a short paragraph on each of the topics.

· Include everything that you would cover in a five-minute interview.
· If you are looking for funding, state clearly how much you want, precisely how you are going to use it, and how the money will make your business more profitable, thereby ensuring repayment.

Please cover the following aspects

1.1 Overview

Briefly explain the fundamentals of your business.
1.2 Market Need:

What problems are you solving or are going to solve?

1.3 Opportunity Size:
"How big is the opportunity, i.e. how big is the target market?" 

1.4 Competition:
"Who are your competitors and how are they attempting to satisfy the need?"

1.5 Our Solution:

“How are your product/services different from the competitors-What is your competitive advantage?”

1.5 Economic Benefit:
"What is the value proposition of your solution or what is the economic benefit of solving that problem? - and can you quantify it?" 

1.6 Current or Potential Customers

“Who are going to be your next ten customers” Identify current and potential customers. Who are/will be the next ten customers for this company? Individuals/Companies, What are their positions? What will they spend?

1.7 Business Model:
"How are you going to make money?"

1.7 Go to Market Strategy:

"How do you go to the market?" - Summarize your sales and marketing plans, and explain why these plans are credible. 

1.8 Our Team:

“Who are the key people behind the venture and what are their credentials? Include all key management people; is there a need to hire other key management people?" - Explain why you and your team are the right people to make the idea work.
1.9 Risks and Mitigation Plans:

Summarise, potential vulnerabilities of the business, what would make it not work and what will be outside your control? What are your mitigation plans for these risks?
1.10 Main achievement so far and future Milestones:
Summarise, the main achievements (if any) so far and give timelines for the major milestones.
1.11 Financials:
"What does the company expect to achieve in sales and profit (before tax) in years 1, 2, 3 and beyond? How much funding is needed (at various stages over the first 3 years)? And what are the uses to which these funds will be applied?
1.12 Exit Strategy
Future plans e.g. expand by bringing in a strategic partner, merge with another company, sell the company or go for IPO (Initial Public Offer).

Please address these issues in your executive summary - and provide appropriate backup material in the body of your business plan and Appendices.

2 Company Information
2.1 Company Description

In this section, provide a detailed description of your business. An excellent question to ask your self is: “What business am I in? “  In answering this question include your products, market and services as well as a thorough description of what makes your business unique.  Remember, however, that as you develop your business plan, you may have to modify this section.

2.1.1 What Business are you in?

What business are you in?
2.1.2 To whom will you Market your Products and/or Services? 
State it briefly here—you will do a more thorough explanation in the Marketing Plan section.

2.1.3 Describe your Industry: 
Is it a growth industry? What changes do you foresee in the industry, short term and long term? How will your company be poised to take advantage of them?

2.1.4 Describe Company Strengths and Core Competencies: 
What factors will ensure success? What do you think your major competitive strengths will be? What background experience, skills, and strengths do your team brings to the table? 
2.1.5 Describe your Business Model

"How do you make money, who pays whom and how and how does the product and or services reach the end customer?"
2.1.6 Describe your achievements so far

Describe the company’s main achievements (if any) so far.
2.1.7 Legal Form of Ownership: 
What type of legal form does your company has or will have i.e. Sole proprietorship, Partnership, Corporation, (Pvt.) Ltd, etc?
2.2 Products and Services

Describe the benefits of your goods and services from your customer’s perspective.  Successful business owners know or at least have an idea of what their customers want or expect from them.  This type of anticipation can be helpful for beating the competition or retaining your competitiveness.

2.2.1 Products and/or Services Details

Describe the main features of your product and/or services. Technical specifications, drawings, photos, sales brochures, and other bulky items belong in Appendices if at all.
2.2.2 Benefits to the Customers:

How your products and/or services will benefit the customer

2.2.3 Competitive Advantage:

What factors give you competitive advantages or disadvantages? Examples include hold on customers or customer base, customer reach or geographic coverage, first mover’s advantage, level of quality, prices or unique or proprietary features, patents, etc.
2.2.4 Pricing/Licenses/Fee Structure:

What are the pricing, fee, or licensing structures of your products or services?

2.3 Marketing Analysis
· Market research - Why?

No matter how good your product and your service, the venture cannot succeed without effective marketing. And this begins with careful, systematic research. It is very dangerous to assume that you already know about your intended market. You need to do market research to make sure you’re on track. Use the business planning process as your opportunity to uncover data and to question your marketing efforts. Your time will be well spent.

· Market research - How?

There are two kinds of market research: primary and secondary.
Secondary research means using published information such as industry profiles, trade journals, newspapers, magazines, census data, and demographic profiles. This type of information is available in public libraries, industry associations, chambers of commerce, from vendors who sell to your industry, and from government agencies.
Start with the Internet and/or your local library. Internet is vast knowledge base that can be easily accessed using the various search engines. Most librarians are pleased to guide you through their business data collection. You will be amazed at what is there. There are more online sources than you could possibly use. Your chamber of commerce has good information on the local area. Trade associations and trade publications often have excellent industry-specific data.
Primary research means gathering your own data. For example, you could do your own traffic count at a proposed location, use the yellow pages to identify competitors, and do surveys or focus-group interviews to learn about consumer preferences.  
Professional market research can be very costly, but there are many books that show small business owners how to do effective research themselves.

In your marketing plan, be as specific as possible; give statistics, numbers, and sources. The marketing plan will be the basis, later on, of the all-important sales projection.

2.3.1 Economics

Facts about your industry:

· What is the total size of your market?
· What percent share of the market will you have? (This is important only if you think you will be a major player in the market.)
· Current demand in target market.
· Trends in target market—growth trends, trends in consumer preferences, and trends in product development.

· Growth potential and opportunity for a business of your size.
· What barriers to entry do you face in entering this market? Some typical barriers are:

· High capital costs

· High production costs

· High marketing costs

· Consumer acceptance and brand recognition

· Training and skills

· Unique technology and patents

· And of course, how will you overcome the barriers?

2.3.2 Products and/or Services
In the Products and/or Services section, you described your products and services as you see them. Now describe them from your customers’ point of view.

· Features and Benefits

List all of your major products or services.
For each product or service:

· Describe the most important features. What is special about it?

· Describe the benefits. That is, what will the product do for the customer?

Note the difference between features and benefits, and think about them. For example, a house that gives shelter and lasts a long time is made with certain materials and to a certain design; those are its features. Its benefits include pride of ownership, financial security, providing for the family, and inclusion in a neighborhood. You build features into your product so that you can sell the benefits.

What after-sale services will you give? Some examples are delivery, warranty, service contracts, support, follow-up, and refund policy.

2.3.3 Customers

Identify your targeted customers, their characteristics, and their geographic locations, otherwise known as their demographics.
The description will be completely different depending on whether you plan to sell to other businesses or directly to consumers. If you sell a consumer product, but sell it through a channel of distributors, wholesalers, and retailers, you must carefully analyze both the end consumer and the middleman businesses to which you sell.

You may have more than one customer group. Identify the most important groups.  Then, for each customer group, construct what is called a demographic profile:

· Age

· Gender

· Location

· Income level

· Social class and occupation

· Education

· Other (specific to your industry)

· Other (specific to your industry)

The point here is that more you know who buys your product smarter you can be to target that person through suitable marketing methods.
For business customers, the demographic factors might be:

· Industry (or portion of an industry)

· Location

· Size of firm

· Quality, technology, and price preferences

· Other (specific to your industry)

· Other (specific to your industry)

Here you will benefit from who in an organization buys your products, why do they buy, what is the budget cycle or approval process that impacts their buying decision.
2.3.4 Competition
Nations compete for the consumer in the global marketplace as do individual business owners.  Advances in technology can send the profit margins of a successful business into a tailspin causing them to plummet overnight or within a few hours.  When considering these and other factors, we can conclude that business is a highly competitive, volatile arena.  Because of this volatility and competitiveness, it is important to know your competitors.

Questions like these can help you:

· Who are your five nearest direct competitors?

· Who are your indirect competitors?

· How are their businesses: steady?  Increasing?  Decreasing?

· What have you learned from their operations?  From their advertising?

· What are their strengths and weaknesses?

· How do their products or services differ from yours?

What products and companies will compete with you?

List your major competitors:
· Names, addresses, website
· Will they compete with you across the board, or just for certain products, certain customers, or in certain locations?

· Will you have important indirect competitors? (For example, video rental stores compete with theaters, although they are different types of businesses.)

· How will your products or services compare with the competition?

Use the Competitive Analysis table below to compare your company with your two most important competitors. In the first column are key competitive factors. Since these vary from one industry to another, you may want to customize the list of factors.

In the column labeled Our Company, state how you honestly think you will stack up in customers' minds. Then check whether you think this factor will be strength or a weakness for you. Sometimes it is hard to analyze our own weaknesses. Try to be very honest here. Better yet, get some disinterested strangers to assess you. This can be a real eye-opener. And remember that you cannot be all things to all people. In fact, trying to be causes many business failures because efforts become scattered and diluted. You want an honest assessment of your firm's strong and weak points.

Now analyze each major competitor. In a few words, state how you think they compare.

In the final column, estimate the importance of each competitive factor to the customer.  1 = critical; 5 = not very important. (Not all of these rows will apply to your business so feel free to delete the ones that are not relevant.
Table 1:  Competitive Analysis

	FACTOR
	Our Company
	Strength
	Weakness
	Competitor A
	Competitor B
	Importance to Customer

	Products
	
	
	
	
	
	

	Price
	
	
	
	
	
	

	Quality
	
	
	
	
	
	

	Selection
	
	
	
	
	
	

	Service
	
	
	
	
	
	

	Reliability
	
	
	
	
	
	

	Stability
	
	
	
	
	
	

	Expertise
	
	
	
	
	
	

	Company Reputation
	
	
	
	
	
	

	Location
	
	
	
	
	
	

	Appearance
	
	
	
	
	
	

	Sales Method
	
	
	
	
	
	

	Credit Policies
	
	
	
	
	
	

	Advertising
	
	
	
	
	
	

	Image
	
	
	
	
	
	


Now, write a short paragraph stating your competitive advantages and disadvantages.

2.3.5 Niche

Now that you have systematically analyzed your industry, your product, your customers, and the competition, you should have a clear picture of where your company fits into the world.
In one short paragraph, define your niche, your unique corner of the market.

3 Strategy & Plans
Describe what is the business long-term direction, which markets should a business compete in and what kinds of activities are involved in such markets? (Markets; scope), how can the business perform better than the competition in those markets (Advantage)? What resources (skills, assets, finance, relationships, technical competence, and facilities) are required in order to be able to compete (Resources)? What external, environmental factors affect the businesses' ability to compete (Environment)? What are the values and expectations of those who have power in and around the business (Stakeholders)?
For each of the areas identified above address the following:
3.1 Overall Strategy
A high level description of the strategy that highlights the key elements. For each element describe the following:
3.1.1 Strategy Elements
Strategy element description

3.1.2 Goals and Objectives: 

Goals are destinations—where you want your business to be. Objectives are progress markers along the way to goal achievement. For example, a goal might be to have a healthy, successful company that is a leader in customer service and that has a loyal customer following. Objectives might be annual sales targets and some specific measures of customer satisfaction.

3.1.3 Tactics.
For each element of the Strategy sub-elements that would be needed to implement the strategy.
3.1.4 Programs
For each tactic, actual initiatives that would aim to achieve the strategy.
3.1.5 Value Proposition 
Summary of overall economic benefits that your product and/or services provides or will provide for the customers
3.1.6 Competitive Edge

The overall differentiated position that you have or will have that gives or will give you edge over the competitors.
3.2 Marketing Strategy

Marketing plays a vital role in successful business ventures.  How well you market your business, along with a few other considerations, will ultimately determine your degree of success or failure.  The key element of a successful marketing plan is to know your customers – their likes, dislikes, expectations.  By identifying these factors, you can develop a marketing strategy that will allow you to arouse and fulfill their needs.

5.4.1 Positioning 

A positioning provides direction or focus to a business or organization. It is a no nonsense statement of how your company is perceived in the minds of your target market. Develop your statement by following the steps below.

· Write down what business you are in.

· Think about and write down who your company serves. Who does your target market represent?

· Brainstorm and write down what it is that your target market needs.

· Make a list of your competitors.

· Write down and explain what makes your business different from your competitors.

· Make a list of the unique benefits that derive from your product or services.

· Use the above information in coming up with your final statement.

Examples of position are as follows:

· Follower versus leader

· Quality versus price

· Innovator versus adaptor

· Customer versus product

· International versus domestic

· Private sector versus government

5.4.2 Pricing Strategy

Your pricing strategy is another marketing technique you can use to improve your overall competitiveness.  Get a feel for the pricing strategy your competitors are using.  That way you can determine if your prices are in line with competitors in your market area and if they are in line with industry averages.

Some of the pricing strategies are:

· Competitive position

· Pricing below competition

· Pricing above competition

· Service costs and pricing (for service businesses only)

· Service components

· Material costs

· Labor costs

· Overhead costs

Establish your pricing strategy by considering the following:

· Explain your method or methods of setting prices. For most small businesses, having the lowest price is not a good policy. It robs you of needed profit margin; customers may not care as much about price as you think; and large competitors can under price you anyway. Usually you will do better to have average prices and compete on quality and service. 

· Does your pricing strategy fit with what was revealed in your competitive analysis?

· Compare your prices with those of the competition. Are they higher, lower, the same? Why?

· How important is price as a competitive factor? Do your intended customers really make their purchase decisions mostly on price?

· What will be your customer service and credit policies?

5.4.3 Promotion Strategy
How you advertise and promote your goods and services may make or break your business.  Having a good product or service and not advertising and promoting are like not having a business at all.  Many business owners operate under the mistaken concept that the business will promote itself, and channel money that should be used for advertising and promotions to other areas of the business.  Advertising and promotions, however, is the lifeline of a business and should be treated as such.

Devise a plan that uses advertising and networking as a means to promote your business.  Develop short, descriptive material that clearly identifies your goods and services, its location and price.  Use catchy phrases to arouse the interest of your readers, listeners or viewers.  Remember the more care and attention you devote to your marketing program, the more successful your business will be.
Things that you need to consider are:
· How will you get the word out to customers?

· Advertising: What media, why, and how often? Why this mix and not some other?

· Have you identified low-cost methods to get the most out of your promotional budget?

· Will you use methods other than paid advertising, such as trade shows, catalogs, dealer incentives, word of mouth (how will you stimulate it?), and network of friends or professionals?

· What image do you want to project? How do you want customers to see you?

· In addition to advertising, what plans do you have for graphic image support? This includes things like logo design, cards and letterhead, brochures, signage, and interior design (if customers come to your place of business).

· Should you have a system to identify repeat customers and then systematically contact them?

· Promotional Budget

· How much will you spend on the items listed above?

5.4.4 Company Location

· Is location of your business important to the kind of business you are doing?

· Is your location important to your customers? If yes, how? Analyze your location criteria as they will affect your customers.
· If customers come to your place of business:

· Is it convenient? Parking? Interior spaces? Not out of the way?

· Is it consistent with your image?

· Is it what customers want and expect?

· Where is the competition located? Is the competition taking advantage of their location?
5.4.5 Distribution Strategy

· How do you sell your products or services?

· Retail

· Direct (mail order, Web, catalog)

· Wholesale

· Your own sales force

· Agents

· Independent representatives

· Bid on contracts

5.4.6 Marketing Programs

· Marketing initiatives that will ensure that all the marketing strategies are implemented

3.3 Sales Strategy

What will be your sales strategy?

3.3.1 Sales Programs

· Sales initiatives that will ensure that all the sales strategies are implemented

3.3.2 Sales Forecast

Now that you have described your products, services, customers, markets, and marketing plans in detail, it’s time to attach some numbers to your plan. Use a sales forecast spreadsheet to prepare a month-by-month projection. The forecast should be based on your historical sales, the marketing and sales strategies that you have just described your market research, and industry data, if available.

You may want to do two forecasts: 1) a "best guess", which is what you really expect, and 2) a "worst case" low estimate that you are confident you can reach no matter what happens.

Remember to keep notes on your research and your assumptions as you build this sales forecast and all subsequent spreadsheets in the plan. This is critical if you are going to present it to funding sources.

3.4 Operational Plan Summary
Explain how the daily operation of the business is to be achieved; things like order & customer management, office expansion and or new location changes, new equipment, new processes, new credit policies, website changes & maintenance, etc.
3.4.1 Order Management and Fulfillment

3.4.2 Customer Management 

3.4.3 Production 

Changes in how and where are your products or services produced?

Changes in your methods of:

· Production techniques and costs

· Quality control

· Customer service

· Inventory control

· Product development
3.4.4 Office Location and Size Changes
Physical requirements:

· Amount of space

· Type of building

· Power and other utilities
3.4.5 Legal Requirements
Describe if there is any legal requirement and how you are going to meet these requirements
3.4.6 Suppliers of Products and Services
Describe the suppliers of products and services that you would need to run your operations
3.4.7 Credit Policies

Describe your credit policies
3.4.8 Internet Marketing Strategy

Describe your Internet marketing strategy.

3.4.9 Website Changes and Maintenance 
Describe your website requirements.
3.5 Management Plan Summary 
Managing a business requires more than just the desire to be your own boss.  It demands dedication, persistence, an ability to make decisions and manage both employees and finances.  Your management plan, along with your marketing and financial management plans, sets the foundation for and facilitates the success of your business.

Like plant and equipment, people are resources – they are the most valuable assets a business has.  You will soon discover that employees and staff will play an important role in the total operation of your business.  Consequently, it’s imperative that you know what skills you possess and those you lack since you will have to hire personnel to supply the skills that you lack.  Additionally, it is imperative that you know how to manage and treat your employees.  Make them a part of the team.  Keep them informed of, and get their feedback regarding, changes.  Employees often have excellent ideas that can lead to new market areas, innovations to existing products or services or new product lines or services that can improve your overall competitiveness.

Your management plan should consider the following:

· Organizational chart showing the management hierarchy and who is responsible for key functions.
· Who will manage the business on a day-to-day basis? What experience do these persons bring to the business? What special or distinctive competencies? Is there a plan for continuation of the business if these people are lost or incapacitated?

· Include position descriptions for key employees. Include resumes of owners and key employees in appendices.

· Include the Professional and Advisory support
· What are your current personnel needs?

· What are your plans for hiring and training personnel?
3.5.1 Professional and Advisory Support

List the following:

· Board of directors

· Management advisory board

· Consultant or consultants

· Mentors and key advisors

3.5.2 Organizational Structure

3.5.3 Management Team

3.5.4 Management Team Gaps (if any)
3.5.5 Personnel Plan

Describe your Plan for the personnel:
List current and expected future employees over the current year and next 3 years (positions and starting months) in the following table; indicate “Full” time status if the employee is paid for more than 30 hours per week; otherwise indicate “Part” time status. Add rows as required.

	
	Title or Role of top executive team members 
	Current

Year 
	Year 1
	Year 2
	Year3

	
	Total employee count
	
	
	
	

	
	
	
	
	
	

	1
	
	
	
	
	

	2
	
	
	
	
	

	3
	
	
	
	
	

	4
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


3.6 Risks and Mitigation Plan
List out new and existing major (ones that have the potential of causing maximum damage) risks and also describe what your risk mitigation plans are.
Note: Risk is a possible event (which may or may not occur) which, if it occurs, negatively impacts your business. Examples are: Your key employees leaving the organization; your business is impacted by Rupee-dollar rate fluctuations; law and order, power availability, internet connectivity, etc

Here are some questions you may ask to identify risks:

· How could the following impact the operations of your company?

· Change in technology

· Change in government regulations

· Change in the economy

· Change in your industry
· Main competitors/new entrants copy your solutions and nullify your competitive advantage.

· Law and order problems
· Pakistan’s Image in the world

· Shortage of skilled manpower

· Your key people decide to leave your company

· Difficulty in getting Visas for serving global clients

· Power, Internet connectivity problems

· Currency fluctuations

· Etc.
3.7 Strategic Alliances

Describe all the alliances that you would be have to be made to implement your strategy. Also describe how you would ensure that these alliances are established and maintained.

3.8 Milestones

Describe in brief how you plan to implement your strategy. Also present a milestone diagram showing all the important milestones that are required to implement your strategy.
3.9 Financial Plan Summary
3.9.1 Important Assumptions

List here all of the assumptions you are making as you build your financial projections, and the basis of the assumption. 

For example:

Assumption: Rent = $1,500 per month; Basis: I need 200 square feet of space and I called several places with space to rent and the average quote I got was for $7.50 per square foot.

	Assumption
	Basis

	1
	

	2
	

	
	

	
	

	N
	


3.9.2 Key Financial Indicators

In the following table, list the key financial indicators for the past two years, current year, and the next 3 years. 

	Financial Projections
	
	
	
	
	
	

	
	2 years ago
	Last year
	Current

Year
	Year 1
	Year 2
	Year 3

	
	
	
	
	
	
	

	Total Revenues
	
	
	
	
	
	

	Gross Profit
	
	
	
	
	
	

	Net Income
	
	
	
	
	
	

	Capital invested
	
	
	
	
	
	

	Working Capital
	
	
	
	
	
	


3.9.3 Projected Profit and Loss and Balance Sheets 
Give detailed sheets, for three years projections, in the appendices from which the above table has been filled.
3.9.4 Projected Cash Flow 
Give detailed sheets, for three years projections, in the appendices.

3.10 Exit Strategy
Future plans e.g. expand by bringing in a strategic partner, merge with another company, sell the company or go for IPO (Initial Public Offer).
4 Appendices

Include details and studies used in your business plan (if needed); for example:

· Awards and acclamations
· Customer’s testimonials.

· Certifications such as ISO 9000, CMMI, etc.

· Detailed financial tables e.g. cash flows, P&L and balance sheet
· Brochures and advertising materials

· Industry studies

· Blueprints and plans

· Maps and photos of location

· Magazine or other articles

· Any other materials needed to support the assumptions in this plan

· Market research studies

· Any other material that may of interest.
Other Tools for Strategy Building (not required for Business Plan)
The following tools may also be used for developing the acceleration strategy:
Ansoff Product-Market Matrix

The Ansoff product-market matrix helps to understand and assess marketing or business development strategy. Any business, or part of a business can choose which strategy to employ, or which mix of strategic options to use. This is one simple way of looking at strategic development options:

	 
	Existing products
	New products

	Existing markets
	Market penetration
	Product development

	New markets
	Market development
	Diversification


Boston Matrix

The Boston matrix model is a tool for assessing existing and development products in terms of their market potential, and thereby implying strategic action for products and services in each category.

	 
	Low market share
	High market share

	Growing market
	Problem child
	(Rising) star

	Mature market
	Dog
	Cash cow


Customer Matrix

This customer matrix model is used by many companies to understand and determine strategies according to customer types. 

	 
	Good products
	Not so good products

	Good customers
	develop and find more customers like these - allocate your best resources to these existing customers and to prospective customers matching this profile
	educate and convert these customers to good products if beneficial to them, failing which, maintain customers via account management

	Not so good customers
	invest cautiously to develop and improve relationship, failing which, maintain customers via account management
	assess feasibility of moving these customers left or up, failing which, withdraw from supplying sensitively


Price/Quality Matrix
	
	
	
	Quality
	

	
	
	High
	Medium
	Low

	
	High
	“Rolls Royce” Strategy
	“We try harder” Strategy
	“Best buy” Strategy

	Price
	Medium
	“Out performs” Strategy
	“Piece of the rock” Strategy
	“Smart shopper” Strategy

	
	Low
	“Feature Packed” Strategy
	“Keeps on ticking” Strategy
	“Bargain hunter” Strategy


PAGE  
2
 TIC - NUST Business Plan Template ver 1
Page 
12/11/2015

