NTrobucTion

TeémMPLaTe 1

Exactly what is the business plan for?

Write down why you are writing this business plan. It is important that you have a clear reason. Ensure that you refer to this
reason as you complete your plan:




cHaPTer 1-Your business profile

TempPLaTe 2

Executive summary: what is the purpose of your business?

Briefly outline the history of your business:

Objectives (where do you want to be in five years?):




cHaPTer 1-Your business profile

TempLaTe 3

What key products are you going to offer?

List the major requirements you’ll have to comply with, or apply for:

Where will the business be located?

Indicate key people or organisations prepared to help you:




cHaPTer 1-Your business profile

TempLaTe 4

How big is your market? Outline the potential demand:

Describe the major targets your business will be aiming for:

What major trends will impact on your business?




cHaPTer 1-Your business profile

TeémepLaTe 5

What have you achieved so far?

List your achievements to date. If you have not started your business then list what you've done to prepare yourself:

TEMPLATE 6

List the major competition:

What impact will e-commerce have on your business?

Mention any other topics not covered above that are likely to have an impact on your business:




cHaPTer 2 — Marketing

TemepLaTe 7

Customer feedback

Outline how you intend to collect information from your customers:

TemprpLaTe 8

Critical success factors

What are the critical success factors for your business?

Key ratios

What are the key ratios in your business?




cHaPTer 2 — Marketing

TempeLaTe 9

Your best customers

Who are your best customers (80/20 rule)?

Strategic impact

What else may impact strategically on your business?




cHaPTer 2 — Marketing

TempepLaTe 10

Market analysis
Threats:

Opportunities:

Trends:




cHaPTer 2 — Marketing

TempLaTe M

Market analysis

How is your customer base changing?

What are your competitors currently doing?

From the above information, what in your business do you think you should change strategically?




cHaPTer 2 — Marketing

TeémPePLaTe 12

Note: This worksheet should be photocopied so that you can fill out this section for each of the targets you have selected.
If you have five targets, then you’ll be repeating this worksheet five times.

1. Select one target for the next 12 months. Describe the target in as much detail as possible:

2. Are you going to change any of the following for the selected target? If you are, then state what you intend to do:

Price?

Product or service?

How will you distribute?

3. List the promotional activities you'll use to attract the target described:

4. Estimate the total cost of the ideas generated in Point 3 above. Is this amount of money feasible? Can you still make a profit?




cHaPTer 2 — Marketing

TempeLaTe 13

Tactical marketing plan timeline

List all your promotional ideas:

Place an an X in the month when you intend to run the specific promotion

Jan

Feb

Mar

Apr

May

June

July

Aug

Sept

Oct

Nov

Dec

TemeLaTe 14

Your competitive advantages

What are your key competitive advantages? List as many reasons as you can why you are better than your competition:




cHapTer 3— Choosing your team

TempLaTe 15

Creating a job description

Job title:

Immediate superior (person to whom reporting):

Responsible for:

Brief description of job:

Major job objectives:

Key tasks:

Resources required to achieve key tasks:




cHapter 3— Choosing your team

TempeLaTe 16

Creating a person specification

1. Physical requirements:

2. Qualifications—level of education and experience:

3. Special aptitudes—numeracy, literacy and computer skills, etc:

4. Personal characteristics—communication and people skills, etc:

5. Specific circumstances—able to travel, etc:




cHapTer 3— Choosing your team

TemepLaTe 17

Application form

Personal information

Position applied for: Date:
Full name:
Address:
Contact details: Phone:
Fax:
Email:

Previous experience
Start with your current or last position

1. Job title:

Name of company:

Contact person:

From:

Key Tasks:

Previous experience (2)

2. Job title:

Name of company:

Contact person:

From:

Key Tasks:

Previous experience (3)

3. Job title:

Name of company:

Contact person:

From:

Key Tasks:




cHapTer 3— Choosing your team

TempPLaTe 18

Performance appraisal (PA)

PA completed?
Staff member: Date of PA Results of PA

yes/no

Action taken as result of Performance Appraisal:

Performance appraisal (PA)

PA completed?

Staff member: Date of PA Results of PA
yes/no
Action taken as result of Performance Appraisal:
Performance appraisal (PA)
PA completed?
Staff member: Date of PA Results of PA
yes/no

Action taken as result of Performance Appraisal:




cHaprTer 4 — Finance

TemPLaTe 19A

Profit and Loss Forecast: One-year forecast Note: GST exclusive

Year ended: l ‘
Pessimistic Realistic Optimistic
% of Sales | % of Sales % of Sales
SALES REVENUE
Cash sales
Credit sales

Other revenue

(A) Total revenue

LESS Direct cost of sales

Stock/raw materials

Direct wages

Commissions paid

Other direct costs

(B) Total direct cost of sales

(C) GROSS PROFIT (A-B)

LESS Overhead expenses

Selling expenses

Promotions

Freight

Royalties

Commissions

Other selling expenses

(D) Total selling expenses

Administration expenses

Depreciation

Insurance

Lease costs

Power

Rent/Rates

Repairs and maintenance

Salaries

Stationery

Sundries

Telephone

Travel

Vehicle expenses

Other admin expenses

E) Total admin expenses

Financial expenses

Bank charges

Interest

(F) Total financial expenses

(G) Total expenses (D+E+F)

NET PROFIT before Tax (C-G)

Less Tax

NET PROFIT AFTER TAX




cHaprTer 4 — Finance

TemprpLaTe 198

Profit and Loss Forecast: Realistic one-year forecast by month Note: GST exclusive

Yearended:l ‘
Note: Most financial years start in April; adjust if necessary
SALES REVENUE Apr | May| Jun | Jul | Aug| Sep | Oct | Nov| Dec| Jan | Feb | Mar Total Year
Cash sales
Credit sales

Other revenue

(A) Total revenue

LESS Direct cost of sales

Stock/raw materials

Direct wages

Commissions paid

Other direct costs

(B) Total direct cost of sales

(C) GROSS PROFIT (A-B)

LESS Overhead expenses

Selling expenses

Promotions

Freight

Royalties

Commissions

Other selling expenses

(D) Total selling expenses

Administration expenses

Depreciation

Insurance

Lease costs

Power

Rent/Rates

Repairs and maintenance

Salaries

Stationery

Sundries

Telephone

Travel

Vehicle expenses

Other admin expenses

E) Total admin expenses

Financial expenses

Bank charges

Interest

(F) Total financial expenses

(G) Total expenses (D+E+F)

NET PROFIT before Tax (C-G)

Less Tax

NET PROFIT AFTER TAX




cHaprTer 4 — Finance

TempLaTe 20

Profit and Loss Forecast: Three-year forecast Note: GST exclusive

Year ended: l ‘
Pessimistic Realistic Optimistic
% of Sales | % of Sales % of Sales
SALES REVENUE
Cash sales
Credit sales

Other revenue

(A) Total revenue

LESS Direct cost of sales

Stock/raw materials

Direct wages

Commissions paid

Other direct costs

(B) Total direct cost of sales

(C) GROSS PROFIT (A-B)

LESS Overhead expenses

Selling expenses

Promotions

Freight

Royalties

Commissions

Other selling expenses

(D) Total selling expenses

Administration expenses

Depreciation

Insurance

Lease costs

Power

Rent/Rates

Repairs and maintenance

Salaries

Stationery

Sundries

Telephone

Travel

Vehicle expenses

Other admin expenses

E) Total admin expenses

Financial expenses

Bank charges

Interest

(F) Total financial expenses

(G) Total expenses (D+E+F)

NET PROFIT before Tax (C-G)

Less Tax

NET PROFIT AFTER TAX




cHaprTer 4 — Finance

TempeLaTe 21

Cashflow forecast: One-year forecast Note: GST inclusive
Year ended : | ‘ D Optimistic D Realistic D Pessimistic  (tick one)

Use the projections from your one-year Profit Forecast, but adjust the figures to identify the specific months when the cash is expected
to be received or paid. Adjust for GST if required by adding GST to all figures that attract GST and entering your forecast GST returns.

Cash Receipts Apr | May [Jun |Jul | Aug |Sep | Oct | Nov | Dec |Jan |Feb | Mar | TotalYear

Cash Sales

Cash received from debtors

Other revenue

Capital injections

Loans received

Tax refunds

Other cash received

(A) Total Cash Receipts

Less Cash Payments

Stock/raw materials

Direct wages

Commissions paid

Other direct costs

Promotions

Freight

Royalties

Insurance

Lease costs

Power

Rent/Rates

Repairs and maintenance

Salaries

Stationery

Sundries

Telephone

Travel

Vehicle expenses

Other admin expenses

Bank charges

Internet

Drawings

Purchase of Fixed Assets

Repayment of loans

GST payments

Income tax payments

Other

(B) Total Cash Payments

(C) Net Cashflow (A-B)

(D) Opening Bank Balance

CLOSING BANK BALANCE (D+C)




cHaprTer 4— Finance

TempeLaTe 22

Break-even calculations:

To calculate the necessary level of sales for your business, use the information developed in your Profit and Loss Forecast (Template 20).

A. Sales last year IE ‘

B. Gross Profit last year IB ‘

C. Gross Profit percentage | % |

D. Total fixed expenses B ‘

E. Desired profit B ‘
(if not already included as owner’s wages in fixed expenses)

F. Required sales level l S ‘ D + E divided by C%

G. Required sales level - units per year l Units ‘ F divided by average unit price
(divide by 52 for weekly)

An example:

Let’s presume your sales total last year was $180,000, and your gross profit was $90,000. Your gross profit percentage was 50%. This
year your fixed expenses are expected to be $60,000 and you are seeking a profit of $50,000. Your average price is $10.

Step1. Work out your Gross Profit percentage

Divide your Gross Profit $90,000
by your Sales —and then multiply by 100 $180,000
Gross Profit percentage 50%

Step 2. Fixed overheads

Add fixed expense costs $60,000
and your desired profit $50,000
Minimum needed $110,000

Step 3. Now you can work out the target sales figure

Minimum needed to cover fixed overheads $110,000
Divided by Gross Profit percentage 50%
Required sales level $220,000

Step 4. Finally, you can work out how many units you must sell

Target sales $220,000
Divided by average unit cost 10%
Number of units per year (required sales level) 22,000

(Note: you can leave out the profit estimate if you want a true break even).



cHapter 5 — Using e-commerce

TempPLaTe 23

Email and databases

Outline how you use email and your customer databases in your business:

TempeLaTe 24

Using the Internet

Outline here how your business uses the Internet to become more efficient, to research markets, to order products and services, to
source information and to reduce costs:




cHapter 5 — Using e-commerce

TempLaTe 25

Permission marketing

Describe here how you use e-commerce to develop permission marketing in your business:

TemprPLaTe 26

Your web site

Describe here the functionality and purpose of your web site:

TempPLaTe 27

B2B e-commerce

Describe how your business uses e-commerce to do business with other businesses:




cHapter 5 — Using e-commerce

TempLaTe 28

B2C e-commerce

Describe how your business uses e-commerce to do business with the end customer:

TempeLaTe 29

B2G e-commerce

How does your business use e-commerce to work with national or local government?

TempLaTe 30

Other e-commerce uses

Outline here any other ways not previously covered that your business uses e-commerce:




CHaPTer 6 — Innovation

TempLaTe 31

Encouraging employee innovation

Outline here how you encourage employees to innovate in your business:

TempeLaTe 32

Developing a culture of innovation

What are you doing to encourage a culture of innovation in your business?

TemepLaTe 33

Innovation training

What are you planning to do to ensure that you and your staff can continue to upskill in innovative practices and be exposed to
new ideas?




cHapTer 7— Raising investment funds

TempPLaTe 34

Raising outside investment

If you're looking to raise outside investment for your business, where do you expect these funds to come from? If necessary, list
multiple sources (for example, cashflow, the bank, a corporate investor):

TemepLaTe 35

Your key barriers

What do you think are the key barriers faced by other businesses that might wish to compete against you?

TempLaTe 36

Market size

What is the size of your market in New Zealand dollars?

TempreLaTe 37

Identifying key contacts

List here the key people you can contact for assistance. Include their experience, qualifications, history and the relationship they
have with you:




cHapTer 7— Raising investment funds

TempLaTe 38

Exit strategy

Outline how you believe an investor will be able to exit from an investment in your business:

TempeLaTe 39

Intellectual Property Protection

Describe all the intellectual property protection you have in place for your business:

TemprpLaTe 40

Structuring the deal

Outline how you believe you will structure the deal for any potential investor. Include here also how much your business is worth,
and what percentage of your business you intend to sell (if you're looking for investment capital):




CcHarTer 8 — Exporting

TempLaTe 41

Dealing with your customers

How do you intend to deal with people located in another country? By phone? By visiting? By a physical office? By employing staff
overseas?

TempreLaTe 42

Possible product or services changes

What would you have to change in your product or service to meet the needs of an overseas market?

TempLaTe 43

Coping with a different culture
How will you cope with possible culture and language difficulties?




cHarTer 8 — Exporting

TempLaTe 44

Market development costs

How do you intend to assess the costs of researching and staying in an overseas market?

TempreLaTe 45

Targeted overseas markets

What country or countries have you targeted for export?

What types of people or businesses are you targeting in these countries?




cHarTer 8 — Exporting

TemprpLaTe 46

Contacts and sources of assistance

List here all your existing export contacts and sources of assistance that have helped you so far:

TempreLaTe 47

Distributing

Outline how you intend to distribute your products or services in your targeted country:

TempPLaTe 48

Branding issues

What brand will you market under in your international markets? Explain why this is suitable:




cHarTer 8 — Exporting

TemprpLaTe 49

Promoting overseas

How do you intend to promote your business in your targeted international market?

TemeLaTe 50

Assessing possible price changes

Do you intend to price your products or services differently internationally? If so, how and why?

TempLaTe 51

Transport issues

How do you intend to transport your products to reach your markets on time?




cHapTer 9 — Manufacturing

TempPLaTe 52

Plant requirements

List here your plant requirements:

TemepLaTe 53

Raw materials

What raw materials and stock are required?




cHaPTer 10 — Planning for the future

TemPpPLaTe 54

Long-range Planning — Time frame: 3 - 5 years

Your Goals and Objectives Comments

A

m| Ol N| @

Medium-term Planning — Time frame: 2 - 3 years

Your Goals and Objectives Comments

A

m| Ol N| @

Short-term Planning — Time frame: within 12 months

Your Goals and Objectives Comments

A

m| Ol N| @




