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Download the Handout

www.timberry.com/presentations
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Who is this guy?

� Tim Berry
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Interview

blog.guykawasaki.com/2007/07/how-to-write-a-.html
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The Blog Post

blog.timberry.com
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WHAT’S DIFFERENT?

The Plan-as-you-go Business Plan
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Review 

Manage

Concrete 
Specifics

Strategy

“The plan is useless. Planning is essential.” 
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Planning, Mapping, 

Management

Form Follows Function
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Separates Plan from Background
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Start Simple. Build Blocks
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Assumes Rapid Change
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Planning Process = 

Accountability

Accountability

Tracking

Metrics
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Builds Accountability
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ESSENTIALS

The Plan-As-You-Go Business Plan
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Strategy is Focus
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Flesh & Bones of the Plan

�Assumptions

�Review schedule

�Metrics

�Who does what

�When

�How much
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Separates Plan from Background

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.

THE HEART OF THE PLAN 

The Plan-As-You-Go Business Plan
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The 
Core

Market

OfferingIdentity
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Tri-cameral Heart of the Plan

The 
Core

Market

OfferingIdentity
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Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity

Heart of the Plan

• Wha t y ou want

• Strengths
• Weak nesses

• Wha t y ou do we l l

• Wha t y ou do bette r

• How a re  y ou d i ffe rent?

Identity

• Your customer, cl ient, ta rget. 

• Who a re  they ? 
• How a re  they  d i ffe rent?

• Wha t do  they  want? Need?

• Wha t do  they  th ink  of y ou?

• How do they  describe  y ou?

Market • Wha t need do you fil l? What 
se rv ice? Wha t bene fi t? 

• Wha t business a re  y ou in?

• How is i t d i ffe rent?

• Why  do they  want it? 

• Why  do they  choose  y ou over 
o the rs?

Offering

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.
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Your Business Identity
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Study the Mirror
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Core Competence
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SWOT

Strengths Weaknesses

Opportunities Threats

Know Your Market
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Profile Your Ideal Customer
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Understand Needs & Wants
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Count, Cut, Divide into Segments
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Needs and Wants
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How Many, Who, Where
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Psychographic Segmentation

Your Business Offering
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A Market Need
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Don’t Kid Yourself
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Solve the Need; Meet the Wants
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Price Matters
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Strategy is Focus
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Build Competitive Advantage
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Your Specific Keys to Success
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Divide & Conquer
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LaggardsEarly Adapters Opinion Leaders

Knobs You Can Turn
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Understand Displacement
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Strategy is Focus

The more 
priorities or 
key points 
included...

The less likelihood 
of 
implementation...

Focus

Tough Decisions

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.
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FLESH AND BONES OF THE 

PLAN

The Plan-As-You-Go Business Plan
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Do the Review Schedule First
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Identify Important Assumptions
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Copyright 2006 
Timothy Berry All 

The Strategy Pyramid

Strategy

Tactic
Tactic

Tactic

Program Program Program

ProgramProgram

Copyright 2006 
Timothy Berry All 

focus in 

Manufacturing 

Segment

Broaden 

Expertise

Marketing

Broaden 

related 

offerings

Knowledge

Support

Develop 

Content 

Website

Newsletter, 

shows, 

magazines

Focus 

knowledge 

support

Link to 

consultant 

interface

Consultant 

support, 

pricing 

Sample Strategy Pyramid 

Example

Develop Metrics
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Match Tasks to Owners
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Stay Specific
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More Art than Science
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Try to Estimate Sales in Units

Sales Forecast
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Sales Forecast

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.



Plan-as-you-go business planning AOM Annual 2008

www.timberry.com 21

Sales Forecast
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Plan Cash Flow
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CashCashSales 
Forecast

Personnel 
Plan

Profit or Profit or 
Loss

Starting 
Balance

Balance 
Sheet

Copyright 2006 Timothy Berry All Rights Reserved
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Copy right 2006 Tim othy  Berry  Al l  Rights  Res erved

Set Expectations and Follow Up
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Managing the Plan

779

812

33

279

390 (111)
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IMPORTANT PRINCIPLES

The Plan-As-You-Go Business Plan
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Get Going. Don’t Wait. 

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.

Planning not Accounting
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Dress It As Needed
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Keep Assumptions on Top

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.

Follow Your Tracks
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Avoid ‘Crystal Ball and Chain’
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Business Plans Are Never Right

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.

… They are Vital Management Tools
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A Good Business Plan is Never Done
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RESOURCES, Q&A, 

DISCUSSION

The Plan-As-You-Go Business Plan
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My Blogs

http://blog.timberry.com

http://upandrunning.entrepreneur.com

©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.



Plan-as-you-go business planning AOM Annual 2008

www.timberry.com 27

Related Websites

� www.timberry.com

� www.paloalto.com

� www.bplans.com
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My Email
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tberry@paloalto.com
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