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Who is this guy?

� Tim Berry
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Business Plan Bashing

� Nobody reads it

� Locks you in

� Just the pitch

� Written in stone

� Poor results

� Not useful
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Business Plan as Teaching Tool

� Comprehensive

� Document

� Manageable
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The Plan-As-You-Go Business Plan

1. New Approach

2. Attitude Adjustment

3. Heart of the plan

4. Flesh and Bones

5. Dressing and growing

6. Planning Process
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ABOUT THIS NEW APPROACH

Section 1
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What’s Different?

Planning, not Just a Plan
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The plan is useless,  but 
planning is essential
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Appropriately Sized Planning
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Separates Plan From Output
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Separates Supporting Information
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Why Is It Better?

Gets Better Business Results
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Faster And Easier
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Assumes Change
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More Realistic

Within the Grasp: Attainable
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The Right Way To Do It
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ATTITUDE ADJUSTMENT

Section 2
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Start Anywhere. Get Going
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Builds Function, Not Form
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Do Only What You Need
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New Approach: Keep it Simple
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©2008 Tim ot hy J.  Ber r y.  All r ight s r eser ved.

Separates Plan from Background
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Inside Out from the Heart
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Planning not Accounting
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Don’t Wait. Get Going. 
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Get Going. Don’t Wait. 
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Like Planning a Trip

THE HEART OF THE PLAN

Section 3

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

The 
Core

Mark e t

Offe ringIdenti ty

The Heart of the Plan
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Your 

Business 
Identity
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Study the Mirror

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

Core Competence
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Your Specific Keys to Success
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SWOT

Strengths Weaknesses

Opportunities Threats

Market Who and Why
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Tell the Story
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Understand Needs & Wants
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Profile Your Ideal Customer
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Target Needs and Wants
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Strategy is Focus
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Pop Quiz
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I don’t know the secret to 

success; but I do know that the 

secret to failure is trying to 

please everybody
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Tough Decisions
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Understand Displacement
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Knobs You Can Turn
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Strategy Is Tailored
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Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity

Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity
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Strategic Positioning
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Divide & Conquer
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LaggardsEarly Adapters Opinion Leaders

Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity
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Build Competitive Advantage

Strategy is Focus

The more 
priorities or 
key points 
included...

The less likelihood 
of 
implementation...

Focus

FLESH AND BONES

Section 4
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Flesh & Bones of the Plan
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�Assumptions

�Review schedule

�Metrics

�Who does what

�When

�How much

Action Plan: What? When?
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Do the Review Schedule First
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Identify Important Assumptions
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Spell Out Assumptions
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Develop Metrics
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Milestones Make a Plan Real
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Align the Strategy to Actions

Copyr ight  2006 Tim ot hy Ber r y All Right s Reser ved

Strategy

Tactic
Tactic

Tactic

Program Program Program

ProgramProgram

Match Tasks to Owners

©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 23

Forecast Your Sales

Sample Sales Forecast
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Forecast From Recent Past
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Expense Budget
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Estimate Payroll
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Startup Plan
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Cash Traps

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

Section 5
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Plan Cash Flow
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CashCashSales 
Forecast

Personnel 
Plan

Profit or Profit or 
Loss

Starting 
Balance

Balance 
Sheet

Standard Income Statement
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Balance Sheet
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Cash Flow Plan
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Collections at 60
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Collections at 90

©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 28

Cash Spent
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Payment Detail
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Cash Received
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Estimating Inventory
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Cash Flow
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Dress It As Needed
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Documents, Presentations, Live
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The Formal Plan Document
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The Pitch Presentation
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The Summary Memo
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Heart – Core – Strategy –

Elevator Speech

Customer 
Story

Our 
Story

What We 
Do

What 
We 

Want
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PLANNING PROCESS

Section 6
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Plan vs. Actual

779

812

33

279

390 (111)

Management and Accountability
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Avoid ‘Crystal Ball and Chain’
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Set Expectations and Follow Up
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Business Plans Are Always Wrong
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… but Vital
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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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http://planasyougo.com
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The Book
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The Software
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Interview
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blog.guykawasaki.com/2007/07/how-to-write-a-.html
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My Blogs
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http://blog.timberry.com

http://upandrunning.entrepreneur.com

My Email

tberry@paloalto.com
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Related Websites

� planasyougo.com

� timberry.com

� www.paloalto.com

� www.bplans.com
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