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Who is this guy?

� Tim Berry
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Who is this guy?

� Tim Berry

Use My Blogs

http://blog.timberry.com

http://upandrunning.entrepreneur.com

Email Me

tberry@paloalto.com

I’m Talking About

Business Planning

I’m Talking About

Words

Numbers

Charts

Tools



Tim Berry at Notre Dame

www.timberry.com  www.bplans.com   www.paloalto.com 3

I’m Talking About

Business Plan Pro

I’m Talking About

Top 10 Venture Contest Plan Mistakes

Form Follows Function Start Anywhere
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Inside Out from the Heart Business Plans Are Always Wrong…

… They are Vital Management Tools A Real Business Plan is Never Done
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Business Plan Pro Mistakes 10. Getting Help

9. Exporting Too Early 8. Selecting During Print
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7. Misunderstanding Slides, Plan Media 6. Fussing the Formatting

5. Critical Cash Assumptions

Copy right 2006 Timothy Berry  Al l Rights  Reserv ed

4. My Model Your Model etc.

http://www.timberry.com/fm/
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3. Sample Plans 2. Planning vs. Accounting

1. Every Plan is Unique

HANDS ON?

Software as a tool: mechanics, not content

©2007 Palo Alto Software, Inc. Al l rights  reserv ed.
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Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity KNOW YOUR MARKET

Who wants what you sell, why, where and how many are they,?

The Essential Why to Buy Profile Your Ideal Customer
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Know Your Competition Market Forecast

Potential Market vs. Sales Demographic Segmentation
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Geographic Segmentation Psychographic Segmentation

DEFINE BUSINESS IDENTITY

Your Business’  Fundamental Nature: How Are You Different

SWOT

Strengths Weaknesses

Opportunities Threats
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Your Specific Keys to Success Your Core Competence

Focus

Choices, consistency, realism, 
displacement

Enmeshed: Chicken, Egg, and, 

er, Rooster?

The 
Core

Market

StrategyIdentity
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Identify Needs & Wants

Market Needs

Fill Needs. Satisfy Wants.

Market Needs

No, Really, Fill the Need

Market Needs

Strategy is Long Term

Better a consistently 

applied mediocre strategy 

than a series of brilliant 

strategies
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Planning & Paradox

� C onsistency vs

revision

� Growth vs. focus

� Always wrong …

� Never done …

Not All Ideas are Opportunities

Opportunities are Tailored Product-Market Focus

LaggardsEarly Adapters Opinion Leaders
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Positioning: Set Yourself Apart Build Competitive Advantage

Make the Strategic Choices Displacement
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Set the Steps

Steps, Tasks, Owners, Metrics, Accountability, 

Measurement, Money

Business Plans vs Tax Accounting

©2007 Palo Alto Software, Inc. Al l rights  reserv ed.

Financial Model

Sales Sales 
Forecast

Personnel 
Plan

Profit or 
Loss

Start-up 
Costs

Balance 
Sheet

Past 
Results

CashCash

CRITICAL POINTS

Hands-on: sample plans, cash flow

©2007 Palo Alto Software, Inc. Al l rights  reserv ed.
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Cash Flow Plan Concretely and Specifically

Metrics are Measurable Match Tasks to Owners
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Set Expectations and Follow Up Build real, trackable Milestones

… and how to 
avoid them … 

My Top 10 Plan Mistakes

… and how to 
avoid them … 

Top 10 Competition Plan Mistakes
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10: Hockey Stick Forecasts 10: Hockey Stick Forecasts

9: Sweat Equity, unrealistic payroll 9: Sweat Equity
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8: Techno Babble 8: Techno Babble

7: Patents will protect us 7: Patents will protect us
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6: Buried treasure 6: Buried treasure

5: Numbers without charts 5: Numbers without charts
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4: Pollyanna profitability 4: Pollyanna profitability

3: No competition 3: No competition
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2: No investmen t offer 2: No investmen t offer

1: Naïve cash flow … or none at all… 1: Naïve cash flow

Assets

Costs of 

Sales

Sales

Liabilities

CapitalExpenses

Received

Spent

Cash
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