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provided fo r the user’s convenience. The Federal Gove rnment o r SBA is not responsible for the content, accuracy, rele vance, 
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such links does not constitute or imply an endorsement b y the Federal Gove rnment o r SBA of any organiza tions or company, 
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Where Do You Want to Go? Where Do You Want to Go? 

What are What are 
your goals? your goals? 

A business plan is a strategic A business plan is a strategic 
road maproad map

It tells your story and forecasts your It tells your story and forecasts your 
numbers in your own wordsnumbers in your own words

You need a plan to start a business, You need a plan to start a business, 
raise money and manage growthraise money and manage growth
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You Can Do ThisYou Can Do This Plans ChangePlans Change

A good business plan is never doneA good business plan is never done
Reality comes quicklyReality comes quickly

Expect changesExpect changes
Review it oftenReview it often
Use it or lose itUse it or lose it

The benefit of the plan is planningThe benefit of the plan is planning
Business trackingBusiness tracking
Following upFollowing up

Understand Your SituationUnderstand Your Situation

Strategy

Plan Situation

Develop a SWOT AnalysisDevelop a SWOT Analysis

Strengths

Opportunities

Weaknesses

Threats

• Location

• Reputation
• Chef Paul

• Parking

• Small size
• No separate bar

• Second location

• New menus
• Catering

• New competition

• Shopping mall
• Hotel closures

Know Your MarketKnow Your Market Divide, Prioritize, Focus on Divide, Prioritize, Focus on 
SegmentsSegments

LaggardsEarly Adapters Opinion Leaders
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Market Analysis ChecklistMarket Analysis Checklist

WhoWho’’s already s already 
there?there?
OfferingsOfferings
Are they making Are they making 
money?money?
Strengths and Strengths and 
weaknessesweaknesses

How many How many 
potential?potential?
Where are they?Where are they?
How do you How do you 
reach them?reach them?
MessagesMessages

NeedsNeeds
Pain PointsPain Points
Present Present 
solutionssolutions
AttitudesAttitudes
BenefitsBenefits

CompetitionCompetitionMarketMarketCustomerCustomer

Competitive AnalysisCompetitive Analysis

Keys to SuccessKeys to Success Core CompetencyCore Competency

Apple

= Design

= Online Sales

= Customer Service

Competitive AdvantageCompetitive Advantage

LocationLocation

PricePrice
DesignDesign

Situation Analysis SummarySituation Analysis Summary

SWOTSWOT
Market AnalysisMarket Analysis

SegmentationSegmentation
CompetitionCompetition
PositioningPositioning

Keys to successKeys to success
Core CompetenceCore Competence
Competitive AdvantageCompetitive Advantage
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Set Your StrategySet Your Strategy

SituationPlan

Strategy

Strategy is FocusStrategy is Focus

The more 
priorities or 
key points 
included...

The less likelihood 
of 
implementation...

Strategy is TailoredStrategy is Tailored

Growth Growth 
AdvantageAdvantage
PositioningPositioning
RealityReality

Strategy is Long TermStrategy is Long Term

Better a Better a 
consistently consistently 
applied applied 
mediocre mediocre 
strategy than a strategy than a 
series of series of 
brilliant brilliant 
strategiesstrategies

Strategy is RealisticStrategy is Realistic Strategy Starts with NeedsStrategy Starts with Needs
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Strategy Anticipates Market Strategy Anticipates Market 
DemandDemand

Strategy Recognizes DisplacementStrategy Recognizes Displacement

Strategy ChecklistStrategy Checklist

Is it focusedIs it focused
Is it realistic?Is it realistic?

Competitive advantage?Competitive advantage?
Core competence?Core competence?
Knobs we can turnKnobs we can turn

Can we stick to it? Can we stick to it? 
Is it built on market demand?Is it built on market demand?
Does it understand displacement?Does it understand displacement?

Develop the Plan Develop the Plan 

Situation

Strategy

Plan

Just Tell Your StoryJust Tell Your Story Jump Around the OutlineJump Around the Outline
Executive Summary

Company Description

Product/Service Description

Market Analysis

Strategy/Implementation Summary

Management Team

Financial Plan
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A Bank Loan ExampleA Bank Loan Example

Executive SummaryExecutive Summary

Company DescriptionCompany Description

Product/Service DescriptionProduct/Service Description

Market AnalysisMarket Analysis

Strategy/Implementation SummaryStrategy/Implementation Summary

Management TeamManagement Team

Financial PlanFinancial Plan

• Use of funds
• Repayment plan
• Balance Sheet
• Ownership
• Owner financials

• Use of funds
• Repayment plan
• Balance Sheet
• Ownership
• Owner financials

Plan for
Bank Loan

An Example for InvestmentAn Example for Investment

Executive SummaryExecutive Summary

Company DescriptionCompany Description

Product/Service DescriptionProduct/Service Description

Market AnalysisMarket Analysis

Strategy/Implementation SummaryStrategy/Implementation Summary

Management TeamManagement Team

Financial PlanFinancial Plan

• Investor Offering
• Exit Strategy
• Use of Funds
• Equity Plans
• Valuation

• Investor Offering
• Exit Strategy
• Use of Funds
• Equity Plans
• Valuation

Plan for
Investment

• Competitive Edge• Competitive Edge

• Market Growth• Market Growth

ItIt’’s Your Plan. Tell Your Story.s Your Plan. Tell Your Story.

Executive SummaryExecutive Summary

Company DescriptionCompany Description

Product/Service DescriptionProduct/Service Description

Market AnalysisMarket Analysis

Strategy/Implementation SummaryStrategy/Implementation Summary

Management TeamManagement Team

Financial PlanFinancial Plan

The Standard OutlineThe Standard Outline
Executive Summary

Company Description

Product/Service Description

Market Analysis

Strategy/Implementation Summary

Management Team

Financial Plan

•History
•Ownership
•Start-up Plan
•Start-up Costs
•Location
•Facilities•Target Market

•Market Growth
•Segmentation
•Market Trends
•Market Forecast

•What you sell
•Description
•Benefits
•Features
•Sourcing
•Technology•Marketing Strategy

•Sales Forecast
•Milestones 
•Activities

•Organization 
•Key Team Members
•Management Gaps
•Personnel Plan

•Funding Strategy
•Profit & Loss
•Cash Flow
•Balance Sheet

•Mission
•Vision
•Objectives
•Keys to Success

Tailor the Outline for Your NeedsTailor the Outline for Your Needs

Executive Summary

Company Description

Product/Service Description

Market Analysis

Strategy/Implementation Summary

Management Team

Financial Plan

Specifics are VitalSpecifics are Vital

Start datesStart dates
End datesEnd dates
WhoWho’’s doing its doing it
BudgetBudget
OutcomesOutcomes
MeasurementsMeasurements
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Objectives Must be MeasurableObjectives Must be Measurable

DollarsDollars
UnitsUnits
PercentagePercentage
CallsCalls
PresentationsPresentations
ComplaintsComplaints
TransactionsTransactions
ContactsContacts
MessagesMessages
VolumeVolume

Sample MilestonesSample Milestones

Do the NumbersDo the Numbers

Sales 
Forecast
Sales 

Forecast

Personnel 
Plan

Personnel 
Plan

Profit or 
Loss

Profit or 
Loss

Start-up 
Costs

Start-up 
Costs

Balance 
Sheet

Balance 
Sheet

Past 
Results
Past 

Results

CashCash
““Need to KnowNeed to Know”” FinancialsFinancials

Sales

Liabilities

Capital

Assets

Expenses

COGS

Profit & Loss Also Called IncomeProfit & Loss Also Called Income

Sales

Expenses

Costs of 
Sales

Profit

Balance Balance 

Liabilities

Capital

Assets

Profit
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Assets

Costs of 
Sales

The Cash FlowThe Cash Flow

Sales

Liabilities

CapitalExpenses

Received

Spent

Cash

Assets?

Costs of 
Sales

Sales are not necessarily money Sales are not necessarily money 
receivedreceived

Sales

Liabilities

CapitalExpenses

Received?

Spent

Cash

Assets?

Costs of 
Sales

Costs are not Necessarily Money Costs are not Necessarily Money 
SpentSpent

Sales

Liabilities?

CapitalExpenses

Received

Spent?

Cash

Assets

Costs of 
Sales

Expenses are not Necessarily Money Expenses are not Necessarily Money 
SpentSpent

Sales

Liabilities?

CapitalExpenses

Received?

Spent?

Cash

Profits are not CashProfits are not Cash Profits are not CashProfits are not Cash
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Profits are not CashProfits are not Cash Profits are not CashProfits are not Cash

Forecasting is More Art than Forecasting is More Art than 
ScienceScience

Try to Estimate Sales in UnitsTry to Estimate Sales in Units

Estimate Unit SalesEstimate Unit Sales Add Estimated PricesAdd Estimated Prices
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Jan Feb Mar
Unit Sales
Meals 779 1,053 1,505
Drinks 390 527 753
Other 20 20 20
Total Unit Sales 1,189 1,600 2,278

Unit Prices Jan Feb Mar
Meals $15.00 $15.00 $15.00
Drinks $2.00 $2.00 $2.00
Other $10.00 $10.00 $10.00

Sales
Meals $11,685 $15,795 $22,575
Drinks $780 $1,054 $1,506
Other $200 $200 $200
Total Sales $12,665 $17,049 $24,281

Then Calculate SalesThen Calculate Sales

$11,685

779
x 15.00

Finally, Estimate CostsFinally, Estimate Costs

779

$1,558

2.00

More Art than ScienceMore Art than Science A Simple List of PeopleA Simple List of People

Profit & LossProfit & Loss Business Plans Business Plans vsvs Tax AccountingTax Accounting
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Make it HappenMake it Happen Keep Your Plan AliveKeep Your Plan Alive

779

812

33

279

390 (111)

The The CompleteComplete Planning ProcessPlanning Process

FollowFollow--upup

ActionsActions

ResultsResults

PlanPlan
RealisticRealisticRealistic

SpecificSpecificSpecific

Simple Simple Simple 

More InformationMore Information
(click the links below)(click the links below)

For Additional Assistance:For Additional Assistance:

Sample Business PlansSample Business Plans
Business Plan Basics at Business Plan Basics at SBA.govSBA.gov
Business Plan Advice at Business Plan Advice at HurdleBook.comHurdleBook.com
Small Business AdministrationSmall Business Administration

Small Business Development CentersSmall Business Development Centers

SCORESCORE

Online WomenOnline Women’’s Business Centers Business Center
Small Business Training Netw orkSmall Business Training Netw ork
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•All SBA programs, services and cosponsored activities are extended to the public on a 
nondiscriminatory basis.
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Disclaimers:


