


Revolving Loan Program

Features & Benefits

§ Features
s Great loans at low-interest, affordable rates.
¢ Loans do not require a minimum credit score
s Business assistance services.

s Anyone can have an opportunity to receive a business loan,
regardless of credit, length of operational time or other determining
factors with a traditional business loan.

5§ Benefits

s Offers opportunity for prospective new business owners to establish
commerce




Business Assistance - SBDC

Business Training Classes
Specialty Training

- Restaurant

- Retail

ennifer Butler

Local busine:

- Contact SBDC -



http://www.valleysierrasbdc.com/

Business Plans/marketing plans

Business Plan Development Worksheet

The first steps in creanng your own personal business plan is to outline vour proposed or existing
usiness, and to explan the focus and scope of your business, Then visit each of the pringipal
parts of vour existing business concept of prospective business idea so you have a written record
of where vou are, where vou want to go, and how yvou will get there. The final version of vour
business plan will include a detailed description for each of the following kev areas:

1 Company Overview with product/service description
2 Marketplace Analysis and Strategy

3. Operations, Sales and Development Strategy

4 Start-up Costs and Financial Outcome Projections

{After completing these four sections you will then finish your plan with a cover page, table of
contents and a detmled execulive summary )

This business plan development worksheet wall help guide you through the initial look at your
business. At this early stage you may have very little of the critical information needed to build
a solid business plan, This 1s normal especially if you are new to writing a business plan, Use
your current knowledge and information to answer the questions and complete each section as
best vou can. Gaps and omissions are commaon in the beginning as are NnUMENoUs new qUestons.

In subsequent steps, vou will be investigating, developing, refining, and expanding all of these
areas in greater depth.

Your Company Mame:

Date Estabhished (actual or esimated):
Kev Team Members:

Who 1s preparing this plan:

Date:
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1. Company Overview

This scction 15 to include a general desenption of your business and the key persons volved. 1t should be
4 short story of the “whe, what, where, and when™ of your business. Include information based on the
Tollowing questions/stateinents:

a. What indusiry or business sector 13 vour business m? Compared to what 1 typical within your
indusiry, are you micro, small, average, large, or mega? What are the key aspects that make vour business
special wnigue?

b. What exacily is vour product or service” Carefully describe.

<. What is umique about your productserviee? What are its features and benefits? Do vou have any
proprietary rights to the product/service (for example, lechnology, patents, copvnghts, ete.)?

d, Why is your product/service superior to the competition”

<. How could vour products or services be improved? What resources would vou need to make the
desired improvements?

I What phase 1s vour business in”
O Proventure O Siart-up 0 Existing-weak

O Existing-healthy O Expanzion 0 Selling/Closing

£ How is or will vour company be organized (e g., sole prapriciorship. parinership, corporation.. . )!

. What iz vour current or proposed location{s)? What are the advantages/disadvantages of this
location(s)?

i. List the names, backgrounds, and areas of responsibility for the key members of vour business. (Add
attachiments if necessan)

- 1s there any critical area of your business that needs changing or addressing” Are there any major
1ssues or obstacles to vou starting or continuing your business? List and Explain.
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2, Marketing Analysis and Strategy

This scction dispassionately describes and outlines the indusiry and the markeiplace in which vou wall
compete. You meed to describe and explam how yvour business Is poing to i into the markeiplace. What
dio vow see as ammel needsiopporiuncies) in the mavkelplace and how are vou going o Gl them” How
will vou dilderemiate your praduct or service fom vour competiiors? What unique {cares, henefits, or
capabilities will vou bring to the markeiplace (Compeditive Advantages)? Who are vour cusiomers”
Bevond this section a complete and detail m orvocinz pioq 15 Mghly reconmended before starting vour
husiness.

a. What industry is vour business a part of 7 What trends are important in this industry” How does this
indusiry target and scegment the market”

b What is the market vou intend fo serve” How large is it (bodh geographically. population, and value of
sales)? What is the growth potential? How large is or likely will be vour share of the market in
percentage and‘or dollars ?

<. Whe are vour targeted customers? What needs/problems are vour products or services meeting /solving
Tor them?

d. List live words or phases thal deseribe the kev characieristics of vour tvpical “target market™
customeris};

c. Whal motivates vour ivpical cusiomer’s purchase decisions? (hunger, transporiation, clothing, status,
securily, ele.?)

I What are the key sirengths of vour product/service” Weaknesses?

& Who are vour competitors? List the most direet competitors first, How will you differentiate your
product or service from theirs?

T, How will vour products/services be priced” How does this compare with vour competition” At this
price will vour business produce an adequate profit?

1. What messageis) will capture the attention of and create a response by vour customers? 'What form will
it take? (Mvers, brochures, print advertising, T.V. or radio spots, billboards, elc.)

& 2007-2012 Alliance Small Business Developmenl Center




Business Plans/marketing plans

j. What media channels will vou use to get vour marketing messase out? (Yellow Pages, newspaper,
radio, TV.. mail. Internet, etc.)

k. List all the non-advertising methods vou will use to promote and marked vour business? (networking,
word-of-meouth., direct mail. business cards, ¢1c.)

1. What challenges or obstacles do vou face in marketing vour producis/services?

m. What additional imformation or resources do you nced o create an effective marketing stralcgy?

3. Operations, Sales, and Development Strategy

Operations Plan

This section outhines how you will run your business and deliver value to your customers, Operations is
detined as the processes wsed fo deliver vour products and services to the markeiplace and can include
manulfciuring, ransporiaiion, logistics, travel. printing, consulting. affer-sales service. and so on. In all
likelibood, abour 80% of vour expenses will be for operations, 80% of vour emplovees will be working i
aperations, and 80% of vour tome will be spent worrying about operating problems and opporfunitics.

What are vour hours of eperation? What are vour peak hours and dirvs and vour scasonal periods of
operation/demand ?

Which operations are enitical 1o the success of vour business? Which are secondary?

How will vou produce and deliver vour product/service? What will vou do in-house, and what will vou
purchase {make vs. buy)?

Briefly describe the business related education, experience. andior expertise of cach of vour key team
iembers that will be critical 1o the success of vour busingss.

What will it cost to produce and deliver vour product or service” Estimate fixed costs (plant, equipment,
cic.) and varable costs (labor, matenals, etc.) Esumate only here: This will be covered in greater detal in
the financial section.

@ 2007-2012 Alliance Small Business Development Center
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Sales and Delivery

How will you elose the sale with yoor custonrers? How waill you get paid? How will your

products services peach your customers? Remember, “nothing happens wntil the sale 1s made and the
maney s in the bank. "

‘What product disinbution channels will be used (2.2., on-siie reiniling, direct sales, mail-order,
wholesalers. etc.)

How will vou follow-up and communicate with yvour customers (¢.g.. phone, postal mail, e-mail, ete)?

Haow will vour product or service transactions be handled? (eredit cards, cash, company credit, etc.) Who
will dov the selling {vour own sales people, manufacturing ropresentatives, ole.)?

What are the costs associated with our sales sirategy” Which costs are fixed? Which are variable?

What additienal information/resources do vou need 1o create an effective sales strategy”?

Development Plan

This section #5 3 road map of how you are going to gev from where vou are now to wherg you wani to be
in the fiure. These steps can be as routine as seeuring retadl space, or as crifical as apphang fr and
gefting a patent on key feclinology:

What must be done before vou can introduce vour product or service o the marketplace? What are the
perceived risks and costs”

How long will it take 1o bring vour product or service to market? What is vour imeling to start/expand?

What are the ong-time stari-up and development items needed in vour business (equipment, fixtures,
Turniture, ete )? A separaie and detailed start-up cost worksheet will be developed m section #4.

‘What additional resources/information do vou need to further the development of vour business ?
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4. Financial Plan

Your Financial Plan showld be frossing on the calie 7 I vou have omlined a greod business conce,
demonstrated a real need i the marketplace amd how vou can profitably meet that necd. shown fiow vou
will devielop the business, vou showld now be able o show i detar] how much it will cost to aperate your
business and how moch profit vour eiforis are likely io produce.

Use the attached “start-up costs™ worksheet o develop a detal list of all costs necessary o get vour
business started/expanded up to “day one”{equipment, fixtures, mventory, license, fees, ete.).

Use the attached Excel spreadsheet w develop a detailed projection of future operating revenues and
expenses. This is referred 10 as a “Projecied Profit and Loss Statement™. For a new entrepreneur this is
the most challenging area wo create in a business plan

Do the Ninal numbers in the projected PEL lock atiractive encugh to proceed? Can vou think of ways that
the bottom-line might be improved by mercasing sales or decreasing costs? Do the polential profis
Justify the pereeived financial and personal risks associated with developing vour business idea?

How much cash will vou need 1o start vour business” Where will vour start-updexpansion funds come
Trom {savings, selling an asset, a personal or business loan, mom and dad, venture capital, angel investor,
or.,other?) Are vou fundable to a bank or ouiside mvesior?

What other resources/information do vou need to complete vour linancial plans?
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Key Business Plan & Marketing Plan Elements

Business Plan
Strategic Marketing Plan

Market Research Tactical Markelfing
Competitive Po'::.?c:l:\?r:g 8 Marketing and Fraduct
Strategf Selling Madel Launch
L) D._eﬁn_e\dsion& = Market _ = |dentify and = Prioritize customer = SWOT = Sales and = Time-frame & * Organizational * Finandial model
Mission segmentation profile needs * Unigue Selling channel strategy  milestones structure Coststricie
* Businessmodel * |dentificationof —Primary * Descriptionof Propostion(USP) = Sales force = Potential * R&D and Operations —_Projected
—acquistions, {”seg;‘ems g g’;}gﬁ‘g"’s gfiireg « Marketentry SiR wieatn riskshottlenecks  model At
licenses & i Ters * Pricing strateay strategy *Selesmetrics& = Key success —Degreeofverticd  profitshy
partnerships —Secondary validationtesting _Major barriers incentives factors integration segment
needed = Confirnationof competitors « Brand strat -
egy = Marketing Action -In-housevs.  *Investment
» customer needs (SWOT) —&ternative .
Market entry (voiceofthe shdeains = AdlvariEnG & Plan (MAP) outsource requirements &
strategy 9 =g financing strategy
Customer) _Objectives promation * Human resources
~Major barriers strategy ~
to entry * Critical success Culture &
’ facdars management style
—alternative .
strategies * Businesssysems &
processes

A IR . I . .

Monitor/ Evaluate Results / Revise

Aistrup Consulting ®2010
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Marketing Plan Template

1. Executive Summary (Done Last)

Keep in mind that not everyone will read every page of your marketing plan. Your executive summary
should highlight the most important parts. It's an overview of your marketing plan.

As you go through the process of writing your plan you will refine your ideas and develop new strategies.
By writing the executive summary at the very last you will be able to provide a holistic overview of your
marketing plan.

It is recommended that you include the following points in your executive summary:

» Brief description of products or services

= Define target market

Competitive advantage

You need to tailor your offer so that your target customers believe that it is superior to what is offered by
your - this is your

Competitive advantage can come from any element of your marketing mix - creating a superior product,
more attractive designs, better service, more effective distribution or better advertising.

Competitive advantage comes down to ing what your values, delivering it and doing it
better than your competitor.

Positioning statement
Positioning is the way your product or service is defined by consumers. For example a consumer would
describe a Ferrari as a prestige, high performance sports car. This perception by the consumer is due to a
strategy developed by Ferrari to position itself in the prestige segment of the car market with a competitive
advantage based on high performance and exclusivity.

After you have worked on the rest of your marketing strategy you will know where your business is
positioned in your market and how you are different to your competitors.
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