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1. What is a Business Plan (BP)?

[0 The primary value of your BP will be to create a written
outline that evaluates all aspects of the economic
viability of your business venture including a description
and analysis of your business prospects.

[0 BP document can convince the readers that the business
can produce enough revenue to make a satisfactory
profit and therefore attractive as an investment
opportunity.

0 BP should sell the writer/reader on the business:
B Writer: so that you can go out and do it
B Reader: to invest in it




BP concept: The 5W and 1H

What do you want to accomplish?

Why is there an opportunity?

When do you expect to hit your milestones?

Who are you and who will help you in this initiative?
Where will you be in two to three years?

How will you achieve your goals?
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Ask yourself before start...

What’s my Vision?

Can I say it so that anyone understands it?

What about business model?

Do I solve any problem or create any value for customers?
Are we really innovative?

R-W-W check: Is It Real? Can We Win? Is It Worth Doing?
Is my business different from others?

Return On Investment (ROI)?




BP balances...

0 It requires disciplined balance

It’s visionary, but logical and focused.
It's financially perfect, but could be flexible.
It's for today, but also for 3-5 years out.
It’s a formal Plan, but it’s easy to read.
It’s creative, but it follows some rules.




No BP, No money; No money, No

|
[0 The Six Stages of Successful Sources

B FF&A: Friends, Family & Acquaintances
Private angels
Venture capitalists
Corporate investors
Strategic partners
Banks
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Business idea generation:
An eye-catching briefing

0 A presentation (10 mins) should be provided with
B (1) business idea

B (2) rough business model (a clear-illustrated figure)
B (3) brief explanation of the business
B (4) target customers/business opportunity

[0 Practice, make it in 1 minute (so call “a quick presentation in
elevator”, referring The McKinsey’s mind)




2. Business Plan Format

|
You have two options

[0 The Traditional Business Plan
B 7-8 sections
B 20-40 pages with detail financials generally
B More detail: markets, products & technologies

[0 Business Plan Lite
B 3-4 sections
B An extended Executive Summary
H 10-15 pages with simple financials




2. Business Plan Format

[0 The Traditional Business Plan
B 7-8 sections
B 20-40 pages with financials generally
B More detail: markets, products & technologies

* Certainly preferred by sophisticated VCs

* Provides an opportunity to provide clear details
* Brings out the richness of the business idea.

* Details the business and sales models

* Format & Detail will be discussed later




2. Business Plan Format

* A result of the times, to save time is to save money

* Be an excellent writer

* Provide great detail with very well chosen words

* Get your points across succinctly & with clarity.

* Executive summary, The market, The model, and simple
Financial part create the BP Lite

[0 Business Plan Lite
B 3-4 sections
B An extended Executive Summary
B 10-15 pages with critical financial facts




2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

Cover Page

Table of contents
Executive summary
The company

The market

The Product/service
Sales and Promotion
Management team
Financial projections
Supporting materials
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2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

Cover Page Contact name

Contact information
Year, date
Mistake not allowed

i o 1 o R
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2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

[0 Mistake not allowed

Table of contents O Be presentable
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2. Business Plan Format

Traditional Business Plan
]

Several basic elements should appear:

OO0O000000000

Executive summary

OO0000000

Be attractive

Make it in 1 page

Your Idea

Your Markets

Your business model

Your competitive advantages
Your use of the funds
management team briefly
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Why Social Media & Content Marketing Matters

70% of brands have
a presence on Google+
and
50% of companies rate
it "important” to their
business

59% of SEO
Professionals rate blogging
as one of their
top inbound
marketing strategies

76% of the 1.1 bi n +
Facebook Users log in
to Facebook at least
once per day

78% of Internet users duct prod research onli

1 Million Links are shared on Facebook every 20 minutes

Social media has a 100% higher lead-to-close rate than outbound marketmg.
40% of marketers report that Google+ is "useful to critical” for their business.

In the last 2 years, the ber of p 1

v@(‘ﬂ @ﬂqﬁm &ﬂy m = Y?@:ﬂﬂ Em i the Internet via mobile phone is 818 4 million —- N
@gﬁmb{ _ ple @@gﬁyﬂ@ an increase of 60.3 percent.
toeachiother

Social media sites and blogs reach 8 out of 10 of all

- James Farley, CMO Ford US. I users and for 23% of all time
spent online.

During the prior 12 months,

72% of consumers reported having
r ded a local b

by word of mouth

(down from 78% last year),

while 37% did so on Facebook

THE WORD PRO

SOURCES:
‘www.hubspot.com
blog. kissmetrics. com/master-social-customer-acquisition/
market nkedin.com/blog/good-company

(up from 32%).

ow-best-class-marketers-

62% of panies today their ¢
marketing- Interesting content is a top 3 reasons
people follow brands on social media

inbound marketing ($143) is about half the
average for outbound marketing ($373)

= The average cost to generate a lead through
-
B
@

Laura M. Donovan

Vice President of Social Media Services
Laura@TheWordPro.com
www.TheWordPro.com
www.Facebook.com/TheWordPro

linkedin-company-pages-grow-their-business

www.inboundwriter.com/cont that-will-blow-your-mind/#sthash. ZIRcCkmo. dpuf

v.b2bmarketinginsider.col
marketinginstitute.co

25-content-marketing-s
ing/the-cost-of -bad-content
ontent-marketing-infographics/




2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

0 The past and present
[0 Business objectives

O Might be a startup
The company

OO0O000000000




2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

[0 Market description

B Worldwide market size/
scale & trends

B The Business
Opportunity

B Market position

The market 0 Customer needs

B Customer analysis &
their needs

B Value creation for your
products & services

[0 Five forces analysis

OO0O000000000




Pie chart helps to explain

BIGGEST CONTENT MARKETING
CHALLENGE

Producing
. a Varlety of

%f"-@me"f B Producing Engaging Content.... 36%
I Producing Enough Content.......... 21%

Engzrg?gg%%%tem Budget to Produce Content......... 20%

B Lack of C-Level By 11%
B Producing a Variety of Content........ 9%
NO ANSWET..uvmmmsssssse 3%

Figure 13

B2B Content Marketing: 2010 Benchmarks, Budgets and Trends
MarketingProfs /Juntad2




Bar chart helps to explain

$18,000,000
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2009 2010
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Bar chart helps to explain
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Five forces analysis

Barriers to entry
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2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

0 SWOT analysis

B Core competence
B Key Success Factors (KSFs)
m Competitive advantages

0 Identify Market
opportunlty

The Product/service Identify Costs briefly
B Business development

strategy
B Model Business Requirements

OO0O000000000




SWOT analysis

Strengths Weakness
list your: list your:

+ advantages + disadvantages,

+ unique and low-cost limitations

resources + what could you improve
+ factors mean that you + factors lose you sales
“get the sale”

Opportunities Threats
list your: list your:

+ chances to improve + external trouble for the
performance business

+ good opportunities can + obstacles do you face
you spot + what your competitors

are doing




2. Business Plan Format
Traditional Business Plan

|
Several basic elements should appear:

[0 Marketing Plan

B What are the data points to
measure success?

B What is your price positioning
& why?

m What are your primary tactics
in years 1 & 27

What are your primary events
in year 1?

Sales and Promotion m If this is an innovative offering,
how are you going to get
people to use it and get return

B What is you manufacture
strategy if you have?

OO0O000000000
H




2. Business Plan Format

Traditional Business Plan
]

Several basic elements should appear:

Sales and Promotion

OO0O000000000

Ol

O 0O O

Marketing Plan (Cont'd)
B What's your sales model?

B What standard channels will you
use?

m [s there an innovative channel?
B Quality level? CRM support?
Strategic alliances

Media support

Risk factors & protection:
shows you know what could
go wrong and plan to avert it

4Ps/4Cs framework
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2. Business Plan Format

Traditional Business Plan
]

Several basic elements should appear:

OO0O000000000

Management team

O0O00O

Experience counts first.
Brand name also counts.
Dedication counts third.
Ability to rapidly learn.

Too strong ego oriented is
a hegative.




2. Business Plan Format

Traditional Business Plan
]

Several basic elements should appear:

OO0O000000000

Financial projections

O

OO0 0 O

O O

Profit and loss with different
scenario/ periods

Sensitivity analysis
Cash flow
ROI (return on investment)

Balance sheet (if applicable)
B capital costs

B marketing costs

m staff and administrative costs

What are the primary risks?
What's your exit strategy?




Returns on Invested Capital
Consistent Returns Demonstrate Asset Performance, Management Discipline

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 w014

Sogment ROM;
Natural Gas Pipes-KMP 133% 155% 129% 135% H40% 155% 167% 175% 169% 140% 119% 119% 110% 116%™ 1155~
Natural Gas Pipes-EPB 9.5 87
Products Pipelines M6 18 128 129 124 118 118 132 125 134 137 120 121 124 123
Terminats 191 182 177 184 178 169 171 158 155 151 146 143 135 12.1 12
co, 278 245 20 219 238 257 221 218 259 25 257 262 287 266 23
KM Canada - - - - - - - 110 12t 128 137 141 163 148 15

Roturn on investment 123%  127% 126% 134% 136% 143% 144% 141% 149% 139% 135% 135% 136% 11.9%% 115%0

Return on Equity 172% 194% 209% 217% 234% 229% 226% 229% 252% 252% 243% 240% 240% 21.7%m  202%m




ROI - ROI %/Year
s : : Budget . (if 3 years needed
Projection Domestic Foreign  Total (Low/High) Net (pel?:ilt)mﬂ % Sircods
budget)
($24,000)  $1,000 S10 83% 28%
Low 525000 S0 525000 —eor 000) (27,0000 80 0% 0%
($24,000)  $28,000 $280  23.3% 7.8%
Med $50,000  §2,000  §52,000 ($52,000) S0 S0 0% 0%
(524,000)  $81,000 S810 68% 23%

High 3100000 55000 S105000 —ee 000y 653,000 $530  442%  14.7%




2. Business Plan Format
Traditional Business Plan

Several basic elements should appear:

OO0O000000000

Supporting materials

OO0000

O O

Appendix

More useful hard data
Important certificates
Referee’s contact
Important media reports
Any critical publication

Do not provide resumes

Do not include patents
unless it’s critical




Executive

Summary o
Timeline IMli=ston
Statement
Financial Company
planning Background

Business
Plan Product

Operations R
P Description

SWOT Marketing

Analysis . , Plan
'~ompetitor

Analysis
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FIND YOUR BP FRAMEWORK/ SAMPLE VIA INTERNET !
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How to write a BP: from UK government
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Thank you very much




