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Summary
• Understand what a business plan is and what is its
importance in a social entrepreneurship/innovation
context
• Have a close overview about the standard structure of a
business plan and what requirements it must fulfil.
• Have a close overview about how to present a business
plan
• Gain competences to develop, present and discuss a
business plan
• Discuss the key Marketing concepts necessary to build a
Marketing Plan (within the business plan)

Business Plan
A written summary of:
• An entrepreneur’s proposed business venture
• Its operational and financial details
• Its marketing opportunities and strategy
• Its managers’ skills and abilities

Purpose of a Business Plan
• Further evaluate feasibility of business concept
• Serve as an operating guide for
implementation of the business
• Attract investors
• Attract potential business partners and key
employees
• Attract potential customers and suppliers
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Purpose of a Business Plan
• Building a business plan does not guarantee
success, but it does increase the chances of
business success.
• A plan is like a road map that serves as a guide
on a journey through unfamiliar, harsh, and
dangerous territory. Don’t attempt the trip
without a map!

Key Elements of a Business Plan
• Executive Summary
• Mission Statement
• Business and Industry Profile
• Business Strategy and Business Model
• Description of Products/Services

Key Elements of a Business Plan
• Marketing Strategy
• Competitor Analysis
• Description of Management Team
• Plan of Operation
• Forecasted Financial Statements
• Funding Requirements

Strategic Management Overview
C. Input
Current
State

D. Throughput
Strategic
Implementation

Annual Strategic
Review and Update

A. Output
Future
State

Change Management

5. Current State
Assessment and
Business Planning

Parallel Process
with Key
Stakeholders
2. Strategic Planning:
Vision, Mission,
Values

4. Objective
Development

B. Feedback
3.Strategic Priority

(Jamila Aman UFT FEB 18, 2009)

Business Plan ≠ Business Model

Traditional Business Model

Social Business Model
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Guidelines for Preparing a Business
Plan
Remember:
• No one can create your plan for you.
• Potential lenders/investors want to see financial
projections, but they are much more interested
in the strategies for reaching those projections.
• Show how you plan to set your business apart
from competitors; don't fall into the “me too”
trap.
• Identify your target market, and offer evidence
that customers for your product or service exist.

Guidelines for Preparing a Business
Plan
• Make your plan visually appealing and provide an
attractive cover. (First impressions are crucial.)
• Rid your plan of all spelling and grammatical
errors.
• Include a table of contents to allow readers to
navigate your plan easily.
• Make it interesting and never boring.
• In addition to be simple and clear, a business plan
must also be persuasive

Guidelines for Preparing a Business
Plan
• Your plan must prove that the business will make
money (not necessarily immediately, but in due
course).
• Use spreadsheets to generate financial forecasts.
• Always include cash flow projections.
• Keep your plan “crisp” – between 25 and 50
pages long.
• Your plan should be inspirational and positive,
but not full of empty promises
• Tell the truth – always.

Features vs. Benefits
• Feature – a descriptive fact about a product or
service (“an ergonomical design, more
comfortable handle”).
• Benefit – what a customer gains from the
product or service feature (“fewer problems
with carpal tunnel syndrome and increased
productivity”).

Your Plan Must Pass Three Tests
Reality Test

Competitive Test

Value Test

• A market really does exist for your
product or service?
• You can actually build or provide it for
the cost estimates in the plan?
• A company’s position relative to its
customers.
• Management’s ability to create a
company that will gain an edge over its
rivals
• A venture offers investors or lenders an
attractive rate of return or a high
probability of repayment

Business Plans for Social Innovation
and Social Entrepreneurship

A social innovation
can appear as a:
Phills et al. (2008)
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Production process
Technology
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piece of legislation
Intervention
Social movement

or some
combination of
them
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Business Plans for Social Innovation
and Social Entrepreneurship
• Social enterprises are nonprofit or for-profit
business ventures that strive to achieve a
quantifiable double bottom line of financial and
social returns. These ventures are financially selfsufficient.
Mission Driven – social impact
Balanced
Quantified

Double Bottom Line
Profitability—financial impact

How does this enterprise serve a
social purpose?
•

•

•
•
•

Health—Does the venture improve the health of your target population?
Does it address a serious disease resulting from lack of nutrition, medical
care, a low standard of living? Is your venture making the community
safer?
Educational—Is your venture helping improve the standard of living for
children? Will participation in your venture open doors of opportunity
and what are these doors? By participating in your venture how will
someone’s life change?
Environment—As a result of your actions, will a vital natural resource be
saved? Why is this natural resource important to our community? How
will your venture improve the environment?
Outcomes—ultimate changes one is trying to make in the world,
cognitive, behavioral, gain in skills, knowledge, etc. These are not outputs
which measure the number of people served.
Rule of thumb—a social purpose makes an unhappy person happier, a
poor person secure a better financial standard of living, an unhealthy
person healthier, etc.

Process and stages of social innovation

Murray, R., Caulier-Grice, J., & Mulgan, G. (2010)

Steps are not always sequential (some innovations jump directly to the
"practice"), and there are feedback loops between them.

Market:
• Clients
• Donors
• Funders

Organization
Capacity
Strategic
FIT

Mission,
Vision & Values

Common elements between Social
Entrepreneurship and Traditional plans
Business plan for a social enterprise will not differ
significantly from a traditional business plan!
• Overall appeal of the plan
• Operational and technological viability
• SE-Feasibility of business model = TradAttractiveness of the market opportunity
• SE-Marketability = Trad-Value created by the new
product or service, Competitive advantage of the
proposed venture

Preparing the Plan
Slide 1: Name of Company and who you are
Slide 2: Mission Statement
ü An abbreviated form of the executive summary. In 1 or 2
sentences, what does your company stand for?
Slide 3: Market
ü Analysis of the size of the potential market as well as its
growth rate.

Preparing the Plan
Slide 4: Pain -- The Market Opportunity
ü Discussion of the pain or the opportunity in the market. Where
is that part of the market broken or inefficient? How does it
create an opportunity for you? Where is a problem that your
business will solve?
ü The best business opportunities are based on the most
compelling needs of the marketplace. This often applies to a
highly fragmented industry or an industry with an inefficient
market chain.
Slide 5: Industry
ü Discussion of the structure of the particular industry that you
are targeting. Who are the buyers and the sellers?
ü Who are the suppliers?
ü What is the market chain of the industry? How would you
diagram it?
ü Is the industry in a growth mode?

Preparing the Plan
Slide 6: Solution
ü What is your solution to the problem or pain in the
marketplace?
ü What is your answer to the disintermediation or the need in the
marketplace?
ü What is your product (functionalities, specifications,
architecture)?
ü How does your product or service benefit the marketplace?
ü Why is your solution unique from others (benchmarking)?
ü Do you have a competitive advantage that can be sustained?
ü Is your solution scalable, allowing it to be implemented on a
large scale?

Preparing the Plan
Slide 7: Marketing Plan
ü An overview of your marketing plan. How are you going to
attract customers? Are there viral marketing possibilities
you can exploit? What unique marketing advantages do
you have? What important alliances can you develop?
Slide 8: Operations Plan and Organization
ü An overview of your operations plan. How are you going to
operate? What and how are you going to produce, to buy,
to assemble? What are the needed resources and
capacities? Overview of the target price and target cost?

Preparing the Plan
Slide 9: Financial Projections
ü Projection of revenues and expenses from the business.
They can play an important role in examining the financial
portion of the business model. The most useful projections
are developed around a meaningful unit of measure, or
metric. For example, revenues and expenses could be
analyzed and expressed on a per customer basis.
ü What is your acquisition cost per customer?
ü What is his or her worth in terms of lifetime revenue?
ü How many customers do you need to break even?
ü Your projections should detail your use of start-up funds
(capital expenses and working capital) until breakeven.

“Selling” the Plan
Potential Customers and Suppliers Using the Plan
to Raise Capital, Attract Partners, Key Employees
–
–
–
–
–
–

Prepare Investor Presentation
Prepare Technical (Product/Service)
Presentation
Seek Assistance of Outside Experts
Identify Funding Sources
Schedule Meetings
Get Introduced by Mutual Acquaintances
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Presenting the Plan
• The creation and communication of a compelling story
about a venture is critical for success – a good story will
motivate investors, employees, and partners
• The three stages of the story:
• Set the stage: define the current situation, the current players,
and the opportunities in a coherent, clear manner
• Introduce the dramatic conflict: an inciting incident or need
throws life out of balance – describe the challenges and
opportunities and the need for a coherent plan to proceed
towards success and a new balance
• Reach a resolution: portray a coherent plan describing how the
new venture can overcome the obstacles and succeed by
taking action by following the plan
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Presenting the Plan
• Demonstrate enthusiasm, but don’t be
overemotional.
• Know your audience thoroughly.
• “Hook” investors/partners quickly with an upfront explanation of the venture/project, its
opportunities, and its benefits to them.
• Hit the highlights; focus on the details later.
• Keep your presentation simple – 2 or 3 major
points.

Presenting the Plan
• Avoid overloading your audience with technological
jargon.
• Use visual aids.
• Close by reinforcing the nature of the opportunity.
• Be prepared (with details) for potential investors’
questions.
• Follow up with every investor to whom you make
your presentation.

Presenting the Plan
Don´t forget
ü Attitude is fundamental and
ü Words and the way they are arranged play a significant
role in the way we approach problems
3 man pay 30€ as a group to rent a room. The clerk
discovers he has overcharged the group 5€ and he gives
the bellboy the money to return to the 3 man. The bellboy
decides that 5€ is too hard to divide by 3 and then he gives
each man a euro and keeps the remaining 2 € for himself.
The 3 man have paid 9€ each, the bellboy has kept 2€,
making 29€. Where did the extra euro go?
Are you confused? Maybe you are looking at the wrong things…

Nine Questions to Answer in a
Short Business Plan Presentation
•
•
•
•
•
•
•
•
•

What is the product and what problem is it solving?
What are the unique benefits of the product?
Who is the customer?
How will it be distributed and sold?
How many people will buy/use it in the first and
second year?
How much will it cost to design and build the
product?
What is the sales price?
When will you break even?
Who are the key team members and how are they
qualified to build this business/project?
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Implementing the Business Plan
• Creating a business plan for a new enterprise is
important, but implementing the plan successfully
is essential
• Execution of a plan is a discipline for connecting
strategy with reality by aligning goals and the firm’s
people to achieve the desired results
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Six Questions for Business
Plan Implementation
• Why – the objective, why it is a priority?
• What – is the action and the expected outcome?
• How – will it be achieved?
• Who – is on the team and will be accountable?
• When – will it be completed?
• Where – will it be accomplished?
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Business Plan Development
Practical Guide

Business Plan Development Guide
Outline:
1.
2.
3.
4.
5.
6.
7.
8.
9.

Executive Summary
Business Description
Market Analysis
Products and Services
Operations
Management and Ownership
Organizational Design
Financial Projections
Appendices

1.
2.
3.

Detailed Financial Assumptions
Risks and Harvesting Options
Other
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Business Plan Preparation (I)
List of issues to
be addressed

Guidelines

Questions
requiring more
information

Focus on Market-Driven Opportunities
Demonstrate How Product Meets
Market Need
Define Niche
Define Competition
Stress Competitive Advantages
Demonstrate Distinct Competence
How Substantial is Your Advantage?
Present Quality Management Team
Show Talented Team
Show How to Retain Team
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Business Plan Preparation (II)
Guidelines

List of issues
to be
addressed

Questions
requiring more
information

Support Projections for Growth
Show How Company Will Grow
Identify Milestones
Validate Results
Be Confident with Numbers
Do Not Minimize Capital Needs
Generate Positive Cash Flow Streams
Show How Financers Will be Repaid
Look to Future – Going Public or
Corporate Acquisition
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Business Plan Worksheet (I)
List of issues to be
addressed

Sections
1. Executive Summary
Purpose of Plan
Market Potential
Competitive Advantages
Product Features
Product Development Milestones
Financial Results
2. Company Description
Business
Major Products
Key Customers
Applications
Distinct Competence

42
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Questions
requiring more
information

Business Plan Worksheet (II)
List of issues
to be
addressed

Sections
3. Market Analysis
Market Description
Competition
Reactions from Customers
4. Products & Services
User Benefits
Patents and Copyrights
Follow-on Products
New Technologies
Marketing Programs and Selling Strategies
5. Operations
Location, Equipment, and Facilities Required
Production Costs
43
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Business Plan Worksheet (III)
List of issues to
be addressed

Sections
6. Management and Ownership
Key Management Positions
Background of Personnel
Board of Directors
Current Ownership
Quality Control
7. Organizational Design
Staffing Levels by Type
Organization Chart
8. Funds Required and Their Uses
Amounts, Timing and Use of Funds
Debt/Equity Mix
Expected Earnings Scenarios
Investor Pay-Out
44
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Questions requiring
more information

Business Plan Worksheet (IV)
List of issues to
be addressed

Apendices
1. Financial assumptions
Key Scenarios and Financing Assumptions
Revenues and Expenses Assumptions
Cash Flow, Profit and Loss or Income
Balance Sheet
Break-Even Analysis
2. Risks and Harvesting Options
Identify MarketExternal and Internal Risks
Identify Exit/Growth Options
3. Exhibits and Appendices
Team’s CVs
Product exhibits and Sales Literature
Professional References
Patents
45
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Questions requiring
more information

MARKETING

Bibliography: Kotler, P., Keller, K. Marketing Management. Pearson - Prentice Hall

Marketing Definition
“Marketing is a social and managerial process by which individuals
and groups obtain what they want and need through creating,
offering and exchanging products of value with others.”
(Kotler, 1991)

“Marketing is the activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large.”
(American Marketing Association)

Key Concepts
WANTS

PRODUCTS

NEEDS

PERMUTATIONS

DEMAND

TRANSACTIONS

MARKETS

For an exchange to occur…
• There are at least two parties.
• Each party has something that might be of value to
the other party.
• Each party is capable of communication and delivery.
• Each party is free to reject the exchange offer.
• Each party believes it is appropriate or desirable to
deal with the other party

What is Marketed?
• Goods

• Places

• Services

• Properties

• Events

• Organizations

• Experiences

• Information

• Persons

• Ideas

Key Customer Markets and
Evolution over time

Consumer
markets

Production

Business
markets

Sales

International
/Global
markets

Marketing Concepts

Nonprofit/
Government
markets

Societal Challenges

Production

Sales

Marketing Concepts

Societal Challenges

Orientation

Key Ideas

Production

Focus on efficiency of internal operations – “if we
make it, they will buy it”

Sales

Focus on aggressive sales techniques and believe that
high sales result in high profits

Marketing

Focus on satisfying customer needs and wants while
meeting objectives - if they will buy it, we will make it

Societal

Focus on satisfying customer needs and wants
while enhancing individual and societal wellbeing. I.e. using recyclables

Types of Markets
Penetrated market

(customers already buying
such an offering)

Target market

(customers being targeted)

Qualified available market
(customers qualified to buy
based on certain criteria)

Available market

(customers interested in, with
enough income for, and with
access to offering)

Potential market

Presentation © 2005 Marian Burk Wood - all rights reserved

(all customers who may be
interested in an offering)

Marketing Mix and the Customer
Four Ps

Four Cs

• Product

• Customer solution

• Price

• Customer cost

• Place

• Convenience

• Promotion

• Communication

Segmentation, Targeting & Positioning
Segmentation
• Select the market
• Apply segmentation variables
• Assess, select segments for targeting

Targeting
• Select number, rank segments for entry
• Select segment coverage strategy

Feedback, Evaluation,
Marketing-Mix Adjustment

Positioning
• Select attributes for differentiation
• Apply positioning through marketing

Segmentation, Targeting & Positioning
Segmentation

Which Variables...?

• Select the market
• Apply segmentation variables
• Assess, select segments for targeting

Targeting
• Select number, rank segments for entry
• Select segment coverage strategy

Feedback, Evaluation,
Marketing-Mix Adjustment

Positioning
• Select attributes for differentiation
• Apply positioning through marketing

Variables for consumer market
segmentation
Demographic

Geographic

Age, gender, household size, Location (country, region, state,
family status, income, race, city, neighborhood, postal code),
occupation, religion, class, distance, climate
nationality

Psychographic
Lifestyle, activities, interests

Behavioral/Attitudinal
Benefits perceived/expected,
loyalty, usage occasion/rate, user
status, price sensitivity, product or
brand attitude

(Social) Innovation Adoption Process
• Different Behaviours
• Dinamic evolution of market segments
Inovadores

Innovators
(2,5%)

Early
Adoptors

Adoptantes Iniciais
(13,5%)

Initial
Majority
Maioria Inicial
(34%)

Late
Majority
Maioria Tardia
(34%)

Retardatários

Laggards
(16%)

Processo de Adopção

’ (Gap)
m
s
a
h
‘C

Innovation Adoption Process

Marketing Plan: Key Pillars

Marketing Plan: General assessment
tools

“No good ending can be expected in the
absence of the right beginning.”
(I Ching)
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