
A. Introduction 

This business plan consists of a description of the main aspects of the business, which are: 

1. Product or service to be offered 
2. Market analysis:
· Definition and assessment of the target market

· Competitors analysis

3. Marketing plan:

· Customer Relationships (optional)
· Channels (optional)

4. Sales and promotional plan
· Sales plan

· Promotional plan
5. Financial plan:

· Initial investment

· Cost structure
· Profit table

· Break even Analysis

B. Development
1. Product or service to be offered 
The business plan of a NE must show how all the different aspects of the business activity are coordinated to make a profit, which means that the revenues to generate will be higher than costs. According to this, the product or service the NE is going to offer must be delivered to the customers, at an appropriate profit. It will try to meet the potential clients’ immediate needs in a profitable way. It is important to define clearly how the product or service does that, because maybe there are other ways of making profit from the added value the company offers to the clients. The key question in this, is the Value Proposition. From that, the company will look for the product/service able to generate the best revenue.
2. Market analysis
· Definition and assessment:

Telling about the target market, the business aims to sell its product or service, the business plan should describe the kind of customer segment it is going to work with, specifying if it is: 
· Mass Market: a wide cross section of the population, not distinguishing between the different customer segments; the whole population are potential customers. E.g. Car, Fridge, Sunglasses, Smartphones, etc.
· Niche Market: a group of potential customers with very special characteristics and needs. In here, the product must be highly tailored and made to suit these specific needs. This means: different social classes, professionals, people of certain age, etc.
· Segmented, when there are different niche markets within a well-known customer segment, with minute variations in the needs of the customers included on it. Based on differences depending on gender, age, and/or income. E.g. Clothes, Travels, Magazines, Apps, etc.
· Diversify, when an organization serves groups of costumers (customer segments) with very different needs and characteristics. E.g. Apple, Vodafone, Groupon.
· Multi-Sided Platform / Market, when a business serves different customer segments connected in a mutually dependent way. E.g. Credit Card companies work with credit card holders and merchants who accept its credit cards, Car Dealers that sale cars and repairs them.

· Competitors analysis:

The business plan should describe also the businesses who are already in the market offering something similar, and talk about the differences and how to offer something more interesting for the target group.
3. Marketing plan
According to the described Product and the chosen target market, the marketing plan must describe how to reach the market (Place and Promotion) and what the Price is going to be. This latest component of the Marketing mix (which consists of Product, Place, Price, and Promotion) must be coherent with the chosen target. For example, if the business aims to a wide general market, the price must not make it exclusive, only affordable for a few magnates.
Very important in the marketing plan and in the marketing mix are the Customer Relationship and the Channels. When the product or service is well defined and the target market, decided, the Place, the Price and the Promotion will coordinate to create connections between the business and the customers to retain them and to make them buy repeatedly. This will be done through a specific Customer Relationship and a Channel.
· Customer Relationships

The phases of a relationship between business and customers are acquisition, retention, and upselling. According to how they work, a customer relationship could be:
· Personal Assistance: when a sales or services representative assists the customers with a human touch. It is an expensive customer relationship, quite usual in companies with an important profit and aggressive competitors (Vodafone, Samsung, Apple, etc.)

· Dedicated Personal Assistance: when a sales or services representative is assigned to handle all the needs and questions of a special set of customers. Clients have the same person for everything they need. This relationship is closer and obviously more expensive. If it works well, makes the customer delegate decisions in the representative and it enables the business to retain the customer more easily.
· Self Service: This kind of relationship is the least personal, but it makes the customer feel freer about product/service purchase. The organization provides the system for the client to get what he/she wants. The process makes the product/service cheaper. Supermarket work this way.

· Automated Services: when the company provides a system, which remembers the customer’s preferences. This way the business makes offers through Internet to their customers, based on their previous purchase. This may be cheap and effective, but it doesn’t create a binding relationship as there is a machine, not a person.

· Communities: when the company serves like just one customer a group of them. Customers share their knowledge about the product in a platform and order just like one person. This makes easier the company work, but communities know about its power and try always to get the cheapest possible price. 
· Co-creation: when the clients are asked about how they want the final product/service, and this is taken to them that way. Their personal implication is bigger than any other case and they can feel themselves as part of the company. When it is possible is quite effective.

· Channels 

Channel is the way a company liaises with its customers to deliver its value proposition and to get their feedback. The channel shows three different phases: marketing, sales, or distribution. They can be classified either considering the property of them (own, partner, or a mix) or according to their nature (physical or web/mobile).

A channel must provide the best combination of speed, efficiency, and cost effectiveness. It must be also tailored to convenience the end-user. In case of managing different customer segments, it is advisable to list separate channels for every one of them.

4. Sales and promotional plan
In terms of turning over, not only one product/service must be considered. Complementary services or products should be tested as well. Maybe they can generate better incomes than the main one. To stablish those profitable product/services the company must consider different ways to make incomes from each customer segment. We could, for example, mention the followings:

· Asset Sale - (the most common type) Transferring the ownership of a physical good. e.g. Every supermarket is a good example of this (Wal-Mart, Media-Market, Fnac, etc.) 

· Lending/Leasing/Renting - Giving exclusive right to an asset for a particular period of time. E.g. renting a car, leasing hardware.

· Subscription Fees - Revenue generated by a service that is permanently offered. e.g. (Internet Connection, membership of a gym, etc.)

· Usage Fee - Incomes generated by charging the use of a particular service e.g. (every travel agency, consultant service, medical assistance, etc.)

· Licensing - Revenue generated when the use is of an intellectual property that has been properly protected.

· Brokerage Fees - Revenue generated from an intermediate service between a seller and a buyer. E.g. Insurance brokers, State Agencies, etc.

· Advertising - Revenue generated from charging fees for helping others in advertising.
When the products/services are clear, the company should define a sales plan, foreseeing how much they expect to sell during the following months/years, and a promotional plan, explaining how they are going to reinforce the sales with specific actions.
· Sales plan

The expectations of incomes, coming from the sales, will be, for the first three years, as follows:

1st year,
· ? € per product/service1, selling “quantity”, meaning this a total amount of ? €
· ? € per product/service2, selling “quantity”, meaning this a total amount of ? €
Total amount of the year: ? €

2nd year,

· ? € per product/service1, selling “quantity”, meaning this a total amount of ? €
· ? € per product/service2, selling “quantity”, meaning this a total amount of ? €
Total amount of the year: ? €

3rd year,

· ? € per product/service1, selling “quantity”, meaning this a total amount of ? €
· ? € per product/service2, selling “quantity”, meaning this a total amount of ? €
Total amount of the year: ? €

	CONCEPTS
	1st YEAR
	2nd YEAR
	3rd YEAR

	PRODUCT/SERVICE1
	? €
	? €
	? €

	PRODUCT/SERVICE2
	? €
	? €
	? €

	TOTAL
	? €
	? €
	? €


· Promotional plan
As promotional activities we could consider the following:

· Personal Selling or Telemarketing based on good interpersonal and communication skills.

· Direct Marketing, sending letters, emails, pamphlets, and brochures to individual target clients, often followed by personal selling or telemarketing.

· Advertising the product/service in newspapers, radio, television, magazines, outdoor signage and online.
· Publicity, in many different ways.

· Short-term Sales Promotions using coupons, competitions, and contests.

5. Financial plan

· Initial investment

Beginning first of all with the detailed investment and explaining how it is going to be financed (personal resources, bank loan, etc.)
	CONCEPTS
	AMOUNTS

	CONSTITUTION EXPENSES
	? €

	DEPOSIT
	? €

	FLOAT (NEEDED FOR 3 MONTHS)
	? €

	TOTAL
	? €


· Cost Structure

It will determine the kind of expenses the business will have to face. We can consider these the main kind of cost structures:

· Cost-Driven -  
Minimizing costs is the main objective of this model, but prices must be, first of all, adapted to the real cost-structure, for the organization not to lose money. It consists of looking always for reducing the expenses of a business creating operational efficiencies. This way the business will attract customers interested in the lowest possible expense meanwhile it gets important profit from its activity.

Ryanair is good example of business (airline) which controls its prices down not adding “extra” services to its customers. 

· Value-Driven – 
When a company, instead of focusing on lower costs, work trying to give their customers the highest value. Every brand related to luxury has this kind of cost-structured business behind. 
· Fixed Costs – 
It is the case of those businesses that need a big venue, important equipment, and many employees. These important expenses (or investments) condition a lot the appearance of competitors in the market. Not everyone can afford these fixed costs and they stay the same regardless of the volume produced by the business. Most of manufacturing businesses can be included in this group.  

· Variable Costs – 
In this kind of companies, there is no cost when there is no production. This happens, for example, with the delivery costs. If there are not deliveries to customers, there are neither expenses for delivering. Every retail distributor is a clear example of what a variable cost business is.
· Economies of Scale - Costs go down as the amount of good are ordered or produced.
If a business sees its overall cost per unit lowering when the volume of production is increasing they say that the business is an economy of scale. This is the case of many big businesses with an important market share. This shrinking cost per unit is caused by the size of the business. The high volumes of production spread fixed costs more thinly. Because of this, the average cost per unit is reduced. 
· Economies of Scope - Costs go down due to incorporating similar products.

It requires common processes or resources for two or more different kind of products. In many cases economies of scope coexist with economies of scale. A good example of economy of scope is the Coca Cola brand. Coca Cola already has a number of drinks launched in the brand other than Coke itself. For a new product, like for instance, Coca Cola Green Tea, the company could use the established Distribution Channel saving the huge expense of creating a new one.
· Profit table
Considering, the shown expected incomes and subtracting the foreseen expenses, we could get a profit table like this:

	CONCEPTS
	1st YEAR
	2nd YEAR
	3rd YEAR

	INCOMES
	13440
	23040
	34560

	RENT
	(3600)
	(3750)
	(3900)

	SOCIAL SECURITY
	(3600)
	(3700)
	(3800)

	ADVICE
	(1800)
	(200)
	(2220)

	ADVERTISE
	(1200)
	(1400)
	(1600)

	OTHER EXPENSES
	(2400)
	(2650)
	(2900)

	TOTAL
	840
	11340
	20140


· Breakeven point, 
Explaining when the company is expected to generate gross profit, according to the foreseen investment, incomes, and expenses.
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