Business Plan Template  - Halton Region Small Business Centre 

If you are having trouble with your business plan or have other questions related to your business, please do not hesitate to contact us: 

E: smallbusiness@halton.ca  
P: 905-825-6000 x7900  

W: www.haltonsmallbusiness.ca
About the Template

This business plan template is meant to provide a basic outline for business planning purposes. Please feel free to use, modify, and enhance this outline as you see fit. Most business plans cover common topics, but formats tend to vary; this is simply one way to look at the business plan and cover off all of the critical sections in a format that is easy to follow. 

In each section there will be a heading followed by notes in italics. These notes are meant to be helpful guidelines for the writer. Simply delete these notes when they are no longer needed.

About the Business Plan

The business plan serves two critical purposes:

· It is your road map. It will show you where you are headed and how you will get there. Questions related to all facets of the business will be answered, and you will be starting the business with clear objectives, timelines, action plans, and research in hand. The business plan should show viability, and it will help to clearly identify who your customers are and the best way to reach them.
· It is your ticket to funding. Any bank will want to see your business plan before giving out a loan and any investor should want to see the plan before making an investment, so a well-written plan is a must if you are looking for money.
Business Plan Style
· Professional but you need to avoid being informal
· It should be written in the 3rd person narrative – avoid using “I” or “we”

· To create a profile for your company use the name throughout the plan

· Be straight forward and avoid using jargon

· Do not use acronyms – spell it out in full

· Use bullets and sub titles for easy reading

· Be concise and to the point.

While you are writing your business plan you need to assume that the reader knows nothing about you or your business.  It should be detailed but not repetitive.

Scheduling your time wisely as you write your plan:

· Tackle the plan in small sections

· Get your thoughts and points down – you can come back and rewrite it

· Start early on the research component

Before you submit your plan have a friend proofread it and explain back to you what your business is all about. 

Never assume or think that the reader will understand or know – small details matter.

The business plan is a reflection of you and your business – it shows your dedication and your confident level.  It can also help to show the viability of your business.

TITLE PAGE

Your title page is simple – your company name (and logo if you have one), including basic contact information and date submitted is all you need to include here.

COMPANY NAME

Applicant’s Name

Phone Number

E-mail

Website, Social Media Handles(if you have)
Date Submitted

CONFIDENTIAL
TABLE OF CONTENTS

You will need to clearly outline what is included in your business plan, and where (what page) people can expect to find it. Each time you have a new heading in the plan, it ought to have a listing in the table of contents. As your page numbers change you will need to update this table.
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EXECUTIVE SUMMARY  

*NOTE: You will probably find it easier to do the Executive Summary after you have completed the rest of the business plan.
The executive summary is a one-page overview of the highlights of the business. Think of it like the dust jacket of a novel. It will tell you what you can expect to find inside without going into minute detail. Many business professionals and bankers will read the executive summary to get the highlights and then flip in to whatever section of the plan interests them the most. People do not always read a business plan front-to-back, so make sure that the summary is well written! In order to cover off all of the highlights of the plan, don’t forget to include a sentence or two on each of the following:

· An overview of what the business is / does

· Key products or services sold

· Where it will be operating

· Who will be operating it

· Who will be buying the product (identify your target market)

· How you will reach your target market (marketing strategy)

· Value Proposition

· Why the business will succeed

· Financial highlights including: sales / profit goals, financing required, other financial advantages

It seems like a lot of information in a short one-page overview, but if you hit the highlights you will be able to get it all in. Stay focused, and you’ll be fine!

BUSINESS CONCEPT

DESCRIPTION of BUSINESS

Describe clearly exactly what the business is and / or does. Aim for clarity in your writing, so that the reader could easily explain the concept to someone else after reading what you have written. 

VISION and MISSION STATEMENT

The vision focuses on the future.  How do you envision the company in a few years?  How do you want others to view your company? 

The mission focusses on the present.  It describes the purpose of your business.  This statement will help your client understand your business. 

GOALS and OBJECTIVES

When outlining goals and objectives, it is critical to be specific, they must be measurable, and whenever possible include a timeline. Goals differ from tasks because they focus on major achievements or milestones in the launch and growth of the business. Goals might include a date to have the product designed, a date to make the first sale, amount of sales and profit by a certain milestone, or any other indicators that the business is growing.

GOALS – YEAR 1

1. Goal to be completed:

Date to have goal completed by:

2. Goal to be completed:

Date to have goal completed by:

3. Goal to be completed:

Date to have goal completed by:

4. Goal to be completed:

Date to have goal completed by:

GOALS – LONG-TERM

1. Goal to be completed:

Date to have goal completed by:

2. Goal to be completed:

Date to have goal completed by:

Other notes on goals and objectives:

TASKS, TIMELINES and ASSIGNEMENTS

Create a list of the specific tasks that must be completed in order to achieve the short term goals identified above. It can be helpful to group the tasks by categories, and list them in the order in which you will work to complete them. The task list should provide detail regarding who expected to execute the task, on what timeline, and at what cost.

Category A

	Task
	Person
	Deadline
	Budget

	Task
	Person
	Deadline
	Budget


Category B

	Task
	Person
	Deadline
	Budget

	Task
	Person
	Deadline
	Budget


Category C

	Task
	Person
	Deadline
	Budget

	Task
	Person
	Deadline
	Budget


OPERATIONS and MANAGEMENT

OWNER BACKGROUND

One of the questions that anyone evaluating a business plan ought to ask is, “is this the right person to implement this idea?” Here is your opportunity to prove that you are indeed the right person. 

In less than one page detail your background as owner of the company. Start with your most relevant information first (related to the business). Then go through any other experience that you have had that might be a benefit to the business. Dig deep! You would be amazed at how some of your past experiences will help you to succeed in your current endeavour. 

When people will evaluate your experience they will look at two things: your ability to take care of the technical side of the business (for example, if you say you will be a guitar teacher, do you have the experience to teach guitar); and your ability to manage the business (for example, do you have experience in management, handling sales, balancing the books, etc). Do your best to cover off both in your writing.

*Recognize your weaknesses, what you may need help and/or training needed.
STAFF and KEY PERSONNEL

Who will be working in your business? Detail what positions will be available, what their duties will entail, their qualifications, wages, and merc (mandatory employee related costs egs. CPP, EI, WSIB). If you are going to hire contractors or work with volunteers you can list those positions here as well.

MENTORS and ADVISORS

Business owners often look to mentors and advisors (who are not necessarily owners in the business) to help guide them on their entrepreneurial journey. Identify these mentors, advisors and key players here.

LOCATION

Identify where the business will be located. Include a description of the location (with diagram/map if possible) and why it suits your business. Also include any information regarding leasehold improvements, special licensing and zoning, or other key issues related to location. Lease terms and specifics may also be included here.

If you are to be home-based, this will be a short section. Simply detail where the home-based business will be located and why it makes sense for the business to operate in this manner.

EQUIPMENT

What equipment will you require? Create a list of all of the tools, office equipment, and other equipment that you might need to make the business run. Identify specific sources and cost on previously owned or newly purchased.
SUPPLIERS and INVENTORY

Who will supply you with your day-to-day supplies? How about your inventory? 
Use this section to detail who will supply you with what. It’s difficult to run a business without finding the right suppliers, include your back-up suppliers, so do your research and outline your findings here!

MANUFACTURING

Do you build or manufacture something in your business? A key operational issue will be in determining exactly how that process will work. Use this space to describe how you will build whatever it is that you will be building. Write clearly, and don’t be afraid to use flow charts or other visual aids. If you are not manufacturing anything, please feel free to omit this section.

OPERATIONAL PLAN
The operational plan explains how you will keep track of your product, inventory, supplies and materials. It describes your day to day operation including the location, hours of operation, how many days a week you are open, and the seasonality of the business.  This section also deals with suppliers and their credit terms as well as the personnel plan (staffing requirements, qualifications and responsibilities of employees). 
DELIVERY / DISTRIBUTION

How will you get your product or service to your clients? Determining the most efficient (and most profitable) way to do this can make a huge difference in the way your business operates. 

TAXES and REGULATIONS

This section is dedicated to all of the rules and regulations you will need to follow. The sub-headings will be listed here – all you need to do is mention how and when each rule and regulation will be taken care of (simply delete if it doesn’t apply to you or say “N/A”).

Business Name Registration or Incorporation

GST/HST Registration

Local Licences, Zoning, By-Laws

Industry Specific Certification

Other Regulations

INSURANCE

What coverage will you take to protect your business and yourself? Talk to an insurance professional (don’t be afraid to shop around to get a number of quotes to choose from) and ask for quotes on professional liability, disability, business interruption, and any other insurance needs you might have.

WSIB (Workplace Safety and Insurance Board) offers optional insurance coverage for self-employed people. WSIB covers you while you work, so they may be an option worth considering. If you are hiring employees you must cover them under WSIB.

WSIB - Bill 119  Effective January 1, 2013

Mandatory registration in construction industry for,
· Independent operators (IOs)

· Sole proprietors

· Partners

· Executive officers (EOs)

For more information: www.wsib.on.ca
For this section simply outline what insurance coverage you will be taking, and who will be providing it.

OPERATIONS RISKS and SOLUTIONS

This section identifies the operational risks that you may have to consider. This includes risks involving anything covered in this section, so things like staff, equipment, suppliers, zoning, licensing, shipping, etc. are all things to consider. It’s fine to identify risks as long as you also identify solutions! 

Operations Risk #1

Solution

Operations Risk #2

Solution

Operations Risk #3

Solution

MARKETING

PRODUCTS and SERVICES

This section describes how you will tell potential customers about your service/products.  You need to go into detail about your market and how you will deliver what you are selling.  You should also describe what you feel your advantage is over your competitors 
INDUSTRY OVERVIEW

What industry are you a part of? What are some of the current trends in the industry, and what do you see as the future outlook? Why is this a good time to be in this industry?

CUSTOMER PROFILE: PRIMARY TARGET MARKET

Who is your main group of buyers? Identify who they will be and tell the reader a little bit about them. Focus here on your main group of buyers only.

In marketing, market researchers have traditionally used four categories to describe customers. These include: demographics (how old are they, what kind of job do they have, how much money do they make?); geographics (where are they located?); psychographics (how do they think? What interests do they have?); and buying frequency (how often will they buy?). If you use these four categories you will be sure to give a complete profile of your primary target market!

Name of Primary Target Market

Create a name for your primary target (ie. Engineers, Adventurous Seniors, Teens With a Social Conscience, etc). You can choose anything you like, just make sure it’s short and describes the group well.

Demographics

Identify gender, how old people in your target are, how much money they make, what kind of education or job they have (if relevant). You can also comment on how many of these type of people live in the area that you will be selling to.

Geographics

Identify where your primary target market live.

Psychographics

How do people in your primary target market think? Are they outgoing? Reclusive? Adventurous? What interests do they have? Identify any common factors here.

Buying Frequency

How often will they buy? Daily? Weekly? Monthly? Just for special occasions? Outline how often this group of buyers will buy from you.

SECONDARY and OTHER MARKETS

In most businesses, business owners will be selling to more than one target market. Use this section to identify all of those other markets you plan to sell to. You don’t have to do a full profile of all other markets, but a brief outline on each will be fine (name them and a sentence or two explaining them).

MARKET RESEARCH – PRIMARY

There are two types of market research that you will do in order to prove the viability of your business and sort out some of the details of how the business ought to run. These types of research are primary and secondary market research.

Primary research is research that you do yourself. This includes things like surveys, interviews, focus groups, informal discussions, and so on. It means that you compiled the data from questions you asked and legwork that you did on your own. It does not include data compiled by someone else, so things like newspaper articles, Stats Canada, or anything found online is not to be included here.

So if you have done any surveys, interviews, focus groups observation, and test marketing, this is where you would include it. Identify two things when putting your primary research down on the page: what did you do and what were the results and conclusions of your work?

Primary Research Done

List any primary research done here. For example, you might say something like, “In conducting primary research, fifty surveys were administered to potential customers, an interview was done with a supplier, and five people took part in a small focus group to discuss the product.”

Results and Conclusions From Primary Research

Here is your opportunity to list your results and conclusions from the primary research that you did (for example, “Of the fifty people surveyed, 84% agreed that they would support this type of business in the community.”) List all of your results from your efforts here and point out why the information supports you starting this business now.

MARKET RESEARCH – SECONDARY

Secondary research is great for backing up your business plan. Secondary research is research done by someone else. This includes things like newspaper articles, journals, Stats Canada, or anything related online. 

COMPETITION

Who are your competitors? What are some of their strengths and weaknesses? Based on this information, what competitive advantage might you have over them?

Overview of competition

Write a short paragraph giving an overview of the competitive environment that you are in (ie. How many competitors are out there, what does the environment look like?)

Main Competitors

Name your key competitors here.
Competitive Advantage

You should describe what you feel your advantage is over your competitors (please do this in a chart format – see below).
Competitive SWOT
	Name of the company
	Strength

	Weakness
	Opportunity
	Threat

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


STRATEGIC ALLIANCES

Will you align yourself with other businesses in the community? Often times it is beneficial to find a business in the community that complements yours, so that you can work on cross promotions together, send referrals back and forth, or even just exchange information. An example would be a flower shop aligning with a jewelry shop, or a plumber aligning with an electrician. List those important strategic alliances here.

PRICING STRATEGY

What will you charge for your products or services? It is essential that your prices meet both the needs of the consumer, enabling them to purchase from you, and your business, ensuring that the pricing supports the margins required for expenses, in turn leading your business to profitability. 

Describe related to your customers:

· How will your pricing cause your customers to react to your business? 

· Will your pricing strategy impact how customers will perceive your value?

For example: are you a Market Leader, Market Standard, Price Cutter?

· How do you know that your customers will pay this price?

Describe related to your business:

· How do you projected prices relate to the costs of producing or procuring your product or service?

· What are your typical margins on a sale?

PROMOTIONS and ADVERTISING

Strategy for finding clients – overview

Write a short overview of your strategy for finding clients. Comment on how you plan to reach your customers and don’t forget to include all of the free or next-to-free opportunities out there (referrals, networking, strategic alliances, cross promotions, online social media, etc)

Specific Ideas: Promotions and Advertising Timeline and Budget

List your ideas, the projected date to have the idea in place, as well as a projected cost for each.

Idea #1:  (explain idea here)

Date to be implemented: 
Projected cost: 
Idea #2:

Date to be implemented:

Projected cost:

Idea #3:

Date to be implemented:

Projected cost:

Idea #4:

Date to be implemented:

Projected cost:

Idea #5:

Date to be implemented:

Projected cost:

VALUE PROPOSITION:

MARKET RISKS and SOLUTIONS

What risks will you face in marketing your business and making sales? There are a number of factors that may have an impact on you including competition, the economy, the weather, the price of your inventory, and so on. This section is dedicated to outlining those market risks you might face, and of course – your solutions!

Market Risk #1

Solution

Market Risk #2

Solution

Market Risk #3

Solution

FINANCIAL OVERVIEW

The financial overview page is a quick introduction to the financial section as a whole. 

Financial Advantages

Write a short paragraph outlining the advantages of your financial position (for example, if you are bringing a significant amount of cash or equity, start-up finances plus working capital finances, debt vs equity financing into the business, this is a good opportunity to state that. If your business is low-risk or high-profit, you can also mention these things – try to find the financial advantages that you have and list them here). 

Financial Challenges

Write a short paragraph outlining the financial challenges you will be facing (examples include not enough funding at start-up, delays in payment from clients, low-margins, and any others)

Loan Requirements

Identify how much money you will be looking for, when you require it, and what the borrowed money will be used for. If you do not require any financing, simply mention that you will be financing the business with your own resources.

Assumptions for Sales Forecast

On your sales forecast you will be listing out what your sales goals are for each revenue stream, each month. This section allows you to explain your rationale (or “assumptions”) for why you have forecast in the way that you have. Try to be specific, and explain things like “Sales are higher in July and August as this is a seasonal business, and it is expected that we will see a much higher volume of traffic during this time.” You can write short paragraphs or simply bullet out your list of assumptions.

Assumptions for Expenses

In your cash flow you will have all of your expenses and quotes from research listed. Use this section to explain anything that is not self-explanatory in the spreadsheets. For example, if you have $15 a month listed for bank charges, you don’t have to explain that as it is easy for the reader to understand the expense. But if you have something vague, such as a $1500 charge for “marketing” in July, you would use this space to explain what the “marketing” consists of, and how you came up with the number. When people read your expenses on your spreadsheet, coupled with this “assumptions for expenses” section, it should be perfectly clear as to where all of your money is going. 

As in the previous section, you can write short paragraphs or simply bullet out your list of assumptions.
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