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 Directions: 
This worksheet is a tool to help you think through the various sections of a business plan. Much of this information was gathered during the business feasibility phase. Some of the questions may not apply or may apply differently depending on the specific business and if it’s a product or service-based business. 
The goal of the business plan is to clearly describe all key components of the business, identifying:
1. Exactly what the business will do/offer;
2. How it will make money;
3. How the business will operate;
4. Why it’s a good idea for the Prospective Business Owner; and
5. Why Vocational Rehabilitation, or any other funding source, should support it.

Step 1: Product & 3 C’s
PRODUCT DESCRIPTION:
1. What—Product/service (Primary and complementary)
[bookmark: Text1][bookmark: _GoBack]     
2. Where—location offered
[bookmark: Text2]     
3. When—hours of operation
[bookmark: Text3]     
4. Why--Market environment and niche
[bookmark: Text4]     
5. How—PBO’s involvement and supports
[bookmark: Text5]     
6. Describe PBO and why business makes sense
[bookmark: Text6]     
7. Long-term and short-term goals 
[bookmark: Text7]     

CUSTOMER DESCRIPTION:
1. Who are they?
[bookmark: Text8]     
2. Where do they live?
[bookmark: Text9]     
3. Why would they buy this product/service?
[bookmark: Text10]     
4. Will they be one-time or repeat customers?
[bookmark: Text11]     
5. Is there a price consideration?
[bookmark: Text12]     
6. What quality do they expect?
[bookmark: Text13]     
7. What need is this meeting for the customer?
[bookmark: Text14]     

COMPETITION DESCRIPTION:
1. Who is the competition?
[bookmark: Text15]     
2. Will it be easy for another competitor to enter the market?
[bookmark: Text16]     
3. Will the business compete on price, quality or both?
[bookmark: Text17]     
4. Can competitors be turned into partners?
[bookmark: Text18]     
5. What makes this product/service better than or different from the competition?
[bookmark: Text19]     

CAPABILITY DESCRIPTION:
1. How much product or service can be produced in a given day/week/month?
[bookmark: Text20]     
2. Given size of target market available, what is the capability to serve this market?
[bookmark: Text21]     
3. What if’s (changes to circumstances that would change capacity—use of equipment, employees, different target market, change where it is sold)?
[bookmark: Text22]     

Features and Benefits Analysis
	Features
	Benefit(s) to customers

	[bookmark: Text23]     
	[bookmark: Text24]     

	[bookmark: Text25]     
	[bookmark: Text30]     

	[bookmark: Text26]     
	[bookmark: Text31]     

	[bookmark: Text27]     
	[bookmark: Text32]     

	[bookmark: Text28]     
	[bookmark: Text33]     

	[bookmark: Text29]     
	[bookmark: Text34]     

	Features that might be added later to improve business
	Potential benefits(s) to customers

	[bookmark: Text35]     
	[bookmark: Text36]     

	[bookmark: Text37]     
	[bookmark: Text42]     

	[bookmark: Text38]     
	[bookmark: Text43]     

	[bookmark: Text39]     
	[bookmark: Text44]     

	[bookmark: Text40]     
	[bookmark: Text45]     

	[bookmark: Text41]     
	[bookmark: Text46]     
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Step 2: Operations
PRODUCTION INFORMATION:
1. Outline steps to product product/service:
	Production Step
	PBO
	PBO Supports
	Other personal or professional

	[bookmark: Text47]1.      
	[bookmark: Text60]     
	[bookmark: Text73]     
	[bookmark: Text86]     

	[bookmark: Text48]2.      
	[bookmark: Text61]     
	[bookmark: Text74]     
	[bookmark: Text87]     

	[bookmark: Text49]3.      
	[bookmark: Text62]     
	[bookmark: Text75]     
	[bookmark: Text88]     

	[bookmark: Text50]4.      
	[bookmark: Text63]     
	[bookmark: Text76]     
	[bookmark: Text89]     

	[bookmark: Text51]5.      
	[bookmark: Text64]     
	[bookmark: Text77]     
	[bookmark: Text90]     

	[bookmark: Text52]6.      
	[bookmark: Text65]     
	[bookmark: Text78]     
	[bookmark: Text91]     

	[bookmark: Text53]7.      
	[bookmark: Text66]     
	[bookmark: Text79]     
	[bookmark: Text92]     

	[bookmark: Text54]8.      
	[bookmark: Text67]     
	[bookmark: Text80]     
	[bookmark: Text93]     

	[bookmark: Text55]9.      
	[bookmark: Text68]     
	[bookmark: Text81]     
	[bookmark: Text94]     

	[bookmark: Text56]10.      
	[bookmark: Text69]     
	[bookmark: Text82]     
	[bookmark: Text95]     

	[bookmark: Text57]11.      
	[bookmark: Text70]     
	[bookmark: Text83]     
	[bookmark: Text96]     

	[bookmark: Text58]12.      
	[bookmark: Text71]     
	[bookmark: Text84]     
	[bookmark: Text97]     

	[bookmark: Text59]13.      
	[bookmark: Text72]     
	[bookmark: Text85]     
	[bookmark: Text98]     



2. Specify who the personal or professional support is that will be involved and associated fees (per month or year)
[bookmark: Text99]     
3. Equipment necessary to produce product/service.
[bookmark: Text100]     
4. Suppliers who will be used for production materials.
[bookmark: Text101]     
5. Cost of producing a single unit of product/service.
[bookmark: Text102]     
6. Inventory needs.
[bookmark: Text103]     
7. Contingency Plans
[bookmark: Text104]     
8. Quality assurance measures
[bookmark: Text105]     


MANAGEMENT INFORMATION:
1. Outline management activity details
	Management Activity
	PBO
	PBO Supports
	Other personal or professional

	1. 	Bookkeeping
	[bookmark: Text106]     
	[bookmark: Text114]     
	[bookmark: Text122]     

	2. 	Managing Inventory and ordering supplies
	[bookmark: Text107]     
	[bookmark: Text115]     
	[bookmark: Text123]     

	3. 	Record keeping
	[bookmark: Text108]     
	[bookmark: Text116]     
	[bookmark: Text124]     

	4. 	Marketing/ Promotion
	[bookmark: Text109]     
	[bookmark: Text117]     
	[bookmark: Text125]     

	5. 	Sales and customer service
	[bookmark: Text110]     
	[bookmark: Text118]     
	[bookmark: Text126]     

	6. 	Managing customer complaints
	[bookmark: Text111]     
	[bookmark: Text119]     
	[bookmark: Text127]     

	7. 	Quality assurance
	[bookmark: Text112]     
	[bookmark: Text120]     
	[bookmark: Text128]     

	8. 	Establishing and maintaining a consistent work schedule
	[bookmark: Text113]     
	[bookmark: Text121]     
	[bookmark: Text129]     

	9. 	Managing cash and checks
	[bookmark: Text130]     
	[bookmark: Text131]     
	[bookmark: Text132]     

	10. 	Personnel – hiring, training, supervising, payroll
	[bookmark: Text133]     
	[bookmark: Text134]     
	[bookmark: Text135]     

	11. 	Licensing, permits and insurance tasks
	[bookmark: Text136]     
	[bookmark: Text137]     
	[bookmark: Text138]     

	12. 	Adjust business to market changes
	[bookmark: Text139]     
	[bookmark: Text140]     
	[bookmark: Text141]     

	13. 	Taxes-payroll 
	[bookmark: Text142]     
	[bookmark: Text147]     
	[bookmark: Text151]     

	[bookmark: Text144]14. 	Other      
	[bookmark: Text143]     
	[bookmark: Text148]     
	[bookmark: Text152]     

	[bookmark: Text145]15. 	Other      
	[bookmark: Text245]     
	[bookmark: Text149]     
	[bookmark: Text153]     

	[bookmark: Text146]16. 	Other      
	[bookmark: Text246]     
	[bookmark: Text150]     
	[bookmark: Text154]     



2. Specify who/what personal or professional supports will be used and the associated fees for their services (per month or year).
[bookmark: Text155]     

Step 3: Marketing Plan
THE 5 PS: PRODUCT, PLACEMENT, PRICE, PROMOTION, PURPLE COW
Instructions: Marketing strategy is founded on understanding the Five Ps: Product, Price, Placement, Promotion, and Purple Cow (that thing that makes your business stand out as unique or better!). Below, list the critical issues and tactics your company considers as you develop your marketing strategy.

PRODUCT INFORMATION:
1. Our primary product/service is:
[bookmark: Text157]     
2. Other complimentary products/services are:
[bookmark: Text239]A.      
[bookmark: Text240]B.      
[bookmark: Text241]C.      
3. This is how each complimentary product/service adds value:
[bookmark: Text242]A.      
[bookmark: Text243]B.      
[bookmark: Text244]C.      
4. Why will the buyer need to purchase this product/service? How often? How does this effect the marketing approach, packaging, volume discounts (e.g. If this is a lawn mowing service, can customers who sign up for 6 mowings get a $10 discount)? Explain your strategy:
[bookmark: Text158]     

PLACE INFORMATION:
1. Who is the likely buyer (e.g. young, old, male, female, rich, poor)? Where would they look for this product or service? Explain:
[bookmark: Text159]     
2. Where will you sell this product or service (i.e. other people’s store shelves, your own store front, door-to-door sales, in magazines, over the Internet?). List specific outlets:
[bookmark: Text236]A.      
[bookmark: Text237]B.      
[bookmark: Text238]C.      
PRICING INFORMATION:
1. How will you know if your product/service is over or under-priced? What do other similar products/services sell for? What income range is your target market?
[bookmark: Text160]     
2. What is the anticipated market position for the primary product/service (i.e. is it high quality/high price; low price/moderate quality, etc.)? Are you seeking an upscale, average, or discount-seeking buyer? Explain:
[bookmark: Text161]     

PACKAGING:
1. How will the product be packaged? What will it look like? Explain:
[bookmark: Text162]     
2. Will there be multiple products in each package? Will the product be bundled with other complimentary products from your company? Will you bundle complimentary products from other companies? Explain:
[bookmark: Text163]     
3. What is the image you seek for this service (i.e. Is it convenient for customers; is it cheaper than other similar services; does it add-value or compliment another product or service the customer is likely to use; are you pledging high quality customer service; does it have “snob appeal”; is it for the do-it-yourselfer)? Explain:
[bookmark: Text164]     
4. Does this service compliment another company’s service? What makes your service better? Does the opportunity exist to bundle this service with the product or service of another company? Explain:
[bookmark: Text165]     

BUSINESS PROMOTION MATRIX:
1. What is the overall promotional strategy for your product/service? What “look” or image do you want?
[bookmark: Text166]     
2. How much do you propose to spend on marketing and advertising every month? How will you know if it’s enough or too much?
[bookmark: Text167]     
3. Complete Business Promotion Matrix (below)


Business Promotion Matrix
As you think through the Business Promotion Matrix, think about where you find your customers and what types of promotional strategies will be most effective.
	Promotion Type
	Description
	Timing
	Cost/Benefit

	Business cards
	[bookmark: Text168]     
	[bookmark: Text178]     
	[bookmark: Text179]     

	Brochure
	[bookmark: Text169]     
	[bookmark: Text180]     
	[bookmark: Text181]     

	Fliers 
	[bookmark: Text170]     
	[bookmark: Text182]     
	[bookmark: Text183]     

	Personal sales calls
	[bookmark: Text171]     
	[bookmark: Text184]     
	[bookmark: Text185]     

	Direct mail
	[bookmark: Text172]     
	[bookmark: Text186]     
	[bookmark: Text187]     

	Telemarketing
	[bookmark: Text173]     
	[bookmark: Text188]     
	[bookmark: Text189]     

	Web page
	[bookmark: Text174]     
	[bookmark: Text190]     
	[bookmark: Text191]     

	Internet auction
	[bookmark: Text175]     
	[bookmark: Text192]     
	[bookmark: Text193]     

	Storefront window signs
	[bookmark: Text176]     
	[bookmark: Text194]     
	[bookmark: Text195]     

	Good customer discount club
	[bookmark: Text177]     
	[bookmark: Text196]     
	[bookmark: Text197]     

	Civic group membership
	[bookmark: Text198]     
	[bookmark: Text206]     
	[bookmark: Text214]     

	Radio or Television advertisements
	[bookmark: Text199]     
	[bookmark: Text207]     
	[bookmark: Text215]     

	Human interest story
	[bookmark: Text200]     
	[bookmark: Text208]     
	[bookmark: Text216]     

	E-mail advertising and coupons
	[bookmark: Text201]     
	[bookmark: Text209]     
	[bookmark: Text217]     

	Novelties
	[bookmark: Text202]     
	[bookmark: Text210]     
	[bookmark: Text218]     

	Logo
	[bookmark: Text203]     
	[bookmark: Text211]     
	[bookmark: Text219]     

	[bookmark: Text234]Other      
	[bookmark: Text204]     
	[bookmark: Text212]     
	[bookmark: Text220]     

	[bookmark: Text235]Other      
	[bookmark: Text205]     
	[bookmark: Text213]     
	[bookmark: Text221]     



Adapted from Making Self-Employment Work for People with Disabilities by Cary Griffin and David Hammis
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Five Senses Exercise
	Sense
	Description
	Importance

	What should customers see?
	[bookmark: Text222]     
	[bookmark: Text223]     

	What should customers feel?
	[bookmark: Text224]     
	[bookmark: Text225]     

	What should customers hear?
	[bookmark: Text226]     
	[bookmark: Text227]     

	What should customers taste?
	[bookmark: Text228]     
	[bookmark: Text229]     

	What should customers smell?
	[bookmark: Text230]     
	[bookmark: Text231]     
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ELEVATOR SPEECH:
When you meet people, it is a good idea to be able to clearly and concisely communicate to them who you are and what you do. This first impression is often as critical for wage employees as it is for business owners and can set the tone for on-going personal and professional relationships (i.e. business!). Below, develop two different professional introductions, each lasting 10 to 20 seconds.
My #1 Professional Introduction:
[bookmark: Text232]     

My #2 Professional Introduction:
[bookmark: Text233]     
www.griffinhammis.com	2
e; adapted by permission.
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