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Supplemental Student Business Plan Reference Guide
0.0 – GENERAL COMMENTS
0.1 – Formatting

· 0.1A - In the final version of the business plan, you will include your logo on the front cover

· 0.1B - Insert page numbers

· 0.1C - Include page numbers in the table of contents

· 0.1D - Delete bullet points and write in complete sentences using appropriate paragraph 
formatting

· 0.1E - Delete all comments and questions

· 0.1F - Appropriate margins, spacing, and layout

· 0.1G - Font, text size, and style is consistent throughout the entire plan

0.2 – Write in the 3rd person

· Example: “Candied Cupcakes is in the business of making and selling cupcakes that include elaborate decoration made entirely out of candy” vs. “I started a cupcake business, and my business is about making cupcakes that have candy designs on top.”

0.3 – Use strong, affirmative language throughout your business plan

· “Candied Cupcakes will sell at two local stores by August of 2011” vs. “Candied Cupcakes will try to approach some stores to see if their cupcakes can be sold there.”

0.4 – Prove it

· Whatever your claim may be, it is stronger and more impactful when you can back it up with evidence.  If I believe that the cupcake industry is growing, than I want to find some numbers that prove that cupcake sales have been increasing over the past three years.  If I think that more people would be interested in buying chocolate cupcakes vs. chocolate peanut butter cupcakes, I want to prove that by distributing a survey asking my target that, and then report the results in my business plan.  If I think that high school students would be more likely to buy my cupcakes than middle school students, and that’s why I identified high school students as my target market, I want to prove with survey responses that high school students ARE in fact more likely to buy my cupcakes than middle school students.  

0.5 – BE SPECIFIC

· Each element of your business that you discuss in your business plan should be addressed thoroughly and completely; so much so that if someone who has no idea about your business reads your business plan, they’ll be able to identify EXACTLY; a) who you are and why you started this business, b) what your product or service is IN DETAIL, c) how your business operations are going to run IN DETAIL, d) how you are going to market your product or service IN DETAIL, all of the steps involved in how you priced your product, e) how and where SPECIFICALLY you are going to sell your product…and the list goes on.  When you are discussing your goals, make them SPECIFIC.  Use SPECIFIC numbers, places, descriptions and additional information whenever possible.  Some examples are below:
· “Candied Cupcakes will sell 500 cupcakes by October of 2011, and at least 100 a month during the months of January through March” vs. “Candied Cupcakes will sell a fair amount of cupcakes for awhile, but by next winter will be selling even more”

· “Candied Cupcakes will give away 12 free cupcakes a day for a week at school to promote its product.  Principal Smith has already granted us permission to pass out our samples in the school cafeteria, and the dates of this event will be from April 4th to April 8th” vs. “Candied Cupcakes will give away some free samples as part of its marketing strategy.”  

· “Candied Cupcakes will be sold at local stores Patti’s Pastries and Doug’s Delicacies, which are located on 417 Main St. and 56 Monroe Ave., respectively.  These are both bakeries located on active streets in bustling parts of town, and each store estimates that it serves at least 150 customers a day” vs. “We will sell our cupcakes at stores.”
0.6 – How do you measure that?

· Whenever possible, make your goals, claims, and milestones measureable.  Some of the aspects of what you’re looking to accomplish may be hard to quantify (for example, if I was starting a nonprofit designed to educate people about the dangers of school bullying, a major part of my enterprise might revolve around raising awareness of the consequences of bullying.   That’s something that is pretty difficult to measure.  So instead of saying “Banishing Bullying will measure success by helping people be aware of how bullying can affect someone” say something like “Banishing Bullying will measure success by referring to the number of bullying complaints documented by the counseling department each month, and whether that number steadily decreases.”  If there is not a measurement tool for you to use that already exists, create one.  
1.0 – EXECUTIVE SUMMARY
1.1 – What do you do?
· Briefly and succinctly explain what your business actually does
1.2 – Who are you?  Why did you come up with your idea?

· This is an opportunity for you to give a little background about yourself (written in the third person) and why you came up with your product.  For example, “Allison has always been an avid lover of baked goods, and came up with the idea of Candied Cupcakes one evening after she was inspired to decorate a tray of cupcakes with M&Ms.  She soon found herself making cupcakes using many varieties of candy as a way to not only adorn her cupcakes, but to make them taste delicious!”
1.3 – Who wants to buy your product or service and why?

· Since this is the Executive Summary, you are only to give a brief description here.  You will get into very detailed answers to these questions throughout your business plan, but here you want to use no more than one or two sentences to concisely describe your target market and why they will be interested in your product or service.  
1.4 – Why will you be successful?   
· There are undoubtedly many reasons why you will be successful in your business, but in your Executive Summary pick a few of the ones that are the strongest examples of why you yourself will be able to operate a successful business (whether that’s because you have a great deal of experience in your industry, or have a particular talent), why there’s a demand for your product or service (identify the need/the gap in the market), and how your business will address the need, fill the gap, or add additional value to your intended market.  
1.5 – How much money are you seeking from the investors?

· This number should match with the numbers you identify in your start up ask and/or financing strategy
1.6 – How will you use the investment?

· When you discuss how much money you’re seeking from the investors, briefly describe what, exactly, you will use that money for.  You don’t have to get into specific detail, but you want to provide a “general specific” overview of how you would allocate your funds.  
1.7 – How will you measure success?
· Choose something to measure success that is specific and measureable.
1.8 – How will you show value to donors/supporters?

· To show value to your supporters or donors, please demonstrate exactly what value your product will offer.  This is not a question of how you are planning on expressing your thanks to the investors or how you will go about paying them back, but rather how will you show them how valuable your product is to your target market.  This is you telling the investors exactly how their investment into your company will support you in creating something that offers value.  An example of that “something” might be “Since 10% of proceeds generated by Candied Cupcakes will be donated to Cupcakes for Children, investing in this company means that you are supporting the children in your area who have to live in the hospital and are not able to go get their own cupcakes.  An investment with Candied Cupcakes is an investment in a company that not only bakes the best cupcakes in town, but also supports the local children who are not usually able to enjoy its delicious product.

1.9 – The Executive Summary should clearly explain what you are doing and who your customers 
are.  If the investors read only this section, they should still understand what your product/service is, who you are selling it to, and how you are selling it.

2.0 – COMPANY SUMMARY
2.1 – Mission Statement

· Your mission statement should convey the essence of what your business is all about.  It’s basically your goal, purpose, and/or the reason you exist in the first place.  A good mission statement should explain what your enterprise is, and what it hopes to accomplish continually in the future. It should resonate not only with the members of the organization, but also with the intended group of people you anticipate will hear it (aka your target market).  It should be brief, no more than a few sentences, so you need to be very precise when choosing your words.  It should not be a description of your business; you’ll address that in later sections.  
2.2 – What are your business’ goals?
· You want to have at least three short term and three long term goals that take place AFTER the investor panel.  You don’t want the investors reading about dates that have already passed.
· These should be specific and measurable.  For example, “Candied Cupcakes will sell 100 cupcakes by June 2001” vs. “Candied Cupcakes will sell some cupcakes in the spring.”
2.3 – What are two or three items you must accomplish to be successful?
· When you are identifying two or three items you must accomplish to be successful, make sure that your items are SPECIFIC and MEASURABLE, and that they will occur after the Investor Panel 
2.4 – What is important to you in your business?

· What motivates your business?  What do you care most about with this enterprise?  Growth?  Profit?  Social outreach?  Quality of product?  Innovation?  
2.5 – Who will you market to?  BE SPECIFIC!
· When you are outlining who you will market to in your company summary, you want to be VERY SPECIFIC.  Describe EXACTLY who your target market consists of, and why you have chosen them as your potential customer pool.  You’ll get much more into describing your market in the additional sections of the business plan, especially the Market Analysis Summary, but here you want to have a concise, specific description of who your company will be catering their marketing to.

· For example, “Candied Cupcakes will market to high school students in the Upstate New York area, specifically at Schools A, B, C, D and E.  There are xxxx high school students identified who attend these schools.”  vs. “Candied Cupcakes will market primarily to students, but really anyone who wants to buy cupcakes.”
2.6 – Legal form of ownership?

· A business is not something you apply for, it’s something you register. 

· All student businesses will start as a DBA (Doing Business As)
2.7 - Connections
· Even if it seems like you haven’t made any connections yet or done any work with mentioning, chances are that’s not completely true.  You want to include any relevant work you’ve already done in this section.   You’ll want to have a list of exactly what stores (probably local ones) that you are planning on approaching to see if they would be interested in selling your product.  You’ll also want to have a letter (or even better, a few letters) from these store owners saying that they are interested in selling your product in their store.   If I am the owner of Candied Cupcakes, some possible connections for me might be anyone that has tried (and liked) any of my cupcakes I’ve made in the past, future customers that have already demonstrated their support of my business and that they want to buy my cupcakes, the instructors and class members of my home economics class or any baking classes I’ve gone to, any stores that I’ve identified as good prospective places that might want to sell my cupcakes (even if I haven’t already talked to them yet, but it’s best to contact as many of these kinds of places well in advance of the investor panel so you can prove to the investors that you’ve already been doing these things), the president of the local rotary that wants to have my cupcakes at one rotary meeting a month, the marketing class in school that is helping to advertise my cupcakes in exchange for school credit, the article in the local paper that covered one of my promotional events, etc.

3.0 – PRODUCT/SERVICE DESCRIPTION
· Someone should be able to read the Product/Service description of your business plan and understand exactly what your product or service is, how it’s going to work/how it’s made, the entire process from beginning to end of how you create your product, and how you’re going to sell it.  
3.1 – What industry are you in?

· It is important to define your industry not only to clearly explain your product, but to also identify what industry you are working in so you can be aware of the trends, competitors and best practices in your industry.  
3.2 – What is your product/service?
· Please describe each component of your overall product IN DETAIL.  Below are some examples of questions to guide you in thoroughly explaining all the nuts and bolts of your business.  Please respond to any of the questions below that apply to your business in addition to including any additional information you can think of that would be helpful in creating a clear, detailed picture of your product or service for your reader.  
· What is your product made out of?  
· How are you going to make your product?  What are all the pieces involved in manufacturing, shipping, product development, packaging, distributing, selling, etc.  
· What EXACTLY will your product look like?  What colors is it?  What designs or decorations are on it?  What sorts of materials are used?  What are its dimensions?  What will it feel like?  

· How would somebody use your product?  

· What kind of packaging are you using?

· Are you making the product yourself? Using a manufacturer?  How will it be produced?
· Where specifically will you be making your product, and where specifically will you be selling it?
· Include pictures!!!

· What is the expected turn-around time for your product?  In other words, if it took me 24 hours to prepare an order of a dozen cupcakes, than my turnaround time for a dozen cupcakes is one day.  However, I may want to implement that my turnaround time for orders larger than 10 dozen require two weeks notice so I can somewhat protect myself against the possibility of getting more orders than I am able to respond to.  
· What kinds of supplies do you need? Where are you getting your supplies?  How are you ordering them?

· How will you present/display your product in the various places it will be sold?  

· What are the features and benefits of your product?  What will people love about it?  

· Have you assured that your product is safe?

· If you are using a website, what will the website look like?  What will it be capable of?  How will your customers be able to use it?  

· How will you transport/receive/deliver your product?

· How exactly will your service run?  For example, if instead of just saying “Candied Cupcakes makes cupcakes,” I want to say something more along the lines of “Candied Cupcakes makes its cupcakes using ingredients A, B, C, D, E, and F, and then bakes the cupcakes in a certified oven at 350 degrees for 12 minutes.”  Or, instead of saying something like “Chris’s Clean Cars is in the car washing industry,”  I want to say something like “Chris’s Clean Cars washes cars using the most effective and successful car washing method that exists in the marketplace today.  The first step is simply rinsing the car with water to remove any large quantities of excess grime before our second step, which is scrubbing the car with RubberMaid Sponges using a cleaning solution made from 5 parts water, 1 part Pine Sol, and 1 part Turtle Wax.  After the car has been cleaned to the point of sparkling, Chris’s Clean Cars dries each car by hand with a microfiber towel to ensure there will be no streaking or leftover residue.”

· What are all of the pieces and parts that create the entirety of your service from beginning to end?

· How would someone sign up for your service?  How would it work EXACTLY?

· What benefits does your service offer?  

· What exactly does your service consist of?  What can people expect from you when they purchase your service?  

· How long does it take to accomplish your service?
· Where exactly will you be conducting your service?  
· If there is a wait time to your service or product, what will the customer be doing while they wait?

· How exactly will the customer be involved in your service?  What is their role?  What is your role?  

· What do you need to be able to conduct your service?  What is essential, and what adds value but isn’t absolutely necessary?

· What sort of guarantees does your product or service come with?

· How will you order your supplies?  Where do your supplies come from?  What are the details about the supplies you’re using?

· Have you gotten the necessary permission?  State that here.  

· Have you looked into all possible insurance questions with your product?  State that here.  For many businesses it is absolutely crucial to have insurance, while for others it may not be a necessity.  Either way, you want to make sure you discuss insurance so the investors know that, whatever your choice, you’ve thought the issue through.  

4.0 – MARKET ANALYSIS SUMMARY
· This section requires  lots of additional research; not just to find numbers on the internet (which you need to do as well), but also to create whatever tools you need to find out more about your target market and the trends of your industry (for example, surveys, focus groups, testimonials, letters of intent, etc.)
4.01 –Who is your target market?  
· BE SPECIFIC.  Your entire marketing strategy, and the overall look and feel of your product, depends on your target market.  For example, if you are selling cupcakes, you may be tempted to say that “everyone” is your target market since anyone can eat a cupcake, or that “students” are your target market if you are planning on selling your cupcakes primarily at school-sponsored events.  But try to get even more specific here.  The designs you may choose for prototypes of your cupcakes, as well as the packaging, color scheme, places you would go to find customers, etc. would likely be very different if you were targeting 2nd graders as opposed to 12th graders.  While 2nd graders might really love cupcakes that look like Dora the Explorer Characters, 12th graders probably wouldn’t.  So even though both of those groups fall under “student,” you can see how getting even more specific about the parameters of that group helps create your marketing strategy.  

· A helpful hint for some in determining the appropriate age range is to look at the end points of the range you selected.  Do the interests, needs or concerns vary significantly from one end of the spectrum to the other?  If yes, you may have selected a target market that is too large.  For example, if I said that Candied Cupcakes was going to market to “children under 18”, my guess is that it would be hard for me to come up with some initial prototypes because what a 5 year old might like is probably significantly different than what an 18 year old might like.  Additionally, if I were designing the packaging for my cupcakes, it probably wouldn’t make the most sense to use stickers with Dora the Explorer’s face on them if I’m planning on distributing the cupcakes in a high school.  The more specific you can get when identifying your target market, the better you will be able to address their specific wants and needs.  

4.1 – What do you think the current need is in the market for your product or service?  
· What is the need, and why do you think it’s there?  How did the need you identified give rise to the idea for your product or service?
4.2 – Have you talked to some other potential customers about this?  What do they think?  
· BE SPECIFIC and get quotes.  
· Did other potential customers agree with you about the potential need?  Why or why not?
4.3 – Surveys

· Have you done a survey of your potential customers?  What have you been able to find out about your target market?  

· When you report on surveys, reviews, quotes or testimonials you gathered from customers, make sure you include their exact quote if it’s appropriate.  For example, it would be much more impactful for me to say in my business plan, “Joe Smith, a student at Bayside High School, reported after sampling a cupcake, ‘This is the best cupcake I’ve ever had in my life!” vs. “Students say they like the cupcakes made by Candied Cupcakes.”

4.4 – What information is available online about your market or product? 
· Continuing with the cupcake example, what information can you find about cupcake sales, or the increasing use of cupcakes at birthday parties instead of cakes?   

4.5 – What is the total size of your market?

· In determining the total size of your market, make sure you are as specific here as you were when determining who your target market is.  If you’re planning on starting your cupcake business by selling cupcakes in 7 local high schools, you want to find out exactly how many students and teachers are in those high schools, not how many students under the age of 18 are in New York State.  

4.6 – What are the trends in your market?

· Make sure you are able to support your claims with evidence whenever possible.  For example, don’t just say “people are buying more cupcakes.”  It is much more impactful to say something like “According to statistics from XXX, cupcake sales have been steadily increasing at a rate of 6% annually for the past four years, with a 17% annual increase in cupcake sales during the month of October.”  Go online and find out more information about whatever trends relate to your industry, and discuss why those trends might be happening.  For example, it would also be helpful to research whether sales of cakes and/or pies and/or cookies have been increasing or decreasing, and looking into if there are any trends around the dessert industry that would be important for you, as a cupcake owner, to know and be aware about.  If you believe that you have a new product that does not currently exist and therefore has no numbers directly associated with it, find some numbers that represent trends in a related market or industry.

4.7 – Growth potential

· When you are explaining the growth potential of your business, you want to make sure to include answers to some questions like; How else could you expand your market reach as your grow?  What other benefits and advantages would you enjoy as a result of having a bigger company with more resources?   Will your product be able to easily bridge boundaries between markets and areas, and continue growth at a steady rate, or are there certain issues or concerns you should be aware of and prepared to deal with?  

4.8 – Barriers to entry

· There are barriers to entry in your market for everyone.  It is important to take the time to identify these so that you can figure out how to overcome those barriers as quickly and easily as possible.  If the barriers have not been identified in the first place, it may leave your company vulnerable and at risk of being undermined by that obstacle.  Some examples of potential barriers to entry might be your age and business experience, your accessibility to money and resources/available capital, you may be in school during “normal working hours”, competition, etc.  

4.9 – How do you overcome the barriers?

· It is important to identify all potential barriers so that you can think through any possible risks you may be facing or potential vulnerabilities you have so you can take whatever action necessary to best protect your business and be equipped to face any possible challenges.  
4.10 – What changes could affect your company in the future?

· Similarly, you want to take the time to identify what changes could possibly affect your company, both positively and negatively, so you can be prepared to deal with that.  Some examples of changes that may affect your company include; the state of the overall economy, trends of your target market or industry, the creation of new products, seasonality, etc. 

4.11 – Features and benefits of your product or service

· When you describe the features and benefits of your product/service, you really want to BE SPECIFIC whenever possible.  You want people to be able to read this and understand exactly why someone would choose to buy your product or service over a competitor’s.  Clearly articulate what is special or unique about your product, and why someone would want to buy it.  For example, “One of the most important features of Candied Cupcakes is that all of our designs are created using candy, while most other cupcake companies do not decorate their cupcakes at all, or only do so  using different kinds of frosting.”  Explain IN DETAIL the benefits of your product/service, and describe EXACTLY what your product will do for your customers and what value it will add for them.  Back up your claims with evidence (surveys, testimonials, letters, etc.) whenever possible, which hugely strengthens your argument.  

4.12 – Customers

· Regarding your customers (in the section immediately above as well as other sections of your business plan that relate to discussing your customers), please consider (among other aspects when relevant and appropriate) the following questions:

· Who are your potential customers?  (In other words, what is your target market?)  

· What do they like to do?  What do they care about?  

· What kind of people are they?

· What are their daily lives like?  

· Where do they live?

· How much money do they make?  

· What is the typical demographic of this customer pool?

· What is important to them?  What do they value?  

· What are some characteristics about this group of people?

· What are the likes and dislikes that are characteristic of this population?  

· What are some trends of this target market?

· What are their habits, tendencies, and behavior patterns?  

· Where are the places they like to go?  What do they like to do?  

· How do they spend their time and money?  

· How do they like to communicate?

· How are they most comfortable regarding gathering, receiving, and transmitting information?  

· Where might this group of people be most likely to see your message?   

· What kinds of messages would most appeal to them?  

· What are some problems or issues this population faces?  How might your business help address those concerns?  

· What is unique or noteworthy about your target market?  What makes them distinct from other groups of people?  
4.12A – Identifying some existing customers
· It is extremely impactful for the investors to see that you already have people who are interested in buying your product or service.  This not only supports your research and is a crucial piece of the feedback process, but also because you are much more likely to receive funding if you can demonstrate that you are essentially already successful.  This can be an individual who loves the cupcakes she’s sampled from Candied Cupcakes and wants to buy a dozen as soon as the business is ready to sell, a bakery owner who is interested in selling my cupcakes in her maternity clothing store as a way of appealing to children, and the head of a local book club who wants to buy 10 cupcakes a month for her monthly book club meetings.  

4.13 – Competition

· Just like we all have barriers to entry, we all have competitors.  Sometimes it’s easy to identify competitors (for example, other cupcake bakeries would be a direct competitor), but other times it takes a little more thought.  While cupcake bakeries may be the most direct competitor, you would also want to research, and be aware of, whatever other indirect competitors you may have.  In this example, that may be other bakeries (even if they don’t make cupcakes), other places that sell desserts (you’re still competing against ice cream shops for dessert of choice that night), or even diet stores and weight loss programs (again, not the same product by any means, but the more successful the weight loss industry is, it makes sense that the more the cupcake industry could potentially suffer).  BE SPECIFIC about your competitors.  List out some.  When describing your competitors, make sure to consider the following:

· What do they do?  What are their businesses like?  What kinds of strategies do they implement?  Why are they successful?  Why are you different?  What value does your business offer that your competitors do not?  How will your business be successful despite the presence of these competitors?  What are your unique competitive advantages that will help you be successful?  

4.14 – What are your competitive advantages?  
· Why would someone choose to buy your product instead of any other product available?  What makes you different, better and more attractive to your target customers?  This can include both internal aspects of your business (the way your business structure is set up and the connections you have) as well as the external aspects of your business (your product and marketing strategy).  

4.15 – SWOT Analysis

· Please be sure to BE SPECIFIC, thorough, and complete when doing your SWOT analysis.  You should come up with at LEAST three items for each of the four categories.

5.0 – STRATEGY & IMPLEMENTATION
5.1 – What does your product/service cost?

· “What does your product/service cost” refers to how much you are charging your customer for your product or service, not the cost of making or producing your product or service.  Be sure to think through ALL of the potential costs associated with your business before determining your price to ensure your current business model doesn’t have you operating at a loss.  Some commonly overlooked costs include shipping, packaging, advertising/promotion, insurance, all the pieces necessary to make your product, and manufacturing costs, just to name a few. 

· If your pricing varies, include a chart that clearly explains the pricing structure or lists out the prices of different items.  For your financials, you will either use an average, or your most “popular” item.  Whichever you decide, indicate where you are getting your number from.  

5.2 – Explain your method for setting your price

· Be thorough in this explanation.  Someone should be able to read this section and understand the exact logic you used for setting your price.  There may or may not be a “right” or “wrong” price, but you’ll want to explain exactly why you chose the price for your product or service that you did.  This includes making sure you have incorporated ALL necessary charges
5.3 – Compare your prices to your competition.  Higher, lower, the same?  Why?  
· Remember to say why your price differs from your competition.   Highlight any strengths or advantages that comparison presents for your business, or be sure to fully address whatever questions or concerns that may raise.  For example, “Candied Cupcakes are sold for $4 per cupcake, which is higher than the average cupcake sold in the Rochester area, which is approximately $2.  However, customers will still choose to purchase cupcakes from Candied Cupcakes because of their elaborate and appealing decorations.  In fact, 79% of those surveyed said they would still buy a cupcake from Candied Cupcakes, even considering the price difference.”
5.4 – How important is price as a competitive factor?
· In your particular industry as it relates to your particular product or service, do you believe price to be a major factor that a potential customer of yours may consider?  How important is price in the scheme of other aspects about your product or service?  
5.5 – Where will you operate your business?

· BE SPECIFIC about where you will operate your business.  Describe what that place is like, and its pros and cons.  Include pictures and demonstrate how professional your place of work is to the investors!  The same approach goes for how you will deliver your product/service.  Describe each and every step involved in the process of how your customers will receive your product/service.  If your product is being made in a different place than where it is being sold, describe both.  
5.6 – How will customers contact you?
· Include the specifics of all these mediums.  Please include your business email address, phone number, website and/or address, if applicable.  If there are other ways customers will be contacting you, please outline the specifics of that mode of communication as well.  
5.7 – How will you get the word out to your customer?
· Just as is the case throughout your business plan, when you are discussing your marketing strategies you want to make sure that your explanations are SPECIFIC, COMPLETE AND THOROUGH.  For example, let’s say the description of the marketing strategy is “Candied Cupcakes is going to place an advertisement in newspapers.”  That still leaves many questions unanswered for the reader.  Some include; which newspaper? How much will that cost?  What days will the ad run?  How long will the ad run?  How many people subscribe to that newspaper?  How is this particular strategy reflective of your target market?   For another example, let’s use “Candied Cupcakes will use social networking tools.”  How?  Which ones?  What is the content?  What is the web address of those sites?  How will these sites facilitate sales or increase awareness, or whatever their intended goals are?  How is it geared towards your target market?  Do your best to anticipate any questions that someone reading your business plan might have, and then answer those questions completely.  Even if it’s possible that your answer may not be necessary.  

· When describing any of your businesses’ marketing/advertising strategies, potential promotional events or the places you may sell your product or service, make sure that you are calculating any possible costs that might be associated with these events, and that you have incorporated those into your business plan.  
5.8 – Reaching your customers

· Go back to the Market Analysis Summary where you discussed your customers in great detail.  Given the traits, tendencies, habits, behaviors, trends, likes and dislikes, concerns and characteristics of your target market, what are some good, intelligent options of where you might be able to find those people?  For example, if as the owner of Candied Cupcakes my target market is high school students, I want to think about high school students; what they care about, what’s important to them, what they like to do, where they go, how they spend their time, etc. etc.  If I am thinking of radio stations I want to advertise on, it probably wouldn’t make sense for me to have the majority of my ads playing in the middle of the day on a classical music station since my intended audience would probably be in school and wouldn’t listen to a classical music station anyway.  You want to cater your strategy to fit your market, and come up with creative and inexpensive ways that you can reach them.  A good strategy for some students is to create a fictional character who is a perfect example of someone in your target market.  For example, let’s say I created Johnny, your average high school boy.  Then when I’m thinking about how I can most effectively reach Johnny and communicate my message to him, I can just think about what Johnny, the average high school boy, might do when he’s not in school.  Come up with some answers to those kinds of questions, and find ways to reach out there.  
5.9 – Multiple Customers

· Many businesses do, in fact, have multiple customers.   With Candied Cupcakes, one market is high school students, while another different market is bakery owners.  You want to identify all the different markets that may exist for you, and discuss how you will cater your marketing strategies to each.  

5.10 – Getting Permission

· For any applicable marketing strategy, make sure you have acquired the necessary permission.  Also, please be specific about all the aspects of that particular marketing strategy.  For example, instead of writing “Candied Cupcakes will put up flyers around the school,” it is much more impactful to be able to say “Candied Cupcakes will post flyers throughout Bayside High School.  The business has already received permission from Principal Belding to post our flyers during the second and third weeks in April, as well as the week before finals as part of our “Study Break Treat” marketing campaign.  Principal Belding has already seen a copy of our poster, and has approved the content, message and any associated images.”  The same goes for a store or any other place.  If you are planning on putting up flyers anywhere, make sure you have obtained permission to do so when necessary.  If it is not necessary for a potential place you are planning on putting up posters, indicate that.  

6.0 – MANAGEMENT SUMMARY
6.1 – Who are the owners of your business?  What are their titles?
· List all the owners of the business and their titles (written in the third person)

6.2 – What is your previous experience?

· While you may not have any experience starting your own business or experience that relates to your specific field, you have undoubtedly had other experiences that qualify you for your various titles and that equip you to be a successful entrepreneur.  Have you ever held any leadership positions, or had any jobs with any particular responsibilities?  Have you received any awards, recognition or designations?  Have you done any volunteer work?  Have you held professional positions before?  Are you involved in any classes, in or outside of school, that teach you additional valuable skills?  We have all had very different experiences in life, so take some time to think about what specific experiences you have had that have taught you something that will help you be successful with your enterprise.  
6.3 – What unique skills do you bring to the enterprise?  

· If you DO have specific skills or experiences that relate directly to your specific business, or the process of starting a business itself, make sure you highlight those.  This includes any awards you may have received, any trainings you have accomplished, any talents you have, etc.  
· If you are in a partnership, make sure to discuss how your various skill sets complement and enhance each other’s.  
6.4 – Who does what?

· If there are multiple business owners, BE SPECIFIC about who is responsible for what.  You want your reader to be able to clearly understand how your working relationship operates.  Include any aspects of your partnership agreement that are applicable and explain the internal structure of your business.  
6.5 – Who are your suppliers?
· Be specific about where, exactly, you are getting your supplies from
6.6 – What activity do you outsource?
· Be specific about what activities, exactly, you are planning on outsourcing.  This may be manufacturing, shipping, packaging, selling, etc.  Any aspect of your business that you will not be directly responsible for, you want to mention what responsibilities you are outsourcing and who specifically you are outsourcing them to.  
6.7 - If other people will be working with you on your business (manufacturers, contractors, employees, etc.) include information about them, their skills or area of specialty, and what value they bring to your business.  
7.0 - FINANCIALS
7.0A – Make sure all your numbers match!!!!
7.1 – Cost of Supplies

· 7.1A – Be sure to think through all the necessary pieces you need to make and sell your product.  Some frequently forgotten costs include shipping, packaging and distribution.  

7.2 – Economics of One Unit
· 7.2A – Be sure to incorporate labor costs!  Even if you are doing all the work yourself, you have to include labor.  
7.3 – Monthly Sales Projections
· 7.3A – Explain why you have predicted your monthly sales projections the way you have
· 7.3B – In almost all cases, sales will not start until after the investor panel
7.4 – Average Monthly Operating Costs
· 7.4A – Regarding Monthly Operating Costs, be sure that you have not already calculated them in your economics of one unit.  For example, I wouldn’t want to put the cost of frosting as a monthly expense since I accounted for it in my Economics of One Unit.  If you include variable costs, list out what they are.  Many of you might not have any monthly expenses, and that’s completely fine too.  
· 7.4B – There should be very few monthly expenses.  For example, I don’t need a cell phone for my business right now, since I can just use the cell phone I already have.  
7.5 – Projected Monthly/Yearly Income Statement

· 7.5A – For the most part, you want to be looking at making at least $100 a month, or $1200 a year.  Anything less than that isn’t worth all your time and effort.  

· 7.5B – If it is not clear, explain why you have chosen the numbers you have to reflect your total monthly and yearly sales

· 7.5C – If you are projecting variable sales for your monthly projections (for example, I expect to sell significantly more cupcakes around the holiday season), use either your average monthly sales or the most common number of monthly sales as the value for the number of units sold in your Projected Monthly Income Statement.  Either value is okay to use, just make sure you indicate where your numbers are coming from.  

7.6 – Start Up Investment
· 7.6A – When determining your start up costs, it is very important that you are thinking of your start up investment as only what’s essential to launching your business for the first 1-2 months of operation.  You want to keep your asks in the hundreds, not thousands, of dollars unless you can prove, without a doubt, that whatever you are asking for is really the next step in your business, and that you are currently unable to meet your customer demand with your current resources.  For example, let’s say  I wanted to start a web development company, so I am asking for $500 for a new laptop.  There are a million ways you can compensate for not having a brand  new laptop (borrow a friend’s, use computers at the school or another location, use the computer you already have, buy a used one, etc etc), so the investors will not see it necessary to give you $500 for a new laptop.  Unless you want to front the money for that yourself as a way of showing the investors how invested you are in your company and that you’ve even bought a new computer solely for work purposes, this is not something you should be asking the investors for.  You need to be thinking of what your business will need for the first 1-2 months of its operation, not 1-2 years.  Furthermore, if I haven’t been able to prove that I have already successfully been programming websites and that I have customers who are waiting to work with me once I get this new laptop, the investors will not want to invest a significant amount of money into my business without knowing that I will be able to do what I say I am going to do.  
· 7.6B – Anything you include as part of your start up investment you don’t need to include as part of your economics of one unit, since you will have already accounted for it.  And vice versa; you only need to calculate each cost in one time in whatever chart makes the most sense.  Otherwise it’s essentially like counting that one expense two times, which you definitely don’t want to do!  
· 7.6C - Your total ask number that you identified in your financing strategy must match your start up expenses.  If I determine that I need $518.32 to start Candied Cupcakes, there’s no need for me to ask for $700.  
7.7 – Financing Strategy
· 7.7A – Ideally, you should invest some of your own money to fund your start-up costs.  Investors love to see that you are financially demonstrating your faith and commitment in your business if that is an option for you.  Ideally, that’s about 20% of what you need to start.  If you are unable to afford this, make sure to emphasize all the other ways you are demonstrating your drive and dedication.
· 7.7B – Be sure to subtract any money that you are investing yourself, or that you get from other sources, from the amount you are asking the investors for.  

· 7.7C – If you have identified any additional ways to decrease your start up cost (for example, if my aunt owned a bakery and was going to let me rent out her kitchen for free on the weekends) be sure to include that information to show the investors all the ways you are working to launch your business.  
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