The Business Plan

What is a Business Plan?

A Business Plan is a document:

· setting out the plans of the business

· demonstrating a way to achieve these goals

· helping to raise finance for the business

· helping to control and monitor progress once the Plan is established

What should be included in the Business Plan?

The layout of a Business Plan varies from business to business and depends on the complexity of the business.  The resulting plan can include either only few pages or a substantial document.  The normal layout is as follows:

· Executive Summary

· Nature of business

· Management of the business

· Sales and Marketing

· Products and Service

· Premises, Equipment and Plant

· Legal and Insurance

· Profit and Loss

· Cash Flow Forecast

· Personal Survival Budget

· Assessing Profitability

· Contingency/Risk assessment

1. EXECUTIVE SUMMARY

A summary of the relevant points or the main headings is necessary enabling the reader to grasp the basics of the plan.  It’s quite essential the larger the Plan is.

It should include:

· Product or services

· Management

· Finance required

· Amount of capital available to be invested

ADVICE:  The summary should be written last!

1. THE NATURE OF THE BUSINESS

Under this heading you need to clearly communicate what is the business idea, the reason you are going into business/growing the business and why that market idea.

· Describe the trading activities, ie product/service to be sold

· Explain why you think your business idea is a good one

· Specify the date of commencement of idea, the type of business structure (ie sole trader, partnership, Limited Company, etc.)

· Indicate whether a licence/certificate is needed to operate

1. AIMS AND OBJECTIVES

You should also be clear about your aims and objectives for the future associated with your statement on what the business is about.  For example, the aims of the business may be to provide secure employment in a profitable manner for all those working within it; to do this, the objective might be to sell 1,000 units of your product/service in the next year.

Your own personal objective, however, might be to sell a certain level of product/services or to generate sufficient profit in your first year for paying the rent of a small commercial office or industrial unit.

Under the two columns below, set out your aims and objectives for the first year. Quantify your business objectives in measurable terms rather than listing vague statements.

	Personal aims and objectives
	Business aims and objectives

	
	


1. MANAGEMENT OF THE BUSINESS

This section deals with those people who will be managing the business and the key tasks to be undertaken.  Potential investors, the Bank and even your customers or creditors will be just as interested in this information as in the business idea.  

Make sure the following is included:

· OTHER KEY PEOPLE

Good business propositions have been known to struggle because the people behind them do not have the necessary skills to ensure success.  You should indicate if available:

·
whether any additional employees are required

·
the duties and responsibilities of these key personnel

·
any business advisers and their roles

· SKILLS NEEDED TO TAKE THE BUSINESS FORWARD

Having identified the skills of those involved in the business, you can now develop a training plan to ensure future prospects.  You will need to list:

·
all skills/tasks required to manage the business effectively and which could help you achieve greater business success 

·
the skills your business has

·
prioritise those skills, which your business does not possess

·
who will require training, when and from where.

ADVICE:  Include a CV and those for any partners/directors!

1. SALES AND MARKETING

As a new business, it is vital that you understand your market place.  Marketing has been identified as a key problem in many small firms. Many small business owners and managers too often regard real market planning and research as a luxury; you will find as you put your business idea into practice that there is no real substitute for planning and research.

Attendance at the specialist pre-start-up training course modules will help you identify not only the key sales and marketing issues affecting your potential business but also how to address them, eg How do I undertake market research?  Where can I find information?  How can I test my product/service?

Getting the market wrong causes 90% of business failure.  Don’t underestimate the potential value of developing your marketing plan; if you do, you will regret it within a matter of weeks or months.  Accepting marketing disciplines, the tasks carrying out on the next few pages will help you to eliminate hunch, intuition and myth; you will establish a framework for deciding by reasonable judgement, by the demand for the products and/or services you are going to offer.

MAKE OR SUPPLY WHAT YOU CAN SELL…

INSTEAD OF TRYING TO SELL WHAT YOU CAN MAKE OR SUPPLY

IS THERE A MARKET FOR IT?

WITHOUT A MARKET, YOU DON’T HAVE A BUSINESS

With the best will in the world, a good product will not sell unless a market exists (or can be created) for it.  Therefore it is necessary to locate and assess that market.  The results of your market research need to be embodied in your plan.  

The market research should include:

· the current state of the market (static, increasing or decreasing)

· the size of the market (and details of assumptions made) locally, nationally

· the value of the market locally, nationally

· your knowledge and experience required in his marketplace

· the target customer groups in terms of age, tastes, habits and any other characteristics important for your understanding of customer purchasing behaviour

ADVICE:  Don’t just get the information and then forget it, write it down!  You need to analyse what you have found out; it is how you use the information that is more important than the information itself.  Don’t overdo it!
YOUR PRODUCT OR SERVICE

· Give details of your produce/service

· What are your Key Unique Selling Points (USP’s)?  Most businesses fail to clearly differentiate between benefits and features.  The relevant training module will help you to understand the differences and how you can therefore influence customer behaviour.

· Why should customers buy from you rather than a competitor?

· Who will be your major customers?  (if appropriate, list your first ten customers)

· What are the weaknesses of your product/service?

THE COMPETITION

· Who are your existing competitors?  (List them and the products/services offered.)

· Identify the strengths and weaknesses of your competitors.  (List reasons in priority why customers do or do not buy from them.)

· How do your competitors promote themselves and/or secure business for themselves?

· How will your competitors react to you setting up in business?

SALES AND PROMOTION

· Does your trading name and logo reflect what your business provides and are they in keeping with the image of the market?

· Who will sell your product?  (You, a selling agent, reps, other)

· How will your product be sold?  (Mail order, direct mail, door to door, party plan, telephone sales, other)

· Are specific selling skills required?

· Are there seasonal variations?  Can these be smoothed over by additional products/services?

· How and where will you promote your business?  Be specific about the methods and techniques you intend to adopt to secure orders?  (Brochures, advertising, sales promotions, samples, mailshots, others)

· What methods will you employ to monitor and control marketing and sales performance?

PRICING THE PRODUCTS/SERVICES

The pricing policy is not restricted to find out what your competitors are charging for similar products and services.  There are a number of other factors, which influence your pricing policy.

a) Your sales volume and price

Your SELLING PRICE must cover the direct costs (eg the material you buy) together with a mark-up to cover your overheads and your profit.

Find out what your competitors are charging and work out why there is a difference in their pricing policies.  This could lead you to find out their unique selling points and perhaps you could offer comparable or better services.

Setting your pricing policy is a vital part of your overall business plan.  There are two extremes of pricing policy:

·
High volume/low price


This policy is based on the fact that a 1 cent mark-up on each of 1 million items sold will give a $10,000 gross profit. It’s usually associated with supermarket type operations.

·
Low volume/high price


Here the policy is based on the fact that a $1.00 mark-up on 10,000 items will still give a $10,000 gross profit.  It’s a more selective market.

b) Pricing variations

There are a numbers of VARIATIONS, which can be applied to pricing policies:

·
loss leaders

·
cheap sources of (surplus) stock

·
local, low-cost production

·
discounting and payment arrangements

·
special offers

·
price ‘loading’ (where customers are prepared to pay high prices)

ADVICE:  Don’t forget – being competitive is by no means offering your products and services cheaper than your competition.
As part of your marketing strategy, you must determine the “unique selling points” of your products and services, ie the reasons why your customers will buy your products and services rather than those of your competitors.  If these are strong, and you can demonstrate true value for money to potential customers, your price need not to be the cheapest.

Use the following format as part of your market research:

	Product lines

	Competitor Name
	Location
	Description of their Product lines/Service

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


	
	Competitors
	My/our

	Highest Price:
	
	

	Lowest Price:
	
	

	Average Price:
	
	

	
	
	

	My/our proposed selling price:




1. PRODUCTS/SERVICES

Part of your market research will include the development of the product or service.  You have to check:

· the stage of the production process you are in

· if your product/service requires a patent/copyright

· if it is legal to sell your product/service

· what it will cost to produce/provide

· what skills are required

· how much can you produce over specific time periods

· how you will ensure quality control

· what levels of stock or work in progress will be necessary

· if you need to provide breakdown/maintenance/technical support to customers.

1. PRODUCT/SERVICE DEVELOPMENT

You should always be planning – with adequate lead time - to bring on line new products and services so that they are EARNING AT THE LEVEL YOU NEED before the old ones STOP EARNING.  In your position of starting in business, you should get into the habit of continually reviewing the position.  If you wait until the products and/or services you start out with are failing to capture the share of the market you need, YOU WILL FACE PROBLEMS.

REMEMBER: 
a new product can often be an old product that has been revamped or repackaged to capture a new market or emphasis a new use!  Does this apply to your situation of starting a new business?  Can you see a market for an existing product that could perhaps be repackaged to meet a different need?
You need to plan a replacement for every product or service nearing the end of its “maturity” phase and well before the “decline” phase (within the Product/Service Life Cycle) has started to weaken your profits seriously.  When starting your new business, how will this affect your position?  Are you sure that the products and/or services you start out with will last long enough for you to bring on line new products/services?  You will need to consider:

· the products and/or services which will form your new business

· how these will be developed

· the problems of such development

· how you intend to plan for all related costs

· how you will go about reviewing the need to bring on board replacements.

1. SUPPLIERS

Another element of your market research may include checking on suppliers.  If you will be relying on a supplier, it is imperative you understand whether:

· you know who the key suppliers are

· adequate supplies are available

· the quality is good

· discounts, payment and credit terms, delivery etc are available.

1. COMPONENTS OF YOUR SALES AND MARKETING PLAN

When all the required sales and marketing information has been obtained, it is important for you to develop a plan.  A sales and marketing plan is integral to the success of your new venture and the following framework will help you develop it.

Objectives:

What do you want to do?

Strategy:

How will you do it?

Volume:

Targets/value of sales

Pricing:

Can you cover costs and make a profit?

Elements:

What are the detailed tasks?

Program: 

When will the tasks be completed?

Budget:

How much will the tasks cost?

Responsibility:
Who will undertake the tasks – by when?

Control:
How will progress be monitored and directed and by whom?

2. PREMISES

Finding the right premises can take quite a long time but it is advisable, when starting a new business not to “run before you can walk”.  Before taking on a specific property make sure you know what your obligations will be; also the obligations of your landlord will be important. How often will rent be reviewed?  Who maintains the premises? 

There are advantages in starting a small business from home, mainly in keeping your overheads down in the early stages of the business.  Working from home also enables the business to be operated in conjunction with family commitments.  You need to be aware of the implications:

· in most cases planning permission will not be required (but check with your adviser)

· if you live in rented accommodation, your tenancy agreement may have restrictions (check with your landlord/council)

· if you own your own home, or are buying it, your mortgage deed may have restrictions such as a requirement that you notify the lender; or there may be covenants in the title deeds that the property will not be used for certain purposes or activities (check with your building society/lender)

· your domestic insurance may not cover business equipment or the premises used for business purposes (check with your insurers)

· Capital Gains Tax can be applicable when you sell the property if you use part of it solely for business use (check with your adviser or accountant).

ADVICE:
You should not tie yourself into any long-term agreement until such time as you are sure your new business is going to work out!
If you decide that working from home is not feasible it is imperative you check the following:

· Are the premises right for you?  How long would you anticipate staying in them?

· Is location important, for example, for passing trade?  Do you need trouble-free parking?

· In your business plan you will need to give details of the premises, freehold or leasehold, including internal floor space area, cost or annual rent or estimated cost or estimated rental and loan finance.

· You should also include fitting out costs.

ADVICE:
You are strongly urged to seek advice from a solicitor about the legal implications of taking on a specific lease.
1. EQUIPMENT AND VEHICLES

Regarding equipment, do you know what equipment you will require?  Many new businesses start up successfully with “nearly new” equipment – have you any ideas on how you can cut your start up costs in this manner?  (Beware buying second hand equipment that won’t last a reasonable time!)  If specialist equipment is involved, are you fully competent in its use?  If not, will you have to seek some further training?  Will you employ someone who will use such equipment and will they need to be trained?  Can you train tem or will you have to get someone to do it for you?

In your business plan, you need to specify:

· what equipment you will need

· whether you have everything you need now

· whether (and when) additional or replacement equipment will be needed in the future

· details of present plant and fittings, including estimated value and hire/lease purchase commitments

· details of present vehicles including estimated value and hire purchase commitments

· details of vehicles required including estimated cost.

ADVICE:
It is important to consider carefully the implications of purchasing, leasing or hiring equipment/plant!
1. LEGAL ISSUES

Make a note here of any legal matters, which you think you, may need to look at over the next 12/118 months.

· Setting up a partnership agreement or a limited company

· New premises which would mean a new lease

· New products/distribution deals which could mean new licensing agreements

· Franchising agreements

· Patents, copyrights

· contracts of employment and employment law

· Position of the business in relation to Health and Safety legislation

· Terms and conditions of trade

· Environmental legislation

1. INSURANCES

You will need to check on and specify in your plan which insurances will be required to cover all of your business needs over the next 12/18 months.

· Professional indemnity

· Public liability

· Employer liability

· Product liability

· Insurance to cover stock, premises, equipment

· Vehicle insurance

· Health and pensions

1. FINANCIAL PLANNING

Now you have completed your Business Plan to the stage where you know where you are going over the first year (and possible second), you need to look at the financial implications of the conclusions you have reached.  To ensure that you will make a profit and not a loss, a ‘break even’ and ‘profit and loss’ forecast (see Appendix 1) will need to be produced.  In addition, you will need to produce a ‘cash flow’ forecast (see Appendix 2) to ensure that your on-going requirements (working capital) can be financed over the first twelve months of your business.

2. PROFIT AND LOSS ACCOUNT

In order to project your profit and loss, some of the issues to be considered include:

a) Start-Up costs

Describe and list the items to start up your business.  Distinguish between capital and normal day to day operating/running costs.  You will also need to distinguish between those items already available (and their current value) and the cost of those to be purchased, leased or rented and when.

State how much it will actually cost to set up your business and how you intend to raise the finance required.

b) Sales forecast

You will need to put together a total sales forecast showing what you expect to sell in each month for the first year of trading.  You should take into account seasonal variations such as Christmas, bad weather, holiday periods etc and different sales patterns from several product groups.  It would be prudent to underestimate your sales and income.  Do not confuse sales with cash received.

You should therefore state in your plan:

·
Length of time for sales invoices issued by the business to be paid

·
Length of time for invoices received to be paid by the business

·
Way of collecting the money from customers

Fill in the sales forecast below showing the sales and gross profit you expect to achieve each month for the first year of trading.

	Enter months

(eg April)
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	Total

	Sales in $s

A
	
	
	
	
	
	
	
	
	
	
	
	
	

	Cost of Sales

B
	
	
	
	
	
	
	
	
	
	
	
	
	

	Gross Profit

A – B 
	
	
	
	
	
	
	
	
	
	
	
	
	


a) Cost of sales

Anything directly related to selling a product or service (where cost varies with the volume of sales) is included in the cost of sales.  Direct costs are in fact variable costs. They will depend very much on your kind of business.  For example, if you are running a shop or a restaurant, then the cost of the goods you have sold represents your variable costs. If you are running a van delivery service your fuel and oil costs will be variable.

b) Business overheads

List all of the estimated business overheads you expect to incur over the first year of trading.  Then identify how much of each overhead will be spent in particular months.

ADVICE:  Not all payments are incurred monthly.  It would be prudent to overstate your costs.

Use the table below as a guide to estimating your total overheads for the next twelve months.

	
	$

	Business rent and rates (business premises only)
	

	Heat and power (eg electricity)
	

	Employees’ wages and employer’s super, leave, etc (staff costs – include yourself only if you are working through a limited company)
	

	Finance charges, bank charges and interest
	

	Insurances (exclude motor insurance)
	

	Motor expenses (fuel, oil, maintenance, tax and insurance)
	

	Other travelling expenses
	

	Post and carriage
	

	Printing and stationery
	

	Professional fees (eg accountant and solicitor)
	

	Repairs, renewals, maintenance agreements etc
	

	Advertising, PR
	

	Telephone, fax
	

	Depreciation (inc. vehicles) *
	

	Other expenses (list each one)
	


Depreciation *

This is a percentage of your profits which must be put aside to allow you to replace assets when your current ones are worn out (typically this may be an amount equivalent to 1/5th of your machinery costs per year, ie 20%)

1. MONITORING PERFORMANCE – CASH FLOW FORECAST

Cash is the lifeline of a business and a cash flow forecast is the tool which will help you monitor your cash position by identifying when money actually comes in and goes out of the business over a period of time.  It will help you to analyse:

· Available sufficient cash to meet your trading needs throughout the coming year.

· Likely effect on cash availability to cover any planned capital investment

· The best way to utilise your cash, thus keeping your interest payments down to a minimum and allowing surplus funds to be invested

· Any cash shortages which might require additional finance

· Actual cash flow against your forecast and allocate priorities on expenditure if necessary.

1. OWN DRAWINGS/PERSONAL SURVIVAL BUDGET

You need to assess how much is required to you to live on and survive while setting up and running your business.  These will be the drawings you take out of the revenue earned.  The check list in Appendix 3 is designed to help you work out your income requirements from your business and everyone will have their own level of spending.

Too many new businesses are set up without real thought being given to a detailed personal survival budget.  Not only do you need to know how much cash you need every week to survive, the business needs to know how much you require so that pricing decisions etc. Can be based solidly on fact and not fiction.  Only you will lose out if these decisions are not thought through properly.

Where a business takes the form of a partnership, each partner should complete a personal survival budget.  Thus the total incomes required by all partners can be taken into account when determining pricing structures etc.  It could also be important when approaching a bank or other lending institution that all assets of the partners are known.

Guidance notes on the differences between profit and cash flow forecasts:

The figures you enter on the Profit and Cash Flow Forecast forms may be very similar to one another.  Differences between them and other matters, which might help in completing the forms are:

· Entries in your Sales Forecast should be copied into your Profit Forecast 

· If your Sales Forecast shows sales increasing with time, money spent on materials may follow a similar pattern

· The Cash Flow Forecast should show all money you will spend on materials whether for immediate onward sale or for stock.  On the other hand, the Profit Forecast should only show the cost price of items you have sold, or of materials you have incorporated into products you have sold.

· The Profit Forecast should reflect invoices raised (for sales) or received (for purchases).  The Cash Flow Forecast should show when they would be paid.

· The Business Overheads should appear as the total for Year 1 in your Profit Forecast.

· The money you put into the business is included in the Cash Flow Forecast (as “Capital or Grant” or “Loans”) but should not appear in the Profit Forecast.

· Money spent purchasing vehicles, computers, furniture, property, tools or anything else (except computer software) that you will use in the business for more than a year or so, should appear in the Cash Flow Forecast as “Capital Expenditure”.  On the Profit Forecast show as “Depreciation” the value these items will lose each month.

· Telephone, electricity, gas, etc are used throughout the year and this usage should be spread across the 12 months in the Profit Forecast.  If the bills are paid quarterly, costs should only appear in the Cash Flow Forecast every third month.

If you will operate as a sole trader or a partnership

The money you draw from the business is called Personal Drawings and includes your income tax.  These are shown on the Cash Flow Forecast and are personal not business costs.  Drawings are not shown on the Profit Forecast as you live on the profit the business makes.  Leave the “Employees Wages, etc” line of both forecasts blank, unless you intend to employ staff.

If you will operate as a limited company

Include your remuneration drawn from the company (together with any other employees’ wages) as “Employees’ Wages, etc” in the Profit and Cash Flow Forecasts.

Out of net profit before tax, you must allow for corporation tax.  You may distribute dividends from the net profit after tax.  This is designed to show how much profit you expect your business to make: it will not tell you how much money there is in the bank.  It is quite possible for a business to be profitable but fail for lack of available cash.

Net Profit pays the Inland Revenue, dividends and finances future investments in the business.

1. ASSESSING PROFITABILITY

It is important that you not only estimate your costs but also understand how they vary in proportion to sales so that you can establish the amount of sales required covering your costs ie the BREAK EVEN POINT.  This is vital information, as any sales in excess of this will mean that a profit is being made and sales below this point mean a loss will be incurred.  It will also help you determine the price to charge for your product or service and comparing your prices with those of your competitors will help to determine the likelihood of commercial success.

The following formulae are important to remember:




Gross Profit

=
Sales – Variable Costs




Gross Margin (%)
=
Gross Profit – Sales




Pre – Tax Profit
= 
Gross Profit – Fixed Costs




Break even Sales
=
Fixed Costs – Gross Margin (%)

In determining break even, it is necessary for you to divide your costs into fixed (those that do not vary with sales/Production and must be paid irrespective of the level of sales/output) and variable overheads (those that vary in direct proportion to sales/output).

By looking closely at these overheads, you can determine the levels of sales required to cover them (including wages for yourself), and then assess whether you can expect to achieve the necessary income.  Remember that this level of sales will only cover your overheads, ie it will allow you to break even but make no profit above your basic wages.

Example 1

A French Polisher, working on his own from home, estimates the following overheads for the first 12 months of trading:

	
	$

	Own drawings, allowance for income tax on profits, super, pensions.
	25,000

	Rent and rates
	3,500

	Repairs and maintenance
	200

	Heating and electricity
	300

	Telephone
	500

	Stationery
	150

	Advertising
	600

	Transport including petrol, tax, insurance and maintenance
	1,200

	Bank interest on borrowing
	100

	Bank charges
	75

	Insurance
	150

	Accountant
	500

	Depreciation
	300

	Contingencies
	1,000

	Income required to break even
	$33,575


The French Polisher has to earn $33,575 in 12 months and we can calculate the likely productive hours during which time he has to earn this amount.  You will substitute your own figures to suit your business and will be well advised to exclude any overtime.

In the French Polisher’s case let us assume that daily productive hours (ie money earning) total only 6, because of waiting time, administration, sales and miscellaneous efforts, which do not earn money.  This works out at:

30 h.p.w.* x 52 w.** 






   =  1,560 hours

Less 4 weeks annual holiday and sickness: 4 w.** x 30 h.p.w.* =     120 hours


Productive hours






   =  1,440 hours


(*  h.p.w. = hours per week)


(** w.       = weeks)

By dividing the productive hours into the total overheads, an hourly overhead recovery rate, which is needed to break even, can be calculated.  In our example:


$33,575 ÷ 1,440 hours =  a recovery of $23.32 per hour

Example 2

In the next 12 months a small manufacturer working on his own calculates the following overheads and repayment commitments:

	Own drawings, personal survival budget, allowance for income tax on profits, pension, etc 
	$

26,800

	Rent
	3,000

	General and water rates
	550

	Repairs and maintenance to equipment
	200

	Heating and electricity
	800

	Telephone
	400

	Stationery
	150

	Advertising
	500

	Transport including petrol, tax, insurance and maintenance
	1,900

	Bank interest on borrowing
	200

	Bank charges
	200

	Bank repayments
	Nil

	Insurance
	200

	HP or leasing
	Nil

	Accounting
	600

	Depreciation (machinery currently worth $6,000 with useful life of 4 years:    $6,000 ÷ 4)
	1,500

	Contingencies
	1,500

	Sales margin required to break even
	$38,500


The money to cover these expenses comes from gross profit, which is calculated:


Typical unit sales price


$2.50


Less unit variable cost


$0.90


Gross Profit per unit



$1.60

The break even point is calculated as follows:



Fixed costs





$38,500.00

Unit selling price – Unit variable cost as %


      64%










= $ 60,156

Our manufacturer therefore has to attain sales of $60,156 to break even.

1. CONTIGENCY PLAN/RISK ASSESSMENT

No matter how hard you try, the plans you have made will probably have to be altered to face changing circumstances – both inside and outside of your business.  The best way to approach this is to ask yourself simple questions about what you would do if …………..?  Scanning your business plan will help you identify some of the areas where you have made assumptions or plans based on current circumstances.

But what if some of those change?

For example:

· Sales invoices take longer to collect (ie debtors increase)

· Salaries or wages are higher than expected

· Rent payments change in size or terms (eg monthly to up front)

· Sales growth is lower than expected

· Sales growth is higher than expected

· Key personnel leave or suffer ill-health for any length of time.

It is vital to have a contingency plan in case forecasts are not on target.  If your plan includes contingencies, then you will have a far greater chance of success.  It also shows to potential lenders that you have taken a wider perspective in analysing all of your business activities.

PRBABLE/POSSIBLE COSTS OF GOING INTO BUSINESS

	Factor


	Estimated Expenditure

	Accounting fees
	

	Advertising – including artwork, sign writing, printing
	

	Business stationery and record books
	

	Cleaning materials and equipment
	

	Communication equipment, installation, transfer
	

	ETSA, connection, transfer, bond
	

	Fittings, furniture, display fixtures
	

	Insurances public liability, fire, burglary
	

	Lease drawing up, stamp duty, registration
	

	Legal Fees – Pty Ltd, Partnership, Trust
	

	Licences, planning application
	

	Loan Fees establishment, valuation, stamping
	

	Motor Vehicles purchase, upgrade, lease
	

	Plant and equipment purchase, lease
	

	Rates, taxes and other outgoings
	

	Registration of Business Name, Trademark
	

	Rental Bond and 1st month’s rent
	

	Refurbishing, repainting premises
	

	Staff recruitment, training
	

	Stock (3-4 months)
	

	Storage systems
	

	Wrappings
	

	Working capital
	

	Workplace regulations – Occupational Health, fire regulations
	

	Any others not listed above
	

	TOTAL
	


The foregoing is provided as a guide only and is not an exhaustive list.

OWN DRAWINGS/PERSONAL SURVIVAL BUDGET

Very few new businesses make much money in their first year.  Use the form below to work out how much you and your family need to survive over the first twelve months.

	Estimated Expenditure
	$ Monthly/Annually

	Mortgage/rent
	

	Council/water rates
	

	Gas, electricity
	

	Personal and property insurances
	

	Food, general housekeeping expenses
	

	Clothes
	

	Telephone
	

	Hire charges (video/TV, etc.)
	

	Entertainment (meals, drink, etc.)
	

	Subscriptions to associations, journals/newspapers, etc.
	

	Car registration and insurance
	

	Car running expenses
	

	Car service and maintenance
	

	Children expenditure and presents
	

	Savings plans/pensions/superannuation
	

	HP repayments
	

	Pets
	

	Other (please state)
	

	
	

	
	

	
	

	Holidays
	

	Travel
	

	Contingencies (something unforeseen that may occur)
	

	(A) Total Expenditure
	

	Estimated Income: Income from family/partner

Income from other sources (not business)
	

	(B) Total Income
	

	Total survival income needed in year (ie A minus B)
	


27

