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INSTRUCTION GUIDE
BEFORE YOU GET STARTED
For many of us writing a business plan can be a daunting task and frankly, who has the time and the knowhow to do it. But please, read through this document and give your business some thought. Where did it start? Where is it going? And how will it get there? If you don’t know, then how will anyone else?
This business plan template has been designed as an easy tool for someone who has never written a business plan before. Instructions as to what you would write in each section are written after each heading. A “fictitious” business (Bite Free Living) has been used to guide you through. All these examples will appear in red. (Make sure you remember to delete these details before you print)  The highlighted headings should remain on the plan with your details paragraphed below each heading.
 (Bite Free Living does not exist and all details pertaining to Bite Free Living have been made up)
If there are things in the business plan that are not relevant to your business, delete it. 
If you need extra help with writing your business plan or with other aspects of your business such as: a marketing plan, hiring staff, financial planning, training courses, policy and procedure documenting, reducing waste, networking, customer service improvements etc the Business Growth Centre (BGC) offers a number of programs that can help you improve your business skills. Find about these programs at www.bgc.wa.gov.au 
If the reason you are putting this business plan together is to apply for finance from the bank it is recommended you consult with your accountant or a financial institute to help you expand on the financial section of your plan. The bank will want more details on how and when you will pay them back.
PURPOSE OF THE BUSINESS PLAN
What is the purpose of the plan? If your bank has requested one you must be applying for a loan for the business and the bank will want your plan to show a good cash flow projection. Your business plan should have the financial information for the bank to see a projected profit.       Basically all they need to know is, can you pay the loan back?
You should have a business plan (on paper), one that is updated regularly. Without a plan how do you know the direction of your business or know your partner is on the same page as you, or if something happens to you, will your family know what to do?
A good business plan will have goals and strategies to achieve these within set timelines.
EXECUTIVE SUMMARY
(The summary should be completed AFTER the business plan is finished and should give a broad overview of your company’s objectives, products or services, your target market, strategies and financial forecasts. This part of your business plan should really pack a punch and get the reader excited about your business)
Company Background
Who owns the company? How and when did it start?

Bite Free Living was established in Perth, Western Australia in June 2005. The Directors of the company are Kara Daniels and Richard Haines who equally own 50% each of the business.
Kara has a passion for researching and treating allergies for her loyal clients. 

(Type here trading name of your company)

(Postal address)

(Physical address, if different to postal address)

(Telephone number)

(Fax number)

(Mobile number)

(Website address)

(Email address)

(ABN)

Products & Services
This is a summary of the products or service your business provides.

Bite Free Living sells allergen-free foods and products for people and animals with allergies.

The Market
Describe the market your business is in. Include the size and growth potential of the market.
Bite Free Living is marketed towards those with allergies to certain foods and materials. With increased reports of ‘Bed Bugs’ cases and asthma on the rise I anticipate a 10% increase in need for Bite Free Living products by the end of 2011.
What segments of the market are you in? Are you planning to expand into additional markets?

Bite Free Living is targeted at the high end of a very specialised market. The main marketing strategy currently used is referrals through dermatology clinics and Veterinary hospitals. 

The Business Potential
Outline your business’ competitive advantages

Bite Free Living stocks the finest quality products to cater for those with allergies to food, materials or air-borne pollens. These products are available through my retail store and from 2010 will also be available through my website.
Describe your business’ directions for growth

Growth has been steady over the past two years, with turnover breaking $******* in 2009. With the introduction of the website in 2010 first month projected sales are at an 8% increase.

Mission, Goals & Objectives
If you have a mission statement, write it here.
”Bite Free Living strives to provide quality allergen-free products to all Australians fighting the itchies”

Clearly state your business objectives, your performance measures and a deadline for achieving each one (if there is no deadline…..when will you reach your objectives?)

Bite Free Living aims to increase sales by 20% in 2010.
Bite Free Living aims to increase market share to include other states in Australia throughout 2010.
Bite Free Living aims to build on existing data base of customers in 2010 to double the number of recipients to 400 in the first 3 months of the website’s inception.

Strategies
This is a summary of your products, pricing, marketing, sales, distribution & strategies
Bite Free Living stock a range of mattress covers, pillow covers, mite sprays, low-allergen meals for people and for pets. Products are sold at one retail outlet in Balcatta with customers being referred from various health food centres, dermatology centres and veterinary clinics. 
A new marketing strategy will commence in 2010 through the website with the aim to reach those who cannot visit the store and do all their research on the internet.

Also increase the amount of outlets of availability with health food store and pet supply stores carrying Bite Free Living products.

Business Structure
Briefly outline the organisational structure of your business and key management personnel

Kara Daniels, part-owner and Director of Bite Free Living is responsible for key sales, marketing, staffing and overall strategic decisions.
Richards Haines, part-owner. Works casually on the weekends.

Casey Smith, Manager is responsible for store operations and sales.

Reporting to Casey Smith (Manager) are 3 casual staff members working in the retail store.

Finance
State your key financial indicators here (These will come from your financial analysis include: turnover (sales), gross profit and net profit)
Forecast turnover for 2010: $*****
Forecast gross profit for 2010: $****
Forecast net profit for 2010: $****
Business Plan
The first page of the business plan is where you explain your business goals and objectives. If you are writing this for someone else ie your bank manager, you want to inspire and help the reader to understand why you are doing what you are doing. If you are writing this for yourself this is a good time to have a hard look at what you want from the business, now and in the future. If you have a partner, do they have the same objectives as you? Where do you want the business to go? When do you want to sell? Do you have an exit strategy? These are all things that you will know by the end of writing this plan. Updating your business plan every year, ensures you stay focused and actually achieve something. 
A business plan will usually start with the writer declaring their business goals, objectives or vision. Often a mission statement will be declared. It’s up to you to decide what is relevant to your business.

You may be confused over the difference between goals, objectives and mission statements. Here’s a simple explanation:

	What
	When
	Definition
	Example

	Business Goal
	Future
	Set a target or level of performance you plan to achieve
	Increase client base by 15% 

	Business Objective
	Now
	What the business plans to achieve within a set timeframe
	To increase client base by putting marketing plan in action by end June 2010 

	Mission
	Now
	What you plan to do to achieve the envisaged result
	To provide top quality products and service 

	Vision
	Future
	What and where you plan the business to be
	To be a market leader in our industry

	Motto
	Now
	The staff motto or the company catchphrase  
	“Take a Bite out of your Allergy”


*You do not need to include all of the above unless you feel they are a useful tool for your business.
Mission Statement
A mission statement describes what your business does and the how and why?

”Bite Free Living strives to provide quality allergen-free products across the nation”

Business Objectives
This is where you set your business goals. What are you planning to achieve?

In the next 12 months?

· I plan to increase sales of products (excluding meals) by 20% over the next 12 months through the introduction of a website and home delivery services.
· Increase client data base through newsletter registration online and in store

· Repay loan for website development

· Re-brand and print new brochures and merchandise
· Employ new part-time staff member to maintain website and data base
In the next 5 years?

The business will be on the market within the next 5 years. I will have made a profit of $******* 
When do I want to sell the business? What is my exit strategy?

I intend to sell the business once profits reach my target of $*******
Business Structure
Directors/Owners
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Kara Daniels 

Part-owner and Manager of Bite Free Living is responsible for key sales, marketing, accounting, staffing and overall strategic decisions
Richard Haines 

Part-owner

Richard works on the week-ends and holidays serving customers, doing deliveries and stocking shelves as he also holds a full – time job during the week.
Casey Smith

Store Manager is responsible for store operations and sales.

Reporting to Casey Smith (Manager) are 3 casual staff members working in the retail store.

Retail Assistants
Jane Butters – Works casually during the week 

Bailey Andrews – Works after schools hours
Kristy Blackshore – Works after school hours

Clients
List here your major clients (Make sure you get permission if you are publishing client details)

	Business Name
	Address
	Phone
	Contact

	North Street Veterinary Clinic
	12 North Street Scarborough 6025
	9546 6574
	Bill Holt



	Hampton Dermatology Clinic
	6/87 Gerling Drive Hampton 6062
	9756 4536


	Fay Churchill



	Red Haven Veterinary Clinic
	23 Satellite Lane Joondalup 6027
	9234 5477
Jamie: 0435 765 897
	Jamie or Sahita



	Alexandra Veterinary Hospital
	45 Blank Street Alexandra
	9564 7689


	Jenny Fame or John Stiller

	Landsdale  Dermatology
	Unit 9/677 Baxton Drive Landsdale
	9354 6789


	Carl Gillespie




Business Advisors and Important Contacts
Who provides you with advice and support in your business? 

	Banker
	Adam Franks
	9387 5647

	Business Advisor
	BGC
	1300 40 60 80

	Accountant
	Anna Jenkins Accountancy
	0438 786 908

	Book Keeper
	Mount Book Keeping Services
	9436 9876

	Lawyer
	Green Leaf Solicitors
	9435 6574

	Insurance Broker
	Troy Gutters
	0412 675 222

	Insurance Company
	Random Insurance
	9453 6754

	Industry Associations
	
	


THE MARKET
Industry Profile
Describe the industry you are in and what the major characteristics of the market are. [Information on the environment and potential competitors and useful resources can be found at: www.IBISWorld.com.au; www.industryskillscouncils.wa.gov.au]  The best way to receive information on your customers’ behaviours is to ask them. A customer survey form can be a resourceful way to collect the relevant information. Retail stores do it all the time, when they ask for your postcode when you make a purchase, it’s for geographical marketing research. 
Bite Free Living is in the retail industry, specialising in allergen-free products for people and animals suffering with asthma, allergies and health problems associated with allergens. 
Describe the products or services your business sells in detail
Allergy bedding
Allergy control products

Air cleaners and purifiers

Asthma control products

Allergen free meals
Dust mite covers
Dust and pollen masks

Household cleaners

Odor controls 

Pet allergy skin care products

Pet allergen free meals

Sensitive skin care products
	


Outline the size of the market, its prospects for growth and trends likely to impact in the future
To gather the information for this section I researched on the internet for statistics on asthma and allergy rates in Australia. I also researched my competitors and analysed the difference between my businesses and theirs. (Don’t be afraid to do research, the more you know the more you can plan for success)
If marketed wisely there is a huge market share to be obtained with statistics stating that:

· Allergies occur in 1 in 3 Australians at some time of their lives

· 1 in 5 will develop hay fever or eczema

· 1 in 20 Australian children suffer from food allergy
(*Ref - The Australian Society of Clinical Immunology and Allergy)
MARKETING PLAN
Market Segmentation
Before commencing a marketing plan it is a good idea to understand your potential customers and their buying behaviours by segmenting the market into different variables based on age, income, location, psychological profile etc 
Bite Free Living used the Customer Feedback Form below to gather this information.
Geographic breakdown (Location, population size or climate)
Bite Free Living customers reign from the Perth metropolitan area, travelling from various suburbs for a niche line of products. In 2010 the plan is to expand into a larger geographical area by offering products on the internet.
Demographic (Age, gender, income, family size or life cycle)
Bite Free Living’s average customer is 30+ women purchasing products for children and pets. 
Psychological (Lifestyle, personality, social class, motivation)
The average customer is of a mid – high level of sophistication buying high quality products for their children or pets. The motivation is for better health and although they do compare prices they are willing to travel and pay a reasonable price for a good, quality product.
Behavioural (Product or service benefits, frequency of purchase & brand loyalty)
The average customer spend is $84. Some pay this once and others have a regular spend per month or fortnight depending on the allergy type. Brand loyalty is strong with Bite Free Living’s client base and this will be built on in 2010.
Demonstration Template
CUSTOMER SURVEY FORM
(It is really important for your marketing plan for you to understand your customer and their needs, so as not to waste endless hours and money on advertising in the wrong place to the wrong people)  **ADJUST THE FORM TO SUIT YOUR BUSINESS REQUIREMENTS**
1. Where did you hear about (Your Company here)? ______________________________________________________________________________

2. Have you visited (Your Company here) before? (Please circle)      Y         N

     1-2 times                    3-4 times                     5-6 times          Other ________________________

3. What suburb do you live in?

______________________________________________________________________________

4. What is your age group? (Please circle)
     18-25                     26-32                       33-45                46-58                   59-70                   70+

5. What is your occupation? _______________________________________________________

6. What is your average household income? (Please circle)

   15-35k                    36-42k                     43-55k                     56-68k                 69-99k                 100k+

7. How many people/ animals live in your household?

          ________________ Adults        ______________ Children           ______________ Pets

8. Why do you shop at (Your Company here)? (Please circle)
The only shop I know that sells these products      Customer service      Location is close to me Other____________________________

9. Where do you do most of your research into allergen-free products? (Please circle)

  Internet                     Community Newspaper              West Australian              Doctor/Vet clinic

10. Are there additional products or services you would like to see carried by Bite Free Living?

__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Thank you for taking the time to fill out this survey. I hope to see you again soon

The Competition
Who are your main competitors? Describe in detail their size, brand equity, market share, distribution channels, pricing strategy, target market, product lines.
Bite Free Living has 2 major local competitors with additional smaller competitors in the eastern states and overseas.
	
	Bite Free Living
	The Allergy Free Centre of WA
	Bob’s Allergy Store
	Other Competitors

	Product Line
	*Full range of Allergen-free bedding products

*Good range of sprays and lotions

*Some pet foods available
	*Full range of Allergen-free bedding products

*Extra stock of sprays and lotions

*No food available
	*Limited range of bedding products

*Good range of low allergen foods
	*Full range of bedding

*Lotions and sprays

*No food available

	Quality of products or services
	Excellent
	Excellent
	Excellent
	Good

	Price Comparison
	Medium - High
	High
	Medium
	Medium - High

	Distribution Methods
	Retail store and home delivery (via post)
	Home delivery – 14 days (via post)
	Retail store also has home delivery (daily by van)
	Home delivery

(via post)

	Market Positioning
	Top quality service 
	Top quality. State backed products
	Top quality low allergen foods
	Internet based

	Target Market
	Local market
	All Australians with allergies
	Local market
	All Australians with allergies

	Market Share (Local Market)
	20%
	40%
	20%
	10%


Competitor 1 – The Allergy Free Centre of WA 

Bite Free Living differs to that of its major competitor by being a come in and browse, ask for advice retail store. The Allergy Free Centre of WA in an order through the internet business with little to no help or advice and has additional charges for postage & handling. 
Competitor 2 Bob’s Allergy Store

Bob’s Allergy Store has limited stock of bedding, sprays and lotions which makes less of a threat for that range of goods. Although Bob stocks a good range of homemade frozen take home meals for adults, children, cats and dogs with allergies.

What is your USP (Unique Selling Point)? 
In other words, what makes you different from your competitor in the eyes of the consumer (your potential customer)
Bite Free Living’s USP is the friendly service and advice the customer will receive whether purchasing from the store or over the internet.
SWOT Analysis
SWOT stands for Strengths, Weaknesses, Opportunities and Threats. Your strengths and weaknesses come from an internal analysis of your business, whereas opportunities and threats come from outside your business and are harder to control. It is important to be aware of these opportunities and threats, and be prepared to make an educated decision for you business when they arise.

	Strengths


	Weaknesses



	· Niche market – not yet fully established

· Core base of loyal customers


	· Lack of profile (brand image)

· No online presence



	Opportunities


	Threats



	· Expand retail range

· Explore eastern states/overseas market
· Expand marketing opportunities online 

	· Competition from home-made meals 

· Competition from online companies




Sales Objectives
State the sales targets you expect to achieve over the next 12 months. Your sales targets can be measured in either unit sales or dollar sales.
Bite Free Living aims to reach a target of *****for the period January 2010 till the end of December 2010. This will be achieved both through retail sales and internet sales.

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Total

	Bedding
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sprays
	
	
	
	
	
	
	
	
	
	
	
	
	

	Food
	
	
	
	
	
	
	
	
	
	
	
	
	

	Pets
	
	
	
	
	
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total
	
	
	
	
	
	
	
	
	
	
	
	
	


*The above table should be done on an Excel Spread Sheet and attached.
Marketing Objectives
What are your marketing objectives? What do you want to do? Are you breaking into a new market? Increasing the one you have? Or branching out with new products? What is it you want to achieve? Typical marketing objectives focus on customer acquisition, customer retention and brand awareness. They must be SMART, Specific, Measurable, Achievable, Realistic & have a Time-frame. 
Bite Free Living intends to build the client base and start forming relationships with more consumers through the website, social media (such as Face book & Twitter) and monthly newsletter. Google Analytics will be used to monitor the success of the campaign. A review will be conducted at 3 months, then again at 6 months and then at 12 months. 
Marketing Mix
The marketing mix contains 4 components, commonly referred to as the 4 P’s (Product, Price, Place and Promotion) A combination of these, or a mix are used to achieve your marketing objectives. If you get the mix wrong you will not achieve your objectives, for example your competitor sells the same products cheaper and you have no added benefits for the customer. You don’t have to reduce your price to compete, you can look at one of the other P’s to add value to win the customers dollars. You should compare all 4 P’s to your competitors 4P’s to understand why your customers buy from you.
Product
What are you selling? How does your product or service compare to that of your competitors? What are the benefits to your customers? Is your brand recognisable? 

Bite Free Living is in the retail industry, buying goods wholesale and on selling to the public through a retail store. Bite Free Living stocks bedding from 3 different suppliers, lotions from 5 suppliers and pet foods from 2 suppliers to give variety to the consumer as well as protect against loss of supplier. The brands stocked are top quality and recognisable to the consumer. The two biggest competitors also stock the same or similar products with The Allergy Free Centre of WA stocking additional lines.  
Price
It is a good idea to compare your price with your competitors. How do you know you are under or over charging in the market you are in? If you are overcharging in the price analysis, don’t panic and drop your prices, you should look at your profit margin and see if you have the product/service priced correctly. Your competitor may have dropped their price to undercut you and may be on their way to the liquidators. 
Bite Free Living is priced similarly to that of the competitors. After careful analysis of the profit – margin, no need to re-assess the prices.
Place
Where do you sell your product/service? Is it though a retail store? Is in it a good location? Is there parking for customers? Is it hard to find or in an isolated area? Are you delivering in a van? or by the post? These are all things to consider when looking at your place of distribution.
Bite Free Living has analysed ‘place’ and found a new target market by expanding the geographic area of distribution to the rest of Australia and the world through the internet. Bite Free Living currently sells through a retail store in a good location to attract consumers in the northern suburbs of Perth. By selling through the internet with distribution through the post Bite Free Living will expand its place of distribution throughout 2010.
Promotion
Why would the consumer buy from you? What methods do you use to promote your business? Do you advertise in the Yellow Pages or do you send out flyers? What promotions do you currently have running? Are they bringing you a return on investment? In other words, is it working? 
Bite Free Living is re-branding in 2010. The store name will remain the same but a new logo will be created to build on brand equity. New brochures and business cards will be printed with the same theme as the website that is due to go live 12 March 2010. Google Analytics will be used to track and monitor the websites progress.
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When you are busy in your business everyday with your head buried in the books or serving customers how are you going to personally learn and grow? Doing workshops and courses is the way for structured learning (for example MYOB course to learn the program) But to learn what is out there in your neighbourhood, networking is the way to go. So what is networking?
Networking is about going to events and mingling with like-minded business people. It’s about making connections and meeting others who may be dealing with the same issues and triumphs you are in your business. Networking is also about helping others in your community. It is about referring clients to those you know, if you know a good book keeper, share them, they may appreciate the referral and may return the favour. 
So where to find a networking group?

The BGC hold a monthly networking event that is themed to make it a fun and enjoyable experience. The events are in various locations across the Perth metropolitan area. The BGC also advertises events held by others on the events page of the website. To find the next event near you www.bgc.wa.gov.au 
Networking Strategy
Use the internet to search for networking groups close to you. You can’t possibly go to every event you find but get out of your comfort zone and check out a few different ones. If you are looking at joining a networking group and don’t know which one. Go o a few events held by different groups and choose which one suits you. 
Bite Free Living has selected four networking and industry groups to contact about joining and attending events. A calendar of events will be put up on the staff notice board to encourage interaction by all staff members.

	Networking Group
	Contact
	Phone
	Web Address

	BGC
	Stephen Buckley
	1300 40 60 80
	www.bgc.wa.gov.au

	Local Chambers
	Charles Bellow
	9472 9303
	www.localchambers.com

	BNI
	Cliff Carter
	9463 7852
	www.bni.com.au

	CCI
	
	1300 422 492
	www.cciwa.com


Greening Strategy
Reducing waste, recycling and conserving your energy consumption can save you a lot of your hard earned profit. Implementing a greening strategy into your business is not complicated either. And it’s a good feeling that you are helping to preserve our planet for future generations.
A green skills program which will allow you to set standards for you business at the outset and, as in every area of your business, this will continue to grow and improve. Starting with an environmental strategy sets the standards for both the overall business and its employees.  

Sustainability
Your green skills plan can be divided into sections.

1. Office standards 

Bite Free Living will set office standards that include recycled paper used in the photocopier. Printing will be set at double sided, black print. 
A water cooler will be installed in the office to allow staff to refill water bottles.
2. Employee contributions 

Bite Free Living encourages all staff members to recycle paper. 

Employees will be responsible for ensuring computers, photocopiers etc, are turned off at close of business.

Lights are turned off when no one is in the storeroom. 

3. Recycling

Bite Free Living intends to have collection bins for recycling paper at each work station.
A communal box crusher will be shared with other businesses in the area. 

Shredded paper will be offered free to customers to use in litter boxes. 

4. Energy consumption

Energy efficient light bulbs will be installed.  

On days the temperature is between 20 – 27 degrees windows will be opened rather than operating air conditioning.  
Triple Bottom Line
The Triple Bottom Line is the concept behind creating a more sustainable business.  For any business to maintain a competitive advantage and achieve long-term success in today's economy, it must focus and excel in the following 3 areas:

1. People - Business must treat all individuals (employees, customers and the community) fairly. 
2. Planet - Business must operate in an environmentally responsible manner. 
3. Profits - Business must achieve an acceptable return on investment and a healthy bottom line.
1. Bite Free Living will treat all customers and employees fairly.

2. Bite Free Living will operate in an environmentally responsible manner.
3. Bite Free Living will achieve an acceptable return on investment and a healthy bottom line.

To find out more information on ‘Greening’ you business contact the BGC
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                                                            www.bgc.wa.gov.au 
Operational Plan
Production
Are you producing a product? How will it be produced? What is the process?

Bite Free Living buys in products at wholesale prices to on sell to the public at retail prices. Nothing is being manufactured on the premises.

Outline any partnerships or supplier agreements you have in place

Bite Free Living has an agreement with the following

· Colorado Meats  - for the supply of allergen-free pet foods

· Cozy Sleep – supplier of bedding products
· Jimmy Free – supplier of spray’s, powders and lotions

Location & Equipment
Describe where your business is located, any leasing arrangements and property value here.
Bite Free Living is located at 5/89 Railway Parade, Balcatta. This premise has been leased for 5 years (starting 26.03.2005) with possible extension negotiable. 

What plant equipment do you need to run your business? Is it leased or owned by the company?
	Assets
	Value $

	
	

	
	

	
	

	
	

	
	

	
	


Why is your business located where it is? (Things to consider: Foot traffic, parking for customers, suppliers and staff, proximity for customers and suppliers)

Insurance
Make sure your insurance is kept current and covers you completely. You should contact an Insurance Broker to get the relevant information.
Financial Plan
This section of your business plan is very important for a few good reasons:
· If you haven’t got the funds, how are you going to pay for your marketing plan or even operate?

· You can analyse your sales and see if you are making a profit – (You should work on a gross profit (GP) above 35% minimum (depending on your industry) It is a good idea to regularly analyse the GP margin on all items/services sold. If it’s not making you money, is there another reason you stock it? The larger supermarkets often lose money (loss-leader) on a sales item to draw customers in who inevitably impulse buy to make up for the loss
· If you are applying for finance from the bank they will want to see a strong projection of profit. To make sure you can pay back the loan.
In this section of the plan you need to attach your ‘Profit & Loss Statement’ for the last 12 months. (If you don’t have one there is an example below) From there you will be able to work out your business ’Cash Flow Forecast’ that is a projection of sales verses costs for the next 1, 2 or 3 years (Example below for 12 months) 
Sometimes finance can be baffling especially if that is not your forte.  If you don’t regularly look at your finances and analyse your profit margin how do you know you are making a profit. You should have an external accountant especially if you don’t understand the figures. The hours that it takes you to work it out could actually cost you money and time which could be better spent on managing the business.
What is your financial strategy to achieve your business goals? 
Bite Free Living intends to increase sales of 65% over the next 12 months with a net profit of $*******
Profit and Loss Statement
	Month
	Jan 10
	Feb 10
	Mar 10
	Apr 10
	May 10
	Jun 10
	Jul 10
	Aug 10
	Sep 10
	Oct 10
	Nov 10
	Dec 10

	 Sales
	

	Bedding
	
	
	
	
	
	
	
	
	
	
	
	

	Sprays
	
	
	
	
	
	
	
	
	
	
	
	

	Lotions
	
	
	
	
	
	
	
	
	
	
	
	

	Air purifiers
	
	
	
	
	
	
	
	
	
	
	
	

	Masks
	
	
	
	
	
	
	
	
	
	
	
	

	Odor controls
	
	
	
	
	
	
	
	
	
	
	
	

	Pet products
	
	
	
	
	
	
	
	
	
	
	
	

	Pet allergy care
	
	
	
	
	
	
	
	
	
	
	
	

	Pet meals
	
	
	
	
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	
	
	
	
	

	Total 
	
	
	
	
	
	
	
	
	
	
	
	

	Cost of Sales
	

	Bedding
	
	
	
	
	
	
	
	
	
	
	
	

	Sprays
	
	
	
	
	
	
	
	
	
	
	
	

	Lotions
	
	
	
	
	
	
	
	
	
	
	
	

	Air purifiers
	
	
	
	
	
	
	
	
	
	
	
	

	Masks
	
	
	
	
	
	
	
	
	
	
	
	

	Odor controls
	
	
	
	
	
	
	
	
	
	
	
	

	Pet products
	
	
	
	
	
	
	
	
	
	
	
	

	Pet allergy care
	
	
	
	
	
	
	
	
	
	
	
	

	Pet meals
	
	
	
	
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	
	
	
	
	

	Total 
	
	
	
	
	
	
	
	
	
	
	
	

	Gross Profit
	
	
	
	
	
	
	
	
	
	
	
	

	Gross Profit Margin %
	
	
	
	
	
	
	
	
	
	
	
	

	Expenses

General & Admin 
	

	Rent
	
	
	
	
	
	
	
	
	
	
	
	

	Cleaning & maintenance
	
	
	
	
	
	
	
	
	
	
	
	

	Accounting fees
	
	
	
	
	
	
	
	
	
	
	
	

	Website
	
	
	
	
	
	
	
	
	
	
	
	

	Advertising
	
	
	
	
	
	
	
	
	
	
	
	

	Brochures
	
	
	
	
	
	
	
	
	
	
	
	

	Wages
	
	
	
	
	
	
	
	
	
	
	
	

	Superannuation
	
	
	
	
	
	
	
	
	
	
	
	

	Insurance
	
	
	
	
	
	
	
	
	
	
	
	

	Property Insurance
	
	
	
	
	
	
	
	
	
	
	
	

	Electricity
	
	
	
	
	
	
	
	
	
	
	
	

	Telephone
	
	
	
	
	
	
	
	
	
	
	
	

	Bank fees
	
	
	
	
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Total
	
	
	
	
	
	
	
	
	
	
	
	

	Net Profit/ Loss
	
	
	
	
	
	
	
	
	
	
	
	


*To calculate gross profit margin: Sales minus Cost of sales divided by Sales x 100
This is an example of a profit and loss statement (P & L). Your P & L should be on an excel spreadsheet and should be produced and looked at monthly. Your P & L is a guide to see if you are trading solvently. You can see if your costs are overly high in a certain area of the business.
Cash Flow Forecast
	Month
	Jan 10
	Feb 10
	Mar 10
	Apr 10
	May 10
	Jun 10
	Jul 10
	Aug 10
	Sep 10
	Oct 10
	Nov 10
	Dec 10

	 Cash in (Receipts)
	

	Cash sales
	
	
	
	
	
	
	
	
	
	
	
	

	Credit sales
	
	
	
	
	
	
	
	
	
	
	
	

	Other income
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	 Total Cash In
	
	
	
	
	
	
	
	
	
	
	
	

	Cash out (Expenses)
	
	
	
	
	
	
	
	
	
	
	
	

	Cost of goods (Subtotal)
	
	
	
	
	
	
	
	
	
	
	
	

	Rent
	
	
	
	
	
	
	
	
	
	
	
	

	Cleaning & maintenance
	
	
	
	
	
	
	
	
	
	
	
	

	Accounting fees
	
	
	
	
	
	
	
	
	
	
	
	

	Website
	
	
	
	
	
	
	
	
	
	
	
	

	Advertising
	
	
	
	
	
	
	
	
	
	
	
	

	Brochures
	
	
	
	
	
	
	
	
	
	
	
	

	Wages
	
	
	
	
	
	
	
	
	
	
	
	

	Superannuation
	
	
	
	
	
	
	
	
	
	
	
	

	Insurance W/C PL
	
	
	
	
	
	
	
	
	
	
	
	

	Property Insurance
	
	
	
	
	
	
	
	
	
	
	
	

	Electricity
	
	
	
	
	
	
	
	
	
	
	
	

	Telephone
	
	
	
	
	
	
	
	
	
	
	
	

	Bank fees
	
	
	
	
	
	
	
	
	
	
	
	

	Other
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Cash Out
	
	
	
	
	
	
	
	
	
	
	
	

	Net Difference
(Cash in – Cash out)
	
	
	
	
	
	
	
	
	
	
	
	


A cash flow forecast will help you determine when and if you can pay your expenses. If you don’t have the cash projected for when the bills are due, how are you going to pay them?

To truly ascertain the status of the business’ finances a balance sheet should be produced and analysed. You should check your total assets against your total liabilities and if liabilities outweigh the assets you are trading insolvently. 

To look closer at your financial position with the use of:
· Balance sheet

· Break-even analysis

· Setting financial goals

Contact the BGC for further information

www.bgc.wa.gov.au or 1300 40 60 80 
Risk Management
Outline the major risks to your business. These risks may include staff retention, market risks, technology risks, change in trends. 
In business if you don’t plan ahead for things to go wrong, as well as going right, you wont be prepared and this will cost you money. Having a contingency plan (or a back-up) is essential in reducing lost time   
	Bite Free Living Risk Management Plan 2010

	Risk
	Likelihood
	Impact
	Contingency plan
	Who

	Major supplier goes out of business and can no longer supply stock
	Low/ Medium
	High
	Have a list of alternate suppliers on hand 
	Kara Daniels

	Loss of key personnel
	Medium
	High
	Richard to cover some extra shifts until a replacement is found
	Kara Daniels

	Injury or health issue with owners
	Medium
	High
	Have income protection in case of long-term injury or health issue
Make sure all store policy and procedures are documented and updated regularly
	Kara Daniels & Richard Haines

	Fire – Loss of stock
	Low
	High
	Regularly update insurance cover level
	Kara Daniels

	Loss of premises
	Low
	High
	Have airtight contract with owner for 4 years with possible extension
	Kara Daniels

	Cure for Asthma is found
	Very Low
	Very High
	Get out of the allergen business
	All


Action Plan
Now that you have put this whole thing together, it’s time to put an action plan in place to make sure you implement all actions by the proposed time.

	TASK
	COMPLETION DATE
	WHO RESPONSIBLE

	Website Development
	Feb 2010
	Kara Daniels

	Website Release
	12.03.2010
	Kara Daniels

	Hire Web Administrator
	1.03.2010
	Kara Daniels

	Create monthly newsletter for distribution
	12.03.2010
	Kara Daniels

	
	
	


Suggested Websites to Search for Information
SBDC

www.smallbusiness.wa.gov.au 
IBIS WORLD
www.ibisworld.com.au
THE AUSTRALIAN BUREAU OF STATISTICS
www.abs.gov.au
SENSIS
www.sensis.com.au
CCH BENCHMARKING

www.cchbenchmarking.com.au 

ROY MORGAN

www.roymorgan.com 
GOOGLE
www.google.com.au
WATER CORPORATION

www.watercorporation.com.au
SYNERGY
www.synergy.net.au 
ALINTA GAS

www.alinta.net.au 
AUSTRALIAN TAX OFFICE (ATO)
www.ato.gov.au
CPA Australia

www.cpaaustralia.com.au
WORK SAFE

www.safetyline.wa.gov.au 
WORK COVER

www.workcover.wa.gov.au
DOCEP
www.docep.wa.gov.au 
Disclaimer 
Because the information you enter in this template to create a Business Plan is personal to your business, and you are responsible for providing that information, BGC is not responsible for any errors in or omissions from the information contained in your completed Business Plan. The template is provided "as is" without warranty of any kind. BGC makes no representations or warranties concerning outcomes that may or may not be achieved through your use of this template and disclaims all express, implied and statutory warranties of any kind to the user and/or any third party, including any warranties of accuracy, timeliness, completeness, merchantability and fitness for any particular purpose. 
BGC shall under no circumstance be liable to you and/or any third party for any lost profits or lost opportunity, indirect, special, consequential, incidental or punitive damages whatsoever, even if BGC has been advised of the possibility of such damages. 
Your use of this template to create a Business Plan does not infer an endorsement of your business by BGC. 
	This Template has been provided free of charge to you by the team at  [image: image4.jpg]business
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