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BUSINESS PLANNING  

Benefits of Writing Business Plan
· a detailed roadmap for converting your ideas and vision into a real, functioning business
· Hard to arrive somewhere unless you know where you want to go 
· What you are trying to achieve and how you will attain these goals 

Model of Business Planning
· Develop a simple, basic business plan
· Start the Business
· Take the information that is gained from starting and running the new 

Key Questions Answered
· What is the basic idea for the new product or service?
· Why is the new product useful or appealing 
· How will the idea for the new venture be realized (production, marketing, competition)
· Who are the entrepreneurs (do they have the knowledge and skills to run a company)
· How much funding is needed, what type of financing and how will it be used  

Critical risks
· What might go wrong
· Price cutting by competitors 
· Unforeseen trends making your venture less useful
· Sales projections not met, decrease in cash flow
· Costs exceed limits
Milestones 
· Completion of the product 
· Completion of prototypes
· Hiring Sales persons
· Launch product
· Profitability 

Seven Deadly Sins 
1. The plan is poorly prepared and has an unprofessional look 
2. The plan is far too slick 
3. The executive summary is too long and rambling – it doesn’t get right to the point
4. It’s not clear where the product is in terms of development 
5. No clear answer is provided to the question: “Why would anyone want to buy one?”
6. There is no clear statement of the qualifications of the management team
7. Financial projections are largely an exercise in wishful thinking 
5 Things An Entrepreneur Must Accomplish  (MMGDW)

1. Make Meaning; the reason why you are doing what your doing. The drive behind a New Venture; what need are you filling, what service are you providing. 

2. Make Mantra; comes from a place of power, have people understand what your doing, what your product does. Shorter phrase or statement that sparks emotion as a customer. Such as a slogan 

3. Get Going; Don’t aim for perfection right away. Good is good enough. Plenty of time to refine later, not how you start but how you end up.

4. Define Business Model; how will your company make money? How will you make customers want to pay you

5. Weave a MAT; Milestones; a way of measuring progress, Assumptions; info that you are banking on to succeed. Tasks; to do list 

Why Write A Business Plan

1. Get investors to give you money
2. Forces team to work together
3. Makes team consider issues it glossed over in the euphoria
4. Uncovers holes in the founding team

BUSINESS COMMUNICATION 

4 Principles of business writing 

1. Purposeful; you are writing to solve problems and convey information 
2. Persuasive; you want the audience to believe and accept your message
3. Economical; present ideas clearly but concisely. Length is not rewarded 
4. Audience Oriented; concentrate on looking at the problem from the readers perspective instead of your own

3x3 Writing Process 

1. Prewriting (25%); analyzing your audience and your purpose for writing. Adapting how your audience will react to your message. 

2. Writing (25%); researching means gathering info you need to support your message. After collecting the info, organize it. Then compose your message 

3. Revising (50%); 45% revising and editing. 5% proofreading


6 Principles of Stickiness 

Sticky; understandable, memorable and effective in changing through or behavior 

Ex. Subway Jared; Simple; ate subs, lost wait—Unexpected; lost weight by eating fast food – Concrete; seeing a physical change of 100 pounds, Credible; did it by himself, everyday guy—Emotional; relatable.. Story; Inspires 

1. Simplicity; core message, compact
a. Why: must be compact for people to understand and pay attention to the message 
b. How: only communication the most important info; use analogies, metaphors etc.

2. Unexpectedness
a. Why: gets the audience’s attention 
b. How: surprise and interest; do something unexpected

3. Concreteness
a. Why: Makes ideas clear
b. How: Concrete images

4. Credibility
a. Why: make people believe what you’re saying 
b. How: internal (experts,) and external sources (stats, details)

5. Emotions
a. Why: Gets people to care
b. How: Do something that evokes emotion, relate to audience

6. Stories
a. Why: gets people to act
b. How: give knowledge of how to act, motivation to act; tell stories 

DISC & EMOTIONAL INTELLIGENCE

Key Points from Lab Manual 

4 Emotional Intelligence Skills
1. Empathy; compassion and general interest
2. Assertiveness; no doubt that there are changes being made
3. Impulse Control; when things get crazy, stay calm and resolve the problems
4. Optimism; no doubt that things will be resolved and worked out



Difference between EI, IQ and Personality 

Emotional Intelligence (EI); a set of emotional and social skills that influence the way we perceive and express ourselves, develop and maintain social relationships, cope with challenges etc

· Use Reuven Bar- on’s to measure
· Intrapersonal (self awareness), Interpersonal (Interaction and communication with people), Stress Management (Impulse control), 


 CRITICAL THINKING

Evaluating Evidence 

Clarity of Expression - meaning of the expression. What does the fact/ stat actually mean
Representativeness- is the evidence used in the correct context? Sources match population
Accuracy- How correct is the information. Cues include obvious errors, and even grammar and spelling. Evaluate truthfulness
Authority- Whom does the evidence/information come from? Is it a credible source? (Expert opinions?)
Precision - Detail makes things more real and believable. Cues include detailed statistics. Appropriate detail
Sufficiency- Fallacy of hasty generalization; is the information provided enough? Prove it

Claims; the major conclusion from a piece of writing that the author is trying to persuade you to accept.
	
Evidence; proof or facts that support ones claims (stats, charts diagrams, quotes etc)

Underlying Assumptions; not stated in text (implicit). How to find them? Look at what must be true if the claim is to follow from the evidence 

Causal Claims; activities that lead to the event of discussion (X leads to Y). Possible explanations for events Correlation vs. Causation are different 

Techniques of persuasion

Negative Evidence- must show that evidence is; not negative, not reliable or not important
Rival Causes- brainstorm the alternate causes, rebut them and explain why they are not the cause
Debatable Assumptions- as a writer, anticipate the challenges to your assumptions and then back them up with data
Rhetoric; the art of using language to persuade
Tone- you can use scholarly tone (authority) or narrative tone (emotion)
Limit- claims with no rebuttal  


MARKETING 


Marketing Concept; identifying customer needs and then producing goods and services that satisfy those needs while making profit. 

Competitive Advantage; the factors that make customers choose you over others- why are you better than everyone else?

Three Types of Competitive Advantage 
1. Cost Competitive Advantage; produce at a lower cost than competitors
2. Differential Competitive Advantage; you have a unique product 
3. Niche Competitive Advantage; you serve to a part of a limited geographical area 

Keys to Success 

#1 Key; Offering a unique benefit that the competition doesn’t 
	; Produce what you can sell
	; Must be needed and wanted by target market

Finding your Target Market

Market Segmentation; Frozen Dinner
 
	Categories
	Professionals
	Busy Families
	Retired

	Benefit
	Taste
	Variety
	Price

	Demographics
	25-35 High Income
	Working Couples 35-55, Mid Income
	Elderly Singles 55-75, Low Income

	Psychographics
	Active, Social, Quality
	Conservative, Hardworking
	Quiet, Value Conscious



Perceptual Mapping/ Preference Analysis

Positioning- what is our position in your target markets perception in two areas?
· Consumer Perspective; how do they perceive your Value Vs. Price offering
· Competition Perspective; how do they see you compared to the products/ services that are already on the market

Key #2; convince the customer that the product provides the unique benefit. Do this through the use of the 4 P’s

Core Benefit Proposition; all parts of organizations must have clear idea of unique benefit
· Clear, concise statement of products unique benefit or value
· Core Benefit proposition must be aligned to every single aspect of the marketing mix

Total Product Concept 
Brand- a collection of perceptions in the mind of the consumer  
Brand Name- a representation of the brand

Brand Insistence Model
· Emotional Connection; does your brand connect on a emotional level?
· Value; does your brand deliver value for the price
· Accessibility; do customers consider your brand convenient 
· Awareness; are your target customers and key stakeholders aware of your brand? 
· Relevant Differentiation; is your brand unique or different

Price Approaches (Triple C)
· Cost Based; price is based on markup on cost of product
· Competitive; pricing is based on gaining or defending market share 
· Consumer; pricing is based on product value to consumer 

Price Objectives
· Profit Maximization; revenue exceeds cost
· Target return on investment; price is set to give the company a desired profit 
· Value Pricing; price/ quality is fair for the target market

Promotion

Objectives
· Creating Awareness- normal advertising
· Getting Consumer to Try Products; free samples
· Providing Information
· Keeping Loyal Customers
· Increasing the Amount of Frequency of Use
· Identifying Target Customers 

Advertising- any form of non personal sales presentation of a long term nature that is paid for by a sponsor

Objective of Advertising is to create AIDA 
· Awareness; get the attention of potential customers
· Interest; obtain the customers interest in the product
· Desire: transform the interest into desire for the product 
· Action: convert the desire into action in the form of purchase 


Communication Model
· Increase credibility of source- increase familiarity, use spokesperson
· Develop clear message- what makes you unique? Tone must convey urgency 
· Use most effective medium- must reach consumer with message intended

Personal Selling
· Face to face pitch of the product or service (more effective, more expensive)
· Combine with advertising to
· Generate leads (potential clients)
· Decrease costs of sales call (consumer already knows product)
· Reach inaccessible (people cant be contacted through personal selling) 
· Maintain image in buyers mind 
· Factors to consider in budget decision
· Perceived risk of sale 
· Amount of info to convey 
· Degree of customizing necessary 

Sales Promotion and Publicity 

· Short term incentives to induce purchase
· Free samples
· Coupons
· Free Samples
· Giveaways
· Support personal selling and advertising 
· Support CBP (Core benefit Proposition) 

Factors affecting Promotions
· Nature of Product
· Market Characteristics; scattered/ informed customers
· Available Funds
· Push; promotion strategy that uses personal selling and trade advertising to convince wholesaler or retailer to carry its merchandise 
· Pull; manufacturer focuses on stimulating consumer demand for its product, rather than on trying to persuade wholesales or retailers to carry the product 
· 
Place/ Distribution 
	
· purchase is a function of desire and availability 
· logistical decisions costly, time consuming and not easily changed 
· choice of location must fit with CBP 


Product Classification

Convenience Good/ Service
Staple; branding
Impulse; point of purpose
Emergency; Accessible 

Shopping Good/Service 
	Homogeneous; price comparison 
	Heterogeneous; near similar products 

Specialty Good/ Service
	Selective distinction (luxury goods)

Unsought Good / Service
	Personal selling 

7 Principles of Entrepreneurial Finance 

1. Real human and financial capital must be ‘rented’ from owners
2. Risk and expected reward go hand in hand
3. While accounting is the language of business, cash is the currency 
4. New Venture financing involves search negation and privacy 
5. A ventures objective is to increase value 
6. It is dangerous to assume that people act against their own self interest
7. Venture character and reputation can be assets or liabilities 

Stages of the Venture Life Cycle and Financing Options

· Development Stage; Seed Financing; Entrepreneurs Assets
· Startup Stage; Startup Financing; Assets + Business Investments
· Survival Stage; First round Financing; Suppliers, Customers Etc
· Rapid Growth Stage; Second Round Financing; Commercial Banks, Investment Bankers etc.
· Early Maturity Stage; Getting Bank loans, bonds, stock etc.; Everybody 


Cash vs. Profit

Cash- tangible amount you have in your account that is ready to be spent
Profit- if everything is paid properly, how much theoretically should be in your account

Can profitable companies go bankrupt?

Yes. There are several cases in which this could be the case. For example, your company has too much debt; loan payments aren’t included on operating expenses so you may make profit, but the loan payment may be much more than what you make. You company could have tons of receivables, so on paper you made 5000 dollars of profit when in reality, there is 0 real money in your account. 
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