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Twitter
Executive Summary

This is done once the Business Plan is completed and provides readers with a summary of everything contained in it.  Usually no longer than one side of A4.

Section 1 – Background and Description of business
	Section 2 - Business Aim and objectives
· Aim – this is the ultimate goal for the business. What is the end goal for your business? The aim is usually aspirational eg Our aim is to become the best nursery provision in xxx for young children by providing the highest quality care and education, delivered by highly trained, motivated and caring staff.
Objectives/goals – these are the things that you will have to do to achieve the aim of the business?  Make them SMART (Specific, Measurable, Agreed, Realistic, Time).  These goals should be reviewed and updated on a regular basis (6-monthly and annually) towards the achievement of your business aim



Section 3- SWOT Analysis

A SWOT analysis will help you to analyse the strengths, weaknesses, opportunities and threats to your business. This exercise is an important part of producing a workable marketing plan and will allow you to promote the strengths and make the most of opportunities you have identified, but also to recognise what your weaknesses are and where there are likely to be threats posed to your business. Strengths and Weaknesses tend to be internal to your business and Opportunities and Threat, external.

	Strengths (internal to the business)
	Weaknesses (internal to the business)

	EG
· Exceptional skills in given area?
· Service unique in some way?

· Track record/experience/feedback

	EG
· Marketing?

· Planning?

· Others?



	Opportunities (external to the business)
	Threats (external to the business)

	EG
· Is there a possible need for expansion in the future and if so into what markets?

· What external factors might create an opportunity for your business to expand/grow? New homes being built?  Extension to local hospital or college?

	EG
· Is there anything that could affect the business in the future?  changes in legislation/qualifications requirements or newcomers to the market etc
· Are there any possible/likely circumstances which could make the business unsustainable?

· Competition from new settings being established

· Schools expanding their offer?




Section 4 - Market research and marketing

Market research - Why?

No matter how good your product and your service, your business cannot succeed without effective marketing. And this begins with careful, systematic research. It is very dangerous to assume that you already know about your intended market. You need to do market research to make sure you’re on track. Use the business planning process as your opportunity to uncover data and to question your marketing efforts. Your time will be well spent.

Market research - How?

There are two kinds of market research: primary and secondary.

Secondary research means using published information such as industry profiles, trade journals, newspapers, magazines, census data, and demographic profiles. 
This type of information is available via the internet, industry associations, chambers of commerce, from suppliers who sell to your industry, and from government websites. But you can also get very localised area information on childcare and sufficiency from your local authority including in some cases area/neighbourhood profiles.  Check Coventry City Council data here
Trade associations and trade publications often have excellent industry-specific data.

Primary research means gathering your own data. For example, you could use social media to identify competitors, conduct surveys or focus-group interviews to learn about customer preferences.  
In your marketing plan, be as specific as possible; give statistics, numbers, and sources. The marketing plan will be the basis, later on, of the all-important sales projections.

Economics

Facts about your industry:

· What is the total size of your market? How many day nurseries, pre-school and childminders are there in your area and how many childcare places to they provide? How many children live in the catchment for your setting? Are there sufficient places in current provision for the number of children in your area? 
· Current demand in target market.

· Trends in target market—growth trends, trends in customer preferences etc. This is particularly important information that you need to collect now due to the changes in buyer behaviour.
· Growth potential and opportunity for a business of your size.

· What barriers /challenges do you see to this latest development in your sector?
· And of course, how will you overcome the barriers?

· How could the following affect your company?

· Change in technology

· Change in government regulations

· Change in the economy

· Change in your industry

Features and Benefits

List all of parts of your service accurately and in detail.

For each part of the service:

· Describe the most important features. What is special about it?

· Describe the benefits. That is, what will the service do for the customer (parents) and consumer (children)?

Note the difference between features and benefits, and think about them. For example, a house that gives shelter and lasts a long time is made with certain materials and to a certain design; those are its features. Its benefits include pride of ownership, financial security, providing for the family, and inclusion in a neighbourhood. You build features into your product so that you can sell the benefits.

What on-going and ‘over and above’ customer service do you offer?
Customers

Identify your target customers, their characteristics, and their geographic locations, otherwise known as demographics. Eg parents who work, who are training or retraining, unemployed but eligible for funding?  Describe your customers
Competitors

Who are your competitors in the area? Complete a competitor analysis that identifies who they are, where they are based, their service profile (eg opening, times, fees, number of children registered for, waiting lists etc) and what you (or they) see as their unique selling point.  

Niche

Now that you have systematically analysed your industry, your service, your customers, and the competition, you should have a clear picture of where your company fits into the world.

In one short paragraph, define your niche, your unique corner of the market
Strategy

Now outline a marketing strategy that is consistent with your niche. 
This needs to:
· Support you to meet your business aim and objectives

· Outline what needs to happen for you to be able to reach the customers you have identified above?
· What methods will you use to talk to your target customers e.g. social media, website, networking etc

· Set clear targets for achieving your marketing priorities over the course of a year eg to have reviewed and updated our website and set up a business Facebook page

· Customer relationship marketing – looking after current ones and attracting new customers

· How will you know that your marketing has been successful (evidence/outcomes)

· What needs to change next year?

· What budget will you allocate to marketing?
Pricing

Explain your method or methods for setting prices. For most small businesses, having the lowest price is not always the best policy. Many business owners assume that customers will choose the lowest price. But customers may not care as much about price as you think; and large competitors can under-price you anyway. Usually, you will do better to have average prices and compete on quality and service. Answers to the following questions will help you to define your pricing/fee structure:
· Does your pricing strategy fit with what was revealed in your competitor analysis?
· Compare your prices with those of the competition. Are they higher, lower, the same? Why?
· How important is price as a competitive factor?
· Do your intended customers really make their purchase decisions mostly on price?
· What will be your customer service and credit control policies?
· It is important to ensure that you have a pricing structure that supports a sustainable and viable business ie a balance between the number of fee paying parents, number of funded places, profile of attendance, filling gaps etc
· Establishing your breakeven point is also a critical factor is setting your fees and charges. In other words, how much income do you need to cover all your outgoings and a profit margin
Proposed Location

Here, analyse your location criteria as they will affect your customers.

· Is your location important to your customers? If yes, how?
· Is location convenient? Parking? Interior spaces? Not out of the way?
· Is it consistent with your image?
· Is it what customers want and expect?
· Where is the competition located? Is it better for you to be near them or distant? 
· How might you work together to provide a flexible service”?
Section 5 – Business Action Plan

	Thinking about your key business objectives what do you plan to do over the next 12 months to achieve/work towards them.  

Your action plan should include tasks that are realistic and achievable and identify who is responsible for carrying them out.

· The task in your plan should be SMART (Specific, Measurable, Agreed, Realistic and Time-bound)

· Set key milestones at 3, 6 and 12 months

· Who will be responsible for co-ordinating the actions required?

· What specific aims do you have for the business over the next 12 months?

· What could affect the achievement of these aims?

· How will you respond to such threats?

NOTE:

Your Action Plan should have clear target dates eg by 10th September to have compiled a database of potential contacts for our mailshot
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Section 6 - Structures for Review and Consultation

· What systems will you have in place to ensure that you are meeting the needs of your customers?

· How will you make sure that you understand and respond to the needs of your customers and potential customers?

· How will you monitor your service against your business objectives?

· What processes will be in place to monitor your policies and procedures?

· What systems of financial management will you have in place?

	


Section 7 - Management and staffing
Who will manage the business on a day-to-day basis? What experience does that person bring to the business? What special or distinctive competencies? Is there a plan for continuation of the business if this person is lost or incapacitated? What key staff will be needed now and in the future?
If you’ll have more than 10 employees, create an organizational chart showing the management hierarchy and who is responsible for key functions.

Include position descriptions for key employees. If you are seeking loans or investors, include resumes of owners and key employees.

What external support might you also need to help you in your business?

Accountant, bookkeeper, HR, administration, sales etc

Section 8 – Financial Sustainability Fee structure

Fee Structure

Give clear details of your fee structure and any proposed changes, how often you review fees. How do you determine your level of fees?  Do you charge a registration fee? How do you deal with parents’ holidays etc

Credit Control

How will you deal with parents who do not pay? Do you have a credit control policy

Financial Control

Describe how you monitor your income and expenditure.  Do you have an accounts system manual/cloud based or other? Do you monitor your occupancy (do you know what your occupancy is?) on a regular basis? Do you have a 12-month (minimum) budget forecast

Breakeven point

How many full- and part-time children do you need to cover your costs and make a profit? Do you know this? Do you monitor this?

Cashflow and budget forecast Assumptions

Explain how you have arrived at the figures in your cashflow forecast – always keep records of how you have worked out your costs and income. These are your assumptions

Asset management (what equipment do you have and what is the value)

Does the business have an accurate inventory of its assets and is this reviewed on a regular basis – at least annually

9 Financial Planning
Now that you have described your products, services, customers, markets, and marketing plans in detail, it’s time to attach some numbers to your plan. Use the cashflow/budget forecast template to prepare a month-by-month projection. The forecast should be based on your historical sales, the marketing strategies that you have just described, your market research, and industry data, if available.

You may want to do two forecasts: 1) a "best guess", which is what you really expect, and 2) a "worst case" low estimate that you are confident you can reach no matter what happens.

Remember to keep notes on your research and your assumptions as you build this sales forecast and all subsequent spreadsheets in the plan. This is critical if you are going to present it to funding sources.

Research Notes: Keep careful notes on your research and assumptions, so that you can explain them later if necessary, and so that you can go back to your sources when it’s time to revise your plan.

Four-Year Profit/Loss Projection (Optional)

The 12-month projection is the heart of your financial plan. Once you have created the forecast for year one you can carry the same information forward to years 2 and 3 and onwards. You can adjust for cost-of-living increases and for increase/decrease/flow in income year on year.
Keep notes of your key assumptions, especially about things that you expect will change dramatically after the first year.

Projected Cash Flow – Budget Forecast
There is no great trick to preparing it:  The cash-flow projection is just a forward look at your business profile with regard to income and expenditure at the point that you expect it to happen.
For each item, determine when you expect to receive cash (for sales) or when you will actually have to pay (for expense items).

Your cash flow will show you whether your working capital is adequate. Clearly, if your projected cash balance ever goes negative, you will need more capital. This plan will also predict just when and how much you will need to borrow.

Be clear about when you invoice and when you expect payment as this will impact on the budget forecast. When you buy supplies or materials, do you pay in advance, upon delivery, or much later? How will this affect cash flow?

Are some expenses payable in advance? When?

Are there irregular expenses, such as quarterly tax payments, maintenance and repairs, or seasonal items, that should be budgeted for?

Loan payments, equipment purchases, and owner's drawings usually do not show on profit and loss statements but do take cash out. Be sure to include them.

And of course, depreciation does not appear in the cash flow at all because you never write a cheque for it.

	9a Financial monitoring
· What financial management systems will you have in place? Here HMRC give a list of those organisations that you can consider for your financial management system
https://www.gov.uk/government/publications/record-keeping-and-simpler-income-tax-applicationssoftware/simple-record-keeping-applications-commercial-software-suppliers
· Who will be responsible for reviewing and monitoring the financial situation of the business?

· How often will the situation be reviewed by the management team?
· How do you share (do you?) financial information with your team?




10 Risk analysis
You should carry out a risk analysis of your business that identifies the risk and how you would intend to mitigate or avoid it.  
Once you have completed your plan you can draft the executive summary. No more than 500 words

Add a list of references and links to your plan so that you can refer to them and revise any research you have done.
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