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As you start to wrap up 2024 and think about 2025, you may be tempted to set some 
New Year’s resolutions. Don’t do it! It’s a total waste of time.

Inc. Magazine1 estimates that only 9% of us will accomplish a New Year’s resolution by 
the end of the year and most of us will quit trying before January is over. 

Top Reasons New Year's Resolutions Fail

•	 New Year’s Day is an artificial point in time and not connected to a burning desire to have or 
become something—or even improve a deep-seated problem, challenge or concern (AKA, “pain”).

•	 Most resolutions are too vague. They are more like a wish list than an actual plan. How can you 
achieve anything that isn’t written down, plugged into your calendar and tracked regularly?

•	 The resolution may not match what you care about or value. “Wanting” to get in shape seems 
nice, but “relaxing with snacks” while watching the game seems nicer.

So, what’s the alternative? Use the five steps in the guide to set goals that you will actually 
accomplish. If you're building a marketing plan, strategic plan, sales proposal or business 
plan, use the outlines at the end to jump start your thinking. Then, next year or whenever 
you set your goals, you’ll be ready to go on to even bigger and better things. 

1https://www.inc.com/marcel-schwantes/studies-show-91-percent-of-us-wont-achieve-our-new-years-resolutions-how-to-be-9-percent-that-do.html
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There’s two important parts to this. First, clarity on what you want. “Make more money” is a 
lot harder to accomplish than “make another thousand dollars a month.” One is vague. The 
other you can measure and know if you’re on track or not.

Second, when you write something—preferably on paper—it changes your perception of that 
item. It makes it more tangible. Plus, you’ll be able to go back and read it from time to time. 
You’ll be able to break down the steps to getting there and making sure they are scheduled. If 
you’re doing all of the tasks leading up to your goal, it becomes much more difficult NOT to 
accomplish that goal.

The Value of a Well-Written Plan

Decide What You Want 
and Write It Down 1 
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Think of everything you do in three buckets: 
Present (where you are right now), Future (where you want to go) and Process (how you plan 
to get there). These buckets change all of the time because once you reach a new goal (Future) 
it becomes your new Present and you start over. The secret to using these three buckets is to get 
crystal clear on everything. The better you describe what you’re trying to accomplish, the more 
likely it is that you can actually reach that goal. 

Use the Improve-
ment Formula as 
Your Guide 

Another key point is that the process gives you very good clues about how well things are 
going. For example, why do McDonald’s french fries taste the same, no matter where you get 
them? Because they have a process about how long to cook them, at what temperature, how to 
salt them, etc. A consistent process leads to a consistent result. If you aren’t getting the results 
you want, look at your process and make adjustments.

2 Use the Improve-
ment Formula as 
Your Guide 2 



5

Goal Setting Is a Process 
That Moves From 
General to Specific

Like most things in life, goal-setting is a process, thinking and steps you must take to move 
from your present reality to a future desired state. To do that, you start with something vague 
(like a dream) and you clarify and plan for it until it becomes specific behaviors (action steps) 
that you take to complete it. The following model illustrates the key concepts and steps of the 
goal setting process.

Each of the Steps Has a Specific Function:
Dreams: What do you want to one day have, do or become? Not yet defined. In the future. 
Why not take a few minutes (which will likely cover several days) and write down your top 50 
dreams? The first dozen or so will be easier than the next few. But the process of getting your 
dreams listed in a place where you can read them from time to time is transformative.

Values: Who you are as a person? What matters most to you? Goals that stem from your core 
values have a greater chance of being accomplished than goals that come from values you are 
not truly committed to. Make sure the goals you work on are aligned with these values. Oth-
erwise, you’re only setting yourself up for failure.

3Goal Setting Is a Process 
That Moves From 
General to Specific3



6

Action Plans: Highly detailed and specific steps you will take to accomplish your goal. Mini-goals of sorts. 
Once you have a written goal, it is important to identify all of the major steps it will take to accomplish 
each goal—especially if it includes doing something that you have never done before. Without an action 
plan, it is difficult to manage your goals, accomplish them as planned or know how much time, energy, 
money and other resources will be needed to reach them. So, make your action plans like mini-goals that 
include quantification (how much, how fast, how often, etc.) and deadlines.

Attitudes: Fake goals. They typically start with the preposition “to,” but are not specific enough to provide 
meaningful focus. “To be happy…” is not a real goal. I call it an attitude statement. To turn an attitude 
statement into a goal, you have to make it more specific, like in this example:

o    Attitude: To increase sales.

o    Goal: To increase sales from $50,000 to $80,000 per month by the end of this fiscal year.

 Attitude statements are abstract, have no deadline, are difficult to define and are difficult to measure.
Goals are concrete, have a deadline, are easy to define and are easy to measure. Some people like goals as 
“SMART” or (Specific, Measurable, Attainable, Realistic and Time-Bounded.) 

Identifying Your Top Three Values
These are some common values that people say are important to them. Which are your top three and 
why? Which ones are the ones you care about the most? Make sure any goals you set are aligned with 
your top values. Otherwise, everything will seem like it’s way too much work and you’re constantly 
working against yourself. 

A Comfortable Life (A Prosperous Life)

A Sense of Accomplishment (Lasting Contribution)

A World at Peace (Free of War & Conflict)

A World of Beauty (Beauty of Nature & the Arts)

An Exciting Life/Enjoyment (Active Life & Having Fun)

Ambitious (Hard-Working, Aspiring)

Broadminded (Open-Minded)

Capable/Expertise (Competent, Effective)

Cheerful (Lighthearted, Joyful)

Clean (Neat, Tidy)

Courageous (Standing up for Your Beliefs)

Equality (Brotherhood, Equal Opportunity for All)

Family Happiness (Close, Personal & Rewarding Relationships)

Family Security (Taking Care of Loved Ones)

Fidelity (Complete Two-Way Trust)

Forgiving (Willing to Pardon Others)

Freedom (Independence, Free Choice)

Helpful/Service (Working for the Welfare of Others)

Honest (Sincere, Truthful)

Imaginative (Daring, Creative)

Independent (Self-Reliant, Self-Sufficient)

Inner Harmony (Freedom from Inner Conflict)

Wisdom (Understanding, Good Judgment)

Intellectual (Intelligent, Reflective)

Knowledge (Insight, Learning, Awareness)

Leadership (Having Support, Follow Me)

Logical (Consistent, Rational)

Loving (Affectionate, Tender)

Loyalty (Honor, Good Faith, Trustworthy)

Mature Love (Sexual & Spiritual Intimacy)

National Security (Protection from Attack)

Obedient (Dutiful, Respectful)

Personal Happiness (Contentedness Attitude)

Personal Security (Being Stable & Secure)

Pleasure (An Enjoyable, Leisurely Life)

Polite (Courteous, Well-Mannered)

Power (Authority, Control, Influence)

Prestige (Having Status)

Responsible (Dependable, Reliable)

Salvation (Saved, Eternal Life)

Self-Controlled (Restrained, Self-Disciplined)

Self-Realization (Utilizing my Potential)

Self-Respect (Self-Esteem)

Social Recognition (Respect, Admiration)

True Friendship (Close Companionship)

Wisdom (Understanding, Good Judgment)
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Know the Difference 
Between Outputs 
and Outcomes

An output is something you do. An outcome is something you accomplish. Both have their 
place. Sometimes you have to do a lot of outputting to get the desired end result, so don’t 
confuse your activity for accomplishing more valuable results.

Outputs come before outcomes, so 
start with them and be consistent. 

This is what leads to results. 

•	 Send one news release to each of the community’s major media outlets 
(print, TV, radio) by May 10th.

•	 Deliver a presentation to the _______ conference in each of the  following 
cities: Oklahoma City, Tulsa, Kansas City, Omaha and Denver.

Information: To increase awareness of our event by 10% among all 
segments of the community during the month of May.

Attitudinal:  Create favorable public attitudes toward our new plant loca-
tion, increasing the percentage of people who support it to 45%, up 10 
points from our baseline of 35%.

Behavioral:  To encourage 30% greater usage of seatbelts by the end of 
our summer campaign, measured by a state-wide poll to track changes in 
reported behavior and an assessment of the number of accident victims 
reported to be wearing seatbelts.

Output and Outcome Goal Examples
Output 

Outcome

4
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Setting goals—and working to diligently complete each action step—is about as 
powerful as it gets. The good news is that no matter what your background is or 
what you have done to this point in your life, you can set and accomplish goals that 
have the potential to change your future.

Goals Setting Elements 

•	 Creating a mission statement for your life.

•	 Getting ready for—and overcoming—potential obstacles that always come up.

•	 Considering the benefits of achieving your goals and using that thinking to propel you forward.

•	 Preparing detailed action steps with deadlines for each step. Think of them as mini-goals, because 
the better defined and more precise they are, the easier it will be to accomplish each task.

•	 Writing specific goals that support the purpose of your life and your mission.

•	 Placing your action steps into your time management system, instead of leaving them on a separate 
piece of paper or someplace where you can forget about them.

•	 Building a method to track your progress and results (some way to keep score).

•	 Talking positively to yourself through affirmations and positive thinking to help you overcome 
down moments, frustrations and negativity from others.

•	 Visualizing success—because our visual sense is one of the strongest senses we have when we can 
“see” what it is we need to be doing, doing that thing gets a lot easier.

When you are unclear of what you are trying to do or accomplish, it is easy to waste 
time, resources and opportunities. It is also difficult to determine what impact, if 
any, you might be having. Without goals, you are not a professional. You are merely 
an amateur. So, be the professional. Forget New Year’s resolutions and take charge 
of your situation and yourself!

Use Goal Setting as A 
Disciplined Habit That 
Will Change Your Life 5 
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1. Marketing 
No two marketing plans should be exactly alike—even those created from a canned software pro-
gram. The best plans are often simple, direct and precise. Listed below are a number of questions 
and sections that can be used to create a marketing plan that helps you accomplish your objectives.

A. Current Situation
Start by describing the environment 
in which you are trying to market. 
Be totally honest when comparing 
your products and services to those 
of competitors.

•	 What are you trying to accomplish?
•	 What business are you in?
•	 What are your products and services?
•	 What are your target markets?
•	 Who are your competitors?
•	 What do you do better than your competitors?
•	 What do your competitors do better than you?

B. Positioning
You cannot be all things to all peo-
ple. If you try, you will water down 
your image and confuse your cus-
tomers and prospects. The real chal-
lenge is to select a unique positioning 
or market definition that attracts the 
people you want to sell to.

•	 What is your unique selling proposition (USP) that       
differentiates you from your competition?

•	 Are you high quality or low price? Are you number one in 
service or number one in sales?

•	 What is your niche? What portion of the overall market 
(segment) do you serve?

•	 What are the benefits of your products and services?

Sample 

Plan Outlines
Sample 

Plan Outlines
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C. Objectives
Your objectives should be specific, 
quantifiable and measurable. They 
should be something you can count. 
Limit your total number to a hand-
ful. It is better to do a few things 
well than a lot of things poorly.

•	 What is the purpose of your marketing?
•	 Is your goal to inform, persuade or motivate?
•	 Do you want more market share or increased sales?
•	 How do you establish prices?
•	 How does location affect your business?
•	 What are your marketing goals for the next one to three years?
•	 What are your sales and profit goals?
•	 What might keep you from reaching these goals?

D. Marketing Strategies 
Strategies are the overall approach to 
marketing. Tactics are the individual 
tools you will use to accomplish your 
marketing objectives (advertising, 
direct mail, trade shows, etc.). Select-
ing the right strategy is key. Without 
it, your tactics might become a jum-
bled mess of wasted resources.

•	 How will you reach your marketing objectives?
•	 Using a public relations strategy might include increasing 

visibility in the local community by using newspaper articles, 
having staff members join local groups and other tactics. An-
other strategy might be to sell through a distribution network 
of established dealers. What overall method or approach will 
you use?

E. Target Audiences  
Target audiences are all of the groups 
of people (customers, prospects, me-
dia, distributors, dealers, consumers, 
etc.) you are trying to reach through 
your marketing. Target audiences 
should be focused (female consum-
ers, are 25-54 years old)—but not 
so focused that they are too small 
to sustain your operations (female 
consumers, 25-54 who live within 
one block of our store). Sometimes 
identifying “primary” and “second-
ary” audiences is helpful. 

•	 Who are your target audiences?
•	 What size prospect or customer is best for your business?
•	 Where are you likely to find prospects that are similar to 

your best customers?

F. Key Messages
A key message is not a theme, tag 
line or slogan. Key messages may not 
necessarily even contain the words 
you will use when you start commu-
nicating and marketing. It is simply 
the main ideas you are trying to get 
across.

•	 What do you want to tell your target audience?

G. Tactics
Tactics are individual tools used in 
conjunction to accomplish your mar-
keting objectives. 

•	 What combination of techniques will you use to accomplish 
your objectives?
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H. Timetable 
Remember that some tactics may 
require a longer lead-time. For exam-
ple, trade media and magazine arti-
cles may be written and planned for 
publication two to six months prior 
to the date they are actually printed. 
Also, it may take several weeks for 
a brochure to be printed once it is 
written and designed. 

•	  What is the timing for the program implementation?

I. Budget
Each tactic will cost money and ef-
fort. Few companies have an unlim-
ited marketing budget. Therefore, 
set priorities. Start with the tactics 
that are likely to produce the great-
est results. If you could buy only 
one tactic, what would it be? If you 
can afford two, which two can you 
afford?

•	 How much money do you have to spend?
•	 What percentage of your total sales volume is your mar-

keting budget?
•	 How have you divided your marketing budget for different 

functions, including advertising, public relations (article 
placements, product announcements, etc.) and marketing 
communications (sales literature, direct mail, trade shows, 
etc.)?

J. Measuring Marketing 
Marketing ROI should always be 
measured on two levels: programmat-
ic or strategic (What did the overall 
program accomplish in terms of sales 
and meeting your stated objectives?) 
and tactical (What did each market-
ing tool produce?). 

•	 What did your marketing and communications accomplish?
•	 What results can be tracked back to your marketing efforts?
•	 Which marketing tactic generated the best results in terms of 

contacts, appointments, demonstrations, number of sales and 
overall sales volume?

•	 More and more, the trend in recent years is to write shorter 
proposals. We are busier now than ever. I have even seen a new 
book about writing a 1-page proposal. Keep this rule in mind, 
however: shorter proposals are almost always more difficult to 
write than longer ones. They force you to quickly get to the 
issues and use your words efficiently.
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2. Proposals
Proposals are specific types of plans that you are suggesting to others in return for them doing 
something for you, such as giving you money. The amount of time and energy you spend writing 
proposals can have a dramatic impact on your business. Do it well and you will grow your busi-
ness. Do it poorly and you will waste a lot of time, energy and frustration in the process. I find it 
fascinating to look at proposals from different industries and especially from competitors. Both can 
tell you volumes about how you are coming across compared to what others are doing.

Why is it that some proposals, even for significant dollar volumes for some industries (e.g., 
$250,000 for a marketing consulting project), are only one or two pages, while other more detailed 
proposals (7-10 pages) are for a $5,000 project? Let's take a deeper look at proposals and some of 
the techniques I have found to be most effective in selling marketing and consulting services.

A. Proposal Skeleton
A proposal is a statement of purpose that is written for someone to accept or reject. To be successful, the 
proposal must persuade that person to fund (or recommend) your project. Most proposals have the following 
elements in common:

•	 State the problem and analyze the situation. Consultants are supposed to solve problems. Most situations can 
be summed up in a few sentences or paragraphs. This section often sets the tone for the entire project and 
proves that you were listening to your prospect. 								      
	

•	 Offer a plan with clearly stated goals, objectives and strategies for solving the problem. What are you going 
to do? What methods or approaches will you use?									       
				  

•	 Demonstrate probable success, showing you are capable of doing what you say and offering specified mea-
sures to show you have accomplished what you agreed to do. Client examples, recommendations for how you 
will track results, bios, deliverables, etc. are typically included in this part of the proposal. The more you can 
quantify your return, the easier it is to sell a project—or to help your prospect sell the project internally to 
his or her company’s decision-makers.										        
	

•	 Outline the amount of resources that are needed to accomplish the plan. I like to call this the “investment,” 
which has a significantly different connotation than “expense” or “budget.”						    
	

•	 Investments provide a return. Expenses and budgets are simply spending money tasks.			 
	

•	 More and more, the trend in recent years is to write shorter proposals. We are busier now than ever. I have 
even seen a new book about writing a 1-page proposal. Keep this rule in mind, however: shorter proposals 
are almost always more difficult to write than longer ones. They force you to quickly get to the issues and use 
your words efficiently.
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B. The Long Proposal Format 
While it is always best to try to find examples from leading firms within your industry, the following 
sections (although not necessarily in this exact order) work for a longer (15-100 page) proposal: 

Cover letter. This most likely will be written last, but it is the first thing that will be read by the recipient. It 
is important to gain the reader's trust and support. They should be printed on your letterhead (not photo-
copied) and signed (I like blue ink since it stands out more than black). 

Title or cover page. 

Table of contents. 

Proprietary Notice. This is an optional consideration, warning the client that the information in the propos-
al is confidential and is to be used solely for the purpose of evaluating the proposal. It is not to be disclosed 
to anyone outside the discussion group without consent. If you have ever had your proposals “stolen” you 
will know what I am talking about. You work hard to come up with a customized plan, only to have all or 
part of that plan implemented by someone internally or by one of your competitors. I have seen some pro-
posals that go so far as to say that all of the materials provided are the property of the selling firm, until they 
are paid for in full. Be careful not to become too jaded. There are still plenty of good, honorable people in 
the world who will respect your materials. 

Summary. The summary should provide a brief background to the project and outline the need for the ser-
vice or product. 

Introduction. The main purpose of the introduction is to gently lead into the subject, rather than jumping 
right in. The summary element can be part of the introduction. The introduction can also include a summa-
ry of what follows in the remainder of the proposal. This section should generally be less than two pages. 

Problem or needs statement. 

Goals and objectives. Make them specific and quantifiable. 

Methodology. The technical approach to solving the problem is outlined in this section. A task must be 
measurable and assignable. 

Evaluation and Assessment. How are you planning to measure what you are recommending and to know 
whether it has actually done what you said it would do?

Dissemination of results.

Timeline and deadlines.

Project team and their bios.

Relevant experience. This section must establish the qualifications of your team and must create a sense of 
confidence that your team has the technical and organizational expertise to perform the project.

Facilities and resources.

Budget.

References.

Appendices.

1.  

2.  

3. 

4. 

5. 

6. 

7. 

8.  

9. 

10. 

11.  

12.  

13. 

14.  

15. 

16.  

17.  

18.  
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C. Strategies for Winning More of Your Proposals
Proposal writing is not easy. If you are winning all of your proposals, you are either extremely talented, simply 
lucky or not charging enough. The most helpful techniques I have found for winning a proposal (where there is 
a level playing field) include:

•	 Focus on your prospect’s "pain," their deep-seated concern or desire. Quantify that pain. What is solving that 
pain going to mean to them in money, opportunity, less frustration, time, etc. Always look for things you can 
count. Then find ways of including those items in your proposals.						    
	

•	 The more "conceptual agreement" you have before you write a proposal, the greater chances you have of 
winning it. I like to say, "I am going to probably come back to you with a plan that does a, b and c. If I can 
bring that in between $X and $Y, does that make sense for now?" This does two things for you. First, it sets 
an initial framework for your prospect, so they generally know what to expect when you come back. Second, 
it often tells you before you write a proposal what their budget tolerance might be. Even if they say, "I do 
not have a budget for this," you have to try to find a way to get a feel for what they might spend. If not, you 
often waste time writing the proposal.										        
	

•	 While it is good to know someone's general budget parameters, it is better to give them a lot of ways to say 
"yes." Instead of only one approach or one option, give them several approaches and options, each with a 
different price tag. This way, they can buy as much of you as they can afford.					  
	

•	 No matter how much you love your words, drop them quickly and, instead, use the words of your prospects. 
Your prospects wants to buy their words, not yours. Listen carefully for how they describe their problem 
or situation. What words do they use for customers (clients, patrons, users, etc.)? What do they call their 
markets? If you have your ears and mind open during the preliminary meetings and discussions, you will 
find plenty of cues. When I hear something, I like to jot it down in my notes, which I always reread before 
writing a proposal.												          
	

•	 Put yourself in their shoes. Is your prospect the final decision-maker or will he or she have to get other peo-
ple involved? Is there any way you can be there when they talk with these other decision influencers? What 
questions are they likely to have or be asked? Is what you are recommending clear for each step of your work-
flow or plan?												          
	

•	 Use the K.I.S.S. principle—Keep It Short and Simple. Favor simpler words and shorter sentences over longer 
ones. While writing in plain language is more difficult, your readers will respect this and you will have a bet-
ter idea of what you have promised.										       
	

•	 Care about your format. Is it easy to read? Is your spacing good? Limit your document to one or two fonts or 
one or two font sizes (one for the titles and one for the text). If your budget permits, use professional graph-
ics help to design covers, layout styles, graphics, etc. A few, well-placed visuals can make an entire proposal 
come alive.
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3. Strategic  
Organizations need a strategic plan for two important reasons:

A. The Problem with Most Mission Statements
One of the biggest parts of a strategic plan is the mission statement. A short paragraph that clearly states what 
your organization does (or what you do) and what you are striving toward. The problem with most mission 
statements is that they are too vague. They do not focus our thinking. They are not motivating us to action. 
They invoke a BIG "So what!?" response.

After hours, days or weeks of debate and struggling, here is what a typical mission statement sounds like: 

They need to define what they are working toward. If the goals are written down, and the action steps are 
properly spelled out, there is less confusion about who should be doing what. The plan can help keep the 
organization focused and on track.Title or cover page. 

It provides a specific plan for the organization for years to come, usually 1-4 years and sometimes longer. 
Board members, management and staff may change, but the strategic plan is put in place to help ensure 
seamless transitions as well as consistent service.

1.  

2.  

•	 Our goal is to produce the highest quality products at a fair price. We will strive to be industry leaders, 
constantly innovating our production processes. We hire only the best and brightest employees to better serve 
our customers' needs. We will deliver a fair return to all of our investors. Our actions and operations are 
proof that we are good corporate citizens of the communities where we live and work.

What is the problem with this statement? It is too vague. It does not identify how the mission will be accom-
plished. It could be used for virtually any business.

B. How to Write a Motivating Mission Statement
Your organization's mission statement at the very least should address three key areas:

The purpose of your organization: What are the "needs" that your company exists to address?

The business of your organization: What are you doing to solve these needs?

The values of your organization: What beliefs guide your day-to-day work?

1.  

2.

3. 

An example of a mission statement that addresses these three areas:

•	 The mission of Big Brothers/Big Sisters of America is to make a positive difference in the lives of children 
and youth, primarily through a professionally-supported, one-to-one relationship with a caring adult, and 
to assist them in achieving their highest potential as they grow to become confident, competent and caring 
individuals, by providing committed volunteers, national leadership and standards of excellence.
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Let's take a detailed look at this mission statement.

•	 What is the purpose of the organization? To make a positive difference in the lives of children and youth so 
that they will achieve their highest potential.								      
	

•	 What is the business? Providing and supporting committed volunteers who have one-to-one relationships 
with children and youth.											         
	

•	 What are the organization's values? Individuals who are confident, competent and caring; leadership and 
standards of excellence.											         
	

•	 Where does the organization focus its energy? Individuals who are confident, competent and caring; leader-
ship and standards of excellence.

C. Sections of a Strategic Plans
Most strategic plans are written on paper and usually 1-10 pages long. Topics include: 

•	 Mission statement: A few sentences about the purpose of the organization and what it is trying to achieve. 		
	

•	 Vision statement: A description about where the organization is headed. 						    
	

•	 Values: A listing of what the organization truly cares about and what values it believes constitute its core beliefs. 	
	

•	 Goals: Broad listings of key goals the organization would like to accomplish in the next 3-5 years. 			 
	

•	 Action Plans: General action items or mini-goals that the organization will undertake to accomplish each goal. 

It is important to remember that there may be specific plans created to achieve each goal and/or action 
statement. The strategic plan is more of an overview document that gives high level direction on where the 
organization is headed. It is a valuable tool for senior management and boards of directors to help ensure 
the organization is heading in the right direction.
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4. Business  
Good business plans precisely define your business, identify your goals and serve as a basic guide 
for getting from where you are today to where you want to be in the future. These plans help you 
to allocate resources properly and handle unforeseen complications in business decisions. The 
importance of a comprehensive, thoughtful business plan cannot be overemphasized. Before you 
begin writing your business plan, consider these four core questions: 

•	 What service or product does your business provide and what needs does it fulfill? Get focused in a hurry. 
Why are you around and why does someone need you? If you cannot be clear on this, consider refocusing your 
efforts or scrapping your plan. 										        
	

•	 Who are the potential customers for your product or service and why will they choose you? Plan on competi-
tion. If you are in a market—especially one that is making a lot of money--plan on a lot of competitors. 	
	

•	 How will you reach your potential customers? What marketing and sales channels will you use? 			 
									       

•	 Where will you get the financial resources to start your business? Do you need bank loans? Will you recruit 
investors? How much of your personal assets are you willing to risk? 

Once you have spent some serious reflection answering these questions and are ready to write your 
business plan, you need to shape your plan in a format that decision-makers are used to seeing.

Executive Summary 

Current Situation 

Objectives: Quantifiable and measurable. 

Management: Experience, expertise, working relationships, etc. 

Product/Service Description: What are you making or offering? 

Market Analysis: Customers, competition, focus group and other marketing research and risk analysis. 

Marketing Strategy: Pricing and profitability, selling tactics, distribution, advertising and promotion, public 
relations and business relationships. 

Manufacturing 

Financial Projections: 12-month budget, 5-year income statement, cash flow projection, Pro Forma balance 
sheet, Break Even Analysis, sources and uses of funds summary, startup requirements and use of funding 
proceeds. 

Conclusions and Summary 

Appendix: Optional...include as necessary and may include loan applications, supply list and capital equip-
ment, balance sheet, income projections (profit and loss statement), three year summary, cash flow, tax 
returns of principals, copy of proposed lease or purchase agreement for building space, copy of licenses and 
other legal documents, copies of résumés of all principals and copies of letters of intent from suppliers. 
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Business Plan Format 


