


Praise for

Books from The Planning Shop

“User-friendly and exhaustive. .. highly rec-
ommended. Abrams’ book works because
she tirelessly researched the subject. Most
how-to books on entrepreneurship arent
worth a dime; among the thousands of small
business titles, Abrams’ [is an] exception.”

— Forbes

“There are plenty of decent business-plan
guides out there, but Abrams’ was a cut
above the others I saw. 7he Successful Busi-
ness Plan won points with me because it
was thorough and well organized, with
handy worksheets and good quotes. Also,
Abrams does a better job than most at
explaining the business plan as a planning
tool rather than a formulaic exercise.

Well done.”

— Inc.

“Abrams’ book offers a complete approach
to creating your plan. Surrounding her
explanatory material with commentary
from top CEOs, venture capitalists, and
business owners, Abrams helps you see
your idea through the eyes of potential
investors. Her book and your idea deserve
each other.”

—Home Office Computing

“This book stands head and shoulders
above all other business plan books, and is
the perfect choice for the beginner and the
experienced business professional. Rhonda
Abrams turns writing a professional, effective
business plan into a journey of discovery
about your business.”

—BizCountry

“If youd like something that goes beyond
the mere construction of your plan and is
more fun to use, try 7he Successful Business
Plan: Secrets and Strategies, by Rhonda
Abrams. .. this book can take the pain

out of the process.”

—“Small Business School,”
PBS television show

“I would not use any other book for my
course on Business Development. 7he
Successfuul Business Plan is the best I've
ever seen, read, or used in a classroom
environment.”

— Prof. David Gotaskie,
Community College of Allegheny County,
Pittsburgh, PA
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About
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Rhonda Abrams

Asyndicated columnist, best-selling
author, and popular public speaker,
Rhonda Abrams has spent more than
fifteen years advising, mentoring, and
consulting with entrepreneurs and small
business owners. Her knowledge of the
small business market and her passion for
entrepreneurship have made her one of
the nation’s most recognized advocates
for small business.

Rhonda’s weekly newspaper column,

« . . 3 .
Successful Business Strategies,” is

the nation’s most widely read column

about entrepreneurship, reaching more

than twenty million readers through

USATODAY.com, Inc.com, Costco

Connection magazine, and 130 newspapers.

Rhonda’s first book, 7he Successful Business
Plan: Secrets é‘sztegz'es, was acclaimed

by Forbes magazine as one of the two best
books for small business and by /zc. maga-
zine as one of the six best books for start-
ups. Now in its fourth edition, it is used as
the primary text for business plan classes by
more than one hundred business schools.

Rhonda’s subsequent books include:

o Six-Week Start-Up, helping entrepreneurs
launch a business quickly and successfully
by taking them week-by-week through
the details of starting a business

® Wear Clean Underwear, illuminating
how great values make great companies

® What Business Should I Start? guiding
would-be entrepreneurs through a
thoughtful process to identify the
right business for them

Books by Rhonda Abrams have been
translated into Chinese, Japanese, Korean,
Dutch, Portuguese, and Russian.

An experienced entrepreneur, Rhonda has
started three successful companies, includ-
ing a small business planning consulting
firm. Her experience gives her a strong real-
life understanding of the challenges facing
entrepreneurs. Currently, she is the founder
and CEO of The Planning Shop, a com-
pany focused on providing entrepreneurs
with high-quality information and tools
for developing successful businesses.

Rhonda was educated at Harvard
University and UCLA. She lives in Palo
Alto, California.



The In A Day Promise
Get it done right, get it done fast

You’re busy. We can help.

The Planning Shop is dedicated to helping
entrepreneurs create and grow successful
businesses. As entrepreneurs ourselves, we
understand the many demands placed on
you. We don't assume that you're a dummy,
just that you're short on time.

This /n A Day book will enable you to
complete a critical business task in a hurry
—and in the right way. You'll get it done
right and get it done fast.

Can you complete this project in just
twenty-four hours? Yes. Perhaps the twenty-
four hours won't be consecutive. You may

start—pause for an hour, day, or week to
take care of other business—then return
to the task later. Or, you may have some
research or other preparation to do before
you can complete this project.

We'll guide you through the process, show
you what you absolutely have to do, and
give you tips and tricks to help you reach
your goals. We've talked to the experts

and done the research so you don’t have

to. We've also eliminated any unnecessary
steps so you don't waste your valuable time.

That’s the /n A Day promise.

When you have a business task you need
to do now, The Planning Shop’s /n A Day
books will help you get it done—in as little
as a day.



Need a Business Plan Fast?
This Book Is For You!

lou need a business plan—fast!

Maybe a potential investor has asked to see
your plan by Tuesday. Perhaps you need a
business plan to present at an upcoming
staff meeting. Possibly you just want to get
your business off the ground as quickly as
possible.

Business Plan In A Day was created for busy
people like you. This book delivers the
critical, time-tested information and tools
you need to develop a well-constructed and
effective plan—quickly and efficiently.

Business Plan In A Day was designed to

help you successfully achieve your goal.

It’s for people who need a business plan to:

¢ Seck financing from a bank or other
lender

® Approach investors, such as angel
investors or venture capitalists

® Create a new business
¢ Expand an existing business

® Report to management on department
or team plans

e Set goals with, inform, and motivate
team members or employees

¢ Enter a business plan competition or
complete a college business plan project

® Plan the strategy and direction of a
company

An effective business plan saves you time
and money by focusing your business
activities. It can give you control over your
finances, marketing, and daily operations.
A good plan can also help you raise the
money you need to build your company.
Business Plan In A Day gives you everything
you need to get it done right—and get it
done fast!

Not sure what business to start?

Find tips and suggestions in The Planning Shop’s
What Business Should | Start?, available at book-
stores or for online purchase at:
www.PlanningShop.com.

Want to learn more about business concepts and business plans?

For even more on business planning and business plans, see The Successful Business Plan, available
at bookstores or for online purchase at: www.PlanningShop.com.



Overview:

What's a Business Plan?

our business plan is a powerful docu-

ment telling the story of your company.
It presents your current position, your vision
for the future, and your plans for realizing
that vision.

A business plan answers the following
questions:

® What is your business idea or what is
your existing business?

¢ Who are your existing and/or potential
customers and what motivates them to
buy from you?

® How will you let your customers know
about your business?

¢ Who are your competitors and how are
you different from them?

® How will you carry out the basic
functions of your business?

¢ Is your management team capable of
guiding your business to success?

® What is the long-range future of your
business?

® What is your company’s financial picture?
How much money will it cost to run your
business and how much money will you

make?

Anatomy of a Business Plan

The basic parts of a complete business
plan are:

¢ Executive Summary: Highlights the
most important aspects of your business,
summarizing key points of your business

plan.

¢ Company Description: Features the
basic, factual details about your business.

¢ Target Market Description: Identifies
the types of people or businesses most
likely to be your customers, and explains
their needs and wants.

¢ Competitive Analysis: Evaluates other
companies offering a similar product or
service or filling a similar market need.

¢ Marketing and Sales Plan: Outlines
how you will reach your customers and
secure orders or make sales.

¢ Operations Plan: Explains how you run
your business and the operational factors
that may give you an edge over your
competition.

¢ Management Team: Describes the key
people running your business.



¢ Development Plan and Milestones:
Shows where your business will be in
several years' time, how you will get
there, and the milestones you plan to
reach along the way.

e Financials. A set of financial statements
showing the current financial status and
future financial goals of your company.

Time-Saving Tools

Although the Executive Summary appears
first in your plan, prepare it last. You'll find
it much easier to put together when you
can draw from the highlights of each previ-
ously completed section.

Business Plan In A Day guides you quickly
and efficiently through the process of
developing a business plan. It’s a roadmap
to your success.

You probably already have a number of documents that will enable you to complete your

plan faster. These include:
Industry information, statistics, and data

e Surveys and other research about your target customers

e Information about your competition, including research from their Web sites

e Marketing brochures and other marketing materials

e Any past internal company planning papers
e Past tax returns (for existing companies)

e Organizational charts

e Charts depicting operational procedures

e Product data sheets

At the beginning of each step in this book, you'll find checklists showing the kinds of
documents and other materials likely to provide helpful information for each section.



Using the Book

Throughout this book you'll see samples from the business plan of the fictional
company ComputerEase. Next to them you’ll find worksheets where you can jot
down and organize the information about your own company. By the time you finish
each worksheet, you'll have all the information necessary for your own business plan.

The ComputerEase sample plan sections (based on a fictional company) illustrate
how particular sections of a completed business plan might look. The sample plans

are in an abbreviated form due to space limitations; your own plan may be longer.

MARKET TRENDS

ea has been expanding. According toh
i loyees in the area has
rs the number of paid emp ] .
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Use the worksheets to write down the information about your own company you’ll
need to complete your plan. If there’s not enough space on the worksheets, use a
separate piece of paper to record your thoughts and data.

What is the rate of growth of your target market?

What changes are occurring in the makeup of the market? (Include changes in technology,
the economy, social values and concerns.)

Electronic versions of the financial worksheets found in Step 9 are available for
download purchase at: www.PlanningShop.com.



How to

Use This Book

usiness Plan In A Day outlines the

key elements of a business plan in a
step-by-step guide, showing you what to
include—and what to leave out—in every
section of your plan. Within each step,
you'll find the tools to help you complete
your own personal plan, including:

¢ ChecKlists outlining what you will
accomplish in each step

¢ “Time-Saving Tools” showing what
information, if you have it, will let you
finish the task faster

® Worksheets that help you organize data
about your own company for each
section of your plan

¢ A sample business plan showing what
the parts of your plan might look like

¢ QuickTips, Sidebars, and Keys to
Success to help you make certain your

plan is done right

At the end of the book, we show you how
to put it all together. A presentation and
layout section explains how you can design
your plan to achieve the best results.

You'll also find interviews with four experts
who read and judge business plans every
day—a banker, a venture capitalist, and
two angel investors. These real-life profes-
sionals give valuable insight into what
makes a winning plan, and they share the
common mistakes that can lead to rejection.

Finally, a “Resources” section helps you
locate a funding source for your venture

by offering a list of groups and associations
that provide business financing, as well as a
variety of resources for entrepreneurs.

From the step-by-step plan-building guide-
lines to the valuable “Keys to Success,”
Business Plan In A Day is your one-stop
resource for creating a successful business
plan. Our goal: to help get your plan done,
get it done right, and get it done fast.
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Accomplishments
In this step you'll:

O 1. List your company’s name(s) and location(s)

O 2. Provide information about your company’s ownership and legal structure
O 3. Describe your company’s history, development stage, and milestones

(1 4. Describe your product(s) and service(s)

O 5. Give an overview of your industry

O 6. Explain how your company has been funded to date and how much
money you are seeking

Time-Saving Tools

You’ll complete this section more quickly if you have any of the following handy:
O Business license(s), incorporation papers, or other key business documents

(1 Legal and financial agreements

[0 Product or service descriptions

O Dates of key developments in your company’s history

O Industry research data

SAMPLE PAGES—NOT FOR REPRODUCTION
Copyright © 2005 The Planning Shop
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Step 2:
Company Description

he Company Description provides the basic details about Q U | C KTI P

your business. While your Executive Summary creates a
compelling case for why your business will succeed, the Missing Info?
Company Description fills in the necessary specifics.

If you're just starting your

While much of this information seems—and is—mundane, business, don't worry if you
providing these facts is the foundation of the picture you paint don’t have all the information
of your company. Completing this section should not be par- necessary to complete each
ticularly time consuming or cumbersome; the goal is to quickly part of this step. For example,
provide background information about your company’s struc- if you haven't yet legally incor-
ture, ownership, and developments to date. porated, indicate your inten-

tion to do so and in which
This section also provides a glimpse of what’s going on in your S Eaa e

industry. Offering an overview of your industry is particularly

important if it is going through significant changes or facing

economic difficulties. You'll need to show you understand the challenges your business,
as part of that industry, faces. Of course, if your industry is healthy and growing, you'll
want to point out those positive trends.

SAMPLE PAGES—NOT FOR REPRODUCTION
Copyright © 2005 The Planning Shop
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1. Give your company name(s) and location(s)

In the introductory section of your com-
pany description, include the basic details
youd put on any business application or
form.

To begin, provide all the names associated
with your company. In many cases, the
name of your company or corporation is
not the same as the name(s) you use when
doing business with the public. You may
actually have a number of different “names”
associated with your business, including;

® Your own name

e If incorporated, the corporation name

* A DBA—or “doing business as”—also
known as a “fictitious business name”

® Brand name(s)
® The name of your Web site

¢ Subsidiary companies

For instance, a restaurant called “Carla’s
Trattoria” might be legally owned by a cor-
poration named C & J Food Enterprises.
“Carla’s Trattoria” is the DBA of the com-
pany, and both names should be listed in
the business plan. If the restaurant’s own-
ers also bottle and sell spaghetti sauce, the
name of the brand of their bottled foods
(“Carla’s Special Sauces”) should also be
listed.

List the location of your company’s main
place of business, any branch locations, and
any other locations, such as warehouses.

If you operate more than two or three
branches, you can list the total number of
locations here, but include a complete list of
addresses in your business plan’s appendix.

SAMPLE PAGES—NOT FOR REPRODUCTION
Copyright © 2005 The Planning Shop
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STEP 2: COMPANY DESCRIPTION | 15

COMPANY NAME AND LOCATION

- Name(s)
idi er software training of
i< an Indiana-based company providing comput . i .
o ot e ci Indiana, area, operating u business
rvices to business customers in the greater Vespuccl, ,
se

the name “ComputerEase’’

S
y S

! ‘off address and
classes at its corporate clients’ offices.

location where

M they conduct

business

What are the names associated with your company? (List all company names, including \

the legal name of the corporation, “DBA,” brand or product names, names of subsidiaries, and
domain names.)

Where is the company’s main place of business? (Give the specific address, if known, or the
general area or city if a location is yet to be selected.)

Do you have more than one location? (If so, list the addresses of each. If the company has
many locations, list the total number and addresses or areas where they're located.)

SAMPLE PAGES—NOT FOR REPRODUCTION
Copyright © 2005 The Planning Shop
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2. Provide information about your company’s

ownership and legal status

ho owns your company? If yoursisa ~ Other legal considerations to note here
one-person business, the answer may include:
be simple: you do. But if you have gone
into business with others, you need to spell
out the ownership division and indicate the 4
names of all major shareholders.

¢ Licensing and distribution agreements
Trademarks, copyrights, patents

¢ Other legal protections you have secured
to protect your proprietary business
assets

It’s also important to specify the legal form
of your business, especially if youre seeking
financing. Your funders want to know what
type of entity they’re doing business with. Other legal issues having a major impact
Many businesses often start out as one on your business

form of business (such as sole proprietor)

and decide to incorporate later.

What'’s Your Legal Status?

Sole Proprietorship: The company is not incorporated and is owned and managed by one person.

Partnership: A relationship in which two or more people own a company, sharing profits,
losses, and, usually, management. You can legally be deemed to be in a partnership even if
you have not drawn up legal partnership documents.

C Corporation: A corporate form allowing a greater number and diversity of shareholders
than other corporate forms. Corporate income is taxed before profits or losses are
distributed to shareholders.

Subchapter S Corporation: A small corporation limited in the number and type of
shareholders. It provides the liability protection of a C Corporation, but profits and losses
are “passed through” to the owners’ personal tax returns.

imited Dby Cntpang Cedi STk R B &R G A Y
Il;usinejs offering bclrﬁp)ﬁliightﬁ :éD:sZQQSuﬂZﬁﬁJ? kall!}?nggoSh@%i{l with

less cost and paperwork. ' www.PlanningShop.com
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Status as
a corporate

OWNERSHIP AND LEGAL STATUS — G

ana one year ago.Ten thousand shares
nd CEO Scott E. Connors;
and 3,000 shares have been

he state of Indi ;
en issued: 6,000 are owned by President a.
President of Marketing, Susan Alexander;
for future distribution.

ComputerEase was incorporated in t

in the company have pe
1,000 are owned by Vice

retained by the company ) ‘
The company was granted the trademark”ComputerEase by the p| 2 :jc' :f; e;f
nd Trademark Office. ' Another ol
Us.Patent important ownership by
legal each owner

consideration

~

What is the legal form of your business? (Sole proprietorship? Partnership? C Corporation?
Subchapter S Corporation? LLC?) If it is incorporated, in which state or province?

Who owns your company? If the company has more than one owner, what percentage of
the company does each own? If the company is incorporated, who owns the stock and in
what amounts?

What trademarks, copyrights, or patents does the company hold?

What other important legal issues affect the company? (Distribution or licensing
agreements? Major lawsuits? Regulatory concerns?)

— SAMPLE PAGES—NOT FOR REPRODUCTION
opyright e Planning Shop
www.PlanningShop.com
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QUICKTIP

3. Describe your company’s

Examples of .
Key Milestones history, development stage,
® [ncorporation and milestones

® Prototype completed
our company’s history and milestones may make up the

® First product shipped
P PP bulk of the Company Description portion of your busi-

® Major customers secured ness plan. In this section, you present the history and progress
® Key strategic partnerships of your company.
secured NI . . ..
First, indicate which phase of development your business is in.
e Significant sales level The basic stages are:
reached

¢ Seed company. The business concept is developed, but the
product or service is not yet finalized. Not yet making sales.

¢ Start-up. In the early stages of operation. Securing first
customers.

¢ Expanding. Established company adding new products,
services, or branches. Rapidly increasing sales growth.

¢ Stable. Established company with modest ongoing sales
growth.

¢ Retrenchment. Consolidating or repositioning product
lines. Little or no sales growth.

Next, indicate the progress you've already made. Even if yours
is a new business, you've almost certainly reached key mile-
stones, such as developing a product prototype, securing seed
financing, or finding office space. Be sure to include develop-
ment details that indicate you're off to a good start.

If your company is up and running, you already have some
major accomplishments under your belt, such as reaching
significant sales levels, securing major customers, or shipping
products. Highlight these in this portion of your Company

SAMPLE PAGESTOT FOR REPRODUCTION
Copyright © 2005 The Planning Shop
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STEP 2: COMPANY DESCRIPTION | 19

Historical

COMPANY HISTORY, MILESTONES, info
AND DEVELOPMENT TO DATE

Founded in January 2006 by Scott E. Connors, ComputerEase began operation by providing
software training at corporate customers’ offices.

In March 2006, Susan Alexander became Vice president for Marketing. Ms. Alexander immediately
began an extensive sales campaign, targeting 200 large companies in the Vespucci area.

In August 2006, ComputerEase opened its software training center at its present location Identifies
in downtown Vespucci, enabling the company to significantly expand its offerings. key

Prior to opening the training center, the company was limited in the services it could milestone
offer clients. The most lucrative business—continuing corporate contracts—was severely
restricted, and no public seminars could be offered.

Nevertheless, in its first nine months of operation, the company conducted
twenty-one on-site training programs and secured ongoing training contracts . Key
with three primary target corporate customers. milestones

\/W,w‘”

When was your company founded? \

hl 7, . )
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QUICKTIP

Avoid Disclosing 4. Identify your product(s)
Sensitive Information or service(s)

Be careful about putting
highly proprietary or techni-
cal details in your plan, even if
your reader has signed a non-
disclosure agreement. You can
present these details at a later
stage of discussion.
._J For example, if you're opening a new gardening center, you
don’t need to list all the specific plants and products you'll
sell, just the general nature of your merchandise: “a full line
of plants for the home gardener, garden tools, planters and
containers, plant food and chemicals, and a small selection
of gardening books.”

dentify the specific types of products or services you sell.

If you have a large product line or offer many services, you
don’t need to list each one separately. Instead, list the general
categories.

When describing a product or service, provide just enough
detail to give a clear picture of what it is or does. Too much
detail makes this section cumbersome for your readers.

However, if you're seeking financing for a new type of product
or service, particularly one that is not immediately under-
standable to your readers, provide more information. A brief
explanation of what you’'ll be making or doing is appropriate
here. Reserve detailed descriptions of production processes for
the Appendix of your business plan.

If you are changing the nature of your products or services,
or plan to make changes in the future, describe the changes
you anticipate. Explain why you plan to make the change—
perhaps a new production method will result in cost savings
—and how you expect your product/service line to differ
over time.

SAMPLE PAGES—NOT FOR REPRODUCTION
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SERVICES

ComputerEase offers training classes for users of all leading business software programs. The

company also devises custom training programs for corporate clients. ComputerEase’s classes
are targeted primarily to the corporate market. Training classes aré taught either on-site at the
customers’ offices or at ComputerEase’s Training Center in downtown Vespucci. To take
full advantage of the company’s resources, training classes for the general public

PP Range
are taught on Saturday at the company s Training Center.

and nature
of services

W"‘ " L provided
-~

List your product(s) and/or servi
service(s o .
Product/Service (s) and describe its function(s). \

What It Does

What plans, if a
ny, do you have to change your products or services in the future?
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QUICKTIP

Sniffing Out
Industry Info

Researching industry trends
enables you to provide facts
supporting your claims for
your company'’s potential suc-
cess. Let’s say you're opening

a doggie day spa. This idea
might raise investor eyebrows.
You'll help overcome their
skepticism by providing data
showing the dramatic increase
in spending on pets in recent
years. Even more convincing
are sales figures for pet
clothing boutiques, doggie
day care centers, and

specialty pet-food stores.

5. Describe your industry

N o business is an island. Every business, including yours,
operates as part of a larger overall industry. Forces affecting
your industry as a whole will inevitably affect your business,
as well.

Every industry changes. Some changes come about because
the customers for the products or services change. For
instance, aging baby boomers provide new opportunities
for industries serving retirees or the elderly. Other industry
changes occur because of new technology, outsourcing or
offshoring, or corporate mergers.

Make sure you address the major changes occurring in your
industry. Indicate how you're prepared to take advantage of
the opportunities presented and respond appropriately to any
challenges you face.

Pay particular attention to your industry’s recent economic
health and rate of growth. When looking for financing,
potential funding sources ask tougher questions if you're in
a troubled or shrinking industry than if you're in a healthy,
expanding one.
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INDUSTRY DEVELOPMENTS AND TRENDS

Healthy
industry

ComputerEase is well positioned to take advantage of the significant opportunities
resented by the rapidly expanding industry of computer—re|ated business services. growth
From 2001-2005, the industry grew in excess of 125%, compared to an overall
GDP increase of approximately 29.5% during that period.

Computer software trainingisa relatively new industry, an outgrowth of the phenomenal
expansion of computer use. The industry is otill in a state of flux, with no market leaders,
creating the opportunity for newer, smaller companies to succeed.

The key to success in the industry is to develop regionally known companies, as is Strategic
currently the case with other business services such as accounting or employment opportunity
services. These regionally-dominant training companies are able to earn revenues
and build market share sufficient to sustain the high overhead due to the cost of
equipment, skilled trainers, and materials.

The current lack of industry leaders represents an opportunity for ComputerEase to
develop a strong presence and client base in the Greater Vespucci area.

MM"

~

In what industry (or industri
stries) do
T S es your company operate? What types of businesses \

Is your industry growing? What's the rate of growth?

Wh . .
at trends in the industry provide you with opportunities?

What challenges, if any, is your industry facing?
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QUICKTIP

Invest in Yourself
Most lenders and investors 6‘ Explal n you rcom pany’S fu nd 1 ng

want to see that the business
owners have already made a
significant personal financial
investment in their own com-
pany. Many loan programs
require owners to contribute
a certain percent (often 20%)
towards any funds sought. So
make certain you highlight the
amount of money—as well as
the time and other resources
—you've already committed
to your company.

he purpose of this section is to provide a brief explanation
of your financing to date and, if you're seeking financing,
to describe how much money you need and for what purpos-
es. It’s not meant to provide a total financial picture of your

company. That will be seen later in your financial statements.

Don't go into specific details, such as your accounts receivable
or payable, here. However, indicate any major sources of
future funds already committed to you. For instance, if you
have secured a three-year contract with a large customer that
will generate significant annual income, this is a good place to

highlight that fact.

If youre using your business plan to seek financing, indicate
how much money youre looking for and how you plan to use
the money you receive. You'll expand on this in your “Sources
and Use of Funds” worksheet on page 137.
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Indicates
personal
financial
commitment
of owner

D FUNDS SOUGHT

FUNDING TO DATE AN

| savings of
date has come from the persona ‘
ted to a $30,000 investment and $20,000 |r} loar.\|s.
d a $15,000 loan from Mr. Connors' family
from the income generated by sales.

Funding of the company to

Mr. Connors. This has amoun .

In addition, the compar(\jy hals:‘ recce(;\r/se -
unding has

members 2 c‘)ther f eeki?\g $80,000 from outside investors. These funds use of

omena dditional Training Center, hire trainers, add staff, additional

financing

The company
will be used to open an addity
and expand marketing activities.

I P S e

How has the company been funded to date? How much have the company owners invested?

Has the company received funding from any other sources? If so, how much and on what
terms?

What other major sources of funds has the company had?

How much money is the company seeking now and for what purposes?
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Pulling It All Together: Company Description

Aconcise Company Description serves Draw from the information you provided
as a clear and convenient summary in the worksheets in this step to complete
of the basic details of your company. Your this final worksheet.

Company Description provides readers
with the facts they need to know about
your company before delving deeper into
your plan.

What is the name and location of your company? (See worksheet on page 15.)

Who owns the company and what is its legal status? (See worksheet on page 17.)

What is your company’s current phase of development, and what milestones have you
reached to date? (See worksheet on page 19.)

What products and/or services do you offer? (See worksheet on page 21.)

What is the current health of your industry what are the key trends? (See worksheet on
page 23.)

How has your company been funded to date? If you're looking for financing, how much
money are you seeking and for what purposes? (See worksheet on page 25.)
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