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“I
t’s about as much fun as a proctology exam,” declared

one attendee.

While extreme, that analogy accurately captured the

mind-set at the inaugural Indiana Business Plan Forum

(IBPF) seminar: No matter how you slice it, formulating

a business plan can be a painstaking process.

Given what’s at risk, it’s no surprise. It’s one document

that can make or break your company.

A solid, effective business plan is vital to fostering business growth and attracting investment

capital. It’s especially key for emerging businesses trying to establish themselves in today’s tough

economic times.

Putting Entrepreneurial Vision to Paper, which took place in mid-May at the Marriott Hotel

in downtown Indianapolis, was designed to

assist business leaders in developing solid,

effective business plans, and in the process,

erase any misconceptions.

Out of the gate
David Clegg, the event’s keynote speaker,

advises companies that step one is letting go of

this vision of smooth sailing. “They need to be

realistic and realize that a business plan isn’t meant

to be fun. Assuming that it will be pain-free

and come together easily are falsehoods.”

Two additional basic, common sense

measures often trip up companies, Clegg cautions.

“You must make sure to involve all the key

people. Otherwise, you may get to the end of

the process and have unknowingly overlooked

crucial information or concerns.

“Keep in mind, too, that a business plan

should always need revisions. If it doesn’t, you’re

really in trouble because it means the company

is stagnate,” he says.

For example, vital components – including business vision and mission, market

and industry conditions, personnel, products/services, financing conditions and

competition – are ever evolving. 

It’s prudent, therefore, to always view your current business plan as a work-in-progress.

Future updates and versions should follow if a company plans on keeping pace with

its industry and competition.

Nuts and bolts
Common pitfalls addressed, this IBPF seminar concentrated on step-by-step details of

what makes an effective business plan and why it’s so beneficial. Specific direction was given

on everything from A-Z, including the proper cover page, details of the company background,

components of the industry trends and competitors section, the breadth of the multi-layered

financial plan portion – and much more.

With regard to financial specifics, Clegg encourages companies to not be afraid to put down

the actual amount sought in the deal. “Some business leaders shy away from mentioning a real
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number because they don’t want to be the first one. However, the

reality is that the figure will be negotiated no matter what,” he

explains. “At least you’ve provided a good place for the company

owners and prospective investors to start their discussions.”

Another recommended tactic in the business plan process is

a constant stream of reflective questioning. At all stages, companies

should challenge the conventional wisdom of their industries,

markets and internal operations. The end result should be nothing

but positive. Any surprises are headed off at the pass and better

use is made of your limited resources. Perhaps most importantly,

companies will identify future problems, challenges and opportunities,

and begin to craft solutions.

Stresses Clegg, “It’s important to keep in mind that the process

and discipline associated with developing and writing a business

plan is even more important than the final document.”

Benefits left and right
While creating a business plan may be a mental workout,

there are benefits galore, both internally and externally. 

At its core, this document is designed to address the most

critical entrepreneurial challenge, Clegg states. “A business plan

requires looking at the how and why of what you are doing today,

and what you need to be doing in the future. It’s what I call the ‘Ah-ha

moments.’ Simply put, you don’t know what you don’t know. 

“Going through this process can bring about all sorts of reve-

lations about your company,” he offers. “Your overall performance can be improved and your

priorities established or realigned. “The plan can serve as a motivational and communication

tool within your company. It’s a roadmap or

blueprint of how you intend to accomplish goals.”

A business owner or CEO gains particular

insight. “It allows that person to step back and

view his or her business, work on that business

and not in it. That’s invaluable,” notes Clegg.

Outside the company, the plan functions as a

vital funding tool, convincing debt and equity units

that a company is worthy of financial support.

Moving forward
More than 50 Indiana business leaders attended

this first in a series of IBPF seminars. One, Jim

Wheeler, executive vice president at TechPoint,

says it’s important to pick up any tricks of the

trade when it comes to business plans. 

Yet typically, the major challenge Wheeler

has faced comes once the document is complete. “The most critical part, and often the most

difficult, is getting stakeholders and leaders to not only buy into your vision, but be committed

and stick with it,” he shares. “However, having a fundamentally sound business plan document

will go a long way in enhancing your ability to accomplish this.”

From formulation to execution, a business plan can be a trying test … that’s just the nature

of the beast.

Elements of a Good Business Plan
• Executive Summary: Write this last. It’s just a

page or two of highlights 

• Company Description: Legal establishment,

history, start-up plans, etc. 

• Product or Service: Describe what you’re sell-

ing. Focus on customer benefits 

• Market Analysis: You need to know your mar-

ket, customer needs, where they are, how to

reach them 

• Strategy and Implementation: Be specific.

Include management responsibilities with

dates and budgets. Make sure you can track

results 

• Web Plan Summary: For e-commerce, include

disucssion of web site, development costs,

operations, sales and marketing strategies 

• Management Team: Describe the organization

and the key management team members 

• Financial Analysis: Make sure to include at

the very least your projected profit and loss

and cash flow tables 

Resource: www.bplans.com

I N F O R M A T I O N  L I N K

Resource: For information on attending a future IBPF seminar, contact Jennifer Briggs

at (317) 726-5013 or 

e-mail: jbriggs@incpas.org

Approximately 50 people took part in the first of six planned forums.


