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Chapter 6

Produce Business Plans for a New Venture

A business plan is the most important document a new venture will ever produce. It is simultaneously

a thinking tool (forcing the entrepreneur to test and refine their concept rigorously), a communication

tool (persuading investors, lenders, and partners to support the venture), a management tool

(providing a performance benchmark), and a legal and ethical framework (documenting the venture's

obligations and values). This chapter guides you through every component of a comprehensive

business plan — from the executive summary to the financial projections, from the ethical framework

to the competitive analysis, from the operations plan to the investor presentation strategy.
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By the end of this chapter, you will be able to:

✦ Define planning, business plan, business venture, information, and resource in the context of new

venture creation.

✦ Explain the purpose and importance of a business plan across five key dimensions.

✦ List and describe all elements of a successful business plan with practical examples.

✦ Identify and compile the financial, human, and physical resources needed to achieve a business

plan.

✦ Identify and explain the industry-specific and legal requirements applicable to a new venture.

✦ Explain the key tax obligations of South African businesses: income tax, VAT, PAYE, SITE, and

SDL.

✦ Describe the process of registering a company in South Africa through CIPC.

✦ Identify and compare the legal business structures available to South African entrepreneurs.

✦ Explain the difference between statutory and non-statutory regulations and their application.

✦ Define and apply social and ethical considerations in the development of a new venture.

✦ Identify personal values and explain their role in shaping an ethical business framework.

✦ Draw up a code of ethics for a new venture using a structured seven-step process.

✦ Apply a framework for ethical decision-making to real business dilemmas.

✦ Articulate personal objectives aligned to the plans of a new venture using the SMARTER framework.

✦ Set and differentiate between business goals and objectives, and between short-term and long-term

goals.

✦ Compile vision and mission statements for a new venture.

✦ Develop operation and management plans for a new venture.

✦ Identify and explain contributions a new venture can make to community and regional growth.

✦ Incorporate cultural values and beliefs of employees and consumers into venture plans.

✦ Conduct a structured competitor analysis for inclusion in a business plan.

✦ Design a marketing and promotion plan incorporating product, price, promotion, and place

strategies.

✦ Compile a three-year income statement, cash flow projection, and balance sheet for a new venture.

✦ Identify and explain sources of funding and finance for a new venture.

✦ Assess and document risk in a business plan.

✦ Present a business plan to a financier using professional techniques.

Section 1: Information Needed to Compile a Business Plan

Before a single word of a business plan is written, the entrepreneur must gather, organise, and

analyse a substantial body of information. The quality of the business plan is entirely dependent on

the quality of the information that informs it. A plan built on assumption and wishful thinking will fail
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the entrepreneur at the critical moments — when a banker reviews the loan application, when an

investor probes the financial projections, or when the market responds differently from what was

predicted.

1.1 Key Definitions

Planning: A core management function involving the creation of detailed plans to achieve desired

outcomes. Planning identifies goals, creates strategies, arranges the means required, and

provides the framework for directing and monitoring execution.

Business Plan: A formal written document that describes in detail how a new or existing business

will achieve its goals. It covers the business concept, market opportunity, competitive positioning,

management team, operational approach, and financial projections.

Business Venture: A start-up entity developed with the intent of generating financial profit by

meeting an identified market need. Ventures may be funded by the entrepreneur, investors,

lenders, or a combination of all three.

Information: Data that is accurate, timely, specific, organised for a purpose, and presented in a

context that gives it meaning and relevance. Good information reduces uncertainty and improves

decision quality.

Resource: An economic or productive input required to accomplish an activity. The three classic

resource categories are land, labour, and capital. Others include time, information, expertise, and

management capability.

1.2 The Purpose and Importance of a Business Plan

Many entrepreneurs treat the business plan as a bureaucratic requirement — something to be

produced for a bank and then filed away. This is a profound mistake. The business plan, when

approached seriously, is one of the most valuable investments of time an entrepreneur can make.

Here is why:

Test Feasibility Before You Invest

Writing a business plan is the cheapest, fastest, and most honest way to test whether a business idea

is viable — before committing capital, time, and reputation. The discipline of writing a market

analysis, a competitive analysis, and a financial projection forces the entrepreneur to confront reality.

Many business plans reveal critical weaknesses in the concept during the writing process — saving

the entrepreneur from discovering the same weaknesses after investing their life savings.

The alternative — learning from experience after launch — is far more expensive. A failed business

costs the entrepreneur their capital, often their savings, frequently their health, and sometimes their

relationships. A failed business plan costs them some evenings and weekends. The asymmetry of

these costs makes thorough business planning one of the highest-return activities available to the
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aspiring entrepreneur.

Maximise the Probability of Success

The act of writing forces clarity. Entrepreneurs who can articulate their value proposition, target

market, competitive advantage, operational approach, and financial model in writing understand their

business far better than those who keep it in their heads. This clarity translates into better decisions,

faster responses to market feedback, and more effective communication with employees, partners,

and customers.

Research consistently shows that businesses launched with a formal business plan are significantly

more likely to survive their first five years than those launched without one. The planning process

itself — the market research, the competitive analysis, the financial modelling — builds the business

knowledge that enables good decision-making.

Secure Funding

No bank, development finance institution, or angel investor will commit significant funds without a

well-developed business plan. The plan is the primary evidence that the entrepreneur understands

their market, has thought through the operational challenges, and has a credible path to repaying the

loan or generating investor returns.

Different types of financiers look for different things in a business plan. Banks focus on cash flow —

can the business generate enough cash to service the loan? Equity investors focus on growth

potential — can this business scale to generate a large enough return? Development finance

institutions focus on developmental impact — does this business create jobs, serve underserved

communities, or advance BEE objectives? The business plan must be calibrated to speak to the

specific interests of the intended financier.

Enable Effective Management

A business plan provides the performance benchmarks against which actual results are compared.

When the business is underperforming against plan, the plan helps the entrepreneur diagnose why:

Is it lower-than-expected sales? Higher-than-expected costs? A competitor that was underestimated?

A market assumption that turned out to be wrong?

The plan also provides discipline against the distractions that constantly present themselves to a

business owner. When a new opportunity appears, the business plan asks: Is this consistent with our

strategy? Does it move us toward our goals? Can we resource it without compromising our core

commitments? Having a plan makes these questions answerable.

Attract and Retain Key People
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A well-crafted business plan is a powerful recruitment tool. It demonstrates to potential senior

employees and strategic partners that the venture is seriously managed, that the entrepreneur has

done their homework, and that there is a credible path to the outcomes they are being asked to help

achieve. Talented people can choose where they invest their energy — a clear, compelling business

plan makes the choice easier.

1.3 Elements of a Successful Business Plan

A comprehensive business plan covers nine core sections. Each section serves a distinct purpose

and must be developed with the same rigour as a legal or financial document — because that is

essentially what it is:

Executive Summary: The most important and most read section of the plan. It should stand alone

— a reader who reads only the executive summary should understand the business, the

opportunity, the team, and the financial case. It is written last but positioned first. It should be

compelling, concise (maximum two pages), and jargon-free. It must include: the business concept,

the problem being solved, the target market, the competitive advantage, the management team

credentials, the financial highlights, and the funding requirement.

Company Description: Describes the business in detail: legal name and structure, registered

address, ownership, mission statement, what the business does and does not do, the stage of

development, and the key milestones achieved to date. The company description sets the context

for everything that follows.

Product or Service Description: Describes what the business sells in concrete, specific terms.

What is the product or service? What problem does it solve? What are its key features and

benefits? What makes it different from alternatives? What intellectual property protects it? What

regulatory approvals are required? What is the product roadmap — how will it evolve over time?

Market Analysis: Demonstrates deep understanding of the market the business will serve.

Covers: industry overview and structure, total addressable market size and growth rate, target

customer profile (demographic, psychographic, and behavioural), customer needs and pain points,

market trends and driving forces, and barriers to entry. The market analysis must be grounded in

research, not assertion.

Competitive Analysis: Identifies all significant competitors — direct and indirect — and assesses

their strengths, weaknesses, pricing, positioning, and market share. Most importantly, it explains

clearly why customers will choose this business over established competitors. A compelling

competitive analysis acknowledges competitor strengths honestly and demonstrates a specific,

sustainable competitive advantage.

Marketing Plan: Describes how the business will attract and retain customers. Covers the Four

Ps: Product strategy (what will be offered and why), Pricing strategy (at what price and why),

Place/Distribution strategy (through which channels), and Promotional strategy (through which
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media, with what message, at what budget). Also covers: sales strategy, customer acquisition cost

assumptions, and customer retention approach.

Operations Plan: Describes how the business will function on a day-to-day basis. Covers:

location and facilities, equipment and technology, production or service delivery process, supply

chain and key suppliers, inventory management, quality control, and operational milestones. The

operations plan demonstrates that the entrepreneur has thought through the practical mechanics

of running the business — not just selling it.

Management and Organisation: Describes the team that will execute the plan. Investors often

say they invest in people as much as ideas — the management section must demonstrate that the

team has the skills, experience, and commitment to succeed. Covers: founding team profiles,

organisational structure, key management positions (and who will fill them), gaps in the team and

how they will be filled, and governance arrangements.

Financial Plan: The mathematical proof of the business concept. Covers: start-up cost schedule,

three-to-five year income statement projections, cash flow projections (monthly for Year 1,

quarterly for Years 2-3), balance sheet projections, break-even analysis, key financial

assumptions, funding requirements and proposed use of funds, and investor return projections (for

equity-funded ventures).

1.4 Resources Needed to Execute a Business Plan

A business plan without resources behind it is a wish list. Before committing to a plan, the

entrepreneur must honestly assess the resources available and develop a credible strategy for

securing what is lacking:

Financial Resources

The most obvious resource requirement. Financial planning must cover all cost categories: one-time

start-up costs (registration, equipment, fit-out, initial stock, website, marketing materials), monthly

fixed operating costs (rent, salaries, insurance, subscriptions), variable costs (materials,

commissions, delivery), and the critical working capital buffer (minimum three to six months of

operating costs) to cover the period before the business generates sufficient cash flow to sustain

itself.

Financial resource planning must also address the timing of cash flows — when money comes in

versus when it goes out — because many profitable businesses have failed due to cash flow timing

mismatches. A business that invoices on 30-day payment terms but must pay its suppliers in seven

days faces a structural cash flow challenge regardless of its profitability.

Human Resources
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The right people in the right roles at the right time. Human resource planning should identify: who is

responsible for each function of the business (sales, operations, finance, administration); what skills

and experience each role requires; what the compensation package will be; whether roles will be

full-time or part-time; when specific hires will be made (aligned to the revenue growth trajectory); and

what training and development investment will be required to build team capability over time.

The biggest human resource mistake new ventures make is underestimating the management time

required to recruit, onboard, and develop people — and the cost of getting people wrong. Build

adequate management capacity into the human resource plan.

Physical Resources

The tangible assets required to produce and deliver the product or service. Physical resource

planning should produce an asset register that specifies every piece of equipment, furniture,

technology, and infrastructure required, the cost of each item (purchase vs. lease decision), and the

maintenance and replacement schedule.

Key physical resource decisions: Is the premises location right for the business's customers and

suppliers? Is the equipment specification appropriate for the planned production volumes? Is the

technology current enough to support competitive service delivery? Are backup systems in place for

critical single points of failure?

Business Plan Compilation Procedure

A structured approach to compiling the plan prevents the most common mistakes:

1. Begin with market research — the plan's conclusions are only as valid as the research that

informs them.

2. Write the company description and product/service section first — this clarifies your thinking

before you write anything else.

3. Develop the market and competitive analysis — this is the evidence base for all strategic

claims.

4. Design the marketing plan — building on the market and competitive analysis.

5. Develop the operations plan — how the business will actually function.

6. Build the management section — demonstrating the team's capability to execute.

7. Construct the financial plan — the mathematical expression of all the above assumptions.

8. Write the executive summary last — summarising the key points from all other sections.

9. Have the completed plan reviewed by a trusted advisor, mentor, or accountant before

presenting it.

1.5 Legal and Industry Requirements for a New Venture
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Every business plan must demonstrate that the entrepreneur has identified and will comply with all

applicable legal and regulatory requirements. Failure to address legal compliance is both a business

risk and a red flag for any serious investor or lender.

Company Registration Process in South Africa

Registering a private company (Pty Ltd) through the Companies and Intellectual Property

Commission (CIPC) involves the following steps:

St
ep

Action Required Timeframe Cost (approx.)

1 Reserve a company name via CIPC (Form

CoR 9.1) — optional but recommended

1-3 days R50 online

2 File Notice of Incorporation (CoR 14.1) and

Memorandum of Incorporation (CoR 15.1A)

with CIPC

5-7 working

days

R175

3 Open a business bank account with proof of

registration and director identification

1-2 days Varies by bank

4 Register with SARS for income tax

(automatic on CIPC registration), VAT (if

turnover > R1m), PAYE, and UIF

7-12 days No charge

5 Register with Department of Labour for UIF

(UI-8 and UI-19 forms)

4 days No charge

6 Register with Compensation Commissioner

under COIDA (W.As2 form) for Workmen's

Compensation

10 days No charge

7 Obtain any industry-specific licences or

permits (health certificate, liquor licence,

FSP licence, etc.)

Varies Varies

Key Tax Obligations

Tax Description and Key Requirements

Income Tax All businesses pay tax on their taxable income. Companies pay corporate income

tax at 27% (as at 2023). Sole proprietors and partners pay personal income tax at

progressive rates. Tax returns must be filed annually with SARS.
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Value Added Tax
(VAT)

Businesses with annual taxable turnover exceeding R1 million must register as

VAT vendors and charge 15% VAT on taxable supplies. Turnover below R50,000

cannot register voluntarily. VAT returns are submitted monthly or bi-monthly to

SARS.

PAYE (Pay As You
Earn)

Employers must deduct income tax from employee salaries monthly and pay it to

SARS on behalf of employees. Failure to do so creates personal liability for

directors.

UIF (Unemployment
Insurance Fund)

Both employer and employee contribute 1% of the employee's salary (2% total).

The employer collects and remits the total 2% monthly. UIF provides

unemployment, maternity, illness, and adoption benefits.

Skills Development
Levy (SDL)

Businesses with an annual payroll exceeding R500,000 must pay SDL at 1% of the

payroll. This funds training through Sector Education and Training Authorities

(SETAs). Businesses can claim back a portion of the levy through SETA

learnership and skills programme submissions.

Workmen's
Compensation
(COIDA)

Employers must register with the Compensation Commissioner and pay an annual

assessment based on the risk profile of the industry and the total payroll. COIDA

provides compensation for work-related injuries and diseases.
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Section 2: The Ethical Framework for a New Venture

Entrepreneurship is not a values-free activity. Every decision a business makes — from how it prices

its products to how it treats its employees to how it manages its waste — has ethical dimensions.

Businesses that build a strong ethical foundation consistently outperform those that do not, for a

simple reason: trust is the foundation of every economic relationship, and ethics is the foundation of

trust.

2.1 Legal Business Structures for New Ventures

The choice of legal business structure is one of the most consequential early decisions an

entrepreneur makes. It affects personal liability, tax treatment, governance requirements, access to

funding, and the ability to attract investors. South Africa recognises the following main business

structures:

Sole Proprietorship

The simplest business form. No separate legal registration required (though SARS registration and

sectoral licences may apply). The owner and the business are the same legal entity — meaning the

owner is personally liable for all business debts. Income is taxed as personal income. Easy to set up

and close. Appropriate for very small, simple, low-risk businesses where the owner has limited liability

exposure.

Advantages: simplest administration; no separate filing requirements; full control. Disadvantages:

unlimited personal liability; cannot sell equity; not seen as a serious business structure by many

corporate customers and investors.

Partnership

Two to twenty partners who share ownership, management, and liability. A formal partnership

agreement is strongly recommended (without one, the Partnership Act defaults apply, which may not

reflect the partners' intentions). Each partner is jointly and severally liable for all partnership debts.

Advantages: shared capital and skills; relatively simple administration. Disadvantages: each partner

is fully liable for all partnership debts; partnerships dissolve when partners change; potential for

dispute if the partnership agreement is poorly drafted.

Private Company (Pty Ltd)

The most versatile and widely used business structure for growth-oriented ventures. Registered with

CIPC via a Memorandum of Incorporation (MOI). The company is a separate legal entity —

shareholders' liability is generally limited to their share capital contribution. One to fifty shareholders.

Requires at least one director.
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Advantages: limited liability protection for shareholders; ability to raise equity investment; widely

recognised and trusted business structure; can be sold without dissolving; attractive to corporate

customers and investors. Disadvantages: more administrative burden (annual returns to CIPC,

financial statements, director disclosure requirements); corporate income tax at 27% (may be higher

than personal income tax for low-income owners).

Personal Liability Company (Inc)

Similar to a Pty Ltd but directors are jointly and severally liable for debts arising from their

management actions. Used by professional firms (attorneys, accountants, engineers) where the

liability attaches to professional acts rather than just share capital.

Non-Profit Company (NPC)

For organisations whose income and property is not distributable to members or directors. Used by

NGOs, charities, and social enterprises. Can generate income but must apply it to the stated objects

of the NPC.

Choosing the Right Structure — A Decision Framework

Factor Sole Prop Partnership Pty Ltd

Personal liability Unlimited Unlimited (joint &

several)

Limited to share capital

Admin burden Minimal Moderate Higher

Ability to raise equity None Limited Yes (up to 50 shareholders)

Credibility with

corporates

Low Moderate High

Survivability Ends with owner Ends with partner

change

Continues independently

Best for Very small, simple,

low-risk businesses

Professional

practices with 2-20

owners

Most growth-oriented ventures

2.2 Social and Ethical Considerations

A business plan that ignores ethics is incomplete. South African law — and increasingly global

business standards — require businesses to operate within an ethical framework that extends

beyond mere legal compliance. Social and ethical considerations include:
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Area Ethical Obligation

Employment Practices Fair wages, safe working conditions, non-discriminatory hiring and promotion,

respect for worker rights under the LRA and BCEA, and genuine commitment to

employment equity objectives.

Environmental
Responsibility

Managing the environmental footprint of operations — waste disposal, energy

consumption, water use, and the environmental impact of products and

packaging.

Consumer Protection Honest marketing and advertising, fair pricing, transparent product information,

honouring warranties and guarantees, and responsibly handling customer

complaints.

Supply Chain Ethics Not sourcing from suppliers who use child labour, forced labour, or who violate

environmental standards. Supply chain ethics has become a significant

reputational issue for businesses globally.

Anti-Corruption Zero tolerance for bribery, corruption, and conflicts of interest in all business

dealings — with government officials, corporate procurement officers, and

business partners.

Community Impact Taking responsibility for the broader impact of the business on the community it

operates in — not just compliance with minimum standards, but active

contribution to community wellbeing.

Data Privacy Responsible collection, storage, and use of personal information in compliance

with the Protection of Personal Information Act (POPIA).

2.3 Personal Values and Their Role in Business

Personal values are the core beliefs and principles that guide an individual's decisions and behaviour.

For the entrepreneur, personal values are foundational — they determine what the business stands

for, how it treats its stakeholders, and what it will and will not do to succeed. A business built on the

entrepreneur's authentic values is more resilient, more consistent, and ultimately more trusted than

one that operates without a values foundation.

Identifying Your Core Values — A Process:

Identify moments of greatest happiness and pride

When have you felt most fulfilled and most proud? What were you doing? Who were you with? What

about the situation made it meaningful? These moments reveal the values that matter most to you at

a fundamental level — not the values you think you should have, but the ones that actually drive your

emotional engagement.
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Determine your top ten values

From a comprehensive list of values (integrity, community, excellence, creativity, courage, service,

family, freedom, growth, honesty, respect, responsibility, etc.), identify the ten that most accurately

describe what you genuinely believe and care about.

Prioritise ruthlessly

Rank your ten values in order of priority. This is difficult because all your values feel important — but

when they conflict (as they will in real business situations), you must know which takes precedence.

The entrepreneur who values both 'growth' and 'quality' must know which wins when expanding too

fast threatens quality standards.

Test against your decisions

Do your stated values match your actual decisions? If you say you value integrity but have cut

corners to meet a deadline, the stated value is aspirational, not actual. Honest values identification

requires confronting the gap between aspiration and reality.

Embed values in the business

Once identified, articulate your values in writing, include them in the business plan, communicate

them to employees, and use them as a filter for every significant business decision. Values that are

only in a document do not protect the business — values that are in the culture do.

2.4 Drawing Up a Code of Ethics

A code of ethics is a written document that articulates the standards and principles by which a

business will operate. It serves as both an internal guide for employees and an external statement to

customers, suppliers, and the community about what the business stands for. The code of ethics

does not exist to look good in the business plan — it exists to guide behaviour in difficult situations.

What a Code of Ethics Should Include

◆ An inspiring introduction from the founding team setting the ethical tone.

◆ The company's mission, vision, and core values — the philosophical foundation.

◆ Specific standards of conduct for key areas: conflicts of interest, financial integrity, customer

treatment, employee relations, supplier relations, environmental responsibility, data privacy.

◆ An ethical decision-making framework — a series of questions to guide employees when facing

an ethical dilemma.

◆ Reporting mechanisms — how employees can raise ethical concerns, including confidential

channels.
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◆ Accountability and enforcement — clear consequences for ethical violations, applied

consistently at all levels.

◆ A commitment to review — the code should be reviewed and updated regularly as the business

and its context evolve.

Ethical Decision-Making Framework

When employees or owners face an ethical dilemma, the following questions provide a structured

framework for reaching the right decision:

Recognise the ethical dimension: Is this decision about more than legal compliance? Does it

affect the interests of other people or groups beyond the immediate parties?

Gather the facts: What do I actually know? What am I assuming? What else do I need to find out

before deciding?

Identify all affected stakeholders: Who will be affected by this decision? Whose interests

deserve consideration?

Evaluate the options: Which option produces the most good and least harm? Which best

respects the rights of all involved? Which is fairest to all parties? Which is most consistent with our

values?

Make a decision and test it: Would I be comfortable if this decision were reported in the

newspaper? Would I be willing to explain it to my family or my employees?

Act and reflect: After acting, reflect on the outcome. What did I learn? What would I do

differently?
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Section 3: Goals, Objectives, and Operational Plans

A business plan without clear, measurable goals is a description, not a plan. Goals and objectives

transform the entrepreneur's vision into a concrete, time-bound commitments that the business can

be managed against. This section covers how to align personal objectives with business goals, set

both short- and long-term targets, compile compelling vision and mission statements, develop

operational and management plans, and incorporate community and cultural dimensions into the

venture plan.

3.1 Personal Objectives Aligned to the Venture

The best businesses are built by entrepreneurs whose personal objectives align with the business's

goals. When personal and business objectives conflict — when the entrepreneur's desire for personal

financial security is at odds with the need to reinvest profits for growth, or when the entrepreneur's

values conflict with a commercially attractive but ethically questionable opportunity — the result is

internal conflict that weakens decision-making. Personal objectives should be developed using the

SMARTER framework:

Letter Meaning Question to Answer

S Specific What exactly do you want to achieve, in concrete terms?

M Measurable How will you measure whether you have achieved it?

A Agreed Do the key stakeholders in your life (family, partners) support this objective?

R Realistic Is this objective achievable given your current resources and capabilities?

T Timed By when will you achieve it? What is the specific deadline?

E Ethical Is this objective consistent with your values and the values of your

business?

R Relevant Does this objective directly contribute to the venture's success?

3.2 Business Goals and Objectives

Goals and objectives are the roadmap of the business plan. They direct every subsequent decision

about marketing, operations, staffing, and finance. Without them, the business has no standard

against which to measure its performance — no way of knowing whether it is succeeding or failing.

The distinction between goals and objectives is critical:

Dimension Goals Objectives
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Nature Broad, directional statements

of desired outcomes

Specific, measurable steps to achieve goals

Timeframe Typically longer-term (3-5

years)

Shorter-term, with specific deadlines

Quantification Often qualitative ('become the

leading supplier')

Always quantified ('achieve 15% market share by

December')

Function Provide direction and

inspiration

Enable performance measurement and

management

Example Become the most trusted

accounting firm for SMEs in

Durban

Sign 50 new SME clients in Year 1 at an average

monthly retainer of R3,500

Setting Short-Term and Long-Term Goals

Both timeframes are essential and must be connected to each other — short-term goals are the

stepping stones to long-term goals:

Short-Term Goals (0-12 months)

Focused on establishing the business and achieving initial commercial validation. Typical short-term

goals: achieve first X customers/clients, reach break-even on a monthly basis, complete product

development, obtain required certifications, build the founding team, and establish key supplier and

distribution relationships.

Medium-Term Goals (1-3 years)

Focused on building market position and operational capability. Typical medium-term goals: achieve

specific revenue milestones, reach a target market share, launch additional products or services,

open additional locations or enter new markets, reduce unit cost through volume and efficiency, and

build a management team capable of running the business without founder involvement in every

decision.

Long-Term Goals (3-5+ years)

Focused on the ultimate vision for the business. Typical long-term goals: achieve a target revenue

and profitability level, build a business with a specific asset value, expand geographically, create a

business that can attract strategic investment or be acquired at a target valuation, or transition

management to a professional CEO while the founder focuses on governance and strategy.

3.3 Vision and Mission Statements
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The vision and mission statements are the two most important strategic documents a business

produces. They define what the business aspires to become and why it exists. They should be short,

memorable, and inspiring — something every employee can recite and be guided by.

The Vision Statement

A vision statement describes where the business wants to be in 5-10 years — its desired future state.

It is aspirational, inspiring, and forward-looking. Writing guidelines:

◆ Write in the present tense as if the vision has already been achieved.

◆ Paint a vivid, specific picture of success — not a generic aspiration.

◆ Make it genuinely ambitious — something that requires significant effort to achieve.

◆ Keep it to one or two sentences — it must be memorable.

◆ Ensure it is inspiring enough to motivate employees through difficult periods.

Examples: 'Ford Motor Company: To become the world's leading consumer company for

automotive products and services.' | 'Apple: To change the world through technology.' | 'A South

African HR Consulting Firm: To be the most trusted partner for small and medium businesses

seeking to build world-class people capability across sub-Saharan Africa.'

The Mission Statement

A mission statement describes why the business exists — its purpose, the customers it serves, and

the value it creates. Unlike the vision (which describes an end state), the mission describes a way of

operating. Guidelines:

◆ Answer three questions: Who do we serve? What do we do for them? How do we do it

distinctively?

◆ Include the core values that guide how the business operates.

◆ Write it for employees as much as for external stakeholders — it should guide daily decisions.

◆ Keep it to two or three sentences maximum.

◆ Avoid business-speak and generic corporate language — be specific and authentic.

3.4 Operations and Management Plans

The operations plan and management plan are the 'how' sections of the business plan — they

describe in concrete terms how the business will function and who will run it.

The Operations Plan

Operations Strategy: How the business will use its operations to deliver the marketing promise. If

quality is the competitive advantage, the operations strategy must prioritise quality over speed or

cost.
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Scope of Operations: Which activities will be performed in-house and which will be outsourced?

The boundary between internal and external activities has significant cost, quality, and risk

implications.

Location and Premises: Where will the business operate? What type of premises are required?

Lease or purchase? How does the location serve customer access, logistics, and operational

efficiency?

Equipment and Technology: What physical assets are required? What is the cost, useful life,

and maintenance requirement of each? Is the technology current enough to support competitive

service delivery?

Capacity Planning: How much can the business produce or deliver? What is the capacity

utilisation at launch, Year 1, Year 3, and Year 5? When will additional capacity investment be

required?

Supply Chain Management: Who are the key suppliers? What are the procurement terms, lead

times, and minimum order quantities? What happens if a key supplier fails?

Quality Management: How will the business ensure consistent quality? What quality standards

will be met? How will quality problems be identified and corrected?

Inventory Management: How much inventory will be held? What is the optimal reorder point and

reorder quantity? How will inventory be tracked and controlled?

The Management Plan

Investors frequently say that they invest in people as much as ideas. The management plan must

demonstrate that the team has the collective capability, experience, and commitment to execute the

business plan successfully:

◆ Organisational chart showing the reporting structure and all key positions.

◆ Profile of each founding team member: qualifications, relevant experience, specific role and

responsibilities, and compensation structure.

◆ Identification of critical skill gaps in the current team and a specific plan to fill them (hire,

contract, advisory board).

◆ Board of directors composition (if applicable): who, what skills they contribute, what their

governance role is.

◆ Advisory board composition: experienced mentors and industry experts who will provide

strategic guidance.

◆ Ownership structure: who owns what percentage, and under what conditions does ownership

change?

◆ Key person risk assessment: what happens if a critical team member departs, and how is this

risk mitigated?
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3.5 Community and Cultural Dimensions

South Africa's social and cultural context makes the community and cultural dimensions of a business

plan more important than in many other contexts. Businesses that understand and respect the

communities they serve, and that contribute to local development, build stronger customer loyalty,

more motivated employees, and a more resilient social license to operate.

Community Contribution — Beyond Corporate Responsibility

Employment creation: Every job created is a direct contribution to the community's economic

wellbeing. Businesses that prioritise local hiring — particularly from disadvantaged communities —

maximise this contribution.

Skills development: Investing in employee training builds human capital in the community that

persists beyond the individual's tenure at the company.

Local procurement: Preferentially sourcing from local suppliers circulates money within the

community's economy rather than extracting it.

Tax contribution: A profitable, tax-compliant business funds schools, clinics, roads, and social

grants — the essential infrastructure of community life.

Supplier development: Supporting small local suppliers to meet the standards required for a

supply contract can catalyse the development of a whole supply ecosystem.

Social investment: Targeted contributions to community needs — whether in education, sport,

health, or cultural development — build the social fabric that all businesses depend on.

Cultural Values and Beliefs

South Africa is one of the most culturally diverse nations on earth. Eleven official languages, multiple

religious traditions, dozens of ethnic groups, and radically different historical experiences create a

market in which cultural sensitivity is not optional — it is a competitive necessity. Businesses that

respect and reflect the cultural identity of their customers and employees build stronger relationships

than those that impose a single cultural template on a diverse reality.

◆ Research the cultural values and practices of the communities you intend to serve before

designing your product, your marketing, or your service experience.

◆ Involve people from your target community in product development and business design —

their lived experience will reveal blind spots that external research will miss.

◆ Ensure your team reflects the diversity of your customer base — cultural competence is an

organisational asset.

◆ Adapt your communication, marketing, and customer service to the language and cultural

context of your specific target market — generic is rarely right in South Africa.

◆ Be aware of cultural taboos and sensitivities that could inadvertently create offence or trigger

community resistance to your venture.
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◆ Learn from traditional economic practices — stokvels, rotating credit systems, and community

savings groups are financial institutions that the formal sector is only now beginning to understand

and serve.
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Section 4: Financial, Marketing, and Business Plans

The financial, marketing, and complete business plan sections are where the venture concept is

translated into numbers, strategies, and a professional document ready for presentation. This section

covers competitor analysis, marketing strategy, financial planning, risk documentation, funding

identification, and the complete business plan format.

4.1 Competitor Research and Analysis

The competitive analysis section of a business plan demonstrates that the entrepreneur understands

the competitive landscape — who else is serving the target market, how they do it, and why

customers would choose this venture instead. A credible competitive analysis acknowledges

competitor strengths honestly; a naive one dismisses them.

The Competitive Analysis Framework

Identify all competitors

Map direct competitors (same product/service, same target market), indirect competitors (different

product, same customer need), and potential future entrants. For each category, be exhaustive —

search online directories, trade publications, customer conversations, and physical location scouting.

Profile each significant competitor

For each competitor worth analysing in depth, document: products/services offered and their quality

level; pricing structure and terms; distribution channels and geographic coverage; marketing

messages and brand positioning; customer reviews and satisfaction signals; estimated market share;

financial health signals; and innovation trajectory.

Conduct a head-to-head comparison

Rate this venture and each competitor across the dimensions that matter most to the target customer.

Be ruthlessly honest — the gap between your assessment and the investor's independent

assessment will reveal whether you understand your market.

Identify your competitive advantage

Based on the comparison, articulate clearly and specifically what this venture does better than

competitors — and why this advantage is sustainable (not easily copied). Generic claims like 'better

quality' or 'better service' are not sufficient; the plan must explain what specifically makes the quality

better, why it will be consistently maintained, and why competitors cannot easily replicate it.

Assess barriers to entry
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What specific actions will this venture take to make it difficult for new entrants to replicate its model

once it proves successful? Barriers might include: patents or trade secrets, long-term customer

contracts, exclusive supplier relationships, brand equity built through consistent quality, network

effects, or regulatory licences.

4.2 Marketing and Promotion Strategy

The marketing strategy translates the market analysis into a specific plan for attracting, converting,

and retaining customers. It must be grounded in the target customer profile developed during market

research, and must be calibrated to the venture's actual budget and capabilities.

Product Strategy

The product section of the marketing plan answers: What exactly will be sold? What features and

benefits will it offer? How will it be packaged, branded, and presented? What is the warranty,

after-sales service, and return policy? How will the product evolve over time as customer needs and

competitive dynamics change? Product strategy must be connected to positioning: a premium

product must have premium quality, premium packaging, and premium service to match. A value

product must have efficient production, simple packaging, and streamlined service. Positioning

inconsistency — premium product with mediocre service — destroys customer trust.

Pricing Strategy

Pricing is the most consequential marketing decision — it directly determines revenue and

communicates brand positioning. Four main pricing approaches:

Cost-Plus Pricing: Calculate the total cost of producing and delivering the product or service,

then add a target profit margin. Simple and ensures profitability per unit, but ignores what the

market will bear and can leave significant value uncaptured.

Value-Based Pricing: Price relative to the perceived value the customer receives, not to cost.

Requires deep understanding of customer psychology and willingness to pay. Typically generates

higher margins than cost-plus for differentiated products.

Competitive Pricing: Set price relative to competitor prices — matching, undercutting, or

premium-pricing. Most appropriate in price-transparent markets where products are relatively

undifferentiated.

Penetration Pricing: Launch at a low price to build market share rapidly, then raise prices as the

customer base is established. Appropriate when building usage habits is more important than

immediate profitability.

Skimming Pricing: Launch at a high price to extract maximum value from early adopters, then

reduce price progressively to reach broader segments. Appropriate for genuinely innovative

products with limited competition at launch.
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Promotional Strategy

Promotion is how the business communicates its value proposition to its target market. The

promotional strategy must specify: which channels will be used, what messages will be

communicated, what budget will be allocated to each channel, and how the effectiveness of each

channel will be measured. For a new venture with a limited budget, promotional priorities must be

ruthlessly focused on the channels that reach the target customer most cost-effectively:

Digital and Social Media Marketing: The most cost-effective channel for most consumer and

professional service businesses. Facebook, Instagram, LinkedIn, TikTok, and WhatsApp offer

targeted advertising at a fraction of traditional media costs. Content marketing (blogs, videos,

podcasts) builds long-term organic reach.

Search Engine Optimisation (SEO): Ensuring that the business appears prominently in search

results when potential customers search for products and services in the category. A long-term

investment that generates high-quality organic traffic at low marginal cost.

Word-of-Mouth and Referral Programmes: The most trusted and cost-effective form of

marketing. Systematically encouraging satisfied customers to refer others — through referral

incentives, testimonial requests, and exceptional service that naturally generates advocacy.

Networking and Industry Events: For B2B businesses especially, personal relationships and

face-to-face networking at industry events generate high-quality leads and partnerships.

Public Relations and Press: Earned media coverage in trade publications, local newspapers,

and online platforms builds credibility at low cost. A compelling story — a founder's journey, a

social impact achievement, an innovative product — can generate significant media interest.

Direct Sales: For high-value B2B sales, personal selling through a direct sales team or the

founder's own relationship-building is often the most effective channel.

Advertising: Paid media — online ads, radio, outdoor, print — can build awareness rapidly but at

significant cost. Most appropriate after the business has validated its messaging and customer

acquisition cost through lower-cost channels.

4.3 The Financial Plan

The financial plan is the quantitative proof of the business concept. It must be realistic, internally

consistent, and grounded in clearly stated assumptions. A financial plan that cannot withstand

scrutiny — that assumes unrealistic growth rates, understates costs, or ignores cash flow timing —

destroys credibility. A financial plan that is conservative, well-reasoned, and sensitive-tested builds it.

The Three Core Financial Statements

The Income Statement (Profit and Loss)
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The income statement shows revenues, costs, and profit for a specific period. It answers the

question: Is this business making or losing money?

Key components: Gross Revenue (total sales); less Cost of Goods Sold (direct costs of producing the

goods/services sold) = Gross Profit; less Operating Expenses (indirect costs — salaries, rent,

marketing, depreciation, insurance) = Operating Profit (EBIT); less Interest and Tax = Net Profit After

Tax.

For a business plan, project the income statement for at least three years: Year 1 (the forecast), Year

2 (projection), and Year 3 (projection). Each line must be supported by stated assumptions — for

example, 'Revenue assumes 10 new clients per month at an average monthly retainer of R4,500,

growing by 15% in Year 2 and 20% in Year 3.'

The Cash Flow Projection

The cash flow projection is the most important financial statement for a new venture. It shows the

actual movement of cash in and out of the business — tracking when money is received and when it

is paid out, not just when it is earned or owed.

A profitable business can still fail due to cash flow problems. If you invoice on 60-day terms but must

pay your suppliers in 30 days, you can be profitable on your income statement but insolvent in

practice — unable to meet current obligations even though your customers owe you more than you

owe your suppliers.

The cash flow projection should be monthly for Year 1, quarterly for Years 2-3. It should identify the

month in which the business will reach cash flow breakeven (the month when monthly cash inflows

first exceed monthly cash outflows on a sustained basis). This is the most critical milestone in the life

of any new venture.

The Balance Sheet

The balance sheet is a snapshot of the business's financial position at a point in time. It shows:

Assets (what the business owns: cash, debtors, inventory, equipment, property); Liabilities (what the

business owes: creditors, loans, tax payable); and Equity (the residual interest of the owners: share

capital plus retained earnings).

The fundamental balance sheet equation: Assets = Liabilities + Equity. For a business plan, project

the balance sheet at the end of Year 1, Year 2, and Year 3.

Break-Even Analysis

The break-even point is the level of sales at which total revenue equals total costs — the point at

which the business makes neither profit nor loss. Understanding the break-even point is essential for

business planning, pricing decisions, and risk assessment.
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Break-even calculation: Break-Even Sales = Fixed Costs ÷ Contribution Margin Ratio Where

Contribution Margin = Selling Price per unit minus Variable Cost per unit, and Contribution Margin

Ratio = Contribution Margin ÷ Selling Price. Example: A catering business has monthly fixed costs of

R25,000. It charges R350 per head for events, with a variable cost of R140 per head. Contribution

margin = R350 − R140 = R210. Contribution margin ratio = R210 ÷ R350 = 60%. Break-even revenue

= R25,000 ÷ 0.60 = R41,667 per month. This means the catering business must invoice R41,667 per

month before it makes any profit.

4.4 Risk Assessment in the Business Plan

Every business plan must acknowledge the risks the venture faces and describe specific strategies

for managing them. Investors are not deterred by the identification of risks — they are deterred by

entrepreneurs who have not thought them through. A credible risk section demonstrates maturity and

rigour.

The risk section of the business plan should: identify the top five to ten material risks; assess the

probability and impact of each; describe the specific mitigation strategy for each; and identify the

residual risk that remains after mitigation. Use the same risk framework developed in Chapter 4 —

financial, market, operational, legal, strategic, and reputational risk categories.

4.5 Funding Requirements and Sources

The funding section of the business plan must clearly state: how much funding is required, what it will

be used for (capital expenditure, working capital, marketing launch), what form of funding is sought

(debt, equity, or grant), and what the repayment or return terms are. The most credible funding

requests are the most specific:

Source Characteristics and Appropriateness

Own Capital /
Bootstrap

The entrepreneur's own savings. Creates no dilution or debt obligation but limits

the scale of initial investment. Signals strong personal commitment to investors.

Friends and Family Informal investment from people who trust the entrepreneur personally. Relatively

accessible for early-stage businesses but can damage relationships if the venture

fails. Should always be formalised in writing.

Commercial Bank
Loans

Business loans from commercial banks. Require proven cash flow capacity to

service, collateral, and a credible business plan. Interest costs are known and

fixed. No equity dilution.

Development Finance
Institutions

SEDA, NEF, IDC, and SEFA provide subsidised funding to qualifying

entrepreneurs, particularly BEE-compliant ventures, township businesses, and

enterprises in designated sectors. Often include mentorship and business

development support.
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Angel Investment High-net-worth individuals who invest their own capital in early-stage ventures in

exchange for equity. Angels typically bring industry experience and networks as

well as capital.

Venture Capital Professional investment firms that invest larger amounts in high-growth potential

ventures in exchange for significant equity stakes. Appropriate only for ventures

with credible paths to very large scale.

Government Grants Non-repayable funding from government programmes — NYDA for youth

entrepreneurs, SEDA Enterprise Programme, various SETA learnerships. Require

specific qualifying criteria and compliance obligations.

Crowdfunding Raising small amounts from many supporters through online platforms. Works well

for consumer products with a compelling story and a demonstrable existing fan

base.

4.6 Format of the Business Plan

A business plan must be professionally presented — structure, clarity, and visual presentation all

signal the quality and professionalism of the entrepreneur. Standard format guidelines:

◆ Length: 20-40 pages for a comprehensive plan (excluding financial appendices). Executive

summary: maximum 2 pages.

◆ Font: professional and readable — Times New Roman or Arial, 11-12pt body text, 1.15-1.5 line

spacing.

◆ Structure: numbered sections with clear headings; page numbers; table of contents.

◆ Financials: presented in clear tables with consistent formatting; all projections clearly labelled

as 'forecast' or 'projection'.

◆ Visuals: limited, purposeful, and professional — charts for financial data, perhaps a simple org

chart or process diagram.

◆ Language: plain, professional, and jargon-free. Every claim is backed by evidence or stated as

an assumption.

◆ Appendices: supporting documents — CVs, market research data, financial model

assumptions, legal documents, permits — referenced in the body and attached at the back.

◆ Cover page: business name, founders' names and contact details, date, and 'Confidential'

designation.

4.7 Presenting the Business Plan to a Financier

The business plan presentation — the 'pitch' — is often as important as the document itself.

Financiers make funding decisions as much on the quality and confidence of the entrepreneur as on
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the merits of the plan. The following principles guide effective business plan presentations:

Know your numbers

Nothing destroys credibility faster than an entrepreneur who cannot answer basic questions about

their own financial projections. Know your break-even point, your customer acquisition cost, your

gross margin, your monthly cash burn, and the assumptions behind every projection. Be able to

explain what changes if a key assumption is wrong.

Lead with the problem and the solution

Financiers invest in solutions to real problems. Start with a clear, compelling description of the

problem being solved — ideally with evidence of the problem's scale and significance. Then introduce

your solution and why it works better than alternatives. This structure immediately establishes market

relevance.

Demonstrate customer validation

The most powerful thing an entrepreneur can say in a pitch is 'We already have paying customers.'

Any evidence of customer validation — signed letters of intent, pilot customers, trial users, revenue

— dramatically reduces perceived risk. If you have no customers yet, be explicit about the specific

steps you will take to validate the market, and the evidence you will use to confirm validation.

Address the obvious concerns proactively

Every experienced investor has a mental checklist of concerns about new ventures: competition,

scalability, team capability, market size, regulatory risk, and exit path. Address these proactively

rather than waiting to be asked. Demonstrating that you have thought through the hard questions

signals entrepreneurial maturity.

Be honest about risks and weaknesses

Attempting to hide a significant weakness will be discovered — experienced financiers have seen

thousands of business plans and know what questions to ask. Acknowledging a weakness

proactively, combined with a credible mitigation strategy, actually increases rather than decreases

confidence.

Understand your audience

A bank is focused on cash flow and security. An angel investor is focused on market opportunity and

the entrepreneur's capability. A development finance institution is focused on BEE impact and job

creation. Tailor the emphasis of your presentation to what matters most to the specific audience.

Practise obsessively
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Practise the presentation until you can deliver it smoothly, handle interruptions without losing the

thread, and answer challenging questions with confidence. Practise in front of mentors, advisors, and

trusted critics before the real presentation.

4.8 Supporting Documents for the Business Plan

A complete business plan submission includes not just the plan itself but a set of supporting

documents that substantiate the claims made in the plan. The specific documents required vary by

the type of financier and the stage of the business, but the following are typically expected:

Document Purpose and Notes

Company Registration
Documents

Certificate of Incorporation, Memorandum of Incorporation (MOI), Share

Register, and directors' identification documents.

Financial Statements Audited or reviewed financial statements for the past two to three years (for

an existing business). For a start-up, the projected financials in the plan

serve as the primary financial evidence.

Market Research Evidence Summary of primary research conducted — survey results, interview

summaries, focus group findings. This is the evidence base for all market

size and growth claims in the plan.

Founder CVs and
Qualifications

Detailed curriculum vitae for each founding team member and key manager,

including educational qualifications, professional certifications, and relevant

career history.

Letters of Intent or
Customer Contracts

Any signed letters of intent from prospective customers, existing customer

contracts, or purchase orders. This is the most powerful evidence of market

validation available.

Supplier Quotes and
Agreements

Quotations from key suppliers that underpin the cost assumptions in the

financial projections. Signed supply agreements that demonstrate supply

chain security.

Lease Agreement or
Property Documentation

Signed lease agreement for the business premises, or documentation of

property ownership.

Insurance Certificates Certificates confirming the business insurance coverage required for the

type of venture.

Industry Licences and
Permits

Copies of all applicable licences, permits, health certificates, and

professional registrations.

Intellectual Property
Documentation

Trademark registration certificates, patent applications, or evidence of

copyright ownership for key IP assets.
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BEE Certificate Current B-BBEE rating certificate from an accredited verification agency —

essential for businesses tendering for government contracts or seeking

funding from DFIs.

Business Plan Common Pitfalls — What Kills a Funding Application

Understanding what kills a business plan application is as valuable as knowing what makes one

succeed. The following are the most common reasons that otherwise promising business plans fail to

secure funding:

Unrealistic financial projections

Revenue projections that assume astronomical growth rates ('we will capture 10% of the market in

Year 1'), expense assumptions that ignore major cost categories, or a break-even timeline that is

implausibly short all signal that the entrepreneur has not done the analytical work required.

Experienced financiers will immediately identify and discount unrealistic projections.

Ignoring or dismissing competition

The statement 'we have no competition' is almost never true and always a red flag. It tells the

financier that the entrepreneur has not researched the market adequately. Every business has at

least indirect competition — other ways the customer could meet the same need. Acknowledging

competition and explaining why this venture will nonetheless succeed demonstrates market

understanding.

Weak or absent market research

Claims about market size, customer demand, or willingness to pay that are not backed by research

evidence are assertions, not data. Financiers who have been burned by poorly researched business

plans (which is most of them) will press hard on any unsubstantiated market claim.

Team gaps with no mitigation plan

A founding team that lacks critical skills — often financial management or technical production

capability — without a specific plan for addressing the gap signals operational risk. Acknowledging

the gap and describing how it will be filled (specific hire planned for Month 3, advisory board member

with relevant experience already engaged) is far more credible than pretending the gap does not

exist.

Poor formatting and presentation

A business plan with spelling errors, inconsistent formatting, unclear tables, and disorganised

structure signals that the entrepreneur does not pay attention to detail. This is particularly damaging
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for businesses where attention to detail is a core operational requirement.

Failure to specify use of funds

'We need R500,000 for working capital' is insufficient. The financier needs to know exactly what the

money will be spent on, when each expenditure will occur, and how each expenditure will generate

the revenue projected. A detailed use-of-funds schedule demonstrates financial discipline and

increases confidence in the entrepreneur's management capability.

No clear exit strategy (for equity investors)

Equity investors invest to make a return when they exit. If the business plan does not address when

and how the investor will realise their investment — through a trade sale, buyout, or other liquidity

event — equity investors cannot assess the expected return and will decline.

Chapter Summary

✦ A business plan is simultaneously a thinking tool, a communication tool, a management tool,

and an ethical and legal framework for a new venture.

✦ The five purposes of a business plan: test feasibility before investment, maximise probability of

success, secure funding, enable effective management, and attract key people.

✦ A complete business plan includes nine core sections: executive summary, company

description, product/service, market analysis, competitive analysis, marketing plan, operations

plan, management plan, and financial plan.

✦ Business plan resources include financial, human, and physical dimensions — each must be

planned and resourced specifically.

✦ South Africa's company registration process runs through CIPC and requires compliance with

tax (SARS), labour (UIF), and occupational health (COIDA) obligations.

✦ The five main business structures — sole proprietorship, partnership, Pty Ltd, personal liability

company, and NPC — offer different trade-offs between liability, administration, and investment

access.

✦ Social and ethical considerations must be embedded in the business plan: fair employment,

environmental responsibility, consumer protection, supply chain ethics, and anti-corruption.

✦ Personal values identified through the six-step values identification process should be

articulated in the business plan and embedded in the company culture.

✦ A code of ethics requires: a leadership statement, mission and values, conduct standards by

area, an ethical decision-making framework, reporting mechanisms, and enforcement provisions.
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✦ Personal objectives aligned to the business plan should follow the SMARTER framework:

Specific, Measurable, Agreed, Realistic, Timed, Ethical, and Relevant.

✦ Goals are directional, longer-term statements; objectives are specific, quantified, time-bound

steps. Both short-term and long-term goals are essential components of the business plan.

✦ The vision statement describes the desired future state; the mission statement describes why

the business exists and how it operates distinctively.

✦ The operations plan covers strategy, scope, location, equipment, capacity, supply chain, quality

management, and inventory. The management plan covers team profiles, organisational

structure, gaps, and governance.

✦ New ventures can contribute to community development through employment, skills

development, local procurement, tax compliance, supplier development, and social investment.

✦ Cultural values and beliefs of customers and employees must be researched and incorporated

into the business plan — generic approaches fail in South Africa's diverse market.

✦ The competitive analysis must identify all competitors, profile each significant one, compare this

venture against them honestly, and articulate a specific sustainable competitive advantage.

✦ The marketing strategy covers product, pricing, promotion, and distribution — each calibrated

to the specific target customer and the venture's budget and capabilities.

✦ The three core financial statements — income statement, cash flow projection, and balance

sheet — must be projected for three to five years with clearly stated, testable assumptions.

✦ Break-even analysis (Fixed Costs ÷ Contribution Margin Ratio) identifies the revenue level at

which the business becomes profitable — the most critical financial milestone for a new venture.

✦ Funding sources range from own capital and friends and family through to commercial banks,

DFIs, angel investors, and government grants — each with different costs, terms, and appropriate

use cases.

✦ Business plan presentations must demonstrate financial mastery, customer validation,

proactive risk acknowledgment, audience awareness, and rigorous preparation.

Capstone Exercise — Your Business Plan: Using the frameworks, templates, and

guidance in this chapter, complete a full draft business plan for your venture. The plan should

include all nine sections, three-year financial projections with stated assumptions, a

break-even analysis, a risk register, and a code of ethics. Once drafted, have it reviewed by

your mentor and at least one independent financial advisor before using it in a real funding

conversation. The business plan you produce in response to this chapter is the most

important output of the entire Business in a Box programme.


