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Introduction

grew up in Scotland, where the winters can be wild, wet, and
cold. My father was a self-employed landscape gardener and,
each year, as the days grew shorter, he would start hatching
entrepreneurial plots to see the family through the scant earnings
of the winter months. Handmade garden furniture, barrels from
the local brewery scrubbed back and filled with violets, gold-leaf
mirror restoration and beach-scavenged scallop shells were but a
few of the ill-fated ventures that would transform our Victorian
flat into a hive of industry for a few fleeting months of each year.

I started my first business at the age of 26 and have been in busi-
ness ever since, oscillating in a manner not unlike my father’s
between the more stable income of business consulting and the
somewhat precarious existence of writing and publishing.

Yet when working on this book, I realized something quite funda-
mental. While I’ve been steadily successful for more than 20 years,
all too often the sensible-cardigan-wearing-accountant side of
me wins out against the risk-taking-creative-why-don’t-we-
try-this side of me. Possibly due to the rather feast-and-famine
finances of my childhood, I typically spend more time analyz-
ing profit margins than I do thinking of creative new products;
I focus more on managing risk than being a trendsetter. If you’ve
been in business before, I'm sure you too have experienced this
natural tension between your entrepreneurial side and the inner
voice of ‘reason’.

One challenge for me in writing this book has been to find ways to
encourage dreams to flourish while simultaneously exploring the
somewhat sobering process of writing a business plan. I'm writ-
ing this introduction having just finished the last chapter of this
book and, happily, I think that the process has worked on me. I’'m
itching with impatience to begin my next business venture, and
feel utterly optimistic about its prospects. (I remain my father’s
daughter, after all.)

I hope you have a similar experience with this book, and that
I share enough inspiration for your inner entrepreneur to thrive
while at the same time providing unshakeable feet-on-the-
ground practicality.
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About This Book

I like to think that this book is a bit different from other busi-
ness planning books, not least because this book is part of the For
Dummies series. Dummies books aren’t about thinking that you’re
a ‘dummy’ — far from it. What the For Dummies series is all about
is balancing heavyweight topics with a lightweight mindset, and
sharing a ‘can-do’ attitude that encourages anyone — no matter
how young or old, how inexperienced or how veteran — to give
the subject at hand a go.

I like to think that the Dummies way of thinking has helped me to
bring a fresh approach to the subject of business planning. I've
tried not to get bogged down in the same old stodgy discussions
of mission statements, values and organizational charts; instead,
I’ve focused more on working with others, being creative and
thinking of your business as something that’s unique and sepa-
rate from yourself.

You may be surprised by the fact that I devote five whole chapters
to the topic of finance (you’ll only find one finance chapter in
most business planning books). I’m a real advocate of the impor-
tance of financial planning and, in this book, I try to break the
topic down into bite-sized chunks that anyone can understand,
even if they haven’t done any bookkeeping or accounting before.

I also understand that most people who’ve worked in business
end up with knowledge that’s patchy. You may know heaps about
marketing but nothing about finance, or vice versa. The beauty of
Dummies books is that you can just leap in, find the chunk of infor-
mation that addresses your query, and start reading from there.

One more thing. Throughout this book you’ll see sidebars — text
that sits in a separate box with gray shading. Think of sidebars
as the nut topping on your ice-cream: Nice to have, but not
essential. Feel free to skip these bits.

Foolish Assumptions

When writing this book, I make no assumptions about your prior
experience. Maybe you’ve been in business all your life or maybe
you’ve never been in business before. It could be that you’re a

2  Getting Started in Business Plans For Dummies



tech geek or it’s possible that you hate computers. Maybe you love
numbers or — much more likely — you may have a somewhat
queasy feeling when it comes to math.

I also make no assumptions about the age of your business, and
realize that for many people reading this book, your business is
still a seedling waiting to be watered. (For this reason, I include
practical advice such as how to budget for personal expenses
while you’re building your business, and why things such as your
relationships and family situation are all part of the picture.)

Last, I don’t try to guess where you live in the world. After all,
the principles of business planning are universal, whether you’re
in the snowdrifts of Alaska, the stone country of Australia, or the
kilt-swaying highlands of Scotland.

Icons Used in This Book

Qi@

TIP

)

TRUE
STORY

®

WARNING

Tie a knot in that elephant’s trunk, pin an egg timer to your shirt
but, whatever you do, don’t forget the pointers next to this icon.

This icon points to ways to give your business plan that extra spark.

Real-life stories from others who’ve been there and done that.

A pitfall for the unwary. Read these warnings carefully.

Where to Go from Here

Getting Started in Business Plans For Dummies, 2nd edition, is no
page-turning thriller (probably a good thing given the subject
matter) and doesn’t require you to start at the beginning and
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follow through to the end. Instead, feel free to jump in and start
reading from whatever section is most relevant to you:

New to business and you’ve never created a business plan before?
I suggest you read Chapters 1, 2 and 3 before doing much else.
Chapter 1 provides an overview for creating your plan, and
Chapters 2 and 3 help you to consolidate your business concept.
From here, you’re probably best to read the chapters in the order
that I present them, because these chapters follow the same
sequence as the topics within a business plan.

If business strategy is more your concern, Chapters 2 to 5 and 11
are the places to be.

Are financial projections a source of woe? Chapters 7 to 11 are
here to help.

For advice on creating a plan that can’t fail to impress prospective
lenders or investors, Chapter 12 explains how to pull your plan
together. And, finally, Chapter 13 provides advice and encourage-
ment if things aren’t looking as good as you’d hoped.

Getting Started in Business Plans For Dummies



IN THIS CHAPTER

Getting started without another
moment’s hesitation

» Deciding what elements to include
in your plan

» Understanding why business planning
is harder than it looks

» Tricking yourself into doing the deed

Chapter 1

Letting Your Plan
Take Flight

business plan is as much a way of thinking as it is a docu-

ment. Some of the most important elements of a business

plan can be done while talking with colleagues, walking
along the beach, or taking time out over a cup of coffee.

Key to a business planning mindset is a willingness to be objec-
tive about strategy, the ability to think of your business as some-
thing that’s separate from you, and the discipline to analyze your
financials (even if you’re not naturally good with numbers).

Importantly, a business plan doesn’t necessarily require days or
weeks of your time. I often recommend to people they approach
their plan in bite-sized chunks, whether this be redesigning
pricing strategies, spending time researching competitors, or
experimenting with different pricing models.

In this chapter, I talk about who a business plan is for, what goes
into a plan, and how you might start thinking about your business
model. I also explain why it can be hard to be objective and moti-
vated about planning for your business, and share a few insights
into how to keep yourself on track.

CHAPTER 1 Letting Your Plan Take Flight 5



Getting Your Feet Wet

Q

TIP

In Getting Started in Business Plans For Dummies, 2nd edition, I place
less emphasis on the importance of creating a written plan and
more on why planning is best viewed as a frame of mind. The neat
thing about this way of thinking is that you can start with your
plan at any time, even if you know you have only one hour free
this week and you’re flying overseas for a holiday the next.

Planning can even be fun once you get started. Some of my best
business ideas have come to me while lying in the hammock on
holidays, digging up weeds in the garden, or having a quiet coffee.

Choosing your dance partners

Unless you’ve run a business before, creating a business plan
almost certainly needs a little help from outside. The good news
is that all you have to do is ask. Consider the following sources:

3 Business planning courses: In my opinion, a structured
course spread over several weeks or even months is the
very best possible way to accumulate basic planning skills.
Not only do you have the discipline of working on your plan
at least once a week, but you also usually receive expert
mentoring from the teacher or teachers, as well as peer
support from other people in a similar position to you.

¥ Business advisory centers: Depending on where you are
in the world, business advisory centers have different
names and structures. However, most state and federal
governments fund some form of free advisory center.

3 Business consultants: While | warn against delegating the
whole planning process to outsiders, expert consultants can
be a great resource, especially if you retain control and
ownership of your plan.

3 Your accountant: | strongly recommend that you do your
own financial projections, rather than delegating this task
to a bookkeeper or accountant. (I explain just how in
Chapters 7 through to 11.) However, after you have made
your best attempt, consider asking your accountant to
review your figures, and help you to identify anything that
doesn't make sense or seems unrealistic.
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