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Introduction

Business advisors are in no doubt: when you’re

establishing, expanding or re-energising a business, the

best way to start is by writing a business plan. The task

can, however, seem a little daunting, which is where this

book and its kit come to the rescue.

Business Plans Kit For Dummies, UK edition, doesn’t tell

you how to proceed; it shows you how, walking you

through the process with step-by-step action plans,

examples and do-it-yourself forms throughout the book

and on the information-packed CD-ROM. So relax.

Whether you’re planning to launch a brand-new business,

kick-start an idling enterprise or take a going concern to

all-new heights, this book makes the process

straightforward, easy, rewarding – and even fun.

About This Book

You can find plenty of books full of business-planning

theories and principles, but this book is different: it cuts

through the academics and steers clear of the jargon to

provide an easy-to-grasp, step-by-step approach to

putting a business plan together. It also offers dozens of

forms to make the task easier and includes examples

from all kinds of businesses – from freelance contractors

and small retailers to online marketers and not-for-profit

organisations.

What’s more, this UK edition includes input and advice on

the most current and pressing issues facing businesses

today. In response to the fact that marketing is a top



concern of today’s entrepreneurs, business owners, CEOs

and investors, we dedicated Chapter 7 solely to the topic.

Chapter 19 offers ten things to know about finding vital

sources of information for underpinning your business

plan: anyone reading your business plan wants to be sure

that you’ve really done your homework. Plus, all the

chapters incorporate lessons from the latest stresses and

strains on the financial system and the credit-crunch,

opportunities presented by today’s technology and

current resources, tips and planning advice.

Conventions Used in This

Book

We have a few conventions in this book that you ought to

know about. Important terms, which we make every effort

to explain, are italicised. We place tangential, not-so-

important information in grey boxes, also known as

sidebars. And at the end of every chapter, we summarise

the forms from that chapter that appear on the CD-ROM.

Speaking of the CD-ROM, all the forms on the CD appear

in both Microsoft Word format and as Adobe PDFs. Use

whichever file format you’re comfortable with. See the

Appendix for more info on how to use the CD.

Foolish Assumptions

In writing this book, we’ve made a few assumptions about

you. You’ve picked up this book, so you’re probably

starting or growing a business – most likely a small- to



medium-size business, because that’s how most ventures

start. Maybe you have nothing more than the glimmer of

a good idea for a business; maybe you’ve already started

a business and know that the time has come to write a

plan; or maybe you’re running someone else’s business

or a non-for-profit organisation and you want to set and

follow a clear path to success. In any case, you’re excited,

ambitious and a little nervous at the thought of creating a

business plan. Being excited and ambitious is good, but

you need to settle your nerves, because the task you face

is achievable, manageable and even enjoyable. Honest.

You don’t even need previous business experience to

make your way through this book, although people with

experience will also find plenty of good advice.

How This Book Is

Organised

From start to finish, this book offers a simple, step-by-step

approach to business planning. We realise that not

everyone is going to begin on the first page and end on

the last, and so this book is organised to allow you to flip

to the area you want and find information you can put to

use right away. To get you oriented, here’s an overview of

the contents.

Part I: Laying the Foundation

for Your Plan

The three chapters in this part form the business

foundation upon which you write your plan for success.


