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1 Executive Summary 
The following paper is a venture proposal for Southern Traders; a Web based online register of reputable traders and resource allocation service within Kent.  Research and analysis has provided evidence that this opportunity exists and that there is the demand to support the overall business concept, targeting single women and the elderly.  
The key concept of the venture proposal is that single women and the elderly will have the ability to gain access to a list of various service providers required on a day to day basis to undertake activities in and around the home.  In addition to this the service provides a co-ordination service between the consumer and the trader, which can be achieved online or via the author. 

The venture differentiates itself from similar businesses by focusing on customers who can be considered vulnerable; it is the first online service within the south east region and the first to offer a co-ordination service.  
This service provides a number of benefits for both the consumer and the trader.  Consumers will be confident in the knowledge that the trader has been fully vetted, this includes an annual police check, full historical check of qualifications, experience and insurance, thus ensuring guaranteed safety, quality of workmanship and value for money.    For the traders’, independent recognition of business standards, approval with Kent Trading Standards, increased consumer confidence and a minimisation of the usual stigma associated to rogue traders.   The co-ordination service brings benefits to both parties in that it reduces potential losses associated to time wasting.
The target market is focusing on two areas, single women and elderly.  Although, given the nature of the business the target market is not restricted to these areas.  

The venture allows plenty of opportunity for growth from either expanding the geographical area or by increasing the trading categories.  The venture also lends itself to expansion via partnerships or mergers with similar business models.

The capital investment required to support the business will be funded via a bank loan for the sum of £15,000.  This loan will be set at a fixed rate to be paid in full over a 4 year period.  Assumptions have been made throughout the plan based on research gathered to support the venture.  These assumptions would suggest that the cash flow of the business is healthy and that profits will be made within the first year.  It is anticipated that there will be an annual turnover of £141,903 in year 1 and £466,944 in year 2.  During the start up period in the first 3 months of the venture there will be negative profits.  The overall net profits after tax for year 1 is £58,351 and £229,190 for year 2.  These figures highlight that the venture is a very attractive proposal.
In conclusion, the evidence would support that this venture is clearly a worth while opportunity to take advantage of and a worthwhile investment. The core concept is new, there is minimal investment with healthy financial rewards, the concept is both feasible and simple to apply and the demand is available to make the venture a success.   As with all ventures there is an element of risk, however, analysis suggests the risk would be small for a venture such as this.  
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3  Introduction

The purpose of this report is to provide a Venture Proposal investigating the possibility of a Web Based online Register of Reputable Traders in Kent, for Professional and Single Women and Elderly to organise labour and services to be carried out in the home.  

The methodology applied to develop the venture proposal has been derived from both primary and secondary research.  In addition, utilising theoretical tools attained from research books, previous academic modules and the Entrepreneurial Management Module.
4 Opportunity

4.1 Background

With the current social environment there is a growing need for both women and the elderly to feel confident in organising work to be undertaken in their home and feel safe, secure and certain the that the work required is legitimate and standard priced. Tradesmen however, appear not to have recognised this group as a market segment that can be seen as an additional opportunity that is available to them.
4.2 Problem

In order to analyse a new innovation it is necessary to identify an existing need or problem that may lead to an opportunity.  Utilising the problem mapping tool displayed in appendix 1 (Rae 2006) enabled the author to highlight the problem and breakdown the factors that may influence whether an opportunity is present.
Over the years society is being made increasingly aware of the growing situation of opportunists taking advantage predominantly of single women and elderly, with work carried out in the home.   “Watch Dog” and fly on the wall televised programmes are showing more and more situations where traders are overpricing, carrying out poor workmanship, fraudulent (identifying work that is not required), theft and in some cases threatening behaviour.  In addition to this the author has personally experienced a member of the family being a victim of rogue traders to the sum of £10,000. 

With society being made increasingly aware of these situations traders are unfortunately being faced with a stereotyped attitude and treated with the same suspicion. 
In addition to this, there is the ongoing problem for both consumers and traders to schedule time affectively between each other.  Just under a 1/3 of the Kent’s population aged between 16 – 74 are in full time work, not including an additional 102,341 self employed.  Unnecessary time is lost for both consumers and traders for no-shows.  
4.3 Opportunity

Following the identification of the problem, the opportunity that has become apparent is Southern Traders a web based online register of reputable traders and co-ordination service.  It is important however to analyse whether this is just an idea or an attractive opportunity.  Analysis can be achieved utilising the DIFA model (Rae 2006) and the process for assessing the viability of the opportunity can be established using the opportunity map appendix 2. 

4.3.1 Demand
The Demand will highlight whether there is a need, problem or potential demand to be satisfied (Rae 2006).  This will highlight who the venture will be targeting and whether there is a sufficient market segment to support the venture.

Statistical Data displayed in table 4.1 – SWOT analysis (UK Government National Statistics online 2006) will provide evidence of the potential demand.
Within South East England evidence shows there is an increase in the number of women living alone, through choice, divorce or separation, some with dependent children. Some of these women are professional women with busy schedules who find it difficult to allocate time out of work.  In addition to this the ageing population of 65 years plus is continually growing.

Equally there is a potential market of 88,000 skilled traders within Kent that can be targeted (Employment, Occupations and Workforce – 2001 Census- March 2003).
4.3.2  Innovation

The Innovation highlights a product, service or technology that is entirely new or an adaptation of an existing model.  Either way the concept must provide benefits for the consumer’s life or business (Rae 2006).
Whilst the basis of the concept is not new with a number of online trade registers, there has yet to be any developed within the South East Area! Equally the existing companies have not developed their own “Kite Mark” of approval. 
In addition to this the venture includes a quotation and co-ordination service between the tradesman and the consumer, a service that has not been introduced as of yet. 
4.3.3 Feasibility

The feasibility identifies whether the opportunity is possible. “The opportunity must function effectively & provide benefits the consumer expects.  All aspects of design, production, delivery, customer information and support must be provided and managed effectively” (Rae 2006).
With Southern Traders the concept is not unobtainable.  The co-ordination service itself will be undertaken by the author, who has previous knowledge of resource planning.  I.T equipment and Web Design can be outsourced.  Web Design is an initial one off payment and an additional charge for annual support.  I.T equipment can be rented with monthly payments, enabling the equipment to be upgraded.  The working premises are already available at minimal rental, to cover utility bills and telephone charges.

Given that this is predominantly a web based service it is important to highlight that the service is accessible.  At present there are 26.8 m internet users in Britain (UK Government National Statistics online 2006), with an increase of 8% in 2003 to 31% in 2005 of broadband users.  Figure 4.1 highlights that in the last three years internet usage is increasing in all age groups accept over 65.  
Figure 4.1 – Internet usage by Age over 4 years
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Figure 4.2 highlights that the number of women utilising the internet is growing each year.  48% of internet users are women (UK Government National Statistics online 2006)
Figure 4.2 – Internet usage by gender over the last 4 years
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Figure 3 highlights that the South East of England is one of the highest users of the internet.
Figure 4.3 – Internet usage by Region
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4.3.4 Attraction

The Attraction identifies the benefit and interest it holds for the individual creating the new venture (Rae 2006).  
Having seen the repercussions following a victim of rogue traders, the author would want to be key in finding a solution that prevents individuals from being victims in the future.  The advantage of this method will mean that both the consumers and traders will benefit.  The consumers feeling safe in the knowledge that the trader is honest with a proven track record and the trader can carry out their work without the usual stigma associated to rogue traders.
4.4 SWOT in Relation to Competitors

The SWOT analysis displayed in table 1 enables the author to assess the marketing environment and allow the author to make decisions to take advantage of these factors to benefit the venture and highlight areas that need particular attention.
Table 4.1 - SWOT in Relation to Competitors
	
	Southern Traders


	Strengths
	1. First on line register in South East

2. First Co-ordination Service in UK

3. Full vetting service

4. Development of “Kite Mark”

5. Supported by Local Police, Neighbourhood Watch & Age Concern

6. Work in Partnership with Trading Standards Buy with Confidence Scheme

7. Core Competence of Resource Planning

	Weaknesses
	1. No prior experience in setting up a business

2. Starting from scratch - non established

	Opportunity
	1. Ageing Population –13% of the population in Mid 1970’s to 16% in 2004
2. Increase in One Person Households – 28.1% of households in Kent
3. More Single Women moving away from home between 20 & 24 than Men – 62% compared to 43%

4. Increase in Lone Parent households with dependent children – 5.7% of households in Kent
5. 26.8 million internet users in Great Britain
6. Increase in internet Broadband usage in households – 8% in 2003 and 31% 2005

7. 48% of Internet users are Women

8. Increase in separations/divorces – 10.9% in Kent greater than England & Wales average

9. Increase in Lone Parents in employment growing – 50.2% in 2003 with 55% in 2005
10. 88 thousand skilled traders within Kent

	Threats
	1. New Competitors entering the Market

2. Existing Competitors increasing their current market presence  
3. Competitive Pricing and Offers 



4.5 Key Differentiators 

In order to enter a market with an existing model, Southern Traders will need to provide product or service benefits that will differentiate itself from its competitors (Johnson et al 2002).  The differentiating factors that separate Southern Traders from its competitors are as follows:
· Co-ordination between consumer and trader 

· Online Resource Allocation Service

· “Kite Mark” which includes a full audit of traders

· History, Insurance, Track Record, Police Check

· Sponsorship by Local Police, Neighbourhood Watch & Age Concern

· Partnership with Kent Trading Standards “Buy with Confidence Scheme”
The key differentiator is the ability to co-ordinate and plan activities that will utilise both the consumer and traders time in the most effective and efficient way.  Ensuring the least amount of lost time and co-ordinating the trader’s activities to be the most cost effective.  E.g. planning a whole day of service visits for plumbers on heating systems.
4.6 Critical Success Factors

The Critical Success Factors can be viewed in a number of perspectives, financially, customer focus, internally and innovation & learning (Johnson et al 2002).  Whilst these factors are measurable, they can be both tangible and intangible. Critical Success Factors for Southern Traders would include:

· Recognised “Kite Mark”
· Brand Recognition

· Reputation for reliability, cost, safety and quality service 

· Government Body “Buy-in” e.g Support from Police and Chamber of Commerce

· Continued Growth of  Traders Register

· Continued Growth of Web Site Hits

The financial success factors would include:

· Profitability

· Return on Investments

· Breakeven Point

As previously highlighted, whilst the critical success factors are measurable they can either be tangible measures, which are measured against value or timescales on profits and returns, whereas the intangible factors can be measured by feedback.  Methods can be applied to enable the intangibles to be measured.  Utilising a feedback loop as displayed in figure 4.4 is a useful method to ensure the critical success factors are achieved and maintained. 

4.7 Potential Dangers

With any venture there are potential factors that may affect the business either financially or with its credibility.  It is therefore important to recognise these factors prior to implementing the venture.  The most common factors which may affect Southern Traders are factors such as competitor reaction, with either new entrants or existing competitors and poor market conditions.  Additional factors, specific to Southern Traders are rogue traders, poor workmanship and inflated prices all of which affect overall reputation.
Whilst dangers are inevitable with any business, preventative measures can be put in place to minimise the risk.  As previously mentioned a feed back loop logging system between customer and traders will ensure that these factors are monitored and action can be taken to prevent the dangers from becoming unmanageable.

In addition to this it is assumed that the annual police checks and feedback from Kent Trading Standards will also act as preventative measures.
5 Strategy

5.1 Vision
To create the most trusted web driven online directory of reputable tradesmen – not just for emergency ‘out of hours’ but for any job, any time of day.  Ensuring consumers get value for money and quality of workmanship and service, feeling both safe and secure in their own home. 
To provide a resource allocation service to co-ordinate and schedule activities to suit both Traders and Consumers.

5.2 Direction

In the first instance create an online directory for the region of Kent, concentrating on Electricians, Plumbers and Builders.  Evolving to Decorating, Artexing and Plastering and finally adding Gardening, Landscape Gardening, to more creative household requirements such as Interior Designers. 
5.3 Goals

Southern Traders key goals have previously been mentioned as part of the Financial Critical Success Factors, such as:
· Profitability
· Return on Investment 
· Breakeven Point

· Sales Targets 
In addition to these further goals would be to establish within the Kent region and then branch out further within South East of England.

5.4 Sales Target

It is anticipated that sales targets will be achieved from two potential revenue areas.  The first generated from number of members registering with Southern Traders multiplied by a membership fee of £50 per member.  Table 5.1and 5.2 highlights assumed figures for Year 1 and Year 2.  Year 2 reflects increased membership minus any traders cancelling their membership from Year 1.

Total Sales from Registered Members (divided between various trades)
· Year 1 - £10,000 – 200 members 

· Year 2 - £15,050 – 301 members

The total numbers of registered members have been divided by 12 to give an approximate figure of members joining on a monthly basis.  The first two months have been treated as zero sales whilst membership levels are being accumulated.
Revenue will also be generated via commission received through co-ordinating activities between consumer and trader.  Table 5.3 gives a break down of the potential number of jobs each of the trading groups may achieve in a month.  These are divided between the following commission values.
· Jobs with a value up to £100 - £5
· Jobs with a value between £100 and £200 - £10

· Jobs with a value above £200 - £20
Table 5.4 calculates the number of potential members per month times by the potential commission achieved each month.  This figure is then added to the anticipated value received from monthly members, giving the overall assumed monthly revenue.
Seasonal factors may have an impact on these figures and need to be taken into consideration.  Examples of these being reduced number of sales received from outdoor activities such as building and gardening during winter periods, transversely work carried out by plumbers during the summer period with heating being switched off.  October becomes a peak period for plumbers when heating is first started up.
Table 5.1 – Sales Targets – Registered Traders Year 1


[image: image4.emf]Total Members

£50.00 £50.00

Electrician 36 £1,800 3 £150

Plumber 30 £1,500 3 £150

Builder 20 £1,000 2 £100

Plasterer 20 £1,000 2 £100

Decorator 40 £2,000 2 £100

Artexer 20 £1,000 2 £100

Landscape Gardening 20 £1,000 2 £100

Internal Designer 14 £700 1 £50

200 £10,000 17 £850

Trade Membership 

Annual Total

Average Monthly 

Membership

Average Monthly 

Total


Table 5.2 – Sales Targets – Registered Traders Year 2


[image: image5.emf]Total Members

£50.00 £50.00

Electrician 63 £3,150 5 £263

Plumber 63 £3,150 5 £263

Builder 42 £2,100 4 £175

Plasterer 30 £1,500 3 £125

Decorator 30 £1,500 3 £125

Artexer 30 £1,500 3 £125

Landscape Gardening 30 £1,500 3 £125

Internal Designer 13 £650 1 £54

301 £15,050 25 £1,254

Trade Membership 

Annual Total

Average Monthly 

Membership

Average Monthly 

Total


Table 5.3 – Sales Targets – Average No.s of Jobs Per Trader


[image: image6.emf]Trade  Nos of Jobs 

Monthly

Up to £100 - 

£5 Comm                  

 Nos of Jobs 

Monthly

Between £100 

and £200 - £10 

Comm               

Nos of Jobs 

 Nos of Jobs 

Monthly

Above £200 - £20 

Comm 

Average 

Monthly Total 

£5 £10 £20

Electrician 18 £90 10 £100 2 £40 £230

Plumber 18 £90 10 £100 2 £40 £230

Builder 2 £10 3 £30 3 £60 £100

Plasterer 2 £10 3 £30 3 £60 £100

Decorator 2 £10 3 £30 3 £60 £100

Artexer 2 £10 3 £30 3 £60 £100

Landscape Gardening 1 £5 2 £20 3 £60 £85

Internal Designer 1 £5 2 £20 3 £60 £85

Total Per Month 46 £230 36 £360 22 £440 £1,030


Table 5.4.4 – Sales Targets –Monthly Members plus Average Total Value of Jobs Per Month


[image: image7.emf]Tot 

Me

m

Tot 

Mem

Electrician 3 £690 6 £1,380 9 £2,070 12 £2,760 15 £3,450 18 £4,140 22 £5,060 25 £5,750 28 £6,440 30 £6,900

Plumber 3 £690 6 £1,380 9 £2,070 12 £2,760 15 £3,450 18 £4,140 22 £5,060 25 £5,750 28 £6,440 30 £6,900

Builder 2 £200 4 £400 6 £600 8 £800 10 £1,000 12 £1,200 14 £1,400 16 £1,600 18 £1,800 20 £2,000

Plasterer 2 £200 4 £400 6 £600 8 £800 10 £1,000 12 £1,200 14 £1,400 16 £1,600 18 £1,800 20 £2,000

Decorator 2 £200 4 £400 6 £600 8 £800 10 £1,000 12 £1,200 14 £1,400 16 £1,600 18 £1,800 20 £2,000

Artexer 2 £200 4 £400 6 £600 8 £800 10 £1,000 12 £1,200 14 £1,400 16 £1,600 18 £1,800 20 £2,000

Landscape 

Gardening

2 £170 4 £340 6 £510 8 £680 10 £850 12 £1,020 14 £1,190 16 £1,360 18 £1,530 20 £1,700

Internal 

Designer

1 £85 2 £170 3 £255 4 £340 5 £425 6 £510 7 £595 8 £680 9 £765 10 £850

Total Monthly 17 £2,435 34 £4,870 51 £7,305 68 £9,740 85 £12,175 102 £14,610 121 £17,505 138 £19,940 155 £22,375 170 £24,350

Monthly 

Membership

£850.00 £850.00 £850.00 £850.00 £850.00 £850.00 £850.00 £850.00 £850.00 £850.00

Total 

Monthly 

Revenue

£3,285 £5,720 £8,155 £10,590 £13,025 £15,460 £18,355 £20,790 £23,225 £25,200

Tot 

Mem

Nov Tot 

Mem

Dec Tot 

Mem

Sep Tot 

Mem

Oct Tot 

Mem

Jul Aug Tot 

Mem

May Tot 

Mem

Jun Trade Mar Tot 

Mem

Apr



5.5 Growth potential

Given the type of business it allows plenty of room for growth, potential areas would include organic growth through new traders and customers.  With the venture focusing within the Kent area in the first instance, it opens up opportunities within the South East of England and potentially expanding across the South of England.  Alternatively, there is the option to increase trading categories to kitchen fitting, window fitting, conservatories e.t.c.
5.5.1 Barriers to Growth

Barriers to Growth are tied in closely to potential dangers highlighted in section 4.7 including financial source, competition, poor workmanship and reputation.  These are highlighted in appendix 3 – Growth Map Strategy.
6 Marketing Plan

6.1 Business Concept

Southern Traders is a trader’s directory and resource allocation facility, website and publication created for consumers to gain access to a list of service providers normally required on a day to day basis.  Southern Traders is a website that puts the consumer in touch with reliable trusted traders; as good as a personal recommendation.
All traders registered with us will be fully vetted and visited by our recruitment officers to ensure the credibility of the scheme and that “Kite Mark” standards are maintained.  Vetting will specify that references, insurance and credential documentation will be provided.  All traders must have a minimum of two year’s experience in their field and are members of the relevant trade associations.  In addition to this all traders will have undergone a full police check and became a member of Kent Trading Standards “Buy with Confidence Scheme”.
The website will supply a list of all registered traders within the area for the relevant trade required to enable work to be carried out including estimated prices for specific activities, such as boiler services, carbon dioxide testing e.t.c.
We will ensure the best available market price and quality of workmanship for the work or service that needs to be carried out.  Traders registered with Southern Traders will be required to disclose the value of any estimates or quotes sent to consumers.  Knowing what the traders are charging for their services will ensure that we are providing trustworthy traders.
The co-ordination service will work in two ways; the first giving the consumer the opportunity schedule a traders time online, which will be accessible to both the trader and the consumer.  Alternatively, the consumer can contact Southern Traders by email or telephone, who will liaise with the trader for an appropriate time.
The website will provide a web page that identifies reports of rogue traders within the area and advice on how to avoid being a victim.  
It will be mandatory for all traders registered with Southern Traders to carry an ID card; this will enable the customers to check the identity of any STD tradesman that visits.

The major benefits for Customers are:

· Committed to fair trading and to providing a quality service for their customers

· Undertakes to comply with the spirit and the letter of the law and not restrict your statutory rights

· Deals with customers promptly, efficiently and courteously and in accordance with good trading practice

· Has a sound customer complaints procedure

· Makes sure that the traders are competent for the work they carry out – full skills and history check

· Co-ordination of scheduled time slots to prevent extended disruption of working day

· Confidence that pricing system is consistent with the a best available market price.
Major benefits for traders are:
· Independent recognition of your business standards

· Beneficial publicity with links to sponsors and partners
· Your company’s name on a list of approved businesses that the council will publish for consumers

· Increased consumer confidence and reduced complaints

· Training opportunities, including you and your staff achieving a Fair Trading Qualification through Kent Trading Standards “Buy with Confidence Scheme”
· A regular newsletter containing information about the scheme, new legislation and trade scams

· A Co-ordinated scheduling service – planning your schedule associated to time, location and activity.

6.2 Target Market and Customer Segments

From the outset the venture has specifically identified key groups which will be targeted, which ties into the core factors for creating the venture which is to provide consumers with the confidence that they will be safe and secure in the home, in addition to guaranteed quality of workmanship.  
6.2.1 Target Market 

The target market will be aimed from two aspects the first being the traders and secondly the customers targeting females and pensioners within the Kent area.  
6.2.2 Customer Segment 

The customer segment categorises the various groups being targeted.  This venture will be focusing on the following segments:
· Females

· Single Females

· Professional Females

· Mothers

· Elderly Men and Women in private residence

· Traders

· Electricians

· Plumbers

· Builders

· Painters and Decorators
· Artexers

· Gardeners & Landscape Gardeners

· Interior Designers

Statistical data identified in section 4.3.1 highlights the size of the market being targeted.

6.3 Marketing Mix
The marketing mix “tactical toolkit” will be applied as part of the marketing plan for Southern Traders, which aims to combine the product, place, price and promotion in order to satisfy the customers being targeted (Dibb et al, 2001).
6.3.1 Product

The product was previously mentioned in detail in section 6.1 product concept.  The product is service based with the aim of providing a web based resource allocation service between trader and customer. 
6.3.2 Place

Refers to how an organisation will distribute the product or service being offered to the end user.  The organisation must distribute the product to the user at the right place at the right time http://www.learnmarketing.net/Place.htm
The service itself will of course take place at the consumer’s place of residence.  However, the co-ordination of the service will be carried out via the internet, email or telephone 

6.3.3 Price

The price is a critical component of the marketing mix because consumers are concerned about the value obtained in relation to the product or service being provided (Dibb et al, 200). 
After reviewing similar business models the pricing strategy is based on the average market price for membership on a Trade Register.  The consumer is not charged for the use of the service.  However, the trader is charged a small commission for the co-ordination service dependent on the total value of an activity completed.  The full pricing strategy is referred to in section 5.4 Sales Targets. 
Additional costs will be applied to traders by Kent Trading Standards and police checks, as part of the annual membership.  

The Kent Trading Standards fees are:
· Businesses with up to 10 full time employees - annual fee £95 plus vat

· Businesses with more than 10 full time employees or more than one site - annual fee £145 plus vat
The police check carried out via the Criminal Records Bureau is £13.60.

6.3.4 Promotion

This component of the marketing mix is related to the activities used to inform one or more groups of people about the service being provided by Southern Traders (Dibb et al, 2001).  Promotion is made up of a number of variables referred to as the Promotional Mix.
6.3.4.1 Promotional Mix

Dependent on the product you are trying to promote will depend on the element that is used.  
The elements of the mix required for Southern Traders are:

Advertising

Advertising is a highly effective tool for communicating to a mass audience, the benefit being that it can be extremely cost efficient tool which reaches a vast number of people at low cost per person.  Nevertheless, the total outlay can be extremely high and does not provide immediate feedback, therefore, it is important to select the right method for ‘Southern Traders’ (Dibb et al, 2001).
Southern Traders will be utilising fliers, credit fliers and posters which will be distributed within Kent in Police Stations, Town Halls, Councils, Sports Centres, Citizen Advise Bureau’s and Service Stations.  These locations will reach groups such as diet clubs, women’s institute, neighbour hood watch and Age Concern e.t.c..  Printing costs for these advertising mediums are minimal, although locating the advertisements will also have an input on costs with both time and fuel.  In many cases the cost of placing posters and fliers in these locations are free, although service stations will have a small monthly charge.

In addition to this, advertisements can be placed in Local Papers, Newsletters, Council Magazines and during the start up period and sporadically throughout the year using Radio.
As previously mentioned the costs for utilising advertising maybe high in relation to the response, therefore, part of the process of becoming a member of Southern Traders for either the consumer or the trader, will be to give feedback on how they became aware of the business.  This will aid in deciding the most affective advertising techniques for the future.
Personal Selling

Personal selling, involves informing customers and persuading them to purchase products through personal communication.  The advantages of personal selling is that the target audience is more specific, aimed at one or several people, unlike advertising which is a more generalised communication aimed at a wider target audience (Dibb et al, 2001).

Although, the cost is considerably higher than advertising, it can have a greater impact on the consumer and provides immediate feedback (Dibb S. et al, 2001). ‘Southern Traders’ personal selling includes direct contact with Traders selling packages on the basis that “co-ordinating activities on their behalf will reduce time scheduling and prevent lost time on unnecessary activities” in addition to minimising the stigma associated to rogue traders.

For targeting both consumers and traders specific events can be taken advantage of.  Conferences targeting the Legal profession, Accountancy, General Business Women, Teachers, Nurses, Veterinary Nurses, Dental Nurses, Hygienists will aim predominantly at professional women.  Trade fairs will reach traders and meetings held at Age Concern will target the Elderly.
Publicity and Public Relations
Public Relations are a non-personal communication in the form of a news story communicating the organisation, product or both, transmitted to a mass medium at no charge (Dibb S. et al, 2001, pg. 465).  
Southern Traders will take advantage of contacts associated to local newspapers and radio to publicise on the basis of a new venture that provides both women and the elderly with a service aimed to give both security and confidence in workmanship.

Whilst, this is free advertising the hidden costs can be very high. Publicity must be controlled, planned and managed correctly or the message can be received negatively as well as positively.  

Internet 
The Internet is a worldwide medium for promotion; incorporating advertising, creative sponsorship, sales promotion, public relations, database marketing and the kudos of having a web site.   The internet is flexible in that it can be used not just for advertising and promotions, but direct selling.  Consumers can interact with the business directly, via email and interactive web pages.  It can be quickly updated or modified and very specifically targeted (Dibb S. 2001. pg. 468). 

However it is important to recognise that it is not the most reliable form of advertising and it should not be used as key advertising platform.  With Southern Traders the internet is the core part of the business, utilised as the traders register and co-ordination service.  

To aid with the advertising keywords should be hidden within the web page to aid the search engine.  In addition to this registering with a small annual fee can be paid to search engines to increase web presence e.g Google, MSN, Yahoo etc. 
Southern Traders will also take advantage of advertising on web sites associated to partnerships with Kent Trading Standards and sponsors such as Neighbourhood Watch and Age Concern.
The added advantage of the Internet will be the link between the business, trader and consumer, allowing databases to be updated immediately and monitor consumer feedback.
6.4 Sales Plan 
Southern Traders sales plan is represented utilising the burst and drip model displayed in Table .1 Marketing Mix Gantt Chart.
Table 6.1 – Marketing Mix Gantt Chart 
	Mix Element
	J
	F
	M
	A
	M
	J
	J
	A
	S
	O
	N
	D

	Advertising 
	
	
	
	
	
	
	
	
	
	
	
	

	Personal Selling
	
	
	
	
	
	
	
	
	
	
	
	

	Publicity & PR
	
	
	
	
	
	
	
	
	
	
	
	

	Internet
	
	
	
	
	
	
	
	
	
	
	
	


The burst and drip method highlights how promotional activities will fluctuate at various times of the year.  The red being burst activities and yellow drip activities.  The financial plan reflects the fluctuations throughout the year in table 9.1.  In the early stages of the venture there is a burst of activities, however, the internet will continue at the same rate of advertising from the offset.
6.4.1 Push vs. Pull Policy

There are two methods which can be applied in association to the sales plan.  The ‘Push policy’, a method by which the producer promotes the product to the next group within the purchasing channel and ‘Pull Policy’ where producer promotes directly to the consumer (Dibb S, et al. 2001. pg. 472). 

However, a push policy can be combined with a pull policy, where the producer promotes to both the consumer and the next group within the channel.  
Southern Traders will for the main part be utilising the pull policy using direct promotion to the consumer.  However, the intention is to utilise their partners and sponsors as previously mentioned to promote the service on their behalf. 
6.4.2 Consumer Feedback

As previously mentioned in section 6.3.4.1 advertising, it is vital to gain consumer feed back from each of the promotional mixes.  Consumers and Traders will be requested to identify where they found out about Southern Traders.  The feedback will be used for future sales plans. 
7 Operations Plan

7.1 Capabilities
With any venture it is important to ensure that the people have the right skills, expertise and experience for the business to be a success (Rae 2006).  To ensure this, Southern Traders will be outsourcing specialist skills for areas of the business that are not obtainable internally.  

Outsourcing will include:

· I.T equipment and maintenance (hardware and software)
· Web Design – development and annual maintenance

· Professional Services

· Legal 

· Accountancy

· Marketing

In addition to this will be the Trader Capabilities, which will be vetted based on qualifications, minimum 2 years experience and history.

However, it is important to recognise the capabilities that can be utilised internally and to take full advantage in developing the business.

Internal Capabilities

· 5 Years experience – Planned Maintenance and Resource Planning

· Business Skills – BTEC/Undergraduate & Postgraduate Diploma/MBA
· Market Knowledge obtained from research

· Database Management and Reporting

7.2 Resources

Given the size of the venture the resources required are few for Southern Traders and relatively easy to obtain.  Appendix 4 Resource Map highlights the resources that need to be considered in the first instance.

Financial backing will be obtained via a bank loan over a 4 year period.  This will cover the costs of office equipment, web design, market research and advertising e.t.c. 
The office premises will be located in the author’s house, with minimal rental charges to cover utility bills, telephone and wear and tear.

The advantage of having a family business will enable resources to be provided during busier spells for extra support.

As previously mentioned specialist skills will be outsourced.
7.3 Processes

Southern Traders will have several operational processes, registering the traders, consumer registration and finally the co-ordination service.  However, the Co-ordination Service Process displayed in table 7.1 will demonstrate and reflect the core business process.  

It must be taken into consideration that there will be variations to this model given the nature of the business.  Call outs for service calls on heating systems would require fewer steps in the process as costs and time would be agreed in advance with traders.  However, the process will take into consideration the methods for logging the actions.  The number of days for activities will be dependent on the nature of the activities being undertaken.

Table 7.1 – Southern Traders Co-ordination Service Process – Adapted Operations Log (Rae 2006)
	Step
	Time taken 
	Information record

	Log customer enquiry – Email or Telephone 
	5 mins
	Enquiry form & set up customer log  

	Email Receipt Confirmation Enquiry
	1 mins
	Automated Function

	Review Resource Register
	10 mins
	Trade Register

	Schedule Trader Assessment
	5 mins
	Resource Scheduler

	Contact Trader Confirm Booking
	15 mins
	Email/Text/Telephone

	Contact Consumer Confirm Booking
	5 mins
	Email/Text/Telephone

	Trader Attends Site to Assess Activity
	30 mins
	Log Activity

	Trader Provides Quote/Estimate
	1 day
	Quote/Estimate

	Consumer Accepts Quote/Estimate
	1 day
	Customer Log

	Review Resource Register
	10 mins
	Trade Register

	Schedule Activity
	5 mins
	Resource Scheduler

	Confirm Scheduled Activity with Trader & Consumer
	15 mins
	Email/Text/Telephone

	Work Carried out
	Work Dependent
	Trader Log

	Record Customer Feedback 
	10 mins
	Customer Log

	Accept & Process Payment 
	40 mins
	Account System


7.4 Contracts

Given that there will be external parties associated to the business venture it is important that contractual agreements are developed to minimise risk.

Contractual Agreements will be required between the following parties:

· Traders – This agreement will include Terms and Conditions of Registration.  Factors such as mandatory requirement to present Southern Traders ID Card to all activities, immediate removal from register for poor conduct and abusive behaviour, notice and commission rates.
· Consumers – Terms and Conditions of Sale

· Suppliers – Leasing, Maintenance and Administration Contracts

8 People Plan

8.1 Who will run the Business? 
Southern Traders will be a Sole Trade Business; initially the intention will be for the author to run the business on a part-time basis for the first 6 months during the start-up period.  This will allow the author to continue working full-time in their current position, whilst establishing the business in the development stage.
After 6 months it is anticipated that the author would start working full time for the company on a salaried basis.  
Within 12 months the business should be established enough to enable “A Another” to become a Partner paid as salaried on a full-time basis.  It is anticipated that an additional member of staff will be required within 18 months. Table 8.1 highlights the anticipated recruitment plan for the next 2 years.

Table 8.1 Southern Traders Recruitment Plan
	People
	0 – 6 Months
	6 – 12 Months
	12 – 18 Months
	18 – 24 Months

	K W
	Part Time
	Full Time
	Full Time
	Full Time

	A Another
	None
	None
	Full Time
	Full Time

	A Another 2
	None
	None
	None
	Full Time


8.2 Management History 
8.2.1 Qualifications
As previously mentioned specialist skills will be outsourced, therefore Southern Traders does not require specific qualifications.  However, the management qualifications that the author will bring to the business are as follows:

· BTEC Women into Management

· Undergraduate Diploma – European Business and Information Technology

· Postgraduate Certificate in Management Studies

· Postgraduate Diploma in Management Studies

· MBA – In progress
8.2.2 Employment History
The employment history of the author will also be taken of advantage of in ensuring a successful business.  Employment history being maintenance planning including external contractors, administration, database administration and project planning.

· Assistant Planner – 2 years

· Engineering Planner – 5 years

· Operations Process Manager – 3 years
8.2.3  Core Skills 

In addition to qualifications and employment history the author has developed core skills through experience.  These core skills will be essential in maintaining a successful venture.
· Management of a department and people
· Resource Planning

· Management and Development of Reports

· Management of budget centres and capital funding

· Project Management
· Management of Administration

· Negotiation and Communication Skills

8.3 Business structure 
As previously mentioned the business will be run solely by the author.  However, the business structure displayed in figure 8.1 takes into consideration the association with traders and the suppliers.  The suppliers will be providing professional advice in specialist areas. 
Figure 8.1 – Southern Traders Organisational Structure


[image: image8]
8.4 Growth and Recruitment 
As the business grows the structure will only reflect the additional staff and should not require any further adjustments.  Professional skills will still be required in the area specified previously.
Figure 8.2 – Southern Traders Future Organisational Structure


[image: image9]
8.4.1 Recruitment 
Given that recruitment will effectively be from family and friend there will not be a necessity to advertise and interview which will mean there will be no additional costs to consider accept for the cost of employment.  Recruitment decisions will base on previous knowledge of skills, qualifications and experience.  
8.4.2 Incentives & Motivation Money
Despite the business intending to employ family or friends there will still need to be an incentive for the individuals to join the company.  Given the size of the venture it is intended that recruitment in the first instance will be based on a partnership requiring full commitment to the business.  However, this commitment will be rewarded with a salary equal to that of the CEO in the first instance whilst the business is established, in addition to bonus schemes dependent on the success of the business.
9 Financial Plan

9.1 Investments 

There are a number of options associated to investments, these can be either financially or people related.  Financial investments can be financed utilising various sources such as loans, leasing and grants e.t.c.  Investments from people would include the stakeholders associated to the business whether they are internal or external.  It is fundamental to the venture to ensure that the methods of raising the finance are carefully selected and the author is fully aware of the stakeholders who have a vested interest in the venture. 
9.1.1 Methods of raising finance

Southern Traders will be utilising two methods of raising finance for the venture.  In the first instance the author will apply for a loan via a bank for the sum of £15,000 which will be paid back over a period of 4 years with a fixed interest rate.  Following acceptance the author can then make relevant agreements for leasing equipment.  Leasing is the most appropriate method in association to the equipment required, given the speed of technological advancement and the maintenance support provided. 
9.2 Stakeholders

The author is the key stakeholder for the venture, however the traders, supplier companies, financial investors, family supporting the business are important stakeholders. 
9.3 Financial Summaries

9.3.1 Cash Flow 
The projected Cash Flow Forecast highlighted in tables 9.1 and 9.2 will identify the income and expenditure over a period of two years.  The 2 year forecast details low start up costs which include I.T equipment, marketing, and web design and office equipment.  In addition to this it highlights healthy sales figures which are less than ambitious as they do not reflect the highest number of sales achievable with the venture.  
9.3.2 Profit and Loss
The projected Profit and Loss highlighted in tables 9.3 and 9.4 set out a summary of the trading events that have affected the wealth of the business over years 1 and 2 (McLaney, 2003).  In the first 3 months of business the net profit shows negative figures, as sales increase the net profit becomes healthier.  By the end of year 2 the net profit shows a healthy figure of £24,489 after tax.
 Table 9.1 – Cash Flow Forecast Accounting Year 1
	Monthly Cash Flow Forecast
	
	
	
	1st Jan to 31st Dec
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Sales
	0 
	0 
	850 
	5,756 
	8,191 
	10,731 
	13,061 
	15,496 
	18,496 
	20,826 
	23,261 
	25,236 

	
	
	
	
	
	
	
	
	
	
	
	
	

	Opening Balance
	0 
	6,415 
	4,600 
	2,886 
	3,691 
	6,274 
	9,739 
	12,083 
	15,707 
	19,753 
	26,174 
	33,874 

	Receipts
	0 
	
	
	
	
	
	
	
	
	
	
	

	Cash from Sales
	0 
	0 
	850 
	5,720 
	8,155 
	10,590 
	13,025 
	15,460 
	18,355 
	20,790 
	23,225 
	25,200 

	VAT net receipts - 17.5%
	0 
	0 
	0 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	35.88 

	Capital
	15,000 
	
	
	
	
	
	
	
	
	
	
	

	TOTAL RECEIPTS
	15,000 
	0 
	850 
	5,756 
	8,191 
	10,731 
	13,061 
	15,496 
	18,496 
	20,826 
	23,261 
	25,236 

	Payments
	1,280 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	100 

	Suppliers
	5,445 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 

	Wages / Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 

	PAYE / NIC
	0 
	0 
	0 
	0 
	0 
	0 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 

	Bank Loan (capital repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	VAT net receipts + 17.5%
	0 
	0 
	149 
	1,001 
	1,427 
	1,853 
	2,279 
	2,706 
	3,212 
	3,638 
	4,064 
	4,410 

	Tax Payments 30%
	0 
	0 
	0 
	1,635 
	2,366 
	2,948 
	3,827 
	4,557 
	5,277 
	6,156 
	6,887 
	7,479 

	Rent
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Rates
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Light Heat Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 

	Overdraft Interest - 7%
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 

	Other 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL PAYMENTS 
	8,585 
	1,815 
	2,564 
	4,951 
	5,608 
	7,266 
	10,716 
	11,873 
	14,449 
	14,405 
	15,561 
	16,499 

	Closing Bank Balance
	6,415 
	4,600 
	2,886 
	3,691 
	6,274 
	9,739 
	12,083 
	15,707 
	19,753 
	26,174 
	33,874 
	42,611 


Table 9.2 – Profit and Loss Accounting Year 1
	Monthly Profit & Loss Account
	
	
	1st Jan to the 31st Dec
	
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Year End Total

	Sales 
	0 
	0 
	850 
	5,756 
	8,191 
	10,731 
	13,061 
	15,496 
	18,496 
	20,826 
	23,261 
	25,236 
	141,903 

	less cost of sales
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchases
	6,725 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	205 
	10,780 

	Other Direct  Costs
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Total 
	6,825 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	305 
	11,980 

	Gross Profit 
	-6,825 
	-305 
	-55 
	5,451 
	7,886 
	9,826 
	12,756 
	15,191 
	17,591 
	20,521 
	22,956 
	24,931 
	129,923 

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bank Loan (Capital Repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Rent and Rates
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Heat Light Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 
	810 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	1,550 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Professional Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 
	1,500 

	Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	13,800 

	Interest
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	780 

	TOTAL 
	1,760 
	1,510 
	1,510 
	2,010 
	1,510 
	1,560 
	3,305 
	3,305 
	4,055 
	3,305 
	3,305 
	3,305 
	30,440 

	Plus Miscellaneous Inc 
	
	
	
	
	
	
	
	
	
	
	
	
	

	NET PROFIT BEFORE TAX
	-8,585 
	-1,815 
	-1,565 
	3,441 
	6,376 
	8,266 
	9,451 
	11,886 
	13,536 
	17,216 
	19,651 
	21,626 
	99,483 

	Tax (Corp Tax)
	0 
	0 
	0 
	1,635 
	2,366 
	2,948 
	3,827 
	4,557 
	5,277 
	6,156 
	6,887 
	7,479 
	41,132 

	NET PROFIT (after tax)
	-8,585 
	-1,815 
	-1,565 
	1,806 
	4,010 
	5,318 
	5,624 
	7,329 
	8,259 
	11,060 
	12,764 
	14,147 
	58,351 


Table 9.3 – Cash Flow Forecast Accounting Year 2
	Monthly Cash Flow Forecast
	
	
	
	1st Jan to 31st Dec
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Opening Balance A
	76,259 
	76,742 
	84,847 
	93,883 
	104,000 
	115,341 
	127,648 
	137,744 
	148,793 
	158,850 
	170,303 
	182,722 

	Receipts
	0 
	
	
	
	
	
	
	
	
	
	
	

	Cash from Sales
	28,039 
	30,474 
	32,909 
	35,259 
	36,639 
	39,139 
	41,319 
	42,899 
	43,099 
	43,669 
	45,509 
	47,089 

	Cash from Debtors
	0 
	
	
	
	
	
	
	
	
	
	
	

	VAT net receipts - 17.5%
	2,079.00 
	43.75 
	148.75 
	43.75 
	43.75 
	148.75 
	105.00 
	52.50 
	157.50 
	52.50 
	52.50 
	52.50 

	Capital
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL RECEIPTS 
	30,118 
	30,518 
	33,058 
	35,303 
	36,683 
	39,288 
	41,424 
	42,952 
	43,257 
	43,722 
	45,562 
	47,142 

	Payments
	11,280 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	100 

	Suppliers
	600 
	150 
	150 
	150 
	150 
	150 
	500 
	200 
	200 
	200 
	200 
	200 

	Wages / Drawings
	4,000 
	4,000 
	4,000 
	4,000 
	4,000 
	4,000 
	6,000 
	6,000 
	6,000 
	6,000 
	6,000 
	6,000 

	PAYE / NIC
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	3,000 
	3,000 
	3,000 
	3,000 
	3,000 
	3,000 

	Bank Loan (capital repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	VAT net receipts 17.5%
	4,907 
	5,333 
	5,759 
	6,170 
	6,412 
	6,849 
	7,231 
	7,507 
	7,542 
	7,642 
	7,964 
	8,241 

	Tax Payments 30%
	4,818 
	9,050 
	9,632 
	10,486 
	10,900 
	11,501 
	12,217 
	12,765 
	12,677 
	12,996 
	13,548 
	14,022 

	Rent
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 

	Rates
	30 
	30 
	30 
	30 
	30 
	30 
	30 
	30 
	30 
	30 
	30 
	30 

	Light Heat Power
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	Phone
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	200 
	200 
	200 
	200 
	200 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Car Fuel
	250 
	250 
	250 
	250 
	250 
	250 
	350 
	350 
	350 
	350 
	350 
	350 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	800 
	800 
	800 
	800 
	800 
	800 

	Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 

	Overdraft Interest - 7%
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 

	Other 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL PAYMENTS 
	29,635 
	22,413 
	24,021 
	25,186 
	25,342 
	26,981 
	31,328 
	31,903 
	33,199 
	32,269 
	33,143 
	33,893 

	Closing Bank Balance
	76,742 
	84,847 
	93,883 
	104,000 
	115,341 
	127,648 
	137,744 
	148,793 
	158,850 
	170,303 
	182,722 
	195,970 

	
	
	
	
	
	
	
	
	
	
	
	
	


Table 9.4 – Profit and Loss Accounting Year 2
	Monthly Profit & Loss Account
	
	1st Jan to the 31st Dec
	
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Year End Total

	Sales  
	28,039 
	30,518 
	33,058 
	35,303 
	36,683 
	39,288 
	41,424 
	42,952 
	43,257 
	43,722 
	45,562 
	47,142 
	466,944 

	less cost of sales
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchases
	11,880 
	250 
	850 
	250 
	250 
	850 
	600 
	300 
	900 
	300 
	300 
	300 
	17,030 

	Other Direct  Costs
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Total 
	11,980 
	350 
	950 
	350 
	350 
	950 
	700 
	400 
	1,000 
	400 
	400 
	400 
	18,230 

	Gross Profit  
	16,059 
	30,168 
	32,108 
	34,953 
	36,333 
	38,338 
	40,724 
	42,552 
	42,257 
	43,322 
	45,162 
	46,742 
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	448,714 

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bank Loan (Capital Repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Rent and Rates
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	180 
	2,160 

	Heat Light Power
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Phone
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	200 
	200 
	200 
	200 
	200 
	2,050 

	Car Leasing
	400 
	400 
	400 
	400 
	400 
	400 
	800 
	800 
	800 
	800 
	800 
	800 
	7,200 

	Car Fuel
	250 
	250 
	250 
	250 
	250 
	250 
	350 
	350 
	350 
	350 
	350 
	350 
	3,600 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Professional Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 
	1,500 

	Drawings
	4,000 
	4,000 
	4,000 
	4,000 
	4,000 
	4,000 
	6,000 
	6,000 
	6,000 
	6,000 
	6,000 
	6,000 
	60,000 

	Interest
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	1,800 

	TOTAL 
	5,930 
	5,680 
	5,680 
	6,180 
	5,680 
	5,680 
	8,180 
	8,230 
	8,980 
	8,230 
	8,230 
	8,230 
	84,910 

	Plus Miscellaneous Inc 
	
	
	
	
	
	
	
	
	
	
	
	
	

	NET PROFIT BEFORE TAX
	10,129 
	24,488 
	26,428 
	28,773 
	30,653 
	32,658 
	32,544 
	34,322 
	33,277 
	35,092 
	36,932 
	38,512 
	363,804 

	Tax (Corp Tax)
	4,818 
	9,050 
	9,632 
	10,486 
	10,900 
	11,501 
	12,217 
	12,765 
	12,677 
	12,996 
	13,548 
	14,022 
	134,614 

	NET PROFIT (after tax)
	5,311 
	15,437 
	16,795 
	18,287 
	19,753 
	21,156 
	20,327 
	21,556 
	20,600 
	22,095 
	23,383 
	24,489 
	229,190 


9.3.3 What if Analysis 

As with all ventures the anticipated sales figures are purely based on supposition in association to market research.  Therefore analysis should take into consideration the affects on profits should sales be higher or lower. The figures highlighted in appendix 5, 6, 7 and 8 provide an analysis of year 1 for both highest and lowest potential figures.  This will therefore enable the author to be aware of the possible outcome with overall profits for all scenarios.

9.3.4 Assumptions 

· Sales 

The assumptions made for the sales forecasts have previously been mentioned in the sales targets in section 5.4.  These figures are based on both registered members and number of jobs completed by each trader.  It is assumed these figures will fluctuate based on seasonality.  However, the figures highlight the average monthly costs over a year which will take into consideration these peaks and troughs.
· Inflation and cost increases

It is assumed that costs will increase by approximately 2% based on inflation.  In addition to this it is anticipated that costs will increase due to new accommodation, office furniture and lease cars to cater for additional staff, added staff will increase wages, tax and national insurance.
· Costs

The assumed costs have been highlighted in table 9.5.  These illustrate start up costs, supplier and purchasing expenditure as well as usual utility costs, rent and professional fees e.t.c.

· Balance Sheet 
Ordinarily a balance sheet would be required which provides a statement of the businesses wealth.  Given the size of the venture and that the fixed assets have little value it has been considered unnecessary at this stage to submit a balance sheet as part of the venture proposal.
Table 9.5 – Southern Traders Cost Breakdown 
	Expenditure
	Supplier
	Cost

	Payments:

Web Annual Fees

Marketing – Advertising, promotions e.t.c
Domain Registration
	Cyberzia

M K Graphics

Domain Name Registration
	£560 annual
£300 (Initial Investment) 

£60 annual

	Suppliers:

Web Design

I.T Equipment Lease

Stationary & Office Equipment
	Cyberzia
Del 

Worktown
	£4030 one off
£105 monthly
£500 one off

	Rent
	K Woolley
	£50

	Rates
	K Woolley
	£50

	Light, Heating & Power
	K Woolley
	£50

	Phone
	K Woolley
	£45 - £90

	Fees:

Legal 
Accountancy

Marketing Consultancy
	Legal Services
Accountancy Plc
Simply Marketing
	£500 annual

£500 annual

£500 annual

	Loan 
	Lloyds Bank
	£400 monthly

	Interest
	Lloyds Bank
	£65 monthly

	Car Leasing
	Godfreys
	£400 monthly

	Other:

Insurance

Fuel Expenses

Miscellaneous


	Pearl Insurance

K W
Miscellaneous
	£50 monthly

£400 monthly

£100 monthly


9.4 Ratios
The purpose of ratios is to attempt to summarise quite complex accounting information into small key indicators and to make figure easy to compare over a 2 year period (McLaney 2003).  Table 9.6 Ratio Analysis highlights that year 2 are showing healthy ratios and would indicate that the venture is not a high financial risk.
Table 9.6 – Ratio Analysis
	Ratio
	Year 1
	Year 2

	Turnover
	£141,903
	£466,944

	Gross Profit
	£129,923
	£448,714

	Net Profit (before tax)
	£99,483
	£229,190

	Gross Profit Margin
	92%
	96%

	Net Profit Margin
	70%
	78%

	Breakeven Sales (rev)
	£13,924
	£19,576


9.5 Business Model
The business model demonstrated in figure 9.1 provides a snap shot view of how the opportunity will create revenue and financial value (Rae 2006).  This highlights key financial information such as sales figures, annual profits, marketing expenses, ratios and overall benefits of the venture. 
Figure 9.1: The Southern Traders Business Model


[image: image10]
Source: Adapted from Rae 2006

10 Action Plan
10.1 Implementation

Prior to implementing the venture, it is necessary to compile a list of activities that need to be achieved before the venture can take place.  The Gantt chart displayed in table 10.1 highlights the activities that are prerequisite for Southern Traders to ensure the venture is a success.

Table 10.1: Southern Traders Project Plan
	Activity
	J
	A
	S
	O
	N
	D
	J
	F
	M
	A
	M
	J

	Questionnaires & Interviews
	
	
	
	
	
	
	
	
	
	
	
	

	Market Research
	
	
	
	
	
	
	
	
	
	
	
	

	Analysis
	
	
	
	
	
	
	
	
	
	
	
	

	Prepare Action Plan
	
	
	
	
	
	
	
	
	
	
	
	

	Trade Register
	
	
	
	
	
	
	
	
	
	
	
	

	Marketing Plan
	
	
	
	
	
	
	
	
	
	
	
	

	Leasing & Purchasing
	
	
	
	
	
	
	
	
	
	
	
	

	Launch Marketing
	
	
	
	
	
	
	
	
	
	
	
	

	Commence Trading
	
	
	
	
	
	
	
	
	
	
	
	

	Evaluations
	
	
	
	
	
	
	
	
	
	
	
	


Source: Adapted from Rae 2006.

These activities are summarised as follows: 
· Questionnaires and interviews with samples are required to assess the viability of the venture. 
· Market Research to assess the potential market, target segments and labour market for each of the trade areas. 
· Analysis of market research, questionnaires and interviews as well as financial outlay. 

· Prepare action plan for marketing, I.T equipment, Web Design and Business Process. 
· Personal Selling to develop trade register 

· Create Marketing Plan with support and advice from marketing consultant.

· Leasing & Purchasing of all I.T equipment, Office Furniture & Stationary and Web Design

· Launch Marketing Plan

· Commence Trading 

· Evaluate feedback from Consumers and Traders
10.2 Enacting the opportunity
Enacting the opportunity has not predefined rules.  No one venture will be the same and for every new venture there is a learning process and the venture will inevitably be adapted as the venture evolves based on its successes and failures.  Whilst there are no set procedures it is feasible to recognise where additional effort maybe required and by identifying key elements of the action plan in advance, actions can be taken to assess the outcome of the areas.  Figure 10.1 is an example of the key areas to review following the launch of Southern Traders. 

Figure 10.1 – Southern Traders Action and Learning Plan


[image: image11]
Source: Adapted from Rae 2006
10.3 Exit Strategy
Southern Traders has a number of options to consider for an exit strategy and what may seem the right option in the first instance may change as the venture evolves.  Therefore it is important to recognise the different options prior to implementing the business and consider the overall affects it would have on the venture should one of the options be put into place. The options available to Southern Traders are:

· Hand down to family member (Remain as silent partner) 
· Create a Partnership with similar company
· Sell to Competitor
Clearly handing the business over to family member would be the most preferential option.  However, external factors influence this outcome and dependent on the success of the business may force the author to make alternative plans.

11 Conclusion

11.1 Viability of Venture

Clearly there are no guarantees with any venture and no amount of research, analysis and planning can ensure that a venture is going to be the success that has been anticipated.  Furthermore, serious consideration must be given to the both the assumptions and the risks associated to the venture.  
However, through analysis of the overall concept, financing and research of Southern Traders, it would suggest that this venture would be a good opportunity to take advantage of and even with 50% less sales the venture still displays healthy figures.
The overall business concept differentiates itself from similar businesses by focusing on customers who can be considered vulnerable, it is the first within the south east region and it is the first to provide a co-ordination service, with benefits such as:

· High Quality of Workmanship

· Value for Money

· Safety and Security

· Minimised Stigma associated to Traders caused by Rogue elements

The opportunity assessment displayed in figure 11.1 would support the overall conclusion that the venture is viable.  
Figure 11.1 Southern Traders Opportunity Assessment
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Source – Adapted from Rae 2006
11.2 Personal Learning Points
Entrepreneurial Management has been learning experience throughout, both practically and academically.  Applying the academic concepts to a live a practical situation enabled the author to understand the complexity of creating a new venture and that there is an inevitability that the final proposal will have evolved since the initial concept was first considered.  
Throughout the development of the venture, analysis has highlighted potential constraints and further opportunities which have led to a number of changes to the original opportunity.  In addition to this changes have been made following suggestions, critical evaluation and liaison with both students and lecturers.
With any new venture it is essential to ensure that in depth research is carried out with regards to the market, feasibility, financial implications and the potential sales that can be achieved.  That said it is necessary to be realistic and be aware that analysis is based on assumptions and the predictions will not necessarily be achievable.  

As previously mentioned the analysis has highlighted some constraints and introduced new ideas that have led to a series of changes.  Changes that have been made since commencing with the venture are as follows:  
· Female Traders - Initially the focus of the trade register was to be all women, research identified that number of females in this field is limiting the market segment and would restrict the number of potential sales. 
· Size – Initially the business was anticipated to be on a small scale.  Assumptions made in relation to sales and financial analysis indicates that growth of the business would be rapid and the number of staff has been increased in the second year to cope with the speed of growth.

· Co-ordination – Initially the co-ordination service was intended to be organised by just the author.  The venture now includes online co-ordination service. 

· Web Advertising – Web advertising is no longer going to be included as part of the concept to enable more focus on the core concept of co-ordination. 

· Promotion – Following the final presentation displayed in appendix 9, the promotional focus has altered and the tools for advertising have been reconsidered.  Whilst fliers and posters will still be utilised this will not be the key tool, instead utilisation of conferences and public relation venues have been added to market the service. 
From an academic prospective there have been a number of learning points.  Fundamentally Entrepreneurs have a number of entrepreneurial traits, these traits would influence whether an individual would make the decision to start a new venture.  Drive, passion and the ability to take risks can be seen as entrepreneurial traits.  This would suggest that people are born entrepreneurs; however, study has shown that whilst these traits are important it is possible to provide education and training to develop entrepreneurial skills.  What is important is being able to recognise whether an idea is achievable and if it is feasible to turn the idea into a legitimate opportunity.  Evidence would suggest that the success of many entrepreneurs is their ability to recognise their own limitations and utilise the skills of others in order to make a successful business.
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Appendix 1 – Problem Map – Adapted Rae 2006
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Appendix 2 – Opportunity Map – Adapted Rae 2006
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Appendix 3 – Growth Strategy Map
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Appendix 4 – Resource Map – Adapted Rae 2006
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Appendix 5 – Cash Flow Accounting Year 1 – 50% Less Sales
	Monthly Cash Flow Forecast
	
	
	
	1st Jan to 31st Dec
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Sales
	0 
	0 
	450 
	2,970 
	4,230 
	5,490 
	6,750 
	8,010 
	9,270 
	10,530 
	11,790 
	13,050 

	
	
	
	
	
	
	
	
	
	
	
	
	

	Opening Balance A
	0 
	6,415 
	4,600 
	2,886 
	4,527 
	8,298 
	13,335 
	17,573 
	23,442 
	30,256 
	39,766 
	50,907 

	Receipts
	0 
	
	
	
	
	
	
	
	
	
	
	

	Cash from Sales
	0 
	0 
	850 
	5,720 
	8,155 
	10,590 
	13,025 
	15,460 
	18,355 
	20,790 
	23,225 
	25,200 

	VAT net receipts - 17.5%
	0 
	0 
	0 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	35.88 

	Capital
	15,000 
	
	
	
	
	
	
	
	
	
	
	

	TOTAL RECEIPTS B
	15,000 
	0 
	850 
	5,756 
	8,191 
	10,731 
	13,061 
	15,496 
	18,496 
	20,826 
	23,261 
	25,236 

	Payments
	1,280 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	100 

	Suppliers
	5,445 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 

	Wages / Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 

	PAYE / NIC
	0 
	0 
	0 
	0 
	0 
	0 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 

	Bank Loan (capital repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	VAT net receipts + 17.5%
	0 
	0 
	149 
	1,001 
	1,427 
	1,853 
	2,279 
	2,706 
	3,212 
	3,638 
	4,064 
	4,410 

	Tax Payments 30%
	0 
	0 
	0 
	800 
	1,178 
	1,376 
	1,934 
	2,312 
	2,510 
	3,068 
	3,446 
	3,824 

	Rent
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Rates
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Light Heat Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 

	Overdraft Interest - 7%
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 

	Other 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL PAYMENTS 
	8,585 
	1,815 
	2,564 
	4,116 
	4,420 
	5,694 
	8,823 
	9,627 
	11,682 
	11,316 
	12,120 
	12,844 

	Closing Bank Balance
	6,415 
	4,600 
	2,886 
	4,527 
	8,298 
	13,335 
	17,573 
	23,442 
	30,256 
	39,766 
	50,907 
	63,300 


 Appendix 6 – Profit and Loss Accounting Year 1 – 50% Less Sales
	Monthly Profit & Loss Account
	
	
	1st Jan to the 31st Dec
	
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Year End Total

	Sales  
	0 
	0 
	450 
	2,970 
	4,230 
	5,490 
	6,750 
	8,010 
	9,270 
	10,530 
	11,790 
	13,050 
	72,540 

	less cost of sales
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchases
	6,725 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	205 
	10,780 

	Other Direct  Costs
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Total 
	6,825 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	305 
	11,980 

	Gross Profit  
	-6,825 
	-305 
	-455 
	2,665 
	3,925 
	4,585 
	6,445 
	7,705 
	8,365 
	10,225 
	11,485 
	12,745 
	60,560 

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bank Loan (Capital Repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Rent and Rates
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Heat Light Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 
	810 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	1,550 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Professional Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 
	1,500 

	Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	13,800 

	Interest
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	780 

	TOTAL
	1,760 
	1,510 
	1,510 
	2,010 
	1,510 
	1,560 
	3,305 
	3,305 
	4,055 
	3,305 
	3,305 
	3,305 
	30,440 

	Plus Miscellaneous Inc 
	
	
	
	
	
	
	
	
	
	
	
	
	

	NET PROFIT BEFORE TAX
	-8,585 
	-1,815 
	-1,965 
	655 
	2,415 
	3,025 
	3,140 
	4,400 
	4,310 
	6,920 
	8,180 
	9,440 
	30,120 

	Tax (Corp Tax)
	0 
	0 
	0 
	800 
	1,178 
	1,376 
	1,934 
	2,312 
	2,510 
	3,068 
	3,446 
	3,824 
	20,444 

	NET PROFIT (after tax)
	-8,585 
	-1,815 
	-1,965 
	-145 
	1,238 
	1,650 
	1,207 
	2,089 
	1,801 
	3,853 
	4,735 
	5,617 
	9,677 


Appendix 7 – Cash Flow Accounting Year 1 – 50% More Sales

	Monthly Cash Flow Forecast
	
	
	
	1st Jan to 31st Dec
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Sales
	0 
	0 
	1,125 
	8,430 
	12,040 
	15,650 
	19,260 
	22,870 
	26,480 
	30,090 
	33,700 
	25,236 

	
	
	
	
	
	
	
	
	
	
	
	
	

	Opening Balance 
	0 
	6,415 
	4,600 
	2,886 
	2,889 
	4,317 
	6,306 
	6,791 
	8,202 
	9,853 
	13,495 
	18,063 

	Receipts
	0 
	
	
	
	
	
	
	
	
	
	
	

	Cash from Sales
	0 
	0 
	850 
	5,720 
	8,155 
	10,590 
	13,025 
	15,460 
	18,355 
	20,790 
	23,225 
	25,200 

	VAT net receipts - 17.5%
	0 
	0 
	0 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	140.88 
	35.88 
	35.88 
	35.88 

	Capital
	15,000 
	
	
	
	
	
	
	
	
	
	
	

	TOTAL RECEIPTS 
	15,000 
	0 
	850 
	5,756 
	8,191 
	10,731 
	13,061 
	15,496 
	18,496 
	20,826 
	23,261 
	25,236 

	Payments
	1,280 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	700 
	100 
	100 
	100 

	Suppliers
	5,445 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 
	105 

	Wages / Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 

	PAYE / NIC
	0 
	0 
	0 
	0 
	0 
	0 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 

	Bank Loan (capital repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	VAT net receipts + 17.5%
	0 
	0 
	149 
	1,001 
	1,427 
	1,853 
	2,279 
	2,706 
	3,212 
	3,638 
	4,064 
	4,410 

	Tax Payments 30%
	0 
	0 
	0 
	2,438 
	3,521 
	4,424 
	5,687 
	6,770 
	7,673 
	8,936 
	10,019 
	11,102 

	Rent
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Rates
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Light Heat Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 

	Overdraft Interest - 7%
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 

	Other 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	
	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL PAYMENTS
	8,585 
	1,815 
	2,564 
	5,754 
	6,763 
	8,742 
	12,576 
	14,085 
	16,845 
	17,184 
	18,693 
	20,122 

	Closing Bank Balance
	6,415 
	4,600 
	2,886 
	2,889 
	4,317 
	6,306 
	6,791 
	8,202 
	9,853 
	13,495 
	18,063 
	23,178 


Appendix 8 – Profit and Loss Accounting Year 1 – 50% More Sales

	Monthly Profit & Loss Account
	
	
	1st Jan to the 31st Dec
	
	
	
	
	
	
	
	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Year End Total

	Sales  
	0 
	0 
	1,125 
	8,430 
	12,040 
	15,650 
	19,260 
	22,870 
	26,480 
	30,090 
	33,700 
	37,310 
	206,955 

	less cost of sales
	
	
	
	
	
	
	
	
	
	
	
	
	

	Purchases
	6,725 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	805 
	205 
	205 
	205 
	10,780 

	Other Direct  Costs
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Total 
	6,825 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	905 
	305 
	305 
	305 
	11,980 

	Gross Profit  
	-6,825 
	-305 
	220 
	8,125 
	11,735 
	14,745 
	18,955 
	22,565 
	25,575 
	29,785 
	33,395 
	37,005 
	194,975 

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bank Loan (Capital Repayment)
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Rent and Rates
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	1,200 

	Heat Light Power
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Phone
	45 
	45 
	45 
	45 
	45 
	45 
	90 
	90 
	90 
	90 
	90 
	90 
	810 

	Car Lease
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	4,800 

	Car Fuel
	100 
	100 
	100 
	100 
	100 
	150 
	150 
	150 
	150 
	150 
	150 
	150 
	1,550 

	Insurance
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	50 
	600 

	Professional Fees
	250 
	0 
	0 
	500 
	0 
	0 
	0 
	0 
	750 
	0 
	0 
	0 
	1,500 

	Drawings
	300 
	300 
	300 
	300 
	300 
	300 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	2,000 
	13,800 

	Interest
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	65 
	780 

	TOTAL 
	1,760 
	1,510 
	1,510 
	2,010 
	1,510 
	1,560 
	3,305 
	3,305 
	4,055 
	3,305 
	3,305 
	3,305 
	30,440 

	Plus Miscellaneous Inc 
	
	
	
	
	
	
	
	
	
	
	
	
	

	NET PROFIT BEFORE TAX
	-8,585 
	-1,815 
	-1,290 
	6,115 
	10,225 
	13,185 
	15,650 
	19,260 
	21,520 
	26,480 
	30,090 
	33,700 
	164,535 

	Tax (Corp Tax)
	0 
	0 
	0 
	2,438 
	3,521 
	4,424 
	5,687 
	6,770 
	7,673 
	8,936 
	10,019 
	11,102 
	60,566 

	NET PROFIT (after tax)
	-8,585 
	-1,815 
	-1,290 
	3,678 
	6,705 
	8,762 
	9,964 
	12,491 
	13,848 
	17,545 
	20,072 
	22,599 
	103,970 
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Figure 4.4 - Feed Back Loop
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Key ratios:


Gross pr margin = 92%


Net pr margin = 70%


B/even sales = £13,043
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People Impacting on Project:








Expertise:


Web Design, Marketing, Accountancy & Legal Advice





What works?


Safety policy


Quality & Value


Coordination service


Time Saving








Reviews:


Feedback of Consumers and traders


Promotions


Advertising


Activities





Pre and post launch





Learning





Action:


Implement Project Plan





Communication:


Via Web Development


Systems & software


For customers & traders





Expertise Required:








People:


CEO, Consumers, Suppliers, & Traders





Key financials:


Gross pr = £129,923


Net pr b/tax = £99,483


Net pr = £58,351








Projected growth:


Reflecting seasonality and projections


Sales y1 = £141,903


Sales y2 = £466,944








Fixed costs:


Office costs = £8,010


Capital = £4,800


Drawings = £13,800


Total Fixed costs = £12,810





Variable costs:


Average total customers = 200


Marketing costs annual = £11460


Marketing per customer = £58


Total variable costs = £17,630


Variable per customer = £88








Sales income:


 Membership x Trade Areas


No.s of Jobs x Members


Membership Monthly average = £850


No.s Jobs Monthly average = £1,030


Total annual income= £141,903





Customer benefits:


Safety policy


Quality & Value


Coordination service


Time Saving





Customer group:


Females


Elderly 


Traders





Southern Traders Business Model
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		Trade		Nos of Jobs Monthly		Up to £100 - £5 Comm		Nos of Jobs Monthly		Between £100 and £200 - £10 Comm               Nos of Jobs Monthly		Nos of Jobs Monthly		Above £200 - £20 Comm		Average Monthly Total

						$5				$10				$20

		Electrician		18		£90		10		£100		2		£40		£230

		Plumber		18		£90		10		£100		2		£40		£230

		Builder		2		£10		3		£30		3		£60		£100

		Plasterer		2		£10		3		£30		3		£60		£100

		Decorator		2		£10		3		£30		3		£60		£100

		Artexer		2		£10		3		£30		3		£60		£100

		Landscape Gardening		1		£5		2		£20		3		£60		£85

		Internal Designer		1		£5		2		£20		3		£60		£85

		Total Per Month		46		£230		36		£360		22		£440		£1,030
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Sheet1

		Trade		Tot Mem		Mar		Tot Mem		Apr		Tot Mem		May		Tot Mem		Jun		Tot Mem		Jul		Tot Mem		Aug		Tot Mem		Sep		Tot Mem		Oct		Tot Mem		Nov		Tot Mem		Dec

		Electrician		3		£690		6		£1,380		9		£2,070		12		£2,760		15		£3,450		18		£4,140		22		£5,060		25		£5,750		28		£6,440		30		£6,900

		Plumber		3		£690		6		£1,380		9		£2,070		12		£2,760		15		£3,450		18		£4,140		22		£5,060		25		£5,750		28		£6,440		30		£6,900

		Builder		2		£200		4		£400		6		£600		8		£800		10		£1,000		12		£1,200		14		£1,400		16		£1,600		18		£1,800		20		£2,000

		Plasterer		2		£200		4		£400		6		£600		8		£800		10		£1,000		12		£1,200		14		£1,400		16		£1,600		18		£1,800		20		£2,000

		Decorator		2		£200		4		£400		6		£600		8		£800		10		£1,000		12		£1,200		14		£1,400		16		£1,600		18		£1,800		20		£2,000

		Artexer		2		£200		4		£400		6		£600		8		£800		10		£1,000		12		£1,200		14		£1,400		16		£1,600		18		£1,800		20		£2,000

		Landscape Gardening		2		£170		4		£340		6		£510		8		£680		10		£850		12		£1,020		14		£1,190		16		£1,360		18		£1,530		20		£1,700

		Internal Designer		1		£85		2		£170		3		£255		4		£340		5		£425		6		£510		7		£595		8		£680		9		£765		10		£850

		Total Monthly		17		£2,435		34		£4,870		51		£7,305		68		£9,740		85		£12,175		102		£14,610		121		£17,505		138		£19,940		155		£22,375		170		£24,350

		Monthly Membership				£850.00				£850.00				£850.00				£850.00				£850.00				£850.00				£850.00				£850.00				£850.00				£850.00

		Total Monthly Revenue				£3,285				£5,720				£8,155				£10,590				£13,025				£15,460				£18,355				£20,790				£23,225				£25,200
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		Trade		Total Members		Membership Annual Total		Average Monthly Membership		Average Monthly Total

						£50.00				£50.00

		Electrician		36		£1,800		3		£150

		Plumber		30		£1,500		3		£150

		Builder		20		£1,000		2		£100

		Plasterer		20		£1,000		2		£100

		Decorator		40		£2,000		2		£100

		Artexer		20		£1,000		2		£100

		Landscape Gardening		20		£1,000		2		£100

		Internal Designer		14		£700		1		£50

				200		£10,000		17		£850
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		Trade		Total Members		Membership Annual Total		Average Monthly Membership		Average Monthly Total

						£50.00				£50.00

		Electrician		63		£3,150		5		£263

		Plumber		63		£3,150		5		£263

		Builder		42		£2,100		4		£175

		Plasterer		30		£1,500		3		£125

		Decorator		30		£1,500		3		£125

		Artexer		30		£1,500		3		£125

		Landscape Gardening		30		£1,500		3		£125

		Internal Designer		13		£650		1		£54

				301		£15,050		25		£1,254
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