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Business Plan Methodology 
 
The Business Plan Methodology refers to a step-by-step framework for creating a Business Plan that maximizes the use of an 
organizationʼs resources in pursuit of its objectives.  This methodology is presented as a series of phases for addressing key 
Business Plan components, each of which are critical to complete before moving on to the next phase.  In general, the methodology 
starts with a statement of the identity, objectives and basic company information.  It then flows through phases of analysis 
components, then strategy components, and finishes with tactical plan components.  As a general rule, each component of the 
Business Plan should be 1 – 2 pages in length.   A common mistake many organizations make (aside from not using a regularly 
updated Business Plan) is skipping critical early phase analysis and strategy components, and going right to defining later stage 
tactics like the Marketing and Sales Plan.  The result is a disjointed Business Plan that is missing key components, has conflicting 
strategies, or pushes the organization in directions not suited to its objectives or current position in the marketplace. The eight 
phases of the Business Plan Methodology are outlined in the visual graphic below, and then explained in detail throughout the rest 
of this document. 
 

 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
Business Plan Methodology (continued) 
 
 
PHASE 1 
 
Company Profile 
The Company Profile is a brief statement of identity, objectives, and basic company information. It is the starting point for putting 
together an effective Business Plan.  Two of the most important components of a Company Profile are the Mission Statement and 
Elevator Pitch.  The latter is the official quick answer to “What does your company do?”.  It should be a brief, yet descriptive phrase 
that will explain the companyʼs general purpose.  The Mission Statement, is a more eloquently written “raison dʼêtre” (i.e. reason for 
existence), that should capture the value the company is providing to the marketplace, and be the foundation behind the decisions 
and direction the company takes in the Business Plan.  Additionally, a Company Profile will typically include basic company info 
such as date of incorporation, type of entity, headquarters location, annual revenue, names of and backgrounds of founders / key 
management, and number of employees. It can also include brief descriptions of the product / service offering, company history, a 
summary of notable recent activities, or a short list of core business objectives, although less detail is provided in a publically 
available Company Profile than one written for an internal Business Plan. 
 
PHASE 2 
 
Situation Analysis 
The Situation Analysis is an investigation, study and assessment of an organizationʼs internal and external environment, with the 
objective of defining the firmʼs position or “general state of things” with respect to the market that it operates in.  It draws off of the 
identify statement and objectives presented in the Company Profile, and is usually comprised of a SWOT Analysis, Marketing Mix 
Analysis, and a 5 Cʼs Analysis, but can also include a variety of other assessment models (see Marketing Strategy section) 
depending on the industry and maturity stage of the firm.   An effective Situation Analysis will use these tools to make an 
assessment the current situation and forecast trends.  It will be the foundation for developing the other analysis components of the 
Business Plan (Market Analysis, Industry Analysis, Competitor Analysis), and be reflected in all strategy components as well. 
 
PHASE 3 
 
Market Analysis 
The Market Analysis is an investigation, study and assessment of a market that a firm plans to sell products or services in.  The goal 
of a Market Analysis is to define the market based on a variety of factors and determine itʼs current and future attractiveness for the 
business.  It draws off of the Situation Analysis, and is similar in that it will help to understand how the marketʼs evolving 
opportunities and threats relate to the organizationʼs strengths and weaknesses.  Typically the Market Analysis will focus on market 
size, market segments, market growth, market profitability, industry cost structure, distribution channels, and market trends.  An 
effective Market Analysis will define the target market (and market segments) the business plans to compete in, help 
identify Strategic Positioning / Competitive Advantage.  It will be the foundation for determining the Marketing, Sales, and Business 
Development / Partnership Strategies, and help determine the tactics presented in the Marketing and Sales Plan. 
 
Growth Strategy 
The Growth Strategy is a long-term strategic direction for sustained growth of an organizationʼs revenue, product / service 
offering, and talent (people). It is comprised of broadly defined business strategies designed to move the organization through 
a series of phases defined by target goals or milestones related revenue, product / service offering, and talent.  An effective 
Growth Strategy will be determined after a thorough Situation Analysis, comparison to standard business growth models, and 
comparison to historical growth strategies of successful organizations in similar industries or business environments.  The 
Growth Strategy should be a guiding force behind the other Business Plan strategy components (Marketing Strategy, Sales 
Strategy, Business Development / Partnership Strategy). A good place to start when determining a Growth Strategy to pursue 
is the Ansoff Product-Market Matrix. This is a standard Business Plan tool that provides four common Growth Strategy 
options by analyzing the relationship between Products (existing and new) and Markets (existing and new). 

        
 
 
 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
Business Plan Methodology (continued) 
 
 
PHASE 3 (continued) 
 
Competitor Analysis 
The Competitor Analysis is a “core discipline” component of an organizationʼs Competitive Strategy (the other two being the Industry 
Analysis and Strategic Positioning) that provides a methodical approach to defining the competitive landscape. It is an investigation, 
study and assessment of the current and potential organizations a firm expects to compete with in a particular market.  The objective 
of Competitor Analysis is to develop a profile of each competitor, the likely strategy each one will pursue in the marketplace, and 
their likely responses to industry changes. An effective Competitor Analysis will draw off of a thorough Situation Analysis, help 
define Strategic Positioning / Competitive Advantage, and lay the foundation for determining an appropriate Competitive 
Strategy that will be reflected in all the major components of the Business Plan. 
 
Industry Analysis 
The Industry Analysis is a “core discipline” component of an organizationʼs Competitive Strategy (the other two being the Competitor 
Analysis and Strategic Positioning) that provides a methodical approach for defining an industry. It is an investigation, study and 
assessment of the structure and forces within the industry that a firm competes in that go beyond a firmʼs direct competitors. Made 
famous by the Five Forces Model developed by Harvard University Business School professor Michael Porter, the objective of the 
Industry Analysis is to gain a better understanding of the position the firm is in, and determine the opportunities and threats the 
respective industry presents.  An effective Industry Analysis will draw off of a thorough Situation Analysis, help define Strategic 
Positioning / Competitive Advantage, heavily influence the both the Competitive Strategy and Sales Strategy. 
 
 
PHASE 4 
 
Marketing Strategy 
Marketing Strategy is a defined “course of action” designed to maximize the use of an organizationʼs marketing resources in 
pursuit of its objectives, and it is a driving force behind the Business Development / Partnership Strategy, and the tactics 
presented in the Marketing and Sales Plan.  The Marketing Strategy starts with a thorough Situation Analysis and Market 
Analysis.  It is formulated after the answers to key Strategic Modeling Questions (listed below) are measured and compared 
to a variety of generic strategies, tools, principles, exercises and business models that are applicable to the specific 
organization and its environment.  It is ready to put in to action after the formulation of a Marketing Strategy Statement that 
clarifies the analysis conclusions, and focuses on the issues and assumptions that will underpin how the strategy will be 
executed.  An effective Marketing Strategy, like an effective Business Plan, is constantly evolving, and therefore never 
finished. 
. 
Strategic Modeling Questions: 

• Who is the Target Customer? 
• What is the customerʼs compelling reason to buy? 
• What is the “whole product” solution that fulfills this reason to buy? 
• Who are the key partners and allies who might be part of a whole product solution? 
• What is the optimal, value-adding distribution model? 
• How should the solution Pricing be determined such that a measureable ROI can be achieved? 
• Who, what and where is the competition? 
• What is the optimal positioning for the product / service? 
• What is the next target segment that can / should be addressed? 

 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
Business Plan Methodology (continued) 
 
 
PHASE 4 (continued) 
 
Sales Strategy 
The Sales Strategy is a defined “course of action” designed to maximize the use of an organizationʼs sales resources in pursuit of its 
objectives.  It analyzes and fine tunes the direction the sales team will take in the tactical “plan of attack” presented in the Marketing 
and Sales Plan, and helps to identify critical areas to focus the Business Development / Partnership Strategy.   It focuses on making 
the immediate sales process more efficient, and making sure long-term sales process is in line with the organizations broader 
business goals. An effective Sales Strategy will be guided by the Growth Strategy, Market Analysis, and Industry Analysis.  In 
addition, it should be supported by a Marketing and Sales Plan that provides qualified sales leads to feed the sales cycle on a 
consistent basis. The single most important thing a good Sales Strategy will do for an organization is lay the foundation for a Sales 
Plan that makes the best use of the sales teamʼs time.  
 
Strategic Positioning / Competitive Advantage 
Strategic Positioning is a “core discipline” component of an organizationʼs Competitive Strategy (the other two being the Competitor 
Analysis and Industry Analysis).  It is the process by which a firm identifies and builds off itʼs Competitive Advantage.  The objective 
is to create an image or identity in the minds of its target market, that can be used to optimize market penetration and dominate a 
defined market niche (or multiple niches).  Strategic Positioning includes the implementation of a series of differentiation tactics 
using traditional marketing placement strategies (product features, pricing, packaging, promotion techniques, distribution, etc.) and 
is particularly cognizant of unique customer needs in each of the market segments that it operates in. Effective Competitive 
Advantage identification and Strategic Positioning depends on a thorough Market Analysis, Competitor Analysis and Industry 
Analysis.  It will help lay the foundation for an appropriate Competitive Strategy, Product / Technology Strategy, and Marketing and 
Sales Plan, and should be reflected in all the other components of the Business Plan. 

 
 

 
PHASE 5 
 
Business Development / Partnership Strategy 
The Business Development / Partnership Strategy is the process of identifying, cultivating, and bringing to fruition new business 
opportunities that facilitate the long-term growth of the company.  It is a critical component of the Business Plan that is based off of a 
thorough Situation Analysis, and guided by the goals articulated in the Growth Strategy, Sales Strategy, Market Analysis, Marketing 
Strategy, an Product / Technology Strategy. It relies heavily on developing strategic partnerships in five key areas: 

1)     Product / Service 
2)     Sales / Distribution 
3)     Marketing 
4)     Technology 
5)     Financial 

An effective Business Development / Partnership Strategy will build off of the companyʼs existing strengths and network of contacts.  It 
will target critical areas to develop new ones, and commit the necessary resources to building key relationships in pursuit of the 
business opportunities identified in the SWOT Analysis portion of the Situation Analysis.  The Business Development / Partnership 
Strategy will become a critical part of the Marketing and Sales Plan and is an ongoing effort to advance the goals of the Business Plan. 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
Business Plan Methodology (continued) 
 
 
PHASE 5 (continued) 
 
 
Product / Technology Strategy 
The Product / Technology Strategy is process of determining a Product Road Map (or Service Road Map), and which new 
technologies will be incorporated into the product / service offering and general business processes. Often it will focus on the 
following areas: 

• Advancing proprietary or patentable technology 
• Building competitive advantage through licensing third party technology 
• Adding product / service features to solve customer pain points or build customer loyalty 
• Bringing in outside technology to make internal business processes more efficient 
• Bringing in outside technology to make improve the sales and marketing process 

 
It starts with a Situation Analysis and is heavily influenced by the Growth Strategy, Competitor Analysis, and Strategic Positioning / 
Competitive Advantage.  An effective Product / Technology Strategy will result in Product Road Map that greatly impact the 
Business Development / Partnership Strategy, Marketing and Sales Plan, and be reflected in all components of the Business Plan. 
 
 
Competitive Strategy 
The Competitive Strategy is a strategic plan that determines how an organization can gain Competitive Advantage to most 
effectively compete in a particular market.  It is comprised of three “core discipline” components:  Industry Analysis, 
Competitor Analysis, and Strategic Positioning, and its analysis approach will differ depending on if the industry is 
fragmented, emerging, transitioning to maturity, in decline, or global. An effective Competitive Strategy will provide a “plan of 
action” for creating a defendable position for an organization in its marketplace that will maximize the value of its capabilities 
and distinguish it from its competitors.  Much of the original theory behind modern Competitive Strategy that is now 
considered an academic field in its own right, and standard practice for major corporations and governments all over the 
world, is attributed to Harvard Business School Professor Michael Porter.  However, Competitive Strategy is a constantly 
evolving field of study with competing ideas and new disruptive technologies (e.g. social media, mobile apps, etc.) that alter 
how the new generation of firms look at the notion of attaining Competitive Advantage. Competitive Strategy is a critical piece 
to an effective Marketing and Sales Plan and is reflected throughout all components of the Business Plan. 
 
 
 
PHASE 6 
 
Marketing and Sales Plan 
The Marketing and Sales Plan is the tactical plan for taking all of the internal analysis and strategy components of the 
Business Plan, and turning them into a “plan of action” used to engage the external market of potential customers and 
partners.  The Marketing component of the plan is focused on defining the marketing tactics that will favorably position the 
brand in the mind of potential customers, and consistently feed the sales cycle with new leads.  The Sales components of the 
plan provides the sales team with “marching orders” for making the best use of their time, and a framework for evaluating 
their sales success.  It includes identification of target sales accounts, details of the sales process, and all the materials they 
will need to succeed in the field. 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Business Plan Methodology (continued) 
 
 
PHASE 6 (continued) 
 
Financial Plan                                   The 
Financial Plan component of the Business Plan (a.k.a. “the financials”) is a statement of the businessʼs current financial position, a 
record of its historical financial performance, its projected financial position over time as the business grows, its strategy for bringing in 
investors, and it's Exit Strategy.  It is a key part of determining the viability of your business model, and essential for lenders and 
investors who want to see hard figures before putting money into your company.  The Financial Plan consists of four standard financial 
statements, a history of P & L statements, and projections of Revenue and Expenses. The four standard statements are as 
follows: Income Statement, Balance Sheet, Statement of Cash Flows, and Statement of Owners Equity (which owners may choose to 
keep separate from the main Business Plan).  The P & L's (i.e. Profit and Loss Statements) summarize the revenues, costs and 
expenses incurred during each quarter.  The Revenue and Expense projections should include short-term estimates (1 year), near-
term estimates (3 – 5 years), and long-term estimates (6 - 10+ years).  They are based on the assumptions and objectives presented 
throughout the Business Plan and are directly influenced by the Business Development / Partnership Strategy.  The investor strategy 
is a plan for attracting investment capital in exchange for ownership in the company.  The Exit Strategy is the plan for the owners for 
the company to recoup their investment of time and capital. 

Business Processes / Operations Plan 

The Business Processes / Operations Plan is an explanation of the “nuts and bolts” of the business.  Itʼs the who, what, where and 
how of your product / service offering, with a description of the processes and systems in place to produce, store, deliver, and support 
the product or service offering.  It is the place where the “rubber meets the road” with respect to all internal strategies presented 
throughout the Business Plan, but is most directly influenced by the Product / Technology Strategy. 
The topics covered in this plan will vary based on the kind of business, but will typically include some combination of the following: 

• Firm Infrastructure / HR Breakdown / Management Hierarchy 
• R & D  / Technology Development Process 
• Design Process 
• Production / Manufacturing Process 
• Value Chain Relationships (Procurement, Suppliers, Partnerships, etc.) 
• Inbound / Outbound Logistics 
• Inventory Process 
• Distribution Process 
• Customer Training and Product Support Process 
• Customer Service Process / Policies 
• Internal Controls 
• Description of internal software systems in place 
• Description of management systems in place (Sigma Six, etc.) 
• Plan for ongoing improvement of operational efficiency 

 
 
 
PHASE 7 
 
Executive Summary                   
The Executive Summary is a condensed version of the Business Plan that is the first section to be presented (after the Table 
of Contents), yet the last section to be written. The goal of the Executive Summary is to summarize each component of the 
Business Plan in a way that allows the reader to quickly understand the key points of the material without having read the 
entire document. Typically it will be 1 – 2 pages long (3 at most) and will be composed of a summary paragraph for every 
chapter listed in the Table of Contents.  An Executive Summary will also work as an effective standalone document for 
investors or new executive team members when a concise articulation of the essence of the Business Plan is needed. 



 
 
Business Plan Methodology (continued) 
 
 
PHASE 7 (Continued) 

Appendix of the Business Plan                  
The Appendix section is for additional information and documents that support the claims made throughout the Business 
Plan.  It is the last item listed in the Table of Contents and it is presented in the in the back of the document.  Appendix items 
should be used sparingly, and limited to only those items that bring an exceptional level of credibility to plan.  Examples of 
effective Appendix items include: 

• Notable customer case studies 
• Notable News articles about company or proving claims in the plan 
• Notable communication from strategic partners 
• Notable legal info (patent, trademark, copyright, license agreements, etc.) 
• Notable financial info (credit report, letter from banker, valuation, etc.) 
• Demographic info, statistics, charts, diagrams 
• Photos of the product / service 
• Sample Advertisements, marketing materials 
• Customer letter of intent 
• Pricing schedule 
• Consultant reports or other market research 

 
Business Plan                    
The Business Plan is the final document that includes all of the sections listed above.  Together, the Business Plan 
components form a comprehensive statement of the business goals, the reasons the goals are achievable, the plan for 
reaching those goals, and all the background information on the organization attempting to reach those goals. The Business 
Plan works as an informational resource to draw from when unforeseen events in the marketplace require adjustments to the 
direction the organization is headed. It is the ideal document to have handy (and up to date) when new people are added to 
the executive team and need to get up to speed as quickly as possible, when potential investors become interested in the 
company and want to assess its position, or when the organization needs financing from a bank or other lending institution. 
 
 
 
PHASE 8 
 
Implementation and Quarterly Review 
An effective Business Plan is constantly evolving and being refined based on the most recent and accurate information available 
from its inter-related components.  A common mistake many organizations make is thinking that a Business Plan is “done” when all 
the sections have been written and itʼs been printed up, bounded and distributed to the leadership team.  In reality, the usefulness of 
a Business Plan is dependent on time sensitive information and constantly evolving circumstances, making it effectively out of date 
the minute it is printed and distributed.  Therefore, an organization should think of a Business Plan as a constant “work-in-progress”, 
with regular periodic updates (quarterly is recommended) to all of its components.  All organizations should have someone (e.g. 
Director or VP of Strategy) designated to manage the research and production of each quarterʼs updated Business Plan, and to 
track the implementation by the managers in charge of the deliverables in each component of the plan. 

   For details on Business Strategy or DAM / ECM consulting engagements with VP of Strategy, LLC, contact Scott M. Eilers to set up a free consultation:   scottmeilers@gmail.com    971-269-5021  

	  


