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entrepreneurship
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Why is planning
important?

Money

Time

Family & friends
Motivation
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Who is your
customer?

B2B — big or small

B2C — age, ethnicity, early tech adopter,
offline/ online buyer

B2B2C — will the business represent you
well/ do you need to educate them?
Swimming pool example
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What do your customers do

today & what will they do
tomorrow?

Are customers still joining the
market & will this change?

Do they buy via 3" parties & what
future technologies will be used to
enable sales? e.g. Amazon
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Does your offering meet
their needs?
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How will they find you &
you find them?

Website — how much needs investing
into it?

Online adverts - will they click on them?

Social media — do they read about their
industry in leisure time?

Industry events — do the decision makers
attend?

On the phone — who will make the call?

Agents — can someone reach your
audience better than you can?
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Forecasting template 2

File Edit View Insert Format

100 - $ % .0

A) Price = €? (High option) e.g. €20
A B
IA) Price = €? (High option) e.g. €20 l

Jan-18
Price (€) 20
Planned monthly no. of units to be sold 15
Monthly costs €21,000.0
Investment/ subsidies/ loans €0.00
Net Income

Costs to date

Gross Income (Cash flow)
Gross income to date
Year End Total Income

B) Price = €? (Medium option) e.g. €18

Jan-18
Price (€) 18
Planned monthly no. of units to be sold 15
Monthly costs €21,000.0
Investment/ subsidies/ loans €0.00
Net Income

Costs to date

Gross Income (Cash flow)
Gross income to date
Year End Total Income

C) Price = €? (Low option) e.g. €15

Jan-18
Price (€) 15
Planned monthly no. of units to be sold 15
Monthlv costs €21.000.0

Price Options

+ =

00 123~

Feb-18
20

20
€0.00 €1,020.00
€0.00
€300.00 €400.00 €540.00 €760.00 €1,100.00 €1,580.00 €2,000.00 €2,200.00 €2,300.00
€21,000.0 -€21,000.(€22,020.0 -€21,980.( €28,020.0 -€27,980.( €28,040.0 -€27,980.(€28,200.00
-€20,700.( €400.00 -€480.00 €720.00 -€4,940.0(€1,540.00 €1,940.00 €2,140.00 €2,080.00
-€20,700.( -€20,300.( -€20,780.( -€20,060.( -€25,000.( -€23,460.( -€21,520.( -€19,380.( -€17,300.0( -€14,720.0( -€11,640.0( -€7,660.00

Feb-18
18

20
€0.00 €1,020.00
€0.00
€270.00 €360.00

Feb-18
15

20
€0.00 €1.020.00

Data Tools Add-ons Help

Calibri

Mar-18

Mar-18

Mar-18

Last edit was made 3 days ago by Bea Cleeren

| Volume options ~ Costs ~ Sales Opportunities ~

mn - B I s A & H =
F G H I J

Apr-18 May-18  Jun-18 Jul-18  Aug-18 Sep-18

20 20 20 20 20 20

38 55 79 100 110 115

€40.00 €6,040.00 €40.00 €60.00 €60.00 €220.00

€0.00 €0.00 €0.00 €0.00 €0.00 €0.00

Apr-18 May-18  Jun-18 Jul-18  Aug-18 Sep-18
18 18 18 18 18 18

38 55 79 100 110 115
€40.00 €6,040.00 €40.00 €60.00 €60.00 €220.00
€0.00 €0.00 €0.00 €0.00 €0.00 €0.00

Apr-18 May-18 Jun-18  Jul-18 Aug-18  Sep-18
15 15 15 15 15 15
38 55 79 100 110 115
€40.00 €6.040.00 €40.00 €60.00 €60.00 €220.00

Oct-18
20
140
€220.00
€0.00
€2,800.00

Oct-18
18
140
€220.00
€0.00
€486.00 €684.00 €990.00 €1,422.00 €1,800.00 €1,980.00 €2,070.00 €2,520.00 €3,150.00 €3,960.00 €19,692.00 €23,630.40 €33,082.56
€21,000.0 -€21,000.(€22,020.0 -€21,980.(€28,020.0 -€27,980.( €28,040.0 -€27,980.(€28,200.00 -€27,980.0(€28,400.00 -€27,980.0!
-€20,730.( €360.00 -€534.00 €644.00 -€5,050.0(€1,382.00 €1,740.00 €1,920.00 €1,850.00 €2,300.00 €2,730.00 €3,540.00 -€9,848.00
-€20,730.( -€20,370.( -€20,904.( -€20,260.( -€25,310.( -€23,928.( -€22,188.( -€20,268.( -€18,418.0( -€16,118.0( -€13,388.0( -€9,848.00

Oct-18
15

140
€220.00

V- oBEY-3-
L M N (o} P
Nov-18 Dec-18 YR1IEnd YR2End YR3End
20 20
175 220 1094 0 0
€420.00 €420.00 €29,540.00 €0.00 €0.00
€0.00 €0.00 €0.00 €0.00 €0.00

€3,500.00 €4,400.00 €21,880.00 €26,256.00 €36,758.40
-€27,980.01€28,400.00 -€27,980.0(
€2,580.00 €3,080.00 €3,980.00 -€7,660.00

€780.00 €936.00 €1,310.40

B SHARE

-€7,660.00 Apply 20% Apply 40% growth in sales

Nov-18 Dec-18 YR1IEnd YR2End YR3End
18 18
175 220 1094 0 0
€420.00 €420.00 €29,540.00 €0.00 €0.00
€0.00 €0.00 €0.00 €0.00 €0.00

€780.00 €936.00 €1,310.40

-€9,848.00 Apply 20% Apply 40% growth in sales

Nov-18 Dec-18 YR1End YR2End YR3End
15 15
175 220 1094 0 0
€420.00 €420.00 €29.540.00 €0.00 €0.00



Forecasting template ] a8

File Edit View Insert Format Data Tools Add-ons Help Lastedit was made 3 days ago by Bea Cleeren

“ ~ & P 100% - $ % .0 .00 123-  Calibri - n - B I & A ° H = 4-15-Y- o B W V-3 i
fx | Costs
A 8 c D E F G H I J

1 |Costs lAnnuaI estimate Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18
2 QOperations 0

3 Company formation & maintenance €18,000 €18,000

4 Tax 500 €500

5  Salaries 6000 €6,000

6  Social Security 500 €500

7 Insurance €1,000 €1,000

8  Accountant €1,000 €1,000

9 Legal €1,000 €1,000

10 CRM system 200 €20 €20 €20 €20 €20 €20
11 Marketing 0

12 Facebook 335 €5 €5 €5 €10 €10
13 Twitter 335 €5 €5 €5 €10 €10
14 Google Ads 335 €5 €5 €5 €10 €10
15 Other 335 €5 €5 €5 €10 €10
16 Other Expenses 0

17 Examples 0

18 Total €0.00 €21,000.00 €0.00 €1,020.00 €40.00 €6,040.00 €40.00 €60.00 €60.00
19

20

21

22

23

NN NN
N OO O s

+ = Price Options ~ Volume options ~ l Costs ~ | Sales Opportunities ~ +



Forecasting template i
File Edit View Insert Format Data Tools Add-ons Help All changes saved in Drive

~ ~ & T 100% - $ % .0 .00 123- Calibri m - B I § A & H

Jx
A B c D E

Company % chance of conversion yr 1 Total sale year 1 Estimated income yr 1 % chance of conversion yr 2 Total sale year 2 Estimated income yr 2
Interparking 40.00% €5,000 €2,000 50.00% €10,000 €5,000
Telenet 25.00% €7,500 €1,875 30.00% €12,500 €3,750
Accenture 33.33% €10,000 €3,333 60.00% €10,000 €6,000
Etc. x% €x €x x% €x €x
Total €7,208 €14,750

1
2
3
4
5
6
7
8
9

3
3
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\t SITTIS ‘
2017 .. a
EUROPEAN

SCALEUPS REPORT

L

A 2l Check lists i.e. top cleantech startups

in Europe
How do you know who

tit “ Crunchbase, Angelist, F6S
your competitors are:

Ask your potential customers

Search portfolios of incubators,
accelerators & VCs



https://www.crunchbase.com/hub/united-states-startups-founded-in-2018

Custome




So two big questions remain:
Is the market big enough to bother?

How will what you’ve learned
change your product?



Putting a number on
the market size

Ask a venture capitalist

Public library databases

Trends Top

Twitter

National public database

Back of a napkin calculation


http://electronicresources.bl.uk/sfxlcl41/az/londb%3F&param_category_search_type_save=browseSubCategory&param_letter_group_script_save=&param_current_view_save=detail&param_category_save=27530000000000012&param_textSearchType_save=contains&param_lang_save=eng&param_chinese_checkbox_type_save=Pinyin&param_perform_save=searchCategories&param_letter_group_save=&param_chinese_checkbox_save=0&param_services2filter_save=getSelectedFullTxt&param_subcategory_save=&param_pattern_save=Business+databases&param_starts_with_browse_save=0&param_jumpToPage_save=&param_type_save=textSearch&param_langcode_save=en&param_jumpToPage_value=&param_category_search_type_value=browseSubCategory&display_single_object=&param_category_value=27530000000000012&param_subcategory_active=1&param_subcategory_value=-1&_ga=2.243802880.480445976.1542574639-1556874353.1542574639
https://trendstop.knack.be/nl/home.aspx
https://analytics.twitter.com/accounts/18ce53x1xnj/audience_insights%3Faudience_types=twitter%252C&audience_interactions=%252C&audience_ids=%252C&custom_types=%252C&targeting_criteria=%255Bobject+Object%255D%252C%255Bobject+Object%255D
http://www.duedil.com/
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# Start it @KBC: A YEAR LONG PROGRAMME



Any questions?

anna@startit.be

@akthomlinson



