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BUSINESS PLAN YEARS 1-3 
 
 
 
INTRO 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1. AIM 
 
To provide professional service and solutions, which meet the needs of our customers 
and that are practical and aspirations. To achieve sustainable growth within budget for 
financial year starting in April 2004 and the following two subsequent years. 
 
2. MISSION 
 
To extend the limits of the consultancy and network development that will satisfy the 
needs of the clients, resulting in sustainable development & growth. 
 
3. MARKET ASSESSMENT 
 
 
4. PRODUCT RANGE & NATURE OF PROVISION 
 
 
5. PRODUCTION AIM 
 
6. PRODUCTION STRATEGY 
 
7. PRODUCTION OBJECTIVES 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    



 

 

 - 3 - 

9    
10    
 
 
8. MARKETING AIM 
 
To position the company as the lead organisation for motor vehicle in Merseyside and 
to advance the brand ‘LEL’ in the business community 
 
9. MARKETING STRATEGY 
 
Our strategy is to use the principles of the marketing mix and to build upon 
relationship marketing to satisfy the core aim of our business 
 
 
Develop research techniques internally and externally for brand awareness and loyalty 
 
Make use of the marketing SWOT analysis tools 
 
Make use of CBA across the whole company 
 
Attempt to unit price every element of business 
 
Breed awareness to staff about marketing principles 
 
Learn best practice and concept via The Chartered Institute of Marketing 
 
Produce relevant promotional material 
 
Devise a PR and communications plan 
 
Hold an Open Day event  
 
 
10. MARKETING OBJECTIVES 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    
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10    
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11. SALES AIM 
 
12. SALES STRATEGY 
 
13. SALES OBJECTIVES 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    
9    
10    
 
 
 
 
14. QUALITY AIM 
 
To implement the standards of ISO 9002, PFM, IiP and C&G systems and procedures 
to enhance the company’s quality assurance in order to maximise efficiency and 
effectiveness. 
 
15. QUALITY STRATEGY 
 
Co-ordinate the quarterly quality management meeting 
 
Internally audit to ISO 9002 standard every six months 
 
Introduce the concept of QA to all new staff 
 
Introduce the concept of QA to all employers and suppliers 
 
16. QUALITY OBJECTIVE 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    
9    
10    
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17. SITE AIM 
 
To maintain, within the standards of the H & S E and the Environmental Agency, a 
establishment and surrounding landscape for the use of manufacture. 
 
18. SITE STRATEGY 
 
Utilisation of space and resources to maximise efficiency 
 
Develop landscaping initiatives to beautify the area 
 
Develop a modernisation of buildings with current decorative concepts 
 
To constantly improve the provision on site 
 
To repair any faults within the month of recording 
 
To phased the develop the site 
 
Development of community relationships 
 
Optimise rental and complementary usage 
 
Implement a no smoking policy 
 
 
19. SITE OBJECTIVE 
 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    
9    
10    
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20 MANAGEMENT AIM 
  
To increase the volume of the effective business activity to produce an annual 5-10 % 
profit within the scope of the plan. 
 
21 MANAGEMENT STRATEGY 
 
To co-ordinate all management tasks via the management team 
 
To implement the policies and directives of the Board 
 
Introduce new management concepts 
 
Introduction of new admin and accounting systems 
 
To introduce accountability at all levels of management 
 
To use ‘best practice’ management principles 
 
Optimise contract profiles in teams of profit per unit cost 
 
Implement a solid organisational structure with lines of command and responsibility 
 
Embrace I.T. functions throughout the business to aid decision making 
 
Segment the production to cater for loss earners 
 
To build value, depth and investment into the business 
 
To comply with the company’s articles of association operating regulations 
 
To accept assistance from professional bodies and organisations to further the Agency 
core aim 
 
 
22. MANAGEMENT OBJECTIVES 
 
 YEAR 1   
1 Increase income/expend   
2 Maintain staff   
3 Implement I.T.   
4 Achieve contract profile   
5 Reduce admin costs   
6 Rationalise budgets   
7 Set Dept targets   
8 Locate other funds    
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23. KPI’s 
 
 YEAR 1   
1    
2    
3    
4    
5    
6    
7    
8    
 
 
24. FINANCE 
 
 
25. FINANCIAL FORECAST SUMMARY 
 
YEAR 1 2005/06 YEAR 2 2006/07 YEAR 3 2007/08 
Income  Income  Income  
Expenditure  Expenditure  Expenditure  
Profit  Profit  Profit  
Percentage  Percentage  Percentage  
 
 
 
 
 
 
 
 
 
 
 
 
 
ANNEX 
 
1. ORGANISATION CHART 
2. STAFF PROFILE /QUALIFCATION MATRIX 
3. ACTIVITY PLAN 
4. FORECAST 



 

 

 - 8 - 

ORGANISATION CHART 
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STAFF PROFILE /QUALIFCATION MATRIX 
 
 
Name Title Qualification     
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ACTIVITY PLAN 
 
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 
Week Week Week Week Week Week Week Week Week Week Week Week 
1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 
 
Diagnostic & Development of Marketing Plan 
            
 
Developing Sales Team 
            
 
Developing Pricing Policy 
            
 
Development of Logistics and distribution 
            
 
Development of Promotion mix 
            
 
Event Management 
            
 
Customer Relationship Management 
            
 
Co-ordinating QA 
            
 
Research & Market Analysis 
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FORECAST 

 


