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INTRODUCTION
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Property EDU Hub and its associated network of industry experts and partners have a wealth of property investing knowledge. Property EDU Hub trainers and customers derive from all ages and backgrounds and have over a decade's experience of working with new and existing investors from all over the world.

This book in the Property EDU Hub series looks at the planning aspect of your property business. A critical skill in business ownership and management is the ability  to  develop,  write  and  implement  sound  business  and  marketing plans. This involves being able to translate your vision into a specific set of goals, flesh out a blueprint for how to tackle those goals, and garner support for achieving them along the way. This guide has been created to help you do just that.
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CHAPTER ONE WHY A PLAN?
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Before we look at the nuts and bolts of writing your business plan, we should discuss the importance of having one. Once you understand what a plan can do for your property investment business you will be inspired to give it the attention it deserves. So let’s start with the “whys.”

Firstly, a business plan is essential when applying for finance. Lenders, angels and joint venture partners use business plans to help determine the viability of loans. Commercial lenders in particular will want to see a plan. To encourage lenders and investors to make a favourable decision on your behalf, be sure to detail everything they’ll need, from your financial plans to your marketing strategies.

Besides enhancing the potential for financial backing, there are many more reasons for having an effective and inspiring business plan.

Benefits of a business plan – what it does for you:

	Defines your business, letting interested parties know what you and your business are about.

	Explains your vision, so that others can see the potential in your business.

	Acts as a barometer, allowing you to forecast the growth of your business in a specific time frame. That way you not only keep yourself on course, but also gauge your progress along the way.

	Builds confidence in you and your ability to reach your goals. This can translate into faster, easier funding. Investors want to see that you have the forethought and organisation necessary to run your business.

	It is a valuable tool in helping you form partnerships, win contracts, and make acquisitions.
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	Helps attract the best talent for your power team. For example, prospective candidates for your team might use your business plan to determine whether your company’s path is in line with their personal and professional objectives.

	Communicates your commitment to success. Putting goals in writing has a tendency to make them more concrete, manageable and attainable.

	Helps you streamline efficiencies by enabling you to identify which processes directly contribute to the goals outlined in the plan.

	Helps you anticipate and overcome obstacles, avoid mistakes, and set productive agendas. In turn, this can help save you time, money, and aggravation down the road.

	Helps you and any partners you may have refocus if you drift off course from your objectives.

	Allows you to set milestones and then use the plan as a ‘checks and balances’ system to gauge your progress. Three months after writing the plan, are you where you thought you’d be? If not, will your current course get you to where you want to be in six months or do you need to make adjustments to better realign your activities with your goals?


In short, your business plan helps you take all your goals, knowledge, plans, and expectations and translate them into a viable roadmap for your ultimate success.
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CHAPTER TWO

WHO SHOULD BE INVOLVED?
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One of the most important considerations in writing a business plan is deciding who will be involved in the process. Perhaps you have a partner in your business, or an accountant to provide the numbers. However, at the very top of the list should be you.

This is because the true value of developing a business plan comes from the process itself. Writing yours will be an eye-opening experience, one that can  help answer important questions, get your creative juices flowing, and establish strategic paths.

This hands-on approach is beneficial in so many ways.

––––––––
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For one, it requires you to create a mission statement for your company and outline the goals that will help you achieve that mission. A mission statement is your company’s brief statement of purpose - in other words, why are you in business? It will act as a compass for your company, serving as a constant reminder of where you want to go, and helping to keep you focused along the way.

Secondly, a plan forces you to take a thoughtful look at how your company operates and where you want to take it from here. For example, how is the company structured? What are the processes you will use to provide your products and services, support your objectives, and deliver on promises? How will you ensure customer, employee, and investor satisfaction? How will you interact with vendors, suppliers and buyers?
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The simple act of asking yourself these types of questions can help you identify their answers. It may help you choose the right type of legal structure for your company (limited, partnership or sole trader), highlight asset protection needs, and enable you to put more searching and relevant questions to your lawyer and accountant.

The process of writing your business plan also forces you to think honestly and creatively about the funding that will make your operations feasible, and this may help you develop new and more precise financial goals. Maybe you’ll realise you have underestimated the investment you will need. Perhaps you’ll identify future funding requirements that you can plan ahead for now, or business expenses  you may have overlooked.

Writing a plan can be a particularly enlightening exercise when just starting your property business. It will help you take a step back from the  excitement of starting up and allow you to look at your ideas with a more critical eye. What will it really take to start up this business? How much capital do I really need? When will I need more financing and where can I get it? Am I able to do this on my own or do I need to get others involved? Will I need to leverage my time by outsourcing work, such as bookkeeping? How fast can my portfolio feasibly grow? What safeguards do I need to put in place? How lofty are my dreams?

Third, the process of writing your plan helps you to clarify your priorities and deadlines. There may be many great property strategies and ideas floating around in your mind, but which ones are you going to implement in the near future? Remember the pyramid model for example, with several buy to lets at  the base, a middle layer of larger investments such as houses of multiple occupancy (HMOs), and then land development and commercial deals at the peak? Will you follow this model or have you something else in mind? What about lease options? Which strategies will help you reach your goals faster?

[image: image]

Are your timelines realistic? Have you set specific, attainable goals, and have you done ‘stress tests’ along the way e.g., ‘what would happen if interest rates went up by one per cent? What would happen if 30% of my rental properties were void at any one time?’

As you research and write your plan you have to ask yourself tough questions about your competitors, your market, and your ability to compete in the space. This process should help you gain a deeper understanding of your market, which might improve your competitive edge and help you identify new ways to capture market share. As an example, maybe you’ll identify market saturation in one area, but uncover opportunities in another... opportunities you may have missed had you not gone through the process.

You will also need a separate plan for marketing, which we discuss in chapters eight and nine. A summary of your marketing plan should be included in your business plan.

The main point to bear in mind when writing your business and marketing plans is that the process itself is invaluable - what you learn as you write them can help you deliver on their promises!
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CHAPTER THREE TURNING IDEAS INTO WORDS



Now that we’ve explored the importance of a business plan and your involvement

in developing it, let’s get on with writing it.
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First of all, remember to take it one step at a time. Don’t become overwhelmed. You might begin by carrying around a digital voice recorder to capture ideas as they come to you. You could set aside a few moments to answer some fundamental questions about your business and where you want to take it. You can return to your answers later and form them into paragraphs. Or you might conduct meetings with appropriate partners to draft an outline of possible goals.

Be specific

Keep your goals specific, realistic, and measurable. If your goal is to have a hundred rental properties, for example, how many do you plan to buy in the first six months, the first year? The more specific your goals, the easier it should be  to develop action steps to reach them.

Start  with  an  outline. The following suggestion reflects the most common elements used in business plans:

	Executive Summary

	Business Description and Vision (sometimes referred to as Company Overview)

	Definition of the Market (sometimes referred to as Market Analysis or Target Market)

	Description of Products and Services

	Organisation and Management (sometimes called Operational Team or Management Team)
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	Marketing and Sales Strategy (which can be a summary of your separate marketing plan)

	Financial Management

	Appendices


––––––––
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Most businesses will need to focus their greatest attention on the business description and vision, marketing and sales strategy, and financial management sections. Additionally, every business should place great importance on writing a good executive summary as this may be the first and possibly the only section of the plan that someone reads. Put a lot of thought into writing these sections.

Format your plan

When you put together the pages of your plan, start with a cover sheet as your first page, indicating the name of your business, the appropriate contact information, and the names of the key authors of the business plan.

Follow your cover sheet with your Table of Contents page. List the major section titles of the plan as well as the corresponding page number for each. If your plan is lengthy and detailed, you may also want to add the subheadings of your plan to the Table of Contents page so you can help the reader find certain sections quickly.

Don’t be misled by the idea that a business plan has to be flashy to be effective. It is far more important to make it concise, accurate, informative, and neatly formatted. Keep it simple and cleanly laid out. And if you plan to show it to prospective investors or lenders, consider having it bound with an attractive cover, perhaps with a graphic to give it some eye-catching appeal.

You can also find sample business plans online that will give you ideas for formatting yours. They can also help you find the right language to phrase the content of your document. There are even business planning software tools that
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can simplify the entire process for you. Many will take you step-by-step through







	Who are you and what do you do?

	Who are your customers?



	What do you sell/offer? How do you sell/offer it?

	What is your company’s current position in the marketplace? Where do you want it to be?

	What sets you apart from the competition?

	What are your goals and the time frame for completing them?

	What strategies will you use to accomplish those goals?

	If your business plan is being used to request funding, what are your financial projections and funding requirements?










	Make it focused. For example, if you are building a portfolio of buy to lets  your statement may be as simple as “Property Solutions Provider in xxxx. We believe that everyone has the right to decent housing, therefore we are committed to providing quality affordable rental accommodation in the xxxx area.”

	Consider how your background can benefit you. If you are a builder, surveyor or architect, for example, state how your experience can help create the kind of housing you aim to provide.

	Consider geographic goals when drafting your statement. Perhaps you want to be the top provider of social housing in your part of town.









	Month 1: Set up the business 	Week 1: Establish a business entity; calculate start-up expenses; address all legal issues.

	Week 2: Write a business plan

	Week 3: Research locations where you will invest

	Week 4: Set up accounting system; meetings with accountant, solicitor, broker





	Month  2:  Search  for  properties, make offers. Follow up on progress and effectiveness 	Week 1: Spend  a  week in target area. Do viewings.  Meet local agents, give out hunting briefs

	Week 2: Implement direct mail campaign, place advertisements in local newspaper

	Week 3: Attend property-related events and meetings to network; follow up on all leads generated from networking

	Week 4: Visit area again, follow up on leads, more viewings. Make  40 offers and record on database




	What strategies will you use to reach your goals? Remember to be as specific as possible and include timetables for when you think certain goals will be accomplished. 	Are you going to actively seek investors or business partners? How will you go about it? In what time frame do you need to accomplish this task?

	Have you set aside funds for research and ongoing professional development?

	Are you expanding into additional markets?

	Have you just passed inspections or certifications successfully?  Have you received positive media attention?

	Have you implemented something new that changes the way you do business and attracts a wider range of clientele? For example, have you now become accredited so that you can operate as a social landlord?

	Will you be implementing new sales, public relations, or advertising strategies? Where will you advertise? How have sales strategies changed? How will you draw media attention? How will you change public perception?





	Have you increased your workforce recently? Attracted exceptional talent?

	Has a competitor recently closed its doors? How will you capitalise on the opportunity?


	How do you expect your business to succeed in each of the following areas? 	Financial gains

	Investor returns

	Expenses

	Sales

	Marketing

	Employees




	Further questions that may help you develop this section include: 	How would you describe the company? Are you a start-up? Family- owned business? Are you still in the development phase or are you well-established?

	Who started the company? When and why did they start it? How has the company evolved?

	Who are the key members of the company?

	What do you sell? Is it a product or a service? How do you sell it?

	Why is your business needed?

	Where is the  company located? How does your location affect your business? Does the area have high growth potential?

	Do you have a local, regional or national presence?

	Do you have employees? Do you expect to hire more?

	What is the company’s current position in the market?

	Where do you see the company in the future? Take the time to really think about where you are headed and what you expect in the future for your company.





	Depending on your circumstances, you might consider your answers to these questions: 	Do you have new and promising products or services in the works? For example, you might have just purchased land and been granted planning permission for a new development.

	Are your sales figures increasing? What does that tell you about  your future expected revenue?

	Is the market you’re in changing or growing?

	Is your customer base changing or growing?

	Is there something happening with the economy, your geographic location, or local markets that will have a significant impact on your business? For instance, has the government designated the part of town where you invest a regeneration area? How might this enhance the value of your properties?
















	What is the outlook for the market? Is it expanding or declining?



	How will you combat a declining market? How will you capitalise on an expanding market?

	What are the current industry/market trends? What business opportunities do they present? Are there growing trends in the market you can  take  advantage of?

	What is the supply and demand for properties in your area?

	Do you have any statistics that you can provide?

	Who are your current and/or prospective customers (your target market)? Who are your ideal customers? What are their demographics (ages, sex, occupations, income levels, etc.)? Where are they located? What do they need and why?

	Are the needs of your target market currently being met? To what degree? How and why will you be able to meet their needs?

	Are you reaching everyone who can benefit from what you have to offer?

	What is your potential for success in your market and against your competition? Specifically, why are you poised, or how can you get poised, to capture significant and/or greater market share?

	Who are your competitors? Provide competitor analysis by defining your competition and how you compare to them. Competitor analysis is often referred to as SWOT analysis, which stands for Strengths, Weaknesses, Opportunities, and Threats. Be sure to demonstrate that you know the strengths and weaknesses of your own company as well as those of your competitors. Additionally, outline the types of opportunities and threats you expect to encounter. Keep in mind that strengths and weaknesses  are internal factors, while opportunities and threats are external factors. 	How can you overcome weaknesses? Remember to think beyond your own perceptions of how you rate against the competition. Think also about how your competitors, customers, and potential investors perceive you.





	What obstacles do you need to overcome? How did your  competitors meet the same challenges? Will these obstacles or your weaknesses, if not resolved, seriously impede your success?

	How will you gain market share now held by your competition?
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