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Effective Business Plan Preparation
UNIT I: Finding Your Team, Team Formation and Delegation
Case Study: TechStart Innovations
Background

Rajesh Kumar, a software engineer with ten years of industry experience,
identified an opportunity to develop an innovative mobile application for
restaurant management. However, he realised that technical expertise alone
would not guarantee success. Rajesh began his search for co-founders who could

complement his skills.

After six months of networking, Rajesh partnered with Priya Malhotra, a
marketing professional with exceptional branding capabilities, and Vikram Singh,
an entrepreneur with previous experience in business operations and funding.
Together, they formed TechStart Innovations with distinct roles: Rajesh as Chief
Technology Officer, Priya as Chief Marketing Officer, and Vikram as Chief
Operating Officer.

The founding team established clear delegation frameworks. Rajesh was
responsible for product development and technical decisions. Priya managed
customer acquisition and brand positioning, whilst Vikram oversaw operational
efficiency and investor relations. Despite occasional conflicts over strategic
direction, the team's complementary skills and mutual respect enabled them to

secure initial funding within eight months and launch their first product.

Discussion Questions
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1. Analyse the effectiveness of TechStart Innovations' team composition.
What key characteristics did each co-founder bring to the venture, and how

did these contribute to the team's success?

2. Discuss the importance of clear delegation of work in a newly formed
entrepreneurial team. What potential challenges might arise if roles and

responsibilities were not clearly defined?

3. How could Rajesh have improved his approach to finding and evaluating

potential co-founders before making final commitments?
UNIT II: Business Plan, Components and Feasibility Study
Case Study: GreenLeaf Organics
Background

Priya Sharma, an agricultural graduate with a passion for sustainable farming,
developed a business plan for an organic vegetable supply chain. Her business
concept involved partnering with small-scale farmers in rural areas to supply

fresh, pesticide-free vegetables to urban supermarket chains and restaurants.

Priya's comprehensive business plan included detailed market research showing
a 35% annual growth in demand for organic products in metropolitan areas. She
identified her value proposition as providing affordable organic vegetables
without compromising quality. However, her feasibility study revealed significant
challenges: limited cold chain infrastructure, seasonal supply variations, and

stringent food safety certifications required by retail partners.

Rather than abandoning her idea, Priya iterated her Minimum Viable Product
(MVP) by initially supplying only three core vegetables to five restaurants through

a direct delivery model. She established a digital presence via social media and a
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simple e-commerce website to reach health-conscious consumers. This iterative
approach allowed her to test market viability, build credibility, and gradually
expand operations. Within eighteen months, GreenlLeaf Organics had established
contracts with twelve retailers and secured funding from impact investors

impressed by her realistic projections and adaptive strategy.
Discussion Questions

1. Evaluate Priya's feasibility study findings. How effectively did she identify
potential obstacles, and what strategies did she employ to address them

through her MVP?

2. Explain the significance of clarifying the value proposition in a business
plan. How did GreenLeaf Organics' value proposition differentiate it from

competitors in the organic produce market?

3. What role did digital presence and e-commerce capabilities play in
validating GreenLeaf Organics' business model? How might these tools

have enhanced her feasibility assessment?
UNIT lll: Business Models and Business Strategy
Case Study: CloudServe Solutions
Background

CloudServe Solutions emerged from a diverse team's observation of small and
medium-sized enterprises (SMEs) struggling with expensive, complex IT
infrastructure management. The founding team recognised a business
opportunity and designed an innovative business model centred on providing

affordable, scalable cloud-based IT solutions.
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The core strategy focused on three pillars: reliable service delivery, customer
support, and flexible pricing tiers. Strategic resources included partnerships with
established cloud infrastructure providers and a team of certified IT professionals.
CloudServe's partnership network extended to technology vendors, system
integrators, and reseller channels. The customer interface combined direct sales,

online onboarding, and dedicated account management for enterprise clients.

However, the team initially failed to recognise a fatal flaw in their business model:
their cost structure was not scalable for small-business segments. As the company
expanded, they discovered that customer acquisition costs for SMEs exceeded
lifetime customer value, creating unsustainable unit economics. The team pivoted
by introducing a self-service portal reducing support costs, implementing
freemium pricing to lower barriers to entry, and focusing sales efforts on mid-
market clients with higher lifetime values. This strategic adjustment transformed

CloudServe from a struggling start-up into a profitable enterprise.
Discussion Questions

1. Analyse CloudServe Solutions' original business model using the five key
components: core strategy, strategic resources, partnership network,
customer interface, and revenue model. What was the fatal flaw, and how

did the team identify it?

2. Discuss how effective business models emerge through iteration and
adaptation. What role did understanding customer economics play in

CloudServe's strategic pivot?

3. How might a more thorough initial assessment of unit economics and
scalability have prevented CloudServe's challenges? What due diligence

processes would you recommend?
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UNIT IV: Unit Economics, Profitability and Funding Sources
Case Study: FitHub Fitness Technology
Background

Aditya Patel and his team developed an innovative wearable fitness technology
combined with personalised coaching through their platform, FitHub. After
extensive market validation, they refined their product based on user feedback
and established success matrices: monthly active users, customer retention rate,

and average revenue per user (ARPU).

Initially, unit economics appeared challenging. The production cost per device was
%4,500, with an average selling price of 8,000. Customer acquisition cost (CAC)
was %3,500, and the average lifetime value (LTV) was %15,000. Whilst the LTV-to-
CAC ratio exceeded 3:1, operational overhead and technology infrastructure costs
created recurring losses. The team calculated that break-even would require

50,000 active users by year two.

To establish operations and reach their targets, FitHub explored multiple funding
sources. They began with friends and family investments of 220 lakhs, used these
to develop their minimum viable product, and subsequently secured %2 crores
from angel investors impressed by their market traction. For scaling operations,
they pitched to venture capital firms, emphasising their unit economics
improvements and clear pathway to profitability. Within three years, FitHub raised
%10 crores and achieved operational profitability by optimising their cost structure

and expanding their ARPU through premium coaching services.

Discussion Questions



W MEASI
o Institute of Management

1. Calculate FitHub's break-even point and analyse their unit economics. What
operational improvements would most significantly enhance their path to

profitability?

2. Evaluate the sequence of funding sources FitHub utilised: friends and
family, angel investors, and venture capital. Why was this progression
appropriate, and what were the key milestones required to advance

between funding stages?

3. Discuss how understanding cash flow dynamics and operational costs
enabled FitHub to optimise their business model. What metrics would

investors have scrutinised most carefully during due diligence?
UNIT V: Market Strategy, Financial Management and Budgeting
Case Study: EduConnect Online Learning Platform
Background

EduConnect was founded by Meera Saxena, an experienced educator with
expertise in digital pedagogy, and Ravi Desai, a software entrepreneur. Their
platform offered affordable online courses in professional skills development,
targeting working professionals seeking career advancement. Both founders
recognised the importance of a comprehensive go-to-market strategy and

rigorous financial management.

EduConnect's market plan combined digital marketing through social media
advertising, search engine optimisation, and viral marketing through referral
incentives. They offered a free trial course to reduce purchase barriers and

implemented a tiered subscription model: basic (2299/month), premium
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(699/month), and enterprise (custom pricing). Their hiring strategy prioritised

quality course instructors and dedicated customer support personnel.

Financial management proved critical to their success. EduConnect developed
detailed monthly budgets projecting customer acquisition costs, platform
infrastructure expenses, content creation costs, and personnel salaries. They
closely monitored cash flow, maintaining a three-month operational reserve.
Monthly financial performance analysis revealed that customer acquisition
through referrals cost 60% less than paid advertising, prompting them to allocate
additional resources to their referral programme. Within two years, EduConnect
had enrolled 50,000 active learners with a monthly revenue run rate of 1.2
crores, and their monthly cash burn had transformed into positive cash flow of

%15 lakhs.
Discussion Questions

1. Analyse EduConnect's market strategy, particularly their combination of
digital marketing channels and viral growth mechanisms. Which approach

would likely yield the highest return on marketing investment, and why?

2. Develop a simplified monthly budget for EduConnect's first year of
operations. What line items would constitute their largest expenses, and

how might they achieve positive cash flow more rapidly?

3. Discuss how EduConnect's financial performance analysis informed their
strategic decisions. How did monitoring key financial metrics enable them

to optimise operations and improve profitability?



