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[bookmark: _Toc137072394]Overview of the business idea 
The 21st century is considered the most dynamic century for the business environment. The introduction of the internet, smartphones, the recent Covid-19 pandemic and the trend of digitalisation in the post-pandemic years are considered the most notable incidents that influenced all forms of business (Rise, 2011). The business idea here is a software development company for business management. The new business idea will be known as “TechTouch”. It will provide customised software solutions for Small and Medium Enterprises (SMEs). The business aims to help SMEs to streamline their operational activities, to become more efficient and to make data-driven decisions that enhance business performance (Reid, 2021). The designed software will include inventory management, sales tracking, financial analysis, CRM and e-commerce collaboration. Clients can easily customise their software according to their demands and the capability of employees. The vision of the business is to make digitalisation options available for SMEs so that they can perform smoothly and cost-effectively in the competitive market alongside large corporations. 
[bookmark: _Toc137072395]Legal format of the start-up company
There are different legal formats for start-up businesses. Based on the functions, financial requirement and entrepreneur’s preferences these legal format varies. “TechTouch” will operate as a sole-proprietorship business. Most of the capital requirement will be managed by the entrepreneur. To collect additional funding, the business may utilise the option of short-term loans from local financial institutions or venture capitalists (Chang and Ries, 2018). Internal sources like friends and families or angel investors from professional networks may be reliable sources of funding for the business. This legal format is supportive of innovative firms as entrepreneurs can make quick decisions in times of necessity. As the full liability is carried by the owner in a sole proprietorship business it is quite hard for start-up businesses to tackle the probation period of business. Besides, the process of starting a sole-proprietorship is easier than other legal formats and it has fewer legal formalities which reduces the start-up cost. These features of sole-proprietorship business attracted the entrepreneurs to choose this legal format.  
[bookmark: _Toc137072396]Management of the company
Management is the formal process of managing the responsibilities of an organisation that includes directing, controlling, and evaluating organisational workflows. There are different forms of management forms that organisations follow. Based on organisation size, function and ownership pattern management forms vary. The management will be led by a transformational leadership model in the new business. The key leadership person will be the owner of the business and will lead the business as the Chief Executive Officer (CEO). The owner will make all the strategic decisions like the expansion of business, finalising deals with clients etc. TechTouch will hire some skilled employees for smooth operation. There will be a team of three software developers, one sales and marketing specialist and one administrative staff. As the business grows and the operational area expands the business will hire more staff (Campling, 2016). External professional support will be taken as per requirement. To gather funding for business expansion TechTouch will engage financial experts. Besides, as the business deals with different clients and there are risks associated with data security and cybercrime the organisation will engage legal advisors as necessary. Besides, sales and marketing executives would engage experts like graphic designers, content creators, video editors etc. These experts will be connected through different outsourcing platforms like Fiver, freelancer.com, Upwork etc. Here, the founder and CEO of TechTouch will define the vision, mission and goals of the business by analysing the market trends and unique value proposition that the business aims to serve (Bradley et al., 2019). These strategic decisions will be communicated clearly to the employees responsible for different functional departments. The employees will have clear roles and responsibilities so that they can remain concerned and responsible for their job. The CEO will be the key person to develop an environment within the business that fosters innovation and development. Besides, employees will have the scope for self-development within the organisation. However, the management function will be directed towards the achievement of customer satisfaction through maintaining quality and standards for the services. 
[bookmark: _Toc137072397]Target market and Marketing Strategies
Understanding the target market is key to business success. Because, without a monopoly market scope there are huge competition in both local and international market. Globalisation and widespread use of the Internet has changed the market pattern where business is now not confined to their primary location (Bradley et al., 2019). TechTouch has a clear and specific target market that helps the business to identify key strategies and to implement them most effectively. 
[bookmark: _Toc137072398]Target Market
The primary target market of TechTouch will be SMEs across different industries in the UK. It includes SMEs from retail, manufacturing, hospitality and other service industries (Welford, 2021). As this business suffers the crisis of funding and other resources like efficient and skilled employees TechTouch can attract these organisations with low-cost digitalisation options. Besides, customised software development services, training and continuous development will attract more SMEs to make deals with the company. 
[bookmark: _Toc137072399]Marketing Strategies to reach target customers
There are plenty of marketing strategies being used in business organisations. The availability of digital technology and internet access creates more scope for effective marketing with minimum cost. TechTouch will use some effective marketing strategies that are most suitable for the business. 
Direct Sales- As a B2B business organisation direct sales is an effective marketing strategy for the business (McDaniel and Gates, 2017). The sales and marketing executive of the business will conduct cold calls, attend different industry-specific trade shows and organise product demonstrations for potential clients. In terms of choosing potential clients, different data sources available on the internet and professionals may help the business. Besides, personal networking will be more effective in terms of direct selling. 
Referral Program- It is also an effective tool in terms of B2B business. Through this strategy, TechTouch will be able to build a strong network using their initial clients’ recommendations. But, this strategy will work better later when the business will pass the initial stage. 
Online Marketing- It is the most effective marketing strategy that can be used by TechTouch. The business will utilise SEO, PPC, social media marketing etc. to attract and engage potential customers. 
Affiliate Marketing/ Partnership- This strategy is also effective, especially within the service industry (Cooper and Vlaskovits, 2019). Bloggers, content creators, and social media influencers have great impact on the business in recent trends. Collaborating with these parties will benefit the company to have an authentic and efficient promotional reach to the target audiences. 
[bookmark: _Toc137072400]Use of social media and website
Social media and websites are two major digital tools that help a business reach customers and give a smooth business transaction experience. As a technology-based business, TechTouch can reach a wide range of customers in the UK and outside of the UK. How the new business could utilise social media and website is given here-
Social Media- Using social media is an effective tool for B2B business promotion. The most used social media are Facebook, Twitter, YouTube, Instagram etc. As a business, it is effective to ensure presence on all social media so that more customers can be engaged (Pride et al., 2018). Besides, LinkedIn is the most effective platform for business owners, professionals and industry experts. Ensuring a presence on LinkedIn will increase the probability of reaching out to potential target customers. Relevant and easily understandable contents are key to social media marketing. TechTouch will post images, video content and customer feedback regularly to engage and attract more customers (Rise, 2011). This content should focus on competitive advantages of the business like customisable options, low-price packages, training and development option etc. Social media could be used to attract potential talents for the business who could help the business to expand and maintain quality. Besides, the business will utilise SEO, and paid boosting to promote business using social media. 
Website- A website is another effective tool that helps to attract and engage potential customers to the business. The business website will be informative and updated with recent content that clarifies the business model, services and vision of the business (David and David, 2016). To make the customer understand the services free trial or demo video will be posted on a website to make understand the values they are going to get. The interface of the website should be mobile-friendly as most of the target customer uses a mobile phone in their initial stage of interest. However, the website should be professional and well-maintained with secured domain and hosting. The website will include packages and prices of services in different categories. 
[bookmark: _Toc137072401]SWOT analysis of the business to evaluate the business idea
Understanding the business environment and measuring the potentiality within the given environment is important for businesses. It helps to develop future strategies that secure business growth and sustainability. SWOT analysis is a tool that helps businesses to analyse the environment of business and to identify future opportunities that threats. 
	Strengths
	Weaknesses

	· Skilled employees.
· Minimum start-up and management cost
· Easy to start from anywhere in the UK.
· Remote working facility for employees (Koreimann, 2015).
· The strong value proposition with innovative and customisable software solution options. 
· Competitive advantage in the market with a specific target market and lower price offering for SMEs.
	· Highly competitive market.
· Lack of initial brand recognition in the market. 
· Lack of experience in the business
· Limited financial and physical resources to compete with others (Lindelow and Bentley, 2015).
· Lack of industry-based networking.

	Opportunities
	Threats

	· Growing demand for digitalisation and software solutions in the UK market and international market.
· E-commerce and digitalisation trend make SMEs more IT dependable. 
· More than 5.5 million SMEs in the UK are potential target customers. 
· The UK government offers a technology-friendly environment with tax incentives, training and funding assistance. 
	· The completion is growing rapidly in the UK market. 
· Data security and concerns of cybercrime around the world. 
· Random changes in technologies and digital trends.
· Increasing economic crisis due to war, pandemic etc. 
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	[bookmark: _Toc137072403]Descriptions
	M1
	M2
	M3
	M4
	M5
	M6
	M7
	M8
	M9
	M10
	M11
	M12
	

	Cash Inflows 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	

	Ave. price per unit
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	

	Unit sold in a month (expected)
	50
	62
	75
	90
	105
	150
	185
	200
	230
	234
	280
	300
	

	Monthly total cash inflow
	15000
	18600
	22500
	27000
	31500
	45000
	55500
	60000
	69000
	70200
	84000
	90000
	588300

	Cash outflows
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	

	Salary
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	9000
	108000

	Materials 
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	24000

	Utility bill
	1500
	1800
	1800
	2000
	2100
	2200
	2200
	2400
	2500
	2800
	3000
	3000
	27300

	Office Rent 
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	3000
	36000

	Administrative cost 
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	12000

	Promotion and advertising 
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	24000

	Website maintenance 
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	12000

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	

	Monthly total cash outflow
	19500
	19800
	19800
	20000
	20100
	20200
	11200
	20400
	20500
	20800
	21000
	21000
	

	Net Cash Inflow
	-4500
	-1200
	2700
	7000
	11400
	24800
	44300
	39600
	48500
	49400
	63000
	69000
	354000


Cash Flow for 12 months

[bookmark: _Toc137072404]Start-Up Cost Structure-
	Start-up cost structure

	Fixed costs

	 Salary to staff 
	£ 9000

	 Office Rent
	£ 3000

	 Maintenance  £
	£ 1000

	 Insurance 
	£ 2000

	 Licensing  
	£ 2000

	 Instruments & Technological support
	£ 2000

	 Total fixed cost 
	£ 19,000

	 Variable cost  

	 Website development
	£ 500

	 Other expenses  
	£ 500

	 Staff training  
	£ 1000

	 Total variable cost 
	£ 2000

	 Operational Cost  

	 Promotion  
	£ 2000

	 R&D 
	£ 1000

	 Total operational cost 
	£ 3000

	Total Start-up Cost
	£ 24,000
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