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BUSINESS PLAN TEMPLATE: 

	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

Innovation in business may lead to inventions, but the term encompasses more than that, including transforming an existing idea or practice into something new or incorporating new technology into an existing product or process to make it more effective. Innovation is a constant part of the company's concept, so it is inevitable that novel products will be used. Drinko is a revolutionary soft drink that I intend to launch with the help of a beverage-related company. It has the same taste as a regular soft drink but is healthy and sugar-free. Soft drinks are available in many varieties, but they are not nutritive. Despite its nutritional value, this new soft drink is still popular. Introducing new goods and zero calories - this could lead to the introduction of new healthy beverages and foods. As well as raising brand awareness, it may increase income. Following are the steps to ensure market opportunities, such as segmentation, targeting, positioning, and market penetration (Moutinho, 2000).
Segmentation: Segmenting a market is a process of breaking it into pieces that can be identified, accessed, acted upon, and grown. Therefore, due to time, money, and effort constraints, a corporation would not be able to target the entire market. Several factors contribute to our segmentation of the market, including geography, demographics, psychographics, and behaviour (McDonald et al., 2003).
Targeting: Marketers use a variety of channels to reach their target audiences through targeting. A beverage business should target young people, children, and teenagers in particular (Montgomery & Chester, 2009). Creating a connection early on can benefit beverage businesses since preferences are shaped at an early age and continue through adulthood.
Positioning: Positioning describes how the product (item or service) compares to similar items and services in the market and in the minds of consumers. It is critical for a product to be positioned well in order to make it distinctive and to encourage people to view it as offering them an advantage over its competitors. According to its marketing, its products are thirst-quenching and energizing. According to their claims, their products deliver happiness to their customers. In addition, the drink is associated with enjoyable times with friends and family (Gursoy et al., 2005).
Market penetration: A key part of our company's expansion strategy at the beginning was called market penetration, and it consisted of increasing sales of the existing products that were already in the company's pipeline on a particular market in order to expand the company's operations (Cravens et al., 2000).
Product development: We will be able to provide our clients additional options after we have launched our new items. Some examples of the diversity that we will provide are sugar-free juice and other drinks of a similar kind. Because of this, a bigger number of customers will patronise the establishment.
Market development: The population that Coca-Cola aspires to recruit with its latest diet beverage will, in the years to come, be segmented differently according to the nation from which its consumers hail, in the hopes of attracting those consumers (Palumbo & Herbig, 2000).











	INDUSTRY ANALYSIS

Industry analysis enables entrepreneurs and businesses to better understand their competitors’ positions. By understanding the current and future state of the industry, they can detect both opportunities and risks. It is described here how Porter’s Five Forces model can be used to analyse the industry (Marmol et al., 2015).
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Figure: Porters five forces model.




Threat of new entry: An organization's market dominance is also affected by the strength of new entrants. Well-established companies may suffer a significant reduction in their market share if a competitor enters the market quickly and becomes a formidable competitor. Existing companies in industries with high barriers to entry are ideally situated to push prices higher and negotiate better terms since they would be able to do so. Drinko may face a large number of competitors as well as new entrants.
Threat of substitutes: There are dangers associated with substituting substitute goods or services for a company's products. It will be easier for companies to increase prices and lock in advantageous conditions when they manufacture items or provide services that are not comparable to equivalents. The power of a company may be undermined when consumers have the option of not buying its goods when it offers close substitutes (E. Dobbs, 2014).
Bargaining power of customers: A major force within the Five Forces is the power or ability of consumers to force down costs. There are many factors that determine profitability, including the number and importance of a firm's clients and the cost of finding new clients and markets. Each customer may be able to negotiate for better rates and terms with a smaller and more powerful client base. It might be easier for a corporation to boost profits by raising prices if it has a large number of smaller, independent consumers.
Bargaining power of suppliers: An item's or service's unique components, the number of suppliers of its primary components, and the cost of switching to another supplier influence its cost. Companies are more dependent on one provider when there are fewer suppliers in an industry. This results in greater influence over the supplier, resulting in higher input prices and the pursuit of other trade advantages. A business may be able to maintain low input costs and increase profits if there are multiple suppliers or low switching costs between rival suppliers (E. Dobbs, 2014).
Competitive Rivalry: An organization's competitors and their ability to undercut it. When a company has a large number of competitors and provides a wide range of similarly priced goods and services, its power is reduced. If an organization's competitors can offer a better deal or lower rates, suppliers and customers will go to them. When competitive competition is limited, however, a corporation is able to increase sales and profits by charging higher prices and negotiating favourable terms.
	Name of competitor
	Differentiation

	Competitor 1 (Pepsi)

	Despite containing sugar and calories, diet coke still contains sugar. Due to its light nature, Drinko will contain no sugar, since it won't be used. It is also suitable for diabetic patients as it is sugar-free.

	Competitor 2(coca cola)

	Furthermore, they are selling a product that contains sugar, similar to Pepsi. However, a sugar substitute will be incorporated into the new version of this product.






	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
A company's operations are everything it does to earn money and keep running. The business process plays an important role in the success of any business. This is why it is often included in business plans as part of the operations section so that the founders of the company can understand what systems, equipment, people, and processes the business will need to function effectively. Businesses are composed of a number of linked tasks that result in a service or product being delivered to customers. Business processes are also defined as a series of activities and tasks that contribute to the achievement of organizational goals once completed. Keeping the business on track, preventing errors, and increasing the efficiency of your employees are all benefits of business processes. In order to make a healthy diet drink, some processes have been followed. Without defined processes, it is impossible to guarantee everyone is doing the same thing twice. The supplies for this drink are purchased from All Asian Countertrade, Inc.: Purified water is mixed with double refined sugar substituted for soda and then carbonated to make it fizzy. An average production line at BISCOM INC. Bosco Sugar Milling Co. consists of a number of machines, including water treatment systems, bottle washing machines, fillers, sealers, sterilization systems, cleaning in-house, filtration systems, packaging systems, mixing and blending units, etc (Belbin, 2010).
To transport the equipment, I use cargo transport. I carry storage units, sugar-dissolving machines, homogenizers, pasteurizers, and dosage machines. Our company's mission is to bring freshness and difference to the world. There are several brands in our portfolio, and both B2B and B2C strategies will be used here. I will reach out to manufacturers, packagers, merchandisers, and distributors that make, package, merchandise, and distribute beverages to our customers and vending partners, who then sell them to the public (Belbin, 2010).
MANAGEMENT TEAM
A competitive edge has been achieved by this management team, and it is the team that is going to lead the company to success (Miller, 2005).
	Name 
	Skills

	Alex
	Communication, leadership, and sound judgement

	TMiliana
	Manage all management responsibilities simultaneously while taking care of the client.









	MARKETING: The Four P’s
It is advisable to release new items first before incorporating new concepts (Tidd & Bessant, 2022). Several examples are provided below:
1. Product: The corporate leader's attitude to product management throughout the process is as important as marketing's awareness of the product life cycle. They will be packed in glass bottles instead of plastic and contain fewer calories and sugar than their predecessors. Diabetes patients can safely consume this beverage according to multiple laboratory tests.
2. Price: At the end of the day, the price of a thing is determined by how consumers pay for it. Market penetration, price skimming, and market price may all be examined when analysing pricing. The price strategy for this new product will be based on the market price as it is new to the market. This pricing approach is considered to be one of the best on the market as it places an emphasis on competitive prices.
3. Place: Placing a product in a physical store or online requires consideration of many factors, such as the location, and how it will be displayed. Physical or online locations can be either real or virtual. Soft drinks will also be available in addition to this item. Throughout retail locations and restaurants, end-users will be able to purchase the product.
4. Promotion: It is important to persuade customers that these items are necessary and affordably priced in order to generate sales. The marketing and advertisement of a new product require a comprehensive media strategy. There are several marketing strategies that can be used by the corporation to improve sales of the soft drink such as using social media platforms, building brand equity, creating ads, using internet marketing, and several others.






	FINANCIALS
The sources of funding are as follows:
Equity capital, borrowed capital, and retained profits constitute the primary financing resources. Dividends or expansion of the company can be funded with retained profits from company operations. Bank loans or debt securities (issuing securities to raise money) are the most common means for businesses to generate capital (Sierpińska & Bąk, 2012).
Debt Capital: Bank loans are used to secure private debt financing for companies. Debt may also be offered to the general public as a means of raising capital. Debt financing is one of the ways to obtain funding through issuing debt securities, such as corporate bonds or promissory notes, by the issuer (borrower). Debentures, leases, and mortgages are all types of debt obligations (Kaousar Nassr & Wehinger, 2015).
Amount:10,00000
Equity Capital: Shares are distributed to investors as part of the public equity funding process in return for a proportional interest in the company. This ownership interest is distributed in the form of shares to investors who become shareholders upon acquiring the shares. If there are individuals or businesses in the company's or directors' network who are willing to invest in a project or otherwise need the funds, private equity financing may be another option (Elyasiani & Jia, 2010).
Total: 8,000,000
Additional Funding Sources: As well as private equity and venture capital, other funding sources are donated funds, grants, and subsidies that are not contingent on a direct return on investment (ROI) such as donations, grants, and subsidies that are all considered sources of funding. The term "crowdfunding" also refers to the concept of "soft financing" or "crowdfunding" (Armeni & Ferreyra de Bone, 2017).
Amount:5,00000
Use of funds
	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue 
	8,00000
	8,00000
	10,00000
	5,00000
	10,00000
	10,0000

	Fixed Costs
(List out your fixed costs)
	2,00000
	2,00000
	2,00000
	2,00000
	2,00000
	2,00000

	Variable Costs
(List out your variable costs)
	4,00000
	4,0000
	5,00000
	4,00000
	4,00000
	4,00000

	Profit 
	200,000
	200,000
	300,000
	80,000
	400,000
	400,000
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