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Now that you have:  
▪ Outlined your career path, informed by your interests, qualities, skills, and alternative career path 

options 

▪ Researched the current sustainability movement in flux (LEED, NetZero, etc.) 

▪ Outlined the trajectory toward licensing/certification/further education 

▪ Investigated the current culture of design practice and the transformation of practice structure 

 

Now is the time to further strategize and develop your business…a time marked by the advent 

of new technologies and new delivery methods and a reshuffling of who’s in charge in the profession 

and industry. 

 
▪ Your job is to build services and products clients love; recruit a 

team; find funding from partners, or investors; and guide the 

overall prioritization of work. 

▪ The 3 most important components of the Start-up CEO’s role are: 

o Creating a service and/or product that solves a real client 

need (and convincing clients to pay for it). 

o Making sure your users and clients have an extremely 

positive emotional experience with your product. 

o Recruiting a great team to build your service and/or 

product. (Designing Relationships: The Art of Collaboration 

in Architecture. Look for it.) 

▪ You’re also in charge of incorporating, finding a place to work, creating the foundations of your culture, 

hiring your first employees, setting up a bank account, creating a web site, finding early stage funding, 

and taking out the trash. You’re basically the Chief Everything Officer at this early stage. 

▪ But these activities matter little if you can’t figure out how to create something of value and convince 

others to pay for it in an exchange that benefits both parties. Figuring out your value proposition—in 

other words, what you sell that brings value to others—is key in this early stage.  Once you show there is 

market demand for your core value proposition (in other words, “have happy paying customers”), the 

remaining steps in building a business are relatively easy.i 

Create a BUSINESS PLAN, by BUILDING A STARTUP 
(Read the chapter: ‘Preparing the Business Plan’ in textbook: Professional Practice for Interior Designers by 

Christine M.Piotrowski, FASID, IIDA)  

▪ Cover Page 
o Begin your document with a cover page.  

o Design your Company Logo 

o Include your Company Name  

▪ This is the same name that will appear on your pitch. 

o Add a Slogan or Tagline 

▪ Got a catchy description of your company, products,  

or mission? 

o List Contact Names 

o List Contact emails 

o List Contact phone(s)  

o Show Company Website 
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▪ Pitch: 

o Quickly craft a compelling pitch 
▪ The pitch is a fast way to define and share the vision for your business. Create an 

impressive overview of your business that you can share with potential investors and 

team members.  

o Headline 

▪ Start with a strong, compelling description of your company and its business 

opportunity. What are the keys to your success? Is it your innovative product or service? 

The unserved market you’ve identified? The proven team of people you’ve put 

together? Just focus on what’s most important. Describe the essence of your company in 

one sentence. 
o Problem Worth Solving 

▪ State the problem (or problems) that you solve for your target clients. “Problems” can 

also appear as unmet needs or wants — the lack of a good Caribbean restaurant in your 

town, for example. Be sure to tackle a problem that is important to your market. Just 

because a need is imperfectly met does not guarantee that anyone wants to pay for a 

better solution. Describe the problem you solve.  
o Our Solution 

▪ Explain how you solve the problem that your 

clients face. What does your company offer? 

What is it about your solution that provides a 

uniquely effective remedy for their pain points? 

Don’t just name your products or services here. 

Give a sense of how they solve the problem in a 

novel or superior way. Describe your 

solution. 
o Target Market 

▪ What types of potential clients do you intend to 

focus on? Which group represents your primary 

market? Which others are worth pursuing? Selling 

to “everyone” is not a good approach. 
Take Nike as an example. Their shoes are broadly 

useful, but that doesn’t mean their target market is 

just “people with feet.” It’s tough to craft marketing 

messages and find sales channels to address nearly 

everyone in the world at once. Instead, Nike 

focuses on their best potential customers — aiming, 

say, the new Air Jordans at athletes, sports fans, 

young people with a sporty sense of style, etc. 

▪ As you identify the best segments of the market for your solution, make your best guess at 

how many prospects are available in each segment and how much they typically spend 

each year to address the problem you solve. If you don’t know enough to put together 

these estimates, this is a great opportunity to do market research, talk to knowledgeable 

people in your industry, and get in conversation with potential clients. The more you 

know about your market now, the less chance you have of missing the mark later. 

• Market Size and Segments 
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o Competitive Landscape 
▪ Make a short list of your competitors. If you don’t have obvious direct competitors, focus 

on other ways that your target clients satisfy their needs now. As you add competitors, 

describe what makes your offering more attractive. Do you offer a lower price? A unique 

experience? A better location? A more tailored solution for your particular clients? 

• Current Alternatives 

• Our Advantages 

• Why Us? 

o What is it about your company — your skills, experience, subject-matter 

expertise, business acumen, team, innovations, industry connections, key 

advisors, and so on — that makes you the right ones to take advantage of 

this market opportunity? 

o Funding Needs 
▪ If your company is seeking funding, enter the amount you would like to raise and 

describe how you intend to use that money to reach your goals. 

▪ Keep in mind that some countries have strict laws about soliciting investments. To be 

safe, limit your description to the planned use of funds. Do not describe what equity or 

other benefits you are offering in return for that funding. 

• How much funding are you seeking? 

• How will you use these funds? 

o Sales Channels 
(Read the chapter: ‘Selling Strategies’  in textbook: Professional Practice for Interior Designers 

by Christine M.Piotrowski, FASID, IIDA)  

▪ Describe how you plan to get your products or services to market. Are you selling and 

delivering to your target clients directly through a retail store, website, or catalog? Do 

you have a sales team? Do you sell through intermediaries — distributors, dealers, 

resellers, or others? Identifying your sales channels is important to understanding the 

economics of your business model. 

o Marketing Activities 
(Read the chapter: ‘Marketing Interior Design Services’ in textbook: Professional Practice for 

Interior Designers by Christine M.Piotrowski, FASID, IIDA)  

▪ Explain how you plan to attract attention, build interest in your offerings, and convert 

prospects into clients. Describe your web presence. What sort of online marketing do you 

do? Do you advertise online, in print, or elsewhere? Do you attend trade shows or 

sponsor events? Describe your marketing strategy. 

o Forecast 
▪ When you are confident that you have 

identified a market with a problem worth 

solving, it's time to put together a quick 

financial forecast for your solution. Can you 

actually turn a profit?  

• Key Assumptions 

• Revenue by Month 
• Expenses by Month 
• Net Profit (or Loss) by Year 
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o Milestones 
▪ Make a quick list of important milestones for your 

business. Only the first five upcoming milestones will 

show on your pitch, so don't get sucked into too 

much tactical detail. Good examples might include 

launching a new product, entering a new market, 

adding a key hire to your management team, or 

finding the right location for your new office. 

o Team and Key Roles 
(Read the chapter: ‘Human Resource Management’ in textbook: Professional Practice for 

Interior Designers by Christine M.Piotrowski, FASID, IIDA)  

▪ Identify the key members of your organization, and explain why their involvement is 

important to your future success. Definitely include company owners and members of 

the management team. You may also want to add key employees with strategically 

valuable skills or connections, noteworthy roles you plan to fill later, trusted advisors, or 

other valuable contributors. 

• Ownership & Structure: 
o Management Team 
o Advisors 

o Partners and Resources 
(Read the chapter: ‘Trade Sources’ in textbook: 

Professional Practice for Interior Designers by Christine 

M.Piotrowski, FASID, IIDA)  

▪ Use this section to identify any relationships, 

equipment, facilities, patents, or other resources 

that are strategically important to your business 

model. You can use this section to cover almost 

anything of note that is not addressed in the rest of 

the pitch.  

• Operations 

o Locations & Facilities 

o Technology 

o Equipment & Tools 

Business Plan Examples and Resources: 
▪ Barton Interiors: Interior Design Business Plan 

▪ Architecture Business Plan Competition 

▪ Design Practice: How to Start Your Architecture Business 

▪ 8 essential tips for launching a startup company 

▪ Should I Start My Own Architecture Firm? 

▪ Lean Startup vs. Traditional Business Methodology 

▪ Startupstash: A curated directory of resources & tools to help you build your Startup 

▪ Alternate Routes Can Lead to Success 

▪ The Top 5 Trends for Startups in 2016 

▪ Design The Life You Deserve: Laurel & Wolf 

▪ Reader Comment: “This Guy is Everywhere”: Bjarke Ingels 

▪ Interior Design Startup Raises $400K in angel round 

i  "How to Be Startup CEO - The Startup Guide - Creating a Better World Through Entrepreneurship." The Startup Guide Creating a Better 

World Through Entrepreneurship. N.p., n.d. Web. 10 Feb. 2016. 
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http://www.bplans.com/interior_design_business_plan/executive_summary_fc.php
http://www.architecturebusinessplancompetition.com/businessplan/
http://www.houzz.com/ideabooks/20268129/list/design-practice-how-to-start-your-architecture-business
http://www.creativebloq.com/web-design/startup-advice-2013-4132344
http://www.architectmagazine.com/business/should-i-start-my-own-architecture-firm_o
https://medium.com/@brandontluong/lean-startup-vs-traditional-business-methodolgy-d662bd277696#.t9f6feoxk
http://startupstash.com/
http://lineshapespace.com/architect-career-path/
http://www.inc.com/aj-agrawal/the-top-5-trends-for-startups-in-2016.html?cid=sf01001&sr_share=twitter
https://www.laurelandwolf.com/
http://www.dezeen.com/2016/02/10/bjarke-ingels-design-serpentine-gallery-pavilion-2016-london/
http://tropicalpost.com/2015/09/22/interior-design-startup-furdo-raises-400k-in-angel-round/

