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The Best Practices for Successful Business Plans
Introduction
A properly constructed business plan can determine the chances of success for any business venture. While acknowledging that there are several practices needed to create solid business plans, there are other factors that affect the success of the business plan. It must be mentioned, however, that a successful business plan entails specific components and steps. Failure to consider those core components often results to failure in the business planning process. This paper explores the recommended steps for a good business plan. This sets up the explanation of how factors such as creativity innovation and organization culture affect the business plan. Furthermore, recent contributions by researchers on these factors will be highlighted to give a deeper understanding. Ultimately, the paper attempts to illustrate how an organization’s culture affects its focus.
Components of a Successful Business Plan
A successful business plan requires several practices. The first and most important step requires a clear definition of the goals of the organization. Rogoff (2003) states that one should define the business by specifying what customer needs the business is aimed at satisfying, not from the perspective of how the business will satisfy the needs of the entrepreneur. Customer satisfaction should be the core of any business, and this is done by identifying a need that is not addressed and focusing on satisfying this need among a customer base. Nunn and Maguire (2010) advocate for keeping in mind the purpose of the plan which includes the plan acting as a guide for the entrepreneur and also for attracting potential investors to fund the business. They add that a business plan can focus on strategy, forecasting, financial budgeting or operations, which means that an entrepreneur may come up with four separate plans for these four areas or create one that encompasses all the areas.
Nonetheless, the next part of the business plan entails identifying what the business requires in terms of materials or personnel, taking into account an honest review of the current state of the business. It also includes listing the services the business wants to offer, and what makes this product or service stand out from similar services in the market. The entrepreneur should next describe the current market and how the business is to adapt to it. In this stage, customer demographics are included, and the entrepreneur should be able to figure out the unexplored opportunities in the market at the time with a view to taking advantage of the gap in customer satisfaction (Nunn and Maguire, 2010). It is crucial here to include a proper understanding of the supply-demand dynamics of a particular business category, in addition to the labour trends which determine the availability of skills.
This sets up the next stage, which involves coming up with a marketing campaign intended to reach customers (Rogoff, 2003), which is about how the entrepreneur intends to make his or her service or product known, such as the advertising channels that can be explored. This is based on the important goal of marketing, which is to recruit as many customers as possible in the least amount of time (Nunn and Maguire, 2010). Next, the source of funding for the business venture should be clarified. According to Rogoff (2003), this would take into account as the size of the business, the industry it is in, whether it is a start-up or an existing business, and whether the entrepreneur can provide collateral to a lender. Starting businesses are more likely to depend on funding from outside sources such as lenders, and the entrepreneur is, therefore, tasked with convincing them to take part in this plan. Additionally, an entrepreneur should strive to increase his skill set to increase the chances of the plan achieving its intended goals.
Business Planning in Terms of Innovation, Creativity and Organization Culture
Creativity
When coming up with a business plan, the roles of innovation, creativity and organizational culture should not be ignored. But first, creativity needs to be distinguished from innovation in a business setting. Ryan (2012) states that creativity has four components that define it, which are Process, Product, Person and Press, with the creative process meaning the repeatable framework people use while thinking to enhance the business’s outcome. Ryan (2012) adds that creative thinking is a skill that encompasses several distinct cognitive, metacognitive, and affective skills, and is therefore a product of thinking and emotion. This is in consensus with the findings of Puccio et al. (2012) on emotion as part of creative learning, and Carson (2010) who concluded that there are various, interconnected creative “hot spots” in the brain for thought and activity. Ryan (2012) defines creative press as an environment that fosters creativity, which is in agreement with the definition by Kim and Mauborgne (2005) as an atmosphere that promotes the generation of ideas, time and resources for contemplation without the constraints of judgment.
The consensus in the definition and function of creativity stems from an acknowledgement by all the papers of the almost hidden role creativity has in the outcomes of an organization. But first, they all try to prove that it actually exists. Creative thinking is crucial in business planning by helping in the identification of problems in the current market state and how they can be turned into opportunities. Furthermore, a good creative thinking ability paints the entrepreneur in a positive light which may help further convince the investors.
Innovation
Innovation, on the other hand, is more focused on new ideas and their implementation. Reddy (2014) states that globalization has given rise to many opportunities and problems which present stress on speed and containment in the value chain (activities done within a firm to produce value to the customer), thus necessitating innovation to energize and most importantly survive in the market. This agrees with Gümüş, S. & Gümüş, H. (2015), who further expound on innovation strategies to manage innovation within an organization. While differing in the classification of steps taken during innovation, Herzog (2008) is in consensus with Eric von Hippel (2005) that the fundamental steps include the generation of the idea, its analysis and eventual execution.
Thus, the lack of consensus on innovation in the business setting is not about its role, but about the specific steps, one should take to use innovation to enhance a business. This is firstly because different organizations approach innovation differently; for instance, with manufacturing organizations requiring more formalized approaches to innovation than Service organizations (Reddy, 2014). Also, innovation is heavily dependent on the organizational culture and boundaries, which varies from place to place. Still, they all agree that innovation affects the organization’s processes, with Berman & Hagan (2006) citing successful organizations such as Dell that used innovation to play to their strengths. Innovation in business planning is important for when a plan fails, and new ideas have to be employed to revive the business.
Organization Culture
An organization and its culture create the environment that the members work in, which is important in the company analysis part of the business plan. It also determines the goals and focus of the organization. Furthermore, it impacts the implementation stage of the business plan, which depends on the ability of the organization to sustain a culture that is open to change and fosters personal accountability in every member (ArcAspicio, 2019). Schein attempted to illustrate that different companies have different cultures, using HP and Apple as examples, and his findings were in consensus with Weber & Tarba (2012), who stated that an organization uses its culture to differentiate itself from others in the same field. There is also a consensus in the sources of organization culture, with Schein (2010) agreeing with Andish et al. (2013) that the founder beliefs are essential. This consensus about how the organization influences itself is due to overwhelming research on the interaction of people within organizations.
The Influence of Culture on Business Focus
From the above paragraph, we can begin to form an understanding of how the organization’s culture influences the focus of the business. An analysis of three companies with different cultures but in the same field can illustrate this. Apple’s culture focuses on simplicity and innovation (Toma & Marinescu, 2013), with IBM focuses on long term thinking with loyal employees (Flamholtz & Randle, 2011), but HP’s culture is focused on employee creativity (Childress, 2013). Comparison of their product presence shows that these companies thus have clearly different identities in the technological sphere. Therefore, the ultimate goals and eventually the business plan of any organization depend on its culture.
Conclusion
In conclusion, a sustainable business plan has several crucial components, but it is heavily influenced by the organization’s ability to manipulate innovation and creativity to their strengths.  Nonetheless, the organization’s culture should foster an environment that enhances creative thinking while implementing innovative ideas. Culture also influences the ultimate goals of the company and as a result, the business plan that should be employed.
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