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How to develop a business 
opportunity 
 

This guide is designed to structure your thinking so that you quickly weed out those ideas 
that don’t warrant your investment in time and resources – ready to focus on those that do.  
For entrepreneurs it can be treated more as a checklist of things to consider.  For product 
marketers and business development staff within larger organisations, it provides a 
systematic way of evaluating an opportunity, ready to be formalised into a product concept 
document.  Importantly it first asks ‘what it would take?’ to lessen the risk of overlooking 
opportunities that could transform your business.    

Entrepreneurs are known for flying by the seat of their pants.  The hurly burly of having to 
juggle so many things at once - trying to bring a new product to market - whilst at the same 
time establishing the business itself, certainly makes for heady times.  But once the business 
is going someone has to attend to the current customers/operations, lest the ball will get 
dropped as staff struggle to keep up.  This is why so many young companies go through a dip 
after their initial flush of success; a dip which can quickly turn into a full on nose-dive, if too 
many different opportunities are being pursued at the same. 

Larger companies on the other hand seldom have the luxury of just jumping in.  For them the 
downside risk of an ill-conceived initiative is real; with damage potentially extending beyond 
simply the capital invested to affect the overall business.  That said, business history is 
littered with examples of blue-chip companies paying the price for failing to seize 
opportunities on the basis that they didn’t automatically fit in; causing a perennial  tension 
between ‘sticking to your knitting’ and revitalising 
the company. 

Helping you make better decisions 

So whilst strategy may well be about ‘choosing 
what not to do’, what’s needed is a way of coming 
to that decision that is neither too burdensome 
and yet still suitable for use in larger 
organisations.  This is why the AUSPresence guide 
works from the opportunity inwards to the 
organisation, with a decision gate only after 
allowing for free thinking of what a potential 
product would look like.  As a result opportunities 
that don’t progress can lie in wait, ready for the 
right conditions to arise. 

1. Read this if you intend 
creating a business plan 

The guide is written with the ultimate aim that the 
content you generate ends up in a business plan.  
At AUSPresence we believe that good business 
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plans are written twice: the first time for yourself; the second for your stakeholder.  Why?  
Well, in the first draft you’re likely still determining the path yourself, which can make for 
tedious reading.  This guide shows you how to organise your thoughts so that you have a 
better chance of keeping your stakeholder engaged when he or she is reading your business 
plan.  

Remember: 

 The prompts are just that – to get you thinking/ research ideas; you don’t have to 
slavishly answer every one! 

 Fact over fiction.  If you make a statement, you need to be able to justify it (typically 
done by listing the source).  

e.g.  There are 9.2m households in Australia with 2.1m lone person households in 2016, 
representing approximately 23%.   This is expected to grow by 1.2m by 2036, to 3.3m 
representing 25% of total households, according to the Australian Bureau of Statistics1.   
(Include as a footnote: 1.  ABS, 3236.0 - Household and Family Projections, Australia, 2011 to 
2036) 

Steps to developing a business plan 

The genesis for a business plan is an idea or area of interest.  On this basis the typical 
process includes: 

 consolidating your research,  

 identifying the opportunities, 

 selecting the opportunity most likely to succeed (that matches your objective), 

 developing your strategy, 

 identifying the gaps and what’s needed  to address them, 

 developing your business case (financials) 

Business plans are rarely developed in isolation 

Your starting point for creating a business plan depends a lot on where you are sitting now.  
If you’re an entrepreneur then you can likely look at a broader range of opportunities than if 
you are part of a larger organisation.  Even in the early stages, larger organisations tend to 
view opportunities with an eye towards fit with their overall strategy/what they are looking 
to achieve.  Sometimes this can be to their downfall however; the key point here is - if you’re 
going off piste strategy-wise for anything other than curiosity, you’ll need to put 
considerable effort into responding to the last section: Does it make sense for us? 

2. Guide overview 

Structured as a checklist, the guide begins by examining the market for opportunities and 
then working through how you could capitalise on them.  Designed around the concept of 
fail-fast, you should be ruthless in dropping any initiative as soon as it becomes evident that 
it’s not going to work for your business.  Your time will be better spent examining other 
opportunities. 

In the beginning 

The approach shown in Figure 1 assumes a market-based initiative.  This is where you 
identify an opportunity in the market and then work to address it.  Most business initiatives 
are market based however, it is also possible to have product-based initiatives.  Product 
based initiatives are where you have an existing product/capability and are attempting to 
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find new markets for it.   

Focussing on market-based initiatives for now, the first stages are aimed at identifying the 
critical success factors relating to the opportunity and then developing the concept for a 
product likely to meet them.  Importantly, this consideration is free from constraints – the 
focus is on shaping a product so good that people will pay for it. 

 

2.1 Looking internally 

To this point the ‘ideal’ product above could be produced by anyone.  Now we start to 
consider whether we could do it.  Every business has strengths and weaknesses and so it is 
prudent to do a first pass check to see whether producing the product is at all feasible.   

Apart from serving as basic go/No-go decision point, the analysis for Are we a good fit for 
this? will likely identify a number of gaps that would need to be addressed in the next 
section. 

2.2 Making plans 

Now we are actively considering ‘How we would go about it?’  This includes formulating an 
overall strategy and having this drive the implementation plan.  The implementation plan 
only needs to high level at this point, identifying the key activities.  These activities will have 
costs associated with them that need to be incorporated into the business case.  

 

Figure 1.  Checklist structure.  Drop initiatives at any stage that don’t make the grade. 
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2.3 Does it make sense? 

The starting point for this stage is the business 
case.  The business case is where everything 
comes together from a financial perspective – 
the revenues, costs and start-up expenses 
associated with the initiative. 

Typically you would only pursue profit making 
initiatives, but this still leaves an assessment of 
is it profitable enough; or alternatively, is it 
worth the effort?  Larger organisations will 
likely have financial hurdles new initiatives must 
meet.  Even then there still needs to be a 
judgement call based on the initiative’s fit with 
your company objectives and imperatives. 

2.4 We have a winner! 

Congratulations!  To reach this point, you have: 

 Identified an opportunity in the market; 

 Developed a product concept that 
meets the success criteria; and 

 Developed an execution plan that 
incorporates your chosen strategy. 

You will have also confirmed that this initiative 
is not only likely to be profitable but also, is consistent with what you are trying to achieve as 
a business. 

2.5 Where to from here? 

You now need to take the information from your completed checklist and put it into the 
Business Plan template.  The template is structured so that readers can quickly get a handle 
on what your plan is about and then continue on for the detail.  For time-poor stakeholders 
this ensures you maximise the impact of your business plan. 

  

What is a product? 

Our use of the word product is 
deliberately broad, encompassing both 
physical goods and services.  Note:  for 
smaller businesses, the business and 
the product can be considered one and 
the same. 

For us… 

A product is anything that 
can be offered to a market 
that might satisfy a want or 
need.   

More than just the physical object or 
service, it is the complete bundle of 
benefits or satisfactions that buyers 
perceive they will obtain from their 
purchase. 

Source: (Unknown) 
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Ready to get started?   

 

 

Business opportunity 
checklist 

Remember: 

 Prompts are just that – you don’t need to answer every one. 

 Write only enough to capture the main ideas. 

 Be prepared to drop an initiative at any stage that stands little chance of success.   

 If you do decide to drop an initiative, write down your reasons/what would need to 
change for it to success and then periodically revisit them to see if the time is right. 
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Scoping the opportunity 

In this section we are making the first steps to scoping the opportunity.   Importantly, we are 
deliberately not constraining our thinking to what currently exists or how we currently do 
things.  There’ll be time enough for injecting reality (in the next section), once the 
opportunity identification is done.  For now, go nuts  

Looking for change 

Remember we are not looking to boil the ocean just to see if there are fish at the bottom.  
Most opportunities come from change; which tends to occur along a limited number of 
dimensions (e.g. technology or competition).  Once you’ve identified the change,  ask 
yourself ‘so-what?’.  This will help you target your research to those dimensions where the 
impact is greatest.   

Opportunities typically arise where the impact of change is not uniform in a given dimension.  
Here are some sample change drivers: 

 
Driver Example 

Changes in government 
regulation/priorities 

Reduction of feed-in tariffs for 
renewable energy  + improved battery 
storage/cost  time shifted selling 
back to the grid at peak times  

Ageing population increased health requirements of the 
elderly budgetary pressures   using 
technology to improve efficiency 

Mobility information access regardless of 
location   customer data in the field   
 adoption laggards (smaller firms 
unaware of benefits 

 

You’re research therefore only needs to provide sufficient detail around the areas of interest 
and how it relates to the overall market – i.e. don’t think you need to answer every dot point 
in the tables below. 

 

3. Market Characteristics 

3.1 Market Factors 
Prompts Your findings 
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 Size (dollars, units or both) 

 Size of key segments 

 Growth rate per year (Total, segments) 

 Diversity of market 

 Sensitivity to process, service features and 
external factors 

 Cyclicality, Seasonality 

 Bargaining power of upstream suppliers 

 Bargaining power of downstream channels 

 

3.2 Competition 
Prompts Your findings 

 Types of competitors 

 Degree of concentration 

 Changes in type and mix 

 Entries and exits 

 Changes in share 

 Substitution by new technology 

 Degrees and types of integration 

 

3.3 Financial and Economic Factors 
Prompts Your findings 

 Contribution margins 

 Leveraging factors (e.g. economies of scale, 
scope) 

 Barriers to entry or exit (both financial and 
non-financial) 

 Capacity utilisation 

 

3.4 Technological factors 
Prompts Your findings 

 Maturity and volatility 

 Complexity 

 Differentiation 

 Patents and copyrights 

 Manufacturing process technology required 
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3.5 Regulatory/Social/Environmental factors 
Prompts Your findings 

 Laws and government agency regulations 

 Social trends 

 Environmental issues, raised awareness 

 

4. Customers 

Here we want to be able to establish the critical success factors 
Prompts Your findings 

 Who are they? 

 Do they represent a particular segment or 
the whole market? 

 How many are there? What fraction do you 
want/need? 

 What’s happening in their world? 

 Why them? 

 What needs are you addressing? 

 What do they want? 

 

Note:  Although many people use the terms needs and wants interchangeability, we use the 
term ‘want’ to include factors beyond the product itself (e.g. psychological factors) 

 

What would it take? 

You may recognise these elements as the traditional 4P’s of marketing, with promotion 
replaced by people.  We’ve left promotion out for now to be considered as part of the 
marketing strategy and added People to the mix to ensure you the human element is taken 
into account  

 

From this point forward everything is in reference to your target customers.  If you 

have more than one, focus on the group that will likely generate the bulk of your 

revenue. 
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5. Product 

Here is where you consider what you’re selling.   

How well does your business/product address the critical success factors? 
Prompts Your findings 

 What are you selling? 

 Why would people buy it (benefits)? 

 Are there economies of scale – i.e. what 
happens to your average costs if you doubled 
the volume; is there a dramatic decrease in 
costs? 

 

6. Price 

Price is shorthand for starting to look at your revenue model – i.e. how you will generate an 
income from what you are selling. 

Whilst price is obviously related to cost, there are many factors that either implicitly or 
directly affect the amount you charge including: 

 The price customers are prepared to pay  

This reflects a combination of their ability to pay, the perceived value delivered and 
the utility delivered.  Customers in more affluent suburbs are likely prepared to pay 
more for artisan bread products, than in poorer suburbs where customers need to 
stretch their food budgets further. 

 Your degree of market power  

Are you able to set the prices for your products or are you a price-taker, operating in 
a highly competitive market with customers easily able to switch suppliers? 

 Points of differentiation 

Does your product stand out from the competition – i.e. the benefits delivered mean 
customers are willing to pay a little extra? 

 Are there economies of scale? 

This is short hand for asking whether your per-unit costs decrease if you sell more.  
This typically occurs through the initial start-up costs (e.g. purchasing a machine) 
being averaged over a larger volume; and volume efficiencies (e.g. larger machine 
can produce the item more quickly).  Quite often it is supplier volume discounts that 
have the largest impact on lowering per-unit costs. 

Decreasing marginal costs are advantageous as they offer greater pricing flexibility.  
You may be prepared to initially sell at cost or below, in order to establish market 
share which will generate greater volumes in the long run.  The risk of course, is that 
you don’t reach the volume targets and so don’t stem the losses.  More often 
reaching the necessary volumes takes longer than expected and so you need to have 
sufficient capital reserves to sustain yourself in the interim.   
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Most businesses fail through a lack of cashflow, even though the underlying 

enterprise may be profitable. Your risk management strategy needs to address 

poten al gaps between expected and seen demand, if you’re to keep the doors 

open. 

 

 

Where to start? 

At this point you are just looking to get a feel for the numbers - do they make sense?  We 
typically look at the marginal unit cost, excluding start-up costs (e.g. purchasing a building) at 
this point and its relationship to the amount you can charge.   

 
Prompts Your findings 

 

Figure 2.  Opportunities with decreasing marginal costs are 
favoured as they offer greater pricing flexibility. 
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 How many of your product X do you expect 
to sell after say 6 months? 

 What happens to the unit cost if you sold 
twice as many? 10 times as many? 

 What is your target price (what you will sell it 
for)? 

 How does your profitability vary with volume 
in relation to your target price? 

 What is the timescale for achieving the 
necessary volumes? 

 How realistic is your volume forecast?   

 What are going to be the key drivers to 
achieve these volumes? 

 

 

You must build a path to profitability; so that you can recoup your start-up costs 

and generate a return on the capital invested, within a reasonable me. 

 

7. Place 

7.1 Sales, Distribution, Delivery/installation 

If you think about it, there are three basic elements necessary in any business to generate 
revenue: 

 Customer has to be able to buy it 

 The goods/service have to be delivered (including any on-site works) 

 The customer has to pay for it. 

 
Prompts Your findings 

 Where will customers buy your product? 

 How will the service/product be delivered? 

 Are there particular regulations governing 
implementation (e.g. must be installed by a 
licensed electrician)? 

 How much can you sell it for? 

 How will you get paid? 
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8. People 

(e.g. skillsets, number, location, traits) 
Prompts Your findings 

 Skillsets, accreditations, traits 

 Number/location 

 Mix (local, outsourced (e.g. low-cost-
locations) 

 Availability 

 Recruitment/training 

 Standards/quality monitoring 

 Costs 

 

 

Are we a good fit for this opportunity? 

As you may have seen from our How to choose an overall strategy, we assess strengths and 
weaknesses in terms of how they enable/inhibit a cost or differentiation advantage.  Apart 
from helping determine whether your business is a good fit for this market, this analysis is 
important in determine positioning should you decide to pursue the opportunity. 

Differentiation 

Wikipedia defines differentiation as the process of distinguishing a product or service from 
others, to make it more attractive to a particular target market. This involves differentiating 
it from competitors' products as well as a firm's own products. 

Sources of differentiation: 

 Supply – functional advantage 

 Channel – distribution advantage 

 Demand – customer loyalty advantage 

Cost 

The Business Dictionary (http://www.businessdictionary.com/) defines cost advantage as: 
superiority achieved through factors such as access to cheaper inputs, efficient processes, 
favourable location, skilled workforce, superior technology, and/or waste reduction or 
elimination. 

For our purposes we are looking to identify those factors that better enable/hamper us to 
sustainably meet the required price point. 

9. Strengths 

Capital, knowledge, skill, or other advantage that a firm has over its competitors in meeting 
the needs of its customers 
Differentiation Cost 
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10. Weaknesses 

Flaw that increases the risk of a failure. 
Differentiation Cost 

   

 

How would we go about it? 

 
Here we are thinking about the plan of action you would use to produce your product, or deliver 
your service and engage with your customers.  By now you will have looked externally to identify the 
opportunity and what’s needed to capitalise on it.   You will also have looked internally at your 
strengths and weaknesses in relation to delivering the required product to its target market.  This 
analysis will likely have identified gaps in your current skills and capabilities that will also need to be 
addressed. 

This stage is therefore about bridging the divide between the external and the internal analysis with 
a view to giving stakeholders sufficient information upon which to make a decision. 

11. Strategy 

11.1 Setting an overall strategy 

Whilst we don’t believe there is only one correct strategy, we do believe there is likely to be 
a strategy that best fits your 
circumstances and what you are trying 
to achieve.  For this reason it is 
important to take your findings from 
the previous sections into account as 
you move forwards developing your 
strategy.   

In developing your strategy it is helpful 
to have an overall structure in mind.  
Like most things in life, the simplest is 
usually the best.  At AUSPresence we 
use a formula I’m sure you’re very 
familiar with: 

 

Most business plans are aimed at 
maximising profits.  This can be 
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achieved by increasing revenues faster than expenses (Revenue strategy), or minimising 
costs as a proportion of revenue (Cost strategy).   In theory it’s possible to do pursue both - 
revenue and a cost strategy at the same time - but as a wise man once said “you can’t chase 
two rabbits at once” and so for planning purposes, we suggest you focus on one over the 
other. 

Determining overall strategy 

Your Opportunity analysis (above) will enable you to decide whether you should have a 
broad market focus, or target a segment within it.  We call this Competitive Scope and you 
can use this in the matrix opposite as one part of determining your overall strategy. 

Now it’s time to consider your competitive advantage.  At its simplest level you can break 
revenue down to: 

.     

This gives you two basic options: 

 Have a relatively large number of clients, with lower spends; or 

 Have a smaller number of clients, with higher spends. 

From a strategic perspective higher spends are normally associated with differentiated 
products.  To decide whether this is likely a good fit for you, check your strengths and 
weaknesses assessments from the “Are we a good fit for this?” section.  Of your strengths, is 
cost or differentiation emphasized?  Choose that one. 

Once you’ve determined whether your strengths lie more in cost of differentiation, read the 
proposed strategy from the matrix shown. 

Applying selected strategy 

With your potential strategy identified it is important that you check the characteristics are 
consistent with your target customer segment.  Assuming yes, then you need to ensure your 
planning incorporates the success criteria for that strategy. 

 
No. Strategy Characteristics/success criteria 

1 Cost Leadership Cost leader; needs parity in other dimensions 

2 Differentiation Unique along some dimension widely valued by 
buyers; cost parity required 

3a Cost Focus Exploits differences in price behavior between 
segments; needs segments to be poorly 
serviced by broad focused competitors. 

3b Differentiation Focus Serves segments with special needs and serves 
them better; needs differences between target 
segment and others 

 

11.2 Strategy elements 

Your strategy needs to cover off the following elements. 
Prompts Your findings 
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 What you want to achieve 

 What benefits would be generated 

 Where you are now (including gaps/obstacles 

 How you’ll achieve it 

 Risks 

 

 

12. Marketing strategy 

Separating the marketing strategy from the larger strategy helps to highlight the importance 
of customer-focus, in terms of benefits delivered, positioning, etc and outlining customer 
engagement, particularly where this may differ from your current business model. 

At its basic level marketing is about: 

 creating awareness of your business/product and potentially, a need; 

 positioning your business/product as something your target customers should 
consider; 

 convincing your target customers that yours is the better alternative for reasons that 
‘make sense’ to them. 

Prompts Your findings 

 Does your target market know they have this 
need?  If not, how do you plan to stimulate 
the need in them? 

 How will customers find out about you? 

 What marketing channels do you plan to 
utilise?   

 How does this relate to your target 
market? 

 Why are they going to be attracted to your 
business/product? 

 How will you differentiate yourself from your 
competition? 

 Thinking about the remainder of the 
Customer journey (service, retain, grow), 
what other channels are required? 

 Indicative budget  

 

Does it make sense? 

To this point your initiative has been considered almost in isolation.  Another firm could 
conceivably take your idea, adjust for their strengths and weaknesses and implement it.  
Now it’s time to consider whether your business should implement your plan.  
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Typically gaining a favourable outcome will be most likely when your plan resonates with 
your corporate objectives/imperatives and is financially viable. 

13. Corporate objectives 

Corporate objectives are aimed at describing what the business is trying to achieve.  Review 
the four major of types below to identify which one your plan is most aligned with. 
Prompts Your findings 

 Financial  
e.g. $5m profit this financial year 

 Market related  
e.g. Increase market share to 10% within 3yrs 

 Instrumental  
e.g. Have management staff spend at least 1 
hour/week responding to customers on our 
social page by 1H2017. 

 Higher Order 
e.g. To be perceived as knowledge-leader by 
majority of customers, distributors and 
stakeholders by 2020. 

 

14. Corporate imperatives 

Corporate imperatives are the key values (implicit or explicit) that important to your 
organisation.  These imperatives drive shared beliefs across the organisation that shape 
what your business is like to work in, work with and be a customer of. 

  
Prompts Your findings 

 Socially acceptable behaviour 

 Work ethics/accountability 

 Importance of technical skills 

 Environmental awareness 

 Customer service 

 Company policy/procedures 

 Future directions 

 

15. Business Case 

Those in the telecommunications will know billing is where it all comes together –i.e. what 
the customer has been sold matches what they thought they were buying; and their use of 
the service matches what we planned for the product.  In a business plan, it’s the business 
case or financials where it all comes together; and what your stakeholders will likely first 
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search out. 

At its simplest level you are need to show: 

 Expected profit i.e.  Revenue – Expenses 

 Establishment costs 

 Cashflows 

15.1 Revenue 

We touched on revenue earlier 
when contemplating an overall 
strategy, now it’s necessary to 
develop a forecast of revenue 
over time.  To do this you 
normally utilise a demand curve 
and estimated average revenue 
per customer/transaction.  We 
favour the ‘S’ shaped curve 
shown here as it emphasizes the 
different growth rates likely from 
product introduction through to maturity1. 

16. Expenses 

Your expenses forecast must not just take into account the direct costs of what you are 
selling but also, the setup costs.  Finally unless yours is a start-up and the product equals the 
business; there is usually an overhead cost to be taken into account. 

  

Initial analysis 

For the initial analysis where we are just trying to determine the viability of the project, we 
will set the overhead costs to zero.  This is known as the opportunity cost approach and 
allows us to focus on the set-up and direct costs.   

Opportunity cost is an economic concept that equates the cost of not using an asset for the 
next best alternative.  This is particularly relevant for large scale assets which may be sitting 
idle or have unused capacity, but where the chances of the business being able to make use 
of the underutilised asset are minimal. 

At the end of the day, each product must make some contribution towards the business’ 
overheads however; there is little point in doing so until you’ve at least established that 
there is likely to be sufficient margin at the required price point. 

                                                           
1 Note:  If you’re using a discounted cash flow model, then it’s important your strategy drive growth sooner 
rather than later, as the combination of a decreasing rate of change within the S-shaped curve as time increases 
during the growth phase and your discounting will make achieving pay-back (of any set-up costs) more difficult. 

 

 

S- Shaped demand curve 
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16.1 Set-up costs 

These are the costs that you will incur in order to get into the game.  For established 
businesses, much of the infrastructure may already be in place and so under the Opportunity 
cost approach, you would only consider costs incurred in making it ready for this initiative 
(e.g. buy an expansion module for a network asset). 
Prompts Your findings 

 Infrastructure 

 Machinery and equipment 

 Regulatory approvals, licensing 

 Staff recruitment, training 

 Premises 

 Marketing (e.g. Website) 

 IT systems 

 

16.2 Direct costs 

As the name suggests these are the costs directly associated with the product 
Prompts Your findings 

 Materials 

 Costs of production 

 Distribution costs 

 Selling costs  

 Direct staff costs 

 

16.3 Ongoing responsibilities 

Selling is vital, but most opportunities also have after-sales obligations that must be met if 
customers aren’t going to be left in the lurch (something you can’t do and be sustainable 
business).  

These responsibilities can be summarised as: 

 Helping customers (post-sales support) 

 Making rectifications (fixes, warranty, etc) 

 Keeping customers informed (product recalls, updates) 

Smart businesses wrap these responsibilities into an overall customer retention strategy – 
i.e. setting themselves up for the next sale, but for now focus more on the responsibility side 
as this will likely incur costs going forward. 

17. Making a decision 

Nearly there!  It’s worthwhile noting businesses often exist in an opportunity-rich 
environment – i.e. there seems to be opportunities everywhere – so the challenge is in 
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deciding which ones to pursue.  One approach is to assess the how easy a project would be 
to implement versus the expected impact.  Depending on the outcome this will help you 
structure your discussions with stakeholders to gain their support for your decision. 

Firstly however, it’s worthwhile taking stock of how we got here: 

 an opportunity was identified; 

 we conceived a product that would meet the critical success factors necessary; 

 we reviewed our strengths and weaknesses to check we were a good fit for this 
opportunity; 

 we developed a strategy of how we would tackle the opportunity, leveraging our 
strengths and mitigating our weaknesses; and 

 we established the viability of the project and checked its fit against our corporate 
objectives and imperatives. 

There are no perfect opportunities 

We caution here against rejecting opportunities simply on the basis that they did not gain a 
positive outcome at each stage of the analysis.  Business history is littered with examples of 
successful 

The key thing is that where you’ve identified negatives/differences then these need to be 
addressed.  For example if one of your weaknesses was that your staff lack the required 
skillset, then you would need to detail how you planned to overcome this (training, 
recruitment, outsourcing, etc) and incorporate the costs into your business case. 

Impact matrix 

We favour the use of an impact matrix to assist in making the decision.  The one shown here 
is from MIT2 and was chosen for its simplicity.  There is little point agonising over whether to 
execute a project - either it makes sense or it doesn’t. 

                                                           
2 Available from https://emba.mit.edu/the-experience/executive-insights-blog/influence-without-authority/ 
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18. Next Steps 

Congratulations!  Looks like you’ve got a promising opportunity.  Now you’re ready to start 
writing your business plan. 

In our business plan document we’ll show how we basically flip things on its head so that 
your readers get the most important information as a priority and can then keep reading for 
greater detail.  This won’t guarantee success but will likely avoid your stakeholders rejecting 
your pitch simply on the basis of frustration with your document. 

 

 


