Dear Perspective Business-Owner and Entrepreneur:

Thank you for considering starting a business in the True North- Bemidji! I think you
will find the greater Bemidji region is a region that is open for business, and willing to
assist and support you.
We know what an exciting time it can be to start a business. As excited as you are about
starting a business, we are equally excited for you! As a community, we want to support
you and help you be successful.
Starting a business can be confusing and stressful as well. To help, we want to make this
commitment to you- you will not be alone. Greater Bemidji’s LaunchPad is specifically
targeted to help entrepreneurs just like you. The LaunchPad will assign a “Start-Up
Navigator” to work with you to help you work through the process of starting a company
here. From assessing your idea to applying for licenses and permits, your Navigator will
be there to help.
This guide- 1, 2, 3, Start-Up - is meant to help you get started. It contains contact
information and other resources that you will find helpful in starting your business. The
goal of the guide is to not only make the process of starting your business easier and
more seamless, but also to help you evaluate your idea so you have the best chance of
success.
Thank you again for starting a business in Bemidji. Remember, it’s as easy as
1, 2, 3, Start-Up!
Sincerely,

Rita Albrecht
Mayor

Call
The LaunchPad and
get your own “StartUp Navigator”
assigned to you to
help every step of the
way (all for free).

Evaluate

Apply

Your idea using the
resources contained
in this guide.

for all required
local, state and
national permits
and licenses using
our easy access
database.

A co-working space and hub for entrepreneurial support, LaunchPad provides entrepreneurs, freelancers,
start-ups, and professionals an opportunity to co-work, collaborate, network, and learn in an innovative,
funky and fun environment. This one-stop-shop for entrepreneurs provides resources and support to move
your business to the next level, with access to mentors, business consultants, financing resources, peer
networking groups, and tailored training opportunities.
 Want to learn more about co-working and the space available at LaunchPad?
Stop in and check it out for yourself.
 Have a business idea and not sure where to start?
Our staff will help get you on a path to evaluating your idea and taking steps to making it a reality.
 Own your own business and looking for guidance on dealing with a current challenge, wish to expand
your operations, or looking for expertise in marketing, finances, succession planning, etc?
LaunchPad will connect you with the appropriate resources to address your needs.
The historic Mayflower Building located at 102 1st Street West on the edge of downtown Bemidji is the
home of the LaunchPad. LaunchPad is an initiative of Greater Bemidji, Inc., the economic development
organization for the Bemidji region dedicated to growing prosperity.
Meet our staff -

Tiffany Fettig
Director of Business Development

Dave Hengel

Erin Echternach

Executive Director

Assistant Director

launchpad@greaterbemidji.com

Co-work
Collaborate

Connect

218-444-5758

Create

Collaborate

A Snapshot of Important Considerations
Before Launching a Business Idea
CONCEPT
A well-thought-out business plan
is an important key to success.
Take the time needed to fully
develop a written business plan.
CONSULT WITH PROFESSIONALS
Connect with business experts in
the Bemidji Area to help vet your
business concept, get constructive
feedback, and help fine tune your
business plan/financial
projections.

PERSONAL FINANCIAL
ASSESSMENT
Write down your assets and
liabilities and figure your net
worth. This will help to determine
the income necessary to cover
personal expenses and how much
you have available to invest in the
business. Know your credit score
and work to fix any issues.

MANAGEMENT SKILLS
Determine the key job
responsibilities critical to the
success of your business.
Objectively assess what skills you
possess and what areas you need
to hire or outsource.

TARGET MARKET
Assessing your market (location,
size, trends, & seasonal patterns)
and defining your specific niche
within it is essential for projecting
revenues and market share.

COMPETITION
Identify and understand your
competition and what sets you
apart. How will you differentiate
your business in your marketing
efforts?

LEGAL/PERMIT/LICENSE
Look into what local/state/federal
requirements exist for your
business type. Also, what is the
best business structure for your
purpose/situation?

FINANCING
Determine the start-up costs and
identify potential financing
options, vetting, banks, local gap
financing programs, state
programs, crowd sourcing,
VC/angel funds, family, and don’t
forget your equity contribution.

Note: This checklist is meant as a general guide.

 Stop into the LaunchPad – One-Stop-Shop for entrepreneur resources. The staff at the
LaunchPad will help you navigate the start-up process and connect you with the right people and
organizations along the way.

 Visit with a SBDC Business Consultant – This no-cost advising is an excellent resource as you
work through your business plan. (Learn more about the SBDC, p. 1 & 5)

Choose your Other Business Advisors – Build a team of advisors you can lean on for guidance.
Some of these are critical in the early stages while others can be added over time.
 Other Business Consultants – In addition to SBDC consultants, consider connecting with
LaunchPad Mentors. (See p. 4 & 5 for a listing)
 Accountant – Advise on appropriate business structures, tax planning, and bookkeeping
methods, etc.

 Attorney – Advise on business structure, contractual agreements, and real estate
purchases, and patents.

 Banker – For financial expertise, borrowing needs, and to establish business accounts.
 Insurance Agent – To evaluate insurance needs for general, fire, liability, worker’s
compensation, and life coverage.

 Marketing Consultant – To provide guidance on your marketing plan and best methods of
advertising for your business.

Connect on Social Media with Local Entrepreneur & Business Groups
Here are a few Facebook pages to help you connect with other entrepreneurs and resources.
 www.facebook.com/groups/bemidjientrepreneurs/
 www.facebook.com/Launchpadbemidji/ www.launchpadbemidji.com
 www.facebook.com/BemidjiChamber/ - Bemidji Chamber of Commerce

 www.facebook.com/groups/1113959925306945/ - Bemidji Area Women Business Group
 Attend Entrepreneurs Meetups – Build your support network of peers and mentors and learn
from other entrepreneurs as they present on their business ideas or discuss their current
challenges within their business, every Wednesday @ 8:00 am at the LaunchPad.
(More on the Meetup, p. 6)

 Prepare a Personal Financial Statement/Determine Your Credit Score – Understanding
your own personal financial condition (assets, liabilities, net worth & credit score) will be important
in evaluating your income needs from the business and discussing financing options with potential
lenders. (See Personal Financial Statement template, pp. 20-21)
These sites will provide your credit report at no cost:
www.freecreditreport.com
www.annualcreditreport.com

www.creditkarma.com

 Prepare your written Business Plan – Take the time needed to research and write a solid and
thorough business plan. If you struggle on how to answer or address any specific section do not
hesitate to call on your business advisors for guidance or stop into the LaunchPad for advice.
Find a Business Plan template on pp. 9-11, and there are other resources including, online business
planning tool – such as www.liveplan.com and the Northwest SBDC website
www.nwsbdc.org/resources-and-tools/.
Still not convinced - See ‘10 Reasons to Write a Business Plan’, p. 8.

 Assess Your Management Skills – What job responsibilities are critical to the success of your
business? What skills do you bring and what areas will it be necessary to hire for or out-source?
Complete the Self-Assessment on p. 7. Another valuable tool is the Strengths Finder 2.0
Assessment, which identifies your top strengths/talents and explains how to leverage them.
Borrow the book from the LaunchPad library.

 Develop Your Marketing Plan – Within your business plan you will need to define your
market, your competitive advantage within it, and your strategies for reaching your target
customer. Do not underestimate the value of research and understanding of your industry, market
segments, and the most valuable marketing tools within it. (See Marketing Plan, p. 12-15)
Typical marketing efforts will include:
 A useful website

 Social media (Facebook, Instagram, Twitter, etc.)
 Logo development/branding
 Brochures/print media/radio
 Financial Projections – Often the most difficult step in the business plan, preparing a realistic
cash flow projection for Year 1 through Year 3 is an important exercise in determining the viability
of your business. Many detailed spreadsheets are available online or through your business
consultant. You don’t have to re-create the wheel.
A simple monthly income statement template is available on p. 22.

Tips:






Document the assumptions behind the numbers for the benefit of those reviewing the projections.
Shoot for conservative, but attainable estimations.
Know your breakeven point.
Use it to compare to actuals once you are in business. It can become an important
management tool.

 Determine your Sources & Uses – What are the costs associated with your business start-up
(Uses) and how will you pay for these costs (Sources)? This is an important exercise to make sure
you have accounted for all the costs of starting a business and identified how you intend to pay for
them. (See the Sources & Uses template, p. 23)

 Explore Financing Options – How will you fund your start-up costs? Determine how much you
can contribute personally and what will need to be financed through other sources.
(See Financing Options, pp. 16-17)
Be prepared when meeting with a lender by understanding what a lender looks for and how they
evaluate an application. (See The 5C’s of Credit, p. 18 and Lender Checklist, p. 18)

Make your business legal – consult your attorney or LegalCorps Services (free advising, p. 5)
 Determine the legal structure for your business: Sole proprietorship, partnership, corporation,
or limited liability company. (See Business Entity Comparison Table on p. 24)

 Register your Certificate of Assumed Name for the business and/or file Articles of Incorporation
with the Minnesota Secretary of State and publish notice in newspaper. www.sos.state.mn.us

 Register for your IRS Business ID number using Form SS-4 found at www.irs.gov/pub/irs-pdf/fss4.pdf
or call 1-800-829-4933.
 Register for your Minnesota Business ID number using Form ABR found at
http://www.revenue.state.mn.us/Forms_and_Instructions/abr.pdf or for instructions go to
www.taxes.state.mn.us or call 1-800-657-3605.

 Employee Considerations – If you will be hiring employees get educated on the federal and
state requirements. The below websites will provide some details, however, visiting with your
business consultant for your specific business situation is advised.
Valuable websites:
Federal guidelines
https://www.irs.gov/businesses/small-businesses-self-employed/hiring-employees
State guidelines
http://mn.gov/deed/business/starting-business/basics/
http://www.dli.mn.gov/StartingABusiness.asp
http://www.uimn.org/employers/index.jsp#5

 Location, Location, Location – Where will you operate your business? In your home? Leased
space? Commercial building purchased or new construction? Or maybe Co-working space? Much
goes into choosing a location - cost, traffic counts, parking, access, zoning/permitting, etc. Contact
a local realtor to find out what’s available. For information on land available in Bemidji for
development see www.greaterbemidji.com.

 Secure applicable permits and licenses – Some type of permit or license may be needed for
you to operate your business. The permitting and licensing process for businesses can be difficult
to navigate depending on the business type and project scope. The sites below provide
information on local, state, and federal licensing requirements. LaunchPad staff can help you
navigate this step; especially in the often complex building permit process.
City of Bemidji - www.ci.bemidji.mn.us under Departments - Building Permits/Rental or City Clerk
Greater Bemidji Joint Planning Board - https://www.jpbgba.org/ under Applications
Beltrami County - www.co.beltrami.mn.us under Document Center – Business license
State of Minnesota - www.mn.gov/elicense/
Federal - www.sba.gov/starting-business/business-licenses-permits/federal-licenses-permits

Congratulations, with completion of this checklist you are well on your way to
running a successful business!
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Northwest Small Business Development Center
The Northwest Small Business Development Center (SBDC) provides free information,
confidential advising, and one-on-one support to start, build, and grow your business.
Consultants will meet at your place of business or at the LaunchPad. Monday afternoons
consultant, Grant Oppegaard, can be found at the LaunchPad and encourages walk-ins. (See
attachment p. 4 for listing of consultants) Get registered at www.nwsbdc.org or call 218-7554255.

‘Office Hours’- Mentors
Experienced business mentors from the community have been assembled to provide
entrepreneurs another resource for advice and guidance. These retired executives and business
leaders bring diverse skill sets and valuable experience to the younger entrepreneurs. Contact
LaunchPad staff to connect with a mentor that with valuable experience to share.
Launchpad@greaterbemidji.com or 218-444-5758

Other Business Consultants
In addition to the no-cost options for business coaching, the region has experienced individuals
providing business coaching through fee–for-service, contact the LaunchPad for details.
launchpad@greaterbemidji.com or 218-444-5758

Legal CORPS
LegalCORPS provides free assistance in non-litigation business law matters to owners of small
businesses, small nonprofit organizations and low-income innovators in Minnesota — through
the services of volunteer attorneys. Contact the Northwest Small Business Development Center
today to schedule a visit today - www.nwsbdc.org or 218-755-4255

Northwest Minnesota Foundation
The Northwest Minnesota Foundation offers several different business financing programs, as
well as, trainings on topics relevant to business owners and technical assistance to borrowers.
They host the Northwest region’s SBDC office and are the coordinating organization for the
region’s IDEA Competition. 201 3rd Street NW, Bemidji, MN www.nwmf.org 218-759-2057
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Headwaters Regional Development Commission (HRDC)
HRDC’s subsidiary Headwaters Regional Finance Corporation manages various revolving loan
funds in the region to assisting in financing small business start-ups and expansions. Such funds
include: the HRFC, City of Bemidji, Blackduck, Kelliher, Bagley, and Park Rapids loan funds, Paul
Bunyan Communications loan fund, and Northern Beltrami County fund. Contact Tiffany Fettig
to learn more how these programs may assist in your financing needs: 218-333-6534 or
tfettig@hrdc.org or visit their website at www.hrdc.org.

IDEA Competition
An annual event in the Northwest region, the IDEA Competition provide innovators in our area
a forum to develop their business idea through one-on-one support, specialized workshops,
and constructive feedback. Ideas may be product inventions or perhaps an innovative
approach to one’s business model. Finalists have an opportunity to win several $10,000 awards
to further advance their business plans. www.ideacompetition.org

MARS (Marketing Assistance & Research Solutions)
Led by Director/Professor Kelly LaVenture, the Bemidji State University upper class marketing
students provide marketing assistance to area businesses and organizations. Their services
include feasibility studies, market research, and strategic management analysis. They gather
data through various methods such as focus groups, interviews, internet research, and surveys.
Contact Dr. LaVenture at 218-755-2135, klaventure@bemidjistate.edu, or stop in to the MARS
office in the Mayflower building.

Bemidji Chamber of Commerce
Contact Erin or Lori at 218-444-3541 or www.bemidji.org for information on the Bemidji
Chamber events, memberships, and community information.

Bemidji Downtown Alliance
The Bemidji Downtown Alliance is made up of a diverse group of business owners, non-profit
leaders and other interested individuals who initiate and work on a variety of projects
to promote and enhance Downtown Bemidji. Contact them at info@bemidjidowntown.com or
visit their website at www.bemidjidowntown.com.

Department of Employment and Economic Development (DEED)
DEED programs promote business recruitment, expansion, and retention; international trade;
workforce development; and community development. Contact Dave Hengel at Greater Bemidji/
LaunchPad to explore whether these State programs can assist your business, 218-444-5757 or
dhengel@greaterbemidji.com. DEED’s website is www.mn.gov/deed/business/.
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Red Lake Nation – 4-Directions Development
Education, technical assistance, and financing available to tribal members interested in starting
a business. Contact Sharon James, Small Business Development Manager at 218-679-1456 or
sjames@redlakenation.org and visit their website https://www.4directionsdevelopment.com/.

Leech Lake Financial Services
Now a Certified Community Development Fund, LLFS provides tribal members pursuing
entrepreneurial opportunities with coaching, education, and financial resources. Visit their
website at www.llfinancial.org, call 218-339-3940 or email info@llfinancial.org.

Paul Bunyan Communications
This regional telecommunications cooperative has a revolving loan fund for small business
lending targets to businesses in its service area of Beltrami, Cass, Hubbard, Itasca, Koochiching,
and St. Louis counties of Minnesota. Loans are for startups as well as expansions. For more
information contact Tiffany Fettig at 218-444-5758 or launchpad@greaterbemidji.com.
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‘Office Hours’
LaunchPad Business Mentors
Mike Smith

Past owner of MJB Home Center and Cenex Coop executive for 21
years. Strengths in finance and business operations.

Lew Crenshaw

Retired executive of DuPont Corporation (chemical engineering
background) Experience in business planning, market positioning,
and market development.

Jim Bensen

President Emeritus of Bemidji State University, past president of
the Dunwoody College of Technology and Dean of the School of
Industry and Tech at U of W-Stout. Dr. Bensen has a passion for
innovation and the future and all the possibilities it holds.

Jack Buhn

Co-founded several fiber optic technology companies and
currently owns Moose Lake Resort.

David Olderman

Former owner of the Cleveland Cavaliers, investment banker on
Wall Street, and investor in many businesses over the years.
David provides high level expertise in business planning.

Jeanne Edevold Larson

Executive Director of Northern Dental Access Center. Strengths in
strategic planning, grant writing, operational management.

LaVon Dennistoun

Retired executive now calling Bemidji home. LaVon has broad
business knowledge spending much of her career in the telecom
industry. She is a former SCORE consultant, Minneapolis chapter
President.

Kevin Erpelding

Growing up as a farm boy, Kevin learned the value of hard work.
He has many years of experience in running his own businessmanaging employees, lender relationships, and the bottom-line.
His integrity is top-notch and his demeanor is no-nonsense.

Paul Thorne

An alum of BSU, Paul has extensive experience running all facets
of small business with a deep knowledge in the fishing and marine
industry. As a business consultant Paul worked on turning around
poor performing companies and developing strategic exit plans.

More to come …
Contact the LaunchPad : Tiffany Fettig, LaunchPad Coordinator to connect with a LaunchPad
mentor Email: Launchpad@greaterbemidji.com Phone: 218-444-5757
4

SBDC Consultants

Grant Oppegaard

Grant is a previous CEO of Genmar Holdings and has vast
experience owning and managing companies. Assists in start-ups,
strategic management, financial analysis, employee relations.
-A the LaunchPad every Monday afternoon-

Deb McGregor

Deb has many years of experience working in the areas of
marketing and development. Deb is also a Certified Professional
Co-active Coach (CPCC) through the Coaches Training Institute.

Dana Schnortz

Dana has an MBA from the University of Phoenix and teachers
business classes at Oak Hills Christian College. He specializes in
business plan development.

Curt Walczak

Curt has been a business consultant for over 15 years with the
UMD Center for Economic Development. His expertise is in the
areas business plans, financial projections, website analysis,
search engine optimization.

Gavin Herrera

He graduated from Bemidji State University with an emphasis in
business management. In addition to the SBDC he started an
equipment lease finance company with his father in 2008.

Colleen Falk

With years of personal business experience, Colleen is a valuable
resource for business information and as a sounding board for
ideas, strategies and plans. She owns her own consulting firm,
teaches business classes, and is happy to be back consulting for
the SBDC. - At LaunchPad every other Tuesday afternoon.

Contact the SBDC at 218-755-4255 or www.nwsbdc.org . (click Free Consulting tab in the upper
right corner and register)
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A weekly gathering of entrepreneurs, advisors, mentors,
and community folks interested in supporting a
start-up culture in the Bemidji area.
Listen to entrepreneurs pitch ideas for a new business or different
direction for their existing business. Hear their challenges and provide
feedback to help move them forward successfully.
Every Wednesday morning from 8:00-9:00 am at the LaunchPad
In the Historic Mayflower Building
102 1st Street West, Bemidji
Everyone is welcome, no membership, open casual format…
For more information— facebook.com/launchpadbemidji/
Facebook.com/groups/bemidjientrepreneurs/
www.launchpadbemidji.com or call 444-5758
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Entrepreneurial Skill Self-Assessment
Skill

Not Developed

Beginner

Quite Capable

Very Capable

Creative thinking
(I find new ways to solve problems)









Planning and research
(I know how and where to find
information and how to use it.)









Decision making
(I study my option, then decide)









Organization
(I set priorities and organize to
achieve them)









Communication (oral)
(I speak and present clearly
and effectively)









Communication (writing)
(I produce accurate, clear,
error-free writing)









Team building
(I know how to assemble, motivate,
and empower an effective team)









Marketing (selling)
(I know how to sell and can
describe what selling involves)









Financial management
(I know how to manage cash
flow and how to read a bottom line)









Record keeping
(I can identify and use business forms;
file and record financial transactions)









Goal setting
(I set and work toward short-,
medium-, and long-term goals)

















Business management
(I can manage people effectively,
delegate responsibility, and answer
for the bottom line
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10 REASONS TO WRITE A BUSINESS PLAN
1. Clarity
Writing a business plan allows you to think more clearly about what you are doing and where you
are going. It is like a road map.

2. Gain a Deep Understanding of Your Market
Research into your industry helps you understand how your business will fit into it.

3. Organization
Writing a business plan will help you stay organized and remain on track. Without a plan, a
business can easily get off track, resulting in less than expected revenues and/or higher than
anticipated expenses.

4. Practice Makes Perfect
The exercise of thinking through a business plan is a valuable one that forces you to consider
things you may not have otherwise.

5. Confirm the Math
A lot of ideas sound great in theory until you sit down and put numbers down on paper. Running
financial projections with realistic scenarios is valuable to determine if the business is likely to be
financially sustainable with profitability at a level you desire.

6. Iron out the Possible Kinks
Your business plan should force you to validate your idea, product/service, and target market. It
walks you through performing your own due diligence, allowing you to identify problem areas
along the way.

7. Foster Alignment
A written business plan is valuable to align you, your team, lenders, investors, and even
employees with the same vision for the company and the strategies to accomplish the goals.

8. Hold Yourself Accountable
A business plan forces you to create a long term vision and strategy for your business. Once on
paper it can serve as a guide to allow you to track your progress and hold yourself accountable for
the future.

9. Know Your Message
The business plan process helps you speak concisely and consistently about your company
whether it’s to a customer, vendor, lender, or investor.

10. Establish Benchmarks
It can be a valuable tool. Where did your business exceed expectations? In what areas did your
strategies fall short? Is there a need to reassess strategies to reach financial goals?
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The Business Plan
The Cover Sheet




Identify the business and the document.
Identify the location and telephone numbers of the business or where the principals can be
reached.
Identify the person who wrote the business plan.

Statement of Purpose







Who is asking for the money?
How much money is needed?
What is the money needed for?
How will the funds benefit the business?
Why does this loan or investment make business sense?
How will the funds be repaid?

Section One: The Business
A. Description of Business
 What business are you in?
 What is the status of the business? (Startup, expansion, takeover)
 What is the business form? (Proprietorship, Partnership, Corporation)
 Why is your business going to be profitable? (Or continue to grow)
 When will (did) your business open?
 What hours of the day and days of the week will (are) you in operation?
 Is your business seasonal?
B. Product/Service
 What are you selling? (Not “what are your products or services?”)
 What are the benefits (as opposed to the features) of what you are selling?
 How do your products and/or services differ from competing products and/or services?
 If your product is new or state-of-the-art or otherwise unique, what makes it different or
desirable?
 If your product or service line is not special, why would people buy from you?
C. The Market
 What are your markets?
 Which ones are buying from you now?
 What products are they buying?
 Who are the people who are buying from you?
 How would you characterize your markets? (Growing, steady, declining)
 Why do these people buy from your company?
 What are they buying from you? On what cycle?
 How can you find more buyers like these?
 What is the size of your market?
 What percent of each market do (or will) you have?
 What is each market’s growth potential?

9

D.

E.

F.

G.

H.

 As each market grows, will your share increase?
 Is the market competition or not? If not, why not?
 How will you attract and keep these markets?
 How can you expand your markets?
Location of Business
 Where are you located?
 What are the physical features of your building? What should you have?
 Do you lease or own your space?
 What renovations are needed, and how much will they cost?
 Does zoning in your area permit your kind of business?
 What other kinds of businesses are in your area?
 Why did you pick this site over others?
 Why is this the right location for your business? Where should it be?
 How will this choice of location affect your operating costs?
 Are any demographic or other market shifts taking place?
The Competition
 Who are your nearest competitors?
 How is their business? (Steady, increasing or decreasing)
 How are their operations similar and dissimilar to yours?
 What have you learned from watching their operations?
 How will your operation be better than theirs?
Management
1. Personal history of the principals
 Who is on the management team?
 What is your business background?
 What management experience have you had? Experience in this type of business?
 What education (including both formal and informal learning experiences) has a bearing on
your managerial abilities?
 What are your ages, special abilities, interests, and reasons for going into business? Where do
you currently live and where have you lived, etc.?
 Are you physically up to the job?
 Why are you going to be successful in this venture?
 What is your personal financial status?
2. Duties and responsibilities
 Who does what?
 Who reports to whom?
 Who makes final decisions?
Personnel
 What are your current needs?
 What skills will your employees need in the near future? In five years?
 What are your plans for hiring and training personnel?
Application and Expected Effect of Loan
 How much money do you need?
 For what purposes will it be used?
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I.

Summary
 Summarize ideas developed in the preceding sections.
 Make sure the different parts of the analysis make sense, support each other logically and
coherently, and project probable success.

Section Two: Financial Data
List additional financial documents to be found in the Exhibits section.
A.
B.
C.
D.
E.

Sources and Uses of Funds
Capital Equipment List
Balance Sheet
Break-Even Analysis
Projected Income Statement
1. Three Year Summary
F. Cash Flow Projections
2. Three Year Summary
G. Owners Personal Financial Statement
H. Historical Records (Balance Sheets, Income Statements and Tax Returns for past 3 years)
I. Summary



Explain basic assumptions used in their preparation.
Provide other comments necessary to understand the documents.

Section Three: Financial Proposal


Explain fully your proposal to the lender.

Section Four: Exhibits (as required and/or appropriate)
Section Five: Supporting Documents


For example: Brochures & advertising materials, industry studies, blueprints & plans, maps, and
photos of locations, magazine or other articles, lists of equipment owned or to be purchased, copies
of lease & contracts, letters of support from future customers, other materials which support the
assumptions in this plan.
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Marketing Plan
Courtesy of the Northwest Small Business Development Center

Tips for creating a strong Marketing Plan:









Research, research, research. Take time to engage in primary research. Primary research
includes things such as sitting outside your proposed location and counting cars or people who
walk by, go through the yellow pages, and search for possible competitors, or doing surveys with
focus groups.
Utilize resources available to do secondary research. Secondary research activities include using
resources that are already published such as trade journals, newspapers, magazines, census data,
and community profiles. Most librarians are happy to help you navigate the resources. Seek out
a business library at your local college or university.
Be specific as possible: give statistics, numbers, and sources-use facts, not opinions.
Look for trends in your area and industry.
Know your competitors – both direct and indirect.
Understand the demand for your product or services. What is it comprised of? Who and Why?

Executive Brief
Provide an overview of your marketing strategy. This should be written LAST. It is a brief overview of
your marketing plan – an elevator pitch per se. You will elaborate in the individual sections of the overall
marketing plan.
Purpose and Overview
Give an overview of your industry. Use this section to think about why you are writing your marketing
plan.
 What are some facts about your industry?
 What is the size of your market? (# of customers, $ sold, units sold, # of competitors)
 What are the trends in your industry?
 What is the growth potential?
 How could the following affect your business: technology changes, economy, government
regulations, and production changes?
 Am I introducing a new product? If so, how and does it fit with my current business?
 Am I expanding to a new location?
 Will this venture/addition/expansion be successful? Why?
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Product/Service
This is your opportunity to discuss in detail the product/service you will be offering and/or adding. Think
about all aspects of your product – be specific and include particulars. Be sure to think about your
product not only from your perspective, but also from that of your customer.
 List all of your products/services and list the most important/unique features of each.
 Will you provide extra services to your customers (delivery, gift wrapping/support)?
 How and where will you make your good/service?
 Why do you want to provide this good/service?
 How will you label your product?
 What weaknesses do you see in your product?
 Are your sales of certain products/services seasonal?
 What kind of inventory will you keep on hand and how will you track it?
 List features and benefits of your product/service. Features tell, but benefits sell.
o Feature: a factual statement about the product or service being promoted. They are
characteristics that physically describe your product.
o Benefit: A benefit answers the question “What’s in it for me?’ This means that the
feature provides the customer with something of value to them. Benefits describe how
the product or service will actually help the customer solve his or her problem.

Customers
Discuss who your customers are here. It is essential that you understand who your customers
are, as it will tie in with your location, marketing, and employees.









Who are your target customers? Construct a profile consisting of demographics such as age,
gender, location, income level, occupation, education, and any other pertinent factors. If you
have more than one target, list them in order of greatest profit to your business.
What insight do you have as to where your customers are located and how far they will travel to
get your product/service?
How do your customers like to be approached and sold to?
How did you get this information?
What factors may affect the purchasing of your product (season/price/availability/emotional
factor)?
Who is/will be your most profitable customer? Why?
How will your target market find you? How will they research you?

Distribution
Explain how you will get your good/service to your customer.





What is the most effective way to get your product/service to your customers?
Do you have a need for warehousing/distribution/satellite center?
Should you travel to your customer instead of them coming to you?
What e-business opportunities have you researched?
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Competition
Take a long look at any other businesses that currently offer the product/service that you want
to sell. Complete the SWOT and PEST analyses.


Who are your competitors? List them individually and give descriptions on how you compare with
them. Include things such as price, quality, service, reputation, location, sales methods,
advertising, and name recognition. It is often helpful to create a simple chart, such as the one
below, to complete this portion.
Competitor Pricing
Quality
Service
Reputation
Location
Sales
Methods
Name #1
Name #2





Explain if your competitors operate differently than you do.
How do your competitors market/advertise and how does that compare with your tactics?
What is your competitive edge over the others? Don’t just say ‘better service’ or ‘lower price’,
think critically on what will distinguish you from them. Lower price and better service will not
win, gain, or retain customers.
SWOT (Strengths, Weaknesses, Opportunities, and Threats) Analysis – SWOT analysis is a
powerful tool that can help uncover opportunities that you are poised to take advantage of.
Through understanding the weaknesses of your business, you ensure that you won’t be caught by
surprise and you can start to develop a plan to improve them. It is important to have
contributions of others when doing this analysis. Your customers or partners may not see the
same things that you do.
o INTERNAL VIEW – Look internally to your business for these items. Examples could
include things such as culture, image, employees, experience, brand, financial, resources,
location, or patents.
 Strengths – What advantages do you have? What do you do better than anyone
else? Why do you get the sale over your competitor?
 Weaknesses – What could you do better? What causes you to lose sales? Do you
lack in marketing experience?
o EXTERNAL VIEW – Look externally for items in this section. Examples could include things
such as customers, suppliers, economy, competition, political environment, technology,
trends.
 Opportunities – Is there a trend that is causing an opening in your market? Are
you poised to take advantage of new technology? Is there another store locating
near you that will have an additional draw of your target customer?
 Threats – Have you missed the boat on something that your competitors are
already doing? Are there new government regulations that will hinder your
business? Is there a new competitor opening their doors in your area?
Another similar tool is called PEST (Political, Economic, Social, and Technological) Analysis. This
examines again the external factors that could influence your business.
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o

o

o

o

Political – They define both the formal and informal rules that a business must abide by.
Examples could include tax policy, employment laws, political stability, or environmental
regulations.
Economic – these are factors that affect the ability of potential customers to purchase
your product/service as well as the cost of capital for a business. Examples include
economic growth or recession, interest rates, or exchange rates.
Social – Such factors include demographics and cultural mix of your customers. This
affects demand for your product/service. Examples may include the health consciousness
of our customer base, population growth in your location, career aspirations of your
customers and their emphasis on the safety of products.
Technological – Such factors can affect your decision to outsource or produce on your
own. Technology can lower the barriers to enter into a business. Examples include R&D,
automation, and technological change or incentives.

Pricing
Clearly lay out your costs and your pricing.








What is your cost of goods (for each product you offer) and how was it figured?
What kind of profitability will each product deliver?
How does your pricing compare with industry standards? Higher/Lower?
If your pricing is higher, why should people pay more for your product?
If lower, why?
How important is price for your target market?
What role does your pricing play within your marketing strategy?

Actions to take
Take this section to really review your marketing plan. Do not be brief or give generalizations.














Describe your overall marketing strategy.
How much money will you allocate towards your marketing budget? As a rule of thumb, 2% of
gross sales should be spent on marketing?
What kind of media will you use? Radio, TV, newspaper ads, direct mail, social media,
telemarketing, word of mouth, flyers, posters, events, website/internet, other.
How have you determined what kinds of advertising you will do?
Will you offer promotions as part of your marketing strategy? What kind of promotions and why?
Remember – promotion doesn’t mean discount.
If using discounts – what kind, how deep, how often will they be used?
Will you market for specific products or for your business as a whole?
How does the profit marking of a specific product relate to how you market for it?
How do your chosen types of advertising fit with your target customer?
Do you have any special marketing targeted at repeat customers?
How/what will determine your return on investment (ROI)?
How will you evaluate your efforts? How often?
What will you consider to be ‘successful’?
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Business Financing Options
Myth – “There are grants for small businesses.”
Grants for for-profit businesses are extremely rare and are usually tied to specific industries in the agricultural value
added or bio-energy fields and should never be relied on to finance your business. Special classes such as women,
minority, veterans, and those with disabilities may benefit from specific loan programs, but grants are few and far
between.

Myth – “A bank will finance 100% of my start-up costs.”
Lenders will require you have some ‘skin in the game’. You cannot expect to borrow all the money you need to open
your business. Depending on the type of business, the collateral being offered, the business plan, your credit history
and personal balance sheet, a lender will likely require anywhere from 10 to 50% owner contribution.

Myth – “Lenders are only in business to make money.”
Banks are typically for-profit enterprises, just like your proposed business, so yes to stay in business they need to
make money and so do you. Lenders have a vested interest in seeing you succeed. Most banks are by nature very
community-minded and want to see their community and businesses thrive. Think of your banker as a business
partner.

The below list is not all-inclusive but provides you with the most common way entrepreneurs fund their businesses.
Keep in mind it will likely take a combination of these sources to pull the needed financing together.

Owner’s equity/cash savings – Some level of savings will be necessary as mentioned above.
And for small businesses without a lot of capital requirements, it is possible to pool your
resources to start your business without outside assistance.

Family and/or friends – They are often the most eager to help you out. It is important to
clearly understand the expectations of those giving you money. Put it in writing!

Investors/partners – Maybe family or friends, but not necessarily. Again, document the
expectations on both sides. This may impact what business structure is established.

Traditional bank loans – Your business plan must convince the banker you are a good credit
risk. It’s ok to shop around.

Federal loan programs (SBA or USDA) – Most banks offer these programs. Typically, the
loans provide attractive fixed rate loans over a long term and often require less equity
contribution.

Gap loan programs – This is a local option similar to the Federal loans. They feel the gap
between a bank’s financing ability and the owner’s contribution. Tiffany Fettig helps to
administer many of the gap programs in the region. Contact her for more information.

State business loan programs – The MN Department of Employment and Economic
Development as an array of financing programs available to businesses. Contact LaunchPad staff
to determine whether there’s a program right for you.
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Seller financing – If you are purchasing an existing business, real estate or equipment the
seller may be interested in contributing to the overall financing package. Be sure to involve an
attorney to review documents and protect your interest.

Crowd-funding – A somewhat new internet-based option for businesses, crowd-funding has
been used to fund a wide range for-profit entrepreneurial ventures, such as artistic and creative
projects, or community-oriented social entrepreneurial projects. It may be worth exploring for
the right business. Commonly used sites include Kickstarter, SmallKnot, RocketHub, and many
more.

Angel funds/Venture Capital – If your business has high growth potential, is very innovative,
and scalable equity groups may have interest in investing. This is an option for those rare gems.
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BANK DOCUMENT CHECKLIST
Documents typically requested by a commercial lender along with the application.



Sources & Uses – list of project costs and proposed funding sources



Executive Summary & Business Plan



Three Years Company Tax Returns and Financial Statements (Balance Sheet/Income Statement)



YTD Internal interim statement for company



2-5 years Cash Flow Projections & Assumptions



Copy of the Purchase Agreement- Survey, List of Improvements



List of existing Equipment and any new equipment to be purchased



Appraisal – if available (bank will typically order their own appraisal)



Personal Financial Statement - All Owners with 20% Ownership



Environmental Checklist (If required by bank and if purchase of real property)



Personal Resume - All Owners with 20% Ownership



Affiliate Companies - All Owners with 20% Ownership



Franchise Agreement (If applicable)



Company Articles of Incorporation & By-Laws



Copy of Drivers Licenses - All Owners with 20% Ownership



Copies of any Leases



Current Business Debt Schedule
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The 5 C’s of Credit
Character:
Character refers to the integrity of the business’s management and its reputation within the
industry and community. In addition to reviewing the business’s history and payment patterns,
lenders will take note of the business owner’s FICO score and details of their personal credit
record to gain insight on how they will manage the business financially.

Collateral:
Also called security, collateral provides a secondary source of repayment in case of default.
Collateral is not necessary for unsecured lending products. When it is required, collateral can
include personal assets (such as CDs or investments) or business assets (such as real estate,
inventory, equipment or accounts receivable). Collateral doesn’t replace good payment history
or the ability to handle the proposed debt level, since liquidating collateral often results in a loss
to the financial institution.

Capital:
An owner with a significant investment of personal capital in a business is likely to do everything
in their power to make that business successful. The more of the owner’s money that is invested
in the business, the more comfortable a lender will feel that the business owner is committed to
succeeding. A business owner with assets that can be converted into cash in case of sudden
downturn in revenue will be better able to operate their business and repay their debt. A lender
will want to see that the assets of the business sufficiently exceed its liabilities, and understand
how quickly and easily those assets could be turned into cash.

Conditions:
Conditions are the internal and external economic factors affecting the ability of a business to
repay a loan, as well as the intended use of the loan. Proposed legislation or government
regulations, existing liabilities and commitments, industry trends, customer base, and
competitors are all examples of conditions. How sensitive a business is to the external economic
climate can be an important indicator of its ability to survive and thrive.

Capacity:
Capacity is the ability to repay the loan given other pre-existing loans or payment obligations.
Profitability and cash flow are essential components. A business must have positive cash flow
sufficient to allow the business to meet both short-term as well as long-term commitments. A
lender will carefully consider the cash flow of the business to gauge the probability and timing of
repayment.
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PERSONAL FINANCIAL STATEMENT
Statement Date:
Personal Information
Name:
Address:
City, State Zip:
Home Telephone:

SSN:
Birthdate:
Dependents:
Business Telephone:

Section I
ASSETS
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

Cash on Hand & in Banks
Cash Value of Life Insurance
U.S. Gov. Securities
Other Marketable Securities
Notes & Accounts Receivable - Good

$

-

Other Assets Readily Convertible to Cash - Itemize

TOTAL CURRENT ASSETS
Real Estate Owned
Mortgages & Contracts Owned
Notes & Accounts Receivable - Doubtful
Notes Due from Relatives & Friends
Other Securities - Not Readily Marketable
Personal Property
Other Assets - Itemize

TOTAL ASSETS

$

-

$

-

ANNUAL INCOME
Salary, Bonuses & Commissions
Dividends & Interest
Rental & Lease Income (Net)
Other Income - Itemize
Other Persons Salary, Bonuses & Commissions
Other Income of Other Person - Itemize
Total $

-

GENERAL INFORMATION
Are any Assets Pledged?
No
Yes
Are you a Defendant in any Suits or Legal Actions?
(Explain)
Have you ever been declared Bankrupt in the last 10 years?

No

Yes

No

Yes

(Explain)

21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40

LIABILITIES
Notes Due to Banks
Notes Due to Relatives & Friends
Notes Due to Others
Accounts & Bills Payable
Unpaid Income Taxes Due - Federal State
Other Unpaid Taxes & Interest
Loans on Life Insurance Policies
Contract Accounts Payable
Cash Rent Owed
Other Liabilities Due within 1 Year - Itemize

$

-

-

TOTAL CURRENT LIABILITIES
Real Estate Mortgage Payable
Liens & Assessments Payable
Other Debts - Itemize

$

-

TOTAL LIABILITIES
Net Worth (Total Assets - Total Liabilities)
TOTAL LIABILITIES & NET WORTH

$

-

$

ESTIMATE OF ANNUAL EXPENSES
Income Taxes
Other Taxes
Insurance Premiums
Mortgage Payments
Rent Payable
Other Expenses
Total $

-

CONTINGENT LIABILITIES
As Endorser, Co-maker or Guarantor- Yes
On Leases or Contracts
Legal Claims
Federal - State Income Taxes
Other -

Section II
A CASH IN BANKS AND NOTES DUE TO BANKS
Name of Bank

Type of Account

Type of Ownership

Cash on Hand
TOTALS $

On Deposit

Notes Due Banks

-

$

COLLATERAL (If any)
& Type of Ownership

-
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SECTION II (Continued)
B LIFE INSURANCE

Company

(List only those Policies that you own)

Face of Policy

TOTALS

Cash Surrender
Value

Policy Loan from
Insurance Co.

$

$

-

O ther Loans
Policy as
Collateral

BENEFICIARY

-

C SECURITIESDESCRIPTIO
OWNED N
Face Value-Bonds Indicate those Not
No. of Shares
Registered in Your
Stock
Name

Type of
O wnership

CO ST

TOTALS

D NOTES AND ACCOUNTS RECEIVABLE
MAKER/DEBTO R

X

When Due

TITLE IN NAME
OF

Description &
Location

X

O riginal Amount

F MORTGAGES AND CONTRACTS OWNED
Mortgage

X

-

Maker Name

$

-

Balance Due Good
Balance Due
Accounts
Doubtful Accounts

$

-

(Indicate by a X if Others have an Ownership Interest)
Present Value of
Date Acquired
O riginal Cost
Real Estate

TOTAL

Contract

$

Market Value
Marketable Sec.

MARKET VALUE Not Readily
Marketable SECURITIES

$

Amount Pledged to Secured Loans

-

(Money Payable or Owed to You Individually-Indicate by a X if Others have an Ownership Interest)

TOTALS

E REAL ESTATE OWNED

Market Value U.S.
Gov. Sec.

$

$

-

Bal. Due Notes
Rel. & Friends

$

Security (if any)

-

MORT GAGE OR CONT RACT PAYABLE
Amount of Ins.
Carried

-

TOTAL

Bal. Due

$

Payment

Maturity

To Whom Payable

Payment

Maturity

Balance Due

-

(Indicate by a if Others have an Ownership Interest)

Maker Address

Property Covered

Start Date

TOTALS

$

-

G PERSONAL PROPERTY (Indicate by a X if Others have an Ownership Interest)
DESCRIPTIO N

X

Date When New

Cost When New

TOTAL

H NOTES

Value Today

$

Balance Due

To Whom Payable

-

(Other than Bank, Mortgage and Insurance Company Loans)

PAYABLE TO

O ther O bligors (if
any)

When Due

TOTALS

Notes Due
'O thers' (Not
Banks)

Notes Due To Rel.
& Friends

$

-

$

-

Accounts & Bills
Payable
Contracts Payable

$

-

$

CO LLATERAL (if any)

-

For the purpose of procuring credit from time to time, I/We furnish the foregoing as a true and accurate statement of my/our financial condition. Authorization is hereby
given to the Lender to verify in any manner it deems appropriate any and all items indicated on this statement. The undersigned also agrees to notify the Lender
immediately in writing of any significant adverse change in such financial condition.

Signature:

Signature:

Date:
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Projected Monthly Income Statement
Revenues
Gross Sales
Less: Cost of Goods Sold

Gross Profit
Expenses
Accounting
Advertising
Bad Debts
Bank Charges
Commissions
Contract Labor
Credit Card Services
Depreciation
Donations
Due & Subscriptions
Education
Electricity
Employee Benefits
Freight
Garbage
Gasoline & Oil
Heat
Insurance
Internet
Interest (Loan payments)
Meals & Entertainment
Miscellaneous
Office Supplies
Outside Services

Parking
Payroll
Payroll Taxes (12%)
Permits
Postage
Printing
Promotions
Real Estate Taxes
Refunds
Rent
Repairs/Maintenance
Research & Development
Security System
Shop Supplies
Snow Plowing
Taxes
Telephone
Tools
Training
Travel
Uniforms
Utilities
Vehicles
Website

Total Expenses
Net Income/(Loss)
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Total Uses

Other
Inventory
Goodwill
Working Capital
Total

Equipment
Computers/Printers/POS
Machinery
Tools
Telephone system
Vehicles
Total

Building
Construction costs
Land/Building purchase
Furnitures/fixtures
Décor
Installation
Remodeling
Signage
Landscaping
Soft costs-architect/closing costs
Total

Owners Equity
Loan 1 _________________
Loan 2 _________________
Loan 3 _________________
Other _________________
Other _________________

Total Sources

Uses

Sources
Start-up Costs
Rent Deposit
Insurance premium
Utility deposits
Logo design
Website
Licenses/permits
Lease payments
Supplies
Advertising
Professional fees
Cleaning services
Consulting
Miscellaneous
Contingency (10%)
Total

This is a list of typical costs for a start-up business, modify to your needs.
Total Sources must equal Total Uses.

Start-Up Costs Worksheet
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