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DEFINITION OF
"STRATEGY"™

Strategy is a set of long-term alternatives to operational and policy goals and

objectives, including the program's action plan, that are determined by taking two important

factors into account: the programme objectives and the environment that influences the

program's implementation.

Samuel Paul



WRITING A BUSINESS PLAN
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What should
a business plan consist of?
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1. Goods or services to be sold.

2. Expected customer groups
3. Strengths and weaknesses of the business to be undertaken

4. Marketing Policy

5. Production method or process Including equipment that must be used
6. Financial numbers Since the expected income, expenses, profits, losses, the

amount of investment required. and cash flows expected to be acquired or used



Making a GOOD PLAN
must answer these questions.

. How clear is the formation of the business? Is it complete?

Is this business worth investing?

. What has been the business's tendency or opportunity for success since its inception?
How competitive is this business in the long term?

. How efficient are the products to be produced?

. How effectively can manufactured products be marketed?

. Method of production and marketing of that product Are there other, more economical alternatives?

N O U A W N R

. How well and appropriately are functions such as production, sales, financial management, and
people management managed?

9. Is the number and quality of required employees sufficient?



Conclusion In the content of the business
plan writing, it should be mentioned
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MARKETING PLAN
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SWOT Analysis

BUSINESS MODEL CANVAS



SWOT Analysis
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Strength Weakness
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Opportunity Threat

Theory Developed by Albert Humphrey, Stanford Research Institute (SRI) in 1970s
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What is

BUSINESS

MODEL CANVAS ?
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Business Model Canvas ™™

Cost Structure Revenue Stream
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YouTube Business Model Canvas: navanmnaias? (WHO)

Customer Relationship
(NMsqQuaanm)

e WiDDSMSIBLIUNASUASUFIKSURTS
VU 1BU LFQUADIUAQLAU / NMISDQ
Playlist / nasoulusou

* WaswAoulnudauisaasvsiela
MKOAuINUdDDSOUaLUaANTKIUDE]
ldUD

®

Channel E
(BovNMLYMSYIYJUMUSNIS)
e 5uUTsA Youtube.com

e lodwalnsu YouTube
e lUwalABU uu Smart TV

Customer Segments

(NauanmMADLAS) [

* WL naununo:)cﬂauu YouTube

J Nasmluam naununaswoua oU
Ihaoacﬂaao YouTube

e Favlyutu: ngunrhssfiouu
YouTube




Business Model Canvas ™

Customer Relationship Customer Segments
(MsqQuagnm) (nduanmAolAs)

Channel

(BooNuMsuigduAIusSMs)

=

Cost Structure Revenue Stream
(RuovsIwEKSDIASLASIVAUNU) (AU WD VSIWIADINSSAD)

=l =




YouTube Business Model Canvas: moa:ls? (WHAT)
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Business Model Canvas ™

Cost Structure Revenue Stream
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YouTube Business Model Canvas: mogivois? (HOW)
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YouTube Business Model Canvas: AuAKsSali? (WHAT)
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MARKETING STRATEGY



Marketing
Mix
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PLACE Distribution location or how to sell where is the product displayed?
How will it be delivered to customers?

@ Product sales place format or service
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® Shop location
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PRICE
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20 Market Price Setting

PRICE
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FINANCIAL PLAN
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Key Partners & Key Activities Value Propositions ﬁ Customer Relationships ' Customer Segments ’

Key Resources Channels

Cost Structure Revenue Streams
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