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BACK IN BUSINESS a

Builds trust and shows values

Improves Reputation and Brand Loyalty <
Ethical purpose / socially conscious mission

Set targets and strategies to achieve them

Set Objectives and Strategies < Used to measure performance Improves ESG and financial sustainability

Key documents: Sales and Marketing, Business Model Canvas Attracts Investment s

ethicsin
planning

Planet-positive growth
Functions and Importance of Business Plan <

Identify demand and target market size

Assess Market Potential < Identify competitors and barriers to entry Ensures Legal and Regulatory Compliance < Avoids environmental, labour law issues and scandals
Key d Market Analysis, Sales and \ 9
Supports Long-Term Profitability < Future-proofed to changes (e.g., green energy use)
Recog petition, fi staffing)
Identify Potential Risks and Challenges <
Key d Market A Fi Plan, Oj Plans
o
business R

Ia n 1.Start-up Stage < Assesses viability via detailed financial plan
p Access finance (LEOs/investors)
.
Business Model Canvas
Secure further funding
i i . Customer
* 2. Growth and Expansion Stage < S Key Key Activities Value Relationships Customer
Partners Zhe,wfe ‘askg Sutch as | Proposition How the business Segments
Revised pr and updated strategic goals esigning products, . . interacts with customers
Includes suppliers producgng goods,_ Explaina the msin - customer service, Identifies the main
) o marketing, managing reason customers :
delivery companies . : personalised offers, groups of customers
ft iders, stock, customer support | prefer this business to | social media or loyalty the business aims to
T TR T sSoftware pI’OVI ers, and lOngtICS. competitorS, Such as programs. reach based o

Benchmark performance, track output, control costs

manufacturers or

advertising partners.

Key Resources

Includes the people,
equipment, technology,
funding, brand reputation
or intellectual property
required to operate.

better quality, price,
convenience, design,
brand trust or unique
features.

Channels

How the business
communicates, sells and
delivers its product,
such as websites, apps,
social media, physical
stores or retailers.

factors like age,
income, interests or
behaviour.

QOutlines how company operates

Definition < C

Create, deliver, and capture value (economic, social, cultural)

Revenue Streams

The different ways income is generated, such as direct
sales, subscriptions, commissions, advertising or licensing.

Lists the major fixed and variable costs, including rent,
wages, software, materials, stock, delivery and marketing.

Core idea connecting all elements
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Role within Business Plan < S

business model
canvas

Shows income generation and value creation
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o traditional 8.5+
DUSINESS  rereromnmons
— mOd e I s Value: Convenience, product variety, loyalty rewards

Revenue: Commissions or listing fees

Consumer: Low/free access
Marketplace (e.g., Adverts.ie) <
Scalability: Very scalable, grows fast with users

User Engagement: Reviews, ratings, personalisation

Income: Sells goods above production cost
Manufacturing (e.g., White Fox) <

Subscription (e.g., Gym, Sky) <

Value: Access, personalisation, flexible options ST RAVA User Engagement: Customised content, new features
Income: Franchise fees and royalties Revenue: Collects money upfront from many individuals
Franchise (e.g., Supermacs) < ec

Value: Faster growth, uses franchisee capital Consumer: Free to browse; rewards for supporters

based Crowdfunding (e.g. Kickstarter) <
Scalability: Campaigns reach large online audiences
o
Income: Commission on referred sales
— business

Value: Targeted marketing, trusted recommendations

models

Automate tasks, speed up decision-making

Value: Innovation and efficiency via in-house production Revenue: Recurring payments

Consumer: Pay for access/full features

Subscription (e.g., Spotify) <
Income: Recurring fees (monthly/annual) Scalability: Easy to scale globally with low cost

User Engagement: Updates and storytelling build buy-in

Revenue: Advertisers pay per view/click

Consumer: Usually free to use

Artificial Intelligence (Al) and Machine Learning (ML) < Advertising-supported (e.g., YouTube) <
Personalise customer service Scalability: Grows quickly with users and content
8.6
ou u e User Engagement: Algorithms retain users longer
Turn large datasets into insights
Big Data and Analytics <
Predict trends, make smarter decisions
Innovation
Efficiency and Automation
Flexible, on-demand IT services
Digital Technology Drivers Cloud Computing Internal Drivers <
) ) Market Research and Data Analysis

Easy scaling and remote working
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Simplify running online stores

E-commerce Platforms <
Media & Public Image
Reach more customers, reduce costs



