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 4 Developing the  
Global Business Plan

Profile: Fion Lin and C. A. Lin

koSmo

Fion Lin and C. A. Lin are unlikely entrepreneurs. the pair—who share 
the same surname but are not related—gave up well-paying careers in the 
venture capital industry to launch a chain of what they call wellness cafes 
in a part of the world where junk food seems to reign supreme.

“We strongly believe that wellness is going to be the next big thing,” Mr. 
Lin said. “If we position ourselves right, we can take advantage of the inevi-
table boom in the wellness industry as baby boomers get older and Genera-
tion X becomes more aware of what they eat and drink.”

After 2 years of market research and feasibility studies, Mr. Lin, who is 
chief executive, and Ms. Lin, who is president and chief operating officer, 
discovered a market for healthy food that could be served quickly, con-
sumed in comfortable surroundings, and sold at affordable prices. they set 
up Kosmo, testing the waters with an outlet in Shenzhen. this was followed 
by a two-story location at a busy street corner in Lan Kwai Fong, where a 
series of businesses had failed in recent years. two years later, there are 
three outlets of Kosmo in Beijing, four in hong Kong, and five in southern 
China. the company opened �0 outlets between 2007 and 2008 and will 
move into overseas markets in the next 5 years.

“Our short-term target is to become the number one wellness lifestyle 
brand in China,” Ms. Lin said. “In the longer term, we want to become the 
leading wellness lifestyle brand globally.”

Mr. Lin said raising cash to fund the venture had never been a problem. 
“It wasn’t that difficult to raise money for Kosmo,” he said. “there is money 
out there, but you have to be different and not a copycat, and you have got 
to identify a market gap and then fill it.”
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The pair started by holding informal talks with people they had met to 
find out whether anyone shared their values. They then put together a busi-
ness plan with revenue models and projections of how those models could 
support sustainable business growth. They made formal presentations to the 
people they had identified as having the most potential, and 90% came  
on board.

When it comes to financing start-ups, banks in Hong Kong are reluctant 
to lend money to entrepreneurs without a good track record. Apart from 
putting their own money into a venture, new business owners can consider 
borrowing money from family and friends, which is known as bootstrap-
ping. They can also look for angel investors—successful businessmen will-
ing to invest in a new enterprise. Venture capitalists—companies that fund 
new enterprises with considerable growth potential—are another option. 
“Venture capitalists are usually looking for something to invest in for 3 to 4 
years,” said Hanson Cheah, managing partner at AsiaTech Ventures. 
“Because of the risk they are taking they would expect a very large return. 
They would want their investment to grow four times in 4 years.”

Many people approach venture capitalists with innovative ideas, but they 
need a viable business plan if they want to be taken seriously. In addition 
to having a competitive edge in a growing market, they should have a man-
agement team with the right potential. Most important, there needs to be 
significant room for growth and that is what Mr. Lin and Ms. Lin got right. 
“Venture capitalists wouldn’t be interested in a restaurant, but they would 
be interested in a chain of restaurants,” Mr. Cheah said. “Unless the busi-
ness can grow at between 20% and 30% per year, most investors would  
not be interested and it is unlikely that a single outlet could sustain that kind 
of growth.”

www.kosmoliving.com

Chapter Objectives

	 1.		 To	know	the	internal	and	external	purposes	of	a	global	business	
plan.

	 2.		 To	be	able	to	identify	all	the	parts	of	the	business	plan	and	their	
purposes	for	each	department	or	organizational	function	of	the	
company.

	 3.		 To	understand	how	each	audience	of	stakeholders	will	use	the	plan	
and	which	section	will	be	each	stakeholder’s	key	focus.

	 4.		 To	be	able	to	draft	a	global	business	plan	from	the	outline	and	
sample	provided.

	 5.		 To	be	able	to	monitor	and	improve	the	business	plan.
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Introduction

in	today’s	highly	competitive	business	environment	there	is	perhaps	noth-
ing	more	important	than	planning	and,	specifically,	developing	a	business	
plan.	in	any	organization	there	are	many	different	types	of	plans—finan-
cial,	human	resource,	marketing,	production,	and	sales.	These	plans	may	
be	short	term	or	long	term,	strategic	or	operational,	and	may	vary	greatly	
in	scope.	in	spite	of	the	differences	in	scope	and	coverage,	each	plan	has	a	
common	 purpose:	 to	 provide	 guidance	 and	 structure	 on	 a	 continuing	
basis	for	managing	the	organization	in	a	rapidly	changing	hypercompeti-
tive	environment.

Purpose of a Global Business Plan

Given	 the	 hypercompetitive	 environment	 and	 the	 difficulties	 of	 doing	
business	outside	your	home	country,	a	global	business	plan	is	an	integral	
part	of	strategically	managing	an	organization.	What	is	a	global	business	
plan?	A	global	business	plan	is	a	written	document	prepared	by	the	entre-
preneur	and	the	team	that	describes	all	the	relevant	external	and	internal	
elements	in	going	global.	By	describing	all	the	relevant	external	and	inter-
nal	elements	involved	in	starting	and	managing	a	global	organization,	the	
business	plan	integrates	the	functional	plans	such	as	finance,	marketing,	
and	organizational	plans,	thereby	providing	a	road	map	for	the	future	of	
the	organization.

often	a	global	business	plan	is	read	by	a	variety	of	stakeholders	and	can	
have	several	different	purposes.	it	needs	to	be	comprehensive	enough	to	
address	the	issues	and	concerns	of	advisors,	bankers,	consultants,	custom-
ers,	 employees,	 investors,	 and	 venture	 capitalists.	 it	 can	 also	 have	 such	
purposes	as	to	obtain	financial	resources,	obtain	other	resources,	develop	
strategic	alliances,	or	provide	direction	and	guidance	for	the	organization.	
Although	a	global	business	plan	can	serve	several	purposes,	its	most	fre-
quent	use	is	to	obtain	financial	resources.	Bankers,	investors,	and	venture	
capitalists	will	not	take	an	investment	possibility	seriously	without	a	com-
prehensive	global	business	plan.	Some	will	not	even	meet	with	an	organi-
zation	 without	 first	 reviewing	 the	 organization’s	 business	 plan.	 A	
well-developed	global	business	plan	is	 important	because	it	(1)	provides	
guidance	to	the	entrepreneur	and	managers	in	decision	making	and	orga-
nizing	the	international	direction	of	the	company,	(2)	indicates	the	viabil-
ity	of	an	organization	in	the	designated	global	market(s),	and	(3)	serves	as	
the	vehicle	for	obtaining	financing.
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Opportunity Analysis Plan

Each	 and	 every	 innovative	 idea	 and	 opportunity	 should	 be	 carefully	
assessed	by	the	global	entrepreneur.	one	good	way	to	do	this	is	to	develop	
an	opportunity	analysis	plan.	An	opportunity	analysis	plan	is	not	a	busi-
ness	plan,	as	it	focuses	on	the	idea	and	the	market	(the	opportunity)	for	
the	idea—not	on	the	venture.	it	also	is	shorter	than	a	business	plan	and	
does	not	contain	any	formal	financial	statement	of	the	business	venture.	
The	 opportunity	 analysis	 plan	 is	 developed	 to	 serve	 as	 the	 basis	 for	 the	
decision	to	either	act	on	the	opportunity	or	wait	until	another	(hopefully	
better)	opportunity	comes	along.	A	typical	opportunity	analysis	plan	has	
four	 sections:	 (1)	 a	 description	 of	 the	 idea	 and	 its	 competition,	 (2)	 an	
assessment	of	the	domestic	and	international	market	for	the	idea,	(3)	an	
assessment	of	the	entrepreneur	and	the	team,	and	(4)	a	discussion	of	the	
steps	needed	to	make	the	idea	the	basis	for	a	viable	business	venture.

THe iDea aND iTS comPeTiTioN

This	 section	 focuses	 on	 one	 of	 the	 major	 areas	 of	 the	 opportunity	
analysis	plan:	the	idea	itself	and	the	competition.	The	product	or	service	
needs	to	be	described	in	as	much	detail	as	possible.	A	prototype	or	sche-
matic	of	the	product	 is	helpful	 in	fully	understanding	all	 its	aspects	and	
features.	 All	 competitive	 products	 and	 competitive	 companies	 in	 the	
product	(service)	market	space	need	to	be	identified	and	listed.	The	new	
product/service	idea	should	be	compared	with	at	least	three	competitive	
products/services	 that	 are	 most	 similar	 in	 filling	 the	 identified	 market	
need.	This	analysis	will	result	in	a	description	of	how	the	product/service	
is	different	and	unique	and	will	indicate	its	unique	selling	propositions.	if	
the	 idea	 does	 not	 have	 at	 least	 three	 to	 five	 unique	 selling	 propositions	
versus	competitive	products/services	on	the	market,	the	entrepreneur	will	
need	 to	 even	 more	 carefully	 examine	 whether	 the	 idea	 is	 really	 unique	
enough	to	compete	and	be	successful	in	the	market.

THe maRkeT aND THe oPPoRTUNiTy

The	second	section	of	the	opportunity	analysis	plan	addresses	the	size	
and	the	characteristics	of	the	market.	Market	data	should	be	collected	for	
at	 least	 3	 years	 so	 that	 a	 trend	 is	 apparent	 for	 the	 overall	 industry,	 the	
overall	market,	 the	market	 segment,	 and	 the	 target	market.	This	 can	be	
done	through	gathering	as	much	secondary	(published)	data	as	possible.	
For	 example,	 if	 you	 had	 an	 idea	 for	 a	 motorized	 wheelchair	 for	 small	
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children	that	was	shaped	like	a	car,	you	would	get	market	statistics	on	the	
health	 care	 industry	 (overall	 industry),	 wheelchairs	 (overall	 market),	
motorized	 wheelchairs	 (market	 segment),	 and	 children	 needing	 wheel-
chairs	(target	market).	This	funnel	approach	indicates	the	overall	industry	
market	size	as	well	as	the	size	of	the	specific	target	market.

Not	only	should	the	size	of	these	markets	be	determined,	but	also	each	
of	their	characteristics.	is	the	market	made	up	of	a	few	large	companies	or	
many	 small	 ones?	 Does	 the	 market	 respond	 quickly	 or	 slowly	 to	 new	
entrants?	How	many	(if	any)	new	products	are	introduced	each	year	in	the	
market?	How	geographically	dispersed	is	the	market?	What	market	need	
is	being	filled?	What	social	conditions	underlie	this	market?	What	other	
products	might	the	company	also	introduce	into	this	market?	What	is	the	
nature	and	size	of	the	international	market?	on	the	basis	of	this	section	of	
the	opportunity	analysis	plan,	the	entrepreneur	should	be	able	to	deter-
mine	both	the	size	and	the	characteristics	of	the	market,	and	whether	it	is	
large	enough	and	suitable	enough	to	warrant	the	time	and	effort	required	
to	further	develop	a	business	plan	and	actually	enter	the	market.

eNTRePReNeUR aND Team aSSeSSmeNT

Next,	both	the	entrepreneur	and	the	entrepreneurial	team	need	to	be	
assessed.	At	least	one	person	on	the	team	needs	to	have	experience	in	the	
industry	area	of	the	new	idea.	This	is	one	characteristic	that	correlates	to	
the	 probability	 of	 success	 of	 the	 venture.	 Several	 questions	 need	 to	 be	
answered,	such	as:	Why	does	this	 idea	and	opportunity	excite	you?	Will	
this	idea	and	opportunity	sustain	you	once	the	initial	excitement	has	worn	
off?	How	does	the	idea	and	opportunity	fit	your	personal	background	and	
experience?	How	does	it	fit	your	entrepreneurial	team?	This	section	of	the	
opportunity	analysis	plan	is	usually	smaller	than	the	previous	two	sections	
and	 allows	 the	 entrepreneur	 to	 determine	 if	 indeed	 he	 or	 she	 is	 really	
suited	to	successfully	move	the	idea	into	the	market.

THe NexT STePS

This	final	section	of	the	opportunity	analysis	plan	delineates	the	critical	
steps	that	need	to	be	taken	to	make	the	idea	a	reality	in	the	marketplace.	
The	steps	need	to	be	identified	and	put	in	sequential	order,	and	the	time	
and	the	money	needed	for	each	step	needs	to	be	determined.	if	the	idea	
cannot	be	self-financed,	then	sources	of	capital	need	to	be	identified.	The	
entrepreneur	should	always	keep	in	mind	that	most	entrepreneurs	tend	to	
underestimate	both	the	costs	and	the	time	it	will	take	by	about	30%.

Some	 questions	 to	 answer	 when	 developing	 an	 opportunity	 analysis	
plan	are	listed	in	Figure	4.1.
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Description of the Product or Service Idea and Competition

 1. What is the market need for the product or service?
 2. What are the specific aspects of the product or service (include any copyright, 

patent, or trademark information)?
 �. What competitive products are already available and filling this need?
 �. What are the competitive companies in this product market space? Describe their 

competitive behavior.
 5. What are the strengths and weaknesses of each of your competitors?
 6. What are the NAIC and SIC codes for this product or service?
 7. What are the unique selling propositions of this product or service?
 8. What development work has been completed to date on the idea?
 9. What patents might be available to fulfill this need?
 10. What are total industry sales over the past 5 years?
 11. What is anticipated growth in this industry?
 12. how many new firms have entered this industry in the past � years?
 1�. What new products have been recently introduced in this industry?

An Assessment of the Market

 1. What market need does the product/service fill?
 2. What is the size and past trends over the last � years of this market?
 �. What is the future growth and characteristics of this market?
 �. What social conditions underlie this market need?
 5. What market research data can be marshaled to describe this market need?
 6. What does the international market look like?
 7. What does the international competition look like?
 8. What is the profile of your customers?

Entrepreneurial Self-Assessment and the Entrepreneurial Team

 1. Why does this opportunity excite you?
 2. What are your reasons for going into business?
 �. Why will this opportunity sustain you once the initial excitement subsides?
 �. how does this opportunity fit into your background and experience?
 5. What experience will you need to successfully implement the business plan?
 6. Who are the other members of your team?
 7. What are their skills and experience?

Next Steps for Translating This Opportunity Into a Viable Venture

 1. Examine each critical step.
 2. think about the sequence of activity and put these critical steps into some 

expected sequential order.
 �. Determine the amount of time and the amount of money each step will require. 

If you cannot self-finance (provide this money), where would you get the needed 
capital?

Figure 4.1  Questions for the Development of the Opportunity Analysis Plan
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Aspects of a Global Business Plan

Given	the	importance	and	purpose	of	a	global	business	plan,	it	is	impera-
tive	 that	 it	be	comprehensive	and	covers	all	aspects	of	 the	organization.	
The	plan	will	be	read	by	a	variety	of	individuals,	each	of	whom	is	looking	
for	a	certain	level	of	detail	(Taylor,	2006).	As	is	indicated	in	Figure	4.2,	the	
global	business	plan	can	be	divided	into	several	areas,	each	of	which	has	
several	sections.

execUTive SUmmaRy

The	 first	 area,	 although	 the	 shortest,	 is	 perhaps	 the	 most	 significant,	
particularly	when	the	purpose	is	to	secure	financing.	This	area	consists	of	
the	 title	 page,	 table	 of	 contents,	 and	 executive	 summary.	 The	 title	 page	
should	 contain	 the	 following	 information:	 (1)	 the	 name,	 address,	 tele-
phone	and	fax	numbers,	and	e-mail	address	of	the	organization;	(2)	the	
name	 and	 position	 of	 the	 principal	 individuals	 in	 the	 organization;		
(3)	three	to	four	sentences	briefly	describing	the	nature	of	the	organiza-
tion	and	the	purpose	of	the	business	plan;	and	(4)	a	statement	of	confiden-
tiality,	such	as	“This	is	confidential	business	plan	number	3,	which	cannot	
be	reproduced	without	permission.”	This	statement	is	important	as	each	
numbered	business	plan	needs	to	be	accounted	for	by	recording	the	per-
son	and	organization	of	the	individual	receiving	it	and	the	date	of	receipt.	
When	trying	to	obtain	financing,	this	is	particularly	essential	as	follow-up	
can	be	scheduled	at	the	appropriate	time,	which	is	about	45	days	from	the	
receipt	date,	assuming	the	individual	has	not	already	initiated	contact.	As	
one	venture	capitalist	commented,	“one	way	i	get	a	 feel	 for	 the	hunger	
and	 drive	 of	 the	 entrepreneur	 is	 by	 waiting	 to	 see	 if	 he	 or	 she	 initiates		
follow-up	at	the	appropriate	time.”

The	table	of	contents	is	perhaps	the	easiest	part	of	the	business	plan	to	
develop.	 it	 should	 follow	 the	 standard	 format	 with	 major	 sections	 and	
appendixes	 (exhibits)	 indicated	 along	 with	 the	 appropriate	 page	
numbers.

The	final	part	of	the	first	primary	area	of	the	global	business	plan—the	
executive	summary—is	the	most	important	and	most	difficult	to	develop,	
particularly	when	the	purpose	of	the	plan	is	to	secure	financing	or	other	
resources.	The	executive	summary	should	be	no	more	than	three	pages.	it	
is	frequently	used	by	upper-level	investors,	venture	capitalists,	and	bank-
ers	to	determine	if	the	entire	business	plan	is	worth	reading	and	analyzing.	
The	executive	summary	becomes	the	screen	or	hurdle	that	determines	if	
more	detailed	attention	will	be	given	to	the	plan.	imagine	a	typical	venture	
capitalist	who	receives	about	eighty	200-page	business	plans	per	month.	
He	or	she	needs	to	employ	some	mechanism	for	screening	this	large	num-
ber	down	to	perhaps	10	to	15	for	more	focused	initial	attention.
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 I. Title Page, Table of Contents, and Executive Summary

three-page description of the project.

 II. Introduction

the type of business proposed and an in-depth description of the major product/service 
involved. A description of the country proposed for market entry, the rationale for selecting the 
country, identification of existing trade barriers, and identification of sources of information.

 III. Analysis of the International Business Opportunity

 A. Economic, Political, and Legal Analysis of the trading Country
 1. the trading country’s economic system; economic information important to the 

proposed product/service; and the level of foreign investment in that country.
 2. the trading country’s governmental structure and stability, and how the government 

regulates trade and private business.
 �. Laws and/or governmental agencies that affect the product/service such as labor laws 

and trade laws.
 B. trade Area and Cultural Analysis

 1. Geographic and demographic information; important customs and traditions; other 
pertinent cultural information; and competitive advantages and disadvantages of the 
proposed business opportunity.

 IV. Operation of the Proposed Business

 A. Organization 
type of ownership and rationale; start-up steps to form the business; personnel (or 
functional) needs; proposed staffing to handle managerial, financial, marketing, legal, 
production functions; proposed organizational chart; and brief job descriptions.

 B. Product/Service
 1. Product/service details include potential suppliers, manufacturing plans, and inventory 

policies.
 2. transportation information: costs, benefits, risks of the transportation method, documents 

needed to transport the product.
 C. Market Entry Strategy
 D. Marketing Strategy Plan

 1. Pricing policies: what currency will be used, costs, markups, markdowns, relation to 
competition, factors that could affect the price of the product such as competition, 
political conditions, taxes, tariffs, and transportation costs.

 2. Promotional program: promotional activities, media availability, costs, and 1-year 
promotional plan outline.

 V. Financials

 A. Projected Income and Expenses
 1. Pro forma income statements for first � years operation.
 2. Pro forma cash flow statements for first � years of operation.
 �. Pro forma balance sheet for the end of the first year.
 �. A brief narrative description of the planned growth of the business, including financial 

resources, needs, and a �-year pro forma income statement.
 B. Sources and uses of Funds Statement

 1. Country statistics
 2. Partner information
 �. Relevant laws

 VI. Appendix (Exhibits)

Figure 4.2  Outline of an International Business Plan
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Given	its	importance,	the	executive	summary	should	be	written	last	and	
be	written	and	rewritten	until	 it	highlights	the	organization	in	a	concise	
and	convincing	manner,	covering	the	key	points	in	the	business	plan.	The	
executive	summary	should	emphasize	the	three	most	critical	areas	for	the	
success	of	the	organization.	in	order	of	importance,	these	are	the	charac-
teristics,	 capabilities,	 and	 experiences	 of	 the	 entrepreneur	 and	 manage-
ment	 team;	 the	 nature	 and	 degree	 of	 innovativeness	 of	 the	 product	 or	
service	and	its	market	size	and	characteristics;	and	the	expected	results	in	
terms	of	sales	and	profits	over	the	next	3	years.

iNTRoDUcTioN

The	second	section	of	the	global	business	plan	is	the	introduction,	where	
the	focus	is	on	the	new	global	initiative,	the	product/service	to	be	offered,	
and	the	country	to	be	entered.	A	detailed	description	of	the	global	initia-
tive	provides	important	information	on	the	size	and	scope	of	the	oppor-
tunity.	Besides	discussing	the	mission	and	purpose	of	this	initiative	as	well	
as	 the	 organizational	 structure,	 an	 in-depth	 discussion	 of	 the	 product/	
service	to	be	offered	should	be	delineated.	The	questions	in	Figure	4.3	will	
help	the	global	entrepreneur	prepare	that	aspect	of	this	section.

The	section	also	needs	 to	discuss	 the	proposed	country,	 the	 selection	
process,	 existing	 trade	 barriers,	 and	 sources	 of	 information	 (see	 Figure	

 1. What is the mission of the new venture?

 2. What are your reasons for going into business?

 �. Why will you be successful in this venture?

 �.  What development work has been completed to date?

 5.  What is your product(s) and/or service(s)?

 6.  Describe the product(s) and/or service(s), including patent, 
copyright, or trademark status.

 7.  Where will the business be located?

 8.  Is the building leased or owned? (State the terms.)

 9.  What office equipment will be needed?

 10.  Will this equipment be purchased or leased?

Figure 4.3  Describing the Venture

SOuRCE: Adapted from hisrich, R. D., Peters, M. A., & Shepherd, D. A. 
(2007). entrepreneurship (7th ed.). Burr Ridge, IL: McGraw-hill/Irwin.
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4.2).	Even	though	these	terms	are	further	developed	in	later	sections	of	the	
global	business	plan,	they	should	be	summarized	in	this	introduction	sec-
tion.	Some	key	questions	that	should	be	considered	by	the	global	entrepre-
neur	 concerning	 the	 needed	 environmental	 and	 industry	 analysis	 in	
developing	this	section	are	provided	in	Figure	4.4.

ecoNomic, PoliTical, aND leGal aSPecTS  
oF THe iNTeRNaTioNal BUSiNeSS oPPoRTUNiTy

The	third	section	of	the	global	business	plan	addresses	the	international 
business opportunity.	 Since	 this	 important	 area	 has	 been	 addressed	 in	
Chapter	3	(Cultures	and	Global	Entrepreneurship)	and	will	be	covered	in	
Chapter	 7	 (Alternative	 Entry	 Strategies),	 only	 an	 overview	 will	 be	 pre-
sented	here.	Two	focus	areas	should	be	addressed	in	this	section—the	tar-
get	country’s	culture	and	the	overall	economic,	political,	and	legal	aspects	

 1.  What are the major economic, technological, legal, and 
political trends on a national and an international level?

 2.  What are total industry sales over the past � years?

 �.  What is anticipated growth in this industry?

 �.  how many new firms have entered this industry in the past  
� years?

 5.  What new products have been recently introduced in this 
industry in the last � years?

 6.  Who are the competitive companies?

 7.  What are the competitive products or services?

 8.  Are the sales of each of your major competitors growing, 
declining, or steady?

 9.  What are the strengths and weaknesses of each of your 
competitors?

 10.  What trends are occurring in your specific market area?

 11.  What is the profile of your customers?

 12.  how does your customer profile differ from that of your 
competition?

Figure 4.4  Issues in Environmental and Industry Analysis

SOuRCE: Adapted from hisrich, R. D., Peters, M. A., & Shepherd, D. A. 
(2007). entrepreneurship (7th ed.). Burr Ridge, IL: McGraw-hill/Irwin.
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of	the	country.	it	is	important	to	understand	the	economic	system	operat-
ing	in	the	country,	including	the	various	financial	institutions	and	partic-
ularly	the	banking	system.	Frequently,	especially	in	developing	countries,	
it	can	be	difficult	to	get	funds	transferred	in	and	out	of	a	country.	in	one	
country	 where	 one	 of	 the	 author’s	 companies	 was	 doing	 business,	 cur-
rency	needed	to	be	hand	carried	into	the	country	with	transactions	taking	
place	 in	cash	because	 the	banking	system	operated	very	slowly	at	a	very	
high	cost	per	 transaction,	not	allowing	 funds	 to	be	available	 in	a	 timely	
manner.	The	government	structure	and	its	stability	as	well	as	the	various	
laws	affecting	trade	and	businesses	need	to	be	examined.	This	is	particu-
larly	important	in	deciding	the	best	organizational	structure,	which	is	dis-
cussed	 in	section	four	of	 the	global	business	plan	(see	Figure	4.2).	Also,	
trade	and	labor	laws	often	affect	a	country	entrance	decision	as	well	as	the	
effect	 of	 doing	 business	 there.	 McDonald’s,	 when	 entering	 Hungary	 in	
1988,	needed	to	get	special	dispensation	from	the	labor	law	from	the	Hun-
garian	government	(then	under	control	of	the	Soviet	Union)	to	be	able	to	
fire	 workers	 who	 were	 not	 performing	 to	 its	 standards.	 Some	 countries	
have	very	high	legally	mandated	severance	costs,	making	it	less	desirable	
to	do	business	there.	As	is	indicated	in	Figure	4.5,	while	there	are	0	weeks	
in	pay	 in	severance	costs	 legally	mandated	 in	 the	United	States,	 it	 is	8.6	
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weeks	in	Japan,	55.9	weeks	in	india,	91.0	weeks	in	China,	186.3	weeks	in	
Egypt,	and	446.3	weeks	in	Zimbabwe.	Even	though	indonesia	should	be	
well	 positioned	 to	 attract	 manufacturing	 because	 of	 the	 country’s	 low	
wages	and	high	productivity,	its	labor	law	requiring	108.3	weeks	of	pay	in	
severance	costs	is	a	major	deterrent	to	companies	investing	in	manufac-
turing	facilities	there.	one	factory	producing	Lee	Cooper	brand	jeans	fac-
ing	a	cash-flow	problem	found	it	more	economical	to	declare	bankruptcy	
with	all	its	workers	losing	their	jobs	rather	than	downsizing	and	laying	off	
enough	of	the	1,500	employees	to	keep	the	business	going	at	a	lower	level	
of	output.

The	 second	part	of	 this	 section—cultural	 analysis—is	equally	 impor-
tant.	The	customs	and	traditions	of	the	country	need	to	be	analyzed	as	well	
as	any	competitive	products	or	services	available.	This	will	lead	the	global	
entrepreneur	to	identify	the	competitive	advantages	and	disadvantages	of	
the	particular	business	opportunity.

The	fourth	section	of	the	global	business	plan—the	operation	of	the	pro-
posed	 business—is	 the	 most	 significant	 one.	 The	 organization,	 product/	
service,	market	entry	strategy,	and	overall	marketing	strategy	all	need	to	be	
delineated.

oRGaNizaTioNal PlaN

The	organizational plan	 is	 the	part	of	 the	business	plan	that	describes	
the	venture’s	form	of	ownership—that	is,	proprietorship,	partnership,	or	
corporation.	if	the	venture	is	a	partnership,	the	terms	of	the	partnership	
should	be	included.	if	the	venture	is	a	corporation,	it	is	important	to	detail	
the	 shares	 of	 stock	 authorized	 and	 share	 options,	 as	 well	 as	 the	 names,	
addresses,	and	resumes	of	the	directors	and	officers	of	the	corporation.	it	
is	 also	 helpful	 to	 provide	 an	 organizational	 chart	 indicating	 the	 line	 of	
authority	 and	 the	 responsibilities	 of	 the	 members	 of	 the	 organization.	
Some	of	the	key	questions	the	entrepreneur	needs	to	answer	in	preparing	
this	section	of	the	business	plan	are:

•	 What	is	the	form	of	ownership	of	the	organization?

•	 if	a	partnership,	who	are	the	partners	and	what	are	the	terms	of	
agreement?

•	 if	incorporated,	who	are	the	principal	shareholders	and	how	much	
stock	do	they	own?

•	 How	many	shares	of	voting	or	nonvoting	stock	have	been	issued	
and	what	type?

•	 Who	are	the	members	of	the	board	of	directors?	(Give	names,	
addresses,	and	resumes.)

•	 Who	has	check-signing	authority	or	control?



70 INtERNAtIONAL ENtREPRENEuRShIP

•	 Who	are	the	members	of	the	management	team	and	what	are	their	
backgrounds?

•	 What	are	the	roles	and	responsibilities	of	each	member	of	the	
management	team?

•	 What	are	the	salaries,	bonuses,	or	other	forms	of	payment	for	each	
member	of	the	management	team?

This	 information	 provides	 the	 potential	 investor	 with	 a	 clear	 under-
standing	of	who	controls	 the	organization	and	how	other	members	will	
interact	when	performing	their	management	functions.

PRoDUcT/SeRvice

The	 product/service	 to	 be	 produced	 and/or	 offered	 needs	 to	 be	 suc-
cinctly	 described.	 For	 technology-based	 products,	 this	 section	 should	
provide	information	on	the	nature	of	the	technology,	the	unique	differen-
tial	advantage	the	technology	has	over	rivals,	and	the	degree	that	the	tech-
nology	is	protectable	by	patents,	copyrights,	or	trade	secrets.

maRkeT eNTRy STRaTeGy

This	section	of	the	global	business	plan	describes	the	market entry strat-
egy,	the	focus	of	Chapter	7.	Suffice	it	to	say	here	that	the	various	alterna-
tive	 entry	 strategies	 need	 to	 be	 carefully	 considered	 by	 the	 global	
entrepreneur	 and	 the	 one	 most	 appropriate	 for	 the	 country/product/	
market	 situation	 selected.	The	entry	 strategy	needs	 to	 take	 into	account	
potential	suppliers,	manufacturing	plans,	inventory	policies,	and	an	oper-
ations	plan.

oPeRaTioNS PlaN

The	operations plan	goes	beyond	the	manufacturing	process	(when	the	
new	venture	involves	manufacturing)	and	describes	the	flow	of	goods	and	
services	from	production	to	the	customer.	it	might	include	inventory	or	
storage	 of	 manufactured	 products,	 shipping,	 inventory	 control	 proce-
dures,	 and	 customer	 support	 services.	 A	 nonmanufacturer	 such	 as	 a	
retailer	 or	 service	 provider	 would	 also	 need	 this	 section	 in	 the	 business	
plan	to	explain	the	chronological	steps	in	completing	a	business	transac-
tion.	For	example,	an	internet	retail	sports	clothing	operation	would	need	
to	describe	how	and	where	the	products	offered	would	be	purchased,	how	
they	would	be	stored,	how	the	inventory	would	be	managed,	how	products	
would	 be	 shipped,	 and	 how	 a	 customer	 would	 log	 on	 and	 complete	 a	



Developing the Global Business Plan 71

transaction.	in	addition,	this	would	be	a	convenient	place	for	the	entrepre-
neur	to	discuss	the	role	of	technology	in	the	business	transaction	process.	
For	 any	 internet	 retail	 operation,	 some	 explanation	 of	 the	 technology	
requirements	 needed	 to	 efficiently	 and	 profitably	 complete	 a	 successful	
business	transaction	should	be	included	in	this	section.

it	is	important	to	note	here	that	the	major	distinction	between	services	
and	manufactured	goods	is	that	services	involve	intangible	performances.	
This	implies	that	they	cannot	be	touched,	seen,	tasted,	heard,	or	felt	in	the	
same	manner	as	manufactured	products.	Airlines,	hotels,	car	rental	agen-
cies,	 theaters,	and	hospitals,	 to	name	a	 few,	 rely	on	business	delivery	or	
quality	of	service.	For	these	firms,	performance	often	depends	on	location,	
facility	 layout,	 and	 personnel,	 which	 can	 in	 turn	 affect	 service	 quality	
(including	such	factors	as	reliability,	responsiveness,	and	assurance).	The	
process	of	delivering	this	quality	of	service	is	what	distinguishes	one	new	
service	venture	from	another	and	thus	needs	to	be	the	focus	of	an	opera-
tions	plan.	Some	key	questions	or	issues	for	both	the	manufacturing	and	
nonmanufacturing	new	venture	are	as	follows:

•	 Will	you	be	responsible	for	all	or	part	of	the	manufacturing	
operation?

•	 if	some	manufacturing	is	subcontracted,	who	will	be	the	
subcontractors?	(Give	names	and	addresses.)

•	 Why	were	these	subcontractors	selected?

•	 What	are	the	costs	of	the	subcontracted	manufacturing?	(include	
copies	of	any	written	contracts.)

•	 What	will	be	the	layout	of	the	production	process?	(illustrate	steps	
if	possible.)

•	 What	equipment	will	be	needed	immediately	for	manufacturing?

•	 What	raw	materials	will	be	needed	for	manufacturing?

•	 Who	are	the	suppliers	of	new	materials	and	what	are	the	
appropriate	costs?

•	 What	are	the	costs	of	manufacturing	the	product?

•	 What	are	the	future	capital	equipment	needs	of	the	venture?

maRkeTiNG PlaN

The	marketing plan	is	an	important	part	of	the	business	plan	because	it	
describes	how	the	product(s)	or	service(s)	will	be	distributed,	priced,	and	
promoted.	Marketing	research	evidence	to	support	any	of	the	critical	mar-
keting	 decision	 strategies,	 as	 well	 as	 for	 forecasting	 sales,	 should	 be	
described	in	this	section.	Specific	forecasts	for	a	product(s)	or	service(s)	
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are	indicated	to	project	the	profitability	of	the	venture.	Budget	and	appro-
priate	 controls	 needed	 for	 marketing	 strategy	 decision	 are	 also	 needed.	
Potential	investors	regard	the	marketing	plan	as	critical	to	the	success	of	
the	new	venture.	Thus,	the	entrepreneur	should	make	every	effort	to	pre-
pare	as	comprehensive	and	detailed	a	plan	as	possible	so	that	investors	can	
be	clear	as	to	what	the	goals	of	the	venture	are	and	what	strategies	are	to	
be	implemented	to	effectively	achieve	these	goals.	Marketing	planning	will	
be	an	annual	requirement	(with	careful	monitoring	and	changes	made	on	
a	weekly	or	monthly	basis)	for	the	entrepreneur	and	should	be	regarded	as	
the	road	map	for	short-term	decision	making.

FiNaNcialS

The	final	area	of	the	global	business	plan	covers	the	financials.	Like	the	
other	aspects	of	the	global	business	plan,	the	financials	are	an	important	
part	 of	 the	 plan.	 it	 determines	 the	 potential	 investment	 commitment	
needed	 for	 the	 new	 venture	 and	 indicates	 whether	 the	 business	 plan	 is	
economically	feasible.

Generally,	three	financial	areas	are	discussed	in	this	section	of	the	busi-
ness	plan.	First,	 the	entrepreneur	should	summarize	the	forecasted	sales	
and	 the	 appropriate	 expenses	 for	 at	 least	 the	 first	 3	 years,	 with	 the	 first	
year’s	projections	provided	monthly.	it	includes	the	forecasted	sales,	cost	
of	 goods	 sold,	 and	 the	 general	 and	 administrative	 expenses.	 Net	 profit	
after	taxes	can	then	be	projected	by	estimating	income	taxes.

The	second	major	area	of	financial	information	needed	is	cash	flow	fig-
ures	for	3	years,	with	the	first	year’s	projections	provided	monthly.	Since	
bills	have	to	be	paid	at	different	times	of	the	year,	it	is	important	to	deter-
mine	the	demands	on	cash	on	a	monthly	basis,	especially	in	the	first	year.	
remember	 that	sales	may	be	 irregular	and	receipts	 from	customers	also	
may	be	spread	out,	thus	necessitating	the	borrowing	of	short-term	capital	
to	meet	fixed	expenses,	such	as	salaries	and	utilities.

The	last	financial	item	needed	in	this	section	of	the	business	plan	is	the	
projected	balance	sheet.	This	shows	the	financial	condition	of	the	business	
at	a	specific	time.	it	summarizes	the	assets	of	a	business,	its	liabilities	(what	
is	 owed),	 the	 investment	 of	 the	 entrepreneur	 and	 any	 partners,	 and	
retained	earnings	(or	cumulative	losses).	Any	assumptions	considered	for	
the	balance	sheet	or	any	other	item	in	the	financial	plan	should	be	listed	
for	the	benefit	of	the	potential	investor.

aPPeNDix (exHiBiTS)

The	appendix	of	the	business	plan	generally	contains	any	backup	material	
that	 is	not	necessary	in	the	text	of	the	document.	reference	to	any	of	the	
documents	in	the	appendix	should	be	made	in	the	plan	itself.	Letters	from	
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customers,	distributors,	or	subcontractors	are	examples	of	information	that	
should	be	included	in	the	appendix.	Any	documentation	of	information—
that	is,	secondary	data	or	primary	research	data	used	to	support	plan	deci-
sions—should	 also	 be	 included.	 Leases,	 contracts,	 or	 any	 other	 types	 of	
agreements	that	have	been	initiated	also	may	be	included	in	the	appendix.	
Finally,	price	lists	from	suppliers	and	competitors	may	be	added.

Dos and Don’ts of the Global Business Plan

The	 global	 business	 plan	 needs	 to	 carefully	 articulate	 all	 aspects	 of	 the	
global	venture.	Some	of	 the	dos	and	don’ts	of	preparing	 this	 important	
document	 are	 listed	 in	 Table	 4.1.	 Two	 dos	 focus	 on	 the	 all	 important	
executive	summary—write	it	last	and	make	sure	it	is	a	powerful	statement	
focused	on	the	recipient	and	objectives	of	the	global	business	plan.	Also,	

Table 4.1  Dos and Don’ts of a Global Business Plan

Do: Don’t:

•	 Write the executive summary last and 
revise it until it is a succinct and powerful 
statement of you, your company, and its 
goals.

•	 tailor the executive summary to each 
recipient of the business plan.

•	 Include a dated and numbered statement of 
confidentiality to create a proper follow-up 
schedule.

•	 Include information about the potential 
economic, legal, and political hurdles your 
company may face in a foreign market.

•	 Clearly delineate the ownership of the 
company and its organizational structure.

•	 Present multiple market entry strategies and 
assess each proposed strategy.

•	 Describe in full the operations plan, 
including costs, from manufacturing or 
acquiring inventory to sales and shipment.

•	 Strengthen your marketing plan by referring 
to in-depth market research.

•	 Provide detailed sales and expense 
forecasts as well as projected cash flows 
and a balance sheet.

•	 Write the executive summary 
first and make minimal 
revisions.

•	 treat the business plan as a 
one-time report instead of a 
living document that should 
be constantly reviewed and 
updated.

•	 Skip any of the sections of the 
business plan.

•	 use outdated data and figures 
when creating the operations 
plan and the financial 
projections.

•	 Ignore market research when 
defining your market plan.

•	 Limit your company to only one 
form of market entry strategy.

•	 hastily prepare the sales and 
expense forecasts and other 
financial data.

•	 Be the only editor of the 
business plan.
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the	 all	 important	 market	 entry	 strategy,	 marketing	 plan,	 and	 obtaining	
market	research	data	are	important.

Sample Global Business Plan

A	sample	global	business	plan	created	by	a	student,	Joseph	Naaman,	for	
his	company,	Maktabi,	can	be	found	starting	on	page	471.

Summary

This	chapter	takes	an	entrepreneur	through	the	important	process	of	cre-
ating	a	business	plan,	which	is	integral	in	strategically	managing	an	orga-
nization.	Business	plans	are	used	by	entrepreneurs	to	convince	investors,	
such	as	venture	capitalists,	 to	support	a	company’s	 launch	or	expansion	
into	 a	 new	 market	 or	 product	 line.	 They	 also	 examine	 the	 internal	 and	
external	factors	that	affect	a	company’s	decision	to	go	global.	A	well-devel-
oped	global	business	plan	provides	guidance	in	decision	making	and	orga-
nizing	the	international	direction	of	the	company;	indicates	the	viability	
of	an	organization	 in	 the	designated	global	market(s);	 and	serves	as	 the	
vehicle	 for	 obtaining	 financing.	 Each	 section	 of	 the	 business	 plan	 is	
described,	 including	 each	 section’s	 necessary	 content.	 The	 primary	 sec-
tions	of	the	business	plan	are	the	executive	summary;	introduction;	politi-
cal,	 legal,	 and	 economic	 aspects	 of	 the	 new	 opportunity;	 organizational	
plan;	product/service;	market	entry	 strategy;	operations	plan;	marketing	
plan;	financials;	and	appendix.

Questions for Discussion

	 1.		 What	role	does	a	business	plan	play	for	a	global	entrepreneur?

	 2.		 What	are	the	key	sections	of	the	plan?

	 3.		 What	additional	information	is	needed	for	a	global	plan	than	
would	be	for	a	strictly	domestic	business?

Chapter Excercises

	 1.		 Create	a	table	containing	each	section	of	the	business	plan,	its	
primary	audience,	and	its	primary	function	and	importance.
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	 2.		 Explain	the	role	of	the	financial	section	of	the	business	plan,	
including	where	the	information	comes	from,	who	the	primary	
audience	is,	and	what	internal	planning	function	this	section	
serves.

	 3.		 Suppose	you	are	an	American	donut	company	that	has	decided	to	
launch	a	donut	bakery	and	café	in	Shanghai,	China.	The	company	
grosses	US$25	million	per	year	from	donut	and	café	sales,	US$5	
million	of	which	is	attributed	to	its	bakery-cafés	in	Australia	and	
New	Zealand.	Create	an	executive	summary	to	convince	a	Chinese	
venture	capitalist	to	invest	in	this	project.

	 4.		 Consider	your	own	business	or	business	idea	and	outline	a	
business	plan	for	it.	identify	which	areas	of	the	business	plan	will	
need	more	research,	brainstorming,	and	calculations	and	what	
steps	are	needed	to	address	these	areas.
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