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BUSINESS PLAN TEMPLATE 2025
 
 








GUIDANCE
· All teams will be expected to create a business plan  
· All plans should be submitted in advance of the Dragon’s Den pitch 
· Please do not exceed ten pages 
Producing a business plan plays an important part in Million Makers. Completing this task will help you consolidate your ideas and plan for implementation. The objective is to tell us how you will, as a team, raise as much as possible for The King’s Trust and how much seed funding you will need to complete the challenge. 
This document guides you through a generic business plan model suitable for all initiatives. Please try to avoid overcomplicating the document. You can delete our guidance and add your own information as you go. 
 
TOP TIPS 
· Keep your plan simple. The best business plans aren’t long and complex; but clear in objectives, your plan to reach the goal and what you will need 
· Liaise regularly with your mentors throughout the planning process – they are there to support you 
· Ask your King’s Trust contact if you would like to see examples of business plans created from previous competition years 
· Show a clear understanding of income and expenditure 
· When devising your plans and ideas, please consider the environmental impact of your activity, and where possible always reduce your costs 
· Ensure your company supports your initiatives before you pitch them to the Dragons. Reach out to your internal Marketing, Comms, Legal and Finance teams to get sign off before you pitch your ideas.
· Although all fundraising plans should be included, you do not need to go into detail on smaller ideas with little upfront cost 
Delete this page once finished 
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[bookmark: _Toc16653]SECTION 1 – EXECUTIVE SUMMARY 
Write this section last – it should be no more than one page. 
Objective – to provide an overview of your business plan. When drafting it, think about whether someone who knows nothing about your company or Million Makers, would be able to read your business plan and have enough information to understand what you are trying to achieve.  
[bookmark: _Toc16654]1.1 Summary 
Explain the fundamentals of your fundraising plans: What will your products / events be? Who is your audience? How will you involve your business, customers, networks? Make it enthusiastic, professional, and concise. 
If applying for seed funding (you can ask for up to £1,500), state clearly how much you want, how you are going to use it, and how the money will make your fundraising more profitable, thereby ensuring repayment. 
Points 1.2 and 1.3 are not compulsory but may help give your team a focus. 
[bookmark: _Toc16655]1.2 Mission Statement  
In 30 words or fewer, explain your team’s reason for being and your guiding principles. 
E.g., Team X mission statement is: To raise funds for The King’s Trust whilst furthering our professional development. 
[bookmark: _Toc16656]1.3 Values  
The qualitative goals your team strives to achieve in all its activities. 
E.g., Creativity, integrity, collaboration, development, commitment, inspiration, equality. 	 
[bookmark: _Toc16657]



SECTION 2 – TEAM BACKGROUND 
Objective – to provide the details on who your team are, who is supporting you and what you plan to achieve. 
[bookmark: _Toc16658]2.1 Goals and Objectives 
Goals are your destination — where you want your team to be at the end of the Million Makers challenge. Objectives are progress markers along the way to the achievement of your goal. 
Use this short section to tell us what your team’s goals and objectives are. For example, a goal might be to have a successful initiative that wins Million Makers! Objectives might be your sales targets and some specific measures of success. 
[bookmark: _Toc16659]2.2 Team Members  
Provide the names of all team members and roles within the team. 
 
	Team Member 
	Team Role 

	Joe Bloggs 
	Chairperson 



[bookmark: _Toc16660]2.3 Team Advisors  
Provide the names of all team mentors and advisors and their role supporting the team.  

	Advisor 
	Role 

	Mystic Meg 
	Company Mentor 


 
[bookmark: _Toc16661]2.4 Personal Development  
The 2025 challenge is CPD accredited, meaning you can count your Million Makers experience as a formal part of your professional development. It’s therefore important that your team have learning objectives.   
At your Launch Session, we provided you with a My Journey Form which you can use to define your learning objectives and rate your current skill set at the start of the challenge. Once your team have completed these forms, please consolidate your personal development objectives and share with us below. 
 
	Team Member 
	Personal Development Objective 

	Joe Bloggs 
	To become more comfortable leading a team and delegating 
To gain skills in creating and implementing a marketing plan 


[bookmark: _Toc16662] 
SECTION 3 – YOUR FUNDRAISING INITIATIVES 
Objective – to outline your fundraising plans, how you will make it happen and how each idea will raise funds for The King’s Trust. 
It’s important to have a range of ideas, with a diverse audience. We suggest that your business plan has 3-5 core initiatives, that have different audiences. We also suggest that you aim to have an innovative idea (something your business has never done before), a mass participation activity (that brings everyone together to support The King’s Trust) and a commercial initiative (raising money through products or services, external to your organisation where possible). 
These suggestions will reduce your risk of experiencing audience fatigue and gives you an opportunity to work on different types of fundraising projects. Even better is to arrange for your first initiative to start on 1 July to get your competition off to the best start!
[bookmark: _Toc16663]3.1 Innovative Fundraising Idea 
Think about your USP as a company and as a Million Makers team. For example, NBC Universal used their networks in entertainment to host an online music festival, and Amazon Web Services used their reputation of innovation, to host an Amazon Training Day, where clients could pay to attend a session all about Amazon’s innovation process.  
· Outline your initiative 
· Financial information – start-up costs and projected income 
· Target market and engagement plan 
· Resources needed 
[bookmark: _Toc16664]3.2 Plan for Mass Participation  
This idea should bring together your colleagues and networks to support The King’s Trust. Whether it be an active challenge, a celebration, social event or an ask to donate, it’s a great way to spread the word of what you’re doing and raise funds with a big group of people. Examples include Barratt Developments’ 500km challenge where departments competed in completing 500km activities to celebrate their 500,000th house being built; Atos Virtual Expedition with over 230 employees virtually racing against each other to complete the length of the UK; NatWest rolling out a Payroll Giving initiative across the business.  
· Outline your initiative 
· Financial information – start-up costs and projected income 
· Target market and engagement plan 
· Resources needed 
[bookmark: _Toc16665]3.3 Commercial Initiative   
This idea should represent entrepreneurialism and the spirit of Million Makers – showing that your team can run an enterprising project. Where possible, an external audience works well for this type of fundraising. Examples include, Utilita Energy offering a round up button for customers on their app, Tata Steel recycling their waste steel and selling steel straws and water bottles to raise funds and New Look designing and selling a range of t-shirts with a % of profits going to The King’s Trust. 
· Outline your initiative 
· Financial information – start-up costs and projected income 
· Target market and engagement plan 
· Resources needed 
[bookmark: _Toc16666]3.4 Other Fundraising Initiatives 
Not as much detail is needed here. List any other fundraising you plan to complete. You might choose to run employee events around Halloween, Christmas or other celebrated moments, fundraise at your company conference or summer party; or take on individual challenges to boost your income total. 

[bookmark: _Toc16667]SECTION 4 – RESOURCE PLANNING 
Objective – to be clear as a team on who and what will you need to make this business plan work. 
[bookmark: _Toc16668]4.1 Stakeholder Management 
Who are your key stakeholders, i.e., who is it important to have buy in from for your initiatives to be a success? Use this short space to highlight who is important to engage, how you will engage them and use their support. Parties to consider include staff, senior sponsors, supplier connections, procurement or sales team, legal team, internal comms etc.  
[bookmark: _Toc16669]4.2 Technical Resources 
[bookmark: _Toc16670]In recent years, the world of virtual fundraising has become more important than ever before allowing teams to involve colleagues and friends at home, in the office and across the world. Use this section to outline how you will engage your audiences virtually and what platforms you will use to do this. Examples might include an internal website, an event platform, social media pages.
4.3 Time Management 
A successfully implemented plan should ensure that nobody is overworked, responsibility is shared and that your time is planned efficiently. Use this section to outline your calendar of events / initiatives. Who will work on which projects and how you will ensure that time is managed effectively?  

[bookmark: _Toc16671]SECTION 5 – MARKETING PLAN 
Objective – to provide a clear understanding of who your audience is and how you will capture their interest, engage them and encourage them to raise money. 
[bookmark: _Toc16672]5.1 Market Research  
Try not to assume that you already know about your intended market. You might need to do market research to develop the product/service and make sure you’re on track or check in with your company mentor to see if there’s a business objective for your audience, which your marketing could help achieve. This section should tell us about your audience and what you plan to achieve.
[bookmark: _Toc16673]5.2 Competition 
It’s always important to know what your competition is. You might want to create a table for this segment, outlining other charity events, internal events, social events that you might be competing against, with solutions on how you can make it work. Is your pricing strategy in line with your competition? You may also want to list other challenges that might stand in your way, e.g., overcrowded communications calendars, bank holidays etc. 
The most important thing to remember – what is your USP? How will you cut through the noise? 
[bookmark: _Toc16674]5.3 Promotion  
Now that you have outlined your target audiences (in Section 3), why your ideas will work for these audiences and your competition, it’s good to outline your promotional strategy. Use this small space to outline concisely how you plan to sell your initiatives, which communication channels will you use for each initiative, have you identified costs involved? Channels to consider might include – word of mouth, intranet, all staff emails, social media, your CEO, paid advertising, supplier communications. 
[bookmark: _Toc16675]5.4 Marketing Calendar  
The final challenge to consider when it comes to your marketing plan, is making sure it’s effectively timed – when will you start promoting each event, will you have goals (number of signups, number of tickets purchased) on your timeline? 
Another benefit of laying your promotional activities out in a calendar is that it allows you to see overlap. How will you manage this? 
Use this section to provide a calendar of your promotional activity. We haven’t provided an example table as we are keen for you to display this in a way that works best for your team.  
 


[bookmark: _Toc16676]SECTION 6 – FINANCIAL PLAN 
Objective – to accurately display your costs and income, based on solid and realistic forecasts. Make it clear how much seed funding you will ask the Dragons for. 

[bookmark: _Toc16677]6.1 Seed Funding and Start-up Costs 
You will have a variety of start-up expenses before you even launch your initiatives. It will be important to accurately estimate these expenses so you can effectively pitch for your seed funding at the Dragon’s Den. Use this small space to clearly outline what your start-up costs are, and therefore how much seed funding you will be pitching for.  
[bookmark: _Toc16678]6.2 Profit and Loss Projection 
Use this section to clearly outline your cost, income and profit projections. Your costs should be based on research, your income based on your pricing or donation asks, and forecasted participants / sales. For each initiative you should be able to clearly outline what it will cost to implement, and what your return on investment will be.  
We suggest having a realistic or baseline target, and a stretch target for each initiative. Profit projections should be accompanied by a narrative explaining the major assumptions used to estimate income. 
Teams are much more successful when they keep their costs down. You should always be looking at discounts, donations and using your connections to run your initiatives. Reducing your expenditure as much as possible, will have a positive impact on your final total.
Example 
	Initiative: Company 2025 Calendars 
	

	Costs 
	Income  
	Profit 

	£1,000 
	£10,000 
	£9,000 

	Narrative 
1000 x £1 per unit 
Cheapest calendar costs we could find 
	Narrative 
1,000 x £10 per calendar We think calendars can sell at this price as unique 
	Narrative  
Baseline profit. Could increase to £13.5k if we do a second order of 500 calendars. 


 
After providing a breakdown of the financials for each of your initiatives, make sure to include a projected overall profit. 
[bookmark: _Toc16679]6.3 Projected Cash Flow 
[bookmark: _Int_qD9DEUkK]If the profit projection is the heart of your business plan - cash flow is the blood. Every part of your business plan is important, but none of it will mean anything if you run out of cash. Similar to your marketing calendar, you need to be clear on when you expect money to go in, and when money will go out to pay costs. You should keep updating this and refer to it throughout. It will enable you to foresee shortages in time to do something about them — for example, by cutting expenses. 
There is no trick to preparing it. The cash-flow projection is simply an outline predicting your team’s income and outgoings. The goal of Million Makers is to raise as much money as possible for young people, so try not to reinvest too much of the funds raised, there should be no big risks! 
Please note that income received via online payment sites such as Funraisin will be paid directly to The King’s Trust and therefore cannot be reinvested into your business plan. You may want to record this as separate to the rest of your income.
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1 
 
1 
 
 
	Capital In  
	July 
	August 
	September 
	October 
	November 
	December 
	Total 

	Product 
	 
	 
	 
	8,000 
	5,000 
	 
	13,000 

	Challenge 
	 
	10,000 
	10,000 
	 
	 
	 
	20,000 

	Innovation  
	 
	 
	 
	 
	4,000 
	 
	4,000 

	Smaller fundraising ideas 
	100 
	100 
	100 
	100 
	100 
	100 
	600 

	Total 
	4100 
	100 
	600 
	100 
	600 
	100 
	37,600 

	Capital Out 
	August 
	September 
	October 
	November 
	December 
	January 
	Total 

	Product 
	 
	1,500 (seed) 
	 
	 
	 
	 
	1,500 

	Challenge 
	 
	 
	 
	 
	 
	 
	0 

	Innovation 
	 
	 
	500 
	200 
	 
	 
	700 

	Smaller fundraising ideas 
	 
	 
	 
	 
	100 
	 
	100 

	Total 
	450 
	 
	50 
	 
	50 
	 
	2,300 
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