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Project Introduction 

 
E-GROWTH aims to support the continuous professional development of VET 

teacher/trainers in the use of TEL within in VET courses. It will promote modern 

pedagogical, training methods and teaching practices, and develop learning materials 

and tools that support the effective use TEL. 

 

E-Growth will be executed by a partnership of six organisation from five different EU 

countries: CZ, UK, ES, HU and EL. The partners hip comprises an NGO, a university a VET 

centre and SMEs. Partners will demonstrate how VET teacher/trainers and VET institutes 

can develop and deliver TEL training. This will be achieved by creating a set of VET tools 

and resources which can be used in the delivery of entrepreneurship training. It will 

involve the design, development and implementation of a new digital simulation called, 

Entrepreneurs - Going for Growth, and the publication of an e-book called ‘A Guide to 

Using TEL in VET’. 

 

Purpose of the E-growth simulator and Toolkit  

 
The project’s objectives are: 

1. To raise awareness among VET teacher/trainers of the value of digital 

technologies and TEL in the design and delivery of VET learning programmes in 

entrepreneurship; 

2. To up-skill 12 VET teacher/trainers in the use of a wide range of digital learning; 

technologies currently being used to deliver VET learning programmes; 

3. To create an innovative computer-based simulation called E-GROWTH as part of 

a learning portal for use by VET teacher/trainers engaged in entrepreneurship; 

4. To demonstrate and showcase the value of TEL through the development, 

testing and experiencing of TEL methodologies enabling teacher/trainers from 

across the VET sector to benefit from adopting TEL. 

 

E-Growth will support the continuous professional development of VET teacher/trainers in the 

use of TEL within in VET courses.  

 

 

 

 

 

 

 

 

 



Target Audience 
 

Partners will develop and implement plans for local/regional/national dissemination 

designed to reach, inform and engage the following specific target groups:  

 

(1) VET teacher/trainers specialising in training (a) aspiring entrepreneurs, and (b) 

ambitious managers/entrepreneurs who are committed to setting up or growing 

an enterprise.  

(2) VET teacher/trainers per se who need and want to develop their understanding 

and use of Technology Enhanced Learning (TEL)  

(3) Representatives from regional/national government agencies, VET centres and 

education institutes, business support agencies and Awarding Bodies with 

responsibility for managing and organising VET training and/or raising an interest in 

entrepreneurship, improving the effectiveness of entrepreneurs and business 

owners/managers and improving enterprise survival rates.  
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1. Tool: Vision Statements 
 

 

 

 

Purpose: 

Vision statements are like Mission Statements in that they help you to define your organisation's 

purpose by focusing on the business’s goal and your aspirations for it. 

Description: 
 

Amnesty International’s vision statement is: 

 

"Our vision is a world in which every person enjoys all of the human rights enshrined in the 

Universal Declaration of Human Rights and other international human rights standards." 
 

Vision statements are designed to be uplifting and inspiring. They are also timeless which means that 

even if the business changes its strategy, the vision usually remains the same. 

 

● Find the Value in What You Do 

You need to know your organisation's mission; therefore, they are usually prepared side-by-side. 

Vision statements describe the ‘human’ value of the mission. For example, how does your business 

impact on and improve people's lives? How will it help to make the world a better place? 

 
● Concentrate on the Value 

This involves identifying what you, your customers and other stakeholders value the most about how 

your organisation will achieve this mission. Distil these into values that your business has or will 

implement. Examples of values include excellence, originality, ethical, integrity, service, and 

responsiveness. 

 
● Combine Your Mission and Values 

Combine your mission and values, into an inspiring statement that will energise and inspire people, 

both inside and outside your organization – this might take some time as your Vision Statement 

should be broad, timeless, and it should explain why the people in your business do what they do. 

 
 

Your Vision Statements should powerfully explain your intentions, and they 

should also motivate the people, in your business to want to make the vision a 

reality! 



 

Preparing Your Vision Statement 
 

 Description 

 

Step 1: 

 

Use this statement to begin drafting your Vision Statement. 

 

Within the next ……… years, grow (company name) < > into a 

successful (local/regional/national/international) < > providing (description of goods 

and services) < >. 

 

Step 2: 

 

Now re-write it in your own words adding in your core values. 

 

Step 3: 
Now re-write it adding in some WOW words and make it ambitious, outrageous, - make it 

YOUR VISION! 

 

 

Step 4: 

Do you buy into it? Are you committed to it? Is it BIG ENOUGH to keep you passionate 

about it? 

Step 5: 
Get some feedback from someone about your Vision Statement – do they get it? How could 

it be improved and made clearer? 

 

Step 6: Re-draft your Vision Statement making sure you capture your USP from your customer’s 

perspective and that it aligns with your Mission Statement. 

 



 

 

 

2. Tool: Mission Statements 
 

 

 

 

Purpose: 

Mission statements define an organisation's purpose and primary objectives. 

Description: 
 

NIKE’s mission statement is: 

 

"To bring inspiration and innovation to every athlete in the world." 
 

Mission statements are written in the present tense, and they explain why a business exists and is 

designed to inform, both people within the business and people outside it. Mission statements tend to 

be short, clear, and powerful. 

 

● Develop the Business Idea: 

This means identifying and describing your organisation’s Unique Value Proposition. This is the idea or 

approach that makes your organisation stand out from its competitors, and it is the reason that 

customers come to you and not your competitors. 

 

● Clarify the Business Goal 

 

This involves making a list of the most important measures of success for business idea. Whilst you do 

not need to include exact figures at this stage it is essential that you a general idea of what success looks 

like, so that you know how to plan to achieve it and what is means when you achieve it. 

 

Here is an example of a Mission Statement: 

 

"To be the number one produce store in Hinckley by selling the best quality, freshest fish 

produce directly from the fish market to my customers, with high customer satisfaction 

and regular repeat orders.” 

 

Mission statements should be used alongside tools such as Vision Statements 

and Customer Value Proposition. 



 

Preparing Your Mission Statement 
 

 Description Comments and Notes 

 

Step 1 

 

What product or service do you 

provide? (Features) 

 

 

Step 2 

What value do your product(s) or 

service(s) add or provide? (Value 

Proposition) 

 

 

Step 3 

How are your product(s) or service(s) 

different to those of your competitors? 

(Differentiation or your Unique Selling 

Proposition - USP) 

 

 

Step 4 

What do your ideal customers look 

like? (e.g. size, location, sectors, budget 

or average spend/purchase) 

(Target market/segment) 

 

 

Step 5 

Why do (or will) your customers buy 

from your business? 

(Customer value proposition) 

 

 

Step 6 

Why are you in business? What drives 

you and makes you tick? What makes 

you get out of bed in the morning? 

(Motivation driver) 

 

 

Step 7 

 

Using steps 1 – 6 draft your Mission 

Statement 

 

 

Step 8 

Understand the limitations of the 

product or service when compared 

with the competition 

 

 

Step 9 

Get some feedback from someone 

about your Mission Statement – do 

they get it? How could it be improved 

and made clearer? 

 

 

Step 10 

Re-draft your mission statement 

making sure you capture your USP from 

your customer’s perspective. 

 



 

 

 

3. Tool: Key Performance Indicators 
 

 

 

 

Purpose: 

Enterprises often have a small number of important customers or ‘key accounts’ which merit a dedicated 

plan to maximise the potential value of a customer over the medium and long term. 

Description: 
 

KPIs - Linking Activities to Vision and Strategy 

 

Managers often talk about performance. There are targets and objectives to achieve – at an individual 

and team level – to meet your organisation's overall goals. But how do you measure performance? Whilst 

you will know that your team works hard, and you likely have data to back it up. But is everyone working 

on the right things? Does their work achieve the outcomes that your team and organisation need? 

 
Key Performance Indicators (KPIs) can enable you to answer these questions, by quantifying individual 

and organisational goals, and evaluating performance accordingly. 

 

What Is a KPI? 

A Key Performance Indicator (KPI) is a quantifiable metric that reflects how well an organisation is 

achieving its stated goals and objectives. 

 
For example, if one of your goals is to provide superior customer service, you could use a KPI to target 

the number of customer support requests that remain unsatisfied at the end of each week. This will 

measure your progress toward your objective. 

 
KPIs link organisational vision to individual action. An ideal situation is where KPIs cascade from level to 

level in an organisation. You can visualize this by thinking of your organisation as a pyramid, as shown in 

Figure 1, below. 

 
The pyramid has strategic vision at the top, feeding down to specific actions at the bottom. In the middle 

you'll find the KPIs that have been derived from the strategy, objectives, and Critical Success 

Factors (CSFs) of your organisation. 



 

 
 

Figure 1: How KPIs fit into an organisational structure. 

 
 

CSFs are the areas of activity in which your organisation must perform well to be successful. KPIs are how 

these CSFs can be measured. The actions below the KPIs are the tasks and projects that you carry out to 

achieve the KPIs. 

 
Used well, KPIs support your organisation's goals and strategy. They allow you to focus on what matters 

most, and to monitor your progress. 

 
How to Set Organisational KPIs 

First, your organisation needs to choose KPIs that measure the appropriate activity for each area of the 

business. For example, net profit is a standard KPI for an organisation's financial performance. It's easy 

enough to calculate (total revenue minus total expenses), and you know that the higher it is, the better the 

company is performing. 

 
Others may be harder to calculate. A customer satisfaction KPI, for example, may require regular, carefully 

constructed customer surveys to build the right amount of data. You'd then have to decide what sort of 

customer satisfaction score represents the benchmark you want to achieve. 

 
Try not to have too many KPIs: the optimum number for most areas of a 

business is between four and 10. Just make sure that you have enough to 

measure how your team or organisation is performing against your key 

objectives.



 

Setting SMART KPIs 

Whatever the nature of your KPIs, you need to make sure that they are SMART. This stands for: 

 
 

Specific: be clear about what each KPI will measure, and why it's important. 
 

Measurable: the KPI must be measurable to a defined standard. 
 

Achievable: you must be able to deliver on the KPI. 
 

Relevant: your KPI must measure something that matters and improves performance. 
 

Time-Bound: it is achievable within an agreed time frame. 
 

When you finalise a KPI, it should fulfil all these SMART criteria. For example: 

 
 

“Increase new paid sign-ups to the website by 25 percent by the end of the second quarter of the 

financial year.” 

 
Ask yourself the following questions to help you to understand the context and define effective KPIs: 

 What is your organisation's vision? What's the strategy for achieving that vision? 

 Which metrics will indicate that you are successfully pursuing your vision and strategy? 

 How many metrics should you have? 

 What should you use as a benchmark? 

 How could the metrics be cheated, and how will you guard against this? 

 

 
Managing Your KPIs 

When you are deciding which KPIs to set up, plan how you will capture the information you need. Net 

profit requires a different set of data than customer satisfaction, for example, and requires access to 

different systems. 

 
Also, establish who will collect the data, and how frequently. Sales data can usually be collected daily, for 

example, whereas KPIs that require data to be collated from several sources might be better measured 

weekly or monthly. You will need to verify the data, too, to make sure it is accurate, and that it covers all the 

requirements of your KPI. 

 
Communicate KPIs clearly to everyone concerned. If you are responsible for a team or organisational 

KPI, make sure that your reports know how each KPI impacts their work, and that they know which 

activities to focus on. You may be able to set up a performance dashboard or use a balanced scorecard 

to measure progress efficiently.



 

How to Set Individual KPIs 

"What gets measured gets done" is a common management saying. If you set a goal around a desired 

outcome, the chances of that outcome occurring are much higher, simply because you have committed to 

managing and measuring your progress toward it. 

 
When you set goals and KPIs with individual team members, make sure that they align with your team's 

overall strategy – which, in turn, aligns with the overall strategy of your organisation. 

Defining an employee's goal with an organisational KPI ensures that their daily activities are well aligned 

with the goals of the organisation. This is the critical link between employee performance and organisational 

success. 

 
Using KPIs: an Example 

Here is an example of how organisational strategy cascades down to an individual team member's goals 

and KPIs: 

 Organisational Vision: to be known for high customer satisfaction and superior service. 
 

 Organisational Objective: to reduce the number of dissatisfied customers by 25 percent. 
 

 Organisational KPI: the number of customer complaints that remain unresolved at the end of a 

week. 

 Team Member's Goal: to increase the number of satisfactory complaint resolutions by 15 percent in 

this period. 

 Team Member KPI: the weekly percentage difference in complaints handled that result in 

satisfied customers, as against unsatisfied customers. 

 
 

Using KPIs for Recognition and Development 

When you are satisfied that you have meaningful KPIs to measure the performance of your team, and of your 

organisation, make sure that the appropriate training, support, and incentives are in place to enable your 

people to perform well. 

 
When you establish your rewards and recognition practices, make sure that they relate directly to the 

KPIs you have set, and that you're not rewarding potentially counterproductive behaviours. 

For example, if you want to measure people on how well they deal with customer complaints, then 

rewarding them for reducing the number of complaints confuses the message you're trying to send. 

Intuitively, you may feel that the fewer complaints you receive, the better your customer service must be. But 

this is not necessarily true: you may be getting fewer complaints because you have fewer customers, or 

because your customers cannot access your support services.



 

 

Conversely, if your organisation wants to attract new customers, then you might have a KPI that 

measures how many new customers you gain each week. Depending on the situation, a well-aligned 

performance system may reward employees based on the number of new customers they personally 

help to attract. 

 
Use of formal performance measures is one approach to managing 

performance. But don't forget the importance of inspiration and 

good leadership! 

 

Communicate KPIs clearly to everyone concerned, manage data 

collection carefully, and support your people to achieve the 

outcomes you need 



 

 

 

4. Tool: Competitor and Market Analysis 

 
 

Purpose: 
 

To fully understand the competitive arena and market in which a company operates in order to gain 

competitive advantage. 

 

Description: 

 
To compete successfully, a company needs to anticipate competitive actions and be clear on likely 

competitor reactions. 

 

It is important for both new and established business owners to analyse their competition and analyse 

the marketplace in which they operate. Benefits of this include: 

 

 Identifying gaps in the market: A gap in the market is a place or area that current businesses are not 

serving, thereby creating potential business opportunity. 

 Developing new products and services: The most important reason for developing new products or 

services is to provide new value to existing customers and attract new ones. Without this new value 

the customer has little reason to buy. 

 Revealing market trends: This will help to identify areas within your business that are doing well as 

well as those that are not. Understanding market trends leads to making more informed business 

decisions and may help with product or service development. 

 Marketing and selling products or services more efficiently: Understanding the marketplace will 

lead to more efficient marketing and pricing strategies. 

 

Being proactive, thorough and taking a structured approach to analysing competitor activity and the 

marketplace will help a business to minimise surprises, exploit opportunities and manage threats. 

 

Information is available from a wide range of sources including: 

 

● Competitor websites ● Competitor public relations 

● Trade associations ● Annual company reports 

● Mailings as a result of competitor direct 

and online marketing 

● Competitor newsletters or regular updates 

● Feedback from customers, sales team and 

customer service 

● Companies House (UK) for financial 

information 

● Shared suppliers  

 
Only spend time and money gathering relevant information then take time to 

analyse it. A gap in the market does not always have to be filled. It might be 

reflecting a declining market! 
 



 

 



 

Strategies for Analysing the Competition and the Marketplace 

Competition cannot be avoided in business, so it is important to have a structured approach to analysing it. 

One way to do this is by asking questions, gathering information, and analysing it. Below are some 

questions that can be used to explore competition and provide insight into competitor strategies: 

 
 Who are your competitors? 

 What do your competitors offer? 

 What are their strengths and weaknesses? 

 What are the opportunities and threats within your market or industry? 

 Where or how do your competitors market their business? 

 What are the characteristics of your ideal customers? 

 What impact have competitors had on your business in the last three years? 

 What impact might competitors have on your business in the future? 

 What are the needs of your customers? 

 How are customer needs currently satisfied? 

 
Competitive analysis is a simple tool that can be used to compare how your business performs against 

that of your competitors: 

 
1. Identify your key competitors 

2. Rank their business on a scale of 1 – 5 by considering factors such as features, product offer, 

customer relationship, etc. 

3. Compare your findings using the following grid: 
 
 

 Competitors 

 My Business Competitor 1 Competitor 2 Competitor 3 Competitor 4 

Features 3 2 4 5 1 

Product Offer 5 4 3 2 4 

Customer 

Relationship 

3 4 2 5 1 

Other….. 1 3 4 2 5 

 
The results from this analysis provide a simple comparison between your business and your competitors 

based on the most important elements of doing business. 

 

 

 

 

 

 

 



 



 

 

 

5. Tool: Risk Assessment 
 

 

 

 

Purpose: 

 
The aim of the risk assessment process is to evaluate hazards, then remove that hazard or minimise the 

level of its risk by adding control measures, as necessary. By doing so, you have created a safer and 

healthier workplace. 

 

The goal is to try to answer the following questions: 

 

● What can happen and under what circumstances? 

● What are the possible consequences? 

● How likely are the possible consequences to occur? 

● Is the risk controlled effectively, or is further action required? 

Description: 

 
Risk assessment is a term used to describe the overall process or methods where you: 

 

● Identify hazards and risk factors that have the potential to cause harm (hazard identification). 

● Analyze and evaluate the risk associated with that hazard (risk analysis, and risk evaluation). 

● Determine appropriate ways to eliminate the hazard, or control the risk when the hazard cannot 

be eliminated (risk control). 

 

A risk assessment is a thorough look at your workplace to identify those things, situations, processes, etc. 

that may cause harm, particularly to people. After identification is made, you analyse and evaluate how 

likely and severe the risk is. When this determination is made, you can next, decide what measures should 

be in place to effectively eliminate or control the harm from happening. 

 

Why is risk assessment important? 

Risk assessments are very important as they form an integral part of an occupational health and safety 

management plan. They help to: 

 

● Create awareness of hazards and risk. 

● Identify who may be at risk (e.g., employees, cleaners, visitors, contractors, the public, etc.). 

● Determine whether a control program is required for a particular hazard. 

● Determine if existing control measures are adequate or if more should be done. 

● Prevent injuries or illnesses, especially when done at the design or planning stage. 

● Prioritize hazards and control measures. 

● Meet legal requirements where applicable. 

 

 



 

 



 

 

How is a Risk assessment done? 

 
Assessments should be done by a competent person or team of individuals who have a good working 

knowledge of the situation being studied. Include either on the team or as sources of information, the 

supervisors and workers who work with the process under review as these individuals are the most familiar 

with the operation. 

 

In general, to do an assessment, you should: 

 

 Identify hazards. 

 

 Determine the likelihood of harm, such as an injury or illness occurring, and its severity. 

o Consider normal operational situations as well as non-standard events such as maintenance, 

shutdowns, power outages, emergencies, extreme weather, etc. 

o Review all available health and safety information about the hazard such as Safety Data Sheet 

(SDS), manufacturers literature, information from reputable organizations, results of testing, 

workplace inspection reports, records of workplace incidents (accidents), including 

information about the type and frequency of the occurrence, illnesses, injuries, near misses, 

etc. 

o Understand the minimum legislated requirements for your jurisdiction. 

 

 Identify actions necessary to eliminate the hazard, or control the risk using the hierarchy of risk 

control methods. 

 Evaluate to confirm if the hazard has been eliminated or if the risk is appropriately controlled. 

 Monitor to make sure the control continues to be effective. 

 Keep any documents or records that may be necessary. Documentation may include detailing the 

process used to assess the risk, outlining any evaluations, or detailing how conclusions were made. 

 

When doing an assessment, also take into account: 

 

 The methods and procedures used in the processing, use, handling or storage of the substance, etc. 

 The actual and the potential exposure of workers (e.g., how many workers may be exposed, what 

that exposure is/will be, and how often they will be exposed). 

 The measures and procedures necessary to control such exposure by means of engineering controls, 

work practices, and hygiene practices and facilities. 

 The duration and frequency of the task (how long and how often a task is done). 

 The location where the task is done. 

 The machinery, tools, materials, etc. that are used in the operation and how they are used (e.g., the 

physical state of a chemical, or lifting heavy loads for a distance). 

 The lifecycle of the product, process or service (e.g., design, construction, uses, decommissioning). 

 How a person would react in a particular situation (e.g., what would be the most common reaction 

training the workers have received. by a person if the machine failed or malfunctioned).



 

Risk Assessment Template 
 

 
 

# Possible Hazard Who is at risk? Existing measures Risk Rating Preventive measures Responsibilities 

1       

2       

3       

4       

5       

6       

7       

8       

9       

10       



 

 

 

6. Tool: SWOT Analysis 
 

 

 

 

Purpose: 

SWOT Analysis is a simple but useful framework for analysing your organization's strengths, weaknesses, 

opportunities, and threats. It helps you to build on what you do well, to address what you're lacking, to 

minimize risks, and to take the greatest possible advantage of chances for success. 

Description: 

You can divide SWOT analysis into two parts: the internal environment where strengths and weaknesses 

are identified, and the analysis of the external environment, where threats and opportunities are 

determined. 

 

The company’s internal environment is the grouping together of human, financial, and physical, etc. 

elements, in which you can exercise greater control, such as the results of strategies set by management. 

In this environment it is possible to identify the strengths, corresponding to the features and capabilities 

that together become a competitive advantage for a company, and the weaknesses are the weaknesses 

that a company has in comparison to its current or potential competitors. 

 

But the external environment consists of factors that exist outside the organizational boundaries, and that 

can somehow influence it. It is an environment with which there is no control but should be monitored 

continuously as it is the basis for strategic planning. The analysis of the external environment is commonly 

divided into macro environmental factors (political, demographic, technological, economic, etc.) and 

micro environmental factors (suppliers, partners, customers, etc.). These must constantly be monitored 

before and after the definition of company strategies. Thus, through this monitoring, it will be possible to 

identify promptly the opportunities and threats that arise. 

 

Objectives: 

Some of the objectives of SWOT analysis are: 

 

● To make a summary analysis of external and internal factors. 

 

● To identify key items for the management of the organization, which involves establishing 

priorities for action. 

 

● To prepare strategic options: risks and problems to solve. 

 

● It is through analysis that we can determine the diagnosis of the company: strengthening the 

positive points, indicating which points should be improved, chances of growth, increasing 

opportunities, etc. 

 

● To conduct a sales forecast in agreement with market conditions and study the capabilities of 

the company in general. 

 



 



 

● Internal environment (Strengths and Weaknesses) – the integration and standardization of 

processes, the elimination of inefficiencies. Focus on the core of the business. 

 

● External environment (Opportunities and Threats) – to have reliable and trustworthy data, to 

receive information quickly to support management in strategic decision making and to reduce 

errors. 

 

Strengths: 

Strengths are internal, positive attributes of your company. These are things that are within your control. 

 

● What business processes are successful? 

● What assets do you have in your teams? (ie. knowledge, education, network, skills, and reputation) 

● What physical assets do you have, such as customers, equipment, technology, cash, and patents? 

● What competitive advantages do you have over your competition? 

 

Weaknesses: 

Weaknesses are negative factors that detract from your strengths. These are things that you might need to 

improve on to be competitive. 

 

● Are there things that your business needs to be competitive? 

● What business processes need improvement? 

● Are there tangible assets that your company needs, such as money or equipment? 

● Is your location ideal for your success? 

 

Opportunities: 

Opportunities are external factors in your business environment that are likely to contribute to your 

success. 

 

● Is your market growing and are there trends that will encourage people to buy more of what you are 

selling? 

● Are there upcoming events that your company may be able to take advantage of to grow the 

business? 

● Are there upcoming changes to regulations that might impact your company positively? 

● If your business is up and running, do customers think highly of you? 

 

Threats: 

Threats are external factors that you have no control over.  You  may  want  to  consider  putting  in  place 

contingency plans for dealing with them if they occur. 

 

● Do you have potential competitors who may enter your market? 

● Will suppliers always be able to supply the raw materials you need at the prices you need? 

● Could future developments in technology change how you do business? 



 

● Is consumer behavior changing in a way that could negatively impact your business? 

● Are there market trends that could become a threat?



 

 

Strengths Weaknesses 

  

Opportunities Threats 

  

 

Convert weaknesses and strengths into opportunities! 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 



 

 

 

7. Tool: Critical Success Factors 

 
 

Purpose: 
 

To identify the Critical Success Factors (CSF) enabling a business to measure progress toward achieving its 

strategic goals and delivering on the organisation’s mission. 

 

Description: 
 

CSF help to ensure team members and managers are focused on the things that really matter within the 

context of the business plan. CSF are derived from the organisation's mission and strategic goals. CSFs 

‘drill down’ into these objectives to get to the essence of what you need to achieve, and how you will 

achieve it. 

 
Once the CSFs have been defined, it is possible to also develop Key Performance Indicators (KPIs). KPIs 

are the specific, measurable criteria that managers use to assess performance. They provide the data that 

enable organisations to decide whether CSFs have been met, and if goals have been achieved. Here are 

some examples of CSFs for a business with the following mission statement: 

 
"To be the number one produce store in Hinckley by selling the best quality, freshest fish produce directly 

from the fish market to my customers, with high customer satisfaction and regular repeat orders”. 

 
The company's strategic objectives and CSF are to: 

 

Objectives CFS 

● Gain local market share of 25 percent 
● Attract new customers 

● Get the fish from the fish market to customer 
in 24 hours for 75 percent of products 

● Maintain and develop successful relationships 
with local suppliers 

● Sustain a customer satisfaction rate of 98 
percent. 

● Retain staff and keep up customer-focused 

training 

● Expand our product range to attract more 
customer. 

● Source new products locally 

● Have enough space to house the range of 
products that customers want. 

● Manage building work and any disruption to 

the business 

 
 
 
 

After identify the organisation’s CSFs, Key Performance Indicators (KPIs) can be 

developed. KPIs comprise specific, measurable criteria which can be used to 

decide if CSFs and strategic objectives have been achieved.



 

Identifying and Developing Your CSFs 
 

 Description 

Step 1: Define (or re-visit) your organisation's mission and strategic objectives. 

 

Step 2: For each strategic objective, ask yourself, ‘What activity is essential to achieve this objective?’ 

The answers to the question are potential CSFs. 

 

Step 3: Evaluate the list of candidate CSFs to identify the ones are essential for achieving your objective 

and mission – these are your organisation’s CSF. 

 

Step 4: How will you share the CSFs with people in your business and especially the team members that 

are responsible for delivering them? 

 

Step 5: How you will you monitor and measure each of the CSFs? 

 

Step 6: How will you now monitor and reassess CSFs to make sure that you stay on track to meet the 

strategic objectives and mission? 

 



 

 

 

8. Tool: Business Plan 
 

 

 

 

Purpose: 

It is a guide for how a company will achieve its goals. For anyone starting a business, crafting a business 

plan is a vital first step. Having these concrete milestones will help track the business's success (or lack 

thereof). There are different business plans for different purposes, and the best business plans are living 

documents that respond to real-world factors as quickly as possible. 

Description: 

A business plan is a document that summarises the operational and financial objectives of a business. It is 

a business's road map to success with detailed plans and budgets that show how the objectives will be 

realized. 

 

If you have an idea for starting a new venture, a business plan can help you determine if your business 

idea is viable. There's no point in starting a business if there is little or no chance that the business will be 

profitable, and a business plan helps to figure out your chances of success. In many cases, people starting 

new businesses don't have the money they need to start the business they want to start. If start-up 

financing is required, you must have an investor-ready business plan to show potential investors that 

demonstrates how the proposed business will be profitable. 

The business plan is an incredibly useful tool for everyday business planning. 

To be as effective as possible, it should be reviewed regularly and updated as 

required. 

 

Key takeaways 

● A business plan is a written document describing a company's core business activities, 

objectives, and how it plans to achieve its goals. 

 

● Startup companies use business plans to get off the ground and attract outside investors. 

 

● Businesses may come up with a lengthier traditional business plan or a shorter lean start-up 

business plan. 

 

● Good business plans should include an executive summary, products and services, marketing 

strategy and analysis, financial planning, and a budget. 

 
Business plans can be long and complex, but they do not have to be. In fact, a one-page business plan 

can often be better and more powerful than a traditional plan. Writing a one-page plan is also a useful 

exercise because it forces you to think critically about your business and get right to the point of what 

you are doing. 

 



 



 

One-page business plan 

Business Overview 
 

Our Vision  

Our Mission  

The product we provide  

 

Market Analysis 
 

Who we are targeting  

The problem we are solving  

Our competitors  

Our competitive advantage  

 

Marketing and sales plan 
 

Marketing channels  

Marketing materials  

Pricing strategy  

Distribution channels  

 

Financial plan 
 

Goal  

Budget  

Fundraising method  

 

3 key objectives to achieve at a given timeframe and how they will be measured: 
 

1  



 

2  

3  
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1. Tool: Unique Selling Proposition (USP) 
 

 

 

 

Purpose: 

To differentiate your business, service, or product from those offered by your competitors, ensuring that 

you stand out in the marketplace and increase your customer base through promotion of a unique 

feature or perceived benefit. 

Description: 
 

Why is it important to have a unique selling proposition (USP)? 

 

● Communication: A strong unique selling proposition will clearly communicate a unique or specific 

benefit only offered by you. This USP will make you stand out from your competitors and will 

help customers to differentiate between the choices they have. 

 

● Selling: Your USP is an important part of the selling process, especially if there are many choices 

in that marketplace. 

 

● Mission: A USP is equally important to those within the business, as it makes you think about 

your mission statement and why, as a business, you exist. 

 

● Target customers: A USP will help define who your business is aimed at, what drives you to offer 

the services or products you offer, and how you want to make a unique impact. 

 

● Buying decisions: Customers will buy from you because of your USP; it differentiates and sets you 

apart from your competitors. 

 

● Marketing strategy: Your USP is an important part of your marketing strategy for attracting new 

customers and retaining existing customers. 

 

An example of a unique selling proposition is: 

 

“Flexible and affordable online qualifications offering one to one support focusing on 

developing individual performance.” 

 

When writing your unique selling point put yourself in your customer’s shoes 

and carefully consider what it is your customer really wants. Know and 

understand your customers’ buying behaviours, buying decisions and why they 

buy from you. 

 

 

 



 

 



 

Preparing Your Unique Selling Proposition 
 

 Description Considerations 

 
Step 1 

Identify the target customers 

(following on from customer 

segmentation) 

Who are they? What are their needs, 

aspirations, motivations etc? What 

environment are they operating in? 

Step 2 
Identify the issues they need 

solutions for 

What are their objectives? What are their 

challenges and hurdles? 

Step 3 
Identify the benefits the product or 

service has to offer 

Focus on those which will provide solutions 

to the issues the customer faces 

 
Step 4 

Identify the benefits in stage three 

which are superior to the 

competition 

 
Pick the two or three strongest to focus upon 

Step 5 
Provide the evidence for these 

‘unique’ benefits 

These are the differentiating features of the 

product or service 

Step 6 
Articulate the proposition in a 

distinctive and compelling way 

Use customer language as this is all about 

their issues and the benefits they’ll get 

 

 

 
Step 7 

 

 
 

Identify the price positioning of the 

product or service 

If there is a high degree of customer-valued 

differentiation then a price premium could 

be charged. 

 

Ultimately the product/service needs to 

provide good value for money versus the 

alternatives in the eyes of the customer 

 

 
Step 8 

 
Understand the limitations of the 

product or service when compared 

with the competition 

If these are not valued by the target 

customer then they are not important 

 

If they are valued by the target customer 

then they should be considered 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 



 

 

 

2. Tool: Marketing plan template 
 

 

 

 

Purpose: 

Simply: To grow your business, you need a marketing plan. Writing a marketing plan can help you define 

your marketing strategy and identify the best activities and channels to market your products or services. 

In simple words, it helps you get a clearer view of what, why and how of all your marketing activities. 

Description: 
 

A marketing plan is an operational document that outlines an advertising strategy that an organization will 

implement to generate leads and reach its target market. The plan identifies the target market, the value 

proposition of the brand or the product, the campaigns to be initiated. Digital marketing shows results in 

near real-time, and that is why it is used often and on regular basis. 

 

A marketing plan should ideally include: 

 

● Your long-term and short-term marketing goals 

● A description of your target audience or buyer persona 

● One or more high-level marketing strategies and tactics 

● An overview of the current market situation 

● Key performance indicators (KPIs) 

● Any budget or financial considerations 

 

After you’ve written your marketing plan, you can revise it as often as 

necessary as you discover new challenges, try get feedback from your 

customers! 

 

How to Create a Marketing Plan 

1. Start with summary or brief overview of your company and the key takeaways 

from the entire marketing plan 

2. State your company’s mission, vision and values. 

3. Identify the market and competition. 

4. Define your target customer (this can also include Personas) 

5. Write down your marketing goals (remember to create SMART goals) 

6. Write down your marketing strategy (What to do, how to do it and the channels to 

use) 

7. Define your marketing budget. 



 

 

 

 



 

 

 

3. Tool: Social media scheduling plan 
 

 

 

Purpose: 
“If You Fail to Plan, You Are Planning to Fail” — Benjamin Franklin 

Social media schedule allows you to decide what you'll post and when you'll post it weeks or months in 

advance. A posting schedule will keep you organized and ensure you create content in advance for all your 

upcoming social media campaigns. 

 

Description: 

 
Social media platforms are an extremely valuable tool to communicate with your target audience for many 

reasons, including customer service, promotion and aiding your brand awareness. Social media scheduling 

plan can help you align and schedule social media posts to multiple platforms at different times to get the 

maximum audience reach. You can upload the image and text to be posted and specify what day and time 

they are to be published. 

 
Give a try to social media scheduling tools, so you can plan your social media 

strategy ahead of time and make posting across platforms easier and more 

efficient! 

 

How to do it right? 
 

● Choose the right time to post according to audience and social platform 

● Post consistently (so your audience will know what and when to expect your posts) 

● Use URL shortener like bit.ly 

● Involve audience (for example by asking questions, creating pools or by free giveaway) 

● Evaluate your performance (for example with Google analytics or Facebook business manager) 

● Add Value to Your Followers (do not post just for posting) 

● Post different content types (educational or informative, promotional etc.) 

 

Checklist: 
 

HAVE YOU:  

 Replied to all direct and private messages? 

 Check all mentions and reacted to them? 

 Check out all comments and reactions? 

 Scheduled posts for next day/week? 

 Check out all your social media profiles? 

 Monitored keywords? 

 Checked the competing social media? 



 

 

 

 

 



 

 

 

4. Tool: Branding Guidelines 
 

 

 

 

Purpose: 

To ensure your company is presented in a consistent and planned way and that all messages, advertising, 

promotions and presentations are ‘on-brand. 

Description: 

What should you include in a Brand Style Guide? 

 

It should include all the important guidelines for your brand’s identity and how you want it to be 

presented to customers, employees, stakeholders, and investors. Typically, it will include: 

 

● Logo: Specify the colour formats for web and print (e.g. instructions about the logo’s minimum size, 

and size in relationship to other assets, like taglines, should also be included to maintain the integrity 

of a brand’s visual identity during reproduction). 

● Typefaces: The typefaces to be used within the logo and marketing material including the font, font 

sizes (e.g. titles versus body copy), and formatting preferences for copy. 

● Web and Social Media Style: These guidelines help to ensure consistency in the style and length of 

posting as well as consistency in elements such as buttons and forms consistent across multiple 

webpages. 

● Electronic Files: Files such as Word, PowerPoint or Excel also need to be consistent enabling a 

common ‘look and feel’ of reports, letters, presentations and other documents and files. 

 

There are many other attributes that can be included in a Branding Style Guide including: 

 

● Logos: full logos, secondary logos, and icons 

● Colour palette: primary and secondary colours 

● Imagery: photos, illustrations, and artwork 

● Voice and tone: how the brand uses language and emotion 

 

 

A style guide defines the guidelines for maintaining your brand identity. It is 

important therefore to spend time and resources on it now to get it right every 

time. 

 

 

 

 

 

 



 

 



 

Example of a Branding Sheet 
 

 

 

 

 

 

 

 

 

 

 

 

 



 



 

 

 

5. Tool: Key Customer Account Management Plans 
 

 

 

 

Purpose: 

Enterprises often have a small number of important customers or ‘key accounts’ which merit a dedicated 

plan to maximise the potential value of a customer over the medium and long term. 

Description: 

 

A Key Account Management Plan or Key Customer Account Plan is a document that describes the 

current and planned relationship between an organisation and each of its most important customers. 

The plan should summarise key information about the customer and set out plans and strategies to 

develop the relationship with the customer which in turns will increase the quality of the relationship 

and the monetary value of the relationship in the medium and long-term. 

 

Bellow are the parts of the Key Customer Account Plan: 

 

Section 1: Business Overview 

Section 2: Key Business Initiatives 

Section 3: Customer Relationship Landscape 

Section 4: Customer Products and Revenue 

Section 5: Account Competitor Analysis 

Section 6: Buying Process and Selling Points 

Section 7: Relationship Goals and Strategy 

 

Appendix 1 provides a template to enable you to prepare a Key Customer Account Plan for each of your 

key customers. 

It is important to plan how to manage and develop your 

relationship with important customers to maximise the value of the 

account over time – remember: 

 
“If You Fail to Plan, You Are Planning to Fail” (Benjamin Franklin) 



 

Appendix 1: Key Customer Account Plan (template) 

 

 

 

 

 
<insert company logo> 

 

<insert key account organisation logo> 

 
 
 

Key Customer Account Plan 

 

<insert key customer account name>] 

 
 
 
 

Drafted by: <insert Key Account Manager name> 

 
 

<insert date of plan/last review>



 

Table of Contents 

 
Table of Contents 

 
Section 1: Business Overview 

Section 2: Key Business Initiatives 

Section 3: Customer Relationship Landscape 

Section 4: Customer Products and Revenue 

Section 5: Account Competitor Analysis Section 

6: Buying Process and Selling Points Section 7: 

Relationship Goals and Strategy 

Section 8: Sales Opportunities, Targets, and Risks 

Section 9: Action Plan 

Annex 1: DACI framework



 

Section 1: Business Overview 
 

This section should serve as an overview for the Key Account Manager and team members. It should include key facts and data 
about the customer including information on its history so that everyone understands how your company’s product or service can 
best assist them. 

 
 
 

 

Quick Facts 

 
Company Name: <Insert Company Name> 

Company Location: <Insert Company Location> 

Company Website: <Insert Company Website> 

Industry: <Insert Company Industry> 

 

Year Founded: <Insert Year Founded> 

Annual Revenue: <Insert Annual Revenue> 

Nos of Employees: <Insert Number of Employees> 

 

 
Key Account Contact: <Insert KAC Name> 

Email Address: <Insert KAC Email> 

Phone Number: <Insert KAC Phone Number> 

 
 
 

Company Vision, Mission, and Goals 

 

<Insert Key Account Customer’s Vision, Mission, and/or Goals> 

 
 
 
 

Company Target Market(s) 

 

<Insert a description of the Key Account Customer’s Target Market(s), including buyer personas, 
market size, psychographics and demographics, location, etc.>



 

Section 2: Key Business Initiatives 
 

This section should focus on your Key Account Customer’s value expectations to create opportunities to grow customer relationships 
that are more strategic in nature. These relationships safeguard against competition while increasing customer loyalty. 

 

 
Using the foundations from the previous section, fill out the prompts below so you can understand the priorities of the account. 
Supplement published data about your Key Account Customer by speaking to key contacts within their organisation wherever 
possible. 

 
 
 
 
 
 

Short, Medium, and Long Term Priorities 

 

<Insert Company’s Short, Medium, and Long-term Priorities> 

 

 

 
Key Projects 

 

<Insert Company’s Key Projects and outline how your business can help.> 

 

 

 
Key Performance Indicators (KPIs) 

 
<Insert the metrics that the account is focusing on.>



 

Section 3: Customer Relationship Landscape 
 

We included prompts in the first section for the point of contact, but if that KAC is unknown – or if that existing point of contact may 
change – this section will help you narrow down the best person to be speaking with. 

 

 
Additionally, as your relationship strengthens and grows with this account, it’s inevitable that more people from your company and the 
Key Account Customer’s organisation will become involved. Therefore, it is important to map out all stakeholders and the 
development of that relationship over time. 

 
 
 
 
 

 

(Ideal) Client Profile 

 

<Identify which job title(s) you’re targeting, how many of those exist in the account you’re planning 
for, and what use they have for your product.> 

 
 
 

Customer Interaction History 

 

<Briefly summarise or list out bullets on your history with this account. This should include initial 
outreach attempts, project status, and lifecycle stage.> 

 
 
 

Stakeholders 

 

<List out the main stakeholders you have or expect to have involved in this relationship from both 
your and your account’s side. Each person represented should have his or her: 

 
- Name 

- Role at the Company 

- Preferred Contact Method & Info>



 

Section 4: Customer Products and Revenue 
 

Seek to build and maintain a mutually beneficial relationship with the Key Customer Accounts you want to partner with. 

 

 
Chances are, your (prospective) clients have a laundry list of options, and if you want them to stay with you, you will need to show 
them you’re more than just a vendor to them. This section should outline how you will do so – aim to include the following information: 

 
 
 

 

Sales Performance 

 

<What is your revenue from this account (projected if the account is the prospect), and how does 
each individual product or service you offer contribute to that number?> 

 
 
 

Margin Performance 

 

<What is your profit from this account (projected if the account is the prospect), and how does 
each individual product or service you offer contribute to that number?> 

 
 
 

Annual Revenue: Wins and Loses 

 

<Include actuals or projections for onboarding costs, upsells, downgrades, price increases, and/or 
churn rate over time.>



 

Section 5: Account Competitor Analysis 
 

All companies worry about competitors, and if you want to partner closely with your Key Customer Accounts, you should care, too. 

 

 
Based on your research on and conversations with representatives from your account, compile a list of your account’s competitors, as 
well as its comparative strengths and weaknesses. 

 
 
 

 

Account Competitors 

 

< List your account’s key competitors.> 

 
 
 

Competitors’ Strengths 

 

<List your account’s key strengths in comparison to its competition. This can be formatted as a list of 
strengths that the competition does not have, or as a chart comparing your company’s strengths linearly 
to competitors.> 

 
 
 

Competitors’ Weaknesses 

 
<List your account’s key weaknesses in comparison to its competition. This can be formatted as a 
list of weaknesses that the competition does not have, or as a chart comparing your company’s 
strengths linearly to competitors.>



 

Section 6: Buying Process and Selling Points 
 

This section should outline how and why the account chose (or will presumptively choose) you to partner with. Consider where your 
Key Account Customers are with you at this stage and why they would need you. 

 
 
 

 

The Buyer’s Journey 

 

<For existing accounts, explain the process of the buyer’s journey – the timeline, the lifecycle stages, 
and where the account is now. For prospects, highlight a projected buyer’s journey and the timeline 
for how you’ll get the account from stranger to customer.> 

 
 

 
Content & Channels 

 

<Think about what information your buyers consume – specifically pertaining to your industry and 
your product – and where they might consume that information.> 

 
 

 
Evaluation Criteria 

 

<What factors does/did your account consider before purchasing, and do you fare in these 
categories, and what lessons did you learn about your performance in these categories for future 
sales?> 

 
 
 

Key Decision Criteria 

 

<What factors are the most important for the person or people you sold (or are selling) to? How did 
you (or how do you expect to) win with your performance in these criteria?>



 

Section 7: Relationship Goals and Strategy 
 

No matter where you are in your relationship with your Key Account Customer, you should have a clear idea of how you want it to 
progress – be it acquiring the customer or setting policies in place to upsell or maintain the current arrangement. 

 
 
 

 

Current Relationship Status 

 

<What are you to the account currently? (Potential) Vendor, Preferred Supplier, Planning Partner, 
Trusted Advisor, etc.> 

 
 
 

Core Business Partners 

 

<Are any other accounts, companies, or customers involved in this relationship, and if so, to what 
extent?> 

 
 
 

Relationship Target 

 

<What relationship status or lifecycle stage do you want this account to achieve, and by when?> 

 
 
 

Relationship Progression Strategy 

 

<What process will you plan and execute on to progress your account to your desired stage?>



 

Section 8: Sales Opportunities, Targets, and Risks 
 

In this section, list out the products/services that will help your account attain its goals, alongside revenue goals/projections and any 
blockers or potential objections. 

 
 
 

 

Products & Services 

 
<List the products(s) and service(s) you intend to sell or have sold to each Key Account Customer. 
Include each line item’s price point, quantity, and how long each will last for the customer before 
renewal/reorder.> 

 
 

 
[Time Period] Revenue Goals 

 

<For the time period of your choosing, what are your revenue goals for this account?> 

 
 
 

Cross-sell & Upsell Opportunities 

 

<Outside of previously listed opportunities, what can or will you pitch as a cross-sell or upsell 
opportunity as your relationship with the account strengthens over time?> 

 
 
 

Risks, Barriers, Limitations, and Operational Restrictions 

 
<What issues lie in the way of selling, cross-selling, or upselling your account on any of the above 
mentioned line items? Address how you will counter them – if possible.>



 

Section 9: Action Plan 
 

All the previous content should lead up to this section. Outline what steps your company will take to secure this account’s business for 

the long term. Specifically, this section should address the following areas: 

 
 
 

 

Top Five Objectives 

 

<What are the five predominant deliverables and expectations from this initiative. It can be revenue, 
a contract length, and order size, a timeline, or anything else you determine to be of the utmost 
importance.> 

 
 

 
Map Critical Resources 

 

<List the resources available to your team for this project. Including details about customer 
retention proceedures, how to sell documentation, communication methods for the team, the 
account’s company website, and more.> 

 
 
 

Assign Tasks and Key Stakeholders 

 
<Using the DACI framework (See Appendix 1), outline who is responsible for contributing to this 
project and what role each person has. Specifically, highlights who the driver of the project is, any 
approvers of specific parts of the project, contributors who handle deliverables, and those who 
need to remain informed.>



 

Annex 1: DACI framework 
 

    

Name 

Email Address 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 

 

Name 

Email Address 

Responsibility 



 

 

 

5. Tool: Customer Profile 
 

 

 

 

Purpose: 

A customer profile tells you everything about the people you want to bring onto your customer list. It 

includes common details they tend to share, such as their: 

 Age 

 Location 

 Hobbies 

 Job title 

 Income 

 Purchasing habits 

 Goals or motivations 

 Challenges or pain points 



 

Description: 

 
A customer profile is a detailed description of your target audience. It is similar to a buyer persona; 

however, it is not a fiction representation of your customers. It has factual information about their 

demographics, buying behaviours, customer service interactions, and more. Everything you need to know 

about a group of customers is captured within this one description. 

 

When building a business, developing a go-to-market strategy, or giving your sales team direction, it's 

important to have a clear description of this customer profile in place. Without it, you might end up 

spreading your product offering too thin and diluting your value across many customers. 

 

This common misstep of trying to build something that solves 100% of the problems for 100% of the 

market is routinely referred to as "boiling the ocean." It usually happens when your customer profile is too 

broad, and you end up solving few problems for few people. 

 

A refined customer profile can help your company build more impactful features, find, and attract more 

people that are likely to buy your product, develop a stronger relationship with your customers, and put 

you on a better trajectory for market dominance. 

 

How to build a good customer profile? 

 
● Focus on the problem that your business is trying to resolve. 

● Review your customer journey map. 

● Dig into demographics. 

● Collect customer feedback. 

● Examine contextual details. 

● Understand your industry. 

● Build personas. 

● Analyze and iterate on customer personas. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As you uncover the desires and main points of your target audience, you can 

personalise their experiences and provide better resources to make them loyal 

to your brand! 
 

 Ag

 Locati

 

 

Gender 
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6. Tool: Customer Value Proposition (CPV) 
 

 

 

 

Purpose: 

This is an eight-step action plan for developing and exploiting your unique customer value proposition 

(CVP). 

Description: 
 

A value proposition is a statement that answers the ‘why’ someone should do business with you. It 

should convince a potential customer why your service or product will be of more value to them than 

similar offerings from your competition. You know why your company is great, but do your potential 

customers know what sets your brand apart? 

 
A good value proposition can give you an advantage over your competitors and is often what your 

prospects use to evaluate you. And for many consumers, your value proposition is the first thing they 

encounter when exploring your brand. 

 
When creating a value proposition, it is important to identify all the benefits your product or services 

offer. Describing what makes these benefits valuable in a quickly digestible way for the reader will help 

your value proposition make an impression. It is also critical to identify your customer’s main problem 

your value proposition helps solve. By connecting this value to your buyer’s challenges your value 

proposition will become clearer - this is what helps differentiate your brand as the best provider of this 

product or service. 

 

Top Characteristics of a STRONG Customer Value Proposition 

Your CVP should: 

 

● Be concise and EASY TO UNDERSTAND 

● Define WHAT YOU DO 

● Explain how your product resolves a potential customer’s PROBLEM 

● Answer the question: 

 

“If I am your ideal customer, why should I buy from you instead of any of 

your competitors? 

Test out your CVP on potential and actual customers. 



 

Drafting Your Customer Value Proposition (CPV) 

Follow the steps eight steps below: 

 
 Description Considerations 

 
 

Step 1 

 

Identify the target customers 

(following on from customer 

segmentation) 

● Who are they? 

● What are their needs, aspirations, and motivations? 

● What environment are they operating in? 

 
 

Step 2 

 
Identify the issues they need 

solutions for 

● What are their objectives? 

● What are their challenges and hurdles? 

● What problems do they face? 

 
 

Step 3 

 

Identify the benefits the 

product or service has to 

offer 

● Focus problems you solve and overcome 

● Benefits add value, features describe a product/service 

● Make a list of benefits 

 
 

Step 4 

 

Identify the benefits in stage 

three which are superior to 

the competition 

● Check out your competitor’s product and benefits 

● How are the benefits from your product better? 

● Pick the two or three strongest to focus upon 

 
 

Step 5 

 
Provide the evidence for 

these ‘unique’ benefits 

● Identify concrete examples of your product’s benefits 

● What evidence can you provide to prove your benefits 

● Use these to differentiate your product from others 

 
 

Step 6 

 

Explain your unique value 

proposition in a distinctive 

and compelling way 

● Keep your message simple 

● Use your customer’s language 

● Why is it compelling? 

 
 

Step 7 

 
Identify the price positioning 

of the product or service 

● What do your competitor’s charge? 

● Does your product merit a premium price? 

● Are you providing provide good value for the price? 

 
 

Step 8 

Understand the limitations of 

the product or service when 

compared with the 

competition 

● Ask potential customers what they think of the price 

● Ask potential customers what they think of the value 

● Do a final check against your competitor’s CVP 



 

 

 
Purpose: 

The objective of market segmentation is to minimize risk by determining which products have the best 

chances of gaining a share of a target market and determining the best way to deliver the products to 

the market. Market segmentation allows companies to learn about their customers, helps them to be 

more efficient in terms of time, money, and resources. 

7. Tool: Market segmentation 

 

 

 

 

 

 
 

Description: 
Market segmentation is the process of splitting 

buyers into smaller, measurable groups that share 

similar wants and needs. Those groups should 

share similar characteristics such as 

demographics, interests, needs, or location. After 

that, marketers determine which target segments 

to focus on to support corporate strategy and 

growth. 

 

Segmentation helps marketers answer the 

following set of fundamental questions: 

 

● To whom should I be marketing? 

● Why them? 

● How can I reach them most effectively? 

 

Proper research must give 

you a clear understanding 

of what segments you 

should 

target and set a clear direction for 

your company. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There are four primary categories 

of segmentation: 

 

 Demographic segmentation 

 Psychographic segmentation 

 Behavioural segmentation 

 Geographic 

segmentation Market 

Segmentation Examples: 

 Age 

 Gender 

 Income 

 Location 

 Family Situation 

 Annual Income 

 Education 

 Ethnicity 

 Purchasing habits 

 Spending habits 

 User status 

 Brand interaction



 

How to segment market step by step 

1. Identify the target market. 

2. Identify expectations of Target Audience 

3. Create subgroups 

4. Review the needs of the target audience 

5. Name your market Segment 

6. Perform marketing Strategies 

7. Review the behaviour of customers 

8. Review size of the Target Market
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1. Tool: Cashflow management in Business 
 

 

 

 

Purpose: 

Tracking, monitoring, analysing, optimising the income and expenses of a business. 

Description: 

It is the process of tracking how much money is coming into and out of your business. The process of 

monitoring, analysing, and optimizing the net amount of cash receipts minus cash expenses. This helps 

you predict how much money will be available to your business in the future. It also helps you identify 

how much money your business needs to cover debts, paying employees and suppliers. 

 

 

Cash flow is the term used to describe changes in how much money your business has from one point to 

another. Cash flow management is keeping track of this flow and analysing any changes to it. 

 

There are two main types of cash flow: 

 

 Cash Inflow: The revenue or the income that a company receives 

 Cash Outflow: The total expenditure of the company during a financial year 

 

 

Benefits: 

A recent study shows that 82% of the businesses fail due to poor cash flow management. This statement 

alone suffices in emphasizing the importance of good cash flow management. 

 

The cash flows are a bunch of data that are helping you to run your business smoothly. 

The main benefits of this cash flow are listed below: 

 

 Pay Your Expenses 

 Determining Liquidity and Profitability Positions of an organization 

 Cash Management 

 Expand Your Business 

 Optimum Cash Balance 

 Budgeting Decisions 

 Tax Payments 

 Get a Business Loan 

 Planning and Coordination 



 

 Performance Appraisal 



 

 

 

Tool: Cashflow management 

 

 

 

 

 

 

 
 Beginning Jan Feb Mar Apr 

 

Cash on hand (beginning of month) 
  

0 
 

0 
 

0 
 

0 

 

CASH RECEIPTS  Jan Feb Mar Apr 

Cash sales      

Returns and allowances  
    

Collections on accounts receivable     

Interest, other income  
    

Loan proceeds  
    

Owner contributions     

TOTAL CASH RECEIPTS 0 0 0 0 

Total cash available 0 0 0 0 0 

 

CASH PAID OUT  Jan Feb Mar Apr 

Advertising      

Commissions and fees  
    

Contract labor  
    

Employee benefit programs     

Insurance (other than health)      

Interest expense  
    

Materials and supplies (in COGS)     

Meals and entertainment     

Mortgage interest  
    

Office expense  
    

Other interest expense     

Pension and profit-sharing plan      

Purchases for resale  
    

Rent or lease      

Rent or lease: vehicles, equipment     

Repairs and maintenance  
    

Supplies (not in COGS)      

Taxes and licenses     

Travel      

Utilities      

Wages (less emp. credits)     

Other expenses     

Other expenses  
    

Other expenses  
    

Miscellaneous  
    

SUBTOTAL 0 0 0 0 

CASH PAID OUT  Jan Feb Mar Apr 

Loan principal payment  
    

Capital purchases     

Other startup costs  
    

To reserve and/or escrow      

Owners' withdrawal     

TOTAL CASH PAID OUT 0 0 0 0 

Cash on hand (end of month) 0 0 0 0 0 

 

OTHER OPERATING DATA  Jan Feb Mar Apr 

Sales volume (dollars)      

Accounts receivable balance      

Bad debt balance      

Inventory on hand      

Accounts payable balance      

Depreciation      



 



 

 

 

2. Tool: Calculate break-even Point 
 

 

 

 

Purpose: 

The calculation of the break-even point (also known as the Dead Point or Profitability Threshold) allows 

one to assess which volume of units or services must be sold to cover costs. 

 

Next, the following questions will be answered: 

 

- What is the break-even point? 

- How is break-even point calculated? 



 

Description: 

 

The break-even point is the level of production for which a company registers neither profit nor loss, 

but equates the income derived from sales with the total costs, both fixed and variable. 
 
 

 

 

 

 
To calculate the breakeven point, a model is presented, based on the following hypothesis: 

 

1. Everything that is produced is sold. That is to say: the number of units sold coincides with that of 

those produced. 

 

2. There is only one product. 

 

Taking this into account, the methodology to calculate it is: 

 

1. We assume that the company's income is calculated as the number of units sold multiplied by the 

unit sales price. 



 

 

2. The total costs would be the sum of the fixed costs (FC) plus the variable costs (VC): 

 

- The FCs are those dependent on the level of production. For example: rentals, insurance, etc. 

 

- The VCs are those that depend on the number of units manufactured. For example: sourcing of raw 

materials, supplies, etc. 

 

3. Thus, the break-even point would be reached when total revenues equal total costs. With which, 

at that point, the benefit would be equal to 0. 

 
If you know the breakeven point of your business, you will know at 

which point you will start to make a profit. 



 

 

 

3. Tool: Understanding Gross and Net Profit 
 

 

 

Purpose: 
The gross and net profits of a company are reflected in the profit and loss account, an accounting 

document that allows knowing the profits or losses of that company during a specific period of time. 

Together with the rest of the mandatory documents of the company, the profit and loss account allows 

one to know and control its financial status. This is essential to be able to make business forecasts. 

 

The profit and loss account, shows the difference between income and expenses produced during an 

accounting year. In order to make a profit and loss account it is important to have the data in order. 

Income and expenses are the main data that must be reflected in a profit and loss account. Making a 

profit or a lost defines whether the company has lost or gain money. 

 

Description: 

Profit or loss is the reason and the most relevant data for a company’s administrator. Depending on 

the result obtained, it will allow them to ascertain whether the company has made loses or profits. 

 
Main elements of the profit and loss account 

A. Continuing operations 1. Net amount of turnover 

2. Variation in inventories of finished 

products and in manufacturing process 

3. Work carried out by the company for its 

assets 

4. Supplies 

5. Other operating income 

6. Personnel expenses 

7. Other operating expenses 

8. Amortization of fixed assets 

9. Allocation of subsidies for non-

financial fixed assets and others 

10. Excess provisions 

11. Impairment and result from disposals 

of fixed assets 

12. Other results 

A.1) Operating income 

Financial operations 12. Financial income 

13. Financial expenses 

14. Variation in fair value of financial 

instruments 

15. Exchange differences 

16. Impairment and result from disposals 

of financial instruments 

A.2) Financial results 

A.3) Profit before tax (A.1+A.2) 

17. Taxes on profits (%) 



 

A.4) Results for the year = A.3) - 17 



 

 

Within the profit and loss account, two results must be distinguished: 

 

a) Operating income: it is the result of the ordinary operations of the company and includes all the 

income that it has generated for a specified period of time. 

 

b) Financial result: includes all financing operations that a company has obtained. It is focused on 

the income from business investments. 

 

Gross profits are obtained from operating income (point A.1), while net profits are obtained from 

results for the year (A.4). 

 
The income statement offers essential information to control the 

evolution of a business. 



 

 

 

4. Tool: Variance Analysis 
 

 

 

 

Purpose: 

The purpose of evaluating and analysing the budget and the money I have is to know how I can use it 

and what the benefits are for my company. 

Description: 

A deviation of an accounting item is the difference that arises between the amount budgeted and the 

amount that finally results. Such a variance can occur in any revenue and expenditure item. 

 

Budget variance analysis is the process of explaining the reasons why the actual profit differs from the 

budgeted or forecast profit. This analysis should culminate in the identification of corrective actions. 

 

The company may spend more than budgeted or less than budgeted, and revenues may be higher than 

budgeted or lower. Why do variances happen? 

 

● Unit price differences: the unit cost of materials, labour, services, etc., and the selling price of 

the product may be higher/lower than budgeted. 

● For differences in planned unit consumption: the actual consumption to produce a unit of 

output may be higher or lower than budgeted. 

● By activity: the company plans to produce a certain quantity, but the final production turns 

out to be higher or lower. 

 
“No investment, no gain” 

You need to invest and know what the difference is between assumption and reality. 



 

Variance Analysis 
 

 

 

 

 

 
 Actual Budget Deviation 

Income    

Sales    

Other Income    

Costs    

Staff    

Repayments    

Supplies    

External Services    

Outcome    



 

 

 

5. Tool: Creditor Analysis 
 

 

 

 

Purpose: 

Also known as creditor days, creditor analysis estimates the number of days a business will take to pay 

its suppliers for goods and services. The analysis is useful when assessing the liquidity of a company. 

Description: 
 

Financial analysis is used to quantify and explain many areas of business activity. Careful management of 

cash is vital if a company is to succeed. If a business takes full advantage of the time it takes to pay its 

suppliers, then its cash flow will be maximised. 

 
Creditor days should ideally be higher than debtor days (see E-Growth Tool: Debtor Analysis) and will 

help you understand if your business is taking full advantage of available trade credit. However, 

sometimes a high figure may suggest financial problems. 

 
There are risks associated with taking more time than allowed to pay suppliers. One is the loss of 

supplier goodwill; another is the potential threat of legal action or late-payment charges. 

 
Paying invoices on time is not only good practice but also demonstrates good ethics. This is particularly 

important if the supplier is a small business and rely on timely payments of their invoices so that they 

can manage their cash flow. 

 

 

 

 

Although important, credit analysis and control should not 

dominate everything else. Strike a balance between taking time to 

pay invoices and maintaining relationships with suppliers. 



 

Creditor Analysis Formula 

When calculating creditor days the following formula is applied: 
 

Trade creditors x 365 

Purchases 

To explain: 
 

Trade creditors: the amount (£) owed by the business in the financial year 

divided by 

Purchases: the total amount (£) of purchases made by the business in the financial year 

multiplied by 

365: the period of time (days) over which the creditor days are calculated. 

 

 
Example: 

The total amount owed by the business is £9,000.00 and purchases made by the business are £80,000.00 

9,000 x 365 = 41 creditor days 

80,000 

The business is now in a position to identify any potential cash flow problems.



 

 

 

6. Tool: Debtor Analysis 
 

 

 

 

Purpose: 

Also known as debtor days, debtor analysis estimates the average number of days taken by customers to 

pay their invoices. 

Description: 
 

The average time it takes for a business to receive the money owed to them can impact financial 

planning. If the debtor analysis reveals a long number of debtor days it may mean that cash is in short 

supply. This can result in limiting the opportunity to invest in business growth, or even affecting when 

suppliers get paid. 

 
● Debtor days: These indicate which debtors are being allowed excessive credit. Efficient and 

timely collection of money owed by customers is a vital part of managing cash flow. 

 
● Controlling debtors: Having robust credit control processes prevents or reduces the amount of 

bad debts for a business. 

 

● Financial practice: 

⮚ The average number of debtor days will vary from industry to industry. Typically, the 

average number of days a customer has in which to pay their invoices will vary from 30, 

45 or 60 days. 

⮚ Offering an excessive number of credit days will increase the number of debtor days and 

lead to the business having to write-off bad debts. 

⮚ Terms and conditions of sale will usually state how long the customer is officially allowed 

to settle their invoice. 

⮚ Early payment incentives can be offered to reduce the length of time a customer will take 

to pay their invoice. This will therefore reduce the number of debtor days for the 

business. 

⮚ Conversely, some industries offer longer payment terms to attract more customers. 

 

When issuing invoices, make sure that they are correct. Incorrect 

invoices can take time to rectify and consequently it will take longer 

to receive payment from the customer. 



 

Debtor Analysis Formula 

When calculating debtor days the following formula is applied: 

 

 

To explain: 
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Debtors: the amount (£) owed by customers in the financial year 

divided by 

Sales: the total amount (£) of sales made by the business in the financial year 

multiplied by 

365: the period of time (days) over which the debtor days are calculated. 

 

 
Example: 

The total value of debtors is £8,000.00 and sales made by the business are £75,000.00 

8,000 x 365 = 32.5 debtor days 

90,000 

The business is now able to plan what action should be taken to reduce the debtor days and improve its 

financial situation.



 

 

 

7. Tool: Financial Ratio Analysis 

 
 

Purpose: 
 

To analyse patterns and trends within a business leading to an improved understanding, facilitating the 

making of informed decisions 

 

Description: 

 
Analytical accounting tools are simple ratios or formulae that enable you to quickly see the relative value of 

one thing against another meaning you can compare like-for-like. Analysing financial accounts enables you 

to compare your business’ performance against previous years and with your competitors. Ratio analysis is 

a good way to evaluate the financial results of your business to gauge its performance. Ratios allow you to 

compare your business against different standards using the figures on your balance sheet. Accounting 

ratios can offer an invaluable insight into a business' performance. Ensure that the information used for 

comparison is accurate - otherwise the results will be misleading. 

 

There are four main categories of ratio analysis: liquidity, solvency, efficiency, and profitability. 
 

 
Liquidity ratios 

 

These ratios are used to measure solvency and short-term survival 

prospects. 

 
Capital structure ratios 

 

These ratios measure the adequacy of owners' funding in relation to 

long-term debt. 

 
Activity and efficiency ratios 

 

These ratios measure the operating efficiency of the business in non- 

financial terms. 

 
Profitability ratios 

 

These ratios measure overall profitability and how well the business is 

using its assets and covering overhead costs. 

 

 

 

Do not be deterred by numbers and statistics – ratios are quite 

simple to calculate and to understand! 
 



 



 

What are liquidity ratios? 

 
There are three types of liquidity ratio: 

 
 Current ratio (i.e. current assets divided by current liabilities). This assesses whether you have 

sufficient assets to cover your liabilities. A ratio of two shows you have twice as many current 

assets as current liabilities. 

 Quick or acid-test ratio (i.e. current assets excluding stock divided by current liabilities). A ratio of 1 

shows liquidity levels are high - an indication of solid financial health. 

 Defensive interval (i.e. liquid assets divided by daily operating expenses). This measures how long 

your business could survive without cash coming in and should be between 30 and 90 days. 

What are solvency ratios? 

 
Gearing is a sign of solvency. Gearing is found by dividing loans and bank overdraft by equity, long-term 

loans, and bank overdraft. The higher the gearing, the more vulnerable the company is to increasing 

interest rates: most lenders will refuse further finance where gearing exceeds 50 per cent. 

What are efficiency ratios? 

 
There are three types of efficiency ratio: 

 
 Debtors' turnover: (i.e. average of credit sales divided by the average level of debtors). This ratio 

shows how long it takes to collect payments. A low ratio may mean payment terms need tightening 

up. 

 Creditors' turnover: (i.e. average cost of sales divided by the average amount of credit that is taken 

from suppliers). This ratio shows how long your business takes to pay suppliers. 

 Stock turnover: (i.e. average cost of sales divided by the average value of stock). This ratio indicates 

how long you hold stock before selling: a lower stock turnover may mean lower profits. 

What are profitability ratios? 

 
Divide net profit before income tax by the total value of capital employed to see how good your return on the 

capital used in your business is. This can then be compared to what the same amount of money (loans and 

shares) would have earned on deposit or in the stock market. 

 

Below is a summary of the formulae for calculating some of the most common ratios.



 

Profitability Ratios 
 

Ratio Profitability Ratios Description 

 
Net Margin % 

Net profit before tax x 100 

Sales 

Measures how much net profit is derived 

from each £/€ of sales. Should be the main 

financial objective. It is an ideal yardstick 

for measuring performance. 

 
Gross Margin % 

Gross profit x 100 

Sales 

Measures the relationship between 

variable costs and sales. 

 
Total Overheads % 

Total overheads x 100 

Sales 

Measures the proportion of sales taken up 

by overheads (fixed costs). 

 

Selling/Marketing 

Costs % 

Selling/marketing costs x 100 

Sales 

Helpful in controlling marketing costs and 

evaluating the success of different 

combinations of marketing expenditure. 

 

Administration 

Costs % 

Administration costs x 100 

Sales 

Helpful in controlling administration costs. 

 
Payroll Costs % 

Salaries and wages x 100 

Sales 

Helps in evaluating the impact of 

staffing changes on profits 

 

Return on Capital 

Employed % 

 

Profit before interest and tax x 100 

Capital employed 

Measures the return on total 

investment including borrowings and 

equity. 

 
Financial Status Ratios 

 

Ratio Financial Ratios Description 

 

Current Ratio 

 
Current assets 

Current liabilities 

Measures the company’s ability to 

meet its short-term creditors. Useful to 

creditors as an early warning of a 

possible cash crisis and should be 

 

Acid Test 

 
Debtors + Cash 

Current liabilities 

Extends the measure of liquidity by 

excluding stock and work in progress 

from the calculation, as these are less 

liquid than debtors and cash. 

 
Debt Ratio (Gearing) 

% 

 
Long-term loans x 100 

Capital employed 

Measures the proportion of sales taken 

up by overheads (fixed costs). 



 



 

Efficiency Ratios 
 

Ratio Efficiency Ratios Description 

 

 
 

Stock Days 

 

 
Stock and work in progress x 365 

Purchases 

Measures the number of days’ worth 

of purchases the company is holding as 

stock and work in progress. The more 

money is tied up in stock, the greater 

the short-term financing needs. 

 

 
 

Debtor Days 

 

Debtors x 365 

Sales 

The average number of days taken by 

customers to pay their bills. A useful 

indicator of effective credit control. 

 

 
 

Creditor Days 

 

 
Trade creditors x 365 

Purchases 

The average number of days the 

company takes to pay its trade 

suppliers. A balance has to be struck 

between slow payments and 

maintaining a good relationship with 

suppliers. 

 

 
Sales per Employee 

£,000 

 

 
Sales 

Employees 

The amount of income generated on 

average by each member of the 

workforce. A useful measure of 

progress year to year and can be used 

as a measure of productivity with 

competitors. 

 

 
Profit per employee 

£,000 

 

 
Profit before tax 

Employees 

Measures the amount of net profit 

generated on average per employee. 

 

 
 

Productivity £,000 

 

 
Value added (Gross profit) 

Employees 

Measures what each employee adds to 

the cost of sales. 

 

 

 

 

 

 



 



 

 

 

8. Tool: Business Improvements tools 
 

 

 

 

Purpose: 

The main objective of generating business improvement tools is to optimise decision making within the 

company. This will generate knowledge and skills in the employees so that they have the necessary tools 

to make their business develop. 

Description: 

 
We will mainly focus on business intelligence, which allows the company to optimise resources, monitor 

the fulfilment of the company's objectives and the ability to make good decisions to obtain better results. 

It is a competitive advantage for the company, as it acts as a strategic factor in its organisation and provides 

answers to the doubts that arise in a business, such as financial control, cost optimisation, customer profile 

analysis, production planning or the profitability of a product. 

 
It is much more than a specific "something"; it is an umbrella term that includes the processes and 

methods for collecting, storing and analysing data from business activities or operations to optimise 

performance. All of these combine to create a holistic view of an enterprise and help people make 

decisions that are better and more useful. 

 
How does this process work? 

 
Companies and organisations have questions and goals. To find answers and track performance against 

those goals, they collect the necessary data, analyse it and determine the actions that need to be taken 

in order to achieve the objectives. 

 
On the technical side, raw data is collected from the company's activity. The data is processed and 

stored in data warehouses. Once stored, the data can be accessed by users, which starts the analysis 

process to answer business questions. 

 
Creating an analysis for the company is the most necessary thing to do, taking into account that the 

CANVAS model is one of the most used, in the following document we propose you to analyse what your 

company needs the most to observe it in a properly placed graph and to know what can fail and what 

can be successful for the future 

 

“An innovative entrepreneur sees opportunities where others only 

see problems.” 
 

Always analyse your business to anticipate problems you may face. 



 

Analyse your CANVAS business model 

Answer to the following questions: 
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1. Tool: Job Description 
 

 

 

 

Purpose: 

A job description is designed to present a structured, accurate, and factual statement of a job’s function 

and objectives. It sets the boundaries of the job holder’s authority. 

Description: 
 

Job descriptions define the purpose of a job and how it contributes to the aims and objectives of an 

organisation. 

 
● Scope: Although structured, job descriptions allow sufficient scope and flexibility to take into 

account the work of colleagues, needs and priorities. A job description, however, should not be 

vague and ambiguous. 

 
● Context: Short accountability statements focusing on outcomes or key result area (KRA) 

statements relating to the performance measures of the role are used. 

 
● Working with others: Job descriptions help to understand how jobs within a business fit together 

and how job holders work in relation to others. 

 

● Performance review: Job descriptions can be used as the basis of a performance appraisal, job 

evaluation or job grading. They can be used to identify any duplication or absence of 

responsibility for particular functions or activities. 

 
● Recruitment process: In addition to providing the job holder and immediate line manager with a 

clear overview of the post, job descriptions and person specifications (see EGrowth Tool: Person 

Specification) are used to support the selection and recruitment processes. They help recruiters 

to compare skills, experience and competencies required for a job with those of job applicants. 

 

Avoid making the job description too rigid and try to involve the job 

holder when reviewing it. Job descriptions should be current and 

remember to communicate to staff the reason why job descriptions 

are being updated 

 

 

 

 

 



 

 



 

Preparing Your Job Description 
 

 Description Comments and Notes 

 

Step 1 

 

Job title 

Make the job title specific to accurately describe 

the role and keep it concise 

Avoid jargon 

 

Step 2 

 

Reporting relationships 

State the job title to whom the job holder will 

report 

Include the job titles and numbers of employees 

reporting to the job holder 

 

Step 3 

 

Location and hours of work 

Include the organisation name, department 

name, normal place of work and required hours 

State if mobile working or working from home on 

a regular basis is required 

 

Step 4 

 

Major functional relationships 

If appropriate, explain how the job fits into the 

organisation and its relationship with other jobs 

An organisation chart can be effective in 

explaining this 

 

Step 5 

 

Principle purpose or objective of 

the job 

Write a short statement describing why the job 

exists. For example, for a sales manager the 

purpose could be ‘ensuring that agreed sales 

targets are achieved’ 

 

 
Step 6 

 
List key tasks/key result area (KRA) 

statements in order of importance 

or frequency 

Use action verbs such as to design; to implement 

State the object of the activity i.e. stock levels; 

existing suppliers; new computer system 

Explain the main purpose of the activity i.e. to 

reduce costs; to improve efficiency 

 

Step 7 

 

Date and signature (optional) 

Include the date the job description was written/ 

reviewed 

Signature of head of department/ manager 

 

Step 8 

 

Update and review 

Update regularly to reflect current practice or 

significant changes to the job, role or priorities 

Review annually or when the job falls vacant 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 



 

Example Job Description Template 
 

Job Element Detail 

Job title: 
 

Reporting relationships: 
 

Location and hours of 

work: 

 

Major functional 

relationships: 

 

 

Principle purpose or 

objective of the job: 

 

 

 

 

 

 

 

 

 

 

 

 

Key tasks/Key result 

area (KRA) statements: 

 

Date and signature: 

(optional) 

 



 

 
Update and review: 

 



 

 

 

2. Tool: Person Specification 
 

 

 

 

Purpose: 

Also known as a job specification, a person specification defines the experience, qualifications and 

competencies required by the job holder and is used during the recruitment and selection process. 

Description: 
 

A well-prepared person specification provides the objective criteria against which all job applicants are 

assessed, thus minimising personal and subjective bias during the selection process. When writing a 

person specification, the following areas will be taken into account: 

 
● Essential and desirable requirements: Carefully consider those requirements that are essential 

and those that are desirable for a given job. 

 
● Standard set of measures and criteria: Assessing each job applicant against the content of the 

person specification will ensure compliance with equal opportunities and will avoid 

discrimination. 

 

● Assessment process: Techniques such as face to face interviews, telephone interviews, 

competency tests and assessment centres are some of the techniques used to assess the 

qualities of a potential job holder. 

 
The person specification is then used to help with the: 

 
● Selection process: Information within the person specification can be used to design the 

structure and format of the selection process. It makes the short-listing process simpler and 

allows interviews to target for specific skills, knowledge and aptitudes. 

 

● Recruitment decisions: Using the person specification and job description (see EGrowth Tool: Job 

Description) provide a sound foundation for subsequent recruitment and selection decisions. 

Do not include unnecessary conditions and requirements in the 

person specification because they could be discriminatory. 

Avoid describing the ‘perfect person’ – the likelihood of finding such 

a person is minimal! 

 

 



 

 

 



 

Preparing Your Person Specification 
 

 Description Comments and Notes 

 

Step 1 

 

What essential and desirable 

knowledge is required? 

Outline any qualifications, education or training 

required 

Do not discriminate against those who did not 

have the opportunity to gain essential knowledge 

 

Step 2 

 

What skills are essential and/or 

desirable? 

Outline the essential and desirable skills, for 

example, use of different software or 

programmes, team management 

 

Step 3 

 

What soft skills are essential and/or 

desirable? 

Outline the essential and desirable skills, for 

example, relationship building, time 

management, networking 

 

Step 4 

 

What experience is essential and/or 

desirable? 

Avoid stating the number of years: people learn 

at different rates; this could also exclude younger 

applicants 

Include experience of specific tasks, projects or 

 

 
Step 5 

 
 

What personal attributes are 

essential and/or desirable? 

 
Only include these if they are really important. 

Examples include qualities such as loyalty, 

confidence, attention to detail 

 

Step 6 

 

What physical attributes are 

necessary? 

 
For example, height, eyesight. These must be a 

justified requisite and not a preference 

 

 
Step 7 

 

What circumstances are genuinely 

necessary for the job? 

 
Include information such as potential flexibility of 

the role in terms of working hours, where the job 

is based, any travel required 



 

Example Person Specification Template 
 

Requirement 
Essential or 

Desirable 
How Assessed 

Knowledge:   

Skills:   

Soft Skills:   

Experience:   

Personal Attributes:   

Physical Attributes:   

Circumstances:   

 

 

 

 



 

 



 

 

 

3. Tool: Coaching Plan 
 

 

 

 

Coaching in the workplace 

 

Purpose: 

To increase employees’ and managers’ potential to maximise their own job performance. It is the 

process of providing people with the knowledge, and capabilities that will empower them to successfully 

change their behaviour. 

Description: 
 

It involves mentoring an employee or manager to improve performance or to increase productivity, 

enhance communication, decrease stress on the job, or to adopt new business changes and skillsets. 

Coaching is designed to help make a person better at what they do. 

 

There is two main coaching approach: 

 

 One-on-one Coaching- between a supervisor and an employee 

 Group coaching- between a supervisor and his or her team 

 

Benefits: 

 Increase in adoption of a workplace related change 

 Improved performance 

 Effective learning of new skills, processes, or systems 

 Increase in morale and productivity 

 Enhanced loyalty towards the workplace 

 A decrease in the tendency to exhibit stressful or unproductive behaviours 

 Successful behavioural changes 

Writing a Coaching Plan: 

The best way is to start with the end objectives. (What you want the person or group being coached to 

get from the coaching.) After determining the coaching objectives, the next step is to draft a coaching 

plan step by step towards achieving the coaching goal. 



 

 

 

Tool: Coaching Plan 

 

 

 

 

 

Employee Coaching Form 
 

Team Member Name: Date: 
Title/ Position: Supervisor: 

 
 

 
 

 
 

 
 

 
 

 

 

Coaching Topic / Area 

 

Desired Outcome (List desired behaviours, knowledge, skills, etc) 

 

Benefits of Change (How will employee actions or performance be positively impacted?) 

 

1. 
2. 
3. 

Action Plan (What actions can be taken to achieve these goals?) 

 

Timeline (Write out a timeline for the plan and when to follow up) 



 



 

 

 

4. Tool: Performance Management Template 
 

 

 

 

Purpose: 

● Improvement of skills 

● Increase in productivity, motivation and quality of work. 

● Boost in business profits and customer satisfaction. 

Description: 

The performance management template help in: Creating a standardised and a uniform format to define 

performance and in setting goals across various levels of employees. Laying down measurable 

parameters and tracking each employee's progress against it. 

 

● Improving the skills of your staff can deliver real business benefits. It can increase their 

productivity, motivation and quality of work, and boost overall business profits and customer 

satisfaction. 

● Agreeing appropriate objectives and making effective use of appraisals can improve your 

business performance and help you assess how well your employees are working. 

Three stages of performance management: 
 

Performance management consists of three stages: planning, check-in, and review. Each of these milestones is 

administered in coordination with an overarching performance management system founded on a company’s 

core values. 

1. Planning 

Planning involves setting individual goals in the context of departmental and organisational goals. Each 

employee will be evaluated against their personal targets and deliverables, so it’s important to clarify and 

collaborate with the individual to ensure that everyone is on the same page. 

2. Check-in 

To keep project management functioning and consistent, set times for periodic reviews or check-ins to 

address any pain points. This is also an opportunity to move the target if the employee is performing at an 

optimal level. Communication is key here, so create ample opportunities for employees and managers to 

revisit goals and make adjustments as needed. 

3. Review 

Regular check-ins culminate in a review, or performance appraisal, where an employee’s job performance 

and overall contribution to the company is evaluated according to set criteria. Performance appraisal 

meetings focus on employee development and how management and teams can work together in achieving 



 

organizational goals. Often administered quarterly, performance appraisals discuss accomplishments, 

challenges, and possible areas of improvement based on previous check-ins. Nothing discussed should come 

as a surprise.



 

 

 

Tool: Performance Management Template 

 
Performance Review Template 

 

EMPLOYEE NAME 
 

DEPARTMENT 
 

EMPLOYEE ID 
 REVIEWER 

NAME 
 

POSITION HELD 
 REVIEWER 

TITLE 
 

LAST REVIEW DATE  TODAY'S DATE  

CHARACTERISTICS 

QUALITY UNSATISFACTORY SATISFACTORY GOOD EXCELLENT 

Works to Full Potential     

Quality of Work     

Work Consistency     

Communication     

Independent Work     

Takes Initiative     

Group Work     

Productivity     

Creativity     

Honesty     

Integrity     

Coworker Relations     

Client Relations     

Technical Skills     

Dependability     

Punctuality     

Attendance     

     

     

     

     

GOALS 

ACHIEVED GOALS SET IN PREVIOUS REVIEW? 

 

GOALS FOR NEXT REVIEW PERIOD 

 

COMMENTS AND APPROVAL 

COMMENTS 

 

EMPLOYEE 

SIGNATURE 

 REVIEWER 

SIGNATURE 

 



 



 

 

 

5. Tool: Training Plan Template 
 

 

 

 

Purpose: 

● To ensure skill development 

● To foster personal and organisational growth 

● To outline delivery timeline 

● To track progress 

Description: 

The Training Plan describes the approach, activities and tasks required by the organization to ensure the necessary 

skills are attained to achieve the outcome of the project. It also outlines the timeline by which training will be 

delivered. 

 

A training plan is a document that details the strategy and specific steps needed to accomplish a goal or 

an objective. You can create a training plan for nearly any undertaking, such as a business or creative 

project, team development, staff or new hire training, or a personal endeavour. Regardless of the 

objective, training plans hold you accountable for intentions, actions, tasks, or activities that must be 

completed en route to a larger goal. 

 

Many different business roles can make use of a training plan, including trainers and instructors, 

managers, staff, employees, IT, support representatives, or the entire organization. Colleges and 

universities also frequently use training plans to track their progress toward a goal. 

Benefits of a training plan: 
 

 Building a training plan can help ensure the success of the project, onboarding, skill building, or 

other objectives you aim to achieve. 

 Aid you in preparing objective, needs, strategy, and curriculum to be addressed when training 

participants 

 Improve trainer and training participants’ experience by providing a clear plan of action 

 

 Ensure that each training session is well planned, helpful, and inspiring 

 

 Gain much needed expertise and experience, which can help you achieve your goal 

 

 Training plans play a vital part in making your organization more profitable, beating the 



 

competition, and creating a thriving work culture.





 

 

 

 Tool: Training Plan Template 

 
Writing a training plan: 

 

 Objectives: List your goals, and make sure they are measurable and specific. 
 

 Duration: Ideally, your training plan should be flexible, offer an approximate, realistic duration of the 

plan to give participants an idea of what to expect, and aid managers in evaluating performance. 

Some training plans include multiple future dates at which to measure performance (for example, 30, 

60, and 90 days). 
 

 Venue/Facility: If you are hosting a workshop, include details about the venue and facility, such as 

directions and special instructions. 
 

 Dates/Times: If there are specific meeting times that staff needs to attend, make sure to list them on 

the plan. 
 

 Activities and Learning Strategies: Depending on how comprehensive your training plan is, consider 

including a section where you detail the activities and knowledge areas in which you hope to see 

improvement. However, not all training plans require this level of detail. 
 

 Milestones: Include room to mark key milestones, as well as space for dates and a signature if 

applicable. You might also want to include a section to rank accomplishments or competencies 

along the way. 
 

 Approval Signature: Include a space for the manager or lead contact to sign off once the training 

program is completed.



 

 

 

Tool: Training Plan Template 

Training Name: Responsible: 

I. Logistics 

Materials: 

Delegates’ movement: 

Facilitators (co-trainers) needed: 

II. Goals/outcomes 

1. 

 

2. 

 

III. Ideas/remarks (& key messages to be worked upon) 

 

 

IV. Possible links with the Training before 

 

 

V. Possible links with Training after 

 

 

VI. Flow – the order of the blocks and the timing for each of them 

Example: 

Block 1 (10 min) 
 

Block 2 (30 min) 
 

Block 3 (20 min) 

 

VII. Detailed Flow 

 

Topic 
Objectives 

and/or key 

messages 

 

Method 

 

Description 

 

Timing 
Materials 

needed 

 

Responsible 

1.       

2. 
      

3. 
      

 

 



 

       



 

 

 

6. Tool: Teamworking checklist 
 

 

 

 

Purpose: 

Teamwork skills are critical to a high performing team, but teamwork is primary about collaboration, along 

with excellent leadership that can drive the organisation forward. A checklist aims to create a path towards 

the completion of those skills. 

Description: 
 

Teamwork skills are personal qualities and abilities that enable you to work well with others in the team. 

Teamwork is a combination of collective expertise in the workplace in the pursuit of a common 

goal/outcome in the most effective way. A checklist is the necessary document to gather all of them. 

 
Essential skills include communication, actively listening and the ability to help and guide others, while 

sharing business knowledge, and showing commitment to the project success. Communication skills, both 

verbal and nonverbal, are essential—understanding, how to work productively with others. 

 

Checklist: 

 
□ Defining Goals: Make sure everyone in the team knows and understands the project’s goals. 

Decision-making must be on clear intentions as the central focus. 

 

□ Communication: Clearly and effectively communicating your ideas, feedback – the good and the 

bad. The tone should always be professional but friendly. Questioning skills enable you to obtain 

information, clarify a point, test knowledge and encourage further research and answers to 

problems. 

 

□ Positivity    and     Reliability: Positive     thoughts     are     encouraging     and     motivational. Don’t 

focus on the negativity, complaining is a bad habit and doesn’t help to work towards the goal. Don’t 

get drawn away from that common goal with negatives. Reliable team members complete any 

tasks assigned and stick to deadlines. 

 

□ Time Management: Use time wisely time as it can impact the project and the goals. Share time 

management tips and how others can increase productivity. 

 

□ Listening: Active listener. Listen to feedback, listen to problems, make every team member feel 

valuable. Don’t let misunderstandings give a negative impact on the team. 

 

□ Meditator: Mediate and resolve conflict problems between team members. Use conflict 

management strategies to deal with difficult people, personalities and situations. 



 

□ Respect and Empathy: Everyone is equal, make everyone feel valued. Simple tactics like remembering 

names and person details, making eye contact when communicating, and actively listening when a 

person speaks and shares their insights into the project. Empathy is important in establishing both 

trust and respect. A shared understanding of the feelings of another person is a difficult skill but core. 

 

□ Enthusiasm, Motivation and Build Rapport: Make people buzz with excitement. Share your passion 

for the project and how you will all make a difference. Encouraging participation, acknowledging 

success and great ideas. Developing a sense of harmony and team spirit. 

 

□ Facilitation Skills: Help team members gain confidence and skills to complete a task / project. 

Effectively. 

 

Assigning roles 

Who will be responsible for coordinating the group? 

Who will assist in coordination? 

Have you established each other’s time commitments? 

Who will keep records of the meeting? 

 

Asigning tasks 

Has everyone understood the purpose of the assignment? 

Are the objectives clear for each task? 

Is the workload shared equally? 

Can everyone meet the deadlines? 

What are the contingency plans if something goes wrong? 

 

Communication 

How will the team communicate? 

How often will you communicate? 

 

Troubleshooting 

What are some of the likely issues you might face as a team? 

What are some possible solutions for the identified issues? 

What are the priorities for getting work done? 

 

Reflection for next time 

Howe were decisions made? 

How did you share information? 

How did you gave feedback 

What did you enjoy/gain from the experience? 

What was the most difficult obstacle to achieving your task? 

In what way could you improve the experience? 

 

Teamwork skills are not something you need formal training in but can 

identify and work on yourself. 
 

 



 

 



 

 

 

7. Tool: Meeting Checklist 

 
 

Purpose: 
 

Creating a simple meeting checklist can help to keep the group on track. It can also ensure that you part 

ways with a better understanding of the direction to take. 

 

Description: 

A meeting agenda is a list of activities that participants are hoping to accomplish during their meeting. It gives 

the attendees prior notice of what will be discussed. It also sets clear expectations for what needs to occur 

before and during a meeting while keeping the participants focused on the topic at hand. Besides all that, it 

sets the pace of the meeting while acting as a time management tool. 

 

When designed correctly, a meeting agenda can prevent unproductive meetings, saving your entire team a 

lot of time. Whether your meeting is a large, formal event, or a casual discussion in a small team, an agenda 

is the best way to stay focused and make good use of the time you have. 

 

Checklist: 
 
 

HAVE YOU: 

 Identified the purpose of the meeting? 

 Made sure you really need a meeting? 

 Developed a preliminary agenda? 

 Selected the right participants and assigned roles? 

 Decided where and when to hold the meeting? 

 Confirmed availability of the space? 

 Sent the invitation? 

 Sent the preliminary agenda to participants and shareholders? 

 Sent pre-readings or requests that require advanced preparation? 

 Followed up with invitees in person, if appropriate? 

 Chosen the decision making process to be used? (majority vote, group consensus, leader’s choice) 

 Identified, arranged and tested all necessary equipment? 

 Finalized the agenda and distributed to all participants? 

 Verified that all key participants will attend and know their roles? 

 Prepared yourself? (Presentations, handouts…) 

 

Don't forget to include additional helpful details, for example, who will be 

presenting each topic and how long each presentation will take 
 

 

 



 

 

 

 

 



 

 

 

Tool: Meeting checklist 

 
 

Purpose: 
 

Creating a simple meeting checklist can help to keep the group on track. It can also ensure that you part 

ways with a better understanding of the direction to take. 

 

Description: 

A meeting agenda is a list of activities that participants are hoping to accomplish during their meeting. It gives 

the attendees prior notice of what will be discussed. It also sets clear expectations for what needs to occur 

before and during a meeting while keeping the participants focused on the topic at hand. Besides all that, it 

sets the pace of the meeting while acting as a time management tool. 

 

When designed correctly, a meeting agenda can prevent unproductive meetings, saving your entire team a 

lot of time. Whether your meeting is a large, formal event, or a casual discussion in a small team, an agenda 

is the best way to stay focused and make good use of the time you have. 

 

Checklist: 
 
 

HAVE YOU: 

 Identified the purpose of the meeting? 

 Made sure you really need a meeting? 

 Developed a preliminary agenda? 

 Selected the right participants and assigned roles? 

 Decided where and when to hold the meeting? 

 Confirmed availability of the space? 

 Sent the invitation? 

 Sent the preliminary agenda to participants and shareholders? 

 Sent pre-readings or requests that require advanced preparation? 

 Followed up with invitees in person, if appropriate? 

 Chosen the decision making process to be used? (majority vote, group consensus, leader’s choice) 

 Identified, arranged and tested all necessary equipment? 

 Finalized the agenda and distributed to all participants? 

 Verified that all key participants will attend and know their roles? 

 Prepared yourself? (Presentations, handouts…) 

 

Don't forget to include additional helpful details, for example, who will be 

presenting each topic and how long each presentation will take 
 

 

 



 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 


