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A	business	plan	is	a	comprehensive	document	that	outlines	the	strategies	and	tactics	for	starting	and	

growing	a	successful	business.	It	includes	details	about	the	company's	mission,	target	market,	

competition,	marketing	and	sales	plans,	financial	projections,	and	other	critical	components	that	are	

necessary	for	a	successful	entrepreneurial	journey.	In	essence,	a	business	plan	is	a	roadmap	that	

guides	an	entrepreneur	in	making	sound	decisions	that	can	lead	to	the	attainment	of	their	business	

goals.	

	

By	putting	the	business	concept	down	on	paper	and	conducting	research	to	support	it,	you	as	an	

entrepreneur	can	gain	a	deeper	understanding	of	your	target	market	and	the	strategies	that	will	be	

necessary	for	success.	A	business	plan	is	a	critical	tool	for	any	entrepreneur	who	wants	to	build	a	

successful	business,	as	it	provides	a	roadmap	for	navigating	the	complex	journey	of	starting	and	

growing	a	new	venture.	

	

VACO’s	editors	have	researched	and	found	a	way	to	guide	you	through	this.	Attached	is	a	guide	where	

you	will	find	ideas	and	suggestions	to	help	you	create	your	own	business	plan,	one	that	tells	the	

story	of	your	creative	business	in	an	interesting	and	engaging	way.	The	thoughts	are	organized	

into	the	sections	you’d	traditionally	expect	to	find	in	a	business	plan	which	include:	

	

• Introductions	

• Admin	and	Management	

• Money	

• Marketing	and	Business	Development	

• The	Future	

	

We	hope	that	this	resource	adds	value	and	enriches	your	understanding	of	what	it	takes	to	start	a	new	

business.		
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RESOURCES FOR CREATIVE BUSINESS PLANNING 
 

Websites 
 
• Creative Plus Business: Business Skills for Creative People 
http://www.creativeplusbusiness.com 
• The Right Brain Business Plan: A Creative, Visual Map for Success by Jennifer Lee.  
http://www.rightbrainbusinessplan.com/book/ 
• Australian Design Unit Tool Kit: Wide selection of guides and templates aimed at creative individuals. 
http://www.australiandesignunit.com/tool-kit/ 
• Creative + Entrepreneur: Do Your Great Work…with Less Blood, Sweat & Tears on the Hustle 
http://creativeentrepreneur.biz/ 
• Business Model Generation: Systematically understand, design & differentiate your business model. 
http://www.businessmodelgeneration.com/ 
• The On Ramp: Business Planning for Average Humans 
http://theonramp.com/business-plans-for-the-average-human/ 
• Making Ideas Visible: Visual and Creative Facilitation 
http://www.makingideasvisible.com/blog/business-planning/visual-mapping-your-business/ 
• Studio Exsto: Develop your business, so you can build a sustainable and successful career 
http://www.studioexsto.com/ 
• David Parrish - T-Shirts and Suits: A Guide to the Business of Creativity 
http://www.davidparrish.com/books/t-shirts-suits/free-ebook/ 
• GOVT Business Plan Portal: Business and Marketing plan templates, guides and further information. 
http://www.business.gov.au/Howtoguides/Thinkingofstartingabusiness/Pages/HowdoIwriteabusinessplan.aspx 
 
Books for Creative Business 
• 344 Questions: The Creative Person's Do-It-Yourself Guide to Insight, Survival, and Artistic Fulfillment, by Stefan G. 

Bucher. New Riders, 2011. 
• Art of Self Promotion, The: Successful promotion by visual artists and craftspeople by S Forster. (1995) Allen and Unwin in 

association with the Australia Council. 
• Artist’s Marketing and Action Plan Workbook, by Jonathon Talbot with Geoffrey Howard. Jonathan Talbot, New York, 2005. 
• Arts Marketing, edited by Fionla Kerrigan, Peter Fraser and Mustafa Özbilgin. Elsevier (Butterworth Heinemann) UK, 2004. 
• Business Model Generation, by Alexander Osterwalder and Yves Pigneur. John Wiley & Sons, 2010. 
• Business of Being an Artist, The: (3rd edition) by Daniel Grant. Allworth Press, New York, 2000. 
• Craft and Art: The Business by Elizabeth White. Elliot Right Way Books, Great Britain, 2002. 
• Creative – Make It Your Business: How to Avoid Mistakes and Achieve Success as a Working Actor, by Paul Russell. Back 

Stage Books, 2008.  
• Creative as a Business: Strategies for Success, by Brian O'Neil. Vintage, 2009.  
• Creative Professionally: Raw Facts about Careers in Creative, by Robert Cohen & James Calleri. Macmillan, 2009.  
• Creative, Inc: The Ultimate Guide to Running a Successful Freelance Business, by Meg Mateo Ilasco and Joy 

Deangdeelert Cho. Chronicle Books, 2010.  
• Creatively Self-Employed: How Writers and Artists Deal with Career Ups and Downs, by Kristen Fischer. iUniverse, 2007. 
• Earning a Living in the Visual Arts and Crafts (3rd edition) by James Stokes, Hale & Irenmonger, 1997 
• E-Myth Contractor, The: Why Most Contractors’ Businesses Don’t Work and What to Do About It, by Michael E. Gerber. 

Harper Business, 2003. 
• Flying Solo: How to Go It Alone in Business, by Robert Gerrish and Sam Leader. Allen & Unwin, 2006 

http://www.flyingsolo.com.au/Flying-Solo-Book 
• Freelance Confidential: The Whole Truth About Successful Freelancing, by Amanda Hackwith. Rockable Press, 2011. 
• Freelancing for Australians for Dummies, by Monica Davidson and Susan M. Drake. John Wiley Publishing, 2008. 
• Getting Art There: An Artist's Marketing Manual - 2nd Edition. Commissioned by the National Association for the Visual 

Arts, by Su Hodge and Janet Millar. NAVA, 2008 
• How to be a Working Actor: The Complete Guide to Building a Professional Career, by James Duke. Virgin Books, 1994.  
• How to Survive and Prosper as an Artist: Selling Yourself without Selling your Soul (5th edition) by Caroll Michels. Henry 

Holt and Company, New York, 2001. 
• Money for Visual Artists (9th Edition). Theory in Practice Series. National Association for the Visual Arts, 2008.  
• My So-Called Freelance Life: How to Survive and Thrive as a Creative Professional for Hire, by Michelle Goodman. Seal 

Press, 2008. 
• Principles of Successful Freelancing, The, by Miles Burke. SitePoint, 2008. 
• Right Brain Business Plan, The: A Creative Visual Map for Success, by Jennifer Lee. New World, 2011. 
• Wealthy Freelancer, The: 12 Secrets to a Great Income and an Enviable Lifestyle, by Steve Slaunwhite, Pete Savage and 

Ed Gandia. Alpha, 2010. 
• What's my plan? A Guide to Developing Arts Marketing Plans by Dr Sharron Dickman. Australia Council, Sydney, 2000. 
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1. INTRODUCTIONS: EXECUTIVE SUMMARY 
 
You won’t need an executive summary in a private plan, but you will for a more traditional public 
plan. It can also be very useful in terms of summing up what your business is all about.  
 
Write this section last, once you’ve completed the whole process. Your summary is likely to be one 
page for start-up creative businesses, and no more than two pages for a more established 
business. 
 
Include the key points contained in the finished plan, and that you would cover in a five-minute 
meeting if you were discussing yourself as a business based on this plan: 
• Your Mission – What is your particular goal for your life and your career?  
• Product/Service – What specifically is it that you sell?  
• Support Team – Who are the people in your life who will help you accomplish your vision? 
• Market Analysis – What do you think the future holds for your business and your industry? 
• Marketing – What are your strategies to get yourself into the marketplace?  
• Financials – How much income do you need to live? What percentage of your income are you 

setting aside to fund your creative expenses, living expenses, and savings for the future? 
  
2. INTRODUCTIONS: THE BASICS 
 
In this section, you'll need to include and define various aspects of your business offerings, an 
overview of your industry, the history of your field and any current happenings, your personal goals 
and objectives, elements that add to your success and the ownership of your business. This 
section is the backbone of your Business Plan and will set the stage for the information included in 
the rest of the plan. 
 
Products and Services: What do you offer in your business? This can be short and general, with 
room for more explanation in the next section.  
 
Mission Statement: Many businesses have a brief mission statement, usually in 30 words or 
fewer, explaining their reason for being and their guiding principles. What drives you? What keeps 
you motivated? What are you passionate about? 
 
Business Philosophy: What is important to you in business? What are your ethics, values and 
reasons for being in this profession? 
 
Describe your creative industry.  Is it a growth industry? What changes do you foresee in the 
industry, short term and long term? How will your business be poised to take advantage of them? 
If you work across multiple industries, you need to answer these questions for all of them.  
 
Describe your most important business strengths and core competencies. What factors will 
make the business succeed? What do you think your major competitive strengths will be? What 
background experience, skills, and strengths do you personally bring to this new venture? 
 
Legal form of ownership: Sole trader, partnership, proprietary limited company, co-operative?  
Why have you selected this form? 
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3.  INTRODUCTIONS: PRODUCTS AND SERVICES 
 
Describe in depth your products or services. What do you offer? You should be able to describe 
what it is that you are selling, as well as identify what makes your product or service unique. 
 
Have a look at this list and see if any of these trigger your ideas for offerings: 
 

• Advertising 
• Animation 
• Comedy 
• Commercials 
• Composing 
• Corporate Video 
• Dance 
• Design services 
• Drama 
• Drawing/Illustration 

• Fashion 
• Film/Video 
• Games 
• Graphics 
• Improvisation 
• Interiors/Buildings 
• Landscape/Gardens 
• Multimedia 
• Performance 
• Photography 

• Radio 
• Teaching  
• Television 
• Theatre 
• Training and 

Education 
• Visual Art 
• Voice Work 
• Web Work 
• Writing 

Some questions about your offerings: 
• What are your qualifications in these areas? 
• What strengths or weaknesses do you have in this area? 
• What factors will give you competitive advantages or disadvantages?  
• What do your products or services cost? How did you come up with this figure?  
• What have you based this assumption on? 
 
Your Notes 
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4. INTRODUCTIONS: YOUR MISSION STATEMENT 
 
A mission statement might seem a little silly, but it can be a useful tool for helping you to stay on 
track and understand your own vision and values. It can also provide you with clarity about what 
you’re doing and why, and help fuel your sense of purpose.  
 
There’s a big difference between writing a corporate mission statement, and writing a personal 
and/or creative one. The best place to start is with yourself. Brainstorm around some of the 
following question to get clarity about who you are and what you believe in.  
• What are your values? Do you believe in honesty, creativity, wealth, helping others, following 

your muse, love, danger, self-reliance, justice, community service, efficiency – what? 
• What do you do well? Where in your life have you experienced success? If you can’t think of 

anything concrete, what have others praised you for or seen as your successes? 
• Who inspires you? Are there any well-known people you look up to? What about friends or 

family? What qualities do they all have in common? 
• What moments in your life (personal/business/creative) have made an impact on you? Why? 
• What do you love about your life? When you’re happy, what’s going on for you? What can you 

learn from this? 
• Where would you like to improve in your life? Again, look at all the elements of your personal, 

business and creative life. When are you at your best? What about your worst? 
• If you didn’t have to worry about money any more, and your days were all completely free of 

other distractions – what would you do with your life? 
• Finally – what promises have you made to yourself about the kind of life you want to live? 
 
Now, the tricky part. Try and distill this all in to one sentence. Start with the word “To…”. For 
example –  
• “To create beautiful paintings that show to world in a new light and move people.” 
• “To help families connect and celebrate by taking photographs of their children.” 
• “To create written pieces that tell an engaging story and explain heartfelt ideas.” 
 

Make it short – memorable – concrete – inspiring! 
 

Your goal with a mission statement is to answer some of the big ‘why’ questions – why are you 
doing this? Why does your business exist? What is your purpose? Why this and not simply a job 
working for someone else?  
 
If you can explain this to yourself and others, it will positively affect every aspect of your personal, 
business and creative life – and give you a head start when it comes to your marketing.  
 
In terms of creating a mission statement for your business, two videos can be very helpful –  
• How to Write a Mission statement That Doesn’t Suck – by the Fast Company  
http://www.youtube.com/watch?v=LJhG3HZ7b4o 
• How to write a Mission Statement – Virtual Strategist 
http://www.youtube.com/watch?v=XtyCt83JLNY#t=147 
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5. INTRODUCTIONS: THE S.W.O.T 
 
Creating a S.W.O.T analysis of your creative business can be extremely useful as a way of 
identifying potential difficulties and opportunities for your business, and for yourself.  
• Strengths and Weaknesses are internal aspects of you and your business; 
• Opportunities and Threats are external aspects of your business; 
 
Use each section to identify problems and solutions in other sections. You can use your strengths 
to spot related weaknesses (eg “I am well-organised” is a strength, “I am too rigid” is a related 
weakness), then use that weakness to identify an opportunity, and so on. 
 
Think laterally when you are doing your SWOT analysis. Don’t get caught up in analysis the whys 
of these, just jot them down as you think of them. Brainstorm! 
 

S - Strengths  
(internal/personal aspects that  

give you an advantage) 
 

O - Opportunities  
(external/public – new services, products or 

markets for you to consider) 
 
 
 
 
 
 
 
 
 
 

W - Weaknesses  
(internal/personal aspects that might 

hinder you or cause problems) 
 
 

T - Threats  
(external/public – e.g competition, 

government regulations, money, tech?) 
 
 
 
 
 
 
 
 
 
 

 
Need help? 

How to SWOT analysis: https://www.youtube.com/watch?v=NVwQNOIu808 
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6. ADMIN AND MANAGEMENT: THE OPERATIONS PLAN  
 
Lots of creative businesses operate solo, and just join together with others when collaborating on 
projects or joint ventures. Some of you might also be in partnerships or have more formal company 
structures.  
 
Whatever way you’re running your business, it’s important to be able to outline the administrative 
side of what you do, even if you don’t intend to share this plan with anyone else. It helps to be clear 
in your mind about how you operate, where your office is located, the people who might work for 
you, your equipment, your expenses, your legal relationships, your network of suppliers, and 
payment policies. This clarity will improve the way you run your business, and helpfully clear up 
any cloudiness or confusion you might have about the way things are (or should be) done.  
 
Management – Who’s Sailing This Ship? 
• Who will manage the business on a day-to-day basis? Is it you? 
• Will you need help? 
• What experience do you bring to the business?  
• Do you have a plan in mind in case you get sick or can’t take care of the business for a time?  
• How are you going to manage your time? 
 
Location - Where will you be based?  
• Will you be running your business form home? Will you have a separate space/room or will you 

be working in with others? 
• If you need space outside the home, where will it be? Is it important that your location be 

convenient to clients, customers, transport, suppliers? 
• What will the costs associated be with either your home office or outside space? Remember to 

include rent, maintenance, utilities, insurance, and any remodelling costs to make the space 
suit your needs. These numbers will become part of your financial plan. 

 
For more information about working from home, check out the ATO’s home business resources.  
 
People – Will you have helpers? 
• Do you need anyone to help you with admin or bookkeeping? 
• Do you need help for individual projects? 
• Are you gong to hire these people as employees? Or will you be using freelancers or sub-

contractors to help you out? 
 
Remember, there are rules about hiring employees and contactors, and you’ll need to think about 
what you’ll pay them, whether or not they need to be insured, and if you have to pay their 
superannuation.  
 
Have a look at these links for more information: 
• ATO – Employers Page - http://www.ato.gov.au/Business/Employers/ 
• Superannuation - http://www.ato.gov.au/Business/Employers-super/Working-out-if-you-have-to-

pay-super/Contractors/ 
• Fair Work Ombudsman – http://www.fairwork.gov.au/employment/employers/pages/small-

business.aspx 
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Equipment – Got stuff? 
• What kind of equipment will you need to start and run your business? 
• How much will it cost? 
• Where will you get it from? 
• If it breaks, where will you get it fixed? And how will you replace it? 
• Does it need to be insured? How much will that cost, and what does it cover? 
 
Suppliers - Got more stuff? 
• What kind of supplies do you need to run your business? 
• Do you have regular suppliers? 
• Do you need (or can you get) an account with them? 
• Are there better/cheaper/more reliable suppliers you could use? 
• Who will do the buying? What is your payment plan? 
 
Your Legal Environment – It’s the Law! 
• Do you need any special licences to conduct your work? 
• Are there any special regulations covering your industry or profession? 
• What kinds of insurance do you need?  
• Do you understand intellectual property and copyright issues tat relate to you? 
• Do you have a contract template, or a set of terms and conditions? 
 
Check out the following for more help: 
• Arts Law Centre of Australia: http://www.artslaw.com.au/ 
• Australian Copyright Council: http://www.copyright.org.au/ 
• IP Australia: http://www.ipaustralia.gov.au/ 
• Insurance: http://www.business.gov.au/BUSINESSTOPICS/INSURANCE/Pages/default.aspx 
• Business Licenses: https://ablis.business.gov.au/pages/home.aspx 
 
Support – Who Will Help You?  
Make a list of the following helpers, if you have them (or need them): 
• Lawyer 
• Accountant 
• Insurance agent or broker 
• Bank 
• Consultant or consultants 
• Business Mentor or advisor 
• Professional mentor  
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7. ADMIN AND MANAGEMENT: CREATING SYSTEMS  
 
Even if you are solo in your creative business, it’s important to think about how your business 
would run without you. The key to business growth is to make it as independent of you as possible, 
even if you’re the creative force behind it. Sounds impossible, but building systems and processes 
can help you figure it out. It will also help you to develop a business that allows you to stay 
focussed on the fun creative stuff, and hand over the boring business stuff to someone else (when 
you can afford it).  
 
Some of these ideas are outlined in more detail by business guru Michael E. Gerber in his book 
The E-Myth: Why Most Small Businesses Don't Work and What to Do About It.  
• Visit http://michaelegerbercompanies.com/web/the-e-myth-expert-series/#contractor for info.  
 
The easiest way to start thinking about systems is to imagine that you were writing a manual for 
your business. That manual could be given to someone else, in your absence, and that person 
would know exactly what to do when answering the phone, replying to emails, paying bills, issuing 
invoices, updating the website – whatever you want to create a system for.  
 
Here are a few steps to help you develop some systems for your creative business: 
• Look at your current business processes – how do you currently complete key tasks? What 

does each day involve? What are the steps behind each task? Write down the way you do 
things, and why. 

• Next, think about which of these processes needs a system. Answering the phone? Replying 
to emails? Buying or selling? What is your priority? 

• When you start creating a system, start with the outcome. How should the task or process look 
at the end when it is completed flawlessly? Then work backwards to figure out the best steps to 
achieve that outcome.  

• When you’re working backwards, compare your thoughts to your current processes. Try to 
look for the most efficient steps and eliminate any unnecessary ones. 

• Write it down. Yes, it's as simple as "Step 1, do this" and "Step 2, do that." The key is to make 
it easy and foolproof so anyone could follow it. 

• Next, test the system. Complete it yourself a few times in order to test it. Give it to someone 
else to read and see if it makes sense. Could a work experience kid follow your steps and get 
the same flawless result? 

• Look at the most challenging and/or time consuming parts of the system and then 
brainstorm ways to improve it. How can you save some time and money here? 

• Also look for routine things that can be automated, such as invoicing or reconciling the bank 
account. There are a million apps for streamlining business, is it time to investigate some?  

 
 

For more ideas, visit 
http://www.bookdepository.com/E-myth-Contractor-Michael-Gerber/9780060938468 
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8. MONEY: WHAT ARE YOUR COSTS?  
 
It’s time to talk about money. You are going to need to take control of your finances, both your 
personal and business finances, if you want your creative business to work. It might be a dreadful 
thought for some, but ignoring your financial responsibilities is a very good way to go out of 
business.  
 
So, how much money do you need to get started?  You’ll need to get a bird-eye view of your 
expenses so you can take charge and plan your business. If you know what things are going to 
cost, then you can plan accordingly and prioritise how you’re going to spend money and where 
best to invest in your creative business. 
 
Start with your personal financial statements. As you (not the business), what are your: 
• Assets and investments; 
• Debts and liabilities; 
• How much are you worth if you add up all your assets and then subtract all your debts? (This is 

known as your personal net worth. A bank might need to know – and you most definitely do!).  
 
Start-Up Costs 
 
Next, what are you start-up expenses for the business? 
• You will need to buy things even before you even begin operating your business. You might 

have bought them already.  
• It’s important to estimate these expenses accurately and then figure out how you’re going to 

buy what you need. 
• This figure is known as your start-up capital.  
This involves some research, and the more thorough your efforts, the less chance that you will 
leave out important expenses or underestimate them. 
 
Even with the best of research, though, new businesses and creative endeavours have a funny 
way of costing more than you think they will. There are two ways to make allowances for surprise 
expenses: 
• The first is to add a little “padding” to each item in the budget. The problem with that 

approach, however, is that it destroys the accuracy of your carefully wrought plan.  
• If you ever need to show these figures to someone else (like a bank) then their lack of accuracy 

might look bad for you. 
• The second approach is to add a separate line item, called contingency, to account for the 

unforeseeable. If you’re not sure how much to allow, generally a contingency of 10%-20% on 
top of your estimates should be enough (even if you have no prior experience in running a 
business). 

 
Remember, if you think you’ll be showing this plan to others in order to get a loan or raise finance, 
you’ll need to be able to explain your research and show how you arrived at your estimates of 
expenses.  
• You’ll need to show quotes, give sources, explain how you calculated amounts, and 

understand the terms of any proposed loans, overdrafts or credit cards. 
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Ongoing Costs 
 
You will have ongoing expenses as well as start-up expenses. You’ll need to know what these 
are for your finance plan and cash flow projections (next section), and you’ll also need to get an 
idea of what items would be considered a tax deduction.  
 
For more help on tax deductions – what they are and what you’re allowed to have – visit the 
following and get a good overview: 
• ATO Business income and Deductions 
http://www.ato.gov.au/Business/Starting-and-running-your-small-business/Income,-deductions-
and-concessions/Business-income,-deductions-and-tax-returns/ 
• Taxation Ruling TR 95/20 - Income Tax for Performing Artists 
http://law.ato.gov.au/atolaw/view.htm?DocID=TXR/TR9520/NAT/ATO/00001 
• Taxation Ruling TR 98/14 - Income Tax for Employee Journalists 
http://law.ato.gov.au/atolaw/view.htm?docid=TXR/TR9814/NAT/ATO/00001 
• Taxation Ruling TR 2005/1 - Income tax: carrying on business as a professional artist 
http://law.ato.gov.au/atolaw/view.htm?docid=%27TXR/TR20051/NAT/ATO/00001 
• Australian Music Information Network – Legal Pack -  
http://www.amin.org.au/projects/music-industry-legal-pack/ (tax information is at the bottom) 
• Moneypenny Business and Taxation – Useful Resources 
http://www.moneypenny.com.au/business_taxation_services/useful_info.htm 
 
Your expenses/deductions might include: 
• Agents fees – any commission paid to agents or managers. This also includes other agency 

payments incurred on your behalf e.g. couriers, postage, web site etc. You cannot claim a 
deduction for up-front or joining fees. 

• Bank fees - that relate to the account where you directly deposit salary, wages, allowances or 
other payments for your creative work.  

• Capital allowances - You can claim a deduction for the decline in value of equipment used for 
work, as long as that item cost more than $6,500. If the item costs less than that, you can claim 
the whole cost outright.  

• Clothing and costumes – Actors can claim a deduction for the cost of conventional clothing 
bought or hired as a costume for a role. You can also claim a deduction for the cost of buying 
or hiring costumes. Dancers can claim a deduction for the cost of special tights or shoes. Other 
creatives might be able to claim the cost of clothing that is branded, or protective. 

• Coaching and classes – if classes are taken to maintain existing specific skills to obtain work, 
or to acquire specific skills for use in a particular part of your work or a project. 

• Cost of creating marketing materials, including a show reel, business cards or website. 
• Home office or studio - You can claim a deduction for the running expenses associated with a 

private office or studio that you use for income-production activities – e.g. additional lighting, 
heating and cooling costs incurred by a performing artist rehearsing in a studio at home.  

• Insurance of equipment - You can claim a deduction for the cost of insuring the equipment you 
use to the extent that you use it for work. 

• Interest costs - You can claim the cost of interest on money borrowed to purchase work related 
equipment. If the equipment was also used for private purposes, you cannot claim a deduction 
for that part of the interest. 

• Mailing expenses and other general admin or office expenses, including supplies. 
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• Photographs - You can claim a deduction for the cost of maintaining a photographic portfolio for 
publicity purposes.  

• Professional library - A deduction is allowable for depreciation of a professional library that 
includes books, tapes, compact discs, records and videos, to the extent of its work-related use. 
The content of the reference material must be directly relevant to your work.  

• Repairs - You can claim a deduction for the cost of repairing tools and equipment used for 
work. If the equipment were also used for private purpose, you cannot claim a deduction for 
that part of the repair cost.  

• Research expenses – this could include the cost of researching a role or character that you 
have been employed to play, or researching for a client, or as part of background for a new 
creative work, or any income-earning activities of your business.  

• Seminars, conferences and training courses. You can claim a deduction for the cost of 
attending seminars, conferences and training courses that are sufficiently connected to your 
work activities. 

• Sunscreen, sun hat and sunglasses. If you are required to substantially work outdoors in the 
direct sun, you may claim these protective items. 

• Tax return preparation fee - Fees charged by a registered tax agent for the preparation of 
income tax returns are deductible.  

• Technical or professional publications - You can claim a deduction for the cost of journals, 
periodicals and magazines that have content specifically related to your creative income. 

• Telephone bills, including the cost of a mobile, answering service or Skype.  
• Television set, DVD or Blu-Ray player, and perhaps even the cost of a subscription service. 
• Travel and car expenses - You can claim a deduction for the cost of using your car for work 

related travel in certain circumstances, including traveling from one place of work to another, 
carrying heavy equipment, your home is a place of work and you start your work at home and 
travel to a workplace to continue the work. 

• Union and professional association fees - You can claim a deduction for these fees. If the 
amount you paid was shown on your payment summary, you can use it to prove your claim. 

 
 
 
It’s important that you consult your accountant and the ATO to get a clearer picture of your 
possible tax deductions and ongoing expenses, but here’s a very general overview. Make sure you 
keep up to date as well, as these things are always changing! 
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9. MONEY: WHAT WILL YOU CHARGE? 
 
How much are you going to charge for your goods and/or services? 
• How have you arrive at this figure? 
• What is the standard cost for this in the current market? 
• Is your product/service cheaper or more expense? Why? 
• How will your clients or customers pay you? Cash, direct deposit, on invoice, PayPal, credit 

card, magic beans? 
• How are you going to organise and stay on top of these payments? 
 
Here are some tools to help you work out your prices… 
 
Are You Charging Enough? 
http://www.thedesigntrust.co.uk/calculate-how-much-your-product-will-cost/ 
 
15 Different Ways To Price Your Creative Products Or Design Services 
http://www.thedesigntrust.co.uk/how-to-price-your-work-about-different-price-strategies-that-you-
can-use/ 
 
Pricing your Creative Services 
http://www.commarts.com/columns/pricing-your-creative 
 
How Much To Charge For Creative Work 
http://www.creativeboom.co.uk/tips/tips-on-how-much-to-charge-for-freelance-work/ 
 
Working out What to Charge 
http://www.wikihow.com/Work-out-What-to-Charge 
 
Know your Cost of Doing Business 
http://blog.vincentlaforet.com/2013/08/01/how-to-succeed-as-a-creative-long-term-know-your-c-o-
d-b/ 
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10. MONEY: PROJECTED FINANCIALS 
 
A traditional financial plan for business consists of the following: 
• A 12-month profit and loss projection; 
• A cash-flow projection; 
• A projected balance sheet; 
• A break-even calculation.  
 
All of these documents together make up a reasonable estimate of your business’ financial future, 
and can be used (with evidence) to support your business’ financial claims if you need to raise 
capital, get a loan or a grant, attract investors, or talk to the ATO about your business. 
 
However, even if you’re not thinking about doing any of those things, you still need to be able to 
think through the money side of your business and understand what’s happening with the finances. 
The more you improve your insight about the inner financial workings of your business or creative 
life, the more likely you’ll be to make it work – and last. 
 
12-Month Profit and Loss Projection 
 
A 12-month profit and loss projection is like the heart of a finance plan. This is where you put it all 
together in numbers (cash coming in and out of the business, plus assets and debts) and get an 
idea of how you might be able to make money, make a profit, and be more financially successful. 
 
Your profit and loss projections will come from looking forward –  
• What is a reasonable expectation for your business in terms of income? 
• How much will the business cost to run over the next 12 months? 
• How many of those costs are fixed (occurring all the time) and variable (occurring every now 

and them, or depending on projects)? 
• Do you have any existing assets (like a rental property, or a previous project from which you 

receive royalties) that will contribute to income? 
• Do you have any existing debts (like a mortgage or credit card) that will contribute to 

expenses? 
 
Keep careful notes on your research and assumptions, so that you can explain them later if you 
need to. You’ll also need to be able to find those notes later when it comes time to revise your plan 
in the future. 
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Projected Cash Flow 
 
If the profit projection is the heart of your business plan, cash flow is the blood. Lots of businesses 
fail because they just can’t pay their bills, or they’re not prepared for the tax liabilities. Every part of 
your business plan is important, but none of it means a thing if you run out of cash. 
 
Start by working out how much money you need before start-up, for preliminary expenses, 
operating expenses, and reserves.  
 
Next, look at your bank account. There’s no trick here – it’s again about looking into the future and 
seeing what money needs to spent (and when), and what money is coming in (and when). 
Always look at when you actually expect to receive income, or when you will actually have to 
spend money for expenses. 
 
Explain your major assumptions, especially those that make the cash flow differ from the Profit and 
Loss Projection. Example, if you do a job in month one, when do you actually get paid? When you 
buy materials, do you pay in advance, upon delivery, or much later? How will this affect cash flow? 
• Also make sure you plan effectively for any tax compliance, and debt payments.  
 
Opening Day Balance Sheet 
 
You may not think of this as necessary, but some day you might need one. A balance sheet is one 
of the fundamental financial reports that any business needs for reporting to outsiders about the 
financial state of the business. It shows what items of value are held by the business (assets), and 
what its debts are (liabilities). When liabilities are subtracted from assets, the remainder is owners’ 
equity. 
 
Use a start-up expenses and capitalisation spreadsheet as a guide to preparing a balance sheet 
as of opening day. You can then detail (if you need to) how you calculated the account balances on 
your opening day balance sheet. 
 
Break-Even Calculation 
 
You may not need this, but understanding how to create a break-even calculation is still important. 
The break-even point is the point at which total revenue (money coming in) equals total costs or 
expenses. At this point there is no profit or loss - in other words, you 'break even'. 
 
It’s possible to make a lot of money (or so it seems), but still run at a loss. Knowing where you 
break-even is helpful in deciding what to charge, figuring out if you’re paying too much for things, or 
even working out if a project or marketing strategy has been financially successful.  
 
There are a number of ways you can calculate your break-even point, which are based on how 
much it costs to provide your services, the cost of goods sold, your gross profit margin and more. If 
this is too hard, ask your accountant to work it out for you, or use an online interactive calculator to 
help you work it out.  
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11. MARKETING: MARKET RESEARCH 
 
In this section you will analyse your creative industry, what’s going on as a whole, the current state 
of the market and what you see for the future, and your place in the overall scheme of things. You’ll 
also be able to figure out where you fit in relation to your competition. 
 
Market research - Why? 
 
No matter how good you are, your creative business cannot succeed without effective marketing – 
and this means careful research. It’s dangerous to assume that you already know about your 
intended market. Use the business planning process as your opportunity to uncover data and to 
question your marketing efforts. Your time will be well spent. 
 
Market research - How? 
 
There are two kinds of market research: primary and secondary. 
 
Primary research means gathering your own data. For example, how many people are working in 
your industry in Australia at the moment? What stage are they all at? How much money do they 
earn? (Hint: Find out more at the ABS website).  
 
Secondary research means using published information such as industry profiles, trade journals, 
newspapers, magazines and websites. Go online and find out about your competitors, and think 
about what’s happening in your industry in other cities and countries.  
 
Be as specific as possible, and remember that if you’re creating a document to show others you 
need to prove your assertions (whatever they may be) - give statistics, numbers, and sources. 
Other people reading this will need that information to make an educated decision about you.  
 
This information will also be used later on as the basis for your income/sales projection. 
 
Here are some things to look at: 
 
Economics 
• How many other businesses are there like yours in your area? What about the wider market in 

your state or country (a big question, but worth researching).  
• What kind of demand is there for your product or service? How do you know? 
• Are there any trends that affect you – is your market growing? Shrinking? Dying out? Just 

born? What do your clients/customers/audience prefer? What about product development? 
• Are there any barriers to you entering or continuing in this market? What are your plans to 

overcome these barriers? 
• What external forces could affect your industry? Technology? Government rules? The wider 

economy? Shifting tastes? (Have a look back at your S.W.O.T for more ideas). 
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12. MARKETING: CLIENT / CUSTOMER PROFILES 
 
Being successful in any kind of business is more than just flinging out ideas and hoping they stick.  
You’ll also need a marketing strategy, which means not only knowing who you are and what you’re 
selling, but who will buy from you. 
 
If you can closely define who you are marketing your business to, in terms of clients or customers, 
your strategies are far more likely to work. You can include audiences in this category as well. 
 
So, who are they, these wonderful people or business who will buy from you? What are their 
characteristics? Creating a profile for them can help you when it comes to your marketing strategy 
and thinking about different ways to build your business.  
 
Why is this so important? The information you gather and the picture you create makes it easier to 
distinguish why people buy from you. If you can clearly identify their needs and wants, you can 
more effectively meet those needs and talk about the benefits of your business to them. 
 
Try this five-step process to get you started with creating a client or customer profile. Remember, 
you may have to do this a few different times if you have more than one client group. For 
example, if you are a scriptwriter your different clients will include agents, directors, producers, 
advertising agencies, choreographers and more.  
 
Step 1: Describe them 
Think about who your ideal clients/customers are and what similarities they have with each other. 
You could think about: 

• Demographics – their age, gender, income, area they live in. 
• Psychographics – their personality type, values, family and lifestyle. 
• Behaviour – their likes and dislikes, sports, hobbies, and interests. 

 
Step 2: Locate them 
Find the places your clients/customers are gathering, whether in a physical location or cyberspace. 

• Where do they hang out? 
• What do they read? Both online and offline? 
• What other media do they consume? 
• What do they search for online? 

 
Step 3: Understand Their Purchasing Process 
How do your customers or clients buy? Most people buy to fill a need or answer a problem.  

• What is the problem or need they are trying to resolve? 
• What are the benefits they hope to gain by finding a solution? 
• Where do they begin their research? 
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Step 4: Use what You Already Have 
Reach out to current (and preferably ideal) clients/customers to gain additional insight into what 
made them select your business over others. Conduct interviews, formally or informally, and ask: 

• Why did you originally buy from us? 
• Why do you continue to buy from us? 
• How do you buy from us (if you have more than one sales channel)? 
• What do we do that others don’t? 

 
Step 5: Create Client Profiles  
Use all the information you’ve gathered to create profiles that describe specific segments of your 
current clients. Ensure that the profiles are tangible, so that you can envision this person and what 
would motivate them to find your business. 

• Describe your clients in specific written profiles. 
• Give them a persona or name, to make identification easier.  
• Include images of ideal clients, either real or a hypothetical individual, if it helps you define 

who they are. 
 
Once you have completed these five simple steps you will have a clearer picture of who your 
clients are likely to be, and you’ll then be able to better identify the strategies that will work for 
those different client groups. These strategies could include: 
• Creating more appealing advertising messages; 
• Finding ways to up-sell with your current customers; 
• Choosing more appropriate networking events to attend; 
• Making alliances with other businesses or providers; 
• Making better use of social media channels; 
• Developing new products or services to better meet clients’ needs.  
 
Creating client or customer profiles will help you redirect your marketing time and budget into 
strategies that will effectively reach your target market, and hopefully be more successful in helping 
you build your business.  
 

For more ideas, have a look at 
http://www.creativeplusbusiness.com/creating-client-characters/ 
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13. MARKETING: THE COMPETITION 
 
Who else is out there doing what you do? It may seem like a horrible thing to investigate, but 
keeping your blinders on when it comes to your competition won’t help your business. In fact, it will 
probably harm your chances of success.  
 
So, start with individuals if it helps. What other people will compete with you? Start by naming five 
other creative people (your direct competitors) who match you in terms of: 

Creativity – Talent – Ability – Training – Experience – Values – Clients 
  
Are they successful? If so, why? And if not, why not?  
If it helps, also look at businesses larger (and even smaller) than you to answer the same question. 
 
Use the Competitive Analysis table below to compare yourself with your two most important 
competitors. In the column labelled Me, state how you honestly think you will stack up in clients' 
minds. Then check whether you think this factor will be a strength or a weakness for you.  
• Try to be very honest here. Be as objective as you can, without being too critical. 
• Better yet, get some someone else to assess you - this can be a real eye-opener.  
In the final column, estimate the importance of each competitive factor to the clients.   

1 = critical; 5 = not very important. 
 

FACTOR Me Strength Weakness Competitor A Competitor B Importance to 
Client 

Creativity       

Talent       

Ability       

Training       

Experience       

Values       

Kinds of Clients       

Price       

Quality       

Range       

Reliability       

Stability       

Expertise       

Reputation       

Location       

Appearance       

Awards       

Image       
Now, write a short paragraph stating how you compare to each – be honest! 
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14. MARKETING: SALES STRATEGY 
 
Now that you have systematically analysed your industry, your service, your clients, and the 
competition, you should have a clear picture of where you fit into the world. You’re almost ready to 
get started on your strategy, but first you have to identify your niche.  
 
In one short paragraph, define your niche or your unique corner of the market. 
• What are you going to specialise in? 
• Is there a particular service or product you provide? 
• Is there a particular kind of client that you work with? 
• What’s different or unique or special about you and your business? 
 
Strategy 
 
Now outline a marketing strategy that is consistent with your niche. How are you going to sell what 
you do to the world?  
 
If you have no idea where to start, try these five things: 
1. Start networking and meeting people regularly. 
2. Build a website or online presence. 
3. Build relationships with customers, clients and support organisations. 
4. Keep in touch with people you’ve worked with before. 
5. Create work if there is none. 
 
There are more details on money in the next sections, but here you should also consider your 
promotional budget. 
• How much will you spend on your marketing activity? 
• How much before start-up? (These numbers will go into your start-up budget.) 
• How much will be ongoing? (These numbers will go into your operating plan budget.) 
 
Get the Ball Rolling… 
 
A few ideas to help you think about how you’re going to market yourself: 
 
• Do you have a website? The best way to continually market your brand is through a dedicated 

business website. Part of your brand is your name, and name awareness is a crucial 
component of building a career and a brand. 

 
• Are you making the most of social media? Do you have a business page on Facebook, a 

Twitter feed, or a Pinterest page? Is this something your clients would expect, or frown on? 
 

• Research industry-related events, including festivals and conferences that might be interesting 
to attend. Should you be going?  Will your competition be there? Or will you be unique? Could 
you learn important information while making potentially important connections? 

 
• Are you figuring out ways to network and meet the right people? Have you devised a plan or 

calendar for these meetings so you can see people regularly and stay in mind? 
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• Do you have a preparation checklist for general meetings and networking opportunities? 
 

• Do you have “talking points” that you can use in networking situations?  Make sure you’re 
coming off as a talented, personable, engaging and likable person with something to offer. 

 
• Have you started developing “your story” - your bio, personal pitch and online “about me” 

statements?  
 
• What is your personal brand? Your image? Your type?  Is it working for you?  Find out what 

you can do to make yourself more marketable. 
 
• Are you keeping up to date with your training? When you’re not working or developing your 

business, think about up-skilling. This will also give you an easy way to meet new people. 
 

• How does you portfolio or showcase material look? Are you finessing it and getting it out into 
the world? 
 

• Do you have any promotional or printed material you can use, such as a business card or a 
communication kit? 
 

• How often are you reviewing and assessing all the work opportunities posted on the 
professional sites you use, like The Loop or LinkedIn? If you determine that you are right for a 
job, submit yourself for it immediately. 

 
• Do you have a photo? Do you need one? If you do, make sure they are up to date and 

professional looking. And preferably not too cheesy. 
 
• Are you keeping your CV or résumé up to date? Whenever you have a new item to add to any 

section of your CV, do it right away. Remember, any change you make to your online CV 
needs to be made to your hard-copy as well. 

 
• Do you have a mailing list? Collect names and details of people who might like to stay in 

touch, and when you have something to announce, promote the achievement if you’re able to. 
Never publicly discuss anything that you have not first asked permission to reveal. 

 
 

 
Looking for more ideas? Download the 130 Tips to Kickstart Your Marketing: 

http://www.creativeplusbusiness.com/downloads/#130Tips 
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15. THE FUTURE: GOALS AND OBJECTIVES 
 
Goals are destinations - where you want your business to be? What kinds of creative work do 
you want to do, specifically?  
 
Objectives are progress markers along the way to goal achievement.  
• For example, a goal might be to be making a living exclusively as an actor in 12 months. 

Objectives might be monthly income targets and some specific measures of the kinds of jobs 
that will bring this work your way. 

 
Be specific and work out exactly the projects you want to be involved in and the kind of work 
you’re suited for. What skills will you need to hone? What resources do you have to devote to it? 
 
→ Where do you see yourself in 12 months? 
→ Where do you see yourself in 5 years? 
→ Where do you see yourself in 10 years? 
→ How are you going to make these goals happen? What are your objectives for each goal? 
 
Make sure your goals are measurable and timely: 
• What precise steps or practical actions are going to help you achieve the goals you have 

written down? 
• What timeline are you working towards? Figure out what to do every day to bring you closer to 

your goals. 
• How will you measure success? How will you know whether or not your plans are working? 
 
Also employ some goal review strategies: 
• Look back at the last twelve months – Did you achieve your goals? What worked? What didn’t? 

Take some time and review all of the goals you’ve set in the immediate past.  
• If you’re not sure how to tackle this review, ask yourself - What disappointed me? What 

surprised me? Where did I do well? Where did I fail?  
 
Ultimately you need to know what success looks like. If it helps, draw a picture or create a mood 
board or trailer that describes of the ‘successful’ version of you and your business. Visualising 
success makes achieving it much more likely. 
 
 

Hopefully you’ve found this template helpful! If you have, please share it with others and spread the word. 
And if you have any changes or suggestions to offer, please email us! 

 

This work is licensed under a Creative Commons Attribution-NonCommercial 3.0 Unported License.  
That means you are free to share and adapt under the following terms: 

• Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
• Non-commercial — You may not use the material for commercial purposes.  
• Share Alike — If you remix, transform, or build upon the material, you must distribute your contributions under the same license.  
• No additional restrictions — You may not apply legal terms or technological measures that legally restrict others from doing 

anything the license permits. 
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