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1/ Uvod

Cilem této publikace je pomoci podnikatellim pfi tvorbé a pouziti podnikatelského
zaméru. Podnikatelsky zamér ve smyslu této publikace neni jen mysSlenka, ale uce-
leny dokument popisujici cile, formu a nastroje planovaného podnikani. Jde tedy
o podnikatelsky plan (nékdy také byznys plan). Tento text ma zacinajicim i zkusenéj-
§im podnikatelim poskytnout jednoduchy a prehledny navod na to, jak by méli po-
stupovat pfi pfenosu svého podnikatelského zaméru z myslenek do srozumitelného
zamer nejlépe prezentovat potencialnim investorlim, pracovnikiim bank, obchodnim
partnerdm a dal$im ddlezitym osobam.

Druha kapitola této publikace shrnuje zédkladni informace o projektu CzechEkoSys-
tem, jehoz cilem je podpora zacinajicich firem, a o moznostech zapojeni do jeho
aktivit. Abychom spravné pfipravili podnikatelsky zamér, musime rozumét podstaté
podnikani. Treti kapitola se proto vénuje hlavnim faktordm uspéchu podnikani a nej-

Nasledujici ¢tvrta kapitola nas provede strukturou podnikatelského zaméru a psanim
jeho jednotlivych &asti — specifikaci produktu, popisem trhu a marketingové strate-
gie, pfedstavenim tymu, finanénim planem atd.

V paté kapitole se seznamime s nékolika tipy, jak spravné prezentovat podnikatelsky
zadmeér a v nasledujici kapitole si pfipomeneme nékteré praktické priklady uspésnych
podnikatelskych strategii. V sedmé kapitole najdeme ,Vzorovy formular* pro pfipra-
vu podnikatelského zaméru. V zavéru této publikace jsou shromazdény odkazy na

uzite¢né zdroje informaci a kontakty na regionalni kancelare agentury Czechlinvest.



2/ Projekt Czech Ekosystem

Tato publikace byla vydana agenturou Czechinvest v ramci projektu CzechEko-
System (Ekosystém pro rizikovy kapital). Czechlnvest napomaha k rozvoji malych
a stfednich podnik{ (MSP) podporou tzv. inovaéniho ekosystému. Soucasti této pod-
pory je vytvareni a zlepSovani infrastruktury pro pr@imyslovy vyzkum, technologicky
Vyvoj a inovace zameérené zejména na nové technologie a vznik konkurenceschop-
nych vyrobkl a sluzeb. Globalnim cilem projektu CzechEkoSystem je zvySeni kon-
kurenceschopnosti ekonomiky CR na vyspélych trzich a jeji pFiblizeni Grovni prednich
primyslovych zemi Evropy v souladu s cilem Operaéniho programu Podnikani
a inovace.

Specifickym cilem projektu CzechEkoSystem je podpora rozvoje zaéinajicich ino-
vacnich firem prostrednictvim poradenstvi v oblastech fizeni a chodu spole¢nosti,
komercializace, vyuziti potencialu malych a stfednich podnik( véetné zhodnoceni
vysledkd vyzkumu, vyvoje a inovacnich aktivit podnikateld a jejich partnerskych uni-
verzit ¢i jinych vyzkumnych instituci. Ddraz projektu CzechEkoSystem je kladen na
zacinajici podnikatele s inovativnimi podnikatelskymi zamery.

Konkrétni podporu mohou malé a stfedni podniky v ramci projektu CzechEkoSys-

tem Cerpat na poradenské sluzby v ramci individualnich projektd. Prostfednictvim

externich poradct a za systematické Ucasti kouce ziskaji podniky praktické

zkus$enosti s dllezitymi aktivitami, které zvysuji pravdépodobnost komeréniho

uspéchu jejich produktl. Podniky dostanou predevs§im odbornou podporu

v nasledujicich oblastech:

-- zdokonaleni, rozvoj a komercializace vlastniho inovaéniho ndpadu

-- patentova ochrana produktt

-- provéreni vyuzitelnosti produktu na trhu

-- finan&ni fizeni firmy

-- nezbytné pravni znalosti souvisejici se vstupem rizikového kapitalu do firmy

-- pfedstaveni investordm poskytujicim rizikovy kapital, prfedev§im pak zarodec¢ny
kapital (,seed capital)

-- posileni marketingovych a manazerskych schopnosti s cilem zvysSit schopnost
podnik{ prekonat pocatecni problémy pfi rozjezdu podnikani (tzv. ,udoli smrti¢)

Poradenské sluzby poskytované externimi poradci se musi vztahovat na oblast jed-
nozna¢né vazanou na pfipravu strategie vstupu na trh s novym, inovativnim reSe-
nim, produktem nebo sluzbou s predpokladem vyuziti rizikového kapitalu.

Rozsah poskytovanych poradenskych sluzeb zavisi na konkrétnim projektu a na
stupni vyspélosti podnikatelskych dovednosti jednotlivych podnikatell. Poskytova-
né poradenstvi pokryva celé spektrum oblasti rozvoje podniku od dopracovani
podnikatelského zaméru, pres zdokonalovani manazerskych dovednosti, nalezeni
vhodnych partner( pro projekt, technické a technologické poradenstvi az po pfipra-
vu prezentace pro investory.



Podnikatelé, ktefi uspésné projdou projektem CzechEkoSystem, budou mit vétsi
$anci ziskat financovani svych projektd rizikovym kapitalem. Pro podniky v rané
fazi vyvoje je totiz velmi ¢asto bankovni financovani nedostupné a rizikovy kapital
pro né predstavuje zajimavou alternativu. Investofi rizikového kapitalu jsou schopni
pocitat se zvySenym rizikem v této fazi a uméji ho minimalizovat.

Z makroekonomického hlediska projekt CzechEkoSystem podporuje rozvoj zna-
lostni ekonomiky v Ceské republice. Odborné vedeni a poradenstvi pro malé
a stfedni podniky ma prispivat k dalsimu rozvoji klicovych obort vyroby a sluzeb
v Ceské republice a vést ke zvySovani poétu rychle se rozvijejicich firem v oblas-
ti inovacniho podnikani. To zprostfedkované vede k udrzeni ¢i zvySovani hrubé-
ho domaciho produktu a zaméstnanosti pro kvalifikované zaméstnance. Projekt
CzechEkoSystem se tak stava dals$im podplrnym nastrojem Ministerstva primysiu
a obchodu pro podporu technologickych malych a stfednich podnik( a prispéje
k naplriovani Strategie mezinarodni konkurenceschopnosti.

Finanéni podpora v rdmci projektu CzechEkoSystem je ur¢ena malym a stfednim
podnikdm, pficemz realizace projektd musi probihat mimo hlavni mésto Prahu.
Podpora je poskytovana z Operacniho programu Podnikani a inovace, konkrétné
z prioritni osy 6 ,,Sluzby pro rozvoj podnikani, z oblasti podpory 6.1 ,Podpora pora-
denskych sluzeb®, z programu Poradenstvi.

Vyhodou podpory v ramci projektu CzechEkoSystem je nizka finan¢ni zatéz pro MSP.
Nasledujici tabulka uvadi absolutni a relativni limity podpory pro koucink a poradenstvi.

VysSe podpory pro malé a stfedni podniky v projektu CzechEkoSystem

_ Mira podpory Maximalni vySe podpory

Koucink 100 % 1 000 000 K¢
Poradenstvi 80 % 2 000 000 K&

Minimalni vySe podpory pro MSP je 200 000 K¢, pricemz veSkera podpora je po-
skytovana v ramci de minimis. Maximalni délka projektu je 24 mésicl a nejzazsi
termin pro ukonceni projektu je 31.5.2015. Pfijem zadosti v ramci prvni vyzvy byl
stanoven na termin 2.5.-30.6.2012, zatimco na druhou vyzvu na obdobi zafi 2012-
30.9.2013. Vice informaci o projektu CzechEkoSystem je uvedeno na internetovych

strankach agentury Czechinvest.

Na zaméfeni projektu CzechEkoSystem navazuje publikace ,Rizikovy kapital“ vyda-
na agenturou Czech Invest v roce 2012. Cilem publikace je poskytnout cilovym sku-
pinam projektu CzechEkoSystem informace potfebné k spravnému pochopeni finan-
covani formou rizikového kapitalu; navod pro spravné jednani s investory rizikového
kapitalu a dal$i délezité informace. Investice formou rizikového kapitalu se v Ceské
republice doposud nezaradily mezi bézny zplsob investovani, a proto je tfeba tento
zdroj financovani zajimavych podnikatelskych projektl podnikateldm priblizovat.

Ministerstvo prdmyslu a obchodu dokoncuje projekt ,Fondu rizikového kapitalu®,
jehoz ukolem je nastartovat rozvoj vyuzivani rizikového kapitalu.



Zakladem projektu je novy fond rizikového kapitalu Cesky rozvojovy, uzavieny in-
vesti¢ni fond, ve kterém se budou podilet na investicich zdroje soukromé i statni.
Pravé soukromé investory bude projekt motivovat k tomu, aby hledali pfilezitosti
ke zhodnoceni svych prostredkld v zacinajicich firmach. Takovym zplsobem vznikly
firmy jako je tfeba Apple nebo Google.

Cesky rozvojovy, uzavieny investiéni fond bude do zaginajicich firem s vysoce
inovaénimi napady investovat obvykle po dobu péti let. Po této dobé statni fond sv(j
podil v zacinajici firmé proda a finance se budou moci pouzit znovu. Projekt Cze-
chEkoSystem ma za ukol vyhledat firmy, do kterych by mohl fond investovat.
Jeho cilem je vytvorit napfi¢ Ceskou republikou prostiedi, ve kterém budou vyréistat
podnikatelé dobfe pfipraveni postavit na svém napadu dobre fungujici podniky. Oba
projekty — CzechEkoSystem i Cesky rozvojovy, uzavieny investiéni fond (CRUIF)
— jsou financovany ze zdrojli Evropské unie.

Propojenost projektt CzechEkoSystem a CRUIF znazorfiuje obrazek nize. Z obrazku
je patrné, Ze poradenské sluzby nabizené v ramci projektu externimi poradci a kou¢i,
maji za cil pomoci malym a stfednim podnik&im, aby se dostaly do situace, kdy pro
né bude pfistup k financim jednodus$si. Mezi financujicimi subjekty je mimo jiné za-
fazen také fond CRUIF, ktery v sougasné dobé vznika v ramci projektu Ministerstva
prdimyslu a obchodu.

Propojeni sluzeb nabizenych projektem CzechEkoSystem a projektu CRUIF

PORADENSKE SLUZBY

Externi poradci
/ kougové

-- zdokonaleni, rozvoj a komercializace vlastniho inovac¢niho napadu

-- patentova ochrana produktd

-- provéreni vyuZzitelnosti produktu na trhu

-- finanénf fizeni firmy

-- nezbytné pravni znalosti souvisejici se vstupem rizikového kapitalu do firmy

-- predstaveni investorim poskytujicim rizikovy kapital,
predevsim vSak zarodecny kapital (,seed capital®)

-- posileni marketingovych a manazerskych schopnosti s cilem zvysit schopnost
podnikt pfekonat pocatecni problémy pfi rozjezdu podnikani (tzv. ,,udoli smrti®)

MALY / STREDNi PODNIK

Kapitalovy vstup 7\ Kapitalovy vstup /]\ Kapitalovy vstup ’\ PUljcky

Zjednodus$eny pristup pfi vyuziti sluzeb CzechEkoSystemu

Podnikatelsky Cesky rozvojovy,
andal ~ uzavieny
investi¢ni fond

Fondy rizikového

kapitalu Banky

Zdroj: Because '



3/ ProC vytvaret podnikatelsky zameér?

Co je podnikani?

Nez za¢neme popisovat svij podnikatelsky zamér, je dobré si uvédomit, co je to
vlastné podnikani. Podle legislativy jde o soustavnou ¢innost provadénou samostatné
podnikatelem vlastnim jménem a na vlastni odpovédnost za U¢elem dosazeni zisku .
Formalni a pravni souvislosti podnikani Ize najit na specializovanych internetovych
strankach (napf. v Radci pro zacinajici podnikatele Ministerstva préimyslu a obchodu
CR28), Poctivé podnikat znamenéa predevsim vytvaret uzite¢nou hodnotu. Tu je potte-
ba dorucit platicim zakaznikd. V§e musime fidit tak, abychom z doru¢ovani hodnoty
zékaznikdim vydélali penize. Rozjezd podnikani je naro¢nd, ale vzrusujici zkusenost.

Prog¢ lidé podnikaji?

Zacinajici podnikatelé maji riznou motivaci, pro¢ podnikani rozjizdéji. Mohou byt
tlaceni finan¢ni nutnosti, protoZze nemaiji jinou pracovni prilezitost a potrebuji zdroj
pfijma. Na druhou stranu ale mQze jit o motivaci vyuZzit prilezitost, kterou si uvé-
domi. Vyzkum Global Entrepreneurship Monitor se v roce 2011 dotazoval vice nez
140 000 respondentl z 54 zemi na rlzném stupni ekonomického vyvoje. Z vysledk
vyzkumu vyplyva, Ze v ekonomicky vyspélych zemich témér 60 % podnikatelll za-
¢ina podnikani s motivaci néco zlepsit &i vyuzit pfilezitost na trhu a pouze pro 20 %
respondentl je rozjezd podnikani pokusem o reseni finanéni nouze 1°8l,

Motivace zaéinajicich podnikateli v zemich
na tfech urovnich hospodaiského rozvoje
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Pro uspéch podnikani jsou kriticky duleZité tfi predpoklady:
a) jasny produkt a peclivé vybrané misto na trhu

b) kvalitni a vytrvaly tym

c) finanéni a materialni zdroje na rozjezd podnikani

Predpoklad 1: Jasny produkt a peclivé vybrané misto na trhu

Svym podnikanim musime vytvaret hodnotu, za kterou od zakaznikl mdzZzeme inka-
sovat dostateCny prijem. Musime se vSak zbavit rozsifené predstavy, ze v podnikani
ma vyhrano ten, kdo ma dobry podnikatelsky napad (tj. ucel a misto na trhu). Ve
skute€nosti Ize podnikatelsky napad/zamér pfirovnat spiSe k registraci zavodnika,
ktera nas opravriuje zUc¢astnit se zavodu, ale rozhodné nam nezarucuje Uspéch 9,

Predpoklad 2: Kvalitni a vytrvaly tym

Lidé, ktefi na projektu pracuji, museji dohromady mit vSechny klicové kompeten-
ce (odborné, ekonomické, organizacni) a prfedevS§im museji byt schopni vzajemné
dobre komunikovat a spolupracovat. O potencidlu naseho tymu nam nejvice napovi
vysledky spoluprace jeho ¢lend na jiném projektu v minulosti. Z SirSiho pohledu Ize
za tym povazovat i nase externi partnery ¢i dodavatele 1 59,

Predpoklad 3: Pocatecni zdroje

K rozjezdu podnikani jsou kromé napadu a lidi nutné dalsi zdroje — po¢atecni finané-
ni kapital, materialni vybaveni, nemovitosti, licence apod. Ke kazdému podnikani
je potreba jind kombinace a jiné mnozstvi pocatecnich zdrojd. Napfiklad poradenska
firma je na poc¢atecni zdroje relativné nenarocna, protoze hlavnim nositelem pfidané
hodnoty pro zakaznika jsou jeji zaméstnanci. Naopak spole¢nost zabyvajici se vy-
robou ekologicky Cisté energie musi na pocatku disponovat nakladnou technologii.

Skvély tym vzdy muze vylepsit nedokonaly podnikatelsky napad, ale sebelepsi na-
pad realizovany Spatnym tymem je odsouzen k neuspéchu.

Co je podnikatelsky zamér?

Podnikatelsky zameér je popis toho, jak podnik vytvari a doru€uje hodnotu. Ma nam
byt mapou ¢i priivodcem, ale nikdy cilem. Bude se priibézné ménit podle nasich
potreb, potieb zakaznika ¢i v dlsledku jinych zmén. Podnikatelsky zamér nam, na-
$im investordm a partnerdm umozni vidét nas projekt jako jeden celek, ktery ma
potencidl na to, aby prinasel zvolené cile a rdst & 8.

Pro¢ potrebujeme podnikatelsky zamér?

Neplanovat a pustit se rovnou do realizace s presvédcéenim, Ze to prece néjak zvlad-
neme, je nejkratsi cesta k neuspéchu. Malokoho bavi planovat, ale poctivy plan nam
umozni predejit mnoha finan€nim i nefinanénim nepfijemnostem.

Podnikatelsky zamér ma dvé zakladni funkce - jednak externi, kdy predstavuje na-
stroj komunikace s vnéjSim prostredim, prfedevsim potencialnimi investory &i véfiteli,
jednak interni, kdy pIni Ulohu nastroje planovani, resp. fizeni podniku & 1761,



Podnikatelsky zamér mize mit vice cild a divodt. Tady jsou nékteré z nich:

-- je dllezité jej vytvorit pro definovani zakladnich principti naseho podniku i jeho
cild a strategii, které pouzijeme pro Uspésné podnikani a ke kterym se budeme
vracet pfi dal$ich dllezitych rozhodnutich & 81

-- podnikatelsky zamér budeme potrebovat pro investory nebo banku, u které za-
dame financovani; jeho obsah i forma nam pomohou ziskat prvotni zajem i d@vé-
ru [3, 81]

-- podnikatelsky zamér byva Casto podkladem pro pfrijeti podpory od verejného
sektoru, nejCastéji ve formé dotace; v téchto pripadech mohou byt na obsah pod-
nikatelského zameéru kladeny zvlastni pozadavky a podnikatelsky zamér musi byt
zpracovan podle predepsané osnovy [ 11

-- podstatou podnikatelského zaméru je udélat nas projekt uskuteénitelnym; pri
jeho pripravé si miZzeme ovéfit, zda se nas ndpad hodi pro podnikani a jaka je
pravdépodobnost jeho Uspéchu B 81

-- nejvétsi vyzvou je udélat tento plan jednoduchy, relevantni a pochopitelny, ale
stéle dostate¢né komplexni, aby pokryl v§e potrebné & &1
tvorby, béhem kterého mnohdy vyplavou na povrch réizna ocekavani a vnimani
riznych ¢lend tymu; jejich véasné vyrikani a odladéni nam usetii potize pfi reali-
zaci. Toto interni sjednoceni nam pomUze vybudovat jednotici prvek a spolec¢né
cile .81

Jak zacéit podnikatelsky zamér tvofrit?

1/ Vzdy méjme na paméti, kdo bude podnikatelsky zamér cist

Mame-li vice druhd c¢tenarl (my, investor, SirSi komunita, verejnost nebo odbornici
atd.), je mozné, ze podnikatelsky zamér rozdélime na jednoduché shrnuti s klicovy-
mi ¢isly a na podrobnou pfilohu. Forma podnikatelského zaméru je nesmirné ddlezita
a musime ji pfizplsobit jeho potencidlnim ¢tenariim B 821,

2/ Budme co nejpresnéjsi, nejnazornéjsi a co nejusporné;jsi

Kazdé dodate¢né slovo snizuje vyznam ostatnich slov. Pouzivejme pokud mozno
kratké, naprosto jasné véty. Podrobnosti davejme do pfiloh. Dejme plan precist né-
komu, kdo o naSem planovaném byznysu nevi nic, a zeptejme se, zda je nas plan
jasny a &tivy. Ctivost zvys$ime, pokud budeme vzdy postupovat od obecného ke
konkrétnimu a kazdy oddil za¢ne kratkym shrnutim (tzn., zaéneme vysledkem
dané kapitoly). Pfevedme slova a Cisla v tabulkach do grafli, schémat, nacrtkd, ob-
razkd ¢&i jinych grafickych podob. Zvysime tim ¢tivost, pfehlednost a ndzornost na-
Seho podnikatelského zdméru. Pro Ciselné Udaje a strukturované myslenky pouzivej-
me prehledové tabulky, které nas nuti se vyjadrovat jednotné 8. Méjme na mysli,
Ze hlavnim pozadavkem na podnikatelsky zamér je jeho redlnost a objektivita [': 7.



3/ Nechme si poradit, neopakujme znamé chyby

Casto nam méze pomoci, pokud ndm s procesem tvorby podnikatelského zaméru
pom(ze nékdo nestranny, ale motivovany ke vzniku kvalitniho planu. Dobrou praxi
predevSim v zahranic¢i je pouzit zkusené konzultanty. Na kazdou z oblasti podnika-
telského zaméru existuji specialisté, ktefi se vénuji pouze tomuto tématu. Jejich
zku$enosti a prehled ndm mohou nas podnikatelsky zamér vyrazné zkvalitnit [ 83,

4/ Investujme ¢as

Méjme vyhrazeno dostatek ¢asu na tvorbu podnikatelského zaméru. Investice na-
Seho ¢asu do spravného a peclivého planovani je jedna z nejlepSich investic, které
mUzeme do naseho podnikani vloZit, a je malym testem toho, jak vazné to s nim
myslime 831,

Co udélat nejdfive?

1/ Zakladni vychodiska planu (co chceme a také co nechceme)

Jasny a struény cil podnikani, kterého chceme dosahnout (vize), hodnoty, kterym
vérfime, a ukazatele, podle kterych pozname, ze nasi vizi a hodnoty naplfiujeme.
Nezapomerime na ne-cile, tedy ¢eho nechceme (alespori prozatim) dosahnout 83,

2/ Gasovy horizont
Doporucujeme planovat v horizontu 3 let. Jakmile Iépe pozname svou ¢innost i trh,
na kterém operujeme, mizeme planovat na vice let &8,

3/ Akéni plan tvorby podnikatelského zaméru

Vytvofme si akéni plan (tzv. cestovni mapu) vytvareni a naplfiovani podnikatelského
zadméru s jasnymi terminy a zodpovédnostmi konkrétniho Clovéka a pravidelnymi
setkanimi nad kontrolou dodrzovani tohoto akéniho planu &8,



4/ Jakou strukturu ma mit
podnikatelsky zamer?

Nazvy a fazeni jednotlivych kapitol nemaji pfesné predepsanou standardni podobu.
Néktefi investori a banky pozaduiji vyplnéni svych vlastnich formulard, zatimco jiné
subjekty nechavaji strukturu dokumentu na podnikatelich. V nize uvedeném textu je
jedna z moznych podob podnikatelského zaméru.

4.1 Shrnuti

Shrnuti (Executive Summary) je nejdlezitéjsi ¢ast celého dokumentu, protoze né-
ktefi investori se podle této Uvodni kapitoly rozhoduji, zda vibec ¢ist dal. Mame zde
Ctenati by mélo byt jasné, co je cilem podnikatelského planu a jakymi prostredky
tohoto cile bude dosazeno. Shrnuti bychom neméli psat delSi nez na jednu stranu. Je
vhodné jej napsat az poté, co dokon&ime vSechny ostatni kapitoly podnikatelského
zaméru.

Shrnuti mize mit napriklad nasledujici strukturu:

-- zakladni, pfimérené atraktivni informace o planovaném podnikatelském zaméru
- o0 pfedmétu podnikani, unikatnosti zaméru, zakladnich zdrojich pfijma, lokalizaci
firmy a popt. vysi poZzadované investice 2 5354

-- informace o podnikateli — pfedevsim vzdélani a pracovni zkuSenosti relevantni ve
vztahu k podnikatelskému projektu 2 5354

-- blizsi specifikace produktu, trhu a kone¢nych zakazniku

-- hlavni finanéni aspekty podnikatelského zaméru — vrcholové Udaje o predpokla-
daném vyvoji pfijm0, nakladl a zisku v obdobi, na které je zamér pripraven 2 53-54

-- soucasny stav projektu - jak je zamér daleko, kdy budeme pfipraveni generovat
prvni prijmy, kolik ¢asu ¢&i jinych zdrojd jsme jiz do projektu vénovali 2354

-- pfipadna nabidka pro investora, je-li podnikatelsky zamér pfipravovan k tomuto
Ucelu — ¢astka pozadovana od investora, o¢ekavany zpUsob exitu investora z fir-

my, informace, zda ocenime také nefinan¢ni benefity, napr. pomoc s odbytem atd.
[2, 53-54]

4.2 Produkt a podnik

V tomto oddilu musime co nejpfesnéji charakterizovat, jaky produkt (tj. vyrobek nebo
sluzbu) chceme nabizet. Klicové je popsat uzitnou pfidanou hodnotu, kterou za-
kaznik diky naSemu produktu ziska. Pfidanou hodnotu nejlépe nadefinujeme na za-
kladé potreby, kterou nds produkt zékaznikovi fesi. Pfidana hodnota se lisi produkt
od produktu a my bychom méli védét, v cem spociva & 177, Mlze ji vytvaret napriklad
novost produktu, vyssi kvalita, niz8i cena, leps$i dostupnost, atraktivnéjsi design Gi
nejcastéji kombinace uvedenych vlastnosti. V této ¢asti bychom méli prokazat, ze
zékaznik skute¢né vnima, resp. bude vnimat pfidanou hodnotu produktu tak, jak
planujeme ve svém podnikatelském zameéru.

Ochota/schopnost zakaznik( platit za nami nabizenou hodnotu je stéZejni z hle-
diska pravdé&podobnosti ispéchu nageho podnikatelského planu. Ctenar podnikatel-
ského zaméru mu zfejmé bude vénovat velkou pozornost, a proto bychom se na néj



méli zaméfit i my. Nejlep$i metoda pocateéniho priizkumu trhu zavisi predev$im na
odvétvi a nasich finanénich moznostech. Mdzeme zvazit napfriklad nasledujici moz-
nosti:

-- rozeslat potencialnim zékaznikdm jednoduchy dotaznik

-- mluvit s co nejvice potencialnimi zakazniky o produktu

-- vytvofit internetovou reklamu na produkt a méfit navstévnost stranek

-- analyzovat chovani zakaznikd konkurenénich produktd

-- nabizet produkt nejprve v pilotnim projektu mensiho rozsahu

Kazdého racionalniho investora ¢i jiného poskytovatele financnich prostredkd zaji-
ma, jaké jsou substituty naseho produktu - tzn., ¢im jej zakaznici mohou nahradit,
aby pokryli svou potfebu. Popisujeme tim obor, ve kterém plsobime. Méli bychom
tedy uvést, jaké jiné moznosti k pokryti oné konkrétni potfeby zakaznici maji a pro¢
se jejich dostatecny pocet rozhodne pro nas. Jsou-li nasim produktem napf. housky,
nepopisujeme poptavku a nabidku na trhu housek, ale zajima nas cely trh peciva.

Kromé popisu produktu a trhu bychom v tomto oddilu méli ¢tenari dat také zaklad-
ni informace o nasem podniku. Ctenare podnikatelského zaméru zajima, jaké ma
nas podnik kapacity, jak dlouho na daném trhu plsobime a jaké jsou nase klicové
konkuren&ni vyhody. ,,Silny pFibéh“ naseho podniku (nebo nas osobni pfibéh, pokud
s podnikanim zaciname) je dUlezity faktor upoutani pozornosti a vytvareni dlvéry
s investory a partnery.

4.3 Trh

Kapitola Trh ma ¢tenare seznamit s dalsimi firmami, které plisobi v podobném oboru,
tzn., fesi zdkazniklm stejny typ potieb. V jejim ivodu bychom tedy svdj trh méli co
nejkonkrétnéji vymezit — geograficky, sektorové, podle typu zakaznikd atd. Nasledné
je potreba prokazat znalost velikosti trhu (obratové, podle poctl zékaznikd), jeho
trend( a hlavnich aktérd.

Z této kapitoly musi byt jasné, ze zname konkurenty na trhu, o ktery se zajimame.
Méli bychom uvést, jaké produkty nabizeji, jak funguje jejich podnikatelsky mo-
del, jaké jsou jejich silné a slabé stranky a pripadné, co se od konkurentl chce-
me naucit. Nemely by chybét soucasné trzni podily jednotlivych konkurent(. Uspét
v ,,konkuren¢nim boji“ na konkrétnim trhu znamena znat jeho pravidla — potfebujeme
védeét, zda probiha predevsim na zakladé ceny, jakou roli zde hraje snaha o odliseni
se kvalitou, znackou, dodate¢nymi rysy produktu apod. &2,

Analyza trhu musi poskytovat dynamicky pohled. Protoze poptavka, nabidka, ceny
a dalsi dilezité parametry se v ¢ase méni, nezajima nas pouze soucasna situace.
V analyze trhu bychom méli vénovat pasaz také vyvojovym trenddim. Znamena to
popsat, jak se v posledni dobé méni dilezité parametry nebo vnéjsi skute¢nosti, kte-
ré maji vliv na na$ podnikatelsky Uspéch (napf. ceny vstupd, spotiebitelské preferen-
ce, vyvoj legislativy apod.). Ze znalosti trendd bychom méli odhadnout pravdépo-
dobny vyvoj naseho trhu v budoucnosti. Musime prokazat, ze svym podnikatelskym
zamérem téchto trend( vyuzivame ke svému Uspéchu.

Znalost naseho trhu nam pomUze uvédomit si strukturu neboli segmentaci nasich
zakaznikl. Segmentem se rozumi skupina zéakaznikd, kterd ma podobné vlastnosti
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z hlediska potfeb, optimalniho ziskani a udrZzovani, schopnosti platit ¢i z hlediska
jinych vlastnosti ddlezitych pro chod naseho podniku.

U jednotlivych zakaznickych segment’ bychom méli byt schopni urcit:
-- jaké maji potreby

-- jakym zplsobem je mozné je oslovit

-- jak s nimi budeme udrzovat vztah

-- kolik jsou ochotni platit za r(izné ¢asti toho, co nabizime B %

Cilem vymezeni a detailni znalosti jednotlivych kategorii zakaznik{ je efektivni zaci-
leni nasi nabidky — pfiprava na miru Sitych produktl, cen a nejvhodnéjsich aktivit,
diky kterym zakazniky najdeme i udrzime.

4.4 Marketing a prodej

Cilem této kapitoly je vysvétlit, jak zajistime, Ze se zakaznici dozvédi o pfidané hod-
noté nasSeho produktu. Dale bychom méli upfesnit, jak k nim produkt dostaneme,
jakou cenovou strategii zvolime a jak o zakazniky budeme pecovat, aby se k nam
vraceli, popr. nds doporucovali ostatnim.

KIi¢ k uspésnému propojeni zakaznika s nasim produktem je volba spravnych komu-
nikaénich kanall (nezbytné propojeni mezi firmou a jejimi cilovymi zakazniky [10-97]),
V ramci nich musime vyfresit pfedevsim kanaly propagaéni a prodejni.

Diky spravné nastavenym propagacnim kanalim se zékaznik dozvi, Ze na$ produkt
existuje a ziské o produkt zajem. Efektivita marketingovych strategii zalezi na odvét-
vi a moznostech podnikatele a zahrnuje Sirokou Skalu metod od klasické reklamy,
pres vyuziti socidlnich médii az po podporu zZivelného Ustniho Sifeni dobré zpravy
o naSem produktu mezi potencialnimi zakazniky.

Diky efektivnim prodejnim kanaltm jsme schopni zajem klienta transformovat do pe-
néznich pfijmd. Prodejni kanaly nabyvaji riznych podob a Ize je rozdélit napriklad
podle toho, zda v nich vyuzivame fyzickych obchodnikd nebo zda spoléhame na
prodejni moment probihajici napf. pres internet.

At uz zvolime jakykoliv komunika&ni nebo prodejni kanal, v naSem podnikatelském
zaméru by nemély chybét jeho popis a odiivodnéni. Konkrétni metodu mizeme
zdUvodnit napf. jeji nakladovou efektivitou, obvyklou praxi na cilovém trhu ¢i zkuse-
nostmi naseho tymu -8,

Pokud budou pfi prodeji naseho produktu hrat ddlezZitou roli strategicka partnerstvi
s jinymi firmami &i organizacemi, méli bychom je specifikovat v tomto oddilu. Cte-
nare naseho zaméru bude zajimat, jak jsou tito partnefi dGvéryhodni, jaké jsou jejich
motivace, do jaké miry jsou pro nas nahraditelni nebo jaké platby budou mezi nami
probihat.

Dalsim ddlezitym konkrétnim aspektem naseho podnikatelského planu je cenova
strategie. Ctenare podnikatelskych zamérd zpravidla zajima, zda ma podnikatel
dobre promysleno a dostate¢né zdlvodnéno, za jakou cenu chce své produkty pro-
davat.



Pro spravné urceni ceny potrebujeme védét:

-- cenu, kterou nyni plati zakaznici za podobny produkt

--nase fixni naklady (naklady, které budete mit i pfi nulovych prodejich —
napf. pronajem prostor)

-- vyrovnavaci cenu — cenu, pfi které pokryjeme vSechny naklady a za¢neme vy-
tvaret zisk

-- mnozstvi, které budeme potiebovat vyprodukovat pro pokryti vSéech nakladd pri
vyrovnavaci cené

-- mnozstvi, které mlZeme teoreticky prodat (tzn. kolik potencialnich zakaznik(
mame na trhu) 58

Na zakladé téchto udajd pak mlzeme cenu urcit nasledujicimi zplsoby nebo jejich

kombinaci:

-- sou¢tem fixnich nakladt (které musime vynalozit, i kdyz nebudeme mit zadny
prodej), variabilnich nakladi (které rostou s kazdou dodate¢nou dodanou jednot-
kou produktu a poZadované marze

-- podle ceny obvyklé na trhu, oproti které se dle nasi strategie vymezime (nad, na
nebo pod trzni cenou)

-- podle hodnoty vhimané zakaznikem, tj. na zakladé vyzkumu potfeb zakaznika.

-- na zakladé pfimého vyjednavani se zakaznikem

-- jinymi zplsoby — napf. aukci, podle legislativniho predpisu atd. “ 561

Podstatnou informaci, kterou ¢tenafi podnikatelského zameéru hledaji v kapitole Mar-
keting a prodej jsou také planované nastroje k udrzeni stavajicich zakaznikd. Méli
bychom védét, jak s nimi budeme budovat vztah, aby byli spokojeni, svij nakup
zopakovali, utraceli u nas vice, popf. doporuc¢ovali nas produkt. Optimalni metody
se mohou li$it u jednotlivych zékaznickych segment( a mohou zahrnovat odmény za
vérnost, osobni pfistup, dodate¢né benefity oproti konkurenci apod.

V zavéru kapitoly Marketing a prodej bychom méli byt schopni odhadnout vyvoj na-
Sich oekavanych trzeb (vynosii) v ¢asovém horizontu, na ktery podnikatelsky za-
mér pripravujeme. Zpravidla usilujeme o co nejlepsi odhad trzeb v jednotlivych mési-
cich. Tento odhad je vysledkem nékolika procesu, kterymi jsme se dosud zabyvali, tj.:
-- analyza trhu, na kterém se pohybujeme v€. odhadu naseho trzniho podilu

-- prlizkum ochoty/schopnost zakaznik platit za nami nabizenou hodnotu

-- metody uréeni ceny za nas produkt

Odhad budoucich trzeb je kli¢ovou poloZzkou podnikatelského zaméru. Proto pro
jeho ¢tenare byva dllezité podlozeni této progndzy co nejkonkrétnéjsimi ciselnymi
argumenty.

4.5 Tym

Realizace podnikatelského planu schopnym, sehranym a vytrvalym tymem je jednou
se soustredi investofi. Proto bychom mu méli v podnikatelském zaméru vénovat vel-
kou pozornost. Uvodni informace se zpravidla tyka vlastnické struktury nasi firmy
a sloZeni fidicich a kontrolnich organi (predstavenstvo, dozor¢i rada). Je vhodné
struéné okomentovat minuly vyvoj vlastnické struktury, popf. personalni zmény na
kli¢ovych pozicich.
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V druhém kroku je potfeba predstavit tym, ktery bude zodpovidat za realizaci pred-
stavovaného podnikatelského zaméru. Kromé obvyklych Gdaji jako je napt. pozice
ve firmé &i role v podnikatelském zaméru bychom méli uvést argumenty, pro¢ dané
osoba bude schopna dovést podnikatelsky zamér k Uspéchu. Jde o specifické sou-
visejici zkusenosti, minulé Uspéchy, prokazatelné silné stranky atd.

Uvedme také, jak budou v nasem tymu rozdéleny povinnosti, pravomoci a odpo-
védnosti za jednotlivé ¢asti projektu. Pozornost bychom méli vénovat také rizikéim
a uzkym mistlim v oblasti lidskych zdrojd. VétSina nelspésnych zacinajicich podni-
kl ztroskotd na nevyjasnénych ocekavanich a jinych osobnostnich a tymovych pro-
blémech 881,

Organizaéni strukturu nasi spolecnosti i realiza¢niho tymu je vhodné znazornit gra-
ficky. Mezi jednotlivymi pozicemi, popt. organy spole¢nosti by mély byt zfejmé fidici
vztahy, vymeény informaci a kli¢ové odpovédnosti.

Popis tymu a fizeni spole¢nosti je vhodné doplnit také o dynamicky pohled — tzn.
napfiklad plany na rozsiteni tymu, otevirani novych pobocek ¢i ocekavané zmény
v organizacni strukture firmy pfi jeji expanzi.

4.6 SWOT analyza projektu

SWOT analyza je jednim z nej¢astéjsich nastroji na prehledné predstaveni faktor(
Uspéchu, popt. rizikovych faktor projektd. Do tabulky o ¢tyfech ¢astech tyto faktory
co nejvystiznéji uvedeme.

Struktura SWOT analyzy

Silné stranky nasi spole¢nosti Slabé stranky nasi spolec¢nosti
Prilezitosti pro nasi spole¢nost z jejiho Hrozby pro nasi spole¢nost z jejiho okoli
okoli (napr. hospodarske klima, demo- (napr. konkurenéni aktivity, demografické
grafické zmény, trh, technologie atd.) zmény, politika atd.)

Zdl’Oj: [10,97]

SWOT analyza ma velky prakticky vyznam pro celé znéni naseho podnikatelského
zaméru. Musi se zamérovat na vSechny podstatné stranky ovliviujici jeho konkuren-
ceschopnost. Zaroven neplni pouze informacni funkci, ale méla by ndm poskytovat
také podklad pro raciondlni, zejména strategické rozhodovani [ "1,

Zatimco na silnych strankach a prilezitostech je postaveno zdtivodnéni jeho re-
levantnosti, slabé stranky a hrozby bychom v textu také méli disledné reflektovat.
Pro Ctenare podnikatelského zaméru je podstatné veédét, ze jsme si téchto negativ
védomi a Ze mame pripravena opatreni na jejich omezeni. Tato opatfeni mohou
byt uvedena bud’ u jednotlivych &asti byznys planu, nebo v separatnim Piehledu
rizik (tabulka uvadéjici riziko, pravdépodobnost vyskytu, velikost dopadu, opatreni
na jeho snizeni a nakonec ,,Cisté riziko“ — tj. pfi zavedeni opatfeni).



4.7 Finanéni plan

Finanéni plan (neboli finanéni model) prfedstavuje ¢iselné vyjadieni podnikatelské-
ho zaméru. Finanéni plan ukazuje ekonomickou vykonnost (tj. vynosovou i nakla-
dovou stranku) naseho podniku, potfebu financovani investic a pracovniho kapitalu
nutného pro provoz podniku, strukturu aktiv i pasiv a vyvoj penéznich prostredkd.
S finan¢nim planem doporucujeme zacit co nejdfive. Donuti nas kvantifikovat nase
uvahy. Modelovani naseho podniku vyzaduije trpélivost a systemati¢nost, abychom
byli schopni cely model vystavét v prostfedi MS Excel €i jiném tabulkovém editoru.
Je pritom ddlezité, abychom finanéni model detailné znali a védéli, které parametry
maji nejvétsi dopad na finanéni vykonnost podniku a/nebo penézni prostredky © 1191,

Hodnota kazdého podnikatelského zaméru je dana predevs§im odnimatelnymi pe-
néznimi toky, které je schopen generovat svym vlastnikdim. Velikost téchto oceka-
vanych tokd a jejich rozlozeni v ¢ase je tak zpravidla podstatnou soucasti kazdého
podnikatelského zaméru. Z jednotlivych budoucich odnimatelnych prostredkd se
pak pocita navratnost investice - tj. doba, za kterou investor dostane zpét viozené
prostredky.

Podstatou finan¢niho planu je odhad ziskovosti podnikatelského zaméru jakozto
rozdilu mezi odekavanymi vynosy a naklady. Udetné jsou tyto kategorie zachyceny
v tzv. vykazu zisku a ztraty.

Odhadem ocekavanych vynosi jsme se zabyvali v kapitole Marketing a prodej. Na-
klady souvisejici s projektem Ize rozdélit do dvou hlavnich skupin:

Investiéni naklady souvisejici s rozjezdem podnikani (napfiklad vydaje na rekon-
strukci prostor, nakup zafizeni a vybaveni atd.) v€etné nutnych investic v dalSich
obdobich. Tyto naklady ¢asto predstavuji velky penézni vydaj na pocatku, ktery pak
do hospodareni podniku vstupuje pribézné formou odpis(;

Provozni naklady v dobé od zahajeni €innosti do konce obdobi, na které planujeme
(mzdy zaméstnanc(, naklad na udrzbu vybaveni, ndjemné apod.).

PFi sestavovani finan¢niho planu se vyplati dodrzovat nékolik v praxi osvédcenych

zasad:

-- dobfe ovéfrit vysi vynosovych a nakladovych polozek zvlasté u téch vyznamnych

-- nadhodnotit alespori 0 10 % prvotni odhad investi¢nich vydajd

-- nechat si ovéfit kompletnost a realisticnost rozpoc¢tu od vice zainteresovanych
lidi (napf. architekt, stavebni firma, stavebni dozor)

-- mésiéni plan udélat minimalné na prvni rok, celkovy plan min. na 3 roky & 51

Protoze pri¢inou netspéchu velké ¢asti zacinajicich podnikl jsou nedostate¢né pe-
nézni prostredky, vénuji investofi velkou pozornost planu cash flow v podnikatel-
skych zamérech. Tento plan znazornuje vydaje penéznich prostfedkl v konkrétnich
terminech a porovnava je s pfijmy penéznich prostredkd. Cilem tohoto planovani je,
aby mél podnik v kazdém okamziku dostatek disponibilnich finanénich prostied-
kt. Logiku planu cash flow znazorruje nasledujici priklad.
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Priklad planu cash flow zacéinajiciho podniku

Investi¢ni vydaje

Rekonstrukce
120 000 268 000 128 000
prostor
Nakup auta 150 000
Nakup
; 20 000 10 000 85 000
vybaveni
Provozni vydaje
Najemné 20 000 20 000
Mzdy
5 . 30 000 30 000 100 000 100 000
zaméstnancu
Doprava 10 000 10 000 25 000 25 000
Suroviny 50 000 30 000 40 000
Elektrina 8 000 8 000
Plyn 2 000 2 000
Poplatky 1 500 1500

(e A A I N —

Prijmy z trzeb

(prodej 50 000 100 000
vyrobkd)

Bilance prijmy

- vydaje za -140 000 -468 000 -303 000 -136 500 -96 500
dany mésic

Kumulativni

zlstatek na

Uctu a v po- -140 000 -608 000 -911 000 -1 047 500 -1144 000
kladné (nutno

profinancovat)

Zdroj: 351

Z posledniho fadku uvedeného pfikladu prehledu cash flow je zfejmé, Ze tento plan
je dulezity také pro urceni vySe prostredkd, které v konkrétnich terminech potrebuje-
me profinancovat, abychom uspésné zvladli start naseho podnikatelského projek-
tu. Tento udaj je hlavni informaci pro poskytovatele finanénich prostfedkd (investor,
banka).



Néktefi investofi vyzaduji, aby soucasti podnikatelského zaméru byla také rozvaha
podniku k urcitému ¢asovému okamziku. Rozvaha je standardizovany ucetni vykaz,
ktery poskytuje prehled o aktivech (majetku) podniku na jedné strané a o zdrojich
jeho financovani na strané druhé.

4.8 Prilohy

V prilohach podnikatelského zaméru by mély byt uvedeny vSechny dulezité informa-
ce, které nam tematicky nezapadly do predchozich kapitol - mlze jit o nase kontakt-
ni Udaje, stru¢né Zivotopisy vedeni nebo viastnikd firmy, upozornéni na ddvérnost
informaci uvedenych v predlozeném zaméru (tzv. NDA) nebo 8 prehled rizik souvise-
jicich s projektem v¢&. opatfeni na jejich eliminaci [ 8-821,
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5/ Jak prezentovat
podnikatelsky zamér?

ZpUsob prezentace podnikatelského zaméru zavisi na publiku, pro které prezentaci

pfipravujeme. MdZeme na ni mit par desitek vtefin nebo i nékolik hodin. P¥i pfipravé

obsahu prezentace naseho zaméru bychom vSak méli dodrzovat néasledujici tfi za-

sady:

-- vychazet z potreb, znalosti a ocekavani publika

-- usilovat o maximalni jasnost a vystiznost prezentace (omezeni odbornych termi-
nd, dlouhych souvéti, pfili§ detailnich analyz jednoho aspektu planu - napt. pro-
duktu)

-- zaméreni na klicové faktory tspéchu byznys planu — pfidana hodnota produktu,
zdlGvodnéni o¢ekavanych trzeb, kvalita realiza¢niho tymu, zajisténi cash flow pod-
niku, fizeni hlavnich rizik — viz obrazek

Nejcastéjsi pFiciny netiispéchu zaéinajicich podnikt

Proc tolik
novych podnikd
selhava?




NejkratSi formou prezentace je tzv. sales pitch (nebo také elevator pitch). Jde o cca
60 vtefinové predstaveni naseho zaméru, protoze investor &i potencidlni partner nam
¢asto mUze dat pouze 60 vtefin své pozornosti. Pokud jej zaujmeme, mame vyhrano
a mdzeme naplanovat naslednou, podrobnéjsi schiizku. Standardni sales pitch ma
Ctyfi Casti:

a) problém, na ktery nas byznys reaguje

b) FeSeni, které nabizime

C) prinosy naseho rfeseni

d) nase diivéryhodnost (pro¢ zrovna my to zvladneme)

Je vhodné, abychom si sales pitch €asto trénovali, napf. pfi konverzaci s prateli nebo
znamymi. Zpétna vazba od vétsiho poctu lidi mdze mit nedocenitelnou hodnotu pro
kvalitu naseho podnikatelského zaméru 82,

Pokud jde o provedeni jakychkoliv prezentaci naSeho podnikatelského zaméru, zku-

Seni praktici doporuduji:

-- natocit svou prezentaci na kameru a nasledné analyzovat, jaky na nas ¢i jiné lidi
déla dojem -8

-- zpétnou vazbu od posluchacl nasi cviéné prezentace je vhodné strukturovat po-
dle jednotlivych Casti prezentace, ale ptat se také na celkovy dojem (logi¢nost
fazeni, srozumitelnost, presvédcivost atd.) %

-- udrzovat v prlibéhu prezentace oc¢ni kontakt s celym publikem 2 8

-- pfimérené zleh&it humorem témata, u kterych je to vhodné, ale udrzet vaznost
u podstatnych témat jako je finan¢ni stranka planu -8

-- snazit se prezentovat sv(j zamér z paméti; prezentace by nam méla slouzit jako
voditko a odkaz na detailnéjsi, popf. ¢iselné informace pro posluchace #8990

-- pripravit se na pfipadné dotazy a zvazit, kdo z ¢lenli vaseho tymu by se prezentace
mél zucastnit © 147
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6/ Uspé&sné priklady
podnikatelskych zamérd v praxi

V této kapitole se mizeme seznamit s nékolika Uspésnymi podnikatelskymi strate-
giemi, které v praxi pfinesly Uspéch. Znamenaly pro jejich autory dilezitou vychozi
myslenku, ale finalni Uspéch byl predevsim dlsledkem spravného provedeni a vytr-
valosti podnikateld, ktefi za témito myslenkami stali. Ve v8ech uvedenych pfipadech
pfitom hralo velkou roli spravné nacasovani, kdy s danou strategii pfijit, aby na ni trh
¢i technologicky vyvoj byly pfipraveny.

Podnikatelska strategie: zcela novy vyrobek

Stiskaci knofliky — patentky

V roce 1903 dostal Jindfich Waldes napad vyrobit stiskaci knoflik, ktery by bylo moz-
né pfipevnit a zase odstranit bez Siti, aniz by se poskodila latka. Jeho spole¢nik
nasledné vyvinul automat na jejich vyrobu. Uspéch byl obrovsky, b&hem nékolika
let jejich firma exportovala do celého svéta. Ve tficatych letech 20. stoleti vyrabély
Waldesovy firmy polovinu veskeré svétové produkce kovovych patentek ['8l,

Podnikatelska strategie: nova sluzba na mistnim trhu

Sdileni prostor pro praci a setkavani

V roce 2010 byl v Praze na Smichové ve zrekonstruovaném objektu byvalé tiskarny
otevren velky sdileny prostor Hub Praha, kam chodi pracovat a potkavat se zacinajici
podnikatelé a lidé na volné noze. Byl tim do Ceské republiky ze zahraniéi prenesen
osvédceny model coworkingovych center, ktera se zaroven stavaji mistem pro ko-
nani akci, setkavani mezi investory a podnikateli a navazovani obchodnich i nefor-
malinich vztaht. Diky Uspéchu tohoto projektu zagaly v Cesku vznikat dal$i podobné
projekty a nova sluzba pro podnikatele se zacala rozSifovat.

Podnikatelska strategie: zlepSeni kvality na stavajicim trhu

Linka Praha-Brno

Linka Praha-Brno byla v roce 2004 pIné obsazena radou silnych dopravct. Do toho-
to prostredi vstoupila spole¢nost Student Agency. Napad byl jednoduchy a genialni
jako v§echny, na kterych je zaloZzen podnikatelsky Uspéch. Firma se rozhodla se na-
bidnout za stejnou cenu jako konkurence vy$si kvalitu. Nakoupila zahrani¢ni, dobre
vybavené autobusy, zavedla kulturu cestovani (Cistotu, vstficnost fidi¢e, obcerstveni,
filmy a hudbu aj.). Konkurenci postupné vytlacila z trhu ['8l,

Podnikatelska strategie: niz§i naklady, nizSi cena, vyS$si prodeje
Montazni pas

Prvni Ford model T byl vyroben v roce 1908, pét let se vyrabél do té doby tradic-
nim zpUsobem, tj. parta univerzalnich pracovnikd sestavila vozidlo. iz byl oblibeny
a poptavka rostla, firma hledala zpUQsob, jak zvysit produkci. V roce 1913 ho nasla.
Zavedla zcela revoluéni zpUsob vyroby pomoci pasu, po kterém jel vyrobek, a za-
Skoleni délnici pridélavali jednotlivé dily. Snizily se naroky na kvalifikaci pracovnikd,
zrychlilo se tempo montaze. Automobilka dosahla vyrazného naskoku pred konku-
renci ['Bl,



Podnikatelska strategie: efektivni pFistup k cené

Kypfici prasek

Kypfici prasek se bézné prodaval na trhu jiz pfed druhou svétovou valkou. Prodaval
se vSak ve velkém baleni, obdobné jako mouka nebo cukr v kilovych balenich. Kypfi-
ci praSek neni drahy a jeho spotreba je nizka (cca 20g na 0,5 kg mouky). Rudolf — Au-
gust Oetker dostal napad rozdélit praSek do mensich baleni pravé na 0,5 kg mouky.
Cena tak malého baleni byla zanedbatelna, proto mohla byt navysena na 10 fenikd,
coz stéle byla velmi nizka cena pro hospodyné. Vzhledem k nizké cené hospodyné
preferovaly nakup mensiho mnozstvi pfed dlouhodobym skladovanim kilového ba-
leni. Firma vydélala dvakrat, jednou na bézné obchodni prirazce, kterou uplatfiovala
u velkého baleni, podruhé na navyseni zanedbatelné ceny na 10 fenikd. Tento napad
stal u rozmachu firmy Oetker ['Bl.

Podnikatelska strategie: pfidani sluzeb k produktu

Sluzba zakaznikovi mimo prodejnu

Spole¢nost Mountfield, prodejce zahradni techniky se po Sesti letech na trhu dostala
do konkurencniho tlaku hobbymarketl. Spole¢nost hledala zménu svého podnika-
telského zaméru. Rozhodla se dat lidem to, co jim fetézce dat nemohou — prodejni
a poprodejni sluzby a vytvofit systém, zaloZzeny na sluzbé zakaznikovi mimo prodej-
nu (zbozi dovézt, predvést, zaskolit, smontovat, nabidnout sedmiletou zaruku, aj.) ['El.

Podnikatelska strategie: odliSnost od velkych konkurentt
Propagace s diirazem na odliSnost a kvalitu

Humpolecky pivovar Bernard se od svého zaloZeni musel potykat s konkurenci za-
béhlych velkych vyrobcl piva, ktefi ¢asto disponovali zahrani¢nim kapitalem, lepsimi
technologiemi i propracovanym distribu¢nim systémem. Majiteldm pivovaru se vSak
v tomto prostredi podarilo vyrlst z lokalnich podminek na producenta celorepubli-
kového vyznamu s rozvinutym exportem do zahrani¢i. Jeho marketingova strategie
zdlraznovala kvalitu vyrabéného piva oproti standarddim velké konkurence a image
tradi¢niho malého pivovaru. Jeden z majiteld se stal obchodni tvari pivovaru a tim
spotrebiteldm mj. rucil za kvalitu své produkce 18,

Podnikatelska strategie: postupny vyvoj produktu

Uméni naslouchat zakaznikdim

Jednomu z nejznaméjSich a nejstarsich internetovych slevovych portald, grou-
pon.com se podafilo dosahnout Uspéchu zejména diky uplathovani principu
~Lean startup“. Tato metoda podporuje vytvareni rychlych prototypU, které umisti-
me na zkus$ebni trh. Pouzivdme pfitom zpétnou vazbu od zékaznik( ve snaze vy-
vijet podobu nové verze plvodniho prototypu rychleji nez pri tradi¢nich postupech.
Tento pfistup se uplatfuje pfedevsim v oblasti programovani a tvorby software, kde
je mozné ménit kdd produktu i nékolikrat denné.
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7/ \V'zorovy formular

Struktura podnikatelského zaméru zavisi na jeho Ucelu. Pripravujeme-li ho pro in-
stitucionalniho poskytovatele financ¢nich prostredkl (napf. stat ¢i banka), musime
zpravidla dodrzet jim pozadovanou strukturu. V této kapitole proto uvadime priklad
struktury podnikatelského zaméru, ktery ndam muize poslouzit jako inspirace pro pfi-
pravu zaméru vlastniho.

NiZe je uvedena osnova podnikatelského zaméru k projektdm zamérenym na pofize-
ni novych technologickych zafizeni s vy$Simi technickymi a uzitnymi parametry a na
realizaci projektd zvysujicich efektivnost procesu.

Identifikaéni udaje zadatele o podporu

Podrobny popis projektu

-- charakteristika projektu a jeho soulad s podminkami programu
-- lidské zdroje pro zabezpeceni realizace projektu

-- vliv projektu na Zivotni prostredi

Technicka specifikace projektu

-- SWOT analyza Zadatele

-- SWOT analyza projektu

-- podrobna specifikace parametr(l pofizované technologie, porovnani se stavajicim
(vychozim) stavem

Casovy harmonogram projektu

-- zahdjeni projektu

-- ukonceni projektu

-- Clenéni do etap

-- udrzitelnost projektu po jeho dokonceni

Marketingova analyza
-- popis trhu
-- definice zakaznickych segmentt
-- potencidl trhu, vyvoj trhu
-- popis konkurence
-- odbératelé (zajisténi odbytu)
-- dodavatelé
-- mozné substituty produktu
-- marketingova strategie
-- popis produktu
-- cena
-- propagace
-- distribuce
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Finanéni analyza projektu
-- zakladni ekonomické ukazatele

-- vykony

-- trzby za prodej vlastnich vyrobk( a sluzeb

-- export

-- prepocteny pocet pracovniki

-- provozni hospodarsky vysledek

-- pfidana hodnota

-- spotfeba materialu, energie, sluzby
-- néklady a vynosy spojené s projektem
-- zdroje financi

Zavér - shrnuti relevantnich utdajl z projektu

Zdroj: 12
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8/ Informacni zdroje

Odkazy na pouzité informacéni zdroje jsou v textu této publikace uvadény formou
[x, y], kdy misto x je uvedeno &islo informacniho zdroje (podle Cislovani nize) a misto
y je uvedeno Eislo stranky v tomto zdroji.

Odborna literatura

1 HOSPODARSKA KOMORA CESKE REPUBLIKY, Pfirucka pro podnikani

v roce 2010, Hospodarska komora Ceské republiky, 2010, 305 s.
http://www.komora.cz/Files/2010/HKCR/Prirucka_pro_podnikani_2010_final.pdf
ramec podnikani v Ceské republice. Za touto aktivitou hospodarské komory je snaha
vyrazné usnadnit podnikatelim orientaci v komplikovaném prostredi, v némz realizuji
své aktivity.

2 PROKOP Michael, Jak napsat podnikatelsky plan aneb kudy vede cesta
k uspéchu, Czechlinvest, Praha: 2005, 100 s.

http://www.czechinvest.org/data/files/podnikatelsky-plan-48-cz.pdf

Viipné psana publikace, ktera Ctenare detailné provazi jednotlivymi ¢astmi tvorby

podnikatelského zaméru. Kromé toho zde &tenar najde také zakladni informace

o psychologii finan¢nich trhl a faktorech Uspéchu na nich nebo specifické instrukce

o pfipravé podnikatelského planu pro ucely dotace ze strukturalnich fondd EU.

3 MARES Jakub a kol., Rozjed’ to — Jak zaéit spoleéensky prospésné podnika-
ni, Innovation Tank o.s., Praha, 2011, 137 s.

http://www.mas-sluknovsko.cz/pict/fotogalerie/soc_podnikani_luzan/Socialni%?20
podnikani_web.pdf

Prakticky privodce rozjezdem podnikani se zvlastnim zamérenim na podnikajici ne-
ziskové organizace. Formou pracovnich listl doplriujicich teoretické pasaze si ¢tenar
procvi¢i formulaci podnikatelského konceptu a nasledné detailni pfipravu jednotli-
vych €asti podnikatelského zaméru.

4 Social Enterprise London, A business planning guide to developing a social
enterprise. London: Society Media, 2009. 95 s.

http://www.sel.org.uk/uploads/New_BusPlanGuide.pdf

Publikace zamérena na tvorbu podnikatelského zaméru vytvofena renomovanou

britskou organizaci podporujici zacinajici podnikatele.

5 Asociace malych a stiednich podniki a Zivnostnikti CR: Vysledky prizkumu
¢&. 10 AMSP CR, Néazory podnikatelii na moderni metody fizeni spoleénosti,
AMSP CR, Praha, 2011, 6 s.

Vysledky prézkumu mezi ¢eskymi podnikateli, ktery zjisfuje nazory na jejich konku-

renceschopnost, zakladni faktory konkurenceschopnosti a jeji posilovani vhodnymi

metodami fizeni spole¢nosti.



6 Czechlnvest: Vyzva k predkladani Zadosti o podporu v ramci projektu Czech-
EkoSystem podpofeného z OPPI, program poradenstvi, Czechinvest, Praha,
2012, 10 s.

http://www.czechinvest.org/data/files/vyzva-1-czechekosystem-revize-za-ver-pod-

poru-2968-cz.pdf

7 Zakon €. 513/1991 Sb., obchodni zakonik v platném znéni
http://business.center.cz/business/pravo/zakony/obchzak/cast1.aspx

8 SYNEKMiloslav, Kislingerova Eva akol., Podnikova ekonomika,C.H. Beck, Pra-
ha, 2010, 498 s.

Kniha se se zabyva podnikem, jeho cili a funkcemi, jeho Zivotnimi fazemi, organiza-

ci, hlavnimi ¢innostmi a jejich fizenim. Zkouma také zvlastnosti jednotlivych druh(

podnik(. Paté, prepracované a doplnéné vydani je uréeno nejen studentlim, ale radu

cennych rad zde najdou také podnikatelé a manazefi z praxe.

9 PILNY, Ivan; FORST, Vladimir, Jak si fict o penize, Bizbooks, Praha, 2011,
248 s.

Kniha si klade za cil byt privodcem na cesté za spinénim podnikatelskych snd a sou-

Casné priblizit televizni porad ,,Den D“. Pravidla prezentace a podnikani v knize ilu-

struje fada Uspésnych i nelispésnych projektd, které se v pofadu ,,Den D“ objevily.

10 SAUNDERS, John; KOTLER, Philip; ARMSTRONG, Gary; WONG, Veronica -
Moderni marketing, Grada, 2007, 1038 s.

Jedna z nejpouzivanéjSich u€ebnic marketingu je zamérena na nejnoveéjsi trendy —

vztahy k zakazniklm, cilené marketingové strategie, produkty Sité na miru pomoci

modernich technologii, nastroje pro zlepSeni pozice mensich firem, nové formy me-

zifiremni spoluprace apod.

11 Because; analyzy zpracované autorem této publikace
Internetové zdroje

www.ipodnikatel.cz ['®

Specializovany portal pro zacinajici podnikatele. Atraktivni webova stranka obsahuji-
ci praktické informace, které vyuziji zaCinajici podnikatelé — napf. Zaklady podnikani
formou e-learningu; Jak otestovat Zivotaschopnost napadu; Ochrana know-how, Vi-
dea s pfibéhy uspésnych podnikatell atd.

Pouzité informace: http://www.ipodnikatel.cz/Hledani-podnikatelskeho-napadu/in-
spirujte-se-jednoduchymi-napady-ktere-dobyly-svet.html

www.mpo.cz/dokument78460.html - Radce (nejen pro zacinajici) podnikatele !
Prehledné strukturované oficialni informace o pravnich a administrativnich souvis-
lostech rozjezdu podnikani v Ceské republice — povinnosti podnikatele, Zivnostenské
podnikani, obchodni spole¢nosti, centralni registracni mista atd.
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www.gemconsortium.org 5

GEM je mezinarodni projekt zabyvajici se problematikou podnikani a podnikatelské
aktivity ve svété. V projektu jsou posuzovany komplexni vztahy mezi zakladanim
firem a ekonomickym rlistem a faktory majici vliv na podnikavost v jednotlivych ze-
mich a zaroven jsou sledovany rozdily mezi staty v mife podnikatelské aktivity.
Pouzité informace: http://www.gemconsortium.org/docs/cat/1/global-reports

www.wikipedia.org "8l
Mnohojazy¢na webova encyklopedie se svobodnym (otevienym) obsahem, na jejiz
tvorbé spolupracuji dobrovolni pfispévatelé z celého svéta.

www.komora.cz

Stranky Hospodarské komory Ceské republiky obsahuiji Siroké spektrum cennych in-
formaci také pro zac¢inajici podnikatele. Nabizeji pfehledné informace o specializova-
nych kurzech, Skolenich &i odbornych zkouskach, poradnu, publikace o podnikani,
pozvanky na oborové akce, aktuality tykajici se legislativy, informace o mozZnostech
podpory exportu atd.

www.erudia.cz

Vzdélavaci portél obsahujici mimo jiné desitky inspirativnich video-rozhovor( se
zacinajicimi i jiz uspésSnymi Ceskymi podnikateli. Podnikatelé hovofi o prekazkach
a vyzvach pfi rozjezdu svych spolecnosti, o kritickych faktorech Uspéchu a o dalSich
aspektech podnikani v Cesku.

www.crr.cz/cs/podpora-podnikani/publikace-prirucky

Souhrnné uzitecné informace pro ¢eské podnikatele o podnikani v zahrani¢i a o sou-
visejicich tématech — vysilani pracovnikl do zahrani¢ni, uznavani odbornych kvalifi-
kaci, kalendar tematickych akci atd.

www.tic-ckd.cz
Stranky Technologického inovaéniho centra CKD Praha obsahujici informace o inku-
bacnim programu, vzor struktury podnikatelského zaméru atd.

www.bic.cz

Stranky BIC Plzen obsahuji mimo jiné i aktualni informace k moznostem ziskani do-
taci a vyuziti dalsich podpdrnych nastroj pro rozvoj firem, zavadéni inovaci, vyvoj
novych technologii a uplatnéni na mezinarodnim trhu, informuji o pfipravovanych
i uskute€nénych akcich.

www.jic.cz

Stranky Jihomoravského inovaéniho centra v Brné jsou zdrojem informaci o aktivi-
tach probihajicich na podporu podnikani, o soutézich, programech pro podnikatele
a dalSich novinkach zamérujicich se na malé a stfedni podniky.

www.inovacentrum.cvut.cz/inkubator
Stranky inovacentra informuji detailné o vSech fazich inkubace a sluzbach, které mo-
hou podnikatelé v téchto fazich Cerpat.



www.businessinfo.cz

Businesslinfo.cz je oficialnim portalem pro podnikani a export. Cilem portalu je zjed-
nodusit zejména malym a stfednim podnikateldim orientaci v informacich a sluzbach
poskytovanych statni spravou. Portél je provozovan vladni agenturou CzechTrade
a jeho gestorem je Ministerstvo préimyslu a obchodu CR.

www.enterprise-europe-network.cz

Enterprise Europe Network je celoevropska sit zaméfena na poskytovani podpdr-
nych sluzeb a informaci pro rozvoj inova¢niho podnikani. Portal poskytuje v ramci
Ceské Casti sité Enterprise Europe Network informace o poradani vzdélavacich i ji-
nych akci, zajistuje pfistup do databazi nabidek a poptavek, poskytuje poradenstvi
v oblastech evropského podnikani, financovani projektd z program@ EU a ochrany
dusevniho vlastnictvi.

www.czechinvest.org

Agentura pro podporu podnikani a investic Czechlnvest je statni pfispévkova or-
ganizace podfizena Ministerstvu préimyslu a obchodu CR, ktera posiluje konkuren-
ceschopnost ¢eské ekonomiky prostfednictvim podpory malych a stfednich pod-
nikatell, podnikatelské infrastruktury, inovaci a ziskavanim zahrani¢nich investic
z oblasti vyroby, strategickych sluzeb a technologickych center.

www.irp.cz

Snahou Institutu rozvoje podnikani je podporovat a rozvijet podnikatelské aktivity
a to predevsSim pomoci vzdélavacich aktivit, poradenstvi a podnikatelského inku-
batoru. Na serveru najdete prehledny kalendar, informace a dal$i moznosti rozvoje.

www.inovace.cz

Internetovy portal, ktery si klade za cil poskytovat centralni internetovou platformu,
na které se budou setkavat vSichni zajemci o inovace. Naleznete zde aktualni in-
formace ze svéta védy a vyzkumu, nabidky novych technologii k uplatnéni na trhu
¢i moznost nalézt a kontaktovat potencialniho investora pro svij inovativni projekt.

www.amsp.cz
Stranky asociace, ktera sdruzuje na oteviené, nepolitické platformé malé a stredni
podniky a Zivnostniky i jejich organizace z Ceské republiky.
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9/ Kontakty

Agentura Czechlnvest ma centralu v Praze a dale mdzeme najit jeji zastoupeni ve
13 krajich Ceské republiky a na 7 zahraniénich zastoupenich.

Agentura Czechlnvest zalozila na za¢atku roku 2004 sit tfinacti regionalnich kancelari
ve vSech krajskych méstech. Dlvodem jejich vzniku bylo rozsifeni nabidky sluzeb.
Kromé podpory investic domacich a zahrani¢nich firem se Czechlnvest zaméril také
na podporu podnikani malych a stfednich podnikd prostfednictvim programé struk-
turdlnich fondd EU. Cilem Czechinvestu bylo priblizit své sluzby co nejvice vsem
svym klientlm. Zfizenim regionalnich kancelafi vznikla kontaktni mista, kde mohou
podnikatelé ziskat komplexni informace o formach podpory podnikani zajistovanych

agenturou Czechlinvest.

Pracovnici regiondlni kancelare:

-- poskytuji informace o sluzbach agentury Czechlnvest
-- konzultuji se zastupci firem moznosti podpory podnikani z program0 strukturalnich

fond@ EU, které Czechlnvest zajistuje

-- pomahaji firmam, které maji zajem realizovat svou investici v daném regionu
-- spolupracuji se zastupci mistni spravy a samospravy, Skolami a dal$imi regional-
nimi institucemi pfi hledani pfilezitosti rozvoje podnikatelského prostredi regionu

Seznam kontaktl na regiondlni kancelare agentury Czechinvest:

Regionalni kancelar

pro Jihocesky kraj

tel: 387 962 413-6

fax: 387 962 424
ceskebudejovice@czechinvest.org
www.czechinvest.org/jihocesky-kraj
Husova 5

370 01 Ceské Budéjovice

Regionalni kancelar

pro Jihomoravsky kraj

tel: 543 422 780-785

fax: 543 422 795

brno@czechinvest.org
www.czechinvest.org/jihomoravsky-kraj
Spielberk Office Centre

Holandska 3 (Vila K - 4. patro)

639 00 Brno

Regionalni kancelar

pro Karlovarsky kraj

tel: 353 227 919, 353 227 921

fax: 353 228 739
karlovyvary@czechinvest.org
www.czechinvest.org/karlovarsky-kraj
Jaltska 906/1

360 01 Karlovy Vary

Regionalni kancelar

pro Kralovéhradecky kraj
tel: 495 817 711

fax: 495 817 710
hradeckralove@czechinvest.org

www.czechinvest.org/kralovehradecky-kraj

Soukenicka 54/8
Regiocentrum Novy pivovar
500 03 Hradec Kralové



Regionalni kancelar

pro Liberecky kraj

tel: 482 313 225, 482 710 353,

482 710 065

fax: 485 105 517
liberec@czechinvest.org
www.czechinvest.org/liberecky-kraj
Nam. Dr. E. BeneSe 4/12

460 01 Liberec

Regionalni kancelar

pro Moravskoslezsky kraj

tel: 595 198 481, 595 198 483-4

fax: 595 198 488
ostrava@czechinvest.org
www.czechinvest.org/moravskoslezsky-kraj
Na Hradbach 18

702 00 Ostrava

Regionalni kancelar

pro Olomoucky kraj

tel: 587 332 186, 587 332 187,

587 332 188

fax: 587 332 195
olomouc@czechinvest.org
www.czechinvest.org/olomoucky-kraj
Jeremenkova 40 B

772 00 Olomouc

Regionalni kancelar

pro Pardubicky kraj

tel: 466 616 705, 466 616 147, 466 616 706
fax: 466 616 702
pardubice@czechinvest.org
www.czechinvest.org/pardubicky-kraj

K Vinici 1256

530 02 Pardubice

Regionalni kancelar pro Plzersky kraj
tel: 378 056 630-3

fax: 378 056 634

plzen@czechinvest.org
www.czechinvest.org/plzensky-kraj
Teslova 3

Védeckotechnicky park Plzenr, budova A
301 00 Plzen

Regionalni kancelar

pro Stfedocesky kraj a Prahu

tel: 296 342 536, 296 342 553

fax: 296 342 552

praha@czechinvest.org
www.czechinvest.org/stredocesky-kraj-
-praha

Stépanska 15

120 00 Praha

Regionalni kancelar pro kraj Vysoc€ina
tel: 567 155 197, 567 155 198

fax: 567 300 703

jihlava@czechinvest.org
www.czechinvest.org/kraj-vysocina
Komenského 31

586 01 Jihlava

Regionalni kancelar pro Ustecky kraj
tel: 475 200 960

fax: 475 201 135
ustinadlabem@czechinvest.org
www.czechinvest.org/ustecky-kraj

Mirové namésti 34

400 01 Usti nad Labem

Regionalni kancelar pro Zlinsky kraj
tel: 573 776 260

fax: 573 776 265

zlin@czechinvest.org
www.czechinvest.org/zlinsky-kraj
Vavre€kova 5262

28. budova arealu Svit

761 01 Zlin
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10/ Slovnik odbornych vyrazu

Cenny papir, ktery dokladuje majetkovy podil drzeny v akciové spolecnosti. Akcio-
nari maji pravo podilet se na fizeni spolecnosti, jejim zisku a likvidaénim zUstatku pfi
zaniku spole¢nosti.

Typ obchodni spole¢nosti, jejiz zakladni kapital je rozvrzen na urcity pocet akcii o ur-
¢ité nominalni hodnoté.

Hmotna & nehmotna hodnota (majetek), kterou Uc¢etni jednotka vlastni a ziskava z ni
uzitek, resp. kterou vyuziva ke generovani prijmd.

Prevzeti fungujici spole€nosti nebo jeji ¢asti.

Trh, na kterém se strfetava poptavka po cennych papirech s jejich nabidkou. Tim
se vytvari cena obchodovatelného cenného papiru, ktera se nazyva kurz cenného
papiru.

Individualni investor investujici vlastni kapital na predem stanovené obdobi do per-
spektivnich malych a strednich podnikd s vyraznym rlistovym potencialem (zpravidla
firmy ve fazi seed, start-up nebo v expanzni fazi zZivotniho cyklu). ,Business angel*
investor pfinasi do firmy také urcité know-how v podobé odbornych znalosti, orienta-
ce v daném oboru, popr. kontakt( na strategické partnery. Business angels tedy ne-
hledaji pouze nejvyssi vynos své investice s ur€itou vysi rizika, ale hledaji predevsim
oblast, ve které se mohou aktivné angazovat a vyuzivat své zkuSenosti a kontakty
pro podporu rlstu firmy, do niz investuji.

Cash flow nebo také penézni tok je prijem nebo vydej penéznich prostredkd. Penézni
tok za urcité obdobi predstavuje rozdil mezi pfijmy a vydaji penéznich prostredkd za
toto obdobi ['. V podnikové praxi je penézni tok ddlezitou veli¢inou, ktera vypovida
o schopnosti podniku generovat penize. Schopnost pfinést podniku penézni pro-
stfedky svym vlastnik@im (tzv. odnimatelné cash flow) je také jednim z rozhodujicich
kritérii pri vybéru a hodnoceni investi¢nich projektd “&l.

Obchodovatelny (tj. prevoditelny) finan¢ni nastroj, ktery Ize nakoupit a prodat. Pra-
vé vlastnost obchodovatelnosti je podminkou, aby se finanéni nastroj povazoval
za cenny papir. S cennym papirem je spojeno soukromé pravo opravnéného maji-
tele. Mezi cenné papiry patfi: akcie, zatimni listy, podilové listy, dluhopisy, sménky,
Seky a dalsi.



Diverzifikace
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Divestice
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Financni kapital
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Diverzifikace investic znamena rozkladani portfolia na vice investic za U¢elem snizeni
celkového investicniho rizika. Investofi mohou napf. umistit své prostfedky do velké-
ho mnozstvi podnikd namisto investic do jednoho podniku. V pfipadé malého ob-
jemu prostredkd mohou také investovat do investi¢niho fondu nebo do podilového
fondu, ktery sam ma znacné diverzifikované portfolio. Dals$i takovou instituci, ktera
zajistuje diverzifikaci investic, je banka. Neni vdak mozné diverzifikovat vdechny dru-
hy investi¢nich rizik.

Opak investice. Subjekt se zbavuje majetku, majetkovych Gcasti, cennych papirl
atp.

Vynos vyplaceny akciovou spole¢nosti do rukou akcionare, ktery akcie drzel v tzv.
rozhodny den pro vyplatu dividendy. V podstaté se jedna o podil na zisku, ktery
spolecnost vytvorila. Ve vétsiné pripadd se dividenda vyplaci ze zisku za minuly rok,
ale mlze byt vyplacena i z nerozdéleného zisku z minulych let. Rozhodnuti o tom,
zda spole¢nost bude, nebo nebude dividendy vyplacet, €ini valna hromada, vétsi-
nou na navrh managementu spolecnosti, ktera taktéz urci rozhodny den pro vyplatu
dividendy a datum jeji splatnosti. Od tohoto terminu si mohou akcionafi dividendy
vyzvednout.

Dluhovy cenny papir, se kterym je spojeno pravo majitele pozadovat od emitenta
splaceni penézniho obnosu uvedeného v dokladu véetné pfislusného droku, a to
ve vyznaceném terminu. Na rozdil od akcie zajistuje tento druh cenného papiru pre-
dem stanoveny finanéni vynos.

Audit hospodareni, pfi kterém dochazi k hloubkovému prozkoumani financnich vyka-
z0 podniku. Due diligence nejcastéji vyuzivaji zajemci o koupi konkrétni spolec¢nosti.

Hospodarsky vysledek/zisk pred odectenim urokovych nakladd, dani, odpisl a ne-
penéznich nakladd (napt. opravné polozky, rezervy apod.). EBITDA je dilezitym uka-
zatelem finan¢éni vykonnosti podniku.

Investor, ktery investuje bez oborového omezeni a sleduje predevsim zisk ze svych
investic.

Vyptijcené nebo vlastni zdroje, diky kterym firma nabyla aktiva a financuje svoji ¢in-
nost.

Typ investice, jiz rizikovi investori splati za firmu dluh a na oplatku ziskaji majetkové
podily v této firme.
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Investice do firmy, ktera existuje maximalné tfi roky, doposud nedosahla zisku, ale
ma zajimavy projekt.

Fond, ktery investuje prostfedky svych podilnikl ¢i akcionard do neverejné obcho-
dovanych firem, které obvykle potrebuji kapital na expanzi. Tim fond rizikového kapi-
talu ziska prislusny podil v dané spolecnosti. Investice by méla podporit postup firmy
do dalsi faze jejiho vyvoje a prispét k rlstu jeji trzni hodnoty.

Slouceni nebo spojeni spolecnosti. Fuzi bud vznika jeden novy podnik a ostatni pod-
niky zanikaji, nebo jeden podnik existuje dale a ostatni jsou do néj integrovany.

Vynalozené zdroje, u kterych investor o¢ekava kladné zhodnoceni.

Riziko investice predstavuje stupen nejistoty spojeny s ocekavanym (budoucim)
vynosem. Kazdy investor vnima riziko jinak a zaujima k nému jiny postoj (averze
k investi¢nimu riziku, neutralni postoj, sklon k riziku aj.). Za nejméné rizikovou (bezri-
zikovou) investici jsou povazovany statni dluhopisy (napr. pokladni¢ni poukazky vy-
davané centralni bankou).

Subjekt nebo fyzicka osoba, ktera vklada do urcité aktivity své docasné volné financ-
ni prostredky s cilem jejich zhodnoceni. Investorem mUzZe byt investi¢ni fond, banka,
penzijni fond, pojistovna, soukroma spole¢nost nebo fyzicka osoba.

Schopnosti, znalosti nebo dovednosti, které umoznuji osobé (nebo organizaci),
aby efektivné jednala v urcité situaci.

Soupereni, v némz se ve stejnou dobu kazdy prodejce snazi ziskat trzby, zisk a podil
na trhu. Aby toho dosahli, snazi se zpravidla nabidnout nejlepsi kombinaci ceny,
kvality a servisu.

Schopnost firmy dostat svym finanénim zavazkdm.

Systém rozvoje osobnich dovednosti, podle kterého zkusenéjsi osoba (mentor) pri-
fazen jako poradce, nebo priivodce méné zkusené osobé. Mentor je zodpoveédny za
poskytovani podpory a zpétné vazby, tak aby pomahal v rozvoji a motivaci svého
svérence.

Doba, za kterou penézni pfijmy z investice vyrovnaji pocate¢ni kapitélovy vydaj
na danou investici.

Zdroj kryti majetku, z néhoz byl majetek podniku (aktivum) porizen. Pasiva v ucet-
nictvi predstavuji zavazky podniku, vklady viastnikd do spole¢nosti, zisky (ztraty)
minulych let a vysledek hospodareni bézného roku.

Souhrn cennych papirll v majetku jednoho investora. Doporucuje se tento soubor
diverzifikovat, tedy investovat do rliznych aktiv, a tim snizit riziko investice.
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Investice do vyvoje vyrobku ¢i rozvoje ¢innosti, pro které bude teprve zaloZzena nova
firma. Jedna se o jednu z nejrizikovéjsich investic, ¢emuz odpovida i poZzadovana
mira zisku a ne prilis velkd ochota investord financovat projekty v takto rané fazi
vyvoje.

Akcie, s niz je spojeno prednostni pravo na vyplatu dividendy. Casto byva tato prio-
rita kompenzovana omezenim hlasovaciho prava. To vSak neplati v pfipadé, ze neni
prioritni dividenda vyplacena.

Pojem pro soukromy kapital, ktery byl ziskan jinym zplsobem nez obstaranim na ka-
pitalovych trzich. Je to jeden z nastrojd financovani mensich a strednich firem, které
nemaji dostatek vlastnich a Uvérovych zdrojli na financovani rozvoje novych pro-
duktld a technologii, expanze pracovniho kapitalu, realizace akvizic nebo celkového
posileni finanéni situace spolecnosti.

Zbozi, feSeni, metoda, informace, pfedmét nebo sluzba, ktera slouzi k uspokojeni
potreby zakaznika. Jde obvykle o souhrn hmotnych a nehmotnych atributl (vyhody,
vlastnosti, funkce, pouziti), které prodavajici nabizi zakaznikovi.

Schopnost dosahovat vynosu, zisku apod. na zakladé vlozenych prostredkl. Ukaza-
tel vynosnosti nebo efektivnosti hospodareni se vypocte jako pomér vynosu (zisku)
k vynaloZzenym prostredkiim a vyjadfuje se obvykle v procentech.

Jde o soukromy kapital ur€eny k zaloZeni, rozvoji nebo odkupu spole¢nosti s rych-
lym rlstovym potencialem. Tento kapital poskytuji budto jednotlivi investori, ktefi se
pak stavaji podilniky v prislusné firmé, nebo jej poskytuji fondy rizikového kapitalu,
které sdruzuji individudlni investory, a pak v roli podilnikl vystupuji spravci téchto
fondU. Rizikovy kapital predstavuje dlouhodobou investici nejen penéz, ale i ¢asu
a Usili. Odborné znalosti, které s sebou investor prinasi, maji mnohdy pro rozvoj firmy
vétsi vyznam nez samotné investi¢ni prostredky.

Standardizovany Ucetni vykaz, ktery poskytuje prehled o aktivech (majetku) podniku
na jedné strané a o pasivech (zdrojich) jeho financovani na strané druhé. Zobrazuje
finanéni pozici ucetni jednotky k stanovenému datu (obvykle posledni den ucetniho
obdobi).

Finanéni zdroje uréené k navyseni pracovniho kapitalu firmy. To mdze umoznit zave-
deni dalSiho vyrobku ¢i sluzby, vstup na zahrani¢ni trhy a akvizice.

Cenny papir, ktery zavazuje dluznika zaplatit majiteli sménky stanovenou penézni
Castku ve stanoveném cCase.

Investice do firmy, ktera ma jiz pfipraveny produkt v€etné prodejni strategie a potre-
buje financovat vyrobu a distribuci.
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Zacinajici podnik startujici svoji existenci s dobrym napadem, ktery ma vyznamny
rlstovy potencial s nizkymi naklady.

Rdzné druhy zbozi, které spliuji stejné potreby spotrebitelll, a proto jsou z jejich
pohledu zaménitelné.

Virtualni nebo fyzicky prostor, kde se stfetava poptavka a nabidka, kde kupujici
a prodavajici komunikuji o cené (pfimo nebo prostrednictvim jinych osob) za ucelem
prodeje nebo nakupu zbozi ¢i sluzeb.

Poplatek za uzivani penéz jiné fyzické ¢i pravnické osoby. Pro dluznika jde o vydaj za
pljceni penéz, pro véritele o prijem z pUjcovani penéz.

Velikost Uroku se obvykle vyjadfuje pomoci Urokové miry (sazby), ktera je procentnim
vyjadrenim zvy$eni plijéené &astky za urdité asové obdobi. Urokova mira se odviji
od nékolika faktord. Prvnim je ¢ista Urokova mira plynouci z lidské preference nynéjsi
spotteby pred pozdéjsi. Druhou slozkou je rizikova prémie. Cim vyssi je riziko nespla-
ceni Uvéru, tim vys$si kompenzaci bude véfitel od dluznika vyzadovat. Dale Urokova
mira roste vlivem inflace, presnéji ocekavané inflace. Kdykoliv véfitel predpoklada, ze
kupni sila penéz klesne néjakou mérou v uvazovaném obdobi, bude zadat od dluz-
nika vySSi sumu, aby tuto ztratu nahradil (hnominalné vice je realné stejne). Jestlize
je pUjcka poskytovana zahrani¢nimu subjektu, je tfeba zvazit také kurzové riziko “8.,

Vykaz zisku a ztraty (nékdy zkracené Vysledovka) je standardizovany ucetni vykaz,
ktery ukazuje, jakého hospodarského vysledku spolec¢nost dosahla za sledované
a minulé obdobi, resp. jaké meéla vynosy a naklady. Vykaz zisku a ztrat je podle zéko-
na o Ucetnictvi povinnou soucasti Ucetni zaverky “&l.



11/ Zavérecné slovo

Slovo ,podnikatel” je v obecném povédomi verejnosti stéle zatizeno nekalymi prakti-
kami, na kterych se néktefi podnikatelé podileli v dobé po sametoveé revoluci. Pritom
poctivé podnikani znamena v prvni fadé vytvareni uzitné hodnoty pro ostatni lidi.
Uspésny podnikatel musi mit obdivuhodné vlastnosti jako je ochota riskovat, odva-
ha, energie, vstricnost k zakaznikdm ¢&i kreativita. Soukromi podnikatelé pro spolec¢-
nost vytvareji pracovni mista, rozvijeji inovace a vyhledavaji nedostatec¢né reSené po-
treby lidi, jinych firem i vefejného sektoru. Svobodné podnikani je nedilnou soucasti
demokratické spole¢nosti a jednou z podminek jejiho rozvoje.

V této publikaci jsme se snaZili pomoci podnikateldm s pfipravou podnikatelského
zaméru. Ten je zékladnim dokumentem, ktery by mél obsahovat nejdlezitéjsi infor-
mace o podnikatelské myslence a o planu na jeji realizaci. Nemél by v ném chybét
jasny popis hlavnich faktor( Uspéchu, rizik projektu i kompetenci realiza¢niho tymu.
PFi pfipravé podnikatelského zaméru bychom méli mit v prvni fadé na védomi, kdo
bude jeho ¢tenafem. Pro poskytovatele finanénich prostredkd byva kvalitni a &ti-
vy podnikatelsky zamér prvnim skute¢nym dlkazem schopnosti podnikatele nebo
tymu.

Tvorbé podnikatelského zaméru bychom proto méli vénovat maximalni pozornost
a méli bychom si na ni vyhradit dostatek ¢asu. Podnikatelsky zamér neni jen souhr-
dany projekt a odhodlani Uspésné ho zrealizovat. Véfime, ze tato publikace svym
¢tenarlm poskytuje navod, jak takovy podnikatelsky zamér Uspésné pripravit.
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1/ Introduction

This publication aims to assist enterprises in the creation and use of business plans.
A business plan, as conceived by this publication, is not just an idea, but a compre-
hensive document describing the objectives, form and tools to be used in planned
business operations. In other words, it is a scheme of business activities. This docu-
ment is therefore intended to provide start-ups and established outfits alike with
simple, clear guidance on how they should proceed in transferring their business
plan from the drawing board to a coherent document. A second and perhaps more
important aim is to advise businesses on how best to present their plan to potential
investors, banks, business partners and other relevant entities.

The second chapter of this publication offers a basic explanation of the CzechEko-
System Project and opportunities to become involved in its activities. To prepare
a business plan properly, you must first understand the essence of your business.
Therefore, the third chapter is devoted to the main factors of business success and
the most important principles to be observed in the preparation of a business plan.

The fourth chapter guides us through the structure of a business plan and how to
write its individual parts — product specifications, a description of the market and
marketing strategy, a presentation of the team, the financial plan, etc.

In the fifth chapter, we provide tips on the right way to present a business plan, fol-
lowed, in the sixth chapter, by practical examples of successful business strategies.
The seventh chapter contains selected model form for the preparation of a business
plan. The end of this publication offers links to useful sources of information and the
contact details of Czechlnvest regional offices.



2/ CzechEkoSystem Project

This document is published by Czechinvest as part of the CzechEkoSystem Project
(Ecosystem for Venture Capital). Czechinvest helps to develop small and medium-
sized enterprises by promoting an innovation ecosystem. This support includes the
creation and enhancement of infrastructure for industrial research, technological de-
velopments, innovation focusing on new technologies and the emergence of com-
petitive products and services. CzechEkoSystem’s overall project goal is to increase
the competitiveness of the Czech economy in developed markets and to align it
more closely with the level enjoyed by Europe’s leading industrial countries in ac-
cordance with the objective pursued by the Operational Programme Enterprise
and Innovations.

One of the CzechEkoSystem Project’s specific targets is to support the develop-
ment of innovative start-ups by providing consulting in corporate governance,
commercialization, and the harnessing of SME potential, including an assessment
of results in the research, development and innovation activities of enterprises, their
partner universities or other research institutions. The CzechEkoSystem Project
places a stress on start-ups with innovative business plans.

Specific CzechEkoSystem support is available to small and medium-sized enter-

prises in the form of consultancy services for individual projects. With the guid-

ance of external consultants and the systematic hands-on approach of a coach,

enterprises gain practical experience of important activities that will increase their

products’ chances of commercial success. In particular, enterprises receive profes-

sional support in the following areas:

-- the improvement, development and commercialization of their own innovative idea

-- patent protection for their products

-- screening of the product’s market exploitability

-- corporate financial management

-- the necessary legal knowledge for venture capital to enter the company

-- pitching to investors offering venture capital, especially seed capital

-- strengthening of marketing and management skills to enhance the ability of enter-
prises to overcome the initial difficulties associated with starting a business (the
“Valley of Death”)

Consultancy services provided by external consultants must cover an area clearly
linked to the preparation of a strategy to enter the market with a new, innovative
solution, product, or service with the expected use of venture capital.

The range of consultancy services rendered depends on the specific project and on
the maturity of individual entrepreneurs’ business skills. Consultancy services cover
all areas of business development, encompassing the finalization of the business
plan, the honing of management skills, the identification of suitable project partners,
technical and technological advice, and preparations to make presentations to in-
vestors.
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Entrepreneurs who successfully make their way through the CzechEkoSystem have
more chance of obtaining venture capital to finance their projects. As bank financ-
ing frequently remains out of reach for businesses in the early stages of their devel-
opment, venture capital makes for an appealing alternative. Venture capitalists allow
for an increased risk at this stage and know how to minimize it.

From a macroeconomic perspective, the CzechEkoSystem promotes the develop-
ment of the knowledge-based economy in the Czech Republic. Expert guidance
and advice for small and medium-sized enterprises should contribute to the further
development of key sectors of manufacturing and services in the Czech Republic
and increase the number of rapidly growing companies in the innovation business.
This indirectly maintains or increases the gross domestic product and employment
for skilled employees. In this respect, the CzechEkoSystem is another supporting
vehicle used by the Ministry of Industry and Trade to promote technological SMEs
and contribute to the implementation of the International Competitiveness Strategy.

Financial support available under the CzechEkoSystem is intended for small and
medium-sized enterprises implementing projects outside Prague as the capital city.
Support is provided from the Operational Programme Enterprise and Innovations
(specifically Priority Axis 6 “Business Development Services” > Area of Intervention
6.1 “Support for Consultancy Services” > Consulting Scheme).

CzechEkoSystem support benefits SMEs by lightening their financial burden. The
following table shows the absolute and relative levels of support for coaching and
consultancy.

Amount of support for small and medium-sized
enterprises in the CzechEkoSystem Project

_ Support intensity Max. amount of support

Coaching 100 % 1000 000 Ké&
Consultancy 80 % 2 000 000 K&

The minimum amount of support for SMEs is CZK 200,000; all support is granted in
the form of de minimis aid. The maximum project duration is 24 months with a dead-
line of 31 May 2015 for project completion. Applications under the first call could
be submitted between 2 May and 30 June 2012; the second call will run from Sep-
tember 2012 to 30 September 2013. More information about the CzechEkoSystem
Project can be found on the Czechlnvest website.

The publication Venture Capital [Rizikovy kapitél] follows up on the focus of the
CzechEkoSystem with a view to providing the project’s target groups with the in-
formation they need to gain a proper understanding of venture capital financing,
with instructions on how to negotiate with venture capitalists and with other relevant
facts. As venture capitalism has yet to enter the investment mainstream in the Czech
Republic, entrepreneurs need to be enlightened about this source of funding for their
engaging business projects.



The Ministry of Industry and Trade is finalizing its “Venture Capital Fund”, a project to
kick-start developments in the use of venture capital.

The basis of this project is a new closed-end venture capital fund, Cesky rozvojovy,
uzavreny investi¢ni fond, serving as a conduit for both private and public resources
to be channelled into investments. Private investors will be motivated by the project
to seek out opportunities to make a return on their assets by investing in start-ups.
This is precisely how the likes of Apple and Google emerged.

Cesky rozvojovy, uzavieny investiéni fond will invest at least five million crowns, usu-
ally for a five-year period, in start-ups with outstanding innovative ideas. After this
time, the state fund will sell its share in the start-up, freeing up funds for re-use. The
CzechEkoSystem’s role is to pick out companies in which the fund could invest in
order to foster a breeding ground across the Czech Republic for entrepreneurs well
prepared to build up smoothly running businesses based on their initial ideas.Both
projects — the CzechEkoSystem and Cesky rozvojovy, uzavieny investiéni fond
(GRUIF) - are financed with European Union resources.

The interaction of the CzechEkoSystem and CRUIF is depicted in Figure below,
which shows that consultancy services offered by external consultants and coaches
under a project are designed to lever small and medium-sized enterprises into a situ-
ation where access to finance becomes simpler for them. The funders include the
CRUIF fund, which is currently being set up as part of a project implemented by the
Ministry of Industry and Trade.

Interaction of services offered by the CzechEkoSystem and CRUIF

CONSULTANCY SERVICES

External
consultants/
Coaches

- Honing, development and commercialization of own innovation idea

- Product patent protection

- Investigation into the product’s market viability

-- Corporate financial management

-- Essential legal knowledge associated with the injection of venture capital into a company
-- Pitching to investors providing venture capital, especially seed capital

-- Consolidation of marketing and managerial skills to increase the ability

of enterprises to overcome teething problems when the business starts up

(Valley of Death)

SMALL / MEDIUM-SIZES ENTERPRISE

Capital entry 7‘ Capital entry /[\ Capital entry f\ Capital entry
Simplified approach with the use of CzechEkoSystem services
Cesky rozvojovy,

uzavreny
investi¢ni fond

Business
angel

Venture capital

funds Banks

Source: Because "]
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3/ Why Create a Business Plan?

What is Business?

Before we begin to describe a business plan, it would be fitting to point out what
is actually meant by “business”. According to legislation, it is systematic activ-
ity carried out independently by an enterprise in its own name and on its own re-
sponsibility for profit . The formal and legal context of business can be found on
specialized websites (e.g. the Start-up Adviser offered by the Ministry of Trade
and Industry ?¥). Doing business fairly and honestly means, in particular, gen-
erating utility value and delivering that value to paying customers. You have
to manage everything in a way that will make you money on the delivery of val-
ue to customers. Starting a business is a challenging, but exciting experience.

Why Do Business?

Budding enterprises are motivated by different factors to start up in business. Some
people are forced into striking out on their own by financial necessity because job
opportunities have dried up and they need a source of income. Others may be mo-
tivated to tap into an opportunity they have identified. A Global Entrepreneurship
Monitor survey conducted in 2011 interviewed more than 140,000 respondents from
54 countries at different stages of economic development. This research shows that,
in economically developed countries, almost 60 % of enterprises are established
with the motivation to improve something or exploit a market opportunity, with only
20 % of respondents citing that they launched their business in an attempt to stave
off financial hardship 51,

Motivation for start-ups in countries at three levels of economic development

60

50

40

30

20

% 0 | |
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@ Business out of need
@ Business with the motivation to make improvements, harness market opportunities

Source: ¥



How to Succeed in Business?

A successful business relies on three critically important requirements:
a) a clear product and a carefully selected market opening
b) a skilled, persevering team
¢) financial and material resources to get the business moving

Requirement 1: A clear product and a carefully selected market opening

In your business activities, you must generate value to deliver to customers in return
for sufficient income. In doing so, you must ditch the widespread notion that those
who come up with a good business idea (i.e. a purpose and an opening in the mar-
ket) are sure to be successful. In reality, we might compare a business idea or plan to
the registration of a contestant qualifying you to enter a race — you have a chance to
compete, but vanquishing the field is hardly a foregone conclusion & 9,

Requirement 2: A skilled, persevering team

The people involved in a project must, taken as a whole, hold all key skills (techni-
cal, economic and organizational) and, above all, must be able to communicate and
work with each other smoothly. The best way of telling whether a team has potential
is to take a look at how well the team members have cooperated on a past project.
From a broader perspective, external partners and suppliers can also be considered
part of the team B 56,

Requirement 3: Initial resources

Besides an idea and people, to get a business going other resources are also needed
- initial financial capital, equipment, property, licences, etc. Each business re-
quires a different combination and different quantity of initial resources. For example,
a consulting firm needs relatively little in the way of initial resources because its em-
ployees are the main vehicle of added value for customers. Conversely, a company
engaged in the production of environmentally clean energy must have expensive
technology from square one.

Which of the above requirements for business success is considered the most im-
portant? The investors targeted by start-ups to fund the development of their plan
tend to point out that a good team is the most important criterion on which they base
their decision, as a great team can always iron out flaws in an imperfect business
idea, whereas even the best idea is doomed to failure if placed in the hands of a bad
team.

What is a Business Plan?

A business plan is a description of how a company creates and delivers value. It is
intended as a roadmap or a guide, but never as a target. It will continually evolve ac-
cording to the company’s needs, the needs of the customer or due to other changes.
A business plan enables you, your investors and your partners to see your project as
a whole with the potential to deliver selected targets and growth @81,

Why Have a Business Plan?

Ploughing straight into business without a plan, in the belief that you will be able to
make it up as you go along, is the shortest path to failure. Planning is a chore, but,
if done dutifully, will enable you to avoid many financial and non-financial pitfalls.
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A business plan plays two basic roles — it has an external function as a means of com-
municating with the outside world, especially potential investors and creditors, and an
internal aspect as a vehicle for the planning and governance of an enterprise © 17,

A business plan may encapsulate multiple objectives and motives,

including the following:

-- it is important to create a business plan in order to define the company’s core
principles and the objectives and strategies that you will use in the pursuit of suc-
cessful operations and that will form the basis of other important decisions @81

-- you will need to show a business plan to the investors or banks from whom you
solicit funding; the content and form of the plan will help you to cultivate seeds of
interest and trust & 81

-- the business plan is often a basis for the granting of aid from the public sector,
mostly in the form of subsidies and grants. In these cases, special demands may
be placed on the content of the business plan, which must be prepared according
to a prescribed outline [: 11

-- the essence of the business plan is to make a project viable; in the preparation
of a plan, you must verify that your idea is fit for business and identify what your
chances of success are 81

-- the biggest challenge is to make the plan simple, relevant and understandable,
but still comprehensive enough to cover everything necessary & 81!

-- it is often the case that more important than the actual result of a business plan
is the process of its creation, during which various expectations and perceptions
of the individual team members frequently float to the surface; settling differences
and reaching a consensus at this stage will avoid trouble further down the line

This internal harmonization will help you to foster an element of unity and common
goals 1381,

Creating a Business Plan - the Basics

1/ Always bear in mind who will read the business plan

If several types of reader exist (you, the investor, the wider community, the public,
experts, etc.), the business can be split into a simple summary of highlights and
a detailed appendix. The form of the business plan is extremely important @82,

2/ Be as precise, graphic and economical as possible

Each extra word reduces the value of other words. Where possible, use short, unam-
biguous sentences. The details should be left for the appendices. Give the plan to
someone who knows nothing about the business operations we are planning and get
them to read it, then ask whether the plan is clear and readable. You can make the
plan more readable by always following the rule of progressing from the general
to the specific, and by starting each section with a brief summary (i.e. begin with
the result of each chapter). Convert facts and figures in tables into graphs, diagrams,
sketches, images or other graphical forms to increase the readability, clarity and
illustrative nature of your business plan. For numerical data and structured thoughts,
use a scoreboard as this will compel you to express yourself uniformly & 82, Bear
in mind that the main requirements of a business plan are that it be realistic and
objective [ 78],



3/ Seek advice, do not repeat known mistakes

Seeking the assistance of someone who is impartial but motivated by the thought
of a good-quality document to provide input in the creation of the business plan can
often be a help. Contracting experienced consultants is a good practice particularly
prevalent abroad. For each area of the business plan, you can find specialists dedi-
cated solely to the given topic. Their experience and insight can be a major boon as
you seek to improve the quality of your business plan 83,

4/ Invest time

Reserve enough time for the production of your business plan. Investing your time
in proper and careful planning is one of the best investments you can make in your
social entrepreneurship, and is a small test of how seriously you mean it 8,

What First?
First, formulate the factors most important to your work:

1/ Basis of the plan (what you want and what you do not want)

A clear and concise business objective we want to achieve (vision), the values in
which we believe, and indicators to measure how we are progressing in the pursuit
of that vision and those values. Don’t not forget the non-objectives, i.e. what we do
not want (at least for now) to happen & 83,

2/ Timeframe
We recommend planning for the next three years. Once you have a better grasp of
your operations and your market, you can lay down plans for longer periods © 83,

3/ Action plan for the creation of a business plan

Draw up an action plan (a roadmap) for the creation and implementation of your busi-
ness plan, establishing clear deadlines and responsibilities for each person and
regular meetings to monitor compliance with this action plan 8,
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4/ Business Plan Structure

There are no hard and fast rules on the titles and structuring of individual chapters.
Some investors and banks want you fill in their internally prepared forms, while oth-
ers leave the document structure up to you. The text below is one of the possible
forms of business plan.

4.1 Executive summary

The executive summary is the most important part of the whole document because
some investors decide whether to keep reading solely on the basis of whether this in-
troductory chapter piques their interest. The aim here is to sum up the most relevant
information from each chapter of the business plan. The objective of the business
plan and the means of achieving this should be clear to the reader. The executive
summary should not take up more than one page. It is best to tackle the executive
summary once you have completed all the other chapters of the business plan.

The executive summary could be structured as follows:

-- basic, reasonably appealing information on the proposed business plan — the sub-
ject of business, the uniqueness of the plan, the underlying sources of income, the
company location and, where appropriate, the amount of investment required 5354

-- information on the enterprise - particularly your education and past professional
experience relevant to the business project [ 53-54

-- more detailed specification of the product, market and end customers.

-- key financial aspects of the business plan — peak data on forecast trends in reve-
nue, expenses and profit in the period for which the plan has been prepared 2 5-54

-- the current status of the project — how far the plan has progressed, when you
will be ready to generate your first revenue, how much time or other resources you
have already devoted to the project 2 5354

-- the offer to the investor, if the business plan is being prepared with this purpose
in mind - the amount required from the investor, the way in which the investor is
expected to exit the company, information on whether you would appreciate non-
financial benefits such as help with sales %354

4.2 Product and company

In this section, you must characterize the product (or service) you wish to offer as ac-
curately as possible. The key is to describe the utility added value for the customer
thanks to your product. Added value is best defined by reference to the customer
need covered by your product. Added value differs from one product to another,
and we should know where it lies & 177, For example, it may be generated by product
novelty, higher quality, lower cost, better availability, more attractive design or, most
commonly, a combination of these properties. In this part, you should prove that
customers genuinely do or will perceive the added value of the product as antici-
pated in your business plan.

The willingness/ability of customers to pay for the value on offer is crucial to the
likelihood of success of your business plan. Those who read the business plan will



probably pay close attention to this, and therefore we should also spend time on it.
The best method of initial market research depends on your sector and what you
can afford. The following options could come into play:

-- send a simple questionnaire to potential customers

-- talk to as many potential customers as possible about the product

-- create online product advertising and measure website traffic

-- analyse the behaviour of customers of competing products

-- initially offer the product on a limited scale in a pilot project

Every rational investor or other lender wants to know the alternatives to your prod-
uct — what customers could use instead of your product to meet their needs. In this
way, you describe the market in which you operate. In this respect, you should
state what other options are open to customers to cover this specific need and why
a sufficient number will place their faith in you. For example, if your product is buns,
rather than describe demand and supply on the market in buns, you should embrace
the bakery market as a whole.

Besides the description of the product and the market, in this section readers should
also be presented with an initial introduction to your company. Readers of the
business plan are interested in your company’s capacity, how long we have been op-
erating on the market and what our key competitive advantages are. Having a strong
history (or your personal history, if you are just starting up) is an important factor in
attracting attention and fostering trust with investors and partners.

4.3 Market

In the “Market” chapter, readers learn about other companies operating in a similar
field, i.e. serving customers with the same type of needs. Therefore, you should start
by defining the market as narrowly as possible — geographically, by sector, by type
of customer, etc. It is then necessary to demonstrate your knowledge of market size
(by turnover and numbers of customers), along with market trends and major players.

This chapter must make it clear that you know the competitors in the market you
are interested in. You should indicate which products they offer, how their business
model works, what their strengths and weaknesses are, and where appropriate,
what you can learn from competitors. The current market shares of individual com-
petitors should also be included. To succeed in the competitive struggle in a par-
ticular market, you need to know the rules — you need to know whether price is the
primary factor, and what role is played by efforts to differentiate in terms of quality,
brand, additional product features, etc. 2.

The market analysis must provide a dynamic snapshot. Because demand, sup-
ply, prices and other important parameters evolve over time, we are not interested
solely in the current situation. The market analysis should also include a passage
on development trends. This entails a description of recent changes in important
parameters or external factors which affect your business success (e.g. input prices,
consumer preferences and developments in legislation). Based on your knowledge
of trends, you should estimate the likely evolution of your market in the future. You
must prove that, in your business plan, you are harnessing these trends so that they
work to your benefit.
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Knowledge of your market will help you to realize the structure or segmentation of
your customers. A segment here is a group of customers with similar character-
istics in terms of needs, optimal acquisition and maintenance, solvency and other
aspects relevant to the operation of our business.

For each customer segment, you should be able to identify:

-- what their needs are

-- how they can be approached

-- how you will maintain relations with them

-- how much they are prepared to pay for the various elements of what we offer & !

The aim of the definition and detailed knowledge of the various categories of cus-
tomers is to target your product efficiently — the preparation of tailored products
and prices, and the best ways of seeking out and keeping hold of customers.

4.4 Marketing and sales

The aim of this chapter is to explain how to ensure that customers are aware of the
added value of your product. You should also clarify how you will get the product to
them, what pricing strategy you will choose and how you will take care of custom-
ers so that they come back to you and recommend you to others.

The key to successfully interlinking customers with your product lies in the right
choice of communication channels (an essential bridge between the company and
its target customers ['%97), |In particular, you need to address the promotional and
sales channels.

Correctly configured promotional channels let customers know that your product
exists and stir their interest in the product. The effectiveness of marketing strategies
depends on the industry and the opportunities available to the enterprise; it encom-
passes a variety of methods, including conventional advertising, the use of social
media and the promotion of good news about your product by spontaneous word of
mouth spread among potential customers.

Effective sales channels enable you to convert client interest into cash income.
Sales channels take different forms and can be classified, for example, according
to whether you use physical traders or whether you rely on online sales momentum.
Whichever communication or sales channel you choose, a description and justifi-
cation should be included in your business plan. You can refer to cost-effectiveness,
customary practices in the target market and your team’s experience as reasons
justifying a particular method -8,

If strategic partnerships with other companies or organizations are to play an im-
portant role in the sale of your product, you should specify that in this section. Read-
ers of the plan will be interested in how trustworthy those partners are, what their
motivation is, how expendable they are to you or what payments will take place
between you.

Another important specific aspect of your business plan is the pricing strategy.
Readers of business plans are usually interested in whether an enterprise has a well



thought out and well justified idea of the price at which it wishes to sell its products.

To set the right price, you need to know:

-- the price that customers are currently paying for a similar product

-- your fixed costs (the costs you incur even if you make no sales at all, such as the
rental of premises)

-- the break-even price - the price at which you cover all costs and begin to make
a profit

-- the quantity that you need to produce to cover all costs in the break-even price

-- the quantity we can theoretically sell (i.e. how many potential customers we have
in the market) 561

Based on these data, we can set a price by means of the following methods or

a combination thereof:

-- the sum of fixed costs (which we must incur even when we are not making any
sales), variable costs (which increase with each additional unit of product deliver-
ed) and the gross profit required

-- based on the usual price in the market, compared with which you have set your
own according to your strategy (above, at or below market price)

-- based on the value perceived by the customer, i.e. on the basis of research into
the customer’s needs

-- on the basis of direct negotiation with the customer

-- by other means, such as auctions, according to legislative regulations, etc. 56

Other essential information sought by readers of the business plan in the “Marketing
and sales” chapter includes the way you plan to retain existing customers. You
should know how you will build relations with them so that they are satisfied and
make repeat purchases, spend more money with you or recommend your product to
others. The optimal methods may vary for each customer segment and may include
loyalty incentives, a personal approach, additional benefits over the competition, etc.

At the end of the “Marketing and sales” chapter, you should be able to predict trends
in your expected sales (revenues) over the timeframe covered by the business plan
you are preparing. As a rule, you should strive to provide the best possible estimate
of sales in individual months. That estimate is the result of several processes dis-
cussed above, namely:

-- analysis of the market in which you operate, incl. your estimated market share
-- a survey of customer willingness/ability to pay for the value offered by you

-- methods used for the pricing of your product

The estimate of future sales is a key item in the business plan. Therefore, readers
find it important to see this forecast underpinned with numeric arguments that are as
specific as possible.

4.5 Team

The implementation of the business plan by a capable, well-coordinated and tena-
cious team is one of the most important conditions for success and one of the
main factors on which investors focus. Therefore, you should pay close attention to
this in the business plan. The introductory information normally covers the owner-
ship structure of your company and its corporate governance (the board of direc-
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tors and the supervisory board). It is advisable to comment briefly on the history of
the ownership structure and note personnel changes in key positions.

Next, you should introduce the team who will be responsible for implementing the
business plan. Besides the usual information, such as a person’s position in the
company and their role in the business plan, you should also present arguments
explaining why that person will be able to make the business plan a success. Spe-
cific related experience, past achievements, demonstrable strengths, etc., should be
highlighted.

Also indicate how duties, powers and responsibilities for each part of the project
will be distributed within your team. Attention should also be paid to risks and bot-
tlenecks in human resources. The majority of failed start-ups hit the wall because
they have not clarified their expectations and due to other personnel and team prob-
lems 1 881,

The organizational structure of your company and the implementation team should be
represented graphically. Management relations, exchanges of information and key
responsibilities among the various positions and corporate bodies should be clear.

The description of the team and corporate governance should be accompanied by
a dynamic view, including, for example, plans to expand the team, the opening of
new branches or changes expected in the organizational structure of the company
upon its expansion.

4.6 SWOT analysis of the project

A SWOT analysis is one of the most common means of clearly presenting the suc-
cess factors and risk factors of projects. These factors are set out as coherently as
possible in a four-window table.

Structure of the SWOT analysis

strengths of your company weaknesses of your company

opportunities within reach of your o L
threats within the vicinity of your

company (e.g. competitive activities,
demographic changes, policy, etc.)

company (e.g. the economic climate,
demographic changes, the market,
technology, etc.)

Source: 11097

The SWOT analysis is of great practical importance for the whole formulation of your
business plan. It must focus on all relevant aspects affecting its competitiveness.
Besides its informational role, it should also provide a basis for rational and, espe-
cially, strategic decision-making ™" ",

Whereas the rationale underpinning the relevance of such decisions is based on the
strengths and opportunities, the text should also reflect in depth the weaknesses and
threats. For readers of the business plan, it is essential to know that you are aware



of these problems and that you have prepared measures to counter them. These
measures may be listed either in the individual parts of the business plan or in a sep-
arate “Risk summary” (a table setting out the risk, the probability of occurrence,
the impact, measures to mitigate it and, finally, the “pure risk”, i.e. on taking action).

4.7 Financial plan

The financial plan (or financial model) is a numerical representation of the busi-
ness plan. The financial plan shows the economic performance (i.e. the revenue
and cost sides) of your business, the need to finance the investments and working
capital necessary for business operations, the structure of assets and liabilities, and
cash developments. It is recommended that you start on a financial plan as soon as
possible, as it compels you to quantify your ideas. The modelling of your business
requires patience and orderliness, so that you can build the entire model in MS Excel
or another spreadsheet program. It is also important to have an in-depth insight into
the financial model and to know which parameters have the greatest impact on the
company’s financial performance and/or cash © 15,

The value of each business plan is based mainly on the removable cash flows that
is able to generate for its owners. The size of these forecast flows and their distri-
bution over time is usually a fundamental part of any business plan. The individual
future removable resources then form the basis for the calculation of the return on
investment, i.e. the time over which investors will get back the resources they have
contributed.

The essence of financial planning lies in estimating the profitability of the business
plan as the difference between forecast revenues and costs. For accounting pur-
poses, these categories are recognized in the profit and loss account.

The estimate of forecast revenues is explored examined in “Marketing and sales”
chapter. The costs associated with the project can be divided into two main groups:

The investment costs associated with starting up a business (such as expenditure
on the reconstruction of premises, the purchase of equipment, etc.), including the
necessary investments in other periods. These costs often require a large cash outlay
at the beginning, which then enters into the company’s financial performance con-
tinuously in the form of depreciation;

The operating costs in the period from the launch of operations to the end of the
period covered by the plan (payroll costs, equipment maintenance costs, rent, etc.).

When preparing the financial plan, it is worth heeding several tried and tested prin-

ciples:

-- carefully verify the amounts of significant revenue and cost items in particular

-- overestimate the initial estimate of capital expenditure by at least 10 %

-- have several of the people involved examine the completeness and feasibility of
the budget (e.g. architects, builders, building supervisors)

-- draw up a monthly plan for at least the first year, and an overall plan for at least
three years 51
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As many start-ups fail due to insufficient funds, investors pay close attention to the
cash flow plan in business plans. This plan shows cash expenditures at specific
times and compares them with cash income. The aim of this plan is for the company
to sufficient available funds at all times. The logic of the cash flow plan is shown in

the following example.

Example of a start-up’s cash flow plan

Capital expenditure

Amounts
in CZK

Recon-

struction of 120,000 268,000 128,000

premises

Vehicle
150,000
purchase

Equipment

20,000 10,000 85,000

purchases

Operating costs
Rent

Payroll

30,000
costs

30,000

Transport 10,000 10,000

Raw mate-
. 50,000
rials

Electricity
Gas
Charges

Revenue

20,000 20,000
100,000 100,000
25,000 25,000
30,000 40,000
8,000 8,000
2,000 2,000
1,500 1,500

Proceeds
from sales
(sale of
products)

Balance of
income -
expenditu-  -140,000 -468,000 -303,000
re for the

month

50,000 100,000

-136,500 -96,500



Cumulative

balance in

account

and inhand -140,000 -608,000 -911,000 -1,047,500 -1,144,000
(needs

to be

financed)

Source: 151

The last line of this example of a cash flow statement shows that this plan is also im-
portant to determine the amount of funds that you need to finance at specific times
in order to successfully manage the start of your business project. This figure is the
main piece of information for lenders (investors, banks).

Some investors also demand that a balance sheet up to a certain point in time be
included in the business plan. A balance sheet is a standardized financial statement
that provides an overview of the company’s assets (property) on the one hand and
the sources of its funding on the other.

4.8 Appendices

The appendices to the business plan should include all relevant information that
does not fit thematically into the previous chapters, such as your contact details,
brief biographies of the company management and owners, notification of the con-
fidentiality of information contained in the submitted plan (NDA), and an overview of
risks related to the project, including measures to eliminate them 2 81-82],
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5/ Presenting a Business Plan

The way you present the business plan depends on the audience. You may have
anywhere between a few seconds and several hours to make your presentation.
When preparing the content of the presentation of your plan, you should observe the
following three principles:

-- draw on the needs, knowledge and expectations of the audience

-- strive for maximum clarity and conciseness of presentation (keep expert termi-
nology to a minimum, and avoid long sentences and overly detailed analysis of any
one particular aspect of the plan, such as the product)

-- focus on the key business plan success factors - the value added of the prod-
uct, the grounds for the forecast revenues, the quality of the implementation team,
arrangements for the company’s cash flow, the management of major risks — see
figure

The most frequent causes of start-up failure

Why do so many
start-ups fail?




The shortest form of presentation is the sales pitch (or elevator pitch). This is an ap-
proximately 60-second presentation of your plan, because a potential investor or po-
tential partner often can only give you 60 seconds of their time. If they are interested,
you have it in the bag and you can schedule a follow-up, more detailed meeting.
A standard sales pitch has four parts:

a
b
c
d

=

the problem to which your business is responding

the solution you are offering

the benefits of your solution

your credibility (why you are the right company to handle it)

= - =

It is advisable to keep practising your sales pitch, for example, in conversation with

friends or acquaintances. Feedback from a larger number of people can be of inesti-

mable value for the quality of your business plan 82

When it comes to making any presentation of your business plan, experienced prac-

titioners recommend:

-- recording your presentation on camera and then analysing the impression it makes
on you and others 8

-- ensuring that feedback from listeners of your practice presentation is structured
according to the individual parts of the presentation, but also ask about the overall
impression (the logic of the structure, clarity, persuasiveness, etc.)

-- maintaining eye contact with the whole audience during the presentations 8

-- lightening topics by injecting humour where appropriate, but staying serious with
fundamental themes, such as the financial aspect of the plan &)

-- trying to present your plan from memory; a presentation should serve as a guide
and reference to more detailed or numerical information for listeners 28990

-- prepare for the questions that might be asked and consider which team members
should attend the presentation © 147
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6/ Successful Examples
of Business Plans in Practice

In this chapter, you will learn about several successful business strategies that have
reaped success in practice. While they were an important initial spur for their authors,
ultimately the success was mainly due to the sound execution and perseverance of
the entrepreneurs behind these ideas. In all these cases, the timing of when to deliver
the strategy played a large role, as the market or technological advances had to be
ready to embrace it.

Business strategy: a brand new product

Press studs

In 1903, Jindfich Waldes had the idea to make a press stud that could be attached
and removed without sewing and without damaging the fabric. His partner then de-
veloped a machine to manufacture it. The success was enormous and within a few
years their company was exporting around the world. In the 1930s, Waldes’s compa-
nies were manufacturing half of all worldwide metal press stud output ["8l,

Business strategy: a new service on the local market

A hub for work and meetings

In 2010, a large shared space, Hub Praha, was opened in the renovated building of
a former printworks in the Smichov district of Prague as a place where start-up en-
trepreneurs and freelancers can go to work and meet others. This was the Czech Re-
public’s first co-working centre, a proven model from abroad that provides a venue for
events, meetings between investors and enterprises, and business and informal net-
working. Building on the success of this project, other similar projects have emerged
in the Czech Republic and this new service for enterprises has started to expand.

Business strategy: improving the quality of the existing market
Prague-to-Brno service

In 2004, passenger services running between Prague and Brno were dominated
entirely by several strong road carriers. It was against this backdrop that Student
Agency entered the fray with an idea that was simple and ingenious, as are all germs
of business success. The company decided to offer higher quality than the competi-
tion, but at the same price. It purchased foreign, well-equipped coaches, introducing
a culture of travel (cleanliness, driver friendliness, snacks, movies and music, etc.)
that gradually squeezed the competition out of the market ['Bl.

Business strategy: lower costs, lower prices, higher sales

Assembly line

The first Model T Ford was built in 1908. For five years, it was made in the traditional
way, i.e. each vehicle was assembled by a team of jack-of-all-trades staff. As the car
was popular and demand grew, the company sought to increase its rate of output.
In 1913 it found a solution by introducing a revolutionary method of production using
a belt, along which the product was conveyed while trained workers attached spe-
cific parts. This narrowed demands on worker skills and speeded up assembly. This
idea handed the carmaker a major competitive advantage ['®l.



Business strategy: an efficient approach to pricing

Baking powder

Baking powder was already a market staple before the Second World War, but was
sold in bulk, much like flour or sugar, in one-kilo packages. Baking powder is not
expensive and is not consumed in large quantities (approximately 20 g per 0.5 kg of
flour). Rudolf-August Oetker had the idea to market the powder in smaller packages
containing quantities just right to complement half a kilogram of flour. As the price of
a small package was negligible, it could be raised to 10 pfennigs, which was still very
cheap for housekeepers. Due to the low purchase price, housekeepers preferred to
purchase these smaller quantities rather than keep a one-kilo package in storage
over an extended period. The company earned money on two fronts — on the normal
commercial mark-up applied to the large packs and on the increase in the negligible
price to 10 pfennigs. It was this idea that heralded the upswing in the fortunes of the
company we now know as Oetker ['8],

Business strategy: adding services to a product

Customer service outside the shop

After six years on the market, Mountfield, the garden equipment retailer, found itself
under competitive pressure from the DIY stores. Searching for a change of business
plan, the company decided to give people what the chainstores could not — sales
and after-sales services — and to build a system based on customer service outside
the shop (goods deliveries, demonstrations, training, assembly, a seven-year guar-
antee, etc.) '8,

Business strategy: standing out from large competitors

Promotion with an emphasis on distinctiveness and quality

Ever since its establishment, the Bernard brewery in Humpolec was up against com-
petition from the big established brewers who often had foreign capital, better tech-
nology and a sophisticated distribution system. Nevertheless, the brewery’s owners
still managed to grow from a local outfit to a national producer making large-scale
exports. Its marketing strategy stressed the quality of the beer it produced compared
to the standard fare offered by its larger competitors, and fostered the image of
a traditional small brewery. One of the owners became the commercial face of the
brewery, and as such guaranteed the quality of his product to consumers 81,

Business strategy: gradual product development

The art of listening to customers

One of the most famous and oldest online discount websites, groupon.com, achieved
success mainly by applying the principle of a “lean start-up”, a method supporting
the creation of fast prototypes which are placed on a trial market. Customer feed-
back drives efforts to develop a new version of the original prototype faster than
traditional procedures would allow. This approach is used mainly in computer pro-
gramming and software development, where a product code can be changed several
times a day.
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7/ Model Form

The structure of a business plan depends on its purpose. If you are preparing it for in-
stitutional providers of funds (the government or a bank), you generally have to keep
to the structure they require. Therefore, this chapter presents an example structure of
a business plan that you can use as inspiration in the preparation of your own plan.

Below is the outline of a business plan for projects aimed at acquiring new technolo-
gical equipment with higher technological and utility parameters, and at implemen-
ting projects increasing the efficiency of processes.

Information identifying the aid applicant

Brief description of the project

-- a description of the project and its compliance with the terms and conditions of
the programme

-- human resources to implement the project

-- the environmental impact of the project

Technical specifications of the project

-- SWOT analysis of the applicant

-- SWOT analysis of the project

-- detailed specification of the parameters of the technology to be acquired, com-
parison with the current (initial) situation

Project schedule

-- project launch

-- project completion

-- breakdown into stages

-- project sustainability after completion

Marketing analysis
-- description of the market
-- definition of customer segments
-- market potential, market trends
-- description of the competition
-- customers (sales)
-- suppliers
-- potential product substitutes
-- marketing strategy
-- description of the product
-- price
-- promotion
-- distribution



Financial analysis of the project
-- key economic indicators
-- revenue from production
-- revenue from own products and services
-- exports
-- number of employees (FTE)
-- results from operating activities
-- value added
-- consumption of raw materials, energy and services
-- project-related costs and revenues
-- sources of finance

Conclusion - summary of relevant data from the project

Source: 112
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8/ Sources of information

Reference literature

1 ECONOMIC CHAMBER OF THE CZECH REPUBLIC, Pfiru¢ka pro podnikani
v roce 2010 [2010 Business Guide], Economic Chamber of the Czech Repub-
lic, 2010, 305 pgs.

Available at:

http://www.komora.cz/Files/2010/HKCR/Prirucka_pro_podnikani_2010_final.pdf

This guide provides a comprehensive overview of the most important standards

forming the legal framework for business in the Czech Republic. It is an attempt by

the Economic Chamber to help enterprises navigate their way round the complicated
environment in which they carry out their activities.

2 PROKOP Michael, Jak napsat podnikatelsky plan aneb kudy vede cesta
k uspéchu [How to Write a Business Plan, or the Path to Success], Czech-
Invest, Prague: 2005, 100 pgs.

Available at:

http://www.czechinvest.org/data/files/podnikatelsky-plan-48-cz.pdf

A wittily written publication guiding readers in detail through the different steps in the

production of a business plan. In addition, readers will also find here basic informa-

tion about the psychology of financial markets and the factors determining success
on them, as well as specific instructions on preparing a business plan with a view to
seeking subsidies from the EU’s Structural Funds.

3 MARES Jakub et al., Rozjed’ to — Jak zaéit spoleéensky prospésné podnikani
[Get it Going — How to Start Up in Socially Beneficial Business], Innovation
Tank o.s., Prague, 2011, 137 pgs.

Available at: http://www.mas-sluknovsko.cz/pict/fotogalerie/soc_podnikani_luzan/

Socialni%20podnikani_web.pdf

A practical guide to starting a business, with a particular focus on non-profit busi-

ness organizations. Worksheets supplementing the passages on theory enable read-

ers to practise formulating a business concept and then prepare in detailed the indi-
vidual parts of a business plan.

4 Social Enterprise London, A business planning guide to developing a social
enterprise. London: Society Media, 2009. 95 pgs.

Available at: <http://www.sel.org.uk/uploads/New_BusPlanGuide.pdf>.

A publication aimed at preparing a business plan, produced by a renowned UK or-

ganization supporting new enterprises.

5 Association of Small and Medium-sized Enterprises and Crafts of the Czech
Republic: Vysledky priizkumu é. 10 AMSP CR, Nazory podnikatelti na moderni
metody Fizeni spole¢nosti [ASMEC Survey 10 Results, Entrepreneurs’ Views
on Modern Methods of Management], Association of Small and Medium-
-sized Enterprises and Crafts of the Czech Republic, Prague, 2011, 6 pgs.



The results of a survey among Czech enterprises to gauge views on their competi-
tiveness, the basic competitiveness factors, and the strengthening of competitive-
ness by appropriate methods of management.

6 Czechlinvest: Vyzva k predkladani Zadosti o podporu v ramci projektu Czech-
EkoSystem podpoieného z OPPI [Call for Aid Applications under the Czech-
EkoSystem Project supported by the OPEI], Consulting Programme, Czech-
Invest, Prague, 2012, 10 pgs.

Available at: http://www.czechinvest.org/data/files/vyzva-1-czechekosystem-revize-

za-ver-podporu-2968-cz.pdf

7 Act No 513/1991, the Commercial Code, as amended
Available at: http://business.center.cz/business/pravo/zakony/obchzak/cast1.aspx

8 SYNEK Miloslav, Kislingerova Eva et al., Podnikova ekonomika [Business
Economics], C.H. Beck, Prague, 2010, 498 pgs.

This book deals with an enterprise, its objectives and functions, stages in its life, its

organization, and its principal activities and the management thereof. It also explores

the peculiarities of individual types of businesses. The fifth (revised and supplement-

ed) edition is not intended only for students; many enterprises and managers in the

field will also find plenty of good advice here.

9 PILNY, Ivan; FORST, Vladimir, Jak si fict o penize [How to Ask for Money],
Bizbooks, Prague, 2011, 248 pgs.

The book is intended as a guide on the way to making business dreams come true

and is closely aligned with the television show “Den D” [D-Day]. The rules on pres-

entation and business in the book are illustrated by numerous successful and failed

projects featuring in “Den D”.

10 SAUNDERS, John; KOTLER, Philip; ARMSTRONG, Gary; WONG, Veronica -
Moderni marketing [Modern Marketing], Grada, 2007, 1038 pgs.

This, one of the most widely used marketing textbooks, focuses on the latest trends

— customer relations, targeted marketing strategies, tailor-made products using

modern technologies, tools to improve the position of smaller companies, new forms

of inter-company cooperation, etc.

11 Because; analyses by the author of this book.
Online resources

www.ipodnikatel.cz ['®

A specialized website for start-ups. This attractive website contains practical infor-
mation of use to start-ups, such as “Business basics via e-learning”, “How to test
the viability of an idea”, “Protecting know-how”, and “Videos featuring stories of
successful enterprises”.

Information used:
http://www.ipodnikatel.cz/Hledani-podnikatelskeho-napadu/inspirujte-se-jednodu-
chymi-napady-ktere-dobyly-svet.html
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www.mpo.cz/dokument78460.html — Radce (nejen pro zacinajici) podnikatele
[Guide for Start-ups and Other Businesses] 8!

Clearly structured official information on the legal and administrative context of start-
ing a business in the Czech Republic — the obligations of enterprises, business by
traders, companies, central registration offices, etc.

www.gemconsortium.org 8

GEM is an international project dealing with business and entrepreneurial activities
in the world. The project examines the complex relationships between setting up
companies and economic growth, and factors affecting entrepreneurship in individ-
ual countries; differences between countries, encompassing the prevalence of small
business activity, are monitored observed.

Information used: http://www.gemconsortium.org/docs/cat/1/global-reports

www.wikipedia.org 18!
A multilingual web encyclopaedia with free (open) content, created by volunteer con-
tributors across the world.

www.komora.cz

The website of the Economic Chamber of the Czech Republic contains a wide range
of valuable information for start-ups. It offers clear information on specialized cours-
es, training or vocational examinations, counselling, business publications, invita-
tions to industry events, updates on legislation, information on export support, etc.

www.erudia.cz

An educational website that contains, among other things, dozens of inspiring video
interviews with start-ups and successful Czech entrepreneurs. Entrepreneurs dis-
cuss the obstacles and challenges they faced when starting their companies, critical
success factors and other aspects of business in the Czech Republic.

www.crr.cz/cs/podpora-podnikani/publikace-prirucky

Useful summary information for Czech enterprises about doing business abroad and
related topics — the posting of workers abroad, the recognition of professional quali-
fications, a calendar of thematic events, etc.

www.tic-ckd.cz
The website of the CKD Praha Technology Innovation Centre, containing information
about the incubation programme, a model business plan structure, etc.

www.bic.cz

The BIC Plzen website includes up-to-date information on how to obtain grants and
draw on other support tools for company development, innovation, the development
of new technology and gaining a foothold on the international market, and provides
information on upcoming and past events.

www.jic.cz

The website of the South-Moravian Innovation Centre in Brno is a source of informa-
tion on business-support activities, competitions, programmes for enterprises and
other news focusing on small and medium-sized enterprises.



www.inovacentrum.cvut.cz/inkubator
The Inovacentrum website provides detailed information on all stages of incubation
and the services available to companies in these stages.

www.businessinfo.cz

Businesslinfo.cz is the official website for business and exports. The aim is to make
it easier, especially small and medium-sized enterprises, to access information and
services provided by the government. The website is operated by the government
agency CzechTrade and is coordinated by the Ministry of Industry and Trade.

www.enterprise-europe-network.cz

Enterprise Europe Network is a pan-European network aimed at providing support
services and information for the development of innovative business. The Czech part
of the Enterprise Europe Network website provides information on educational and
other events, facilitates access to databases of offers and inquiries, and provides
advice in areas of European business, project financing from EU programmes and
intellectual property protection.

www.czechinvest.org

The Czechlnvest Business and Investment Support Agency is an organization partly
funded from the public purse. Subordinate to the Ministry of Industry and Trade, it
strengthens the competitiveness of the Czech economy by supporting small and
medium-sized enterprises, business infrastructure, and innovation, and by attract-
ing foreign investment in manufacturing, strategic services and technology centres.

www.irp.cz

The Business Development Institute’s aim is to promote and develop business activi-
ties, especially through educational activities, consulting and a business incubator.
The website includes a clearly arranged calendar, information and other develop-
ment opportunities.

www.inovace.cz

A website aiming to provide a central online platform where all those interested in
innovation can meet. Here you will find current information from the world of science
and research, offers of new technologies to gain a foothold on the market and the
ability to identify and contact potential investors for innovative projects.

www.amsp.cz
The website of the Association of Small and Medium-sized Enterprises and Crafts
of the Czech Republic, an association drawing together small and medium-sized
enterprises and traders and their organizations from across the Czech Republic on
an open, non-political platform.
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9/ Contact information

Czechlnvest (http://www.czechinvest.org) is headquartered in Prague, with bran-
ches in 13 regions across the Czech Republic and seven foreign offices.

In early 2004, CzechInvest established a network of thirteen regional offices in all
the Czech Republic’s regional capitals in order to expand the range of services on
offer. Besides promoting investment by domestic and foreign firms, Czechinvest also
focused on business support for SMEs through the EU Structural Funds. Czechlin-
vest’s aim was to deliver services to as many clients as possible. By establishing
regional offices, it has created contact points where entrepreneurs can receive com-
prehensive information about the forms of business support provided by Czech-

Invest.

Regional office staff:

-- provide information about Czechlnvest’s services

-- consult with company representatives on business support opportunities under
EU Structural Fund programmes operated by Czechlnvest

-- help companies interested in investing in the region

-- cooperate with local and regional government representatives, schools and other
regional institutions in the search for opportunities to develop the business envi-

ronment in the region

List of CzechInvest regional offices and contact details:

South Bohemian Regional Office
tel: 387 962 413-6

fax: 387 962 424
ceskebudejovice@czechinvest.org
www.czechinvest.org/jihocesky-kraj
Husova 5

370 01 Ceské Budéjovice

South Moravian Regional Office
tel: 543 422 780-785

fax: 543 422 795

brno@czechinvest.org
www.czechinvest.org/jihomoravsky-kraj
Spielberk Office Centre

Holandska 3 (Vila K - 4th floor)

639 00 Brno

Karlovy Vary Regional Office

tel: 353 227 919, 353 227 921

fax: 353 228 739
karlovyvary@czechinvest.org
www.czechinvest.org/karlovarsky-kraj
Jaltska 906/1

360 01 Karlovy Vary

Hradec Kralové Regional Office

tel: 495 817 711

fax: 495 817 710
hradeckralove@czechinvest.org
www.czechinvest.org/kralovehradecky-kraj
Soukenicka 54/8

New Brewery Regional Centre

500 03 Hradec Kralové



Liberec Regional Office

tel: 482 313 225, 482 710 353,

482 710 065

fax: 485 105 517
liberec@czechinvest.org
www.czechinvest.org/liberecky-kraj
Nam. Dr. E. BeneSe 4/12

460 01 Liberec

Moravian-Silesian Regional Office
tel: 595 198 481, 595 198 483-4

fax: 595 198 488
ostrava@czechinvest.org
www.czechinvest.org/moravskoslezsky-kraj
Na Hradbach 18

702 00 Ostrava

Olomouc Regional Office

tel: 587 332 186, 587 332 187,

587 332 188

fax: 587 332 195
olomouc@czechinvest.org
www.czechinvest.org/olomoucky-kraj
Jeremenkova 40 B

772 00 Olomouc

Pardubice Regional Office

tel: 466 616 705, 466 616 147, 466 616 706
fax: 466 616 702
pardubice@czechinvest.org
www.czechinvest.org/pardubicky-kraj

K Vinici 1256

530 02 Pardubice
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Plzen Regional Office

tel: 378 056 630-3

fax: 378 056 634

plzen@czechinvest.org
www.czechinvest.org/plzensky-kraj
Teslova 3

Védeckotechnicky park Plzen, budova A
301 00 Plzen

Central Bohemian

and Prague Regional Office

tel: 296 342 536, 296 342 553

fax: 296 342 552

praha@czechinvest.org
www.czechinvest.org/stredocesky-kraj-
-praha

Stépanska 15

120 00 Praha

Vysocina Regional Office

tel: 567 155 197, 567 155 198

fax: 567 300 703
jihlava@czechinvest.org
www.czechinvest.org/kraj-vysocina
Komenského 31

586 01 Jihlava

Usti nad Labem Regional Office
tel: 475 200 960

fax: 475 201 135
ustinadlabem@czechinvest.org
www.czechinvest.org/ustecky-kraj
Mirové namésti 34

400 01 Usti nad Labem

Zlin Regional Office

tel: 573 776 260

fax: 573 776 265
zlin@czechinvest.org
www.czechinvest.org/zlinsky-kraj
Vavre€kova 5262

28. budova arealu Svit

761 01 Zlin



Shares

Joint-stock
company

Assets

Acquisition

Stock exchange

Business angel

Cash flow

Security

Investment
diversification

66

10/ Glossary

A security evidencing a stake held in a joint-stock company. Shareholders have the
right to participate in the management of the company, in its profits and in its liquida-
tion surplus when the company is dissolved.

A type of company whose capital is divided into a certain number of shares with
a certain nominal value.

Tangible or intangible assets which an entity owns and from which it benefits, or
which it uses to generate income.

The acquisition (takeover) of a functioning company or part thereof.

A market where demand for securities is countered by supply. This creates the price
of tradable securities.

Individual investors investing their own capital, for a predetermined period, in prom-
ising small and medium-sized enterprises with significant growth potential (usually
firms at the seed or start-up stage, or at the expansion phase of their life cycle). Busi-
ness angels also provide companies with certain know-how in the form of expertise,
knowledge of the sector, and contact with strategic partners. Therefore, business
angels are not aiming to maximize the return on an investment carrying a certain de-
gree of risk; rather, they are primarily looking for an area in which they can be actively
involved by tapping into their experience and contacts to support the growth of the
company in which they are investing.

Cash flow is the inflow and outflow of cash. Cash flow for a given period is the dif-
ference between cash income and expenditure in that period [". In business practice,
cash flow is an important variable indicating a company’s ability to generate cash.
The ability of a company to deliver cash to its owners (the removable cash flow) is
also a decisive criterion in the selection and evaluation of investment projects .

A tradable (i.e. transferable) financial instrument that can be bought and sold. A char-
acteristic of tradability is the condition that the financial instrument be regarded as
a security. A private right of the legitimate owner is associated with a security. Securi-
ties include shares, interim certificates, share certificates, bonds, bills and cheques.

Investment diversification means the diversification of a portfolio into multiple invest-
ments in order to reduce the overall investment risk. Investors may invest their funds
in a large number of companies rather than investing in a single company. Smaller
sums may be invested in an investment fund or a unit trust, which itself has a very di-
versified portfolio. Another institution facilitating investment diversification is a bank.
However, it is not possible to diversify all types of investment risks.



The opposite of investment. An entity disposes of assets, equity participations, se-
curities, etc.

The yield paid by a joint-stock company to shareholders holding shares on the
record date for dividend payments. A dividend is essentially a share in the profit
that the company has made. In most cases, a dividend is paid from the previous
year’s profits, but may also be paid from retained earnings. The decision on whether
or a not a company is to pay dividends is taken by the general meeting, usually
on a proposal from the company management, which also sets the record date for
dividend payments and the dividend payment date. Shareholders may collect their
dividends as of that date.

A debt security attached to which is the holder’s right to demand, from the issuer,
payment of the sum of money mentioned in the document, including interest, by the
deadline indicated. Unlike shares, this type of security guarantees a predetermined
financial return.

An audit of financial management in which a company’s financial statements are
examined in depth. Due diligence is most often used by those interested in buying
a particular company.

Earnings before the deduction of interest, taxes, depreciation, amortization and non-
cash expenses (such as adjustments and reserves). EBITDA is an important indicator
of an enterprise’s financial performance.

Investors who invest without sectoral restrictions and focus mainly on making a prof-
it from their investments.

A company’s borrowed or own resources used to acquire assets and finance its
activities.

A type of investment where venture capitalists pay a debt for a company and in re-
turn receive equity participations in the company.

Investment in a company that has existed for a maximum of three years, has yet to
make a profit, but has an interesting project.

A fund that invests the resources of its shareholders in privately traded companies
that typically need capital to expand. As a result, the venture capital fund acquires
a corresponding share in the company. An investment should support the compa-
ny’s transition to its next stage of development and contribute to the growth of its
market value.
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A merger by acquisition or by consolidation. A merger results in one new enterprise,
with the others being wound up, or in a situation where one enterprise continues to
exist and the others are integrated into it.

The expenditure of resources which the investor expects to make a return.

An investment risk is the degree of uncertainty associated with an expected (future)
yield. All investors perceive risk differently and assume a different position on it (aver-
sion to investment risk, neutral, prone to risk, etc.). Government bonds (e.g. treasury
bills issued by the central bank) are regarded as the least risky (risk-free) investment.

Entities or individuals investing their temporarily available funds in a certain activity
with a view to making a return. An investor may be an investment fund, bank, pen-
sion fund, insurance company, private company or individual.

Abilities, knowledge or skills that enable a person (or organization) to act effectively
in a certain situation.

A form of rivalry where multiple seller simultaneously try to generate sales, make
a profit and gain a market share. To achieve this, they usually strive to offer the best
combination of price, quality and service.

A company’s ability to meet its financial obligations.

A personal skills development system where a more experienced person (the men-
tor) is assigned as an adviser or guide to a less experienced person. A mentor is
responsible for providing support and feedback in order to further the development
and motivation of his charge.

The period over which cash proceeds from an investment offset the initial capital
outlay on the investment.

The source used to cover the acquisition of an enterprise’s assets. In the accounts,
liabilities and equity comprise an enterprise’s liabilities, the contributions by the com-
pany’s members, retained earnings (accumulated losses) and the current year profit.

The set of securities owned by a single investor. It is recommended that this set be
diversified with investments in various assets, thereby reducing the investment risk.

Investment in product development or the advancement of operations, on the basis
of which a new company is to be formed. This is one of the riskiest investments, as
reflected by the rate of profit demanded and the reluctance of investors to finance
projects in such an early stage of development.

Shares to which the preferential right to a dividend is attached. This priority is often
offset by a restriction on voting rights, although this does not apply if a preferential
dividend is not paid.



A term for private capital obtained by means other than on the capital markets. This
is one of the tools for financing small and medium-sized enterprises that lack their
own resources and credit facilities to finance the development of new products and
technologies, the expansion of working capital, acquisitions or the overall strength-
ening of their financial situation.

Goods, solutions, a method, information, an object or a service used to satisfy cus-
tomer needs. It usually comprises a set of tangible and intangible attributes (benefits,
properties, functions, use) offered by the seller to the customer.

The ability to achieve a return, profit, etc., based on an investment. The indicator
of profitability or profit efficiency is calculated as the ratio of income (profit) to the
resources deployed and is usually expressed as a percentage.

This is private capital intended for the formation, development or purchase of com-
panies with rapid growth potential. This capital is provided either by individual inves-
tors, who then become shareholders in the company, or by venture capital funds,
drawing together individual investors, in which case the managers of these funds
play the role of shareholders in the company. Venture capital is a long-term invest-
ment not only of money, but also of time and effort. The expertise delivered by an
investor is often more important for the development of a company than the actual
investment funds.

A standardized financial statement that provides an overview of the company’s as-
sets (property) on the one hand and the sources of its funding on the other. It indica-
tes the financial position of the entity at a specified date (usually the last day of the
accounting period).

Financial resources intended to increase the working capital of a company. This fi-
nancing may facilitate the introduction of another product or service, foreign market
entry and acquisitions.

A security that obliges the debtor to pay a sum of money within a specified time to
the holder of the bill.

Investment in a company that already has a product ready, including a sales strate-
gy, and needs to fund production and distribution.

An enterprise that is starting up and has a good idea with significant growth potential
at low cost.

Different kinds of goods that meet the same needs of consumers and are therefore
interchangeable in their view.

A virtual or physical space where supply and demand meet, where buyers and sellers
communicate about the price (directly or through other persons) with a view to the
sale or purchase of goods or services.
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Interest

Interest rate

Profit and loss
account
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The charge for using the money of another natural or legal person. For the debtor,
this is the cost of borrowing money; for the creditor, it is income made from lending
money.

The level of interest is usually expressed by means of an interest rate, which is a per-
centage-based increase in an amount borrowed covering a certain period of time.
The interest rate depends on several factors. The first is the pure rate of interest
resulting from human preference for consumption now rather than later. The second
component is the risk premium. The higher the risk of default, the higher the com-
pensation the lender will demand from the borrower. The interest rate also increases
due to inflation or, more precisely, the forecast inflation. Whenever the lender ex-
pects the purchasing power of money to falls by some degree in the period under
consideration, he will demand a higher amount from the debtor to replace the loss
(what appears to be nominally more is realistically the same). If a loan is granted to
a foreign entity, the foreign exchange risk must also be taken into account “&l.

The profit and loss account (sometimes referred to as the income statement) is
a standardized financial statement that shows the profit made by a company in the
reporting period and the previous period, or its revenues and expenses. Under the
Accounting Act, the profit and loss account is a compulsory part of the financial
statements “Bl.



11/ Conclusion

The word “enterprise” or “entrepreneur” is still burdened in the eyes of the public
by the unfair practices of certain entrepreneurs in the period after the Velvet Re-
volution. However, honest business primarily results in the creation of utility value
for other people. Successful entrepreneurs must have admirable qualities, such as
a willingness to take risks, courage, energy, openness with customers and creativity.
Private enterprises create jobs for society, foster innovation and seek to identify the
insufficiently addressed needs of people, other companies and the public sector.
Free enterprise is an integral part of a democratic society and one of the conditions
for its development.

In this publication, you have tried to help enterprises to prepare a business plan. This
is a basic document intended to shed light on the most important aspects of a busi-
ness idea and the plan for its implementation. It should include a clear description of
the main success factors, the project risks and the competencies of the implemen-
tation team. When preparing a business plan, you should primarily bear in mind who
the reader will be. For lenders, a sound, readable business plan is the first real proof
of the ability of an enterprise or team.

You should therefore pay maximum attention to your business plan and set aside
enough time for the preparation of such a document. A business plan is not just
a summary of important information; it must also radiate your enthusiasm for the
proposed project and your commitment to implement it successfully. We are con-
fident that this publication will provide guidance to its readers on how to draw up
a business plan successfully.
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