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Step by step

Does anyone want what you 
do?

Can you make a profit?

Do you have a viable business 
model?

Do you have credibility in your 
industry?

Are you confident you’ll get 
sales straight away?

Proceed to Financial Feasibility

Unsure

Collect evidence
• Profile your customers
• Research market size
• Test market
• Estimate market size

Work out capacity and financial viability
• Conduct a break-even
• Identify maximum volume
• Lower start-up costs and working capital 

needs
• Find the funding you need (savings, loans, 

outside investors)

Identify how you’re generating revenue
• Find out the accepted methods of sales
• Identify new ways of collecting revenue
• Determine as many ways you can to get 

in front of your customers

Build a credible presence
• Promote all your past experience and 

successfully completed projects
• Actively become a thought leader 

in your business sector by speaking, 
writing, being active in social media

• Partner with other larger businesses to 
leverage their credibility 

Re-visit your idea
• Modify product design or service
• Revise your target market/customer type
• Get help with your idea
• Look for new opportunities

Unsure

Unsure

Unsure

Unsure

Yes

Yes

Yes

Yes

Yes

Business feasibility 
short cut 
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Overview
Although there’s room for intuition in business and ‘gut instinct’, it’s wise to investigate 
more fully the feasibility of your idea.
Investing time in careful analysis and testing will help to confirm your assumptions. Working through this process 
methodically will give your business the best possible chance of success.

Your business feasibility study should focus on these four steps:

Use the One Page Business 
Feasibility Workbook on 
the last page to create your 
own lean feasibility plan.

STEP 1. EVIDENCE SOMEONE WILL BUY WHAT YOU’RE OFFERING

STEP 2. IF YOU CAN MAKE A PROFIT

STEP 3. THE IMPACT OF ANY COMPETITORS

STEP 4. IF YOU CAN AFFORD TO START-UP

ABOUT THE SMALL BUSINESS COMPANY 

We provide strategic advice to bank marketing and small business teams that are seeking to engage, educate and assist 
their small business customers. We do this by working alongside bank staff to develop a Content Strategy, and then 
provide the content for banks and credit unions to place inside their website, social media and other media channels. 
Content examples include articles, guides, templates, video, online calculators, templates, infographics and  
interactive tools.

See more at www.thesmallbusinesscompany.com

© Glen Senior 2022 
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Step 1 

Evidence
Knowing exactly who will buy your product and what motivates their purchasing decisions 
is vital to the success of your business. 

Profile your ideal customer
Build a profile of your ideal customer or business that is likely to buy from you.

• The more precisely you can define your ideal customer, the more accurate your analysis of market 
potential is likely to be.

• When you start your business, you can focus your marketing far more effectively.

If you are planning to sell to different types of customers, create an individual profile for each category.

Consumer profile example

Be as specific as possible for example ‘young professional female’.

• Age range; 23 to 30 years

• Location; city business district

• Income level; $120-$200k per annum

• Profession; accountant, lawyer, architect, consulting services etc

• Circumstances; single, no children, renting inner city

If relevant, you can then drill down into more detailed information such as their interests, personal beliefs 
and values. Use external data such as census information on size, age, gender and geographic distribution of 
the population to see how many ideal customers live in your area and estimate your market share. 

Business profile example

If you plan to deal with other businesses or organizations (including resellers), list their practical 
characteristics. For example:

• Organization type (reseller, service provider, manufacturer, or non-profit)

• Industry sector

• Location

• Annual revenue

Again, if you think it’s relevant, you can drill down deeper and consider their ethics or values. Your 
target market might support a particular commercial philosophy, environmental or community cause. 

© Glen Senior 2022 
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Research your market size
Find out what the potential size of your target market is and whether your target consumers will actually be 
interested in what you’re planning to sell.

You can do this by conducting both primary and secondary research.

Primary research

Primary research is where you gain information directly from potential customers. For example, you could 
conduct surveys or focus groups to gauge the interest levels of your target audience.

You need solid evidence that a market for your product or service actually exists. Measuring your market 
accurately is likely to be the hardest part of your feasibility study.

Of course, the only guaranteed way to find out exactly how the market will respond to your business is to 
start operating and see what happens. But before you start there are actions you can take to reduce the risk.

Find out as much as you can about potential customers in your target market, such as:

• Where they’re located.

• How much they would pay and how often they might buy.

• When they would buy – for instance, you might have seasonal demand.

• Where they currently shop for similar items.

Direct questions to ask

• ‘What do you like about (your business product or service)?’ A good question to identify any product 
improvements required.

• ‘What would you pay for it?’ Gives you a first glimpse of an acceptable market price.

• ‘Would you buy it?’ Tests buying intention.

Secondary research

Secondary research involves looking at data collected by others like going through demographic, business, 
and industry data to get insights into consumer markets.

Use existing information

Much of the information you need may already be available.

• Local economic development offices offer valuable market research information to anyone interested in 
opening a business in a certain area.

• Libraries stock trade directories, magazines and journals that can be a rich source of information.

• The Internet is a rich source of information, including online directories, magazines and useful articles.

Try to use a variety of sources and research methods to gather your information and remember that 
research is constantly being updated and reworked.

© Glen Senior 2022 
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Test market with actual customers
Why will people buy from you?

When it comes to people’s disposable incomes, there are a huge number of options for them to spend it on. 
Just because you’re offering something unique doesn’t mean they’ll spend it on you, so you need to have a 
clear plan of how you intend to grab a share of that market.

• What are you doing better than anyone else?

• What have you received in terms of customer feedback that sets you apart?

• Do you have any credibility?

It’s important to appear credible to your customers, so that they trust you and that you know what 
you’re doing. Use social media platforms to profile your experience, publish customer testimonials, have 
a professional digital image (website, landing pages, customer experience) and use keywords and search 
engine optimization to improve your Google ranking.

Test market

Test marketing by actually selling what you do can be one of the most reliable ways to determine your 
market potential.

Often start-ups sell to friends and family to test demand, but this can be dangerous as it’s ‘subsidized’ 
support. It’s when you test with someone you don’t know that counts.

If you are introducing a new product or service you could;

• Set up the business part-time while still working

• Test the response by selling at trade fairs, weekend markets or short-term contracts, depending on the 
type of business you’re running.

• Launch a limited marketing campaign in a selected town or area.

The larger your sample size (number of people you have talked to, or the area you have test marketed) the 
more accurate your market predictions are likely to be. Specific market information is always superior to 
guesswork because it will convince you (and any investors, lenders, or partners) that your market potential is 
solid research rather than wishful thinking.

© Glen Senior 2022 



Pg 5
Generating small 
business leads online

Small Business  
Banker Series

You need to figure out what it’ll cost you to provide your product or service, what you 
anticipate selling it for and how long you think it’ll take to break even.

Step 2

Making a profit

Your profit potential
Work out your capacity

Let’s assume that your business provides a service that you’re providing on your own. You’re planning to 
work 40 hours per week and hope to actually charge for 30 hours.

At $100 per hour that adds up to $3,000 per week. Sounds great! But what if your overheads are running 
$4,000 per week? The answer is simple: your idea’s not financially viable.

It’s the same if your business is retail-based. If your gross profit is 25%, and your overheads are $400,000 
per year, you need to have $1.2m in sales ($23,000/week) to cover the overheads. Can you sell that much in 
a week? If your average sale is $10 you need to sell 2,300 items a week (about 330 items a day, every day). 
If not then either your idea is not financially viable, or you need to change how you’ve set the business up 
(overheads, pricing and margins).

If the business isn’t viable can you:

• Increase your charge-out rate or the price you’ve set on your product.

• Work longer hours (bad idea by the way) to increase your capacity or contract out some components to 
other businesses or people.

• Reduce overheads – look for cheaper premises or see if you can get a better deal on your costs.

• Reduce your own salary.

• Reduce set-up costs by looking for cheaper machinery and equipment or investigate leasing instead.

If you’re not able to do any of the above and you still can’t make any money, then it’s time to think of 
another business idea.

Use the break-even point

Plug in your own numbers and then see what the results tell you.

It’s quite a simple calculation, so it can be used to quickly help answer various questions:

• How much product do I need to sell this month to break even?

• What profit could I expect? Add a profit amount to your fixed costs to experiment with how much you 
need to sell for certain profit scenarios.

• What happens if I discount? Pricing strategy is a common concern for small businesses. Use break-even 
analysis to help you see the impact on price discounting.
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Step 3

Impact of the 
competition
You’ll be able to better assess who you’re up against and develop effective tactics to gain 
customers by knowing as much about your key competitors was possible.

Observe your competition
Observation can be done in a variety of ways.

• You can visit their business and purchase something, and while you’re there, check out their product 
range and level of customer service.

• You can search online and visit their website, and if they have an online store, make a purchase and 
gauge the outcome. If you’re concerned about your competitors recognizing you, ask a friend to visit 
their store and report back to you.

• Consider subscribing to their email newsletter and social media accounts to see what they’re saying.

Evaluate your observations

What can you learn from them? Is there something they’re doing that you can do better? Or can you offer 
something unique that they’re not? On the flip side, did you get any ideas for improving your own business?

Conduct a competitor SWOT analysis

In order to help your business maximize its strengths, reduce its weaknesses, take advantage of its 
opportunities and avoid threats, it’s important to carry out a SWOT analysis on each of your key competitors.

A SWOT analysis is used to help fine-tune your business strategy by examining internal and external factors 
that may help or hinder your business, but you can use it for your competitors as well. Identifying and 
understanding the strengths, weaknesses, opportunities, and threats – that’s what SWOT stands for – allows 
you to better understand what you’re up against.

What is the key differentiator?

What sets your business apart from the competition? Are you offering a unique product or service? Do 
you have experienced staff with specialized training? Is your product manufactured in such a way as to 
be more sustainable than the alternatives? There are many ways that a business can set itself apart from 
the competition, and it’s your job to identify what differentiates you and why, so you can market it to your 
customers.

© Glen Senior 2022 



Pg 7
Business feasibility 
blueprint

Small Business  
Banker Series

Determine how you’re going to price
Are you competing on price, or on the quality of your product or service? What you don’t want is to get into 
a price war with your established, larger competitors. How can you counter their actions when you enter the 
market? Offer a unique experience, entice new customers to return with a loyalty card, or focus your energy 
on your niche customers.

Once you know what your competitors are offering, you can compare your similarities and differences to 
identify your points of difference, and then develop these into a compelling competitive advantage.

• Your competitive advantage is what you do better than anyone else. It’s what sets you apart from the 
competition and makes you unique. It’s what you’ll use to entice customers away from the competition.

• Analyzing your strengths can give you a pathway to finding a competitive advantage. For example, you 
might have excellent product or technical

• knowledge (more so than your competitors), leading you to develop your competitive advantage around 
the specialist knowledge you pass onto customers.

• Consider the longevity of your competitive advantages. Are they based on any technology that could 
become outdated or be threatened by a forthcoming innovation, development or change

• in government policy?

• Protect your value proposition by using intellectual property protection on the competitive advantages 
you can patent or trademark. Original processes, for example, can be patented to stop competitors from 
copying them.

Be very aware of who you’ll be compared against and what your response will be when asked, “Why should I 
switch?”

© Glen Senior 2022 
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Step 4 

Work out if you can 
afford to start
Use this three-step process to work out what you need to start.

How much capital do you need?
Calculate your start-up costs

Estimate the costs of all the fixed costs required to start your business, such as computers, machinery and 
vehicles.

• Open the Start-up Costs template, making adjustments to suit your type of business.

• Factor in hidden costs such as deposits and paying rent in advance.

• Remember one-off payments involved in the start-up, including licenses, legal and accounting fees.

• Add a percentage to the final figure to allow for a cash reserve for underestimated costs.

Determine your working capital

Use the Cash Flow Forecast template to work out how much working capital you’ll need to cover monthly 
costs until you reach break-even.

Calculate if you have sufficient funding

Add your set up costs to the working capital amount to show how much is required to get going and remain 
in business until you break even and make a profit.

You may need one, two or six months of operating expenses as working capital (cash in the bank) depending 
on your business type.

If you don’t have enough capital
Try to reduce the initial costs. For example:

• Must all the equipment be new? Look for thrifty solutions such as buying second- hand vehicles, office 
furniture or production machinery.

• Lease rather than buying equipment and vehicles.

• Try negotiating more favorable or extended credit terms from suppliers so you can pay them back much 
later.

• Look to increase sales faster by focusing on getting any sales or revenue part-time, and then go full time 
once you’re confident.

© Glen Senior 2022 
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1. Profile your ideal customer 2. Outline how you’ll appeal to these targets.

3. Why will customers choose your business? 4. Evidence someone will buy

6. Outline your business or personal credibility 5. Your business model

7. Define your customer trust 8. Outline your business capacity 

One page business 
feasibility plan

© Glen Senior 2022 


	choose: [Enter text – what specifically will you do to increase the chance these customers will want to switch to your business?]
	evidence-buy: [Enter text – outline the research you’ve collected (customers, suppliers, the market, existing contracts) that proves there is demand.]
	Business-model: [Enter text – describe the ways that you intend to collect money, and outline any plans to expand your model over time.]
	credibility: [Enter text – list all the ways you can demonstrate credibility in your industry.]
	trust: [Enter text – describe why a customer buying from you for the first time would trust you and your business.]
	capacity: [Enter text – describe the process of making or selling in your business and how you can then scale capacity in the future.] 
	profile-customer: [Enter text – describe your customer targets in as much detail as you can.]
	customise: [Enter text – what will you do to make your target customer think you’re the ideal business for their needs?]


