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1. Context and Background

Ensure as a minimum the following details are included:

· Business Name


This must match the bank account
· Bank Account Number and Sort Code
· Business Owner/Manager Name


This should be the person responsible for the funding application

· Business Address

· Business Telephone Number

· Business email address 

· Business website (if available)

· Legal ownership status (and number if applicable)

E.g. are you a Sole trader or a limited company (include company number) or a registered charity (include charity number) or an unincorporated association (attach copy of governing document or constitution or trust deed)

· Date business commenced

· Membership of childcare associations 

NDNA, NCMA, PLA

· Ofsted Registration Number (include a copy of the registration certificate)

· Quality accreditations (if applicable)


Attach a copy of the certificate

· Insurances required

E.g. state type e.g. public liability and include insurer’s name and certificate number

· Description of the current childcare service

Daily and weekly opening hours, ages of children, range of childcare services, pricing 

· For Free Early Education Entitlement (FEEE) outline the flexible hours that will be offered and how this offer will increase the choice for parents within the locality.
2. The Current Situation

The object of analysing the current situation is to provide information for carrying out the SWOT analysis. 
2.1. Internal Factors (Strengths or Weaknesses)
To help collect the information there are a variety of audit frameworks (models) e.g. McKinsey’s 7S, the 7 P’s Marketing Mix, Key Performance Indicators (KPI’s).  Whichever models are used ensure that as a minimum the following information is included.
7S 

· The shared values of the setting e.g. its mission, culture, purpose


[image: image1]
· The structure of the setting and how it operates e.g. type of company, organisation chart in appendix, links with other organisations 


· The management style and how it is seen internally and externally  


· The staff including numbers, names, their responsibilities, (CV’s can be included in the appendix).

· The skills, qualifications and experience of management and staff including any gaps in skills e.g. business, marketing, finance

· The strategies that the organisation is following or being forced to follow e.g. Quality, Training, Market Research, Pricing, Competition, Financial  etc


· The systems, paper and electronic, that are in use for customers, staff and stakeholders

Marketing Mix
· The product (the childcare service and its USP)


· The place (where this service is sold and delivered)

· The price (the price list)

· The promotion (the methods and media used to promote the service)

· The people (the way they are used to sell and deliver the service)

· The physical evidence (how parents know they have received the service in a tangible way)

· The processes (to sell and deliver the service to customers)

Key Performance Indicators
· Occupancy rate
· Income target

· Cost target

· Surplus/profit target

· Sales conversion ratio
· Others


Assets
· The premises, freehold, lease/rental, developments


A.O.I.

· Any other information that is important to the performance of the business and can be changed by the managers and staff.

2.2. External Factors (1) (Opportunities or Threats)

Describe the key groups that interact with your setting.

· Your Market

Describe the market you are operating within in terms of demographics, growth. Developments etc


· Your Customers

Describe them in terms of their needs, their location, the type of service they require etc


· Your Competitors

Describe who they are, where they operate, the type of service provided, their unique selling proposition (USP) etc


· Your Stakeholders
Describe who they are, their level of involvement, their responsibilities, their expectations etc 


2.3. External Factors (2) (Opportunities or Threats)

Describe the known and forecast national and local factors that are affecting the setting now or will be affecting the setting over the next three years.
PESTLE

· Political – what policies will affect the childcare sector  internationally, nationally and locally?


· Economic – how will the economy affect the childcare sector and its customers nationally and locally?

· Social – what changes/trends are occurring or will occur to affect the childcare sector/your setting? 

· Technology - what changes/trends are occurring or will occur to affect the childcare sector/your setting?

· Legal – will legislation/regulation change to affect the childcare sector/your setting?

· Environmental – what changes/trends are occurring or will occur to affect the childcare sector/your setting?

3. SWOT

Summarise between three and five key factors for each part of the SWOT.
	Strengths
	Weaknesses

	From the internal factors

1

2

3


	From the internal factors

1
2

3



	Opportunities
	Threats

	From the external factors

1

2

3


	From the external factors

1

2

3




4. Strategic Direction

4.1. Vision 
The long term view of where the organisation will be in x years (Optional)
4.2. Mission

The purpose and focus of the organisation 
4.3. Aims

General non-specific statements (optional)

4.4. Objectives

SMART objectives for each of the three years of the plan e.g.  

· Income, expenditure, 


· Occupancy, sales conversions

· Marketing activities

· Quality, training etc

5. Strategies to achieve the Objectives

This section should explain how the objectives will be achieved e.g.

5.1. To increase income requires a Growth Strategy – options are
a) promote and sell more childcare places to existing parents/customers (market penetration)


b) promote and sell childcare places to  new parents/customers (market development)


c) develop new services for existing parents/customers e.g. extending hours, meals, (product development)


d) develop new services for new parents/customers (diversification) e.g. an out of school club

5.2. To increase income may require a Competition Strategy
How the setting will compete or work collaboratively with other locality providers e.g.

· become the most efficient and have the option of offering lowest price, differentiate in a unique way, identifying and focusing on a particular group of customers

5.3. To attract and retain customers may require a Customer Strategy 
· Describe who they are, the way in which the will be approached, the message (unique selling proposition) that will be promoted

5.4. To address low awareness may require a Marketing Strategy
· Market research and a new marketing mix

5.5. To improve the level of overall Quality 

· Staff training, building improvements, customer service
5.6. Information and Communications 

· Introducing and/or upgrading systems for parents, for stakeholders etc
6. Implementation Plan  

	Milestone
	Who
	Cost
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7. Monitoring and Measurement
The frequency of monitoring and measuring performance to ensure the  objectives will be achieved.

7.1. Measurement Criteria

Key performance indicators e.g.
·  Income
·  Occupancy
·  Expenditure
·  others
7.2. Measurement Frequency

Weekly examples
· Actual income against target


Monthly

·  Actual income against target



Quarterly

·  Actual income against target



Yearly

· Actual income against target

8. Risks

Identify potential risks and contingency actions

9. Appendix 1 – Cash flow forecasts
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10. Appendix 2 – Organisational Structure

11. Appendix 3 – Management and Staff CVs

12. Appendix 5 – Sample Marketing Material
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