Business Plan Template – For Pakihi Māori

He Ara Whakamua mō tō Pakihi – A Pathway Forward for Your Business
This business plan template is a powerful tool to help you shape and strengthen your pakihi Māori. Whether you’re just starting out, ready to grow, or seeking tautoko (support) through grants, partnerships, or investment this plan helps you show that your kaupapa, your ideas, and your numbers all stack up.

You might be doing this plan to apply for pūtea, but this is more than a funding document. This is about backing yourself. It's about gaining confidence that your business has legs, that the growth you’re planning is realistic, and that you have the systems and thinking in place to make it happen.

This plan builds on your Lean Canvas, and works alongside your profit & loss, cashflow forecast, and other example templates to guide you step by step.

This business plan template is especially useful if:
· You’re starting your pakihi and want a clear path forward
· You’re seeking new investment, partnerships, or grant funding
· You’re changing direction or expanding your mahi
· You’re facing some challenges and need a solid reset plan

How to use this template
We’ve included some of the most common sections of a modern business plan — written with Māori businesses in mind. You can add or delete sections to suit your pakihi, your industry, and who you’re writing for.

The sections are laid out in an order that suits a polished, final version — but you don’t need to complete them in sequence. Many people find it easier to start with the Market Overview, Market Validation, and SWOT, then come back to shape the Business Goals & Objectives once the thinking is clearer. Work in a way that feels natural and useful to you.

Using AI as a support tool
AI can be a helpful guide throughout this process; to research trends, unpack competitor information or test your thinking but don’t rely on it to write your plan. Your story, your kaupapa, and your insights are what make this plan strong. Use AI as a resource, not a shortcut.







Business Plan for 
[Business Name] 

Date

Contents
Executive Summary	5
Business Details	6
People & Structure	7
Values & Tikanga	8
Business Background & What We Do	9
Business Goals & Objectives	10
Impact & Returns	11
Market Overview	12
Market Validation	14
SWOT Analysis	15
Marketing Strategy & Sales Planning	16
Financials	18
Risks & Mitigation	20



[bookmark: _Toc208980706]Executive Summary
The executive summary is where you ‘sell’ your business to the reader. It should be short (½–1 page) and highlight the most important points from your plan. Write it last, once the rest of your plan is complete.

Start by clearly stating your Kaupapa, why you exist beyond profit. What drives your business at its core? What intergenerational value or legacy are you building for whānau, hapū, iwi, or community? This helps funders and partners immediately understand the deeper purpose behind what you do.

Then briefly cover the key building blocks of your business:
· What we do – What product or service do we provide, and who is it for?
· Why it matters – What problem do we solve or what opportunity do we meet?
· Why we’ll succeed – What advantages do we bring (team, experience, relationships, proof of demand)?
· Goals – What are our top short-term objectives (e.g., first major customer, growth milestone, break-even)?

Notes
· Keep it clear and short - no more than a few paragraphs.
· Use plain language - imagine explaining to someone in 60 seconds.
· If kaupapa and wider impact are important, include them here to show why our business matters beyond profit.

This section is our “business at a glance” it should give funders confidence to keep reading.


[bookmark: _Toc208980707]Business Details
Basic information about your business so people can quickly see who you are and how to find you.

	Business name
	What is our legal name? Do we trade under another name?

	Structure
	Sole trader, partnership, or company?

	Established
	When did we first begin trading?

	NZBN
	Do we have a New Zealand Business Number?



	Contact details

	Contact name
	


	Mobile
	


	Email
	


	Address
	


	Website
	


	Facebook
	


	Instagram
	


	LinkedIn
	


	Māori Affiliation
	




Notes
· Keep this factual, just the essentials.
· These details help people (funders, partners, customers) verify our business and reach us.
· If relevant, include any Māori identifiers (e.g., iwi affiliation, rūnaka connections) to show our kaupapa.
[bookmark: _Toc208980708]

People & Structure
Show who is involved in the business and how we are organised.

	Owners /Directors
	Who runs the business? What are their main roles?

	Key staff
	Who are our most important people? What skills & experience do they bring?

	Planned hires
	Who else will we need in the future (e.g., admin, sales, tradespeople)?

	Advisors /Mentors
	Who outside the business supports us (e.g., accountant, lawyer, kaumātua, consultants)?

	Structure chart
	How are people organised? Who reports to who?

	Management strengths
	What experience or skills do we already have?

	Management gaps
	What skills or expertise are missing? How will we fill those gaps?

	Succession
	What happens if a key person leaves? How will we ensure continuity?



Notes
· Investors and funders often decide based on the strength of the people, not just the idea or opportunity.
· Show that we have capable people, trusted advisors, and a plan for growth.
· If relevant, note whānau or iwi connections - this can be a real strength.

[bookmark: _Toc208980709]This section is about building confidence that we have the right people, skills, and support to succeed.
Values & Tikanga 
This section highlights the tikanga and values that shape who we are, how we operate, and what makes our business distinctively Māori and Kāi Tahu. These foundations influence every decision, relationship, and outcome.

· Guiding principles – What tikanga (customary values and practices) and organisational values guide our behaviour?
· Business distinctiveness – How do these principles shape the way we operate, deliver services, and interact with customers, partners, and our community?
· Everyday practice – How are our values and tikanga demonstrated in our daily work, decision-making, governance, and relationships?

Notes
· Strong values and tikanga reinforce our identity and long-term resilience — they are a source of trust, authenticity, and competitive edge.
· Funders and partners are increasingly seeking alignment with kaupapa Māori — this section provides clarity and confidence in our approach.
· Include examples where possible (e.g., how manaakitanga is shown in customer care, how kaitiakitanga informs procurement or environmental practices).

This section is about clearly articulating the tikanga and values that underpin how we operate. It helps funders, partners, and stakeholders understand what drives us beyond profit — and how our kaupapa Māori approach gives us a unique, enduring foundation for success. 

[bookmark: _Toc208980710]Business Background & What We Do
Show how our business began, what we offer, where we are today, and how we’ve grown.

· Origins – How did our business start? What problem or opportunity did we respond to?
· Our offering – What products or services do we provide in simple terms? Who are they for?
· Current position – Where are we today? (e.g., staff numbers, customer base, revenue level, locations, market presence).
· Growth & milestones – What important steps or achievements have shaped our business so far (e.g., new contracts, product launches, expanding into new markets, building partnerships)?

Notes
· Keep it clear and factual - this section is about our story and current reality, not future goals.
· Highlight achievements and progress that show we are ready for scaling.
· Make sure our offering is easy to understand, even for people outside the industry.

This section gives funders confidence by showing both our history and our track record of progress to date.


[bookmark: _Toc208980711]Business Goals & Objectives
Outline what we want to achieve and how we’ll get there. This helps funders see our priorities and how we plan to grow.

· Long-term vision (5+ years) – What is our bigger ambition for the business? (e.g., become a market leader, expand nationwide, build intergenerational value).
· Medium-term goals (2–3 years) – What key growth steps will move us towards that vision? (e.g., enter new markets, form partnerships, scale operations).
· Short-term goals (next 12 months) – What are the immediate priorities to get traction? (e.g., grow sales, hire staff, improve systems, launch new product).
· Measures of success – How will we track progress and know we’re on the right path? (e.g., revenue targets, profit margin, customer growth, jobs created, cultural or community outcomes).

Notes
· Goals should link together - short-term wins build into medium-term growth, which leads to the long-term vision.
· Keep goals clear and realistic - 3–5 per timeframe is enough.
· Funders want to see ambition for growth, but also practical steps that show you can deliver.
· Use numbers where possible - they give confidence that the plan is measurable.

This section shows where we’re going and the steps, we’ll take to get there.


[bookmark: _Toc208980712]Impact & Returns
Show how we measure success beyond profit. Funders want to see the wider impact of our business as well as financial returns.

· Economic – How will we deliver financial results (e.g., revenue, profitability, efficiency, reinvestment, jobs created)?
· Social – How will we create positive outcomes for people and communities (e.g., employment pathways, wellbeing, training, opportunities for rangatahi)?
· Cultural – How will we strengthen identity and kaupapa (e.g., use of reo, tikanga in practice, partnerships with iwi, intergenerational knowledge)?
· Environmental – How will we act as kaitiaki for the environment (e.g., reducing waste, sustainable practices, protecting whenua/wai/moana)?

Notes
· This is our balanced scorecard — profit alongside people, culture, and planet.
· Be specific - numbers (jobs, % reinvested, carbon reduced) give credibility.
· Funders want to see alignment with broader outcomes — Māori values (manaakitanga, kaitiakitanga) often strengthen this alignment.
· Even smaller businesses can demonstrate big impact through kaupapa-driven outcomes.

This section shows funders that our business is creating value in multiple ways — building financial strength while upholding our responsibilities to whānau, culture, and environment.




[bookmark: _Toc208980713]Market Overview 
This section sets out the market we are in, who our customers are, and what drives their choices. It also explains how our value proposition meets those needs.

· Market size – How big is the market we operate in? How many potential customers are there?
· Trends – What changes are happening in the market or industry (e.g., digital, sustainability, regulation, demographics)?
· Our place in the market – Where do we fit? (e.g., niche provider, local specialist, competitor to larger players).
· Customer groups – Who are our main customer segments (e.g., households, businesses, iwi, young professionals, families)?
· Customer needs – What problems, pain points or needs do our customers have?
· Customer drivers – What makes them choose a provider (e.g., price, trust, quality, values, relationships, convenience)?

Value Proposition
· What we deliver – How do we meet those needs or solve those problems?
· Why us – Why would customers choose us over others?
· What’s unique – What makes our offer stand out (e.g., quality, kaupapa, relationships, innovation)?

Notes
· Use data where possible (e.g., stats, surveys, customer numbers) alongside evidence of trust and reputation.
· Show you understand not just who your customers are, but why they buy and stay loyal.
· Māori businesses often compete on trust, kaupapa, and values as much as on price or convenience - highlight this if it applies.
· This section links directly to Market validation, where we prove that the demand and customer support are real.

This section shows funders there is real demand, and that we have a clear value proposition to meet it.


[bookmark: _Toc208980714]Market Validation
Show evidence that customers want and are paying for what we offer. This proves our business is real, in demand, and ready to grow.

· Sales history – What sales or contracts have we already achieved? How have these grown over time?
· Financial performance – How do our revenue and profitability trends show demand for our offering?
· Customer pipeline – Do we have confirmed orders, forward contracts, or a strong pipeline of opportunities?
· Customer demand – Are we getting frequent enquiries, referrals, or requests that show strong interest?
· Pilots or trials – Have we tested new products/services with customers? What results did we get?
· Market data – What external research or statistics back up this demand?

Notes
· Funders want proof, not assumptions - numbers, contracts, and repeat customers speak loudest.
· Whanaungatanga and trust often drive loyalty - highlight referrals, endorsements, or word-of-mouth as powerful validation.
· Even small signs of demand (like waiting lists, being overwhelmed with enquiries) show strong momentum.

This section gives funders confidence that demand already exists, and that our business can scale from a proven base.


[bookmark: _Toc208980715]SWOT Analysis
[bookmark: _Hlk210739610]Set out the key strengths, weaknesses, threats and opportunities of our business. This gives a balanced view of where we stand today.
	Strengths (internal, positive)
	Weaknesses (internal, negative

	What do we already do well inside the business? (e.g., trusted relationships, strong networks, skilled people, kaupapa Māori values, reputation, proven systems).
	What holds us back or makes us less effective? (e.g., limited capital, gaps in capability, reliance on a few staff or customers, systems that need improvement).

	Opportunities (external, positive)
	Threats (external, negative)

	What outside factors can we take advantage of? (e.g., iwi and government procurement, industry growth, partnerships, demand for kaupapa Māori services, sustainability trends).
	What outside factors could affect us? (e.g., rising costs, strong competitors, regulatory changes, economic downturn, supply chain risks).



Notes
· Internal vs external: strengths and weaknesses are about what is inside our control; opportunities and threats come from the outside.
· Keep it short - 3–5 points per area is enough.
· Be realistic - funders respect businesses that are honest about both their strengths and their risks.
· Use this as the foundation for Competitive Advantage - strengths and opportunities often point to the edge that sets us apart.

[bookmark: _Toc208980716]This section shows we understand our current position — what we do well, where we can improve, and the external factors we must respond to.


Marketing Strategy & Sales Planning
Show how we will reach customers, build relationships, and grow sales. This part of the plan should always be tailored to our target customer — their problems, needs, and the gains they are looking for. Funders want to see that we have a clear plan to attract and keep customers.

· Product / service – What exactly are we offering, and how does it meet customer needs?
· Price – How do we set our pricing? Is it competitive, good value, or premium?
· Place – How do customers access our product or service (e.g., online, retail, direct sales, marae, partnerships)?
· Promotion – How will we let people know about us (e.g., social media, kanohi ki te kanohi networks, events, word of mouth, iwi channels, advertising)?
· Sales approach – What is our process from enquiry to confirmed sale? (e.g., quoting, follow-ups, demos, relationship building).
· Retention – How do we keep customers coming back? (e.g., contracts, repeat business, aftercare, loyalty programmes, whanaungatanga).
· Budget – How much will we spend on marketing and sales? (e.g., advertising, branding, promotions, staff time).

Notes
· Start with the customer — every part of marketing and sales should reflect their needs, drivers, and buying behaviours.
· For Māori businesses, relationships and whanaungatanga are often the strongest form of marketing — trust and word-of-mouth can be more powerful than paid advertising.
· Kanohi ki te kanohi (face-to-face) remains important in many sectors, alongside digital channels.
· Funders want to see that we have a practical, affordable plan — not just to attract customers, but to build loyalty and long-term relationships.
· Budgeting shows that we understand the cost of growth and have allocated pūtea to support it.

This section shows funders that we have a clear, practical plan to attract the right customers and turn interest into sales. It also demonstrates that we understand the importance of building long-term relationships — not just one-off jobs — and have budgeted to support sustainable growth.

[bookmark: _Toc208980717]Financials
This section sets out the key numbers that show our business is financially viable and ready to grow. Funders want to see clear, realistic forecasts supported by evidence.

· Revenue streams – Where does our income come from? (e.g., sales, contracts, subscriptions, services).
· Cost structure – What are our biggest costs? (e.g., wages, materials, marketing, overheads).
· Profit & Loss (P&L) – What do our income and expenses look like? Are we making a profit or loss?
· Budget – What are our planned costs and revenues for the year ahead? How does this support growth?
· Cashflow – How does money flow in and out month to month? Are there times when cash is tight?
· Break-even point – When will income cover our costs?
· Funding required – How much investment or lending are we seeking, and what will it be used for (e.g., growth, working capital, equipment)?



	
	Year 1 
	Year 2
	Year 3

	Revenue
	
	
	

	Gross profit (GP)
	
	
	

	GP% 
	
	
	

	Overheads
	
	
	

	Profit (after tax)
	
	
	

	Asset purchases
	
	
	

	Loan payments
	
	
	

	Net cashflow
	
	
	



Notes
· Use your P&L and budget for the detailed view (numbers that show planning and discipline).
· Funders want to see realistic forecasts — not just ambition, but achievable numbers.
· Cleary explain your key assumptions.
· Show confidence but be transparent about risks — a good plan balance both.
· Māori businesses often take a long-term, intergenerational view of pūtea — funders see this as a strength.

This section gives funders confidence that we understand our numbers, have planned for growth, and know how much support we need.
[bookmark: _Toc208980718]Risks & Mitigation
Be honest about the risks we face and how we will manage them. Funders want to see that we know our challenges and have a plan to deal with them.

· Key risks – What are the 3–5 most important risks that could affect us? (e.g., lower sales, rising costs, key staff leaving, supply delays, loss of community trust).
· Mitigations – What will we do to reduce the chance of these happening, or limit the impact if they do? (e.g., diversify customers, cross-train staff, hold reserves, strengthen governance, uphold tikanga and values).

	Key risk
	Mitigation

	
	

	
	

	
	

	
	



Notes
· Keep it simple — a two-column table works best:
· Funders don’t expect zero risk — they expect us to show we are prepared.
· Link this to SWOT (threats and weaknesses often become risks) and Financials (cashflow, buffers, funding).

This section shows funders that we are proactive and disciplined — ready to manage risks while protecting both our business and our kaupapa.
2		


In collaboration me te tautoko o Tai Awatea Advisory
image1.jpeg




