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Appendix 3 to CfP/4-40017/24/NL/GM ARTES 4.0 Technologies and Products Call for Proposals
s
Part 2: Business Plan

[bookmark: _Toc167125397][bookmark: _Toc295843421]The Business Plan is intended to analyse the strategic context and commercial potential of the output of the proposed activity and to demonstrate that the Contractor’s initiative is conceived to lead to a commercial exploitation. 
It shall be provided from both Tenderer’s and Industrial participants perspectives.
The Business Plan shall provide the commercial rationale for the proposed development activities with the key commercial aspects, including the potential satcom target market, the target customers, the competitive environment, and own positioning, as well as the market strategy.
The extent of information provided in this section shall be in line with the maturity of the proposed development phase(s) (e.g. for the initial Development Phases such as Definition and Technology, only preliminary information on the business case is required).
Please note that the Business Plan presented in this document shall be related to the target final product(s) to be sold on the market. The target product(s) may include other elements or features not covered by the proposed activities.
The supporting spreadsheet (“Financial Forecast Workbook”) is applicable only to Product Phase and can be downloaded from https://artes.esa.int/documents.
Assuming favourable feedback on your outline proposal by the Agency, the business plan provided in the outline proposal should be carried forward to form part of your associated Full Proposal (with updated information, as appropriate).

[bookmark: _Toc517279341][bookmark: _Toc527721796][bookmark: _Toc527724542][bookmark: _Toc527725065][bookmark: _Toc528774035][bookmark: _Ref517273321][bookmark: _Toc528774037][bookmark: _Toc25598741][bookmark: _Toc142048536][bookmark: _Ref517269202]Market Analysis
The position of our product in the market is summarised in the matrix below.
[bookmark: _Ref527723001]
Table 2‑1 Market Positioning
	
	
	Product

	
	
	Existing / Incremental
	New

	Market
	Existing / Incremental
	X
	X

	
	New
	X
	X



Our product is addressing the sector of …… (e.g. provide a few examples), which has the following characteristics: …. (e.g. geographical reach, trends, sales model). 
The Total Available Market (TAM) of the targeted product is the following:
TAM (the total worldwide market available for your product) shall be presented, including quantitative figures. If the product is new (not existing), market of a similar product may be used.

The Serviceable Available Market (SAM) of the targeted product is the following:
SAM (the market you can really address with your product and your channel; it comprises all your potential customer segments) shall be presented including quantitative figures and assumptions.
If you already have a market share of this market, you shall present it including quantitative figures and factual information (for instance, sales existing products in this market, or of previous generation, for the different customer segments).
The Serviceable Obtainable Market (SOM or target market) we aim to capture is. 
Present the percentage of SAM that your company could realistically reach in the short term and the underlying assumptions that led to the projected sales volumes over time. Consider competition, trends, demand forecast, sales channels and other elements that could have influence. This value is usually estimated taking into account specific customers (or group of customers) within the targeted customer segment(s).
[bookmark: _Toc26283062][bookmark: _Toc528774038][bookmark: _Toc25598742][bookmark: _Ref25598957][bookmark: _Toc142048537]Competitive Landscape
Our key competitors and the nature of the competition are identified in the table below.
Table 2‑2 Summary of the Competition
	Competitor
	Nature of Competition
	Description of Competitor’s Product
	Market Share
	References

	……
	……
	……
	……
	……

	……
	……
	……
	……
	……

	……
	……
	……
	……
	……



[Competitor] Name the competitors already present in your market (SAM) or serving it partially.
[Nature of Competition] Indicate the nature of competition for each competitor, highlighting their value proposition in relation to the market you are trying to serve. Include the strengths/weaknesses of the competitors’ products compared to your targeted product(s), e.g.: an existing or potential supplier of the same type of product with the same characteristics and a lower price, a new entrant to the market with an innovative value proposition, a market incumbent. 
[Description of Competitor’s Product] Describe the competitor’s product. Quantify the nature of the competition as far as possible (e.g. performance, competitiveness in terms of pricing, performance, etc.).
[Market Share] Quantify their market share.
[References] Provide references to substantiate your assessment of the competition (e.g. web links, references to market analyses, data sheets, etc.).

Our key competitive differentiations are summarised in the following table. 
Identify your competitive advantage and your strategy for competing in the target market (e.g. using a SWOT analysis).
Table 2‑3 SWOT Analysis
	STRENGTHS
- List of strengths
	WEAKNESSES 
- List of weaknesses

	OPPORTUNITIES
- List of opportunities
	THREATS
- List of threats


[Strengths] Characteristics that give you an advantage over your competitors.
[Weaknesses] Characteristics that place you at a disadvantage with respect to the competition. 
[Opportunities] Elements (usually external) that you could exploit to improve your business prospects. 
[Threats] Elements (e.g. external influences) that could threaten your business prospects.
Add supplementary material as necessary to fully describe the competitive environment. 

On the basis of the SWOT analysis, our strategic options to achieve the commercial goals are ………
[bookmark: _Toc26283064][bookmark: _Toc528774039][bookmark: _Toc25598743][bookmark: _Toc142048538]Business Model Canvas
[bookmark: _Toc25598809]A single page Business Model Canvas is available at https://artes.esa.int/documents and may be used as a tool to help generate and structure the overall Business Plan. 
[bookmark: _Toc25598810][bookmark: _Toc26283066][bookmark: _Ref517352779][bookmark: _Ref517352813][bookmark: _Toc528774040][bookmark: _Ref25598966][bookmark: _Toc142048539]Customer Segments and Value Proposition
The table below identifies the key customers/customer segments identified as Serviceable Obtainable Market (SOM or target market), targeted by the proposed product(s), and the specific characteristics of our product(s) that will address the customer problems/needs.
Table 2‑4 Customer Segments/Needs and Key Product Characteristics/Requirements
	Customer/Customer Segment
	Customer Problems/Needs
	Product Characteristics Addressing this Problem/Need
	Key product requirements

	……
	……
	……
	……

	……
	……
	……
	……

	……
	……
	……
	……


[Customer/customer segment] Add text to Identify the target customer/customer segments. 
If you are targeting a single customer only attach a letter of interest from that customer in Annex 2
[Customer problems/needs] Add text to clarify the nature of your customers and to explain the customer problems/needs.
[Product characteristics addressing this problems/needs] Add text to clarify your value proposition, e.g. explain how the proposed development fits into your overall product development strategy to meet the needs of the customers in the longer term. Indicate whether or not the adoption of the product is going to change the way the customers are traditionally running their business, for instance, if the product is bringing a disruptive innovation.
[Key product requirement] Key requirements specification for the target product that would normally drive the proposed design and development activities. Such development activities shall increase the competitiveness of the target product(s) and may include all developments necessary to achieve such a goal, e.g. new features, tools, processes, techniques and technologies.
Please note that the Business Plan presented in this document shall be related to the target product(s) to be sold on the market. The target product(s) may include other elements or features not covered by the proposed development activities.
[bookmark: _Toc129689967][bookmark: _Toc129701038][bookmark: _Toc130211420][bookmark: _Toc130211846][bookmark: _Toc129689968][bookmark: _Toc129701039][bookmark: _Toc130211421][bookmark: _Toc130211847][bookmark: _Toc129689969][bookmark: _Toc129701040][bookmark: _Toc130211422][bookmark: _Toc130211848][bookmark: _Toc129689970][bookmark: _Toc129701041][bookmark: _Toc130211423][bookmark: _Toc130211849][bookmark: _Toc129689971][bookmark: _Toc129701042][bookmark: _Toc130211424][bookmark: _Toc130211850][bookmark: _Toc129689972][bookmark: _Toc129701043][bookmark: _Toc130211425][bookmark: _Toc130211851][bookmark: _Toc129689973][bookmark: _Toc129701044][bookmark: _Toc130211426][bookmark: _Toc130211852][bookmark: _Toc517279348][bookmark: _Toc527721803][bookmark: _Toc527724549][bookmark: _Toc527725072][bookmark: _Toc528774042][bookmark: _Toc517279349][bookmark: _Toc527721804][bookmark: _Toc527724550][bookmark: _Toc527725073][bookmark: _Toc528774043][bookmark: _Toc517279366][bookmark: _Toc527721821][bookmark: _Toc527724567][bookmark: _Toc527725090][bookmark: _Toc528774060][bookmark: _Toc517279367][bookmark: _Toc527721822][bookmark: _Toc527724568][bookmark: _Toc527725091][bookmark: _Toc528774061][bookmark: _Toc517279368][bookmark: _Toc527721823][bookmark: _Toc527724569][bookmark: _Toc527725092][bookmark: _Toc528774062][bookmark: _Toc129689974][bookmark: _Toc129701045][bookmark: _Toc130211427][bookmark: _Toc130211853][bookmark: _Toc129689975][bookmark: _Toc129701046][bookmark: _Toc130211428][bookmark: _Toc130211854][bookmark: _Toc129689976][bookmark: _Toc129701047][bookmark: _Toc130211429][bookmark: _Toc130211855][bookmark: _Toc129689977][bookmark: _Toc129701048][bookmark: _Toc130211430][bookmark: _Toc130211856][bookmark: _Toc129689978][bookmark: _Toc129701049][bookmark: _Toc130211431][bookmark: _Toc130211857][bookmark: _Toc129689979][bookmark: _Toc129701050][bookmark: _Toc130211432][bookmark: _Toc130211858][bookmark: _Toc129689980][bookmark: _Toc129701051][bookmark: _Toc130211433][bookmark: _Toc130211859][bookmark: _Toc129689981][bookmark: _Toc129701052][bookmark: _Toc130211434][bookmark: _Toc130211860][bookmark: _Toc129689982][bookmark: _Toc129701053][bookmark: _Toc130211435][bookmark: _Toc130211861][bookmark: _Toc129689983][bookmark: _Toc129701054][bookmark: _Toc130211436][bookmark: _Toc130211862][bookmark: _Toc25598814][bookmark: _Toc26283070][bookmark: _Toc129689984][bookmark: _Toc129701055][bookmark: _Toc130211437][bookmark: _Toc130211863][bookmark: _Toc129689985][bookmark: _Toc129701056][bookmark: _Toc130211438][bookmark: _Toc130211864][bookmark: _Toc129689986][bookmark: _Toc129701057][bookmark: _Toc130211439][bookmark: _Toc130211865][bookmark: _Toc129689987][bookmark: _Toc129701058][bookmark: _Toc130211440][bookmark: _Toc130211866][bookmark: _Toc129689988][bookmark: _Toc129701059][bookmark: _Toc130211441][bookmark: _Toc130211867][bookmark: _Toc129689989][bookmark: _Toc129701060][bookmark: _Toc130211442][bookmark: _Toc130211868][bookmark: _Toc129689990][bookmark: _Toc129701061][bookmark: _Toc130211443][bookmark: _Toc130211869][bookmark: _Toc129689991][bookmark: _Toc129701062][bookmark: _Toc130211444][bookmark: _Toc130211870][bookmark: _Toc129689992][bookmark: _Toc129701063][bookmark: _Toc130211445][bookmark: _Toc130211871][bookmark: _Toc129689993][bookmark: _Toc129701064][bookmark: _Toc130211446][bookmark: _Toc130211872][bookmark: _Toc129689994][bookmark: _Toc129701065][bookmark: _Toc130211447][bookmark: _Toc130211873][bookmark: _Toc129689995][bookmark: _Toc129701066][bookmark: _Toc130211448][bookmark: _Toc130211874][bookmark: _Toc129689996][bookmark: _Toc129701067][bookmark: _Toc130211449][bookmark: _Toc130211875][bookmark: _Toc129689997][bookmark: _Toc129701068][bookmark: _Toc130211450][bookmark: _Toc130211876][bookmark: _Toc129689998][bookmark: _Toc129701069][bookmark: _Toc130211451][bookmark: _Toc130211877][bookmark: _Toc129689999][bookmark: _Toc129701070][bookmark: _Toc130211452][bookmark: _Toc130211878][bookmark: _Toc129690000][bookmark: _Toc129701071][bookmark: _Toc130211453][bookmark: _Toc130211879][bookmark: _Toc129690001][bookmark: _Toc129701072][bookmark: _Toc130211454][bookmark: _Toc130211880][bookmark: _Toc129690002][bookmark: _Toc129701073][bookmark: _Toc130211455][bookmark: _Toc130211881][bookmark: _Toc129690003][bookmark: _Toc129701074][bookmark: _Toc130211456][bookmark: _Toc130211882][bookmark: _Toc456333083][bookmark: _Toc456333086][bookmark: _Toc456333087][bookmark: _Toc456333090][bookmark: _Toc456333091][bookmark: _Toc454462839][bookmark: _Toc454462969][bookmark: _Toc454463010][bookmark: _Toc454463090][bookmark: _Toc454463150][bookmark: _Toc454463195][bookmark: _Toc454463234][bookmark: _Toc129690004][bookmark: _Toc129701075][bookmark: _Toc130211457][bookmark: _Toc130211883][bookmark: _Toc129690005][bookmark: _Toc129701076][bookmark: _Toc130211458][bookmark: _Toc130211884][bookmark: _Toc129690006][bookmark: _Toc129701077][bookmark: _Toc130211459][bookmark: _Toc130211885][bookmark: _Toc129690007][bookmark: _Toc129701078][bookmark: _Toc130211460][bookmark: _Toc130211886][bookmark: _Toc129690008][bookmark: _Toc129701079][bookmark: _Toc130211461][bookmark: _Toc130211887][bookmark: _Toc129690009][bookmark: _Toc129701080][bookmark: _Toc130211462][bookmark: _Toc130211888][bookmark: _Toc129690010][bookmark: _Toc129701081][bookmark: _Toc130211463][bookmark: _Toc130211889][bookmark: _Toc129690011][bookmark: _Toc129701082][bookmark: _Toc130211464][bookmark: _Toc130211890][bookmark: _Toc129690012][bookmark: _Toc129701083][bookmark: _Toc130211465][bookmark: _Toc130211891][bookmark: _Toc129690013][bookmark: _Toc129701084][bookmark: _Toc130211466][bookmark: _Toc130211892][bookmark: _Toc129690014][bookmark: _Toc129701085][bookmark: _Toc130211467][bookmark: _Toc130211893][bookmark: _Toc129690015][bookmark: _Toc129701086][bookmark: _Toc130211468][bookmark: _Toc130211894][bookmark: _Toc129690016][bookmark: _Toc129701087][bookmark: _Toc130211469][bookmark: _Toc130211895][bookmark: _Toc129690017][bookmark: _Toc129701088][bookmark: _Toc130211470][bookmark: _Toc130211896][bookmark: _Toc129690042][bookmark: _Toc129701113][bookmark: _Toc130211495][bookmark: _Toc130211921][bookmark: _Toc129690043][bookmark: _Toc129701114][bookmark: _Toc130211496][bookmark: _Toc130211922][bookmark: _Toc129690044][bookmark: _Toc129701115][bookmark: _Toc130211497][bookmark: _Toc130211923][bookmark: _Toc129690069][bookmark: _Toc129701140][bookmark: _Toc130211522][bookmark: _Toc130211948][bookmark: _Toc528774070][bookmark: _Toc25598744][bookmark: _Toc142048540]Return on Investment (ROI)
The expected return on investment and main assumptions are:
Outline ROI including quantitative figures and assumptions. The return on investment draft calculation (ROI = Net income / Cost of investment x 100.) could be turned around to compute boundaries for a positive return on investment (minimum sales volume, minimum sales price, maximum total development cost, etc.).

A detailed calculation is only applicable to Product phase (see. below in section 4.1).
[bookmark: _Toc130231623]
[bookmark: _Toc142048541]Financial Indicators [Applicable only to Product Phase]
Refer to the relevant tables and figures in the financial forecast workbook (available at: https://connectivity.esa.int/documents)  that quantify the expected return on investment.
The financial forecast is detailed in the attached financial forecast workbook. It shows the impact of ESA financial support on the return on investment.
Provide a copy of the relevant tables/figures in this section, replacing the placeholders below.

A copy of the relevant information is provided below:
The Internal Rate of Return (IRR) is …… 
The Net Present Value (NPV) is …… 
The break-even point is …… 



[bookmark: _Toc25598745][bookmark: _Toc142048542]Financial Forecast Workbook [Applicable only to Product Phase]
Applicable only to Product Phase
(available at: https://connectivity.esa.int/documents)
[bookmark: _Toc142048543][bookmark: _Ref25596782][bookmark: _Ref25596789][bookmark: _Ref25596797][bookmark: _Toc25598746]Letter of Interest from Our Customer
[bookmark: _Toc130211952][bookmark: _Toc135652403][bookmark: _Toc135652474][bookmark: _Toc135652604]if you are targeting a single customer only attach a letter of interest from that customer here
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