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Many IP practices 
have grown with 
little planning 
and over a 
period of time. 
However, today’s 

increasingly competitive market 
requires that firms be more focused 
and commercially savvy. A good 
business plan can help a business 
navigate its way through this 
environment, but what does a  
good plan look like and what  
should you be doing in order to 
create one?

Critical paths
When developing a robust business 
plan that really helps fee-earners (and 
which provides reassurance to the 
bank that the firm is in good health 
as well as a political tool when 

budgets are being discussed) there 
are three critical exercises  
to consider:

1. A Business Canvas – an exercise to 
help clarify what your firm is, which 
clients it serves and how it positions 
itself in the market.

2. The Client Value Proposition (CVP) –  
a copywriting approach, which aims  
to explain in a few statements  
how your firm creates client value  
and distinguishes itself from  
its competition. 

3. A Strategic Marketing Plan (referred to 
as an OGSM for reasons that will be 
explained later) – this document 
should follow, and indeed will be made 
easier by first undertaking, the earlier 
two exercises.

Perhaps this sounds onerous, but 
here’s the good news… each of these 
three components can be restricted to 
just one piece of paper. Indeed, the 
more succinct the output of your 
thinking the more powerful the 
resulting plan will be.

Step by step
Here is how it works, step by step.
The first stage is for the management 
team, executive or board to sit down 
with a simple template (called a 
Business Canvas) and answer the 
following questions: 

• What is the profile of the clients you 
are serving? 

 The description might, for example, 
relate to industry sectors, location, and 
size of organisation or individual social 
demographics. Being all things to all 

A 
business 

plan is not 
just for 

bank 
managers

Bernard Savage 
offers the  

step-by-step 
actions  

that will boost 
your business



25
D

E
V

E
LO

P
M

E
N

T

DECEMBER 2014/JANUARY 2015   itma.org.uk   

Bernard Savage 
is Director of Size 10 ½ Boots. The firm is a business development 
agency specialising in professional service firms. 
Find out more at tenandahalf.co.uk

   Each goal should 
have a strategy 
that guides the 
business towards 
specific actions,  
eg overhauling  
the company 
website or 
launching a sector 
business focus

people is not a sensible option 
anymore: focus is required to be 
credible externally and efficient  
in marketing.

• Where are the fees going to  
come from?

 This part of the process will involve an 
analysis and consideration of relative 
importance to the business in the 
future of patents, trade marks, design 
and copyright; you might want to 
discuss the current breakdown versus 
strategic intent looking ahead. Many 
firms report increasing competition 
from law firms for trade mark work.  
In light of this, do you want to invest 
more in attracting fees from patents or 
is a fresh approach required to increase 
billings in trade marks? 

• What resources are required to 
promote the firm?

 There are several aspects to this part 
of the planning process: fee earners 
business development and marketing 
collateral, ie web copy, brochures, 
hospitality and events.

• Where is the work going to  
come from?

 It’s useful at this stage to analyse 
historic billings to understand the 
origination of instructions – for 
example, what is the split between 
direct clients and referrers? Which 
type of referrer makes the biggest 
contribution to fees? How much 
business is based on existing 
relationships and how much is based 
on new ones?
These are just some of the key 

questions, but enough hopefully to 
give you a feel for what is required  
in the Business Canvas exercise.

The second stage (and indeed a 
space reserved on the Canvas) is to 
create a compelling Client Value 
Proposition (CVP). This is an 
explanation of how you best deliver 
value to clients and the market.  
Done well, your CVP will make it 
easier for your target clients and 
referrers to find and employ you.

The CVP exercise is arguably the 
toughest of the three stages and best 
done with an expert copywriter.  
You will know that you’ve taken a 
wrong turn if you end up with 
anodyne statements that refer to 
“straightforward advice”, “pragmatic 

solutions”, “outstanding client 
service” and “proactive advisors”.

Developing a CVP should start with 
answering two more questions:
• What are you selling?
• What are your clients (or your 

referrers) buying?
Once you have collected the 

thoughts of your colleagues the idea 
is to cross-reference the answers and 
find the common ground - which 
gives you the messages with which to 
begin crafting your copy. When 

complete, this copy can be used for a 
website, brochures, pitch documents 
and headlines, as well as in a 
networking context.

Creating the CVP will help you 
complete the final piece in the 
Business Canvas exercise and lead 
you to the final stage of the planning 
process – the development of an 
overarching strategic marketing plan.

Power tool
A very user-friendly strategic plan is 
another tool called an OGSM – O 
stands for Objectives, G for Goals, S 
for Strategies and M for Measures. 

The OGSM depends on your 
undertaking another sequence of 
steps. The first step is to be clear 
about the overriding key Objective of 
your plan, eg “Double the business” 
or “Become the first choice for IP 
buyers”. Next, you need to break 
down this objective into a series of 
more specific goals that will lead you 
towards achieving your stated 
overriding key Objective. So, perhaps 
that involves breaking into a new 
market or making some lateral hires 
or raising fee tariffs. 

Strategies (S) are concerned with 
how you will deliver your goals. Each 
goal should have a strategy that 
guides the business towards specific 
actions, eg improving the business 
development capability of fee earners 
or overhauling the company website 
or launching a sector business focus. 
Each goal should be SMART – specific, 
measurable, achievable, realistic, and 
have a timeline attached. 

Finally, in Measures (M) consider 
milestones that you can flag to 
monitor progress towards your goals.

Often there is debate internally 
about whether an activity is an 
objective or goal (or perhaps even 
strategy or measure). It really doesn’t 
matter to which column an activity is 
assigned. What matters is the process 
of discussion and focus that result.

As a combined approach these 
three tools (Business Canvas, CVP and 
OGSM) are a powerful way of 
harnessing the energy of, and 
managing resources more efficiently 
and effectively in, any IP firm. 
Executed brilliantly, they will 
produce a more successful  
business and improve internal 
communication to boot.




