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[bookmark: _GoBack]ABSTRACT
This study was carried out to examine the land availability challenges and mismanagement using Lagos State as case study. To achieve this 3 research questions were formulated. The survey design was adopted and the simple random sampling techniques were employed in this study. The population size comprise of all the businesses enterprise in Enugu State. In determining the sample size, the researcher conveniently selected 65 respondents while 50 respondents were validated. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using frequency tables and percentage. The result of the findings reveals that; the essence of writing a business plan is of unquestionable importance, however with regards to the findings of the study, the following are the importance of preparing a business plan; it assist in making critical business decisions, it helps in ironing out the kinks; it proves the viability of the business; it helps to understand better the broader landscape of a business and it reports the business environment, every business has its own internal and external environment alongside prospects and challenges, and in other to understand these environments and the dynamics of the business, the entrepreneur needs to prepare a business plan to enable him/her have a clear picture and understanding of the business. The following among many others are then reasons why business owners should prepare a business plan; to understand the feasibility of their business idea,to establish business milestones, to better understand your customer, to enunciate previously unstated assumptions, to determine your financial needs, to reduce the risk of pursuing the wrong opportunity, to plot your course and focus your efforts, to attract partners, to ascertain the success of your business, to reposition your business to deal with changing conditions, to document your marketing plan, and to uncover new opportunities. And business plan contributes positively to the success of a business. So therefore it is recommended that all business owners in operators in Nigeria particularly in Enugu State should consult academia dignitaries or firms who specializes in the preparation of business plans (such like DataPlus Interactive LTD Abuja) to assist them in conducting periodical business plans. This will help them in understanding the changing environment of their business and better ways to stay competitive (through innovation and bench-marking).



CHAPTER ONE
INTRODUCTION
1.2 BACKGROUND OF THE STUDY
Writing a business plan in a business world of the 21st century is a desirable undertaking that should be planned in terms task and timeline. If the venture as already been lunched, or an actual start-up based on the feasibility analysis of that venture. The writing of a business plan must now be sand-witched in all the day to day activities associating with an operating business.
Acceding to Abasiekama (2012), He said that “once an opportunity is identify, the entrepreneur must be determine to ensure that the resources needed to exploit such opportunity are available.
That simply means that the (entrepreneur) must spend time to plan, there is a saying that those who fail to plan, plan to fail. A new business results from prospective owners having both a good idea for producing and selling products and the ability to carry out this idea. Yet others think such as building and machines, human resources, materials and supplies and finances are also needed   . These needs are developed from the strategic operation and financial planning and all that planning needs to formulize in a business plan.
According to Ntekop (2016), a business plan is that machinery that enables a company to develop strategic for coping with unforeseen circumstances and changes in the business environments. Even if the new venture as no yet been lunched, an action plan for completing a business plan in a relatively short period of time will help accelerates then process. Most small business owners and features enterprises know the roles of business plan. A business plan explains how the business will function in the markets place.
In whatever you do planning must be the top priority because it directs the flows of your endeavor. If you want to have your own business that will entail your interest and still, you need to plan for it well.
According to Albert (2010), a business plan is a formed plan prepared to serve as a tool for attracting the other components of the business formation package, including people and money.
One of the main roles of a business plan is to be able for a business owners to generates and track all hiss profits. You need to define your business core well so that your focus will be given to other important matters such as efficiency, improvement even financial management as well.
According to Bentley (2011), the business plan itself is a combination of a usual lengthy, arduous, creative and interactive process that can transform the caterpillar of raw ideas in to the magnificent butterfly of opportunity. Effective planning helps a lots in providing core competencies because it aids in the identification of the next steps that the company needs to take, it also helps in systems building to prepare the goods or products that the company offers in other to make it compete efficiently in the markets.
One of the most inevitable factors in any kind of business is competitive, to make sure that this will not have any negative effects to the way how you operate, you also leave to make use of great planning strategy in otter to know more about your possible competitive. By knowing more about how your competition function in the industries. You will now be able to know your SWOT that will help you grow in the markets.
The business plan according to Davidson (2012), becomes the point of departure for prospective investors to begin their due diligence to ascertain potential and various risk of the venture to emerge as a successful company, the basic wail be the entrepreneurs profitability, to achieve this, the entrepreneur needs to create excellence planning and barnstorming to set the right price on the products and services. Working on business plan can help organization focus on its resources, build towards sustainability and supports successful fundraising.  A business plan requires an organization to engage in the important task of assessing its capacity to deliver services as well as assessing the environment in which it works and the extent to which the service of offers are needed.
Tomkins (2012), says that “the business plan for high potential venture reveals the business ability to solve a significant problem, or meet a significant want or need for which someone will pay a premium.  Over the years, we have noticed that many strategic plans do not take into consideration where the money for the work will come from, often times we are brought in to help secure funds for priorities that have not been vetted by the appropriate individuals, foundation of granting agencies, if you ever jotted down a business idea on a Napkin with a few task you need to accomplish that means you have written a business plan, or at least a very basic component of one.
According to Bellamy (2013), the basic value of a business plan will be to create a written outline that evaluates all aspects of the economic viability of the business including a description and analysis of the business product for a period of time.
The business sometimes depends on a feasible concept that has been market tested, because the business plan is all about building a company and executing that feasible concept. The new environment for business planning actually make the case for the importance of the feasibility study to prove the concept and enable the founding team to launch the venture and test it before completing the formal business plan and seeking outside investment capital.
1.2 Statement Of The Problem
The business plan according to Onwuriri (2013) is known as the tool pool which the entrepreneur uses to solicit opinions and advice from people including those in the intended field of study. At its core, a business plan is just a plan of how your business is going to work, and how you are going to make it succeed. Unfortunately, many people think of a business plan only for starting a new business or applying for business loans. But business plans are also vital for running a business whether it needs new loan or new investment. Existing business should have the business plan that they maintain and update as market conditions change and as new opportunity arises.
1.3 Objective OF The Study
The general aim of the study is to ascertain the role of business plan in the success of an enterprise. Specifically, the study is set to achieve the following;
1. Identify the importance of a business plan to a business entity
2. Identify why business owners should prepare a business plan.
3. Determine whether business plan contributes positively to the success of a business.
1.4 Research Question
1) What are importance of business plan to a business entity?
2) Why should business owners prepare a business plan?
3) Does business plan contribute positively to the success of a business?
1.5 Significance Of The Study
This study will enlighten business owners in Nigeria on the importance, and relevance of business plan to their business and the its major impact on business success. The study also will contribute the body of existing literature in this area of study.
1.6 Scope Of The Study
The study covers the importance of a business plan to a business entity, the reason business owners should prepare a business plan and business plan contribution to the success of a business. Hence the study is delimited to  Enugu State,  Nigeria.
1.7 Limitation Of The Study
The major factors amongst others that posed a challenge to the researcher while carrying out this study were insufficient time given for the study, inadequate literature on this topic, and insufficient fund.


1.8 Definition Of Terms
Business: A business is defined as an organization or enterprising entity engaged in commercial, industrial, or professional activities. 
Business plan: A business plan is a written document describing a company's core business activities, objectives, and how it plans to achieve its goals.
Business performance: Business performance is closely tied to commercial effectiveness, and is determined by the ability of a company to implement optimal organisation with the aim of offering a product or service that meets the expectations of consumers and customers.



CHAPTER TWO
LITERATURE REVIEW
INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in two sub-headings:
· Conceptual Framework
· Chapter Summary
[bookmark: _Toc43312040]2.1	CONCEPTUAL FRAMEWORK
Business Plans
Business plans are often the starting point for would‐be entrepreneurs as they outline their business ideas and develop a plan to seek financing.  The business plan is a formal document which describes a good opportunity and outlines a strategic approach to pursue the opportunity.  Along with cost estimates and profitability projections, the business plan is used to guide strategy and to provide information for potential partners and other investors.   The value of a business plan is often assumed and seldom questioned. Because strategic planning is known to be important to businesses and to new ventures in particular, the business plan is often intuitively linked with improved performance.  Unfortunately, this relationship has seldom been tested in the academic literature.  There are few studies on the value of a business plan to the business itself or to the entrepreneur personally.
Importance of a Business Plan 
Hormozi, Sutton, McMinn, and Lucio (2002) outline the essential elements of a business plan and agree that regardless of the size or stage of development, companies use a business plan to improve their internal operations as well as to describe or market the business to outside investors.  Parks, Olson, and Boker (1991) agree few have questioned the value of business plans, particularly for small business start‐ups, and they find there has been increased advocacy for business plans in entrepreneurship and small business management offerings at colleges and universities.  In fact, an Internet search of college entrepreneurship course descriptions quickly reveals preparing a business plan is the major course deliverable.  Popular press books and software programs abound to help the nascent entrepreneur formulate their idea into a business plan.
Purpose of a Business Plan 
Struebing (1997) reported on a four‐year study conducted by the American Institute of Small Business which found the chances of success by companies undertaking major expansion or by those starting a new business increased by 50% or more if they first prepared a business plan.  The chances of obtaining a bank loan increased by an even greater percentage when the applicant had prepared a business plan.   Other studies of the value of a business plan have focused primarily on the business plan’s use as a vehicle for securing funding.  Singhvi (2000) studied 24 small businesses and their business plans and found more than 70% used the plan primarily for financing.  The business plans covered periods ranging from three to ten years.   Interestingly, the study found most small businesses did not update their plans, leading one to assume the plan was used only for early stage financing.   Kirsch, Goldfarb and Gera (2009), in their study of 722 funding requests submitted to American venture capital (VC) small-medium scale businesses, found the presence of business plans weakly associated with VC funding decisions and inferred the VCs learned much of the information about a start‐up from other sources independent of the business plan itself. Bowers (2009) reporting on the Goldfarb, Kirsch, and Gera (2009) study notes that venture capitalists who screen hundreds or even thousands of solicitations for new business funding do not even consider the content of the business plan.  Venture capitalists reveal that most of the information in the business plan, particularly in the financial forecast, is not relevant for their decisions.  Market validation or evidence of potential customers for the service or product, however, is relevant.   Generally the findings of these studies agree the business plan is not pointless and enables entrepreneurs to think through the logistics, pitfalls and possibilities and to clarify goals, particularly in the context of a competitive landscape.
While the business plan is assumed to be the first step for validating a new product or service idea, Bartlett (2002) reported only 40% of the Inc. 500’s company founders had formal written business plans prior to launching their companies.  It should be noted that these percentages were based on small-medium scale businesses still in existence.  If it were possible to collect this information on all new ventures during the same time period, the percentage of ventures with business plans would be even less.  Allred and Addams (2006) studied successful companies included on the Inc. 500’s list to determine whether these companies used a business plan once financing had been obtained.  They concluded CEOs and top management of small companies should prepare an effective business plan, revise it to fit the environment, and refer to it often to assist their company in achieving even greater success in their operations.  
Some researchers question if the business plan is even necessary since the plan includes numerous assumptions about the future, which is uncertain and continually evolving.The act of starting a business itself results in a change in the environment and initiates actions by competitors, hence the environment is changed and the value of a business plan is compromised.  Karlsson and Honig (2009) agrees the preparation and use of business plans are supported by various universities, governmental assistance agencies, management consultants, and a wide array of literature, but are often not considered as useful tools to be used or updated.  Karlsson and Honig (2009) studied six companies over five years and found initial conformity to business plans was followed universally by a gradual loose coupling with the plans over time.  Most entrepreneurs who wrote business plans also never updated them and rarely referred to them.   Upton, Teal, and Felan (2001), however, studied fast‐growing family small-medium scale businesses and found the majority did prepare and use formal written business plans.


Business Plans and small-medium scale businesses Performance
Other studies have hypothesized and explored a link between the preparation and use of a business plan and resulting small-medium scale businesses profitability.  In their study of the 1987 Inc. 500 small-medium scale businesses, Parks, Olson, and Boker (1991) hypothesized that business plan preparation should improve profitability for the respondents, but they found just the opposite.  The average profitability was substantially higher for small-medium scale businesses without prepared business plans.  The explanation of these findings may relate to the composition of the 1987 Inc. 500.  Their business start‐up success was higher than average and attributed not to a sound business plan but to a proprietary advantage, timing, meeting a well defined customer need, or a revolutionary idea or technology.  Parks, Olson and Boker (1991) also noted that fifty percent of the successful businesses had no formal written plan.  Heriot, Campbell, and Finney (2004) agree there is a presumption that a business plan will lead to positive small-medium scale business performance and this therefore assumes preparing the business plan is a good idea.  While they agree there are many ways to operationalize positive performance, their findings were mixed at best.
Business Planning Versus Business Plans 
Researchers have supported a positive relationship between planning and small-medium scale business performance and these strategic models typically support the preparation of a formal, written business plan (see for example Rue & Ibrahim, 1998; Perry, 2001; Fletcher & Harris, 2002; Sahlman, 1997).  Yet no clear relationship between the preparation of a business plan and corresponding small-medium scale business performance or any other positive outcomes has resulted.   While Perry (2001) found positive relationships between business plans and performance, others have found the exact opposite (see, for example, Hand, Sineath, & Howle, 1987).  Perry (2001) concluded that in general, very little formal planning is performed in US small businesses.  Hannon and Atherton (1998) believe a closer inspection of the research suggests the benefits of a business plan are for actual planning within business rather than as a document for acquiring resources.
Business Plans and Positive Outcomes 
In support of the business plan leading to a new business, using historical cases, Liao and Gartner (2008) found nascent entrepreneurs who completed a business plan were six times more likely to start a business than individuals who did not complete a business plan.  Fiet and Patel (2006) tested a theoretically‐based approach for evaluating and predicting business plan performance.  Their results accounted for 74% of the variance above the expected ROI to investors based on the original business plan estimates.  Similarly, Koh, Kim, and Lee (2008) studied the relationship between business plans and corporate performance in small and mid‐sized enterprises (SMEs) in Korea and found good performance was found in small-medium scale businesses with an excellent plan and excellent implementation. Delmar and Shane (2003) studied new ventures in Sweden and found planning in general as well as the business plan itself to be important prerequisites to action in new ventures.  The plans helped founders make decisions, balance resource supply and demand, turn goals into operational steps, accelerate new product development and venture organizational activities, and reduce the likelihood of disbanding the venture.  In a follow‐up study, Shane and Delmar (2004) again studied Swedish entrepreneurs and found those completing business plans before talking to customers and beginning promotional and marketing activities had a lower risk of failure, thus pointing to the benefit of business plans. Challenging the hypothesis of a link between a business plan and performance, Perry (2001) studied the relationship between written business plans and small business failure in the US.  He found while few small-medium scale businesses engaged in formal planning, surviving small-medium scale businesses do more planning than failed small-medium scale businesses did prior to their bankruptcy.
Business Plans and the Entrepreneur’s Outcomes 
Even though there has been research investigating the relationship between business plans and small-medium scale businesses outcomes, there is a dearth of research on how using a business plan to start a new venture can directly impact the actual entrepreneurs.   While business plans may increase the probability of success of the new venture and its profitability, does preparing a business plan directly impact the start‐ up entrepreneur’s personal income or wealth?  This research question should be included in any comprehensive assessment of the value of business plans in start‐up ventures
Business Planning’s Impact on Growth and Performance of SMEs 
Research has examined the influence of business planning, in general, (strategic planning, formal long-term planning, marketing planning, etc.) on small-medium scale businesses performance within two related streams of management science literature (Gruber, 2007): strategic management and entrepreneurship. Strategic management studies have concentrated primarily on measuring the effects of strategic planning within large established companies, attempting to support or discredit practitioners’ beliefs in the value of management planning activities and process (SWOT analysis). Strategic business planning research emerged, was avidly debated in top management journals from 1970 until 1990, then almost disappeared after that time (Powell, 1992), without providing a clear answer to the focal question. Since 1990 the debate has resurfaced, in a related literature stream – the comparatively nascent field of entrepreneurship studies. Entrepreneurship scholars are focused on examining the impacts of business planning on new venture creation and development (Gruber, 2007), also reporting contradictory empirical results and divergent conceptual reasoning (e.g., Honig & Samuelsson, 2012). 
According to Young (2003: pp4), strategic planning is “a formal yet flexible process to determine where an organisation is currently and where it should be in future”. In the same vein, Branka and Boštjan (2004) established that the core of strategic planning practices is to have a clear vision and objectives. Strategic planning practices have been seen to have a positive impact on small-medium scale businesses performance (Eriksen 2008; Hussam & Raef 2007). Wickham (1998) further states that strategic planning is very beneficial for SME performance as it forces the entrepreneur/manager According to Young (2003), strategic planning is “a formal yet flexible process to determine where an organisation is currently and where it should be in future”. In the same vein, Branka and Boštjan (2004) established that the core of strategic planning practices is to have a clear vision and objectives. Strategic planning practices have been seen to have a positive impact on small-medium scale businesses performance (Eriksen 2008; Hussam & Raef 2007). Wickham (1998) further states that strategic planning is very beneficial for SME performance as it forces the entrepreneur/manager.
Management planning: Business plan design
The business plan is a practical tool for entrepreneurs to use in designing their venture. This tool helps entrepreneurs to plan a business idea before taking action (Corbett & Katz, 2016).
The purpose of a business plan is to map the future of the venture, to get to the entrepreneurs’ desired destination (Sahlman, 1997). It is likely that the business plan will change during the journey. However, the business plan can keep entrepreneurs on track. Another purpose of conducting a business plan is to present the business idea to potential investors or when requesting a bank loan (Mason & Stark, 2004). The business plan is a tool where the essential components of the venture are described in a clear and consistent manner. These components mainly include aspects related to the venture’s structure, its finances and the market.
The venture component
This component describes the aspects of a venture’s identity and legal composition. It includes the business details in terms of its legal and management structure, that is, the registration details, business premises, organisation chart, ownership and management, description of products or services, description of the key job positions, legal considerations, operations and other related plans. It also includes the vision, mission and goals. The vision statement briefly outlines the future of the business. The mission statement concisely describes what the business does, including its services and value proposition as well as its growth potential. The goals are the venture’s aims, while the objectives state the activities needed or the steps to be taken towards achieving the goals. These goals and objectives can be linked with the concept of sustainability. Ventures can be sustainable in the sense of their commitment to (a) minimising their negative environmental impacts, (b) being socially responsible and (c) creating shareholder value (Frederick, O’Connor, & Kuratko, 2013). In the past, there was a belief that sustainability was a separate section of the business plan. Today, sustainability can be a philosophy that is embedded in the processes and systems of the venture to increase its chances of survival in the long term (Werbach, 2011). Therefore, entrepreneurs have to think about their own definition of sustainability and identify potential environmental, social and economic harms while doing their activity, as well as practices that should be implemented to mitigate the impact of potential harms. The legal structure of the venture, registration, licences and permissions are other important aspects of the venture component (Timmons, Spinelli, & Tan, 1994). Entrepreneurs have to register their business in their state or territory. If it is only an idea, entrepreneurs have to research the process of registering a business in their location. They have to decide if they will use a trading name, and the business’s legal structure The local taxation authorities will provide a unique business registration or unique company number, which will be the identity of that particular business. Entrepreneurs also have to make decisions about registering domain names or websites, if applicable. Regulations around the world stipulate guidelines and requirements in this field.
In this component, the management owner/s’ details and background are described. This section is particularly important to delimit the liability and responsibility of the venture. This section has to define who will be responsible for running the business (e.g. the owner or someone on his/her behalf). In the case of a partnership, it is important to state the percentage share and role in the business. If the business will have employees, their job descriptions must be provided in the business plan. Entrepreneurs have to identify all the regulations affecting their business (Corbett & Katz, 2016), for example, consumer law, business law, or law related to the tourism/hospitality industry. Based on the regulatory framework, entrepreneurs can consider potential risk ranked by likelihood of happening and then determine the possible impact they might need to prevent or design action plans to minimise these risks. Once these risks and action plans have been identified, decisions about types of insurance can be made.
The venture component of a business plan must include the provided products or services. In the tourism industry, services rather than physical products are provided. For example, tours, accommodation, bookings are considered services, while T-shirts, souvenirs and postcards are considered physical products. These services are described in this component from the following perspectives: (a) market position, (b) unique selling proposition, (c) anticipated demand for each service or product, (d) pricing strategy, (e) value to the customer and (f) growth potential. These perspectives are considered in the corresponding components on finance and marketing. However, an executive summary is presented in the introduction to the business plan. It is particularly important to identify and describe the operational processes for delivering services. For example, if there are third parties such as suppliers, then the processes must be precisely described. Operating hours, communication channels used, payment types accepted and credit policy are other types of information related to business processes that should also be provided.
The finance component
The finance component starts setting the venture’s financial objectives, which can be stated in the form of sales or profit targets (Brooks, 2015). In this section, entrepreneurs also identify how much capital they need to start the venture and where they will obtain the funds. The proportion of loans, investors, personal savings or government funding should be stated in this component as well. It is common for start-ups to provide assumptions of seasonal adjustments, drought or interest rates. This component must also include all related funds and financial resources needed to start the venture. This section encompasses the main financial statements in terms of forecasts. These are: (a) balance sheet, (b) profit and loss statement and (c) cash flow forecast.
The balance sheet includes financial resources owned by the venture (assets) and the claims against these resources (liabilities). These claims come from creditors and owners. Assets can be tangible, such as land and equipment, or intangible, such as patents and copyrights. Another classification may be the one referred to as current assets, such as cash, inventory, prepaid expenses for the following three years, and fixed assets, such as leasehold, property and land, furniture, vehicles and equipment. Concerning liabilities, the balance sheet includes the current or short-term liabilities, such as credit cards payable, accounts payable, interest payable, accrued wages, income tax, and long-term liabilities, such as loans that are not due and payable within the next twelve months. Finally, an important liability is the owner’s equity, that is, what remains after the firm’s liabilities are subtracted from its assets (Kuratko, 2017).
The profit and loss statement includes sales revenue less cost of goods sold expected for the following three to five years. Information from sales forecasts and expenses projections is used to calculate the net income projections. The entrepreneur should know how profit varies if sales differ from those forecasts. The break-even analysis calculates the total sales needed to break even. In the annual cash flow forecast the expected cash flow, which includes cash incoming and cash outgoing to determine cash balance, is analysed.
Sometimes an entrepreneur should present their personal financial statement, where personal assets, liabilities, income and expenses are listed. This is intended to inform potential external investors about the entrepreneur’s capability and skills (McKeever, 2017). Once the venture is on track, the financial forecasts and statements can be used to manage the venture on a daily basis and monitor the actual performance or results.
The market component 
In this component, entrepreneurs define the unique selling proposition and conduct research to evaluate the market – potential clients and competitors. This evaluation approach is called market-driven because the unique selling proposition offered will be influenced by market trends and the customers’ needs instead of the entrepreneur’s production or service convenience (Schindehutte, Morris, & Kocak, 2008).
Market positioning refers to the effort to lead consumers’ perceptions of a product or service compared to the competition (Brooksbank, 1994). To create a market positioning statement it is important to identify the target customers, identify this market’s needs and fears, tailor a statement that spreads the message to meet their needs and overcome their fears and, finally, support this statement by providing evidence (Osterwalder, Pigneur, Bernarda, & Smith, 2014).
A SWOT analysis has been carried out in the feasibility study. This analysis enables prospective entrepreneurs to evaluate the strengths and weaknesses of their venture as well as the opportunities and threats in the business environment (Helms & Nixon, 2010).
Market research aims at gaining a better understanding of the market groups and segments to be targeted. This analysis includes a description of potential customers as well as the services or products and the quantity that would meet their needs. This type of information helps entrepreneurs to know the best way to target their products or services to them.
An analysis of a venture’s direct competition is also part of this section. The assessment of competitors should contain their estimated percentage of market share, unique value to customers, strengths and weaknesses. After analysing the market research, entrepreneurs can identify the most appropriate marketing strategy to enter into a particular market, to target and attract the selected market segment. This includes sales promotion and advertising to communicate the product or service’s unique value proposition to attract customers’ awareness and generate sales.
The marketing strategy to start up the venture needs to be planned by the entrepreneur and stated in this section. The design of this strategy will depend on whether the product or service is entering into a new or existing market (Jain & Haley, 2009). According to McDonald (1996), if the venture is entering into an existing market with an existing product or service, then a marketing strategy of market penetration would be appropriate. If the venture is entering into a new market with an existing product or service, then the market development strategy would be appropriate. Either of these two strategies will have its own: (a) sales promotion and advertising objectives, (b) expectations of achievements and (c) action plans. The sales promotion and advertising efforts need to express the product or service’s value proposition. This proposition briefly highlights how the product or service benefits customers over the competitors (Osterwalder et al., 2014). To make an efficient sales promotion, entrepreneurs should select the appropriate communication channels, the expected percentage of overall sales via these channels, their integration with other channels (if any) and the advantages and disadvantages of using them. Finally, the entrepreneurs have to set a specific timeframe for the marketing strategy and the action plan to achieve the objectives. For further information on how to develop a business plan, entrepreneurs can refer to the business model template by Osterwalder and Pigneur (2010). This template is a tool or framework that helps new entrepreneurs to design their own business plan in a practical way. It contains the main elements of the venture and their relationships, expressing the logic underlying the nature of the business (Osterwalder & Pigneur, 2010). This will help entrepreneurs to assess the business’s performance with respect to added value, customer relationships, the creation process and financial aspects. This business plan template has recently been used to integrate the three pillars of sustainability (economic, environmental and social) into the business philosophy. For further information, refer to the sustainability triple-layered business model template by Joyce and Paquin (2016).
2.2 THEORETICAL FRAMEWORK 
In previous studies discussed above, it was realized that the development and effective usage of business plan, leads to SMEs growth. However, the decision to use a formal business plan or not, could be influenced by the gender and age of the entrepreneur, level of education and the age of business. These variables were therefore controlled for, to determine the extent of their influence.
[image: ]
2.3 CHAPTER SUMMARY
In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of business plan, its importance, purpose and impact on business performance. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the relevant literature.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3	POPULATION OF THE STUDY
According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
This study was carried out to examine the role of a business plan in the success of an enterprise. Selected businesses in Enugu state form the population of the study.
3.4	SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of businesses in Enugu State, the researcher conveniently selected 65 businesses as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.


3.6 	RESEARCH INSTRUMENT AND ADMINISTRATION
The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7	METHOD OF DATA COLLECTION
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8	METHOD OF DATA ANALYSIS
The responses were analysed using the frequency tables, which provided answers to the research questions. 
3.9	VALIDITY OF THE STUDY
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10	RELIABILITY OF THE STUDY
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11	ETHICAL CONSIDERATION
he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4. INTRODUCTION
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of sixty five (65) questionnaires were administered to respondents of which fifty (50) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  50 was validated for the analysis.
4.2	DATA PRESENTATION
The table below shows the summary of the survey. A sample of 65 was calculated for this study. A total of 50 responses were received and validated. For this study a total of 50 was used for the analysis.
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	65
	100

	Received  
	50
	76

	Validated
	50
	76


Source: Field Survey, 2021


Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	29
	58%

	Female
	21
	42%

	Age
	
	

	20-30
	18
	36%

	30-40
	22
	44%

	41-50
	10
	20%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	27
	54%

	MASTERS
	18
	36%

	PHD
	5
	10%

	Marital Status
	
	

	Single
	12
	24%

	Married
	26
	32%

	Separated
	00
	00%

	Divorced
	04
	08%

	Widowed
	08
	16%

	Type Of Business
	
	

	Fashion
	6
	12%

	Decorative Services
	11
	22%

	Beauty Care
	19
	38%

	Arts and Entertainment
	10
	22%

	Real Estate
	4
	8%

	Years In Business
	
	

	1-3
	12
	24%

	4-6
	21
	42%

	7+
	17
	34%


Source: Field Survey, 2021
4.2	ANSWERING RESEARCH QUESTIONS
Question 1: What are importance of business plan to a business entity?
Table 4.3: Respondent on question 1
	Options
	Yes
	No
	Total %

	It assist in making critical decisions
	50
(100%)
	00
	50
(100%)

	It helps in ironing out the kinks
	50
(100%)
	00
	50
(100%)

	It proves the viability of the business
	50
(100%)
	00
	50
(100%)

	It helps to understand better the broader landscape of a business
	50
(100%)
	00
	50
(100%)

	It reports the business environment.
	50
(100%)
	00
	50
(100%)


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes to all the options provided. There was no record of no.
Question 2: Why should business owners prepare a business plan?
Table 4.4: Respondent on question 2
	Options
	Yes
	No
	Total %

	To understand the feasibility of their business idea
	50
(100%)
	00
	50
(100%)

	To establish business milestones
	50
(100%)
	00
	50
(100%)

	To better understand your customer
	50
(100%)
	00
	50
(100%)

	To enunciate previously unstated assumptions
	50
(100%)
	00
	50
(100%)

	To determine your financial needs
	50
(100%)
	00
	50
(100%)

	To reduce the risk of pursuing the wrong opportunity
	50
(100%)
	00
	50
(100%)

	To plot your course and focus your efforts
	50
(100%)
	00
	50
(100%)

	To attract partners.
	50
(100%)
	00
	50
(100%)

	To ascertain the success of your business
	50
(100%)
	00
	50
(100%)

	To reposition your business to deal with changing conditions
	50
(100%)
	00
	50
(100%)

	To document your marketing plan
	50
(100%)
	00
	50
(100%)

	To uncover new opportunities
	50
(100%)
	00
	50
(100%)


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes to all the options provided. There was no record of no.
Question 3: Does business plan contribute positively to the success of a business?
Table 4.5:  Respondent on question 3
	Options
	Frequency
	Percentage

	Yes
	35
	70

	No
	0
	0

	Undecided
	15
	30

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 70% of the respondents said yes, while the remaining 30% were undecided. There was no record for no.
CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings into the land availability challenges and mismanagement using Lagos State as case study. Respondents for this study were obtained from the staff of Lagos State Land Bureau. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study
In this study, our focus was to examine the role of a business plan in the success of an enterprise using selected businesses in Enugu state as case study. The study specifically was aimed at Identifying the importance of a business plan to a business entity, identifying why business owners should prepare a business plan and determining whether business plan contributes positively to the success of a business.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 50 responses were validated from the enrolled participants where all respondent are active owners of selected businesses in Enugu State.
5.3 Conclusions
Business plans are a prevalent feature of business management and are encouraged by government agencies, education institutions, and consultants. They are frequently a core requirement when seeking finance. There is also a widespread belief that writing a business plan will impact favourably on venture performance. However, many business owners seem not to understand the need to write a business plan. Thus, having analyzed the findings of this study, the researcher concluded that;
1. The essence of writing a business plan is of unquestionable importance, however with regards to the findings of the study, the following are the importance of preparing a business plan; it assist in making critical business decisions, it helps in ironing out the kinks; it proves the viability of the business; it helps to understand better the broader landscape of a business and it reports the business environment.
2. Every business has its own internal and external environment alongside prospects and challenges, and in other to understand these environments and the dynamics of the business, the entrepreneur needs to prepare a business plan to enable him/her have a clear picture and understanding of the business. The following among many others are then reasons why business owners should prepare a business plan; to understand the feasibility of their business idea,to establish business milestones, to better understand your customer, to enunciate previously unstated assumptions, to determine your financial needs, to reduce the risk of pursuing the wrong opportunity, to plot your course and focus your efforts, to attract partners, to ascertain the success of your business, to reposition your business to deal with changing conditions, to document your marketing plan, and to uncover new opportunities.
3. Business plan contributes positively to the success of a business.


5.3 RECOMMENDATIONS
Based on the responses obtained, the researcher recommended that all business owners in operators in Nigeria particularly in Enugu State should consult academia dignitaries or small-medium scale businessess who specializes in the preparation of business plans (such like DataPlus Interactive LTD Abuja) to assist them in conducting periodical business plans. This will help them in understanding the changing environment of their business and better ways to stay competitive (through innovation and bench-marking).
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
20-30	[  ]
31-40	[  ]
41-50   [  ]
51 and above [  ]
Educational level
WAEC		[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
Type Of Business
Fashion	[  ]
Decorative Services	[  ]
Beauty Care		[  ]
Arts and Entertainment	[  ]
Real Estate		[  ]
Years In Business
1-3		[  ]
4-6		[  ]
7+		[  ]
SECTION B
Question 1: What are importance of business plan to a business entity?
	Options
	Yes
	No

	It assist in making critical decisions
	
	

	It helps in ironing out the kinks
	
	

	It proves the viability of the business
	
	

	It helps to understand better the broader landscape of a business
	
	

	
	
	

	It reports the business environment.
	
	



Question 2: Why should business owners prepare a business plan?
	Options
	Yes
	No

	To understand the feasibility of their business idea
	
	

	To establish business milestones
	
	

	To better understand your customer
	
	

	To enunciate previously unstated assumptions
	
	

	To determine your financial needs
	
	

	To reduce the risk of pursuing the wrong opportunity
	
	

	To plot your course and focus your efforts
	
	

	To attract partners.
	
	

	To ascertain the success of your business
	
	

	To reposition your business to deal with changing conditions
	
	

	To document your marketing plan
	
	

	To uncover new opportunities
	
	



Question 3: Does business plan contribute positively to the success of a business?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
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