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Company description 

Name(s) and location(s) 
What are the names associated with your company? (List all company names, including the legal name of 
the corporation, trading name, brand or product names, names of subsidiaries, and domain names.) | Where 
is the company’s main place of business? (Give the specific address, if known, or the general area or city if a 
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location is yet to be selected.) | Do you have more than one location? (If so, list the addresses of each. I the 
company has many locations, list the total number and addresses or areas where they’re located.) 

Brum Cohousing Housing Co-operative, also known as Brum Cohousing or Brum Coho. Operating 
in the Birmingham conurbation area. 

Ownership and legal status 
What is the legal form of your business? | Who owns your company? If the company has more than one 
owner, what percentage of the company does each own? If the company is incorporated, who owns the 
stock and in what amounts? | What trademarks, copyrights or patents does the company hold? | What other 
important legal issues affect the company? (Distribution or licensing agreements? Major lawsuits? 
Regulatory concerns?) 

Cp www.uk.coop/resources/simply-legal 

It needs to be incorporated so it can own property, to limit individual liability, to ensure democratic 
forms. 

5 Summary of incorporated forms 

5.6 Society (Co-operative and Community Benefit Societies Act 2014) 

Can be a Co-operative society or a Community Benefit Society. Only difference between them is 
latter is suitable for charitable status, which we might or might not want, and latter can have an 
asset lock, so assets can only go to another asset-locked organisation (Radical Routes scenario). 
[I imagine we could write this into our own rules if we wanted to.] Co-operatives UK has several 
sets of model rules available. Much cheaper and less legal hassle to use one of those. Housing 
co-op model doesn’t allow for equity – much more RR. 

6 Organisational types 

6.1 Co-operative 

H Housing co-operative 

* Cohousing 

Further details can be found at the Confederation of Cooperative Housing (www.cch.coop). 

History, development stage and milestones 
When was your company founded? | How would you describe your current phase of development? (Seed? 
Start-up? Expanding? Stable? Retrenchment?) | What are some of the highlights of your company’s history? 
What milestones have you reached so far? 

Work began on setting up the project in July 2017, initially limited to draft documents and to the 
plagiarisation of other cohousing websites to provide materials for the Brum Coho website. The 
first public meeting was held in Kings Heath on 23rd November 2017. 

Brum Coho now has an email list of 35 people, who at least open their emails occasionally. About 
a score are actively involved. Visits to other cohousing communities have taken place, and some 
draft documents are being delivered. It is anticipated that by the end of 2018 we will be in a 
position to place ourselves on Birmingham City Council’s Self-Build register, to look for land, and 
to begin developing intermediate plans for the layout of the community and of individual homes. 
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Roadmap, adapted from UK Cohousing Network (UKCN) 
 

3 – Establish core group’s vision 
Draw and/or write down a community vision. How do you imagine living? Where 
do you want to live and why? What do you want to build? 
Get training in group decision making. Join the Cohousing Network (£55). 

May 2018 

4 – Identify the group’s site/property criteria 
Type of location. Existing property or new build? Size and requirements. Important 
features. (If group doesn’t agree, -> 3.) 
Register with Birmingham Community Homes. Register with Birmingham City 
Council Self-Build (lots of information about members required). 
site location criteria v0.1. business plan v0.1. decision-making v0.1. vision and 
ethos v0.1. data protection policy v0.1. data policy and strategy v0.1. roadmap for 
2018 by quarter v0.1. use-case scenarios v0.1. diversity and equality v0.1. 
safeguarding v0.1. pet policy v0.2. 

May 2018 

5 – Build membership 
Agree membership offer. Make communications plan. Hold regular open meetings. 
Set up a website. Set up a page on the UK Cohousing Network website. Register 
with CDS. Register formally with UK Cohousing. 
communications v0.1. site buildings criteria v0.1. site plan v0.1. prospectus v0.1. 
decision-making v0.2. values and ethos v0.2. data policy and strategy v0.2. roadmap 
for 2018 by quarter v0.2.  

July 2018 

6 – Formalise project 
Create membership categories of full members, who make decisions and contribute 
funds and/or time, and supporters. Decide organisation legal structure. Establish 
working groups to share tasks. Keep an eye on your community vision. Ensure full 
members can stay the course – invest in fun! 
ownership and legal status v0.1. rules v0.1. (Co-ops have rules, rather than a 
constitution.) 

Nov 2018 

7 – Assess financial capacity 
What can you afford? Start a business project plan. See cohousing network website 
for resources for members on finance and funding. 
Some bits and bobs pulled forward from 2019: Refine documents previously produced 
– e.g. decision-making, ethos, constitution, etc. Are we seeking to provide housing for 
people on Council’s waiting list? First go at business plan. Register with 
Birmingham City Council. First talks with, e.g. Ecology Building Society, Triodos Bank, 
etc. 
roadmap for 2019 v1.0. roadmap for 2020 v0.1. roadmap for 2021 v0.1. land – site 
selection criteria v0.1. buildings criteria v0.1. energy strategy criteria v0.1. financial 
strategy criteria v0.1. constitution v0.2. task groups v0.1. diversity and equality v0.2. 
safeguarding v0.2. sounding out of Triodos, Ecology, etc. v0.1. planning criteria v0.1. 

Nov 2018 

8 – Search for site/property 
See land and property top tips on our website. Talk to the local authority. Contact 
neighbourhood planning group. Establish relationships with estate agents, housing 
associations and land agents 

2019 

9 – Consolidation stage 
Reinvigorate call for new members. Draft outline community policies. Fundraise. 
Refine business plan. Check available sites against criteria. Start talking to capital 
lenders. Remember to get to know each other and have fun! 

2019 

9a – Seeking to provide ‘affordable’ housing 
Research Homes and Communities Agency ‘Community Led Housing’. Discuss 
working with a housing association or local authority. 

2019 
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10 – Close the deal on the site/property 
Check out planning permission context. Do a feasibility study. Negotiate an ‘option to 
purchase’ to hold the site until planning is obtained (if needed). Check core members 
are on board. (Do not avoid difficult decisions. It will be easier to go back to stage 9 or 
even stage 4 now, than when you start to spend bigger sums of money in the next 
stages.) 

2019 

11 – Agree design criteria 
Choose a build method. Develop briefs for professional services (consult Cohousing 
Network professional services directory), Continue recruiting and integrating new 
members. Agree policy with your local authority and/or housing provider for the 
allocation of the affordable homes. 

2019 

12 – Check ready to proceed 
You have a business plan. The project is viable. You have proof of equity, cash, 
deposits, and commitments. Group agrees on final design. 

2020 

13 – Put in planning permission request 
Seek planning permission if required. 

Aug 2019 

14 – Prepare for big group development phase 
Confirm funding is in place. Reformat task group roles to support construction and 
community development. 

2019 

15 – Go for it 
Close the deal. Confirm construction (or refurbishment) method and contract. Draw 
down and/or sign up confirmed investment. 

Aug 2020 

16 – Start construction 
Huge celebration! For the next stages see the cohousing toolkit on our website for 
guidance. 

Oct 2020 

17 – Move in 
Move in and start living in community – now the real work starts… 

Mar 2022 

Product(s) and service(s) 
List your product(s) and / or service(s) and describe its function(s). | What plans, if any, do you have to 
change your products or services in the future? 

Brum Coho wishes to develop community-oriented, diverse and inclusive, ecologically friendly, 
affordable housing for 30-40 adults (20-30 houses/flats), along with a community house for 
community activities. We aim to provide at least a small amount of social housing, to be filled by 
negotiation with Birmingham City Council and/or housing associations. This affordable housing 
could help some larger organisation to fulfil their Section 106 obligations. 

Industry 
In what industry (or industries) does your company operate? What types of businesses belong to this 
industry? | Is your industry growing? What’s the rate of growth? | What trends in the industry provide you 
with opportunities? | What challenges, if any, is your industry facing? | How do you plan to capitalise on 
these opportunities and / or overcome these challenges? 

Housing. 
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Birmingham’s population growing five times as fast as house building. 
https://www.birminghammail.co.uk/news/midlands-news/revealed-true-extent-birmingham-housing-
12659722 

Birmingham City Council’s self-build register. 
https://www.birminghammail.co.uk/news/midlands-news/now-easier-you-build-your-13400452 

Funding 
How has the company been funded to date? How much have the company owners invested? | Has the 
company received funding rom any other sources? If so, how much and on what terms? | What other major 
sources of funds has the company had? | How much money is the company seeking now and for what 
purposes? 

The co-operative will raise initial funds (initial working capital, plus a deposit) from members, and 
will then seek mortgage funds to develop the housing. The mortgage will be paid from members’ 
ongoing contributions and from rental. 

Target market 

Geographic location 
What geographic area will your business serve? (City? Country? Region?) | What type of area is it? (Urban? 
Rural? Suburban?) What’s the population density? | What are some other details related to the area your 
business will serve? (Climate conditions? Traffic patterns?) 

The Birmingham conurbation. One prospective member currently lives in Burton upon Trent, but 
has had work involvement in the Birmingham area, and a child who lives here. 

Demographic characteristics 
What are general, observable traits of your customers (especially those related to their likelihood of buying 
your product/service)? – Consumer (Age? Income range? Gender? Occupation? Marital status? Family 
size? Education level? Hobbies?) – Business (Industries? Years in business? Revenues? Number of 
employees? Specific business needs?) 

It is anticipated that it will mostly be “Guardian reader types” who are interested, whatever their 
particular brand of politics. We seek to build a community with diversity at its core – diverse in all 
“protected characteristics” (age, race, sex, sexual orientation, gender reassignment, disability, 
marriage status, pregnancy and maternity, religion) as well as class, caste and gender. 

Customer motivations and purchasing patterns 
What factors most influence your customers’ purchasing decisions? – Consumer (Price? Brand? Customer 
service? Features? Packaging? Return policy?) – Business (Price? Reputation / stability of service provider? 
Fast delivery?) | How do your customers view themselves? – Consumer (Trend-setter? Good house 
keeper?) – Business (Industry leader? Fiscally prudent?) | How do your customers actually purchase your 
products or services? Who makes the purchasing decision? Where and how frequently do they purchase? 
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Target customer is someone who wants a lot more community togetherness than one usually gets 
in a typical suburban street, yet not as much as one typically gets in a full-on commune. They want 
a mix of togetherness and privacy. 

Market size 
What is the approximate size of your target market? (Include population of geographic area, if relevant, and 
total number of potential target customers.) | What other factors influence the size of the potential pool of 
customers? 

Few people are aware of this option – I wasn’t until around nine months ago. Many “Guardian 
reader types” feel like it’s a good idea in principle, but few actually want to live it in practice. Hard 
to estimate the market size, but with four public meetings and word-of-mouth we have 35 people 
on our mailing list, and plan to have many more public meetings. 

Market trends 
What is the rate of growth of your target market?  What changes are occurring in the makeup of the market? 
(Include changes in technology, the economy, and in social values and concerns.) 

Lack of housing is an enormous public issue, and all sides want much more housing to be built 
than is currently being provided by the private sector. Hence there is desperation for growth in the 
number of houses being built locally. 

Cohousing was extremely small a few decades ago and is still quite small but increasing now. 
There have been a number of articles about it in the media. 

The Birmingham Community Homes network aims to have 5% of Birmingham’s new houses to be 
provided by the self-build sector by 2030. 

The competition 

Types of competition 
List the types of businesses, not the specific companies, that compete with you. What are their strengths? 
What are their weaknesses? (Competition Type | Strengths | Weaknesses) 

Direct competition for pieces of public land, for startup finance from the Community Housing Fund, 
and for people to become members, will come from other members of the Birmingham Community 
Homes network. This is an umbrella for the growing community-led housing sector (aka the 
self-build sector), making use of powers granted by the Self-build and Custom Housebuilding Act 
2015 (as amended by the Housing and Planning Act 2016). Brum Coho considers itself to sit 
beneath the self-build umbrella. (The network includes formal representation from Birmingham City 
Council, as it seeks to fulfill its duties under the legislation.) 

The self-build sector is co-operative in terms of sharing information and seeking to grow the overall 
size of our sector, but individual projects are also competitors. 

Indirect competition comes from the Council’s own affordable housing program, from large-scale 
corporate builders and from housing associations. 
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Specific competitors 
What specific businesses (local, national, worldwide and online) do you consider to be your direct 
competition? List them here by name, along with their strengths, weaknesses, and other notable attributes. 

Competitor Strengths Weaknesses Other attributes 

7 Capital    

Competitors’ market share 
List your major competitors (general, specific, or both). Who controls what share (portion or percentage) of 
the market? Are these shares increasing or decreasing? Include yourself, if you currently control part of the 
market. Use actual data, if available. Otherwise, estimate market-share percentage. 

Competitor Market Share Increasing / Decreasing 

   

 

Competitive positions 
Rank your major competitors by name from strongest to weakest. Give the reason for each ranking. (Rank | 
Competitor | Reason for ranking) 

Rank Competitor Reason for ranking 

   

Our competitive edge 
Why will your customers choose you over your competition? List your competitive advantages. 

People will choose us if they are interested in our blend of community and privacy, and in our 
eco-friendly, affordable, inclusivity. 

Barriers to entry and potential future competition 
List your potential future competitors. What obstacles might new competition face in trying to enter your 
market? What are the barriers to entry? 

Most people find it daunting to start up a venture this big. We will help other groups in Birmingham 
and the West Midlands on the way, because there is lots of room for groups like ours. 

Marketing and sales plan 

Marketing message 
How do you position your company in the market? How do you want customers to think of your company? 
Summarise your message in fifty words or less. | Do you have a company tagline or slogan? Include it here. 
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Brum Coho is bigger than housing co-operatives, but smaller than housing associations, Council 
provision, and commercial developers. We aim to create a small neighbourhood, a community with 
shared facilities, rather than just housing. However, unlike most housing co-ops, cohousing also 
provides private space. 

Tagline: “Community warmth, with your own front door.” 

Marketing vehicles 
What marketing vehicles will you use to deliver your message? (Advertising? Direct mail? Trade shows? 
Networking events?) | How frequently do you intend to use these marketing vehicles? | How much do you 
expect to spend on marketing each month? What is your annual marketing budget? 

There is much more demand for housing in an affordable eco community than supply. Brum Coho 
doesn’t need a media marketing campaign, though we have a website and a facebook presence. 
We also have a page on the UKCN website. Most new prospective members hear about the group 
at locally leaflet-publicised meetings, and by word of mouth. 

Additional marketing and sales strategies 
What other marketing and sales strategies do you use, if any? (Include tactics such as co-op advertising, 
third-party distribution or licensing agreements, and other strategic partnerships.) 

Leaving flyers, both general and for specific events, at likely locations. 

Sales team 
Who makes sales in your company? Do you have designated salespeople? If so, how many? | How are their 
jobs structured? (Internal sales? Field sales? Independent contractors?) | What are the highlights of your 
sales team’s experience? How many combined years? Do any have a successful track record with products 
/ services similar to yours? | How do you pay them? (Commission? Commission plus base? Salary? 
Bonuses? Incentives?) | How do you train them? What do you do to continually motivate them? 

Members might mention the group in conversation. They are not paid for such conversations. 

Operations 

Key operations elements 
List the operational factors most critical to your business and how you deal with them, then explain why they 
are important. You do not need to discuss every one of these factors here, only those key to your 
operations. (Your approach to: Location / Facilities: – Production / Quality Control – Inventory Control: - 
Supply / Distribution – Order Fulfilment / Customer Service: - Equipment / Technology – Financial Control 
Systems: Other| Reason for importance: 

a 

Operational advantages 
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Which, if any, of your operation procedures or innovations enhance efficiencies, minimise costs, and / or 
maximise profits? | How do these compare with other companies in your industry? | How do they give you a 
competitive edge? | What, if any, are the cost / benefit trade-offs of implementing these methods? 

a 

Current and potential operational challenges 
What operation challenges currently face your company? | How are you dealing with these issues? | What 
operational challenges do you foresee in the future? | How much will it cost for you to adequately address 
these challenges? 

a 

Management structure 

Key team members 
Describe the qualifications of your top-level management. List your key managers’ names, job 
responsibilities, relevant past experience, and other noteworthy attributes. (Managing Director / CEO | Key 
Management: Finance / Administration | Key Management: Operations / Technology | Key Management: 
Marketing / Sales | Key Management: Human Resources / Personnel | Key Management: Strategy / New 
Produces / Research & Development. 

a 

Future management needs 
What top management positions are you seeking to fill, or will you need to fill, in the near future? Describe 
the roles you anticipate and qualifications you’ll be looking for in any future management employees. Omit 
this section if you do not anticipate hiring any additional key management in the next year or two. (1. | 2. | 3.) 

a 

Staffing structure 
What are the jobs of employees on your staff? List them here, along with the number of people who fill those 
roles, and their pay rate / range. (Job Role | Number of employees in that role | Pay Rate / Range) | What 
staff will you add in the near future? 

a 

Board members, advisors and consultants 
Do you have a board of directors? If so, who are the members? List them here, along with brief biographies, 
including their professional expertise, financial stake, and compensation (if any). | If you have non-executive 
directors, who are they? List them here, along with their professional affiliation, expertise, value to your 
company, and compensation (if any). | Do you use consultants? List them here, including the names of their 
firms, areas of expertise, and the ways in which they serve your company. 

a 
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Future development 

Long-term goals 
Describe what your company will look like in the future. Be specific about sales levels, products, profit levels, 
and numbers of employees and locations. | What are the specific goals you have for your company in the 
next year? | What will your company achieve in the next three to five years? | What will your business look 
like in ten years? 

a 

Future milestones 
List the specific accomplishments you’ll achieve on the way to your long-term goals. Give numerical 
objectives – sales and profit figures, number of customers, employees, and locations – and target dates. 
(Milestone | Level Achieved | Target Date) | What specific steps will you take to reach those milestones? 

a 

Risk assessment 
What are the potential risks facing your company? List them here, along with your plans to minimise them. 
(Potential Risks | Plan to Reduce Risk) (Maybe need Probability/Severity as well?) 

a 

Exit strategies 
Describe the likely exit strategies for your company. If you’re seeking investors, concentrate on strategies 
enabling you and investors to convert the value of your company to cash or easily traded stock. (Go public| 
Acquisition | Sale | Merger | Buy-out | Franchise | Hand-down | Close) (There’s a section on ROI here, which 
will need to be replaced with S-ROI, Sustainable Return on Investment, which covers environmental and 
social impacts as well as economic returns - https://en.wikipedia.org/wiki/Sustainable_return_on_investment) 

a 

Financials 
For a new business, cover one to three years: first year monthly projections; years two and three quarterly 
projection. Could do annual projections for years four and five. 

Preparatory 
Not as important as the four below (I&E, Cash-flow, Balance sheet, Sources and Uses of Funds), but feed 
into them. 

Sales projections 
Estimates your levels of sales and revenues in specific time periods. 

a 
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Marketing budget 
Details how much money you’ll spend on all your marketing activities: advertising, trade shows, sales 
materials, and so on. 

a 

Staffing budget 
a 

Income statement 
Shows whether your business is profitable (this is also called a Profit & Loss statement, or ‘P&L’ – or in the 
case of a non-profit, an Income & Expenditure statement, or ‘I&E’). 

a 

Cash-flow projection 
Indicates whether you’ll have enough money to pay your bills. 

a 

Balance sheet 
Shows the value of your company – your total assets and liabilities. 

a 

Sources and use of funds 
Explains where the money you need to run your business will come from (including your own pocket) and 
the major ways you intend to use it. 

a 

Additional 
These may or may not be necessary. 

Break-even analysis 
Calculates how much you need to make in sales each month before you begin to make a profit. 

a 

Capital expenditures 
Details purchases of tangible property, such as facilities, land, equipment, vehicles, and computers. Such 
purchase have different tax and accounting implications than other expenses. 

a 

Inventory 
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Details the amount you spend or have tied up in inventory. 

a 

Professional services budget 
For a company that depends heavily on outsourced professionals, including independent contractors, 
consultants, lawyers, and accountants. 

a 
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