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Worksheet
Goals & Obstacles

This worksheet is to help you map your goals out, listing any obstacles you
feel are getting in your way. Fill this out weekly.

List your personal finance goals for the month, putting the date you'd like
to accomplish them by. Keep this handy so that you can refer back!

So, let's get stuck in and smash those goals....

Today's date:
My goals for this month
are...

Date to hit
goal...

Goal
1:

Goal
2:

Goal
3:

Goal
4:

Date
:

Date
:

Date
:

Date
:

Pe
rsonal



What obstacles do you feel will hold you
back from hitting those goals?

Now list each obstacle and rate from 1-10,
the obstacle on the difficulty to overcome. 
(1 being very easy to overcome, 10 being very difficult).

Pe
rsonal



31 Day
NO SPEND

Challenge

mpasuk.com/shop

What is it?
The idea of a "No spend" challenge is for a set period of time,
in this case a month, to cut all unnecessary expenses,
focusing only on the essentials such as rent, mortgage,
utilities, car & transportation etc. 

Sounds tough; how will I do it?
My advice? Set a goal of what you'd like to achieve with the
money saved and withdraw the saved money in cash or to an
account at the end of every week. This will help you see how
worthwhile it is and keep you motivated. What to raise the
stakes? Do it with a friend and make it a competition of who
saves the most!

What kinds of things can I save on?
How about not buying a takeaway coffee for three days on the
trot (don't worry, it's not cutting it completely!), or maybe
looking at changing your credit card to get a better rate of
interest, not splurging on the takeaway, walking to work
rather than taking that Uber. You get the idea. Get creative
with how you can save on non-essential spending.
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This week I have saved:

This week I have saved:

This week I have saved:

This week I have saved:

Well done! 
You successfully completed the NO SPEND challenge! 

31 Day
NO SPEND

Challenge

This month I have saved: 

@mpas_uk
Find us on



MY 7 DAYS A WEEK ACTION PLAN

WHAT WORKED WELL?

Take lunch to work every week.

Sell 1 item of unwanted clothes/shoes/accessories each week.

Use Store Cards every time I/we go food shopping.

Have a weekly money minute, e.g. Friday or Sunday.

Swap Saving for Spending (app, piggy bank or bank transfer into savings account).

Get a morning coffee from Waitrose, Costa, Caffé Nero, McDonald's for FREE.

Get an accountability partner (other half, bestie, colleague). Take this challenge
together! 

THIS MONTH'S GOALSTHIS MONTH'S GOALS

GOAL 1 GOAL 2 GOAL 3

 Jan    Feb    Mar   Apr   May   Jun   Jul   Aug   Sep   Oct   Nov   Dec
Year:
Month:

 2023    2024    2025    2026   2027   2028   2029   2030  2031   2032

WHAT CAN I IMPROVE ON?

mpasuk.com/shop
instagram.com/mpas_uk
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BusinessPlan
Business  Plans are great ,  not  just  for
secur ing funding,  but  for  helping you gain
a c lear  direct ion with your  business .  Whi lst
they may at  t imes seem a bit  monotonous,
without one,  you could lose track of  your
business  v is ion.

Before writ ing out  a  business  plan,  br ing al l
your  ideas together  into one central  p lace
and mind map.  I t  enables  you to take your
shiny object  syndrome and ref ine i t .  Having
ideas are fantast ic  but  without this  process
you could end los ing track ,  ending up not
being happy with anything.  Br ing al l  your
pieces of  paper  together ,  spread them out
across  the f loor  and take another  piece of
paper  and write  in  the middle of  i t  your  end
goal ,  or  main idea.  Essent ia l ly ,  this
becomes the mapping process  and is  v i ta l
to  bui lding your  business  plan.

Now I  would take your  brainstorm and
begin to formulate i t .



 A good business plan wil l  contain 9 
 sections:

1-  Executive Summary
2- About you
3- Your business
4- Your ideal cl ient 
5- Market Research
6- Marketing Strategy
7- Competitor Analysis 
8- Costs & pricing
9- Financial  Forecasts

Executive Summary

This provides an overview of the
document and is the f irst thing readers
wil l  see,  it  helps the reader become
quickly acquainted with the overall
plan,  without having to read it  al l .  This
is often time, the only place decision
makers wil l  go to determine if  action
should be taken. Keep it  sharp.  Keep it
snappy!



Li fts  up and promotes your  business
Imagine you are in  an elevator  with
someone and only  going up 2  f loors ,
your  t ime is  
l imited
Think about the impression you would
want to  make in  that  t ime,  and think
outs ide the box 

Who you are
What you do
How you do i t

NO JARGON

Elevator  Pitch:

About YOU

I t ’ s  t ime to go deep.  Whi lst
maintaining profess ional ism,  this
sect ion needs to have heart  and show
what you br ing to the table .  You need
to think outs ide the box and not  just
focus on qual i f icat ions such as
degrees or  GCSE’s  or  whatever
qual i f icat ions you may have.  I f  you
have them great .  



But go deeper  and think about every
ounce of  re levant  exper ience you have
that  you know wi l l  absolutely  make
this  work .  
Also ,  be sure to  out l ine any courses
you have got  l ined up to help you and
your business .

What are you going to sel l?
Product? Service? Both?
What is  the base product  or  serv ice
you are going to sel l?  Descr ibe i t .
Be creat ive .
Now descr ibe a l l  the di f ferent
products  and serv ices  you are
going to sel l .
I f  there are things you are going to
sel l  but  not  at  the start  of  your
business ,  expla in why not
and when you wi l l  start  sel l ing
them.
I f  you have got  more to say on this
subject ,  say i t  here .

Your Business

Now we are gett ing down to the nitty
gr itty .



Their  age range (st ick within 10
years)
Whether  they are busy mums,
working profess ionals ,  business
owners ,  etc .
Where they are based –  what  local i ty
in your  area
What are their  pain points ;  what  do
they l ike
What are their  goals?
What prompts them to want to  buy a
product  or  serv ice such as  yours?
Why should they choose you? What
factors  make them want to?
What factors  help them choose
where to buy?

Your ideal  Cl ient

No,  knowing your  ideal  c l ient  is  not
f luf f .  And no,  you do not  have to go into
where they buy their  knickers  f rom (or
pants) ,  but  this  is  what  you should
know:



Then i t ’s  t ime to br ing this
conversat ion to real i ty .  Have you sold
your  product  /  serv ice to  customers
already? I f  so ,  detai l  i t .  Are there
people wait ing to buy your  product  /
serv ice? Spi l l  the detai ls .

Research other  businesses in  the
same sector  as  yours  and see how
they compare to yours ,  make notes .
Create customer quest ionnaires .  Use
pol ls  in  Instagram or  send out  a
google or  MS form to your  ideal
c l ients .

Market Research

I t  might be pain staking,  but  i t  can’t  be
skipped.  Why? Because i t  enables  you
to f ind your  businesses place in  the
vast  business  world .  I t  a lso helps you
to see i f  your  biz  would appeal  to  your
target  audience.  There are 2  ways that
can real ly  help you:



What market ing method wi l l  you
use?
Why have you chosen this  method?
How much wi l l  i t  cost?

Marketing Strategy
For  this  you need to make yoursel f  a
table and have 3  columns:

1 .

2 .
3 .

Make sure you have considered al l  the
options when i t  comes to market ing
and why you think those opt ions wi l l
work for  your  business .  Don’t  forget
some good old fashioned ways l ike
leaf let ing too.

Competitor  Analysis

As mentioned in the market  research
sect ion,  researching other  businesses
within a  s imi lar  or  same sector  and
seeing how they compare can give you
a good ins ight  into how best  to  run
your business .



Name,  Locat ion,  S ize
Product  /  Serv ice
Price
Strengths
Weaknesses

Think of  things l ike :

Analyse 4 di f ferent  competitors ,  at
least ,  as  this  wi l l  g ive you a  good
overal l  p icture .

After  this ,  conduct  a  SWOT analys is  for
your  business .  SWOT = Strengths ,
Weaknesses ,  Opportunit ies ,  Threats .

This  is  the best  method to help you see
where your  business  f i ts  and what
pol ic ies  /  procedures to  implement to
di f ferent iate you from your
competitors .



Costs  & Pr ic ing Strategy

A cost  and pr ic ing strategy helps you
to break down elements of  your
product  /  serv ice based on how much i t
is  cost ing you.  

So ,  for  instance,  let ’s  say you sold
candles .  You’d need to write  out  each
component making up your  candle e .g
the t in ,  wax ,  wick ,  label ,  scent ,  and the
indiv idual  cost  of  each.

This  would then give you your  cost
pr ice .  Of  course ,  i f  i t  was an onl ine
store ,  you’d a lso consider  postage and
packaging mater ia ls  into that  cost
pr ice .  I  l ike to  incorporate my t ime as
wel l ,  based on my ideal  hourly  rate ,
however  i t  is  up to you whether  you do
this .  

You now have your  cost  per  unit .



GROSS PROFIT =  SALES –  COST OF
SALES (aka marked up product  –
cost  to  make product)
NET PROFIT =  SALES –  (DIRECT COST
OF SALES +  OPERATING EXPENSES)
(aka marked up product  –  {cost  to
make product  +  t ime,  energy and
tax that  wi l l  be incurred}
GROSS PROFIT MARGIN = (GROSS
PROFIT/  SALES)  x  100 (this  gives  you
your prof i t  margin in  %)
NET PROFIT MARGIN = (NET PROFIT/
SALES)  x  100 (this  gives  you your
prof i t  margin in  %)

Now how many units  do you want to
sel l  and at  what  pr ice? Remember you
want to  make a  prof i t .

Pr ice i t  as  you see f i t .  You need to work
out your  Gross  prof i t  margin and net
prof i t  margin .  Here are some
calculat ions which may help :



Financial  Forecasts

A f inancia l  forecast  is  v i ta l ly  important
in your  biz ,  no matter  how old i t  is .  I t
a l lows you to establ ish business  goals
that  are both real ist ic  and doable .  I t
a lso gives  you valuable ins ights  into
the way your  business  performed in
the past  and the way i t  wi l l  compare in
the future .

So how the heck do you do one and
where do you start?

Forecast ing is  mainly  educated
guessing.  So don't  expect  to  get  i t
perfect ;  just  make i t  reasonable .
There 's  no business  owner who isn 't
qual i f ied to forecast  sa les--you don't
need a business  degree or
accountant 's  cert i f icat ion.  What you
need is  common sense,  research of  the
factors ,  and motivat ion to make an
educated guess .



Your sales  forecast  in  a  business  plan
should show sales  by month for  the
next  12  months--at  least--and then by
year  for  the fo l lowing two to f ive years .
Three years ,  total ,  i s  general ly  enough
for  most  business  plans .

I f  you have more than one l ine of  sa les ,
show each l ine of  sa les  separately  and
add them up.  I f  you have more than 10
or  so l ines of  sa les ,  summarize them
and consol idate .  Remember ,  this  is
business  planning,  not  accounting,  so
it  has to  be reasonable ,  but  i t  doesn't
need too much detai l .

Remember that  Cost  pr ic ing & strategy
sect ion? You did that  for  this  very
reason.  I f  you have sold a  product
s imi lar  to  the one you’ve got  use the
number of  products  /  serv ices  sold to
predict  the rate of  sa les  for  the new
product .  



Break down the sales  into units  sold .  I f
you’re  a  product-based business ,  l ike
the example of  the candle ,  this  could
be 10 candles .  I f  you’re  a  serv ice-based
business ,  l ike ours ,  this  could be hours
sold .

I f  this  is  your  f i rst  t ime sel l ing any
product  or  serv ice ,  this  is  where your
market  research and competitor
analys is  wi l l  factor  in .  I f  you have the
next  best  candle ,  look at  the sales  of
one of  your  competitors ’  candles  to
est imate the number of  sa les .

After  project ing number of  units  sold ,
now it ’s  t ime to get  into the fun stuff :
MONEY.  Let ’s  project  pr ices .  You know
how many units  you’ve projected wi l l
se l l  and because you’re  prepared,  you
know the pr ice you’re  going to retai l
the product  at .



Number of  units  projected to sel l  x
Pr ice per  unit  =  Est imated sales .

The maths is  s imple :

You now need to add a cost  of  sa les
sect ion within your  forecast .  You want
to set  costs  because a  lot  of  f inancia l
analys is  focuses on gross  margin ,
which is  sa les  less  cost  of  sa les .  For
f inancia l  reasons ,  cost  of  sa les ,  a lso
known as  costs  of  goods sold and
direct  costs ,  are  di f ferent  f rom the
other  expenses that  come out  of
prof i ts .

Remember ,  the cost  of  sa les  isn ’t  what
you pay salespeople or  for  advert is ing.

Then what? You mult iply  unit  sa les
t imes average cost  per  unit  to
calculate your  cost  of  sa les .  This
gives  you a  sales  forecast  that  you can
use for  the rest  of  your  f inancia l
project ions .



I  know it  might seem compl icated,  but
once i t ’s  done,  you’ve got  i t  and you
can use i t  to  help with your  forecasts
going forward!

And there you have i t !  We understand
it ’s  a  lot  to  digest  but  here at  MPAS,  
we are a lways here to  answer a l l  your
quest ions!

But  ponder  over  i t ,  study i t ,  use i t  to
help you map out  your  business  and let
i t  guide you in  making informed
Business  decis ions!

Jes s  x



Welcome 
The Business Plan 
             
 
You’ve got a business idea. You’ve decided to start a business. 
You want to get going. 
 
But there’s a lot more to a good business than a good idea. 
You need to think things through to maximise your chances of success. 
Are you the right person to run the business? Will customers like your product? 
  
A business plan will help you turn an idea into a business. It needs you to think through all the 
parts of your business to plan how everything will work. It will take a few weeks to write if you’re 
going to do it properly. Some parts will be easier to complete than others. 
  
Stick at it because it’s not the final document that’s important, it’s the process. Although you 
want to have a good plan when you’re done, an OK plan is better than no plan. 
             

 



Getting started 
Whose plan is this? 
             
 
Business and owner details: 
      
 
 
 
Business name: 
      
 
 
 
Owner(s) name: 
      
 
 
 
Business address and postcode: 
      
 
 
 
Business telephone number: 
      
 
 
 
Business email address: 
      
 
 
 
Home address and postcode (if different from above): 
      
 
 
 
Home telephone number (if different from above): 
      
 
 
 
Home email address (if different from above): 
      



Section one 
Executive summary 
             
 
1.1 Business summary: 
      
 
 
 
1.2 Business aims: 
      
 
 
 
1.3 Financial summary: 
      



 
Elevator Pitch 
             
 
1.4 Your business name: 
      
 
 
 
1.5 Strapline: 
      
 
 
 
1.6 Elevator pitch: 
      



Section two 
About You 
             
 
2.1 Why do you want to run your own business? 
      
 
 
 
2.2 Previous work experience: 
      
 
 
 
2.3 Qualifications and education: 
      
 
 
 
2.4 Training: 
 
      
Details of future training courses you want to complete: 
      
 
 
 
2.5 Hobbies and interests: 
      
 
 
 
2.7 Additional information: 
      
 
 
 



Section three 
Products and services 
             
 
3.1 What are you going to sell? 
 

 a product 
 a service 
 both 

 
 
3.2 Describe the basic product/service you are going to sell: 
      
 
 
 
3.3 Describe the different types of product/service you are going to be selling: 
      
 
 
 
3.4 If you are not going to sell all your products/services at the start of your business, explain why not and 
when you will start selling them: 
      
 
 
 
3.5 Additional information: 
      
 
 
 



Section four 
The market 
             
 
4.1 Are your customers: 
 

 individuals 
 businesses 
 both 

 
 
4.2 Describe your typical customer: 
      
 
 
 
4.3 Where are your customers based? 
      
 
 
 
4.4 What prompts your customers to buy your product/service? 
      
 
 
 
4.5 What factors help your customers choose which business to buy from? 
      
 
 
 
4.6 Have you sold products/services to customers already? 
 

 yes 
 no 

 
 
If you answered “yes”, give details: 
      
 
 
 
4.7 Have you got customers waiting to buy your product/service? 
 

 yes 
 no 

 
 
If you answered “yes”, give details: 
      
 
 
 
4.8 Additional information: 
 
 
 
 
 
 
 
 
 
 



Section five 
Market research 
             
 
5.1 Key findings from desk research: 
      
 
 
 
5.2 Key findings from field research – customer questionnaires: 
      
 
 
 
5.3 Key findings from field research – test trading: 
      
 
 
 
5.4 Additional information: 
      



Section six 
Marketing strategy 
             
 
 
What are you going to do?  

 
Why have you chosen this marketing 
method? 

 
How much will it 
cost?  

      

 

      

TOTAL COST 

 

      

 



Section seven 
Competitor analysis 
                    
 
7.1 Table of competitors 
 
 
Name, location 
and business size  
 
 

 
Product/service 
 
 

 
Price 
 
 

 
Strengths 
 
 

 
Weaknesses 
 
 

                              
 
 



7.2 SWOT analysis : 
 
 
Strengths 
 
      

 
Weaknesses 
 
      
 

 
Opportunities 
 
      

 
Threats 
 
      

 
 
7.3 Unique Selling Point (USP): 
 
 
Unique Selling Point (USP) 
 
      
 
 
 
 
 



Section eight 
Costs and pricing strategy 
             
 

 Product/service name       

A Number of units in calculation       

B 
Product/service components 
 
      

Components cost 
 
      

C Total product/service cost       

D Cost per unit       

E Price per unit       

F Profit margin (£)       

G Profit margin (%)       

H Mark up (%)       

 



Section nine 
Financial forecasts 
                     
 
9.1 Sales and costs forecast 
 
 
 

 
Month 
 

 
1 
 

 
2 
 

 
3 
 

 
4 
 

 
5 
 

 
6 
 

 
7 
 

 
8 
 

 
9 
 

 
10 
 

 
11 
 

 
12 
 

 
TotaL 
 

 
A 
 

 
Month name                                                                          

 
 
 
 

 
Sales forecast 
 

             

 
B 
 

 
Product/service 
 
      

                                                                              

 
C 
 
 

 
Product/service 
 
      

                                                                              

 
 

 
Costs forecast 
 

             

 
D 
 

 
Product/service 
 
      

                                                                              

 
 
E 
 

 
Assumptions 
(e.g. Seasonal trends) 
 

 
      



9.2 Personal survival budget 
 
 
Section  
 

  
Monthly cost (£) 
 

 
A  
 
Estimated costs 

Mortgage/rent 
       

 Council tax       

 Gas, electricity and oil       

 Water rates       

 All personal and property insurances       

 Clothing       

 Food and housekeeping       

 Telephone       

 Hire charges (TV, DVD etc.)       

 Subscriptions (clubs, magazines etc.)       

 Entertainment (meals and drinks)       

 Car tax, insurance, service and maintenance       

 Children’s expenditure and presents       

 Credit card, loan and other personal debt 
repayments       

 National Insurance       

 Other       

B  Total costs (£)       

 
C  
 
Estimated income 
 

Income from family/partner       

 Part time job       

 Working tax credit       

 Child benefits       

 Other benefits       

 Other       

 
D Total income (£)       

 
E Total survival income required (£)       

 



9.3 Cashflow forecast 
 
 Month Pre-

start 1 2 3 4 5 6 7 8 9 10 11 12 Total 

A Month name                                                                                
 Money  in (£)                
B Funding from The 

Prince’s Trust                                                                                     

 Funding from 
other sources                                                                                      

 Own funds                                                                                     
 Incomes from Sales                                                                                     
 Other                                                                                     
C Total Money in (£)                                                                                     
 Money out (£)               
D Loan repayments  

The Prince’s Trust                                                                                     

 Personal drawings                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      
                                                                                      

E Total money out (£)                                                                                     
F Balance (£)                                                                                     
 Opening balance                                                                                     
 Closing balance                                                                                     



9.4 Costs table 
 

Cost item What is included and how you worked it out Total cost 

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

                  

 



How will I know when I
have achieved my goal?

Is the goal realistic and
how will I accomplish it?

What is my deadline 
for this goal?

Why is my goal 
important to me?

Smart  Goals
Setting realistic and achievable outcomes.

My goal is:

MEASUREABLEMEASUREABLE

ATTAINABLEATTAINABLE

TIMELYTIMELY

RELEVANTRELEVANT

SPECIFICSPECIFIC What do I want to
happen? 

mpasuk.com/shop instagram.com/thoroughly_thrifty

M
id

d
le

to
n

 P
ro

fe
ss

io
n

al
 A

cc
ou

n
ts

 S
er

vi
ce

s 
Lt

d
 2

0
22



Scribbles



My Notes



Worksheet
Goals & Obstacles

This worksheet is to help you map your goals out, listing any obstacles you
feel are getting in your way. Fill this out weekly.

List your business & finance goals for the month, putting the date you'd like
to accomplish them by. Keep this handy so that you can refer back!

So, let's get stuck in and smash those goals....

Today's date:
My goals for this month
are...

Date to hit
goal...

Goal
1:

Goal
2:

Goal
3:

Goal
4:

Date
:

Date
:

Date
:

Date
:

Bu
siness



What obstacles do you feel will hold you
back from hitting those goals?

Now list each obstacle and rate from 1-10,
the obstacle on the difficulty to overcome. 
(1 being very easy to overcome, 10 being very difficult).

Bu
siness





FOR THE WEEK
OF:

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

FRIDAY

NOTES FOR NEXT WEEK

Weekly Posting planner

LinkedIn

GRID STORIES REELS LIVE | EVENT

WEEKEND



FOR THE WEEK
OF:

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

FRIDAY

NOTES FOR NEXT WEEK

Weekly Posting planner

Instagram

GRID STORIES REELS LIVE | EVENT

WEEKEND



FOR THE WEEK
OF:

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

FRIDAY

NOTES FOR NEXT WEEK

Weekly Posting planner

Facebook

GRID STORIES REELS LIVE | EVENT

WEEKEND



FOR THE WEEK
OF:

MONDAY

TUESDAY

WEDNESDAY

THURSDAY

FRIDAY

NOTES FOR NEXT WEEK

Weekly Posting planner

GRID STORIES REELS LIVE | EVENT

WEEKEND



You've got to
be prepared

to hustle 
JESS MIDDLETON



YOUR
MONEY
YOUR

MONEY



Who are we?Who are we?

JESS MIDDLETON LUKE MIDDLETON EMMA DAVIES
The Number Ninja.



The thought of a boring office job

filled her with no joys. Fast forward
12+ years, she and Luke have made it
their goal to simplify and demystify

the sometimes complex and
intimidating world of accounting.

The Digital Jedi



Luke's love of technology as well as
systems and processes has made a

whizz at mastering the intricacies of
accounting softwares and

accounting itself. He has created all
of MPAS UK's amazing budget

trackers and loves to challenge
himself on how he can continue to

improve.

The Playmaker



Originally from Midleton in East
Cork, Ireland, Emma is our Admin
aficionado and Queen of creating.

Emma assists with getting Jess
organised and keeping the

marketing on point. When her
creative juice flow, watch out!



Have you ever
wondered why

the rich
get richer and

the poor
get poorer?



Understanding
Money

The answer is



The Quick Numbers

34%
of UK adults have

either no savings

or less than £1,000

in a savings

account.

61%
of UK adults save

money either every or

most months.

65%
Almost two-thirds of

people believe they

wouldn't be able to

last 3 months

without borrowing

money.



23%
of UK savers don't
check the interest

rate before opening
a savings account.

According to studies
in 2023, men had

more savings across 
each age group.

Surprising Statistics



Demystifying Your MoneyDemystifying Your Money
The importance of



Make money
work for you.

It does not sleep, get tired,
or go on holiday.

!



?Jargon Busting



?
Where do you use

these terms? 

Credit Debit



FROM THE LATIN DEBITUM
MEANING "THING OWED;
THAT WHICH IS OWING"

Debit Credit



FROM THE LATIN CREDITUM
MEANING "THING

ENTRUSTED TO ANOTHER"







Pay for emergency expenses
without draining savings

Consolidate high-interest
debt

Predictable payment
schedules

Higher interest rates

Increased debt load 

High fees and penalties and
potential credit damage

Financial Independence

Emergency funds at the
ready
Live debt-free

Challenging to get into
savings mindset

Savings rates on accounts
can be low meaning return

on saving is low

Achieve long-term financial
goals



BE
BRAVE






We did one last November & it was a success!

It's in your FREE kit which you'll get access to your very own copy.

Or you can also download ours from our website & give it a try.



GoalsGoals Self-CareSelf-Care

BudgetingBudgeting

ASK
YOURSELF: 
What is going
to motivate
you to get
going? 



Prioritise
debt

payments

Cancel
unused

subscriptions

Set up
emergency

savings
fund



ASK YOURSELF:
WHAT DO I WANT TO
DO WITH MY MONEY?





Checklist Podcast

Find it onFind it on

SPENDING



Month 1 = April

BR = Basic Rate
National Insurance Number

Rate of Pay

Total Amount of Pay &
Deductions so far in Tax Year

Annual Leave

Tax Code

@mpas_uk

Pay Period

Date of Pay

0T= Check with HMRC, 
details may be required

Pension contributions

+        -



SpendSpend                              reviewingreviewing
bank transactions perbank transactions per

accountaccount

1

2

Do I still use this subscription? 

Is it worth keeping or should I pause it?
 Add up delivery costs and see if the monthly subscription (to save
on delivery fee) is worth keeping or not. Are my orders consistent?

Sometimes we forget we've signed up to something. 
Months later, we realise we've barely used it. Be honest with yourself. 

If you haven't, will you use it this month?

Questions toQuestions to
ask ourselvesask ourselves



It's not about
cancelling

everything. 
It's about shopping
around, using your
money efficiently.

ALWAYS CHECK the cancellation policy BEFORE cancelling. 
Put reminders in your calendar for the date or the week before you

need to cancel it, so it's on your mind.

3

4

5

How many times do I use this subscription in 30 days? If the answer
is none, well, do I need it? Don't be afraid to pause subscriptions.

Have I done the 30 day test?

What do I need and NOT need?
A lot of banks now recognise what subscriptions you use and they

will put them into their own category of subscriptions, so that
makes it easier to find.

Beware of early cancellation fees

You could find an
extra £20+

per month from
checking all

subscriptions.



SpendSpend                              reviewingreviewing
bank transactions perbank transactions per

accountaccount

1

2

Check for any fraudulent activities
Fraudsters often start small, even a 99p daily to test if you

notice before they choose a larger amount.

Investigate unusual activities
If there's a transaction you don't recognise, contact your bank

immediately. They may be able to trace your money.



3

4

5

Banks & payment systems can make mistakes
Online banking is useful because it's accessible from the comfort

of your own phone/tablet/laptop. Keep an eye out for errors. 

Make sure you have the goods & services you've paid for

Don't hesitate
Make a habit of checking each bank account for just 60 seconds

each day or end of each week, getting an overview of your finances.

Fraudsters can get hold of your bank details or personal data. 
Some claim to be able to access this info within 12 hours.



SPENDING

intentional 
/ɪnˈtɛnʃən(ə)l/
adjective

done on purpose; 
deliberate.

It's not just
about money

though, 
is it? 

 Okay, yes, 
items depreciate

over time.



SPENDING

What else is being spent,
other than money?



What else is being spent,
other than money?

Time Energy

Brain space
@mpas_uk

SPENDING



Be honest withBe honest with
yourself.yourself.

Is this an impulse buy or have you
done your research & thought

about it for 48 hours+?
@mpas_uk

SPENDING



SPENDING

Before you fork out for
this item, could you
borrow or hire this item
or similar, to test it & see
if you enjoy using it?

do you have the time,
energy, brain space to

maintain, store, organize
this item in the future?

If you want to keep
it long term,

Where is it now?
How often did you use it?
Can you justify buying
another one?

Have you ever had
this item before?

If your answer is: is it good quality,
ready to last? 

@mpas_uk



Do you realistically have the time (in
this season of your life)  to use it?

       Or would it be of more     
       use to someone else?

Do you need it? 
How often will you

really use it? 

When buying something, 
ask yourself these questions:

Do you love it? 

Where will you store it?

If yes,



Will it be
cherished by a
family member
or will it
genuinely
gather dust?

If it doesn't suit you
after you buy it & you
need the space, can
you get your money

back or can you
sell/donate/give away

afterwards?

JUST A THOUGHT: 



?HOW CAN WE FIND IT? 





How will I know when I
have achieved my goal?

Is the goal realistic and
how will I accomplish it?

What is my deadline 
for this goal?

Why is my goal 
important to me?

Smart  Goals
Setting realistic and achievable outcomes.

My goal is:

MEASUREABLEMEASUREABLE

ATTAINABLEATTAINABLE

TIMELYTIMELY

RELEVANTRELEVANT

SPECIFICSPECIFIC What do I want to
happen? 
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How will I know when I
have achieved my goal?

Is the goal realistic and
how will I accomplish it?

What is my deadline 
for this goal?

Why is my goal 
important to me?

MEASUREABLEMEASUREABLE

ATTAINABLEATTAINABLE

TIMELYTIMELY

RELEVANTRELEVANT

SPECIFICSPECIFIC What do I want to
happen? 



CHECK OUT YOUR PACK FOR A 



TO GET YOU FINANCIALLY
ORGANISED FOR 2023



Got
questions?

Got
questions?

Email:

hello@mpasuk.com

Website:

www.mpasuk.com

WhatsApp:

07369 201431



Find us on

www.mpasuk.com



WE DON'T
CLOWN AROUND 
HERE AT MPAS UK.

WE DON'T
CLOWN AROUND 
HERE AT MPAS UK.

   WE HAVE A 
    STAND-UP TEAM WITH 
                 OF EXPERIENCE!

   WE HAVE A 
    STAND-UP TEAM WITH 
                 OF EXPERIENCE!LOTSLOTS
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