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Be Your Own Boss 

As the world of work continues to evolve and recent health and lockdown restrictions ease, the passion 

economy is going to expand as more people seek alternative opportunities to traditional employment or 

look to supplement their primary income.  If these are your thoughts, launching a business can be 

exciting.  However, before starting your own business or buying an existing business, consider what is 

involved.    

While being your own boss may be an exhilarating and irresistible challenge it is also a huge, on-going 

commitment which requires you to put in seventy to eighty hours per week,  sacrifice family or leisure 

time, and work harder than you ever have before.  Furthermore, you may be taking on all this 

responsibility for a lot less money, especially during the first couple of years.   You will also be much too 

busy to take any days off or plan a vacation.    So, probe deeply into your motivations and your 

capabilities to avoid making hasty decisions.   

Whatever your reasons for going into business – to pursue a passion or have more purpose, a desire for 

flexibility and freedom, solve a problem, be more creative, increase your income – you must do so with 

your eyes open.   Discuss the pros and cons with other small business owners; ask them meaningful 

questions; study all you can about self-employment.   Going into business for yourself also requires 

agreement, understanding and commitment from your family.    You will need their support.   Deliberate 

very carefully before you decide to become your own boss.  

Our small business advisors are regularly asked about how to go about starting a small business or what 

to look for in buying an existent business.  We will explore both areas in detail to cover the most 

common questions we’ve received.   To evaluate yourself for becoming your own boss, we outline the 

common traits shared by business owners and more importantly we have compiled a list of 130 key 

questions you must ask yourself.  It’s a daunting task, but vital.  We do not think you can be a successful 

entrepreneur if you have not spent considerable time thinking about and determining an answer for  

these questions.   
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Advantages and Disadvantages of Entrepreneurship 

In the excitement of a business opportunity we tend to focus on the favorable aspects of being self-

employed and neglect to examine the disadvantages, and there is no doubt that there is downside 

potential.   You need to consider both the positive and negative aspects of your entrepreneurial journey 

to success.  In your deliberation, list the advantages and disadvantages of owning and operating your 

own business.   

The following list of advantages and disadvantages is intended to be a guideline.  The pros and cons will 

change due to your lifestyle, family and business plans.   If you have a significant partner, children or 

both we suggest that you discuss the advantages and disadvantages with them.   Do your plans include a 

spouse or other family member working with you right away or in the future?  If so, there are other 

issues to consider and you should also prepare another list of the advantages and disadvantages of 

working with family (our list of the pros and cons of working with family and friends follows). 

Advantages of Being Your Own Boss 

o Being the person in charge   

o Having the autonomy and authority to make your own business decisions 

o Having flexible working hours 

o Earning income from doing what you enjoy 

o Earning additional income and building equity 

o Realizing greater feelings of self-worth 

o Having the opportunity to create and develop your own ideas, products, or services 

o Getting satisfaction from the development of your ideas into tangible assets 

o Enjoying the rapport with customers, employees, suppliers, and others  

o Creating a business that can become a family dynasty 

o Enjoying the feeling of prestige and the pride of ownership 
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Disadvantages of Being Your Own Boss 

o Financial risk.   One can never underestimate how much it will cost to start and operate any new 

business and if even the most diligent entrepreneur might not make good business decisions when it 

comes to spending.   

o Long, exhausting hours.   Small business owners work 10-15 hours days six to seven days a week.   

The day does not end when the last customer or employees leaves for the day. 

o Income can be lower, or come in irregular amounts, some of which must be reinvested in the business.    

o You are answerable or liable for absolutely everything. 

o As the business grows, so does your list of  responsibilities 

o Very little or no leisure time or social life. 

o Less time for family and friends.   

o You may experience more stress. 

o As your success increases you may have to allot more time to management, legal or accounting 

issues and less time to those aspects of the business that first inspired you to become the owner of 

a small business.   

Even when the advantages outweigh the disadvantages, you may experience regrets at some point.   There 

will be events and outings on the weekend that you have to pass on because your business commands your 

time.   There will be times that you think a 9-to-5 job is appealing.  But guess what? People in those 9-5 jobs 

experiencing lament not not chasing their dreams.   With all that being said, there isn’t a greater feeling 

than experiencing a win – when you understand the risks, challenges and odds -- and chase your dreams. 

Seek Advice from Mentors and Professionals 

As you think about the possibilities of working for yourself, we suggest that you consult with a mentor or 

someone you trust to be your sounding board because hearing your ideas voiced aloud produces insight, 

new ideas, and helps you identify your feelings about different aspects of running a business.    

Even with good business instincts and specialized skills, every person benefits from healthy debate on 

the pros and cons of a new venture.    There are four professionals you should get to know early in your 

planning: an attorney, accountant, marketing consultant, and banker.   Share your plans with 

professionals you trust.   They have perspectives and experience beyond what small business owners or 

entrepreneurs often consider.   Discussing your thoughts with your trusting family and friends and 

garnering their support is equally important as you move forward.   New business ventures always come 

with risks.   Embarking on such an undertaking is very difficult without the support of family and 

professionals who are tasked with protecting your interests. 

Coworking by Corro provides access to seasoned  

professionals, regular seminars, etc.   Check now.    
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Pros and Cons of Working with Family 

When you consider the delicate balance between the risks and rewards of working with family or close 

friends, you may not be facing a simple business decision.  Whether you are planning to start a small 

business that might employ one or two family members or are buying a business in partnership with 

family members who will have a vested financial interest as well as share in the various management or 

operational responsibilities on a day to day basis you must consider the pros and cons of working with 

family.    

 

The Positives of Employing Family 

Working with a family member you like can really be fun and the family memories you make while 

working is an experience worth having.  In terms of the business itself there are positives.  Every family 

is different; you have to weigh the pros and cons that are relevant to your situation. 

o You understand the strengths and weaknesses of the person, emotionally and physically, and thus 

have a better idea of what you can expect.  

o You have a shorter and less expensive hiring process.  

o There may be potential tax breaks.  

o It could be easier to coordinate schedules. 

o If you run the business from home, or a family member’s home, you may save on renting office 

space or facilities. 

o You may benefit from a work environment that may be more relaxed and flexible.    
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The Negatives of Employing Family 

There are people who have the amazing ability to separate their personal and professional lives.  They 

are few and far between.  Thus, emotional family ties can cause problems in the workplace.  There is 

always emotional baggage  

o The fact that someone is a relative doesn't automatically mean he or she will  be the right fit for 

your business.  If it turns out you have a family member who is lazy, dishonest, unreliable, misguided 

or just plain foolish your business may suffer irreparable harm and you may find it difficult to take 

disciplinary action or fire the person because of the family connection.  

 

o When there is too much overlap between work life and home life it can interfere in the family 

dynamics as well as impact day to day operations at work. 

o Family relationships can be challenging to mend after a rift at work.  Are you willing to accept that if 

a problem arose there could be collateral damage.  From that point on family get-togethers may be 

uncomfortable or that there could be friction or a split in family relations?  

o It may be tough to establish boundaries for managing the working relationship separate from the 

personal relationship.  The boundaries may be between you as the boss versus you as mom, aunt, or 

sister-in-law.  There are also boundaries where the business takes priority over family time.  

o Customarily, family drama carries over into the workplace.  When you are part of a family it is 

difficult to ignore the personal issues that a family member brings to work or to keep emotional 

conflicts out of the office.  Work issues may be carried back into home life.  Family problems that 

impact the company and the other non-family staff.  

o Because you know family so well, it easy to think you know what they want, or how they're feeling.   

Assumptions like that can lead to conflict.  
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o Even if you are determined to treat a son, daughter or brother “just like everyone else” you will see 

them differently.  Intentionally or not, you are likely to weigh everything by the fact that you could 

cause problems in the relationship or family.  This affects how your company works.  For example, 

asking for rework or getting tough when a deadline approaches. 

o Your position can be challenging when you have family working with non-family employees.  You 

will have issues with employees if your business decisions are impacted by family loyalty.  

Employees will feel outside the family circle to start with.  More so, if they lack input.  This happens 

when family members discuss business or hold meetings at home, or outside of work hours.   Issues 

arise if you pay family members more or promoted them when they not an ideal fit for a position. 

This can lead to resentment among non-family staff, denied the promotion.  

o It’s very unlikely that any of your other employees or colleagues are going to speak freely about 

your relative. That may be a good thing if it prevents gossip, but what if the issue needs to be 

discussed? Generally, your other employee's are already talking about this -- just not to you. 

o If inexperienced, a family member may not understand the significance of confidential company 

information or customer privacy.  They find it difficult to juggle that fine line between work and 

personal lives and be tempted to share intimate knowledge, problems or day to day issues with 

other family.  

o Your loved one may not show you the respect 

that you deserve and need in the workplace; they 

may think that you are still fun-loving auntie 

Betty and not the boss that you are.   If you have 

other employees that can hurt morale or invite 

similar disrespect among others in your 

organization. 

o The employee to employer relationship can be 

complicated when it is your children. Feedback 

can be taken extremely personally, which can 

cause waves of negativity.  Unfortunately, 

probably as a residual of their teenage years, 

there is nothing children love to do more than 

question and argue with their parents.  As the boss you should not have to deal with workers always 

questioning and arguing with your directions or decisions.  

o You may think that it is a given that your family member knows ahead of time that you will not show 

favoritism.  However, there is no doubt he or she their own set of expectations – some possibly 

unreasonable – that may include leniency, extra freedoms, special perks or privileges.  They may feel 

comfortable enough to tell you how to run your business.  Family members may try to take 

advantage of you or think the company rules do not apply to them.  This may happen sub-

consciously, but it will be something you have to deal with early.   

https://www.inc.com/guides/201102/7-rules-of-conduct-for-family-businesses.html
https://www.inc.com/guides/201102/7-rules-of-conduct-for-family-businesses.html
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Why Am I Hiring Family? 

Even if the pros heavily outweigh the disadvantages always ask the question, “Why am I hiring family or 

a friend vs a qualified job candidate?”  You should have good reasons to support your decision.  Do not 

hire a family member just to help them out.  Evaluate whether the person has the skills or can learn 

them within a reasonable time.   

If you continue to face a tough hiring decision, it may be best to give yourself more time.  Make sure you 

are viewing the person’s awesome and unique qualities as well as their shortcomings.  Maybe they’re 

not a good fit for your business.  If they are, but cannot commit for the long term how does that affect 

your decision?   

Try to review the pros and cons from other perspectives; check with your think group.  From a business 

perspective what is best for the business.  You may save money hiring inexperienced family, but that 

may not be the wisest choice to kick-start a business.  Before you make a decision consider how the 

involvement of family could change as the business evolves.  What will you do if the family member 

makes different choices for their future?  What does that means to your business if it happens sooner 

than you anticipated?  

What is best for the business or for you may not align with what your family member chooses to do.  

You cannot make any assumption that a family member wants to work with you or will be inclined to 

like the work, salary, or responsibilities set out by you.  When you have considered your options you 

have to give family member time to consider the pros and cons from their perspective and be prepared 

for them to say no.  

Working with family may have some negatives.  However, if you have a good fit and set some guidelines 

to minimize the negatives the benefits can be enormous.  The key is to keep a balance between 

professionalism and fun, and of course respect for the rules .   

When working with a family member, you may be hesitant to ask them to sign a contract.  It’s not 

uncommon for families to view agreements, commitments, and deadlines as suggestions.  It is always 

wise to have a signed agreement or contract that clarifies the scope of the work and the expectations.  It 

is protection to both parties.   

When you have other employees, it is hugely important not to give the impression that a family member 

takes priority over other employees or partners simply because of a familial relationship.  When you 

have staff treat family and non-family staff equally, and make sure rewards are based on performance, 

not family relationships.  That way you will establish a first-rate personal work environment.   
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The Family Business 

If you decide to start a business or buy an existing business with 

family you will join the majority of small businesses which are 

family-owned with two or more family members in various roles 

of business responsibility, including husbands and wives, parents 

and children, extended families, and multiple generations 

working as working partners, managers, advisors, or employees.  

Family run businesses actually account for a large proportion of 

our nation’s employment.   

 There are many success stories because family businesses have a distinct advantage in that usually 

family members share similar values and pursue distinctive goals.  They are more emotionally (and likely 

financially) invested in their commitment to quality which is often associated with a proud history of the 

family name.  Younger generations are nurtured in the business to assume responsibilities and family 

sentiments extend to their concern for employees.  

The Advantages for a Family Run Businesses 

When you collaborate with people you trust and care about there are several advantages:  

o If you are fortunate to have a family that offers different perspectives, expertise, and experiences, it 

can be extremely beneficial when you start a new business.  You have the exchange of insight and 

ideas that help the business be more innovative.   

o There are more people working to get the business started by taking on the various time-consuming 

responsibilities or accomplishing the tasks that you would normally have to contract out to 

professionals.   

o It can be expedient for the business as a whole.  Instead of having to wade through multiple layers 

of formalities, which are common in larger organizations, family-run businesses are often more 

flexible in arriving at quick decisions. 

o A family-run business often is an ideal marketing point.   Customers seem to like patronizing a 

family-run organization more so than a faceless corporation. Just think how often you see 

businesses that proudly tout their family connections. Putting a face to a name is important, 

particularly when you are just starting out. 

o The level of intimacy you enjoy is important because it engenders a built-in support system.  This 

can be a very nurturing environment, and help to engender more self-confidence.  

o Family members that share values and goals tend to be trustworthy, loyal, and reliable.  They usually 

understand that they are all in the business together, and are more invested to work toward a 

common goal. They may be much more willing to make financial sacrifices for the company if things 

get tough, and can wait to enjoy the proceeds when the business succeeds.    
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o For the same reasons, they will work harder and work odd hours especially in the early stages when 

you are building the business.  

o Their desire to keep things profitable and stable for future generations is usually very strong which 

can make the business more enduring and offer continuity for clients. 

o Each family member has a network.  The business will have access to a wider networking group or 

discovery network outside the family think group.   

The Disadvantages for Family Run Businesses 

Still families do face a unique set of management challenges stemming from the overlap of the various 

roles and business issues:   

o Your business may be at a disadvantage due to a lack of diversity.  Having everyone pursuing the 

same business philosophy or sharing similar life experiences – or lack thereof – could create blind 

spots that could sabotage your day to day operations or growth.  Innovatively, every business can 

benefits from different perspectives. 

o Because family members often have the same background and upbringing, there is a greater 

tendency for groupthink which is the practice of thinking or making decisions as a group rather than 

thinking creatively or taking individual responsibility, especially if an older family member is running 

the company and other family members do not want to rock the boat. 

o Family members may find it hard to give another family member negative feedback, even if it is 

appropriate. They also find it difficult to make tough business decisions that may have  a negative 

impact on another family member.  

o Consider the rivalries.  If your family has arguments that persist, in the business world this can result 

in the loss of real money.  What happens when one family member wants to take the business in a 

radically different direction?  What about when it comes to succession? 

o Businesses with several family members pitching in on all fronts often lack a clear corporate 

structure.  Each family member feels equal and important which can be good for keeping the family 

happy, but may not be good for overall professionalism or progress.  This type of management has 

negative impact on employees who are not members of the family and can lead to nepotism which 

causes other issues.    
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Are you Ready to be a Boss? 

Flexible hours, lure of more income, more control over how you work, freedom from meetings, 

commuting and office politics – all of these features can be very alluring to an aspiring business owner.   

Still, it takes a certain kind of person to run a small business and also be the boss.  One of the most 

valuable things you can do before you start a business is interview yourself. 

Do you have a healthy attitude toward money?   

People with a positive money attitude generally spend less than they earn, save for the future, manage 

their credit, give to others and plan for unexpected expenses.  As a business owner you must be willing 

to charge the right rates, spend dedicated time per week to thinking about and managing the money to 

have a functioning profitable business. 

Do you enjoy connecting with people?   

When you own a small business (even when working from home) your connection with clients, 

customers, mentors, colleagues, other business, network contacts and business partners  is crucial to 

success.   You simply cannot avoid human contact. 

Do you value customers?   

Whatever other goals you have for your home-based business—flexible hours, more income, freedom 

from meetings – the main goal must be providing your customers with something of value.  Your 

business cannot exist without a base of customers who buy from you over and over again, and who will 

happily tell other people to buy from you. 
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Do you enjoy or value learning new things?   

When you start a business, you may need to learn many new things.   You will actually be surprised by 

how much you do not yet know.   Beyond the knowledge and skills you need to deal with your 

immediate business challenges, you need the ability to learn and develop skills to remain current as your 

business grows or as the environs of business or your competition evolve.   Enthusiasm for learning 

means you are less likely to lag and more likely to succeed.   

How persistent are you?   

It takes time to set up a business, get into the groove, work through learning experiences, build a 

customer base, deal with set-backs, adjust time-lines, and do everything else necessary to reach your 

business goals.    If you expect immediate results, you will be disappointed.   Can you stick it out?  

How well do you learn from your experiences?   

While it is good to be persistent, it is equally important to recognize when change is necessary.   You 

may have to change course when you learn a better way of doing things.   

Are you a careful planner?   

Keen business ideas can cause entrepreneurs to plunge right in by investing serious time and effort or 

money in a new project before they have validated information, researched the market, and formulated 

a business plan.   If you plan and do your research, you are more likely to refine your business ideas into 

winners.   A carefully crafted business plan is one of the keys to operate a successful business. 

How do you handle responsibility?   

We all know people that we can count on to step up when something needs doing.    Good business 

owners identify what needs doing and then do it.   It is called “grabbing the bull by the horns”.   

Sometimes the issues that the owner of a small business must deal with are not pleasant or quickly 

handled.   It takes a certain kind of person to face the tough things, and when you are the boss, that is 

your responsibility. 

Are you comfortable making important decisions?   

There is not a small business owner or entrepreneur on the planet that has done everything perfectly.   

Mistakes happen.   Problems need solving and decisions must be made.   Sometimes a spur of the 

moment decision is required, sometimes it required critical analysis and measuring advice or feedback 

from employees, professional advisors, customers, or family. 
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Are you willing to seek, listen attentively, and act on feedback?   

If you are capable of listening with an open mind, not take feedback personally or react defensively, you 

will learn a lot from the feedback you get from clients, customers, colleagues and business partners.   

The only way a business improves and grows is through seeking, listening and acting on feedback.    

What do you do with your unstructured time?   

Being your own boss means you set your own schedule, but you still have to set the schedule and have 

the discipline to follow it.   No one is going to prioritize your tasks, remind you or enforce that you do 

things. 
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Attributes and Skills Common among Small Business Owners 

A lot of people have great innovative ideas.  But, having an inspiration isn’t enough; you need to find a 

way to bring your idea to life and transform it into a product that consumers want.  Being an 

entrepreneur takes more than just passion.  Getting a new venture up and running takes other business 

skills and personality traits that are not very common.  Many entrepreneurs will tell you that juggling the 

excitement of your innovation alongside the day-to-day tasks of running a business can be a challenge.  

You need to know how to grow and scale a attribute.   

Let’s dig a little deeper.   An instinct for business, personal drive and leadership qualities are common 

traits among both small business owners and entrepreneurs.   One of the most valuable things you can 

do for your business is assess your strengths and weaknesses in all aspects of running your own 

business, so you can decide what you might have to learn in order to run your business or what it will 

cost  hiring staff or consultants with the expertise you need.  Think seriously about the following 

questions:  

1. Do you have curiosity? 

2. Do you have organizing ability? 

3. Are you in good physical health, able to endure long hours? 

4. Are you psychologically ready to take some risks? 

5. Are you resilient – do you have the determination and eagerness to bounce back after handling 

criticism, rejection, stress, burnouts, lack of focus, slow progress? 

6. Are you prepared to wait several months before you make a profit? 

7. Do you have specific expertise in the business you want to start? 

8. What is your experience in management, budgeting, goal setting, and handling finances?  

9. Do you communicate clearly and concisely to convey the right message on all business fronts? 

10. Are you able to facilitate each and every interaction with prospects, clients, partners, peers, 

employees; in order to expand the horizons of public relations. 

11. How well do you interact with people when handling complains, mediating or arbitrating between 

people with opposing views, working calmly and efficiently in the midst of an emergency or crisis, 

networking to facilitate business opportunities, partnerships deals, finding future employees? 

12. Are you a strategic thinker and problem solver?   

13. How are you at priority planning, efficiently switching between different management tasks and 

iteration to advance a business? 

14. Can you obtain the money you will need to start and keep the business running without having cash 

flow problems for the business and your home or family?   
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15. Do you know how to find your particular niche in the market and how to identify your customers 

and market your product? 

16. Do you know how to sell your product or service at a profit, determining sales quotas and 

projections, organizing, planning and presenting projects to clientele? 

17. How willing are you to work alone, be self-disciplined; handling situations which can be ambiguous?  

18. How much experience do you have building brand awareness tailored to a specific audience?  

19. How willing are you to take the initiative: accept all responsibilities, work long hard hours even if the 

financial rewards are slow in coming; establishing high standards of performance and raising them 

once they are met.   

20. How willing are you to do self-study, research, and planning to improve business operations.   

Do I need all these skills? 

Not all of these experiences or skills are necessary for every business.   Most certainly, not all successful 

business owners are experts at everything.   If you know a lot about the business and have the necessary 

specialized skills and experience it is a great advantage.  There is intrinsic carry-over value in any kind of 

working experience you may have garnered over the years.  But, if you do not have any actual business 

experience, you should to be prepared to learn a great many things.    
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You have probably discovered that you are adept at several of the skills outlined above.   The good news 

is that you know you can train yourself to improve in the areas that require more expertise and take 

additional training to understand or even learn to handle the rest.  Learning business fundamentals 

while you try to advance a business can result in costly errors, waste time and be detrimental to 

business growth.   Therefore, seasoned proprietors of successful businesses will tell you that it is wise to 

take some specialized courses to garner some business knowledge before you start your business. 

Of course, when timing is of the essence and you not have the necessary skills you can hire expertise or 

partner with the right people to invest in areas for which you lack expertise.   

The more you know the better.   You are the MVP, your business’s most valuable player.   You are the 

frontline, the first touch point in starting and developing the business and acquiring customers.   After 

reading the above questions, how credible, effective and skilled are you?   

Check out Corro’s  library of more than 100 courses for small business owners.  

Administrative Skills Courses  

Career Development Courses  

Human Resources Courses  

Personal Development Courses  

Sales and Marketing Courses  

Supervisors and Managers Courses  

Workplace Essentials Courses 
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Research for Sound Business Decisions 

Research will help you with a wide variety of sound business decisions, which are necessary to prepare a 

credible business plan and forecast cash flow.   You will likely have to make decisions involving:  

o A good location  

o Sales projections  

o Your product line  

o Your pricing strategy  

o Where you advertise  

o Offering credit to buyers 

o How much capital you require  

o How much floor space you need  

o How much inventory you order  

o How much equipment and supplies you require  

o How many employees you hire, etc.   

 

Where to find Information 

Business information can be gathered from many sources, much of it at no charge.   The following are 

sources of information on your industry.   

o Competitors  

o Neighbouring businesses 

o Sales representatives 

o Trade suppliers 

o Business friends and associates 

o Chamber of Commerce/Board of 

Trade 

o City or Municipal Hall 

o Local Government Agent's office 

o Downtown business associations 

o Trade associations 

o Shopping centre developers 

o Newspapers, radio and TV 

o Online Resources  

o Various directories  

o Bookstores 

o Business Service or Information Centre 

o Statistics Canada 

o Trade publications 

o Similar businesses in another city 

o University or community college, business schools 

o Advertising agencies 

o Post Office 

o Business section of library 

o Phone book, Yellow Pages 

 

Observe the Competition:  If you have knowledge about the business, get out on the street and study 

your competitors.  Visit their stores or the locations where their products are offered.   Analyze the 

location, customer volumes, traffic patterns, hours of operation, busy periods, prices, quality of their 

goods and services, product lines carried, promotional techniques, positioning, product catalogues, 

online resources, and other handouts.  Whenever feasible, talk to customers and sales staff.   Consider 

how well your competition satisfies the needs of potential customers in your trading area.  Determine 

how you fit in to this picture and what niche you plan to fill.   What can you do better: location, 

convenience, price, hours, quality, or service?   
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Talk to Other Small Business Owners in Same or Similar Business:  Talk with people who operate 

similar businesses located outside of the area where you are considering locating your business (another 

city or town).   Let them know that you would value their advice.   Usually they will be flattered and 

willing to share their experience and advice.   If you are unsure where to find these businesses consult 

your business professionals or suppliers.    

Talk to Suppliers:  Conversations with your suppliers can tell you a great deal about how your industry 

works and what trends are taking place in your market.  They may be able to tell you valuable 

information about pricing techniques and mark ups, about the fastest moving lines and why they are 

selling, and why some competitors are successful.  They can also provide you with information about 

credit terms. 

Talk to Customers:  Conversation with your customers or potential customers can give you insight into 

what their needs are.  They can indicate what they look for in your industry, what they think of your 

competition, what price they might pay and what level of service they like.   Ask the right questions and 

listen carefully to what they say because their responses gives you a great lead into what you can bring 

to market that solves a problem for your potential customers.  From them you can learn what your 

business niche might be or what you can do better than the competition or how to combine unique 

areas of expertise to create solutions. 

Surveys:  Surveys and market studies allow you to get insight from your customers.   If you have a 

specific information requirement and a definable audience, it is likely that you can undertake a useful 

study.   Designing a non-biased questionnaire requires attention to detail.   There are many good books 

available on questionnaire design and initiating a survey.   Community colleges and universities have 

marketing management programs where students can be hired on a confidential consulting basis as part 

of their curriculum.  The students do not have the experience of professional firms, but will often do a 

reasonable job at little cost.  If you are depending on the survey to assist with a costly decision, you may 

want to consider hiring a professional marketing research firm.    

Focus Groups:  A focus group involves getting feedback from a handpicked group of individuals, using 

controlled interview techniques.  The process usually allows the participants to provide their opinions, 

come up with new ideas and brainstorm any aspect of a product or service you wish.   This is valuable 

for generating new concepts, getting feedback on proposed advertising or gaining insight into attitudes 

and opinions about a new product.   Focus groups require a skilled interviewer.   You may want to 

consider a professional firm that tackles such projects.   
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Marketplace and Demand 

Before you start a business or buy one, ask yourself whether you know and understand the market for 

the products or service that you intend to sell.   You must know three things: 

1. Who you are? 

2. What you have to offer?  

3. Who you are trying to reach? 

Every other question or decision you make revolves around those three answers.  Where or what is your 

target market? You have to know your customer intimately before you can bring a product or service to 

market.  Is your product or service wanted and/or needed in the marketplace?   Is the product or service 

of a timely nature?  Is it the right time, the right place, and what is the right price?  Is this the kind of 

business that is on the way in or on the way out? 

All your planning, marketing strategies, innovation and communications revolve around you knowing 

these answers as precisely as possible.  

Consider Your Finances 

You need enough money to support the business and your family, until the business shows continuous 

profit.    Laying out your cash flow for the first year and streamlining your budget helps you find out well 

in advance if you will need to borrow or raise money to keep the business operating.   You may need 

additional time to explore your financing options, prepare strong presentations to investors or lenders, 

or reengineer your business plan.   All of these factors form part of your strategy.   

Prepare a detailed list:  be realistic and calculate the income and expenses you can reasonably expect 

during the first year or two of operation.   If this is to be a full time business, do not forget to include 

your living expenses and extra for emergencies. 

Do you have the financial resources to support your expenses if the income is less, slow to come in, or 

has to be reinvested in growth?  Can you afford to go into business for yourself right now?  If not, when? 

Consider Strategic Partnerships 

To bring your idea to life, and especially when timing is important, you may have to consider partnering 

with the right people to invest in such things as product development, market expertise, or navigating 

regulations.  If you do not have a network of key contacts, you may have to seek opportunities to 

connect through key conferences, trade shows, and networking events, or through online portals, like 

LinkedIn.   Getting in front of the right people can be tricky and once a connection is make you have to 

make an immediate impact.  It takes preparation to grab the attention of a large corporation.  They too 

are looking for new innovative ideas.  When you do find a potential partner their collaboration and fresh 

perspectives may propel your idea in new directions.  You may have to step back, listen, and be 

prepared to explore their suggestions, even the outlandish ones.   
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Evaluate Yourself as a Small Business Owner or Entrepreneur 

Wow, you’ve not been discouraged so far.   Let’s delve even deeper.    Attaining success in a small 

business should not be left to luck or to chance.   Realistic goals, careful planning, hard work and 

determination distinguish successful business owners from those that try, and fail.   

Whatever your reasons for wanting to go into your own business you must do so with your eyes open.   

We have prepared a decisive self-employment assessment – 130 questions to help you evaluate your 

readiness as a proprietor, manager, and administrator to determine if you and your planned business 

are a good fit. 

The consummate entrepreneur would enthusiastically want to answer "yes" to every question.   We 

expect you may answer "no" to some of these questions and that is quite an acceptable response.   In 

fact, some questions may not apply to your type of business idea.   However, it is important that you 

realize that at some point in the start-up or in its stages of operational growth of your business, you may 

eventually have to answer the question or assume responsibility for most or all of these as tasks.  

Before you start a business you have to, at least, consider each of these questions and then evaluate 

how it relates to you and your business.   If you are uncertain, find out.    If you find these questions 

thought provoking, that is good.   That is one of the goals of the questionnaire.   The questions were 

designed to help you conceptualize the enormity of your venture, understand the commitment of time 

and resources that will be expected of you as the owner of a successful business, and help you think 

about priorities and objectives as you formulate your plans.  

You could skim the questions, but that would defeat the purpose.   We suggest that you examine your 

responses, using a multi-pronged approach.  For each question, ask yourself four additional questions.  

When a question is challenging, make notes to delve deeper.  Exploring the questions and defining your 

responses should help you to make informed decisions.   In fact, these questions and your answers form 

the basis of your business plan.   Keep this checklist and your notes handy to help plan your strategies. 

For each of the 130 questions, ask yourself the four additional questions before you go on to the next: 

o Does this statement describe me? 

o Is this a task I have to complete before I can start my business? 

o Is this a responsibility I will have to do in the near future? 

o How will I accomplish this? 

We have divided the questions into eleven categories:  

1. You    6.    Marketing Strategy 

2. Your Idea   7.    Financial Plan 

3. The Business   8.    Business Plan 

4. Strategy   9.    Financing  

5. Your Market       10.  Location 

    11.  Your People  
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You 

1. Are you the type of person who initiates work or projects without the urging of others – are you 

a self-starter? 

2. Can you afford to work, not knowing how much money or success you will ultimately earn? 

3. Can you afford to work without the security of a regular paycheck? 

4. Are you willing and able (health-wise) to work harder and longer hours than you have ever 

worked before?  

5. Are you able, and prepared, to make tough decisions on your own? 

6. Are you the type of person who can admit that you may be overwhelmed, overmatched or 

overextended and need outside help? 

7. Are you willing to ask for help and do you know where to find it? 

8. How comfortable are you when you meet strangers? 

9. How do you deal with people who are upset, opinionated, or belligerent? 

10. Are you an effective leader, motivator, and communicator? 

11. Are you willing to delegate authority and responsibility to others? 

12. Do you take responsibility for your own actions and are you willing to acknowledge when you 

are wrong? 

13. Do you project a professional image to your clients and suppliers? 

14. Can people count on you to do what you say you will do, and do people believe in what you say? 

15. Do you have managerial experience? 

16. Do you have the business skills you need to run a business? 

17. Do you have the technical skills required to run your particular enterprise? 

18. Have you worked in a business similar to the one you want to start? 

19. Can you itemize your strengths and weaknesses as each relates to operating all the various 

aspects of your business? Marketing strengths differ from your attributes in sales, accounting, or 

programming. 

20. Do you have business partners or advisors who can compensate for your weaknesses?  If not, 

can you afford to pay for the expertise you may need? 

21. Have you thoroughly researched your business to get as much information as possible about 

your customers, competition, suppliers and market area? 

22. How do you stay abreast of new developments within your industry? 

23. Are you a good listener?  



 

23 
 

 

Your Idea 

24. Is your product or service unique? 

25. Does it serve a customer need or want? 

26. Can you define the advantages your product or service has over and above your competition? 

27. Have you determined what your product or service will cost you? 

28. Have you outlined the image you want your product or service to have in the marketplace? 

29. Is your product or service one that can be copied by the competition?  

30. Have you located and talked to suppliers who have what you need and will provide it at a 

reasonable price?  

Your Business 

31. Have you examined the types of business ownership to determine which best suits you - sole 

proprietorship, partnership, corporation, or limited liability company? 

32. Can you afford the unlimited personal liability of sole proprietorship? 

33. Do you know the difference between general partners and limited partners? 

34. Have you identified the partners? 

35. If you have chosen to form a partnership, have you drawn up a partnership agreement? 

36. If you have chosen to form a partnership, have you determined how a partner can leave the 

business? 

37. If you have chosen to form a partnership, have you determined how a you will settle disputes? 

38. Are these partnership decisions documented in writing, and witnessed? 

39. Have you filed the articles of incorporation with the Province in which your business is located? 

40. If you are conducting business in more than one location (out of Province or out of Canada)  do 

you have to register elsewhere? 

41. Is your product one that should be protected by a patent? 

42. If so, have you filed a patent application?   

43. Do you know how long the patenting process takes? 

44. Have you given your business, product, and service names proper trademark protection? 

45. If the answer is yes, are you using the trademark properly? 

46. Does anything you have created require copyright protection? 
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Your Strategy 

47. Have you written a mission statement for your business? 

48. Have you made a list of the business's strengths and weaknesses? 

49. Have you identified present and future opportunities for your business? 

50. Have you explored what threats your business might face? 

51. Do you know what the key success factors are for your business? 

52. Have you established long-term and short-term goals and objectives for your company? 

53. Have you formulated a game plan? 

54. Have you outlined specific ways to implement your company's strategy in the marketplace? 

55. Have you established control systems that will help you determine how well your game plan is 

working? 

56. Do you know the strengths and weaknesses of your competition? 

57. Does your strategy include ways to handle new competition?  

Your Market 

58. Have you researched economic and technological trends to determined how they will affect 

your business? 

59. Have you evaluated key demographic and lifestyle trends to objectively assess how they will 

affect your business? 

60. Will changes in government change your business in any way? 

61. Have you identified your company's target market? 

62. Have you researched your target customers to know their likes, dislikes, wants, needs, and 

preferences? 

63. Have you determined the level of satisfaction your target customers have with the competition 

or similar products or services? 

64. How you will create value for your customers? 

65. Do you know why your customers will want to buy your company's product or service? 
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Your Marketing Strategy 

66. Have you developed a marketing strategy that is focused on your potential customers or clients? 

67. How will you implement this strategy?  

68. Does your strategy include value, quality, customer convenience and satisfaction, competitive 

advantage, expanding product lines or additional services? 

69. Have you identified channels of distribution to deliver your product or service to your customers? 

70. Have you established a price that is reasonable, competitive, and profitable? 

71. Have you determined the cost of customer acquisition? 

72. Does your marketing strategy, pricing, means of distribution endorse the image you want to promote? 

73. Have you compared advertising media to select the most effective way to reach your target audience? 

74. Have you created an advertising campaign that is distinguishable? 

75. Does your advertising campaign answer the following question for your target audience, "Why 

should I consider buying this product or service?" 

Your Financial Plan 

76. Have you developed estimates for your one-time startup expenses? 

77. Have you developed estimates for your on-going business expenses? 

78. Have you created realistic projected income statements for three months, six months, one year 

and three years for your business? 

79. Have you created projected balance sheets for three years for your business? 

80. Do you know how to analyze your company's financial statements? 

81. Do you know what your company's breakeven point is? 

82. Have you reworked your cost estimates to see if you can lower your breakeven point? 

83. Do you know how long your company's cash flow cycle is? 

84. Have you developed a budget for your company's first year of operation using a pessimistic, 

optimistic, and most likely sales forecast? 

85. Have you set up an accounting system to track receivables and payables and keep them current? 

86. Have you developed a plan for collecting your accounts receivable promptly? 

87. How will you monitor or control inventory? 

88. Do you know how much inventory you should have and how quickly or easily you can increase 

that amount? 

89. Have you developed a contingency plan to deal with unexpected cash flow problems?   
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Your Business Plan 

90. Have you developed a complete business plan for your company? 

91. When was the last time you reviewed or updated it? 

92. Have you asked another reliable person to edit and evaluate your business plan? 

93. Does your plan include a market analysis, management overview, financial projections, 

strategies for implementation and troubleshooting. 

Your Financing  

94. Have you calculated how much money you will need to start your business? 

95. Do you know how much money you will need to operate for the first six months, the first year? 

96. In determining these amounts have you included a cushion amount for unexpected expenses?  

97. Have you determined the amount of personal money you have available  to invest in your 

business? 

98. Have you examined all your resources like life insurance or home equity?  

99. Have you identified family members and friends who might be willing to finance your business? 

100. Have you identified potential investors that you can approach to finance your business? 

101. Are you willing to go into debt to start and operate your business? 

102. Can you afford to pay back the debt?  Monthly?  In the near future? 

103. Is your business idea of such a timely nature that it would not be able to withstand a delay while 

you save more money or find investors? 

104. Have you considered revising your start-up strategy to lower costs? 

105. Have to you considered bartering your skills, product, or services for equipment, supplies or 

services that you need to start and run your new business?  

106. Do you know a banker that you can approach for a loan? 

107. Have you explored other forms of debt financing? 

Trade credit? 

-Equipment suppliers? 

-Commercial finance companies? 

-Stock brokers? 

 

-Credit unions? 

-Peer Lending? 

-Small Business lending programs 

-Provincial, Federal or local development programs? 
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Your Location  

108. Have you compared the demographics of your proposed location choices to the profile of your 

target customer base? 

109. Have you obtained reports from Statistics Canada concerning your location? 

110. Have you evaluated site options in terms of the competition (both existing and potential), your 

compatibility with surrounding businesses, and other factors that may be unique to your business? 

111. Which is better for your business in the long term – renting, leasing or owning the property that 

will house your business? 

112. If you enter into a lease agreement, have you considered the options at the end of the lease? 

113. Can any of these options be included in your leasing arrangements? 

114. If you have to move your business in the first year or two how will it affect your business? 

115. Do you need room for expansion?  

116. Do you need a private area for meetings, uninterrupted work or keeping confidential files? 

117. Does the location meet necessary standards as set out by Provincial or local regulations? 

118. Will you have to renovate? 

Your People 

119. Will you operate the business by yourself? With family? Part-time help?  Full-time employees? 

120. Have you developed a human resources plan for your business? 

121. Have you created job descriptions/responsibilities for each area of responsibility in your company? 

122. How will you recruit the workers you need? 

123. Have you developed a job application form that ask the for information you need about candidates. 

124. Do you have all the information that you need so you can avoid charges of discrimination? 

125. Do you know what questions you will ask in an interview so you can make a qualified hiring decision? 

126. Have you developed a plan for orienting and training your employees? On a continuous basis? 

127. Is your compensation plan equitable and motivating to employees? 

128. Have you developed a plan for evaluating your employees' performances regularly? 

129. Have you developed a procedure for documenting employees' performances in case you must 

fire them? 

130. Have you consulted with the appropriate government agencies like Workers Compensation, 

Labor Standards, or Canada Customs and Revenue Agency to ascertain all you are required to do 

as regards to workplace safety regulations, human resources, tax deductions, etc.   
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Kudos to you for having the patience and diligence to pursue all 130 questions.   That is a good sign.   If 

you are exploring being a small business owner for the first time and simply jumped to this point 

without going through the questions, we would strongly suggest you stop and ask yourself why you 

skipped them.  

Negative or inadequate answers to these questions will not kill your dream.  Your goal should be to 

explore each question for enlightenment, to remove doubts or risks, and to gain confidence for making 

better decisions, and to formulate your business plan.  
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Compass Readings and the Plunge 

Just about anybody can have a good idea, get a business license and lease office space.  Ideas do not 

stand alone.  Few people have the have the combination of the capabilities, resources, strategic 

planning and that fire in their belly to turn an idea into a business venture that works?   Let’s explore 

three factors that affect your readiness to take the plunge and start your own business. They are 

planning, money management, and timing. 

Planning 

Let’s look at planning first.   A business plan helps turn 

your vision into tangible action plans. A business start-up 

compass is comprised of four quadrants.   During the 

phases of starting and operating your business, the 

needle of your compass will point to one or more of 

these elements. 

1. Business Viability – research and corroboration 

2. Your Skills & Capabilities 

3. Financial Resources 

4. Business  Strategy and Marketing plan 

No matter where the compass needle points having  

a business plan helps you to get it right.   

Budding proprietors worry that that time spent on research or devising a good business plan will delay 

commercializing their product or idea and they make the mistake of rushing into the project with 

inadequate resources or a strategy that might not work.   Or no planning at all.  If you haven’t invested 

time in the prerequisites of strategizing your business plan you are not fundamentally ready to take the 

plunge, because one or more quadrants of your business compass are missing?  

In creating your business plan forces you to test and analyze the validity of your assumptions.  The 

insights you gain from your industry, customers and competition helps assess the feasibility of your 

venture, uncover new opportunities.  determine how best to position your brand, document your 

marketing plan, and figure out your financial needs.  The business plan clearly lays out the long-term 

milestones that are most important to the success of your business.  Once you are up and running your 

business plan provides a roadmap from which to operate, deal with changing conditions, and clearly see 

whether you have achieved your strategic, financing, and operational goals, and why you have or have 

not. 

A business plan provides details about your company, competition, customers and industry so that you 

make the best possible decisions to create an effective strategy for growth.  When applicable, it gives 

investors and lenders the information they need to decide whether or not to fund your company.  
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Money Management  

Businesses can take up to three years to build.  Your business needs enough resources and capital to 

survive and thrive.  Add a cushion for unforeseen expenses. Having enough cash to cover expenses is a 

must because running out of cash makes it impossible to sustain your business.   You also require 

enough money for your personal expenses because depletion of your personal resources puts extra 

pressure on you and the business bank account, and can shift your focus and energy as well.   

When you start a business your revenues are usually lower than the mounting expenses.  Even if you are 

heavily capitalized you still need superb budgeting and money management skills because your target is 

always to grow and growth needs lots of money.  Lots!  To achieve profitability you need some way to 

consistently track your financials so you can take corrective action immediately when you are off course. 

Although business accounting and taxes may be within your capabilities, the complexity of money 

management requires a lot of time.  You can opt for expert help with money management so it frees up 

your time to focus on other important concerns.    

Speak to Experts 

It is always useful to hear from other entrepreneurs who may be further along in their journey and share 

tips, advice about things you may not have considered.  You will get a sense of where you may need 

support and where to get it.  If you find financials or designing a website a daunting prospect, they may 

suggest someone in their network who may be able to lend their skills to get you up and running.  Many 

financial institutions offer free online support to help entrepreneurs navigate business planning. 

The Right Timing 

Let’s look at timing.  The question is:  when do you know that the time is right?  When you think you are 

ready to take the plunge you must be able to figure out if your idea will work for you in current market 

conditions.  Is now the best time to take the risk? 

o How is the current market and local economy?  If you have done your research you should be 

able to determine if there is a strong entrepreneurial environment for you to lean on. 

o What is the current competition doing?  The credibility of the competition can help you, 

especially if you have the ability and resources to surpass the competition. 

o Timing is delicate when it comes to customer outreach and you’d better have verified potential 

customers, a well-thought-out strategy for client acquisition and retention prior to setting up 

shop if you want to see success. 

When it comes to timing, you need realistic expectations.  Everything is going to take longer than it 

should to complete – research, getting legal contracts drawn up, sourcing revenue, building a blog or 

website. Sometimes it will take longer because it is more difficult to execute than you expected, or it 

costs twice or more than your budget allows.  A business can take a long time to build, sometimes three 

years or more before it becomes profitable.  
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Timing and Inertia 

When it comes to timing, inertia can be an impediment.   

You can immerse yourself in research, blogs, how-to-books, webinars, mastermind groups, forums, and 

mentoring meetings; you can have all the basics of masterminding a winning business plan; you can 

visualize all the logistics of running your own business.  However, you can get so bogged down in the 

preparation process that you can become paralyzed by trepidation – angst that you need to know 

absolutely everything before you move forward.   You can operate in a fog of uncertainty over so many 

details or the unknown that you may not recognize that all the compass readings are pointing you in the 

right direction and that it is time to take the plunge.    If you have done everything right, taken all the 

precautions, but forgot to rely on your instincts, your knowledge and capabilities, you may fail to act.   A 

big part of entrepreneurship is taking the plunge – trying, adapting, possibly failing, and getting back up 

again.  As an entrepreneur, you need to be quick on your feet.  Sometimes you cannot wait until you 

have the perfect plan before taking action.  

The Most Important Question about Timing and Your Readiness 

Though entrepreneurship can be rewarding, you are about to take on what could be the most 

challenging venture of your life.  Are you truly prepared?  You are the one who ultimately has to make 

your business succeed, regardless of market conditions, the economy, competition, and trends.  Just 

because you can do something, doesn’t mean that you should, that you will be successful, or that it is 

the best choice for you.  Ask yourself, “Is the time right for me?” 

o Are you truly an expert on the product or service that you are hoping to sell or could you use 

some more time to learn your craft?  Being an expert requires knowledge, experience and, most 

importantly, a passion for what you are selling.  

o You must also be schooled in basic business and accounting, or at least have access to an 

experienced brain trust that is prepared to assist you. 

o What about the physical commitment. Do you have the time to put into making your business a 

success?  Success brings higher expectations and more work.  More visibility and deeper 

commitments. 

o Are you in the midst of any major life changes?  Things look different in the midst of change.  

Clarity comes after you have moved through change and recovered.  If you have recently 

experienced a major change and feel you have gained some insight that makes you want to  

change your work status you should wait and give yourself time to fully transition through the 

change before you launch your business.    
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o You're ready to learn and confront your ego?  The experience of starting a business will teach 

you more than you can imagine about yourself and the marketplace.   Be ready to learn some 

tough lessons, too. 

o Do you understand that you are taking risks when you become your own boss?  It’s possible that 

your business may never make a profit.  It is possible that you’ll grow so quickly you’ll be 

overwhelmed.  You have to look at the rewards of your opportunity and see if they justify the 

risks -- both financial and qualitative risks. 

o You can face the fear of failure?   Being afraid to fail can paralyze you when you are your own 

boss.  We can all feel fear, but in business you need to face it head on, often by yourself.  

Business ownership is not a magic bullet for financial security.  You must be prepared to commit to the 

work and the time.  Make sure that before you choose to become your own boss, the risk-reward 

tradeoff makes sense for you and that you have the opportunity to significantly improve upon your 

current situation or do better than other situations that could be available to you.  
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Business Traps - Obstacles to Staying in Business 

Your journey to success will take lots of time and hard work as well as a certain amount of risk.  It is a big 

achievement to overcome those initial challenges.  Even when the business is up and running amid the 

endless possibilities you will encounter hurdles.  Some challenges are harder than others to overcome 

and may not be adequately addressed in your planning strategies.  Let’s take a look at seven obstacles. 

1.  Feeling Overwhelmed After Making a Mistake 

Every entrepreneur has to accept that everyone 

makes mistakes.  If you miss out on a business 

opportunity, lose money on a deal, or make a hiring 

error, it is okay.   There is no point in repeatedly 

chastising yourself with negative thoughts.  Better 

that you view an .oversight as a learning opportunity 

to improve in the future.  Use it to refresh your 

perspective and to be more alert to upcoming 

opportunities.  Remember your “why” and look for 

inspiration in the things you have achieved.  

2. Overworking yourself 

As an entrepreneur you should expect to work different hours.  Different business responsibilities are 

vast and challenging.  However, if you neglect your health and personal responsibilities you eventually 

risk losing your business as well.  The average entrepreneur works long hours, which leads to unhealthy 

lifestyle choices and fatigue.  Fatigue can happen fast.  It can lead to lack of focus and rash decisions 

about the business.   Fatigue can affect the quality of your work, level of personal engagement and 

attention to detail, the three things that are crucial in making your business successful.   

Inattention to your personal needs – health, fresh air, proper sleep, medical attention, leisure time - will 

affect your work performance, stress levels, and leave you with a poor mindset for success.  Your 

personal or family responsibilities are also crucial to your well-being.   

It’s important to find the right pace that keeps the business flowing smoothly toward success and allows 

you time to invest in yourself.  When you do, it automatically empowers you to be more energetic and 

alert as an entrepreneur.  You will work smarter, more effectively.  .  Besides regular exercise and full 

night’s sleep, learn to work with your body’s natural ebbs and flows and create a schedule that includes 

frequent relaxation breaks throughout the day, and fits in other self-care necessities. 

3.  Not Having a Business Plan  

It is critical and bears repeating.  EVERY business needs a plan!  As an entrepreneur your strategy to stay 

in business should include preparing a comprehensive plan and using it intellectually as a resource to 

stay on track.  Your business plan should take into account #1 and #2.  
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4.  Client Dependence 

You should not allow the success of your business to become dependent on one or two clients.  If half 

your business income is derived from a single client you are less a business owner and more of an 

independent contractor.  Having one or two clients can work if your main client has a consistent need 

for your product or service and pays promptly.   But, what happens when the client not longer needs 

you or quits paying?  Plan to diversify your client base to grow your business.  

5. Ignoring the Small Problems 

When you run a small business you have to be adept at spotting the early signs of problems before they 

become a serious.  Your dream may be so huge that in being enthusiastic, optimistic and busy you may 

be inclined to perceive a small problem as one of the growing pains of starting a business.  You may 

dismiss a legitimate red flag of a major issue.  Be pragmatic, look objectively at your business to identify 

concerns as they arise because small deviations from norm, if left unchecked, can cause a domino effect.  

Constantly look at the different aspects of your business.  Ask yourself, “Is this working as it should, and 

if not, why not?”  Small stuff has to be sorted out and working efficiently for the big stuff to happen.   

That includes personal issues that could affect your performance. 

 

6. Doing Too Much Yourself 

As a small business owner, naturally you want to be involved in every detail at the heart of everything.  

That sounds fine until you unexpectedly fall ill or have some other sort of emergency.  The wheels of 

your business grind to a halt when there is no one that understands the business or how it runs.  Even if 

you do not have full time staff or a trusted partner, take the precaution of budgeting time and money to 

train someone to step in if an emergency occurs.  Make sure to write things down: procedures, list of 

suppliers, clients, contractors, contacts vital to the business, access codes.  Make it habit to record key 

dates in a planner so that your stand-in knows when an important deadline or event is coming up.  
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7.  Navigating the Company’s Processes to Plan for Growth and Innovation 

Your business focus changes as it moves beyond the start-up phase.  Every entrepreneur has a vision of 

grow and talks about planning to grow their business.  Yet very few plan the growth.  Your research and 

insights evolve into your business plan.  Your business plan is a roadmap that identifies the key growth 

areas that you want to target and how you will do it.  It helps you allocate resources, manage priorities 

so you do things in the right sequence, on time and on target.  You review your plan as you grow.  As 

you enlarge your team, the growth plan outlines their responsibilities in achieving those targets. 

Identifying opportunities for growth should become a priority to ensure sustainability.   To the 

detriment of growing the company, many small business owners tie themselves to the daily routine of 

“doing things” to run the business or stressing on the details for perfection.   In the age of busy they do 

not focus on strategically growing the business.  Naturally, you never want to hurt your brand by 

compromising on quality, yet you do have to understand that managing your business is also an 

intellectual discipline that requires leading-edge thinking.  You should devote energy to: 

o Measuring performance 

o Analyzing the competition 

o Challenging assumptions 

o Understanding the future and trends from a macro level and from an industry perspective 

o Identifying uncertainties 

o Reviewing your roadmap as it pertains to growing your business    

Business growth activities require 25 to 50 per cent of your time.  You may eventually be in a position to 

train or hire new people to take over some of activities to develop products or expand markets that feed 

growth, but as a small business owner working by yourself or with one or two employees that is difficult 

to do.  Before you embark on entrepreneurship make a point to learn strategies and practicing skills that 

help you work smarter, use your energies more meaningfully and productively.  Strictly speaking these 

are not time management strategies; more about attention management.  They will help you in all 

aspects of your business and help you free up time to take care of yourself, too. 

o Becoming more consciously aware of attention traps:  On average people use up 5-15 hours a week 

having their attention pulled away by inconsequential irrelevant, distractions that eat up time, a lot 

of brain bandwidth and physical energy.  Valuable work hours slip away. 

o Understanding the value of undivided attention and how to prioritize protecting it:  Learn attention 

management strategies such as how to set boundaries or block out uninterrupted time for yourself. 

o Stop trying to multi-task or switch-task   because the human brain is not wired for it.    Research 

shows it takes 20 to 40 percent longer to complete a group of tasks while trying to multitasking.  The 

more things you try to juggle, the less effective you become. 

o Learn to discern what is urgent or time sensitive from what is important or aligned with your priorities.   
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Buying an Existing Business 

Small business ownership can be one of the most personally rewarding things that you can do.   You can 

start with an idea and build a business from scratch or buy an existing business.  The key advantages to 

buying an existing business are that you avoid the time-consuming, expensive and potentially risky start-

up stage and the headaches of getting a business off the ground and building a customer base.  Even, if 

you decide to start from scratch, this section has insights that will help you carry out your start-up plans.  

Although buying an existing business can be filled with many potential pitfalls or uncertainties, it is still 

one of the best ways for a beginner to get into business.   Income and profits can be realized more 

quickly.   A proven track record, established customer relationships, skilled staff, brand identity, 

location, assets, marketing and sales strategy in place, and history to build upon – what more could you 

ask for?  If you pay a fair price without overpaying and do not inherit any calamitous skeletons hidden in 

the closet, you will have your dream of being your own boss and controlling your own financial destiny. 

As you have learned, entrepreneurship is all about having the best answers to the right questions.  

When you buy an existing business a whole new series of questions must be asked.  You need not just 

fitting answers, you need to get as precise as possible before you can make critical decisions.  You will 

seek answers from the business owner, employees, suppliers, customers, experts and yourself.   

1) Educate yourself about the business in general. 

2) Avoid the common mistakes potential buyers make.   

3) Ask yourself these 18 questions  before you buy.  

4) Chase the key truths about the business you want to buy to shield yourself from deceptive or 

misleading practices. 

5) Search for "Skeletons in the Closet". 

6) Conduct a preliminary examination, getting answers to another 70 questions. 

7) Execute an in-depth evaluation, using the expertise of professionals who have their own questions.   
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Educate Yourself 

Educate yourself about what to look for in a reputable business that is profitable and what to watch out 

for that might be a sign of trouble.   Study the particular business that interests you.    Get as much 

information as you can to confirm the vendor's good faith and the soundness of the business.  Print or 

save a comprehensive list of questions.  Here is a short list of questions and concerns to get you started: 

o Find out why the owner is selling and what he or she will do if it does not sell. 

o How long has the business been for sale?  

o Get a detailed list of exactly what the vendor is selling, including land, buildings, equipment, 

inventory, intellectual property, exclusive products, business contracts, or customer lists.  What 

about ownership rights to the business name, patents, proprietary 

processes, trademarks, trade names, or current research not trademarked.  

You need to ensure that you will be able to carry on normal business 

operations after the closing date. 

o Inquire with current and past customers to find out the image and 

reputation of the company.   How is their reputation for customer service, 

delivery, warrantees? 

o What is the company’s competitive advantage?  

o Check for the quality of the product or service, inventory turn-around. 

o Find out if the business is currently involved in any ongoing lawsuits, and if 

so, what are the details?  Are there any liens against the business?   Have 

their ever had any lawsuits or liens?  If so, what was the outcome?   

o Has the company experienced bad reports with the Chamber of Commerce, Better Business Bureau, 

landlord, government agencies, competition, or neighboring businesses?   

o Check the present and potential competition. 

o Is it the kind of business that on the way in or on the way out? 

o What is the history of key management? Are key people likely to stay when ownership changes? 

o What outcomes is the business owner looking to achieve?  Though the best price may be a factor, a 

seller might also be proud of the business and want to vet the buyer because her or she wants to 

see the business develop and grow or continue to provide a stable workplace for employees.  

Getting answers to all these basic questions can be a daunting exercise.  Of course, if you are serious 

about buying a business you cannot make sound decisions or expect success without learning the right 

answers to these and many more critical questions.  Your understanding will help you make sense of 

what your legal advisor, accountant and other consultants tell you.  But more importantly, they cannot 

scrutinize all aspects of the business for you and make the final determination that the business is best 

fit for you.    
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Educate yourself about key terminology.  You need to understand the distinctions so you are not misled.   

Learn about what the “Books, Records, and Files asset” includes.  Books, records and files of the 

business will include all the information required for a smooth transition in ownership and for the 

business to continue normal operations after the closing date. This includes all accounting files of the 

business, marketing information such as client lists and market research information, and all files related 

to product research and development as well as production and maintenance history.  

Educate yourself about any financial constraints you may face before you negotiate a price. Otherwise, 

you put the deal at considerable risk.   What if the bank will not provide the financing you need or offers 

terms you cannot meet?  It is better to approach your bank as soon as you start thinking about buying a 

business.  Your bank can help you figure out how much you can afford to borrow and work with you to 

come up with a financing package that has enough flexibility to see you through the purchase and the 

inevitable post-purchase turbulence.   This type of preparation helps you to narrow or broaden your 

search options. and allows you to enter into negotiations with more confidence. 

Once you have your team of professionals lined up and you feel you are personally on the right track, 

educate yourself about the industry and market history.  You should analyze the industry as well as the 

specific market segments of the business targets.  You need to find out if sales in the industry, as well as 

in the market segment, have been growing, declining, or have remained stagnant.  This is very important 

to determine future profit potential.   

Educate yourself about the commercial real estate market.  Contact a reputable business broker who 

specializes in your field of interest to gauge the market and trends in a locale.  See what is for sale, how 

long a business has been on the market.  Put your networking abilities and business contacts to use to 

learn about what is trending with entrepreneurs or explore what kinds of businesses might be good 

prospects.  Talk to business owners and suppliers.  A business may not be up for sale but the owner 

might consider selling if you made them an offer.  

Educate yourself on the buying process and the art and patience of negotiation.   You want to expedite 

the process, but if you are too anxious it affects the price or terms of the deal.  Learn how to be a deal-

maker and find solutions as part of the process. 

Remember, when you buy an existing business you own everything including the debts, potential 

lawsuits, failing equipment, derogatory credit history, and employee problems.   So, do not let anyone 

push or rush you into buying before you time to educate yourself to confirm the seller’s claims about 

the business and identify any issues that would prevent you from completing the transaction.   

Always, remember you always have the option to walk away from a negotiation at any point in the 

process if you do not like the way things are going.  You have no obligation.  Consider it part of your 

education so you are smarter when you approach the next potential purchase.   
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Potential Buyers Make Common Mistakes 

Buying an existing business is not a venture that is entirely risk free.  Here are eight common mistakes 

potential buyers make.   

Mistake # 1 – Buying for the Wrong Reason 

This is an investment into your future and you are likely to be involved for a long time.   You do not want 

to buy a business just because you are bored and want something different; get a hobby instead.    

Running a business can be tedious, and it definitely is hard work.  You certainly should think twice if this 

is the first good opportunity that comes to your attention.  Nor should you let the possibility of a 

competing offer cloud your judgement.  You should we wary of making a poor purchase decision if you 

have been frustrated by months of looking for the ideal business and become confused by the pluses 

and minuses of all the various choices offered by brokers.  Always ask, Why should I buy this business 

and not another?  If you have more than one possibility in mind, list the pros and cons of each to help 

clarify your decision.  

Above all do not be the entrepreneur that buys a business just for the profit.  Even when a business 

seems like a sure thing, it is difficult to succeed if you are in it for a profit and go forward without 

determining if you have knowledge, skills and capabilities to run and grow the business. Your 

enthusiasm and success will depend on how much you understand about the business or industry and 

how the business fits with you and your goals.  You can greatly reduce the risk of failure if you choose a 

business in a familiar field and you have the knowledge, skills, interests, personality, and experiential 

background that match those required by the business.   

Mistake #2 – Signing Contracts or Agreements in Your Own Name 

Do not put contracts, loan agreements, or the lease in your name.  You need to separate your personal 

assets and business obligations.  The best way to protect your personal assets is to have a legal business 

entity buy the existing business.  If you do not have a business, create one and incorporate it.  Consult 

with a lawyer to set up the best provincial or federal business structure for you.  Incorporated 

companies can be easily transferred amongst individuals.  There are tax advantages, benefits in raising 

money to fund your business, and as a corporation your business legacy exists indefinitely.   
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Mistake #3 – Overextending Yourself Financially  

Securing adequate financing is a primary concern for most new businesses.  A common mistake is going 

into serious debt when buying a business (down payment, working capital to cover payroll, rent, utilities, 

inventory, etc,  You may be better off either waiting until you have sufficient funds to purchase without 

significant debt or putting together a buying team.   

Mistake #4 – Not Investing in Due Diligence  

Due diligence is about chasing the truth.  It 

is vital to evaluate a business, confirm your 

perception of the business as profitable, 

and arrive at a purchase price so you can 

structure a favourable transaction.  How 

wisely can you conduct due diligence to 

evaluate the business you buy?  You should 

approach due diligence with a multi-

pronged careful investigation into several 

aspects of the business.  Some aspects of 

the business you will have to investigation 

on your own to avoid a financial and emotional nightmare.  Do not believe in anyone or anything 

without checking the facts on such things as company’s culture, relationship with suppliers and 

customers, image, and competitive advantage.   You need to get a very good sense of the business, how 

it operates, its challenges, and the seller’s role and you have to trust your accountant and lawyer to 

conduct their own scrutiny of such things as financial records, legal issues, assets, intellectual property 

or contracts..  They know what to look for and have their own team of experts and multiple avenues to 

corroborate whatever you have learned or been told. 

Truth and trust gets a lot of lip service in the business world, particularly in the current economic 

climate.   Not every seller or broker adheres to the truth when it comes to selling a business.  

Inexperienced buyers often find it difficult to differentiate truth from embellishments .  This is such a 

common error we devote the next chapter to chasing the truths. 

Mistake #5 – Walking Away Rather than Making an Offer 

When a business is the right for you, make an offer – a bold or creative one – even if it is lot less than 

the asking price.  It is not unusual for businesses to sell for 50% of the asking price when the seller is 

super motivated or has a hidden agenda (health, pending divorce, partnership dispute, or burn-out).  

Obviously, you want to have several discussions with the seller to develop rapport and get a good sense 

of the valuation rationale and deal terms.  Yet, making an offer is the only certain way to get a handle on 

what the seller is thinking and where they are willing to concede in your favour.  
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Mistake #6 – Assuming that Things Will Stay the Same 

It is a fundamental error to assume the business will be the same as before you purchased it.  You have 

to expect changes the moment the business becomes yours.  You may not make drastic internal 

changes, but you will do things in your own way and have a different relationship with employees, 

customers and suppliers.   No matter how honest or smart you are, or how many tips you get from the 

seller, your presence will cause a shift in the business.  No one likes change.  There will be uncertainty 

about how staff and customers will behave under new ownership.  

Before you buy, examine how much of the success of the business is due to the owner’s personality or 

contacts? If the answer is “a lot,” you might think twice about buying this business. That’s because this is 

something that could be difficult to replicate, even with hard work. 

It is a good idea to meet with the employees to answer any questions they may have regarding your 

future plans for the business.  Still, it is impossible to be certain about what might happen to an 

intangible asset like employee expertise.  If a key employee got hurt or quit, finding a replacement may 

be difficult.   

Even if you have great ideas for improving productivity or profit, if you do institute drastic changes or 

make changes too quickly, you will risk losing current employees and customers.  It takes time to get a 

feel for the business environment and get to know the people, understand the dynamics, who you can 

trust, and how the politics work, and in that time business might be better or worse.  You should think 

about what kinds of things could change and have contingency plans for what you will do if difficulties 

arise.    

Mistake #7 – Asking the Hard Questions of Yourself 

Why do i want to buy this business?  This uncovers any hidden motivations you may have.  Make sure 

you have a compelling reason because you will spend endless hours doing things that may not be fun 

and making sure everything runs right.  Your reasons should make the effort worth it.  

Is my significant other going to be supportive?  Being an entrepreneur putting long working days is going 

to affect your relationship with your spouse and family.  Better to have the frank discussion before you 

buy.  

Instead of buying a business, would it just be better to start from scratch?  On the downside, buying a 

business is often more costly than starting from scratch. However, it's easier to get financing to buy an 

existing business than to start a new one.   List the pros and cons of each to  help clarify your decision.  

You may find a business and identify several things you wish to change to round out your vision of 

developing the business to meet your goals and save time and money.  Still, because you didn’t start it 

initially, you may never feel like the business will ever be truly yours.   If you worry that this could be a 

possibility, you might be better off waiting until you’re able to start your own company.    
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Chase the Truth Before You Buy 

Business owners (or their agents) will embellish the facts to make it appear that their profit or 

reputation is better than it really is.   They will conceal problems so as not to deter potential buyers.    If 

you understand four key truths before buying an existing business, turn-key operation, or franchise you 

can avoid the pitfalls and protect yourself from making a big mistake. 

Truth #1:   You should not trust anyone who is not 

working for you.   That includes the business broker, 

sales agent, franchiser, seller, seller's accountant, the 

business owner(s) or the employees of any of the 

aforementioned. 

Truth # 2:   Most sellers "Modify The Truth" or  lie 

about unreported cash sales.   If you cannot prove 

business income, how can you rely on it? 

Truth # 3:   Always  assume that there are skeletons in 

the closet! 

Truth # 4:   The business is worth only as much as its 

ability to generate a profit for you.    

What In your search for the truth we strongly suggest you maintaining an accurate record of the 

questions you ask, and the answers you get.  Don’t hesitate to ask a question more than once over the 

course of your investigation.   You might get a different answer or more expansive answer the second 

time.  Gain new insights when you ask similar questions of employees, customers, vendors, or suppliers.    

Truth #1 – Misplaced Trust  

Be very careful where you place your trust to avoid possibly making the biggest financial mistake of your 

life?  While selling agents, employees or franchisers may appear to be on your side, keep in mind what 

their motivations and goals are.   Yes, there are many reputable brokers and sellers out there who will 

treat you in an ethical manner, but remember that they represent the seller or themselves, not you.  

The business broker or commercial selling agent is interested in closing the deal.   He may display 

concern for what the consequences are to either the buyer or the seller, but do not for a moment forget 

the only thing that affects the broker is the sale of the business and its price.    No deal – no commission! 

The higher the sale price, the bigger the commission.  The more the broker can convince you to pay for a 

business and overlook the negative aspects of the business, the happier he will be.   He will be happy all 

the way to the bank with his commission and on his way to the next deal.   He does not have to run the 

business that you buy or assume any of its responsibilities.  So, no matter how nice or how helpful a 

business broker seems to be, remember it is the seller who pays the broker.    
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As for the seller, his goal is to sell and get his money.    Just think what he might be willing to say or do! 

Sellers can make bold embellished statements based on fictional or outdated information to make the 

business appear more successful than it is.  For example, commonly stated reasons for selling include 

failing health or that the seller is embarking upon on a well-earned retirement.  However, if the seller is 

getting out because there’s some new competition on the horizon or because there’s been a downturn 

in trade, or he has lost significant contracts, you’ll want to find out as much as you can.  It may be true 

that the business owner’s health is failing, but by chasing the truth you may learn that the business is in 

a downward spiral because in the absence of the owner a less than able manager has been operating 

under a trajectory of poor decisions, white lies, or lack of control. 

Even if the business owner is not 

embellishing the truth, there could 

product obsolescence or downward 

business trends in the industry.  His 

way of doing things for the last fifteen 

years may no longer work or the 

business did not adapt to changes.    

The seller’s perceptions of trust could 

be different than yours.   Not every 

entrepreneur understands what trust 

is in business, how to build it, and 

how to determine if others view the 

organization as trustworthy.  There is 

could be a fuzzy line between what 

the owner thinks and what suppliers 

or clients might report.  

Truth #2 – Are the sellers telling you the truth about income?   

People who are selling small businesses frequently claim that they are taking large sums of unreported 

cash out of the business.   They do this to bolster the asking price of their business.   Best, ignore these 

kinds of claims.   Any true value should be based on the profit amount that the seller can prove exists.  

Ask the owner, how much access your auditor will have to examine tax returns, income statements, 

balance sheets, cash flow statements, and any current contracts or leases.   If the owner is doubtful or 

refuses, he may have something to hide.  Study the profit figures from audited financial statements 

matched to tax returns before you begin any negotiation.   If your accountant finds that the reported 

sales and profits do not support a reasonable asking price for the business, walk away.     

It is your money and time you are about to risk – do not risk it foolishly.Think of it this way.  If the seller 

is willing to cheat on taxes, why wouldn't he consider cheating you.   It would be very irresponsible of a 

seller to admit to a stranger, that he is committing an illegal act if he thought that it could be proven.   
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Truth #3 – Are there Skeletons in the Closet?   

Watch out for hidden problems or liabilities  that may cause a seller  

to bail out of a business.    Investigate things like: 

 Credit problems – check with a credit reporting agency,  

banks, suppliers, lease holders. 

 Unpaid taxes. 

 Capital assets requiring replacement, obsolete machinery. 

 Overvalued inventory . 

 Rent or lease increases. 

 Activities involving the police.  

 Expiring patents, licenses, franchise agreements, etc.   

 Legal claims, encumbrances, and liens against the business. 

 Recurrent complaints related to product, service, employees. 

 Pending litigation against the business or owner.  

 Bad publicity, bad consumer reports – check newspaper archives, the Better Business Bureau, 

neighboring businesses, competitor gossip, member associations, etc. 

 Franchiser implementing changes  that will significantly increase operating expenses. 

 Local by-laws or zoning changes that will hurt business operation, location, expansion. 

 New competition coming to the area, such as a major chain, new shopping center, etc.   

 Difficulties or increased expenses in getting supplies, products, or services. 

 Loss of a major sales account - check the receivables list, talk to the clients. 

 Building violations, non-compliance with environmental and/or safety requirements, federal or 

provincial law violations that will require a major expense to correct. 

 Leases on equipment or property that are non-assignable or non-renewable. 

 Security issues, rowdy customers, frequent break-ins, gang related interference or constant 

disturbances - need to hire security personnel. 

 Personal affairs that may affect owner’s ability to sell the business (e.g., divorce, death of a partner).  

 Partner or shareholder who may not agree to sell. 

 Potential major increase in product liability insurance. 

 Potential labor/employee related problems. 

 Recent or frequent suspension of a license for regulatory violations – for example a liquor license.   

There may be good reasons for a business owner to want to sell.  But, you do not want to inherit any of 

the problems noted above.   
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Truth #4 – What Real Profit does the Business Generate? 

Even though sellers and buyers usually have diverse opinions on the worth of the business, the real 

value of the business you buy is what you are willing to pay.   Buying a business is an investment and 

consequently the business should generate profit as well as pay fair wages to you, family, and 

employees.  What are you willing to pay or what your accountant recommends may be different than 

what value may have been calculated by a professional appraiser who has been contracted by the seller 

to figure out his or her exit strategy.   

Professional appraisers and accountants have a toolbox full of valuation methods available to them to 

calculate the value a company.  It’s usually a good idea to hire your own chartered business valuator to 

get an objective and realistic understanding of a company’s value. You want a valuation based on as 

much science as possible.   You need the multiple facts and figures regarding the actual worth or value 

of the company so you can make good decisions.   Acquaint yourself with the various  methods or get 

sound advice from your accountant who has the resources to analyze the industry, the market 

conditions, sales trends, past revenue based on tax returns, projected earnings, goodwill, intellectual 

property, comparable businesses.  Your accountant would not only look at intrinsic value he would 

analyze the assets, liabilities, the amount of money you are investing or borrowing, the interest rate on 

those moneys, franchise fees, cost of transferring titles and assets.  



 

46 
 

 

Due Diligence Time 

Once you have identified a potentially good business opportunity, it’s due diligence time.   You may 

conduct a preliminary examination of financial statements, sales records, payable, receivables, 

contracts, registrations, licenses and corporate filings before your accountant and solicitor conduct their 

in-depth audit of the these aspects of the business.  However, to determine how well suited the 

business is for your personality and goals, it takes your entrepreneurial eye to judge such things as the 

quality of the goods and services, image, location, appearance of the business,  goodwill, company 

culture,  employee knowledge, loyalty and work habits.  Again, lots of important questions followed by 

hours upon hours of diligent attention for you to learn detailed answers.  Before you decide you may 

want to consult with a trusted mentor or business ally, significant other or family, too. 

Financial Statements 

Request the business’ financial statements, including tax returns and profit and loss statements.  Even if 

a business appears to be in sound financial condition, review financials with a skeptical eye.  To 

determine the current fiscal health and financial trends of the business it is best to examine audited 

financial statements from a reputable accounting firm along with tax returns and assessments for the 

past 3-5 years.  Check to ensure that financial statements match the tax returns.  Are sales and 

operating ratios in line with the average for that particular industry?   Get your accountant to give you 

an expert analysis of these figures to determine the net worth of the company 

Sales Records 

Although sales will be logged in the financial statements, you should evaluate the monthly sales records 

for at least the past thirty-six months. Break sales down by product categories as well as by cash and 

credit sales.  This is a valuable indicator of current business activity and provides some understanding of 

the cycles that the business may go through.  
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Payables 

Is the business paying its bills within 30 to 60 days? If bills are usually paid 90 or more days past the 

invoice date, the owner may be struggling with cash flow.   Also, conduct a search to check whether any 

recent liens have been placed against the business because of unpaid bills.  When you conduct your in-

depth investigation, you should arrange to meet with the business’s suppliers and creditors.  

Receivables 

Inspect the account receivables with a critical eye.    Check the initial date of invoicing to determine how 

many are accounts are delinquent, and for how long.   The older the receivable is, the greater the 

chance that it will never be paid.  This is important because the value of the receivable diminishes with 

the age.  Check the company’s collection policy.   Make a list of the business's top ten accounts and run 

a credit check on them.   If the majority of customers or clients are creditworthy but late to pay, you 

may be able to solve the problem with a more rigorous collection policy.   If the clientele is financially 

unstable, you may be wise to start looking for another business. 

Registration, Licenses, Corporate Filings  

Make sure that the business has obtained, maintained and renewed proper and required licenses, 

registrations or other corporate documentation and filings.   Check with authorities to determine the 

transfer process, the cost, and how long it will take.   Check other locales where the company operates.  

Insurance   

Are all relevant aspects of the business adequately insured?  Coverage for the operation of the 

business? It’s properties?  Product liability insurance?  Find out if the premiums are increasing.  If so, 

speak to the agent to find out why.  Some businesses are underinsured and operating under potentially 

disastrous situations.  In case of fire, major loss, or catastrophe you could be wiped out. 

Furniture, Fixtures, Equipment  

This includes all products, office equipment and assets of the business.  Get a list from the seller that 

includes the name and model number of each piece of equipment.  Was it leased or purchased?   

Determine its present condition, market value when purchased versus present market value.   How 

outdated is the equipment or technology in use?  Is it actually being used?  Should it be replaced? 

Company Culture 

The company’s culture defines how employees work. It’s an expression of a company’s goals and values. 

It is reflected in leadership style, employee behaviours, business process, the quality of the work, 

compensation structures, and the relationship between employees and managers.   How does the 

culture within the organization align with your philosophy?   Does it make the company great or do you 

foresee dedicating a lot of time to bridging gaps to improve the culture?  
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Customers and Goodwill 

The most important asset you buy with any business is customers and goodwill.   However it is the 

financial value of the accounts, not their psychological value that should be placed on any financial 

statements.  Still, you need to know the value of this intangible asset in terms of the future. 

Identify the business's customer base.  Observe the owner or manager at work for a few days.   Are you 

seeing he or she has a good relationship with the customers?   How long have the larger accounts been 

with the business, and what percentage of the total income does each represent?   How loyal are they?  

Does the clientele have a special relationship with the current owner? Will these alliances change when 

the business passes to new hands?  Are they friends or maybe even relatives?  Is there a written policy 

for handling customer complaints, returns, or disputes?  How has the owner networked or supported 

the community or participated in industry functions?   

 

Does the business track customers so you can determine specific characteristics concerning current 

customers, such as: How many are first-time buyers? Repeat buyers? How many customers were lost 

over the past year? What type of merchandise is the most popular and when is it typically purchased?    

If you see problems and can identify changes you can make to transform customer perceptions, 

remember a  quality image cannot be improved overnight.  It takes time to cultivate customer 

confidence, and promotional tactics alone will not do the job. In fact, they can backfire if the claims and 

promises made by the company do not hold up and customers perceive them as gimmicks.  
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Employees 

Get a list of employees and an organizational 

chart.  Spend time with people.  Key personnel 

and long-standing employees are a desirable 

and often critical to the success of the 

business.  They know the company, the 

products and the processes.  They can offer 

insights into the business and the industry.   

Will these people remain loyal to the company 

after a change of ownership?  Can key 

employees be easily replaced?  Would 

customers follow any of these employees if 

they were to leave?  Observe the work habits 

of the employees to determine if you can 

work with them.  Closely examine the role the 

current owner plays in the company.  Who can assume those responsibilities if you cannot?  Look at 

employment records to determine if turnover is high.  If so, find out the cause.  Is it competition within 

the industry?  The company culture?  An aging work force?  Check for inflated salaries.  Is everyone on 

the payroll working?  These questions will give you insight into any human resources issues.  Do the 

employees engage in ongoing training or career development?  Do they socialize after work?  With 

families?   Do any of the employees work remotely?  Do they embrace the concept of working remotely? 

Facility and its Appearance  

Take some time to absorb the look and feel of the business – outside and inside.   Did you have a good 

first impression when you arrived?  When you entered? Is it an inviting   environment?  If there is 

maintenance or refurbishing work to be done, such as a leaky roof, dirty or worn carpet,  peeling paint, 

poor signage, outdated decor, broken windows?  Are there any safety or security issues?  Find out if the 

facility meets all occupational safety and health requirements and whether it has been inspected.   

How do you feel about the layout?  Is it efficient?  Is the place neat and well organized out front and in 

the back where inventory is kept?  Take a good look at the basement, storage facilities,  or private work 

area.   Check offsite storage.  What might the owner be trying to hide or disguise by placement of 

furniture, equipment?  You may want to refer to the expenses over the last year or two to determine 

what type of maintenance or replacements have occurred.  Has the roof been patched or is it new?  

Have there been frequent plumbing or electrical issues?  Was the floor replaced due to severe water 

damage?   Are the heating bills abnormally high due to poor insulation or windows?   

Find out how much the seller has invested in leasehold improvements and maintenance in order to keep 

the facility in good condition.  Determine what modifications you'll have to make to the building or 

layout in order for it to suit your needs.  
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Location 

How important is location to the success of this particular business?  How good is the physical location?  

Is there sufficient parking?  Does the business depend on foot traffic? How is traffic flow, accessibility?  

Is there room for you to expand if necessary?   Check with authorities about zoning or plans for future 

development of new residential or business complexes.  If so, will the location become more or less 

desirable because of change?   If this is a leased or rented property find out what the property owner’s 

immediate or future plans are for this particular site or complex.  If the company is operating in different 

locales, provinces or internationally, check zoning, activity and future plans or concerns in those places.  

Make sure you vary the hours you visit or drive by the business when it is open and closed.   You want to 

see what kind of activities take place at or near the property at different times of the day or night, 

weekends versus weekdays. 

Inventory and Quality of Goods or Services  

Inventory refers to all products and materials inventoried for resale or use in servicing a client.  You 

should know the age, condition, and status of inventory. Does it still have quality to be salable?  What is 

obsolete?  Perishable?  What's on hand at present, and what was on hand at the end of the last fiscal 

year and the one preceding that?  Does the business have a high rate of returns?  Has it gone up in the 

past year?  If so, can you isolate the reasons for returns and correct the problem(s)?  You should also 

have the inventory appraised so you can attach a hard dollar value to it.  Keep in mind that the value of 

this inventory is negotiable. 

Does the company procure inventory from one supplier?  How stable is the supplier?  Does the company 

have strategic partnerships? 

Is the product or service unique in the market?  If you’re targeting a business in an industry that has lots 

of competition, probe further to find out what the company does to differentiate itself.  If there is no 

obvious differentiator, think about what you would need to do to help set yourself apart as well as the 

effort and cost involved in doing so.    
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Competitors 

When you are buying a business, you need to understand the competitive environment in which it 

operates.  What are the industry trends, and how might they affect the company you are planning to 

own? How competitive is this industry? Are price wars common?  Do you know your competitors and 

their tactics? Have any competitors gone out of business? Why? Check what competitor businesses 

might have sold.  Find out why and what changes have taken place in the business or market since the 

change in ownership? Contacting an industry association or reading trade publications (including back 

issues) will be helpful.   

Image, Reputation 

One of the things you cannot decipher from a balance sheet or sitting in on boardroom meetings is how 

a company is perceived by the public.  It can be a genuine asset or a serious liability and should be a key 

aspect of your decision. When you buy an established business, you inherit its brand.  A negative image 

is very difficult to change.   

If a business is not seen as trustworthy by customers, vendors, or professional partners, this is a bad sign 

for a prospective buyer. A brand image or business image is ultimately what consumers believe, not 

what the business tells them to believe.   You may observe the way employees answer the phones to 

how they service customers or how the owner participates in the community.   All of it affects the image 

of the company and its goodwill.  You can check online reviews through several sources to learn if the 

reputation has deteriorated or may be losing momentum.   Read the comments and the company’s 

responses.  Are they responding?   

But, to learn more about a company's reputation or image in the community, or the behavior of 

employees you will find out a lot by talking to customers, suppliers, competitors, banks, and owners of 

other businesses in the area.  Hang out nearby, engage in conversation in the nearest coffee house, 

beauty salon/barber shop to listen to the stories people tell you.   Stop people on the street and ask 

what they know about the business.  Pay attention to the words they use and their body language.  The 

immediate thought which pops up in a customer’s mind when the business is acknowledged is the 

reputation that it has earned. You want to hear the good and the bad.  Basically, you have to be bold 

and inquisitive, or engage the services of someone you trust who is.  
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The Commitment to Purchase 

The key to a successful purchase is you obtaining good information about the business and knowing how 

to make sense of it.  If you are a serious buyer, the seller should not object to you conducting these 

various investigations we have listed or hanging out at the business to learn about the business 

operations.  Indeed, if he has nothing to hide, the seller should welcome it.  The investigative process 

takes time, but is well worth the time and energy to find out the facts before making a major decision.   

Even after all your questions are answered, you must give yourself some time to think about it to ensure 

it is right for you.   Then in the final analysis, it is not if you think you are right, it is when you know for 

sure you are right, that you can go ahead with your decision and plans to purchase.    

Before you Commit 

Before you commit ask yourself the next four questions.    If you can answer "yes", you are likely ready 

to make a commitment:  

o Does the business satisfy most of my wants and desires? (business selection criteria)?  

o Do I have, or can I develop (or hire), the attributes and capabilities that are required for success 

in this business?  

o Is the current condition and outlook for this type of business favorable?  

o Am I, and is my family, willing to accept the risks that will accompany my assuming 

responsibilities for this business?  
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Financing Your Start-Up  

Starting from scratch?  Before you hang up your “open for business” sign ensure you have the financial 

means to cover start-up capital, a few months operating costs, a cushion for unforeseen expenses, plus 

a salary, or at a minimum some sort of financial net to cover your personal expenses, while you are 

building your business.   Most people do not possess all the resources it takes to get a business up and 

running.   Still, investing some of your own money proves your commitment to potential investors or 

lenders.  No matter how good your business idea or product is prepare to encounter resistance.  Many 

lending institutions avoid new business loans as being too risky even when money is not tight. 

To raise capital for your new business, you should be able to answer five questions:   

o How much capital will I need?  

o How much of my own capital can I put in the business?  

o How much capital can I get from someone else?  

o How can I convince someone to provide me with capital?  

o If I buy an existing business will the seller provide financing arrangements?  

Your ability to plan the financial needs of your new venture  

will play a big part in how much capital you will be able to raise.  

Plan a Meticulous Loan Proposal 

When approaching any financial institution, you are  

effectively selling the merits of your business proposal  

and your ability to operate a successful business.    

Potential lenders want to examine your business plan: 

o Marketing aims and objectives 

o Operational information – location,  

suppliers, equipment, etc.  

o Financial information, including profit and loss forecasts, 

cash flow forecasts, sales forecasts and audited accounts 

o Summary of the business objectives, including targets and dates 

Everything in your business plan represents that you have done your research and due diligence.  The 

details and your analysis demonstrate your problem solving and decision-making abilities.  It shows your 

strategy for growth and allocating resources to achieve key targets and manage business priorities.   

Your banker will want to have personal information that accounts for the education, employment and 

business experience of everyone involved in the new venture.  Include credit references, personal 

income tax statements for three years and update financial statements for each person.  The personal 

element may be a major factor in getting the loan.   
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Plan a meticulous loan proposal that includes everything the banker needs to get an accurate picture of 

the business’s potential and your ability to repay the loan.  Provide detailed figures on the capital 

needed, specifics on how the loan money will be used and when the funds will be needed.  Make sure 

you include a salary for yourself and sufficient funds to cover start-up costs, as well as the amount of 

collateral you have to secure the loan and the amount of equity capital you are personally investing.    

As in all sales, consider the needs of the other party.  You should give the bank reasonable lead time to 

assess your proposal, considering it may have to be referred to another level within the financial 

institution. 

Know Your Stuff 

Your knowledge and understanding of the loan package will be important when the lender evaluates it 

and asks you questions.  Your lender may ask you about: 

o Details on your market analysis, financial projections  

o Your business experience   

o The source of your investment capital 

When you seek professional help with the financial projections and loan package, it is vital that you be 

totally familiar with the financial information.   The lender will be talking to you, the one responsible for 

absolutely everything, not the person who prepared the projections.   

The following documents may be requested by your banker or potential investor:  

o Letters of intent (potential orders, customer commitments, letters of support) 

o List of inventory (type, age, value) 

o List of leasehold improvements (description, when made) 

o List of fixed assets (description, age, serial numbers) 

o Price lists (to support cost estimates)  

o Description of insurance coverage (insurance policies, amount of coverage) 

o Copies of legal agreements (contracts, lease, franchise agreement, mortgage, debenture) 

o Appraisals (property, equipment) 
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Five C's of Credit 

What do lenders look for in a loan package?  You, the borrower, provide part of the information, but the 

potential lenders will also use their own credit files and outside sources along with their scoring system 

to determine your approval.   A traditional, time-tested checklist is the five Cs of credit: character, 

capacity, collateral, conditions and capital.  By understanding each of these factors from the lender’s 

viewpoint, you can anticipate your strong and weak points as they may appear to a potential lender and 

prepare your loan proposal accordingly. 

1.  Character 

To the potential lender, character means that you will make every possible effort to repay the loan.  You 

must be a good manager, be honest, and have a good reputation as perceived by the lender.  Therefore, 

it is important to be honest about your personal strengths and weaknesses. 

2.  Capacity 

Will your new business generate the cash flow to repay the loan? Do you have the capacity to repay the 

loan? Lenders not only look at the business’s financial projections, but also your ability to repay the loan 

if the business does not work out as planned.  Do you have outside income (investments, a working 

spouse)? Would you be able to return to your present job? Do you have other skills that could produce 

income? Be prepared to provide solid answers to these questions and be able to offer real evidence. 

3.  Collateral 

In case the new venture is not successful and the lender must foreclose, will the collateral cover the 

loan? Is the collateral adequately insured? Is the collateral marketable? In the past, a co-signer 

(someone who signs the loan along with you) has been used as collateral for many small business 

ventures.  However, banks and traditional lending institutions now look less favorably at co-signers as 

collateral.  Collecting from co-signers is becoming increasingly hard, and bankers then lose not one, but 

two customers.  You can use your home or other real estate, cash value of life insurance policies or 

marketable securities as collateral for business loans.  However, before borrowing against these items, 

consider carefully the consequences if the worst possible situation occurred – your business failed and 

you were forced to liquidate.  
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4.  Conditions 

Conditions are those factors over which you have little or no control.  The lender will look at the 

conditions, or trends, in the overall business economy, the trends in your community, the seasonal 

character of your business, and the nature of your product or service.  Other factors entering the 

decision-making process are whether the lender may have already invested in a competing business and 

how much competition there is in your market.  Be prepared to tell the lender how you plan to deal with 

these conditions, how you have assessed the market, and how your business will weather economic 

changes. 

5.  Capital 

Knowledgeable lenders will not put money into a new business unless they have concrete evidence that 

you have personally made a sizable financial commitment to the business.  They know from experience 

that if the venture turns bad it will be easier for you to back out if you do not have your own money at 

risk.  From your personal resources, you should try to provide as much of the needed capital as you can 

afford to put at risk.  Depending on the capital needs, you cannot expect any lender to loan 80 percent 

or more of the capital, as they may for a home or investment real estate.  New small businesses fail at a 

rapid rate and when they do fail,  it is difficult to turn the assets into cash for payment of the loan.  

Therefore, a new business is a much higher risk for a bank.   You should expect to invest a much higher 

percentage of the needed capital for your new business. 
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Raising Start-up Money 

How long you have dreamed of owning your own business?   Some individuals work more than one job, 

scrimp for several years, and borrow on the equity in their homes to fulfill their dream of being their 

own boss.   If you have a hot new idea or unique opportunity, you may need capital right away.     If you 

are unable to fund the venture yourself, you will have to raise the money by convincing others that you 

can successfully start and profitably operate your own business.  Again, the information in your business 

may determine your success in raising money.  

Determine: 

 How much capital will I need?  

 How much of my own capital can I put in the business?  

 How much capital can I get from someone else?  

 How can I convince someone to provide me with capital?  

Financing a small business is not easy, but you've likely heard the adage,  “Where there's a will there's a 

way.”  This section will outline several typical financing resources: family, friends, acquaintances, 

venture capitalists, bankers or other agencies.   We also included unconventional, but practical methods 

other than straight cash that will help you get your business up and running.  

Yourself 

The first place to look for money is to you.   You must put some of your own money into the business if 

you hope to convince others that your business is a worthwhile venture.   Look at your savings, stocks, 

bonds, cash value of life insurance and equity in real property.  How many of these assets are you willing 

to put into the business?  You could increase personal credit card balances, tap into a future 

inheritances or sell personal assets, like art, antiques, collections, or interest in another business.  

However, all of these sources of money are assets that are important to the future security of yourself 

and your family.    Be sure to balance your enthusiasm for your business with a realistic assessment of 

the consequences of partial or complete loss of your investment.     

Any money that you invest in your start-up business should be considered a loan to yourself.   If you 

document your investment, bank it in a special account and access it as necessary for start-up expenses, 

once your business is profitable you can start to pay yourself back with interest.   

Partners 

In a partnership, each partner buys equity in the business and shares in the returns in proportion to his 

or her ownership share.   Sometimes, all partners work in the business, especially if the business 

requires the efforts of more than one person and the partners have compatible personalities and 

complementary skills.   You may find silent partners who are not visibly involved in the day to day 

operations. 
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Family and Friends 

For more than sixty-five percent of the small businesses started in Canada, business owners themselves 

or family and friends provide start-up capital.   Securing financing from a lending institution can be very 

difficult when your business is very small and has little or no history.   Therefore, if you are searching for 

capital, selling your idea to loved ones and friends is a good way to start.  Piquing their interest could 

result in their spreading the word to others who would be willing to invest.   Besides, you may need to 

practice your sales pitch and you can ask friends and family for constructive feedback.   

No matter how badly you need the money, use discretionary judgment before you take money from 

people close to you.   Seasoned entrepreneurs who have approached relatives and friends for money to 

get a business off the ground are divided on the advantages of doing so.    For every one who has had 

success doing so, you will find an equal number who would advise against it.   If you borrow from people 

who are relaxed about lending you money, chances are they will be less likely to be hounding you for 

repayment or interfering in the operation of your business.    On the other, unrealistic or naive 

investment expectations have ruined many friendships and family relationships.   You have to decide if 

you are willing to risk a close relationship if problems arise from the loan or investment.    

However, entrepreneurs were in general agreement that, as a matter of conscience, you should never 

accept funding from family members or friends who would be risking limited income or resources and 

cannot afford the loss should your business fail.   You certainly do not want to put a relative or close 

friend in the position of not being able to afford food or rent.    

If you must borrow money from a friend or family member do it on a business basis by having a written 

and signed agreement that states whether the money you are taking is in the nature of a loan that must 

be repaid, or an investment that the giver is risking.  It should be acceptable to both parties.  If you are 

borrowing, the agreement should define your obligation and the terms of repayment.  For a fee, a 

lawyer can prepare a binding, legal agreement.   
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Investors or Acquaintances 

Friends of friends, co-workers, acquaintances, neighbors – if you talk about your business to enough 

people, someone will eventually emerge as an eager and solid investor.   Well-heeled investors are well-

connected to accountants or attorneys who know and recommend good investments to their clients.    

You may find an investment consortium in your area or on the fringes of your network. 

This type of investor is looking for an investment that will give him a better return than traditional 

investments and would expect, roughly, a 20 - 25% annual return on an investment.    These investors 

look at lots of deals every week and are very selective.   If you plan on seeking investment capital, your 

business plans, market analysis, financial projections, and personal information should be thoroughly 

researched, organized and look professional.   Career investors forego many hopeful business proposals 

because of insufficient growth potential, overvalued equity, lack of experienced management, or lack of 

information about the business or the person starting it.   

Banks, Credit Unions 

Most major banking institutions care about supporting growing businesses but their lending policies will 

vary due to economic changes.  Banks are by far the most visible lenders and make the greatest number 

and variety of loans.  However, banks are generally cautious and conservative lenders.  Certainly, it helps 

to have a good working relationship with your banker because you may be able to determine financing 

parameters and feasibility before you venture too deep into planning or negotiations.   A banker who is 

familiar with your business and its history is easier to approach for a loan.   

Commercial Finance Companies 

Generally, commercial finance companies are seen as the place to go when you are unable to secure 

financing from a bank.  Like banks, they are concerned with your ability to repay the loan; however, they 

may be  more willing to rely on the quality of the collateral rather than your track record or profit 

projections.  If you do secure financing from a finance company be prepared to pay a significantly higher 

interest rate than bank financing and take note that interest is calculated differently, too. 

Business or Economic Development Agencies 

In Canada, you may qualify for Federal or Provincial economic development programs that provide some 

or all of the following:  

 Financial assistance in the form of loans or loan guarantees 

 Information on sources of financing 

 Financial and strategic planning 

 Management training 

 Management counseling 

Programs in each province vary and it is a good idea to speak to a consultant to find out your options 

before you decide you want to make a formal request.  You may find a program specifically aimed at 
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your type of business such as manufacturing, research, or export.   If you meet the criteria, other 

programs, such as those for women entrepreneurs, aboriginals, or youth may suit your situation.  Check 

with your bank, small business owners’ group, local agencies or your network for other opportunities. 

Start-up Grants 

You may be fortunate to be in the right age group and starting a business that qualifies for a grant.   

Even in a tight economy, grants are available.   Obviously, you will have to meet certain criteria and 

eligibility requirements, which differ for each grant.  Each province has different programs 

Peer Lending Programs 

The credit union is a good place to start if you would like to find out if a peer lending program exists in 

your town or city.    If so, you can join an existing peer group or organize a new one.  The banking 

institution should help with this.   The small business owners are organized into small groups of four to 

eight.   Peer lending programs may have several of these groups.   

The most significant thing the peer group members do is approve each others’ loans.  Instead of relying 

on the bank or credit union for a loan approval the group as a whole votes to grant you a loan and the 

credit union makes the money available through a personal loan.  The borrower  signs and agrees to 

make monthly payments until the loan is paid in full.  However, if one member of the group fails to 

make his or her loan payments in a timely and responsible manner the whole peer group is affected.   

There is peer pressure to stay on track. 

Each peer group meets regularly (approximately once per month), minutes are kept and each group 

reports to the peer lending program coordinators who work for the bank or credit union.  The peer 

group shares ideas and resources and offers moral support.  They make time to discuss business in 

general or a specific business problem that a member of the group might be having.  All the peer groups 

belonging to the lending program meet regularly to network, hold business seminars, host guest 

speakers, etc.  It’s a great way to learn new business skills, network, or trade services. 

Trade or supplier credit 

If your start-up cash is a little thin, your suppliers may be a potential source of credit.   While some 

suppliers will extend credit only to well-established, proven firms, many will extend limited credit to 

new businesses to encourage another outlet for their merchandise.   Suitable payment terms might 

make it possible for you to start your business without having extra funds.   Study the discounts for early 

payment and the penalty for late payment to determine the true cost of the credit before you make 

your decision.   

Planning for use of trade credit is essential.  To establish good trade credit, a new business must make 

timely payments as agreed.   Trade credit is effectively used by large businesses to buy products at a 

lower cost than small firms.  Do not depend too much on trade credit from one supplier.  If repayment 

problems arise, you may find your major source for supplies cut off when you need it the most. 
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Bartering 

Bartering groups or business exchanges are a large and growing market in which products and services 

are exchanged between businesses without the use of cash.   Barter exchanges have developed a system 

of debits and credits which allows for indirect barter amongst numerous companies.   

If you are unable to join a bartering group, you can approach other small business and talk to them 

about trading your talents, skills, goods or business services for the expertise or items they have that 

you need to launch and operate your business. 

Crowd Funding Campaigns 

Through online platforms, people seek money from strangers for personal, business, and charitable 

causes.   Basically, you choose which platform to use, share your story or project, needs, and objectives 

on a personal page which is then disseminated through integrated social media which then allows 

readers to rally support for your cause and make donations or investment decisions.   You will have to 

pay a fee to the supplier of the platform. 

Public Offering 

You might explore selling equity in your business through a public offering.   However, selling stock or 

ownerships interests on the open market through a public offering seldom apply to a very small 

business.   Businesses that can sell equity in these ways usually are started by persons with a track 

record of experience and business success and used by larger businesses. 

Entrepreneur Funding  

You may qualify for a grant or load due to your membership in a group that offers incentive for new 

entrepreneurs or new businesses.  You may qualify for funding through a non-profit group or because of 

the type of business you want to start (social, environmental, export,  goals).  Here are just a few 

examples to give you a start: 

Future Entrepreneur Canada – partners with the Business Development Bank of Canada (BDC) –  

First Nation or Aboriginal Programs 

New Comers to Canada 

Veterans Trust Programs 

Farm Loan Programs 

Women’s Innovation Programs 
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Balancing Business & Personal LIfe 

Starting a business affects every facet of your life.  

There will always be work to be done, even after 

"official" business hours.  The result may be a 

change in your family and social life activities or 

how you spend your leisure time.  While a 

supportive family and understanding friends go a 

long way toward making your business a success, 

your life will change in many ways that are not 

easily predicted.  Consider carefully how your new 

business venture will affect your disposable 

income.   Consider how hours away from home will 

affect your commitment to family relationships, 

community and personal activities.   What level of 

support do you have?  

Income 

Unless you are able to retain your full-time job and start your business as a part-time enterprise, your 

income will suffer.  Start-up businesses usually do not provide an initial salary for the owner.  If possible, 

save some money to plug this gap before going ahead with your business start-up.  The second income 

of another family member can go a long way toward making your start-up feasible.   

Hours 

Successful start-ups take many hours of hard work.  In the first few months of a business, when 

everything is new and demanding you may literally live your business.  You will think about it all the 

time.  Your time will not be your own.  If your family resents your commitment to the business, they will 

not be very tolerant of the demands the business will make on you.   

Support Level 

Enthusiastic support from family and friends will help you avoid burnout.  People who take an interest in 

your business can provide you with objective advice and constructive criticism.  To get this kind of 

support, keep them informed from the start.  If they know what to expect, this may lead to greater 

tolerance of the many demands a business will make on your time and energy. 

It is important that each family member understands the changes that will result from the business 

venture.  If family members are expected to actively work in the business, their cooperation should be 

requested, not mandated.  The many facets of work opportunities should be discussed to allow each 

family member to choose their level of involvement.  A simple request for help, with an explanation for 

the need, will work much better than an edict stating where and when help must be provided.  By 

allowing family members, especially children, to have flexible hours, they can be helpful and still 

maintain their friends and school activities.  
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Communication is the key.  Involve everyone in ongoing discussions of matters that may affect your 

business and family.  Family members may need to make accommodations when work demands are 

heavy for you.  Understanding and working through timing and work assignment issues will allow you 

and your family members to compromise and reach amicable solutions. 

Commitment to Family, Community, and Personal Activities 

 

Many small business owners find that the lack of time for family, community, and personal activities is 

the highest price they pay for business ownership.   Some types of businesses are more demanding than 

others.   Long intense hours are expected during the start-up period.   However, continuing an open-

ended commitment to the business after the start-up can become a leading cause of burnout.   Of 

course, you need to make time to focus on the essential issues and concerns of your business.   Identify 

the things that need to be done to produce the most results in the least amount of time.  If you really 

want to make an impact, target time and energy toward what really counts.   Make sure you make time 

for family and other personal interests.  Starting a business should be a positive and exciting experience.  

Negative motivations do not last.  Positive motivations do, which is why it is so important that you place 

value on your personal goals as well as your business goals. 

Make sure you have a clear understanding of what all your commitments will be, how long they will  

take to fulfill, and what sacrifices you will  need to make, and for how long.   If you place a premium on 

community activities, evaluate what might be done to maintain your connection, but reduce the amount 

of time you are involved or the amount of responsibility you have.   Once your business is running 

smoothly or you have relief staff you can devote more time to other activities.   Keep in mind that 

attaining your business goals is the means of attaining your personal goals.    
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Your Vision of the Wheels of Business 

No doubt, the aspirations and mental image of what you want your business to be at some point in the 

future has been lingering with you day and night.  As your enthusiasm carries you forward, how 

encompassing is your vision?   

o Launching a company can be an intimidating process.  Does your vision encompass the weeks or 

months of research, planning, preparation and tons of nerve-racking hard work that face you?   

o Once you launch, growing a business is much more than just selling more stuff or doing the 

things you like best.  Have you envisioned the ordinary, boring but absolutely vital processes – 

that have to be done for the business to run properly?   

o Have you imagined yourself being able to handle the increased complexities, environmental 

landscape shifting, customer priorities changing, or the obstacles you could face? 

o Have you had a vision of you working your tail off and not making any money? 

No matter what your business model is, the wheels of business are multi-faceted, always in motion, and 

attention needy and as the owner, the onus is on you to manage your attention to focus on the 

complete business – the big picture and the smaller details – not just a few individual parts.  You do not 

start a new business simply because you like a challenge or fanfare of internet fame.  There is no sense 

starting a business unless you expect the business to thrive.  Your vision is but one of the wheel of 

business.  Another is making money.  In between are many other wheels that spin and it is your job to 

keep them under control and in sync.  

Does your vision encompass how you will manage all the components of your business?   

No matter its size, your business is like an airplane that you design.  

It takes vision and skill to put together all the components that make  

the plane strong, economical, and reliable to safely fly.  You design the   

wings, fuselage, rudder, stabilizers, and engine a specific way;  you analyze, test 

and complete a detailed examination of the adequacy of every part of the structure  

to make sure that things happen at certain times for the aircraft to take off and work  

flawlessly.  Still, your airplane does not fly without the aircraft mechanic and technician  

to keep everything fine-tuned, and a pilot to fly it.  

You are the mechanic and technician.  From preventative and routine maintenance and  

repairs, a thousand and one things need to align and work effectively in order for the plane  

to take off and stay in the air.  You are also the navigator, flight engineer, and pilot.  From  

pre-flight planning and the pre-flight weather check  to unerring familiarity with the plane 

it is your responsibility to get it off the ground. Once it’s in the air you need to know what is  

going on, be aware of changing  conditions, monitor your instruments, communicate with  

air traffic control, be prepared for the unexpected, and make the right decisions to control  

it all the way to your destination.  
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Let’s narrow this analogy down to the engine that powers the airplane.  The plane relies on the engines 

and the engine has gears – wheels with cogs that fit together with the cogs of other wheels.  Every cog is 

instrumental in how they work to synchronize the wheels that make the engine run efficiently. 

Likewise, your business relies on its individual parts to work 

efficiently.  Your professional capabilities are one wheel, with 

the cogs being things like your knowledge, ideas, 

craftsmanship, problem solving skills, or professional abilities.   

Your people, location, marketing, and competitive advantage 

are more wheels each with their own cogs.  They turn 

separately, but are essential to the whole.  The engine idles 

when some wheels are in motion while the other wheels are 

being tweaked to perfection.  As each wheel gains the 

momentum to operate proficiently it meshes with the other 

wheels to ignite the engine for full-powered take-off.  The cogs 

support each other to change speed, power, direction, and 

keep the wheels of business turning to run like an efficient 

machine.   

The difficulty with having so many cogs is that each one is 

dependent in some respect on the others.  As the mechanic, 

technician and pilot tasked to fine-tune the cogs, know which 

wheels to turn first or faster, keep the wheels synced, and be 

prepared to spring into action when something is not aligned.  

Otherwise you will either not get off the ground or may not stay in the air.   

In business, that means you are the master in charge, tasked with fitting all the cogs and wheels 

together in such a way that coherent business strategies emerge.  Aspects of your business may have 

priority at certain times, but all are important for you to track and manage.   

o Unless you have several employees to assume responsibilities you do not have the option of 

ignoring the messiest or boring parts of the business – all those processes and systems, rules 

and regulations – that enable your business to function.  

o You have to schedule things to happen in order.  You must create, refine the quality, and price a 

product before you can package or promote the product.  Promoting your product without first 

ensuring that the product is of sufficient quality can lead to a situation where you are in danger 

of creating expectations in the minds of customers that you then fail to meet. These normally 

only happen once, and can quickly destroy your business’s credibility. 

o Timeliness may be critical in customer service.  If you do not have accurate and timely 

information about the quality of a product or service, and do not take corrective action 

immediately, you could find the reputation of your business is being seriously harmed.   

o To achieve profitability you need to consistently track and manage your financials.    
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Does your vision include a carefully crafted business plan? 

We cannot stress enough the importance of formulating a business plan that shows details of the step-

by-step flow of launching and growing your business?  It is one of the keys to operating a successful 

business.  If you have a plan and use it as a roadmap you are more readily able to refine your business 

ideas into winners.  Then review it regularly to ensure you are on track, and able to take corrective 

action immediately when you are off course. 

Does your vision encompass all the things you need to complete to officially launch?    

Planning your key business objectives may include: 

o Legal procedures such as incorporating your business or creating a partnership, 

o Acquiring all the required federal, provincial or municipal licenses and permits, 

o Securing your location, 

o Designing, developing and packaging your product for sale, 

o Purchasing items such as office equipment, POS system, shelving, or security,  

o Hiring staff, 

o Launching your marketing campaign, 

o Officially opening your business. 

After you set a timeline for the main milestones, you can begin to factor in the smaller targets.  For 

example, once you have decided your marketing strategy, you can start to create marketing materials. 

Does your vision encompass that you are continually learning? 

Learning is at the core of many of the things you do 

in a business.  Amid the multitude of changes that 

can occur in our large complex world, continual 

learning keeps you agile and adaptive.  In the last 

twenty years a new type of business hero emerged; 

not the product inventor but the inventor of 

strategy.  To be strategic you need to be studious 

about what is current, predicted, and learn to think 

differently – resourcefully and innovatively. 

Business experiences abound with potential 

learning.  Every time you reach a milestone you will 

benefit from new wisdom that allows you to re-

examine assumptions, values, methods, policies, 

and practices.   

Then too, there is a lot to learn from the adage, "Work smarter, not harder."  Brute strength or working 

longer hours does not necessarily mean you will be more successful.  You will figure out that there is 

value in learning new skills for working cleverly and efficiently.  That is why we recommend you make 

time to read, network and learn from experts and entrepreneurs outside of your normal circle.   
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The most successful entrepreneurs adopt a proactive continual development approach.  They 

continuously grow personally and professionally.  They repeatedly look at new methods so that they 

might achieve mastery in their profession or entrepreneurship.  They update their knowledge base, buy 

new materials/publications.  Without being prodded to do so, they considered themselves personally 

responsible for assisting both their employees and clientele in reaching goals and achieving success. 

An environment of continuous learning is important to the culture of your organization when you hire 

staff.  From an employee’s perspective he or she is supported in expanding ability to learn by always 

improving skills, increasing knowledge and accelerating learning.  From an employer’s perspective you 

encourage them to inject new ideas, thinking, and resources from which the business benefits. 

Does your vision include delegating activities to others or surrounding yourself with experts? 

As your business grows you can find the right people to do some tasks.  You can train them to do 

something as well or preferably better than you can.  Likely you are very brilliant at some things, you are 

competent at other things, and there are some things you definitely should not be doing.  Whether it is 

that you find managing money or making sales calls daunting, there is nothing to be ashamed of unless 

you refuse to recognize that there are areas in which you need help.  

Does your vision include a co-pilot?   

As you grow your business you should not create a situation in which the business could not continue in 

your absence.  If you are unable to work because of illness or an accident you need your business to 

keep producing income.  That may sound easy if you have employees or partners that are already 

assuming responsibilities and making decisions on a day to day basis.  Yet, for some entrepreneurs 

founder dependence can be a real stumbling block because it they think it means letting go, 

compromising or giving over control.  

If you mostly work alone you should take this scenario of your absence into consideration.  Plan for it.  

Train someone you trust to step in and keep the doors open in your absence.    
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Selecting the Best Location for Your Business 

A business location should be chosen with great care.  You may have the highest-quality product or the 

most helpful service, but if your business is not located in an appropriate, visible location, make it even 

more challenging to achieve success.  The location of the business speaks loudly to customers.  In fact, 

location and image are so tightly intertwined that a prestigious address can add credibility, and if an 

area says the wrong things to your clientele, you will lose sales.  Your location should be consistent with 

the image your desire for your business or other sound business decisions could be compromised.   

Make sure you vary the hours you visit or drive by potential location.   You want to see what kind of 

activities take place at or near the property at different times of the day or night, weekends versus 

weekdays.   A location is not easily changed once you have committed yourself to it.  

When choosing a location – besides being affordable and providing market opportunities – you should 

consider the next questions: 

1. Does the space work and feel right for you? You will be working there every day.   

2. Does the space work for your customers?  If it doesn’t, they will not come.    

3. Does the location affect your ability to attract or keep good employees? Form strategic partnerships?  

4. Consider whether your customers and employees can afford it.  For example, is there free parking or 

is it expensive?  Will higher rent cause you to charge higher prices to your customers? That's not 

necessarily a bad thing, but it is a factor to consider.  

5. Does the building have sound structural design, adequate light and power?  Can it be up-fitted to 

meet the company’s needs and still meet budget? Do you have any special needs, such meeting 

space or extra large doors? How about the ease of access for your suppliers?   

6. Based on your business plan, is there room for expansion? 

7. Consider convenience for your clients.  Is it in close proximity, easy to find? Is there ample parking 

nearby? How about public transportation?  Traffic congestion?  Study the flow of traffic. 

8. What kind of signage can you put up and will it be visible to your clients?  

9. Will customers and employees feel safe as they enter and exit your premises? Is the parking close by 

and well-lit? Is there security on the premises?  Talk to local law enforcement and check crime stats. 
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10. Think about potential investors or buyers. Even though you may not be thinking about taking on 

partnerships or selling the business now, consider how potential investors might value the location.  

11. Whether you buy or lease, check zoning regulations for your specific type of business.   

12. Double check the lease agreement to ensure its conditions allow you to operate and grow your 

business without encountering difficulties?   

13. Identify neighbors to determine whether they will be competitors or compatible with your business.   

14. Identify the competition on a map. Study their strengths and weaknesses.  Monitor them.  

The reasons for locating in a certain place vary with the type of business.   For example, if you are 

opening a restaurant or retail business, you want an area where there is sufficient parking, a good flow 

of walk-in and drive-by traffic, and little competition.  If you are a manufacturer or wholesaler, you will  

be more interested in a site that is close to major transportation services, has a large pool of skilled 

labor available, is zoned for industrial use, and has the services you need.  If you choose a location with 

heavy traffic, customers might not like to navigate through the congestion; employees may not like to 

work amid exhaust fumes and noise.   

The type and number of competitors nearby is another factor.  Intense competition in the area shows 

that you divide the market with existing businesses.  If you are not able to offer a better quality, 

competitively priced product, or other notable advantage, you might reconsider that particular location.     

Note the presence of major retail centers, industrial parks, franchises, chain and department stores.  An 

excellent location may be next or close to parallel businesses that will help you by attracting customers 

who also will patronize your new business.    

Home-Based Business Considerations 

Depending on your space, finances and family situation, working from home can be advantageous.  

Before you decide to work from a home office, check what your community requires concerning 

licenses, permits and zoning regulations for the business you are planning.   You might want to talk to 

your neighbors to allow them to voice their concerns so you can identify potential problems and discuss 

solutions.   

Zoning regulations are designed to protect neighborhoods from noise, traffic, odors, and other things 

that would tend to annoy people where they live.  There will probably be limits on the signage.   Though, 

you may be able to apply for a variance that allows you to adequately identify your business.     

It is important to choose the right office location within the home, but it is equally important to design 

the right setup to accommodate your business functions as well as customer needs without disturbing 

the normal routines within your home.   You may have to start with a small corner of a room but plan 

ahead for the time when the business will grow and you need space for different equipment, 

furnishings, and storage.   
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Coworking Spaces Can Be Ideal for Entrepreneurs 

Working from home of renting traditional office space may not always be suitable.  The home 

environment exposes you to many distractions that can impact your productivity.  Lack of privacy can be 

an issue or you may feel isolated working alone.  Renting a tradition one-person office can be expensive 

and you can feel cut off there, too.  Today, as demand for flexible work environments grows and people 

become more attuned to working remotely we see more and more self-employed, independent 

professionals choosing to work from coworking spaces.   Fully furnished and equipped office space 

o Collaborative setting aimed at entrepreneurial spirit and general human interaction 

o Access to private offices  

o Access to meeting or event spaces 

o Business address with mail handling 

o Access to networking events, professional development, training seminars and social 

opportunities 

o Flexible memberships or contracts 

o In-house refreshments 

Based on the breakdown of pros and cons, many companies make coworking as an invaluable part of 

their business strategy.   Coworking spaces provide amenities, privacy, and  a myriad of benefits at a 

fraction of the cost of leasing commercial space and maintaining an office.   
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Marketing, Advertising, Public Relations – the Difference Matters 

Being your own boss, there is a lot for you to strategize and coordinate.   First and foremost you have to 

be able to ascertain and explicitly define your potential customers and have a good understanding of 

your business environment.  Using the intelligence you gathered about your target market and your 

competition you can stipulate your company’s competitive advantage and let the world know your 

business exists.  This means you will talk to your market, get its attention, and capture its business.   

It is not true that you only have “to open the doors and they will come!”  No matter how great your 

products or services are, you might as well be invisible if nobody knows about your business.  For that 

you need a marketing strategy.  You probably won’t have a huge marketing budget and if you are like 

other small business owners you will probably will not have marketing, advertising or PR experts on your 

payroll, nor a lot of extra time to devote to your marketing strategies.  Yet, it is crucial to prioritize 

developing and executing a marketing plan.    

 

Marketing Drives Customer Engagement 

Marketing is a business strategy that encompasses all the ways your business will serve its customers.  In 

marketing your primary goal is to attract new customers and to keep you existing customers happy.  In 

other words, your goal is to create a bond between the customer and your brand, product or service.  

Your strategy starts with a distinct choice.  Your firm can represent a comfortable fit for a customer 

(possibly more align with the competition) or you can stake out a clear point of difference with an 

ambitious strategy that is centered on the customer first and foremost.  To illustrate, consider this 

marketing tip followed by an example:  Ask people what could irritate or frustrate them about your 

industry.   Then design your marketing strategy or modify your product or service based on your 

strengths versus your findings.  In other words, inspiration should come from customer dissatisfaction, 

boredom and a feeling on their part that there is no choice.    

Example:  For years Proctor and Gamble was in the chemical business supplying cleaning agents and 

grooming products.  Understanding their customers wanted more than strong cleaning agents, PNG 

examined the entire life cycle of their products.  Based on the greater needs of society, PNG used 

strategic marketing to redefine their brands and connect to their customers’ needs. PNG still sell the 

same products but they are now in the “clean clothes” business or “care” business.     

https://infographicworld.com/marketing-advertising-and-pr/
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Marketing is another wheel in your system of essential parts; it has many cogs.  You employ a broad 

range of marketing strategies in your research and analysis to: 

o Figure out what your customers really need. 

o Pinpoint how best to meet those needs. 

o Communicate specific messages that promote your company, its brand, goods, services or ideas.   

o Improving your potential customer’s perception and attachment to your brand or product.   

o Convince the public that you provide value. 

o Highlight your competitive advantage 

o Influence consumers to engage with your brand or product.     

The most effective marketing strategies involve communication planning, product development plans, 

sales strategy, brand management, and customer service.    

To attract, educate, or influence consumers you would focus on three primary cogs:  promotions, 

advertising, and public relations.  There is overlap in the roles and functions of the three.  They share 

similar goals to drive customer acquisition and promote the sale of your products and services and in 

that respect marketing seem to be synonymous with advertising.  Promotion, too, is often mistaken for 

marketing because it is the most visible part of marketing. But they are all different.  

Let’s differentiate each one of these cogs:   

Promotion is the methods you use to inform and influencing customers to buy.  To reach your target 

market promotion combines an appropriate balance of traditional advertising, sales promotion, public 

relations, personal selling, social media mix, corporate identity, publicity, e-commerce, and direct 

marketing.   

Advertising is about attracting new customers but it also serves to remind previous customers about the 

continued existence of the brand.  Advertising is a one-way communication that you can control 

because you pay to place specific messaging or branding in a particular location.  A marketing strategy 

typically dedicates resources to advertising.  Done strategically, you can leverage advertising as a 

component of marketing, by placing communications in various types of media, to boost sales and at the 

same time introduce your corporate branding and give prospective clients a sense of how highly you 

value them and how you will treat them.   

Public relations (PR) is essentially focused on the company or brand more so than the individual 

products.  As the company’s spokesperson you are the media representative that makes statements 

regarding your company’s status, brand or services.  Your goal is to encourage positive media coverage 

to enhance public perception or the image of your company.  In some companies that sometimes 

involves damage control.  
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Minding your P’s – Control of your Marketing Mix 

In marketing the goal is to make sure your business is marketing the right product, to the right people, 

at the right price and time.   Marketing’s job is to create, communicate and deliver the value you offer. It 

can be a daunting undertaking to map out an entire marketing strategy.  An effective way to formulate 

your marketing strategy is to organize your thoughts and processes by using tools and practices that you 

know and can control.  That tool kit is called your marketing mix.   

Your marketing mix is comprised of ten key elements  or “P’s” – planning, product, price, place, 

promotion, people, processes, physical evidence, performance, and presentation.  On some level you 

have given attention to each element, even if you have been unaware of their collective significance.   

All of them are crucial in determining and delivering your brand or unique selling point.  The eleventh 

element that may apply to you is partnership.   You simply cannot create a sound and coherent 

marketing strategy for your business if you do seize control of each component of the marketing mix.  

They are a roadmap for your business objectives to keep you on track, while keeping your potential 

customers and the satisfaction of his or her needs the focal point of all your business decisions and 

activities. Note that marketing mix P’s are also the building blocks of your business plan. 

 

Basically, in marketing you devise a well-thought out, resilient and operational marketing strategy for 

each element.  Then you fine-tune and build up the strengths of each element to ensure that they have 

a sense of balance and the marketing tactics blend together to form the core of an effective and unique 

marketing strategy.   

Weakness in any one element or strategy could quickly devalue other key elements and the 

effectiveness of your overall marketing strategy.   For instance, a business with superb product but a 

haphazard distribution system or unresponsive customer service could be doomed to failure. 

Let’s examine each element of your marketing mix  

1) Planning – refers to research and analysis of the other P’s to come up with a plan for transforming 

marketing objectives to marketing strategies.  This requires many decisions about tactics, budgets, 

expenditures and allocation of resources to the components of your marketing mix.  

The key is to that every decision you make must be based on keeping your target market at the 

forefront.   That means  knowing who they are, what they’re interested in, where you can reach 

them, the type of competition that has garnered their attention, and how you can surpass the 

competition.  



 

74 
 

 

2) Product – refers to the item, service or experience you are selling.  It must satisfy consumers’ needs 

or wants.  All products have both tangible and intangible aspects.  In marketing you can analyze the 

life cycle of your product or service or the experience you offer to address any challenges that may 

arise once it's in the hands of the end user.  Your product must deliver a minimum level of 

performance.  You want memorable branding, packaging, art design, motif, or the like because you 

want people to be able to call you to mind quickly.  Otherwise, executing the other “P’s” of the 

marketing mix won't do you much good.   

The key is to determine what your branding is going to look like by becoming an expert on your 

potential customers needs so you can focus on the solution by defining your product or service 

by the needs it meets rather than the features, functions or technological superiority.   

3) Price – refers to the price or value that you set for that product or service.  The price must be 

greater than the cost of production so your business can make a profit.  Price depends on other 

factors such as the ability of the market to pay, supply and demand, and the customer’s perceived 

value.  Price also depend on what your potential customer is prepared to sacrifice to acquire your 

product and use it.   It could be a sacrifice of time to acquire the product, cost of conscience when it 

comes to consuming the product and the cost of ownership.  Do you have a product that might 

cause a customer to wait in long line-ups or sacrifice time with family to engage with it?  Might a 

customer be willing to pay extra to own and use your product?  Pricing has other names such as 

rent, fees, charges, subscriptions.   

There can be several types of pricing strategies, too.  A lower price makes a product accessible to 

more customers, while a higher price appeals to customers seeking exclusivity.  You can bundle 

products with special offers  or include a bonus item that costs you very little to acquire but makes 

your prices appear far more attractive.  You may sell more by spreading your price over a series of 

months and charge interest.  

The key is to focus on value by articulating the benefits rather than stressing price comparisons 

or profit margins. Use the knowledge you have about your customers to communicate value. 

4) Place – refers to some method of getting your product to your customer or providing access and 

convenience for your customers to find your product, find information about it and make it simple 

to use, access or purchase.  The main aim of your “place” strategy is remove the complications.   For 

example, don’t make customers sign-up for a loyalty card before they can make their first 

purchase.Retailers pay a premium for the right location.  Some businesses provide free shipping, or 

sell franchises to provide access to a wider segment of the global population.  Place includes a 

myriad of important tasks related to location, transportation, supply chain management, online 

presence, inventory, or navigating your website or physical location.   

The key is to focus on access by considering the customer’s entire purchase journey.  You need 

to be aware of how your target audience likes to make their purchases in order to make it 

convenient for them to buy.   
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5) Promotion – refers to the approaches and activities you use to tell your customers about your 

product or service and to influence their choice.  To reach your target audience you need to 

engineer an appropriate balance of advertising, public relations, publicity, corporate identity, direct 

marketing, social media, e-commerce, personal selling, and sales promotion.  You do not want to 

overwhelm the consumer.  Your approach may be deemed as manipulative since your goal is to 

create demand.  However, beyond simply catching the eye of the consumer your marketing 

communications must also establish a connection with potential customers, and be designed to 

relaying a spirit of cooperation. 

Since so many products or services seem to be easily replicated, promotion becomes crucial in 

differentiating what you offer in the mind of the consumer.  Just a small change in a headline or the 

way you promote and sell your products can lead to higher sales. 

Customers want to be engaged with meaningful interactions therefore, the key is to focus on 

creating an open dialogue with or providing education to potential customers based on their 

wants and needs.  Be prepared that whatever method of marketing and sales you choose to use 

today will sooner or later stop working and you will need to develop new strategies.  You may or 

may not learn the reason; it is just a common quirk or rule in business. 

6) People – refers to any person who interacts directly or indirectly with customers such as sales, 

customer service, or delivery personnel.  How well you do your job, how you appear, how you feel 

about your work and how you and your representatives interact with people impacts public 

perception of your organization.   People are a defining factor.   You have to think about each task of 

all your process, determine who is going to carry out each task.   People have to align with the 

marketing strategies of the company and are crucial to the intangible aspects of the product.  

Services are fundamentally different from products and therefore require a different emphasis on 

studying the psychology of people in changing times, the interactions between employees and 

customers, or staff recruitment and training to handle customer complaints.   

Since a service is inseparable from the person providing it, the key is to focus on the human 

factors.  Your ability to select, recruit, hire and retain the proper people, with the skills and 

abilities to do the job you need to have done, is more important than everything else put 

together.  Make sure you have the best talent, use the best approaches at all levels, and centre 

decisions around customer service and how do you want your employees to be perceived by 

customers? 

7) Process – refers to the set of activities (human elements of the customer encounter) that you  

perform that results in the delivery of the product benefits - everything the customer sees or feels 

from the first moment of contact with your company all the way through the purchasing process.  A 

process is the sequential order of tasks that you or an employee or a group of employees undertake 

that results in a product, experience or benefit.  The more specific and seamless your processes are, 

the more smoothly you or your staff can carry them out.   For example, if you own a restaurant, the  
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process entails preparation of the facility,  taking a reservation or greeting a visitor.   The process 

includes the how promptly a customer is greeted seated and fed, the freshness, preparation, and 

presentation of the food, as well as the supervision of all the tasks, and how the process flows to 

engage the customer and can smoothly transition into to the experience of other customers.   Your 

processes should be consistent to provide the same level of service repeatedly to all customers.   

The key is to devise a blueprint and build up the strengths of each process.  This includes having 

the right tools and the right people to do the job as well as ongoing training to boost 

performance. 

8) Physical evidence – refers to the non-human elements of the service encounter or the tangible 

goods that facilitate the performance and communication of the service.  Physical evidence serves 

to remind customers that service has occurred.  Physical evidence is important to customers 

because they substantiate that you did provide (or did not provide) what the customer was 

expecting.  It can refer to consistent branding across communications or the more abstract 

components of your business environment such as interior design, colour schemes or ambient 

conditions.  Artifacts like souvenirs, mementos, brochures, invoices provide lasting proof that the 

service has occurred.   

The key is that everything in your marketing strategy is aimed at the needs of your potential 

consumers.   

9) Performance – refers to the standards of service performance or service quality or business 

etiquette.   In other words, your ability to delivery to your customers what you promised.  To 

facilitate consistent performance you may need to established guidelines that dictate the ways in 

which customers are to be treated and the best practices to be observed for communicating with 

customers or handling customer concerns in a knowledgeable and friendly way.  Performance  

applies to the various areas of business operations: wait times, employee interactions, giving 

employees leeway to use their best judgment in providing quality customer service, your ability to 

fill orders and meet deadlines in a timely manner, and refund, return or exchange guidelines.  

Having such standards in place and educating employees on your directives can help encourage 

repeat business.   

The key is to determine from the customer’s perspective what you want your customer 

experience to look like.  Every single decision and policy you devise has to be carried out by a 

specific person, in a specific way, whether that is you, a family member or employee.   

10) Presentation – refers to presenting, displaying and putting forward any of the different elements of 

your marketing mix.  This includes your offices, waiting room, brochures, correspondence and every 

single visual element about your company. Besides customers or clients, you are going to present 

elements of your marketing mix to suppliers, wholesalers, retailers, a sales force, marketing 

intermediaries, influencers, employees, partners, investors, stakeholders, media, and whoever else 
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 will listen to your compelling narrative or look at some aspect of your business.  Within the 

presentation people must see or experience the real product or feel the brand. 

Each element of your marketing mix was developed with careful thought, and the reasoning behind 

that is interesting – it’s part of what drives people to choose you over another option.  Each element 

is part of your story. 

The key is your belief or confidence in the product you are marketing.  Belief leads to a deeper 

understanding of the message you want to impart and how authentically you express that 

passion in everything that represents your brand.  Think about what kind of emotions your 

brand elicits and make sure all aspects of this element of the marketing mix convey that 

significance.   In fact, that is what makes you a better marketer.  

11) Partners – refers to the collaboration or alliance between two businesses to formulate a marketing 

campaign that creates brand awareness and tactically drives sales for both parties.  Examples of 

strategic partnership marketing include cross-marketing, licensing agreements, event sponsorship, 

affiliate or distribution marketing.  Co-branding is when two companies collaborate to create one 

product or produce a product for each other.  One high profile example was when Nike partnered 

with Apple for Apple Watch Nike +.   A common example of affinity marketing is when your favorite 

brand or retailer partners with a credit card company for a co-branded credit card, loyalty or reward 

programs.  With co-marketing, brands align their marketing efforts to promote one another’s 

products such as what Uber and Spotify did when Uber passengers had the ability to create their 

own Spotify playlist for their ride.  You see many examples of strategic partnerships with sports or 

charities, when a company is named the official supplier of a specific product for a high-profile 

event.   In any alliance there are shared rewards or profits, as well as shared risks. 

The key for a perfect pairing is to manage a partnership that makes sense for your business.  

That means aligning your brand or business with a partner that shares a similar corporate 

philosophy and the exact same customer base with the same desires and demands.  You and the 

partner must agree upon objectives and strategies.  

Everything Helps or Hurts - Optimizing the Elements for a Unique Marketing Mix  

The elements of the marketing mix influence each other.  Therefore, while building up the strengths of 

each element you should refrain from developing a marketing strategy that isolates one element 

without assessing it in relation to each “P” of the marketing mix.  The idea is to analyze and optimize 

your business through each element through every step of the customer journey.   

For each element, stop and think about the needs of your potential consumers from their first 

impression to their experience of a service or the feelings of ownership of a product, and beyond that to 

the engagement and satisfaction that engenders their loyalty. 

Remember, people form a first impression about you or your product or service within the first 30 

seconds of seeing some element of your company.  Examine each element and ask yourself:  If I could 

create the ideal impression in the hearts and minds of your customers, what would it be?  What would  
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you have to do in every customer interaction to get your customers to think and talk about your brand 

in that specific way?  

One of the fundamentals of strategizing your marketing plan is to understand that everything, 

absolutely everything, helps or hurts.  Everything affects your customer's confidence about dealing with 

you.  Think of everything as a pieces of a puzzle.  

Somehow it fits and it is your job to figure out 

how to put it all together.  If you are mostly 

working alone, we suggest you take your time to 

study your marketing mix from different 

perspectives.  Analyze your marketing mix on 

different days, in different environments to  

inspire new insights.   

To ensure that everything in your marketing 

strategy is driven by the needs of your potential 

consumers and protects you from the 

competition by answering the following 

questions: 

o Is each element appropriate and suitable for the market and the customers of today? 

o Is each element being given its best leverage?  

o Does the marketing mix build on my organization’s tangible and intangible strengths? 

o Are the elements of my marketing mix consistent with one another?  

o Do they add up to form a harmonious, integrated plan that meets the needs of my precisely 

defined market segment?  

o Does my marketing mix create a uniqueness that can differentiate me from the competition. 

o Am I providing excellent value for my customers and satisfying them, too? 

o Does my marketing mix protect my company from the most obvious competitive threats?   

o How can I develop this element to gain superiority in the marketplace? 

o What changes do I need to make in the way I interact with customers today in order to be seen 

as the very best choice for my customers of tomorrow? 

Once you satisfy all the questions you can combine the elements in a streamlined strategy that engages 

your customers and evolves your brand to the fullest extent. 

Make it a habit to review and reflect on each element of the marketing mix to ensure that the decisions 

you make today are still holding true for you and how you could improve your company’s positioning.  
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Converge Media for Optimum Reach 

By tradition, businesses delivered corporate messages to prospective customers through advertising and 

promotion, mostly via print, mail, telephone, radio and TV.  Often it was a broad message that enhanced 

their branding efforts.  Today, modern technology has enabled two-way communication between you 

and your clients, which makes it much easier for you to gather information on customer behaviours, 

needs, and wants.  At the same time, the digital world offers you strategic opportunities for a stronger 

more engaging connection between you, your customers, and the services you provide.  Today, societal 

marketing incorporates the greater needs of society and the world into a company’s culture, brand and 

operations.  

To achieve your marketing objectives, you probably want to create a marketing strategy for optimum 

reach, influence and engagement, using a combination of paid media, owned media, and interacting 

with others through earned media. 

 

1. Paid media is when you pay third party channels to acquire more reach, visitors, or conversions 

– sponsorships, endorsements, affiliate marketing, print, TV advertising, direct mail, etc. 

2. Earned media is when you earn publicity through public relations.  Think of earned media as 

different forms of conversations occurring both online and offline.  You earn media every time a 

customer, the press, influencers, customer advocates, and the public voluntarily share your 

content, speak about your brand via word of mouth, comments, blogs, etc.   

3. Owned media is when you leverage a channel you create and control.  Online this includes your 

websites, blogs, company newsletters, email campaigns, mobile apps or posts on social media. 

Offline owned media may include such things your brochures, retail presence, trade show 

displays, or public speaking engagements.  Owned media offers you versatility and longevity.  

You can post a variety of content on the different channels, much of it free or cost efficient.  

Your paid and owned media will influence consumer purchasing behaviours.  Your owned media is one 

of the building blocks of your online marketing strategy.  Users take notice of alluring and compelling 

content on websites, online publications and social media.  Better yet, your efforts to steadily produce 

effective owned media will lead to earned media, which according to consumer purchasing statistics, 

seems to be more trustworthy to customers than owned media alone.   
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Marketing Channels for Small Businesses 

Facebook 
Twitter 
Pinterest 
LinkedIn 
TV Ads 
Newspaper Ads 
Radio Ads 
Websites 
Flickr 
Newspaper Columns 
Direct Mail Marketing 
Google’s Local Offerings 
Vimeo 
Google+ 
Other Social Tools 
Search Engine Marketing 
Networking 

About Us Pages 
Snapchat 
Meetup 
WhatsApp 
Magazine Ads 
Billboard Advertising 
Flyers 
Google AdWords 
Blogs 
Infographics 
Guest Posts 
Reddit 
Email Marketing 
Local Marketing 
Trade Show Displays 
Trade Show Attendance 
Webinars 

Content Marketing 
Your Own Networking Event 
Business Awards 
Landing Pages 
Skype 
Instagram 
Public Speaking 
YouTube 
Case Studies 
Local Business Groups 
Testimonial Pages 
Forums 
Facebook Advertising 
Product Freebies 
Quora 
Coupon Sites 

 

There is a tendency to think that paid media is expensive, but at some level all types of media require an 

expense of time and money or both.  

You require detailed history as well as analytics of the strengths and practices of your competition.  You 

need to gauge how a competitor might respond – and how quickly – in light of your decisions and 

marketing strategies pertaining to price, quality, and advertising. You cannot blindly attempt to imitate 

your leading competitor, which may have entered the market when there was a void that no longer 

exists.   You may need a different approach to differentiate yourself and create demand.   

1) If you cater to a local niche market you would apply different strategies than if you were in mass 

production/high volume national distribution.   

2) You need an honest introspection of your capabilities and the strengths of your company to 

determine what marketing strategies fits with the strengths of your company.  For example:  You 

may not want to rely on an extensive mass advertising campaign to promote your business, if you do 

not have a deep understanding of the field, vast experience, expertise, or the budget to carry it 

through.  Your program must fit with the overall capabilities of your organization.  You may not want 

to promote credit terms when you do not have a strong balance sheet. Without adequate 

manpower, you may not want to overstress your organization to the detriment of quality or 

customer service.  Your company’s program should  

3) Builds on your strengths, stays clear of any weaknesses  

4) Sidesteps your competitors’ strengths, exploits their weaknesses,  

5) Protect you from the competition. 
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6) Do not underestimate the competitions’ capacity to change or react.  They may decide to intensify 

their marketing efforts, cut price, or highlight your weaknesses.  

7) You want to catch the eye of the consumer through your marketing channels contribution from the 

Internet to the business is not only making it possible to selling products online, but also enabling 

companies to build relationships with customers.[47] Furthermore, since the convenience of 

navigating from one site to another, place from the digital marketing perspective is always linked 

with promotion, 

8) is to underestimate the competition’s strengths. Don’t be too proud or too uninformed to see your 

competition’s good points and your own company’s weaknesses. 

Develop a Marketing Plan to Attain Sales Goals 

Sales and profit are a direct result of your efforts to analyze and distinguish your target market – the 

consumers with purchasing power that need or want the product or service you plan to sell.  You cannot 

guess.  You need to gather and examine information – and lots of it – from census reports, trade 

sources, libraries, university studies, or talking to lots of people. You will never have too much 

information about your customers so pursue every avenue of intelligence available to you.   

Then, choose a marketing tactic that will help you reach your target audience and achieve those goals.  

For example, if you need 25 leads to sell one product, and you want to sell 1,000 products this month, 

then you need 25,000 new leads. 

Here is what you need to determine:  

1. Who are your potential customers?  Person, group, or business? 

2. Learn about your potential customers, what they need, their level of income, education, 

spending habits, why they will buy your product or service, what irritates or frustrates them 

about your industry, product or service.   

3. Pay attention to identify emerging opportunities within your findings. 

4. Determine ways to reach these customers.     

5. Assess the strengths and weaknesses of the competition and identify what sets you apart.  

6. How will you connect with your potential customers to tell them what you offer and why you 

are the best choice. 

Through research, you should be ascertaining the answers, with some degree of certainty, because they 

will be the basis of your marketing decisions and strategy.   

Developing a marketing plan and setting sales goals are extremely important steps in growing your 

business.   Your plan of action will determine how you will get your message to your target market, your 

budget, and your strategies for sales, advertising and promotion programs.  In marketing, your objective  

  

https://en.wikipedia.org/wiki/Marketing_mix#cite_note-An_analysis_of_the_virtual_value_ch-47
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should be to highlight your strengths or competitive edge, direct your marketing efforts and advertising 

dollars to those segments of the market where they are most likely to identify with your product or 

service, gauge your credibility and decide to buy.   

o Education customers on the nature of products or services 

o Convince customers that products or services are superior 

o Improve customer perception of brand or culture 

o Generate customer desire or need for products or services 

o Exhibit new applications for products or services 

o Attract new customers to purchase products or services 

o Retain the existing customer base 

A well-developed marketing plan will also help you with financial planning, and be included in your 

business plan to helping you secure credit from lenders and suppliers.  

Public Relations and Publicity 

Instead of purchasing advertising time or space, you use public relations or publicity to garner attention 

for your business and make the public more receptive to your advertising or sales efforts.   Public 

relations focuses on communication and reputation.  Communicating through traditional media, social 

media, speaking engagements, self-produced communications, and trusted (not paid) sources, your 

public awareness campaign conditions or persuades the public to recognize your accomplishments, 

promote your idea, purchase your product or support your cause.  

Publicity has greater credibility than advertising.   Generally speaking, consumers give more credibility to 

news and human interest stories than they do advertising or business specific promotions.   A good 

public relations program creates a narrative or story to advance your agenda.    You can engage the 

services of a public relations firm to analyze your business to identify the positive aspects of your 

business and translate those positives into stories that shape your image in the eye of the prospective 

consumers.    When the news is bad, they can formulate the best response and mitigate the damage.   

You can seek free publicity, where you pitch a story or idea in hopes of getting media to respond.  

Public relations tools for free publicity include: 

Home-base PR content:  These are things you and your business control – website editorial, blogs, social 

media posts, newsletters, news releases.   Create valuable content for your website.   Write great press 

releases or business pitches.   Add them to the news section of your website, link them to social media 

accounts and blog posts.   Create fact sheets and media kits about the company.   When other people 

write about your business, your brand or products, they will likely reference (or hopefully link) to your 

home-based content.    You may pay for social media advertising, influencers to market your ideas, or 

pay-per-click promotions, but you control content the audiences sees.  You can leverage your public 
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relations strategy and create content to place links in your website content to well-ranked websites and 

to also establish connections to attract backlinks to your website and increase the authority ranking of 

your own website. 

Social media: Social media should part of your strategy.   Your social media activity is open to the public.  

So it critical to have a social media strategy that keeps your communications consistent, positive, and 

accurate.   It certainly augments or amplifies your public relations efforts.   The problem is social media 

does not always react to boring.    It is better to be selective about what you post on social media and 

tailor your announcements in a way that reaches your audience so they will care about what you say.    

You could start a podcast to share your expertise. 

DIY Infographics: Infographics as a marketing tool on social media are visual eye candy, easy to digest, 

and people love to share them, so they’re a great way to generate exposure, branding, and put your 

content in front of new audiences. 

Feed the hungry media:   Journalists (newspapers, radio, TV news bulletins, podcasts, or blogs) want to 

write about things that are newsworthy, particularly if it will appeal to their readership.    There may be 

a tendency is to link their stories to famous places or people that are controversial or amusing, but local 

news that can inform or entertain their readers is equally important.   Keep in mind that media types are 

trained to be suspicious.   Since you cannot control what is said about your company, product, or 

service, make sure what you publicize can withstand the sharp eye of media scrutiny.   Also be selective 

of whom you feed news to, because some media might detract from your overall credibility.  Choose 

carefully exactly what you want to cover and make sure it is relevant to the readership of your targeted 

media – be it traditional or online. 

Customer Referral Program:  Offer existing customers a reward for referring new customers. 

Community relations:  Build positive relationships with the local community with charity work, 

donations, special discounts, or anything that builds a strong relationship with the community and 

strengthens customer loyalty.   Sponsoring individuals, groups, and/or activities gets your name out to a 

wider audience.   When you sponsor or contribute goods and services to public or private events be sure 

to include signage or provide a media package/promotional information about your business to the 

organizers.   

Speaking engagements: Share your knowledge or experiences at industry events.   Give talks or teach 

classes about your expertise to local groups such as the Chamber of Commerce, Rotary Club, civic 

associations, library, networking groups, coworking venues, or other community group.   Consumers get 

their news by word of mouth.    

Corporate and social responsibility:   This ties in with community relations, but it places a greater 

emphasis on ethical business practices, environmental responsibility, and philanthropic choices.   This 

includes the types of groups or individuals you choose to sponsor or support.    
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Create and execute special events designed for public outreach and media relations:  Host tours or an 

open house or in house classes.   Host a contest or competition.   Fashion show, car show, media 

challenge, carnivals, grand-opening,  fundraisers, the list of events is endless. 

Partner with another business:  Team up with another business for a joint project, seasonally or 

ongoing or one time.    Devise a competition or challenge that engages the public in the outcome of your 

project and also garners media attention.   Do something good for the community. 

Media live interviews:  Do you have the type of business or skills or background that are especially 

interesting for a live interview? 

Cultivating positive employee relations:   You can keep your employees motivated and loyal through 

dedicated newsletters or communications, perks, free training or professional development, employee 

appreciation events.    At the same time positive relations also encourages them to advocate for your 

business — which can bring in both customers and more high-quality employees. 

Writing, blogging, newsletters, posting for the web (internal or external sites): Consumers are adept at 

research and tuned into several media feeds.    Share press releases, how-to articles, human interest 

stories, videos, and anything else of interest through a variety of media.    

Expand business contacts via personal networking:  Attend events, join clubs:  Get out there and 

connect with people.   Whether hosted or attended by your company, events give you a chance to meet 

prospective customers.    Participate in conventions and trade shows, set up displays or sponsor a booth 

at community arts or sporting events.  Include audio-visual presentations to maintain attention and 

garner interest. 

Recycle free publicity:  Turn one media success into multiple instances of publicity.   

o Cite media accomplishments in your email signatures, advertising, or promotions.   For example, 

if your business has been the focus of an published or broadcasted interview add:  “As featured 

in XYZ on November 4, 2020” as well as a link to the content. 

o Post a list of all media coverage, public appearances, testimonials, timely articles written about 

you or your business to your website. 

o When you are fortunate to receive free publicity from a journalist, follow up by writing to the 

editor to offer a viewpoint that was not originally mentioned.    

o Send reprints of local stories to national media; send articles from trade publications to local 

media. 

o Turn how-to-articles into hand-outs at your business or other venues.    

o Repurpose studies, convert old content into new creations – turn a webinar into a video tutorial 

or rework a collection of blog posts into an e-book.   Post to your website and social media the 

things you have had published in other media (include summary and link). 
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Get in the News:  The media criteria centers on: Is it new?  Is it unusual? Is there a human interest 

angle?  Is it factual?  If your news is linked with famous people or places, controversial or amusing, you 

are more likely to get the coverage you want. 

List all the media in the area that might be accessed by your target market – social media, local 

online resources, podcasts, blogs, newspapers, trade and business magazines, radio and 

television stations, and reciprocal publicity opportunities.    On your list, include a contact 

person, address, and phone number, editorial calendar and/or media deadlines.   If possible, 

note the reach or circulation of each.   Follow journalists, bloggers, television reporters on social 

media to see what they are covering and what resources they might need. 

Be sure to target the "influencers" with whom you can establish in-depth relationships.   Target 

the media that is most likely to benefit your business, not necessarily the most prestigious 

media.   You can do that by searching for journalists who have already written about your field 

of expertise or industry.   Engage with them through social media or member sites, so you land 

on their radar before you inundate them with press releases.    

There are two ways to make the news – create a story or follow a story: 

1) Create a story:   There are several ways to create a story.  

o Hold a press conference:  Similar to a press release, but not always possible. 

o Press release:  Every business event or activity is a promotional opportunity:  a ground-breaking 

discovery; viral marketing scheme; winning an award; staff promotion; product development or 

service expansion; record sales; your firm's anniversary; new contracts and clients, philanthropic 

activities, rags to riches stories and more.   Find the human interest angle to tie your news into 

something the public will want to read.   Ensure you craft an eye-catching headline and a strong, 

summarizing opening paragraph before getting into the details.     

 Keep it brief.   Journalists receive dozens, if not hundreds, of these pitches by email.   

They do not have time to care about long-winded, self-absorbed introductions to your 

business.    

 Make your subject line irresistible. 

 Do not send press releases as attachments to emails.    

 Provide exclusivity.   Exclusivity can help to get a journalist’s eyes on your press release. 

 Check journalistic schedules, deadlines, activity lulls to determine when you have a 

better chance of being read as opposed to being one of five hundred Monday morning 

emails.    

 Include your contact info: 
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o Opinion editorials: You can make news by writing “opinion-editorials” about controversial topics 

and submitting them for independent publication.    

o Speak publicly:  You can create your own event or speak in front of larger groups: Chamber of 

Commerce, Rotary Club, civic associations, networking group, coworking venues, or other 

esteemed community groups.  This is a great way to create interest in you or your business.   It 

can be time consuming, with no guarantees of media coverage.   Though, consumers get their 

news by word of mouth too, so if you wow the audience they will think about their experience 

and talk about it. 

o Create factual news: You can create news with the results of surveys or original research.  

evising a brief series of questions on an unusual or notable subject and providing answers that 

result in new information or  sheds light on a significant issue might be newsworthy, especially 

to the trade media. 

o Regular contributions: If your writing talents and business ideas are favorable to the public, you 

may become a regular contributor of advice or how-to articles to different media.  

o Letters to the editor:  Do not ignore the value of  writing letters to editors as a way to get free 

publicity. 

o Get philanthropic.  Do something good for your community.  You could get involved with a local 

charity to increase your standing and exposure in the community.   You could partner with a 

non-profit to raise funds, be a contact or outlet for campaigns, designate a percentage of sales 

to a locally valued cause.    

o Viral marketing:  Promotional material (video, photo, story) that goes 'viral' can boost your 

public profile.    Be open to opportunities, use your imagination,  to identify or create something 

quirky, interesting and funny that is likely to capture people's imaginations.    There is no magic 

formula to viral marketing.   Keep in mind that maybe you just have to be viral in your locale not 

globally.   

o Winning an award:  Business awards are prestigious.   Recognition of your talent or 

accomplishments, or that of an employee is a credible way to get publicity, whether it be 

personally or business related.    Award ceremonies allow for networking, and the press usually 

covers this kind of announcement.     

o Be public about your environmental practices:  Organize or host a recycling event, competitive 

challenge, or spectacular publicity stunt to create awareness of recycling or clean energy or 

similar cause.   Remember back to 2008 when visitors to the Eiffel Tower in Paris saw 1600 

papier-mache pandas at the foot of the tower – the World  Wildlife Fund aimed at increasing 

awareness of deforestation, poaching, and other practices that continue to endanger the 

treasured pandas.    
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1) Follow a story:   

o Capitalize on current events:  Watch out for opportunities – when you notice a story in the news 

that might be relevant to your area of expertise you can reach out to the media with your 

opinions or interpretation of the facts and how it might affect the public in the immediate 

future.   Political scandals, grain prices, a snowstorm – the media needs experts to comment in 

real time.   If you can establish yourself as one of their trusted experts they will call you for a 

comment on breaking news in your field of expertise.    

o Insert your business into a story:  In contrast to news happening today, you can latch onto an 

interesting news story and insert your business into the story, trend, or movement by means of a 

feature story.   Naturally, the news story must relate to your business or expertise in some way. 

Key Considerations in Obtaining Free Publicity 

As you might have already gathered from reading the ideas above, it takes a great deal of ingenuity, 

effort and significant time and patience to create these PR opportunities.    Garnering attention and 

credibility in this way  is an ongoing, interactive and a hard-earned strategy.   It is not one task, but a 

commitment to multiple tasks and tactics.   It can take a while to see results.   It does more than get you 

high ranking on search engines or praise on social media, it essentially boils down a general buzz, work 

of mouth mentions, and this is, by far, the best PR tactic for building a good reputation that any business 

can ask for.   

o Create a Credentials Kit:  Keep a scrapbook, bulletin board, or online archive of all favorable 

publicity.    You may need it as a reference for future publicity and it is good to display it for 

prospective clients,  investors, or employee morale. 

o Keep a Public Relations Calendar:  Plan your PR events in advance and keep track of what you’ve 

done.   The calendar is a good reference when planning new events. 

o Be factual:  Make your press release, how-to articles or feature story factual.    Journalists 

recognize the fine line between facts and promotional copy that is hype or extravagance. 

o Meet deadlines:  Publicity opportunities are lost every day because an individual or company 

missed a media deadline.    Who wants to publish or read old news? Also, be aware the the 

reporter or editor have multiple deadline pressures.   When you connect your first question 

should be, "Are you on deadline?" If the answer is yes, quickly ask when you can return the call 

or invite them to call you, thank them, and be available day or night when they need a quote or 

have a question.   

o Timing is everything:  Tie your publicity to the seasons, events, holidays or national news stories.   

For example if you are a financial planner and you see an article in a leading newspaper that 

cites statistics that people are in the dark about how to manage their investments, this is a great 

opportunity for you to provide free investment advice to entice people to call you for more 

information on your expertise.   You might purchase space to educate or enlighten the readers 

on topics relevant to current news or events. 



 

88 
 

 

o Find the attention angle:  a bona fide hook, an angle or unusual twist to your publicity will 

usually get extra media attention because it will be perceived as interest to the readers or 

viewers.   What exactly is your hook? Have you thought about this?  In you do not have one, 

perhaps you need to reconsider your marketing approach.   Every business can benefit from a 

hook.   Use it for free publicity, writing advertising copy or when talking to people at a 

networking event.   You might use an attention getting hook like a “Free Petting Zoo” or “Pony 

Rides” for your opening week to attract attention to a particular aspect of your business.   The 

hook does not have to be bizarre.   “Free Coffee” or “Kids eat free” is a great hook for eating 

establishments.     Free candy at the cash register, competitions, contests – all hooks. 

o Photos:  Add photos or relevant graphics to your media submissions or postings.   If you are 

endeavoring to promote yourself, include a professional photo of yourself. 

o Promote the fact that you have been featured in a media outlet:  Leverage your media success 

by reposting what has been written on your social media, emailing the article to your database 

of contacts, or bind it into your sales proposals.   

o Dealing with bad publicity.   One negative comment can undo months of hard work.  If a 

customer complains, contact them directly with a full apology and suggested solution.   You 

want to avoid having that customer place a negative comment (even anonymously) online.   If 

you see a negative or controversial comment, respond honestly in the same forum, explaining 

the situation from your perspective.   Do not ignore negative feedback or bad publicity - it may 

be the first thing a prospective customer sees if they decide to search for you online.     
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Insurance Coverage 

Determining insurance coverage is one of the most important business decisions you will make each 

year.   In the event of a serious mistake by yourself or by one of your employees, an accident, a natural 

or man-made disaster, or other similar misfortune, it may be that your insurance coverage will save you 

from a major loss.   In fact, insurance may be all that stands between you and a business bankruptcy.    If 

you do not have insurance, business liabilities would become your personal responsibility. 

Business insurance does not have to be complex, but it should reflect your business needs, and good 

coverage is not free.   You may be required to carry a specific type of insurance due to the type of 

business you are in, or as mandated by the province in which you conduct your business activities.    

Otherwise, you have to learn about your choices and determine what insurance coverage best protects 

you and your business.    The best way to learn about the types of insurance is to talk to more than one 

insurance agent.   Some insurance companies cater to individuals, families, homeowners, not 

businesses.   Find out which company best suits your needs before making a decision.   When you've 

assembled information and recommendations, study them carefully.    

There are various kinds and levels of insurances.  What kind you choose will be determined by how 

much risk exposure you are willing to assume.   Explore your options for such losses as: 

Property  

Buildings 

Business Personal Property 

Property of Others 

Computer, Office Equipment 

Accounts Receivable 

Peak Season 

Off Premises and In Transit 

Signs 

Valuable Papers  

Fine Arts 
 

Income 

Continuation of Business 

Interruption of Business 

Inflation Guard  

 

General Liability 

Premises and Operations  

Products   

Completed Operations 

Personal Injury 

Advertising Injury 

Hazard - Fire, Flood, Storm Damage 

Medical Payments 

Employee Benefits  

Malpractice 

Professional errors or ommissions on 

services you perform 

Construction Insurance 

Performance Bonds 

Crime  

Employee Dishonesty 

Money and Securities 

Forgery 

Welfare/Pension Plans  

Theft 

Vandalism 

Employee 

Worker's compensation  

Health, medical - disability, 

dental,  prescription benefits 

Bonds 

 

Protection 

Vehicles, Collision, 

Comprehension  

Specialized Equipment or 

Machinery Breakdown  

Contractor's Equipment 

Intellectual Property 

Mobile Services 

Mail order 

Weather 

 

Owners/Partners 

Key person insurance 

Director's and officers insurance 

Buy-sell insurance 
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Before you make your final decision, ask the agent for a copy of the policy.   Your insurance policy is your 

contract.   Do not make any assumptions about will be included in your policy.    Ask prior to deciding, 

read and fully understand the fine print on the policy before you sign on the dotted line.   Be sure you 

understand the nature of risks not covered by each insurance option.   Every insurance policy has 

limitations or exclusions.    Know what these are because if you ever have to file an insurance claim you 

cannot say that you did not know or were never told, or that your agent told you otherwise.   Your 

policy, not the agent, defines the rules and, guess what, insurance companies never bend the rules. 

Here are some considerations:  

o Insurance companies that specialize in commercial policies often offer coverage that is 

specifically designed for different kinds of businesses - contracting, retail, service, office, etc. 

o Business policies are often bundled into packages.  Buying in bulk is usually the most cost 

effective way to obtain the most comprehensive amount of coverage for your business. 

o Business continuation insurance is coverage that replaces income if your business operations 

are interrupted by a natural or man-made disaster. 

o Your kind of business might need a comprehensive insurance package that not only protects you 

from liabilities, but also accepts responsibility for defending you (in court if necessary) if a claim 

or legal action is filed by someone alleging you did or didn't do something, and damage and loss 

resulted.    Without insurance, the expense of defense against a claim can be very high and 

could put you out of business.   

o Unless a special endorsement provides coverage for business purposes, insurance on your home 

and/or personal vehicle generally does not provide protection against risks associated with 

business use of the premises or vehicle. 

o Ask about deductibles and remember that the premium changes for each deductible.    The 

lowest deductibe may not be in your best interests. 

o Establishing a history with an insurance company and consolidating all your insurances with one 

company may be one way to obtain better rates. 

o One of the most common mistakes that a small business owner makes is understating the value 

of insured items. 

o If you carry inventory, check if the insurance policy allows for huge fluctuations in what you 

carry. 

o Review your city ordinances, your lease contracts, etc, to ensure that your company is in 

compliance so that you do not jeopardize your insurance contract. 

o Proprietors sometimes choose liability limits that are too low to provide adequate protection 

from the real world. 
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o If you are too busy to take the time to review and fully understand your insurance policies, 

particularly those things that are not covered, it will be you who will be ultimately accountable if 

this negligence results in trouble for your business.   Have you got a knowledgeable advisor you 

can entrust with this responsibility? 

o Before you make any decisions about insurance you may reduce your insurance premiums by 

the internal business policies you make and the safety measures that you introduce. 

o Keep your insurance policies in a safe accessible place, like a safety deposit box.    Keep a diary 

of each policy, the cost, the renewal or expiration date, contact information.    

o Plan ahead to renew or cancel a policy.   Do not let an important insurance policies expire.   

Hopefully, you will have an agent who stays in touch and also keeps track of expiration dates, 

but don't rely on it. 

Tips to Reduce Insurance Costs 

Check these money saving tips that also help reduce insurance costs. 

o Invest in protective devices--installing security systems, alarms for sprinklers, fire and instrusion 

or burglary lowers the cost of insurance. 

o Keep detailed, up-to-date records of your business assests to ensure that your belongings are 

accurately valued and included in or deleted from your policy as necessary.    You do not want to 

over or under insure your business. 

o Implement a loss prevention program, put it in writing and strictly adhere to it and make sure all 

employees, visitors, contractors, or agents comply with the procedures.    If you properly train 

employees to help reduce injuries, promoting a safe work environment, and adhere to safety 

procedures you not only reduce your risk of losses but you lower your insurance premium.   

Policies and procedures are the heart of any good security program and normally involve little or 

no added expense.   

o Ensure that your business has the right protection.   Do not hijack your own company by 

choosing inadequate insurance coverage especially if it safeguards against a  risk that could put 

you out of business.   Your business assets are at risk every day from losses that could financially 

ruin your business. 

o Review and revise collision or comprehensive coverage on older vehicles.   Maybe replacing the 

vehicles if damage occurs is more cost effective than carrying full coverage.   

o Check the driving records of employees before hiring them for positions that include driving a 

vehicle.   If their driving record is going to increase your premiums don't hire them.   Check 

driving records on a regular basis and eliminate drivers with poor records.   

o Promote drivers' safety, especially if operating a motor vehicle is a routine part of your business, 

like deliveries or going on service calls.   Invest in driver training to help reduce premiums.  
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o Investigate the background of employees before hiring them for key positions.   If they are 

handling cash can they be trusted? 

o Check references or credentials of experts or  tradepeople you hire to represent you.   Is there 

anything in their background that could jeopardize your business or increase your risk? 

o Pay for your insurance monthly or quarterly.   Spreading your payments out over the course of a 

year is a predictable way to plan your budget. 

o Opt out of insurance coverages instigated by third parties.   For example, when you sign a lease  

for equipment such as a postage meter the leasing agent may also automatically and regularly 

bill you a significant amount for an insurance they provide to cover loss of their equipment while 

it is in your possession.   In most instances your insurance policy will also include leased 

equipment in your policy and a letter from your insurance agent or company to the leasing 

agent will allow you to opt out and save a considerable amount of money. 

o Take advantage of multi-policy discounts.  Many insurers offer discounts to consumers who 

have maintained several types of policies with one company. 

o Sometimes being a member of a business association, benevolent society or credit union   may 

offer special insurance deals. 

o Instead of filing a claim on your insurance policy consider paying for minor damage out of 

business expenses to reduce the number of claims and your overall insurance costs.  Be sure to 

consult your agent for advice first. 
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Loss Prevention 

Loss prevention is a critical management function.   There is a misconception that good security is too 

expensive.  Small business owners often operate on the financial brink  and judge the added expense for 

security may not seem justified.  In reality, companies that can least afford it, usually need protection 

most.  Security hardware and alarm systems can be expensive, but they are only a small part of a loss 

prevention program.  Policies and procedures are the heart of any good security program and normally 

involve little or no added expense.    The high cost or unavailability of pertinent insurance makes loss 

prevention planning mandatory.   

Loss prevention programs safeguard company assets.  The first step in program planning involves 

identifying those assets.  Inventory, equipment, supplies and cash are assets to be protected; so are 

people.  Physical protection of employees and customers is crucial, but often overlooked.   

Less tangible but equally important assets are employee morale and customer goodwill.  Where theft is 

rampant or crime presents physical danger, both employee morale and customer relations can suffer.  

Irreparable damage occurs when customers or other members of the public are victimized by company's 

employees.   

The ultimate asset is the company itself and nowhere is it at greater risk than in the area of liability.  

Courts consistently hold businesses responsible for the security of employees, customers and the public.  

Injury or death as a result of inadequate security will most certainly result in a lawsuit and possible a 

judgment against the company.  "Failure to protect" and "negligent hiring and retention" are two of the 

fastest growing areas of liability litigation.   

Every business requires some type of loss prevention program.  The nature of the program will vary with 

individual needs but some conscious planning effort is always necessary.   
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Record Keeping 

A business record system is an important but often unappreciated part of your business management 

system, and required for business success.   You need good records for income tax purposes. 

A good record system that's kept current and regularly summarized is the most reliable source of 

information about your business.  When your bookkeeping is up-to-date and complete you'll be able to 

know whether you are making a profit, barely breaking even, or  losing money faster than you can make 

it.   

Why Keep Records? 

Your records system and bookkeeping activities provide a constant flow of information about the state 

of your business.   Rather than guessing your books provide accurate facts for analyzing business 

operations data.    Up to date records are a reliable source of management information that can help 

you avoid mistakes or waste resources:  investing too much, spending too much, setting prices too high 

or too low, deductible expenses may be too high, understated or forgotten; and you may pay more or 

less income tax than you actually owe.   

Taking Action 

The time to start keeping records is right now.    Initially, your records may be focused on collecting 

information about business prospects, but there are also expenses in exploring business options:  travel 

expenses, professional fees – enter everything you spend and receive before and after your business 

opens.   Make copies of leases, agreements, contracts, bids by suppliers or contractors and other similar 

documents from your start-up and put the originals in a safe place in case a fire, flood, break-in, or other 

disaster occurs – you need the originals of these documents if your business is to survive.   

After your business opens, your business records should document all operating costs; the gross and net 

costs of additions to inventory; the dates, number of articles, and dollar value of each sale or return; and 

the dollar amount of daily, weekly, and monthly sales.   You must keep records for each employee 

indicating hours worked, wages, and payroll taxes withheld and deposited in accordance with applicable 

rules and regulations.   Bookkeeping is part of the "chores" required of those who operate businesses.  

They are tools you use to generate information making it possible to comply with the many laws and 

regulations of our complex society; and also are the sources of information you need to make your 

business a success. 
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Masterminding a Winning Business Plan 

The importance of a business plan cannot be overemphasized.   Yet, despite its critical nature many 

eager small business owners rush into a new venture without a business plan.    Although, most people 

associate writing a business plan with raising capital there are other advantages to preparing a 

comprehensive and strategic plan.   In fact, your business plan is primarily for your use.   The business 

plan is the foundation and pillars of your vision.   Successful owners utilize their plans as a long term 

management tool for operating their business and measuring progress along the way.    Sales 

forecasting is an ongoing activity.   You don't do it once and forget about it.   You must continue to make 

projections as new information arrives, make comparisons to actual figures once the business is 

operational,  utilize projections as a measurement of attainment of sales goals.   To compete in today's 

tough business climate a business plan is essential.     

Key tips:  

In determining projected sales use as many methods as possible.   Make the calculations in different 

ways.   The results may differ, but you can compare these results and select the estimates that represent 

the best match for your use. 

Don't hide or cloak your assumptions in the fear that they are weaknesses.   Quite the contrary is true.   

Show your assumptions in your business plan.   Use your assumptions or reasons as a reference point in 

future managerial decisions, as a comparison to actual figures or happenings.   How can you make 

adjustments if you do not remember why you made the original decision.   

Preparation 

Yes, preparing a business plan takes time, but it is not complex.   It is the compilation of your answers to 

some very basic and logical business questions, followed by patient writing and editing.   No Person 

should go into business not knowing these answers:  

1) What product and/or service will you sell? (A basic description) 

2) Who are your customers? 

3) How will you reach these customers? 

4) Who is the competition? 

5) How will you achieve your sales? 

6) How much profit will you make? 

7) How much money do you need?  

8) Are you a good manager? 

Think of your business plan as an orderly arrangement of information about the many aspects of your 

business.   It spells out your business ideas, puts them into focus, explaining what you hope to 

accomplish by being in business and how you propose to organize your resources to meet your goals.   It 

is the road map that defines your objectives and connects your ideas about your product; the industry 

and competition; marketing research and strategies; operating plans; and financial forecast.  
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You should prepare a business plan that gives you a logical path or blueprint to follow and help you to 

stay focused whether its two months or two years into operating your business. 

Developing a well-thought-out business plan serves several purposes:   

o Forces you to think through your business idea.   An honest evaluation helps you to recognize 

and assess the business risks and examine the feasibility of proceeding as you originally 

intended, or modifying your course of action to adapt to or meet different circumstances than 

you envisioned.   Scrutiny of the important aspects of a business and planning means that 

afterwards, ou will find that very little about your business preparation will shake you.   

o Shows you in what areas you may need more information or help.  Remember, preparing a 

business plan is answering questions.   If you do not know the answers you need more 

information before you can make critical decisions. 

o Organizes your ideas into a concrete statement of purpose that you can communicate to 

investors, lenders, or employees.   Also, if the people that work with you know what your 

agenda is, what you are trying to achieve and how you plan to get there they will be able to 

understand what their role and responsibility will be in making your business function 

successfully.   

o Performs as an important sales tool if you wish to raise capital from outside investors, 

commercial lenders, or partners.   You may not get to meet these people on a personal level so 

your business plan is your business resume.   Potential investors place great value on four critical 

areas of a business plan:  management team, current and projected financial statements, 

products and services,  marketing plan.    

o Becomes tangible evidence that you have the discipline to focus your energies on an important 

project and the ability to manage and strategize.   It shows that you understand how to solve 

problems, follow a course and achieve growth.   When complete it will increase your self 

confidence and help sway others to believe in you as well. 

o Serves as a reminder of your good ideas or ways to save time or money.   As your business 

grows you will find reviewing your business plan every three to four months important in 

helping you to concentrate on what is important.  Your business plan can save your business.   

o It helps you to discover potential problems that you might encounter and allows you to make 

the right business decisions to avoid pitfalls.  Without a business plan you could end up going 

from crisis to crisis and putting out fires. 

o The preparation of the plan is an exploration into what your business is capable of and may lead 

to a discovery of new possibilities. 

Only you can take charge of your entrepreneurial life.   Resolve now to make planning a part of your 

management style.   
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The Key Elements of a Business Plan 

Focus your time and energy on the eight basic business questions.   Your answers evolve into your 

business plan.   That's it.   Simple!  Just answer the questions.    

o What product and/or service will you sell? (A basic description) 

o Who are your customers? 

o How will you reach these customers? 

o Who is the competition? 

o How will you achieve your sales? 

o How much profit will you make?   

o How much money do you need?  

o Are you a good manager? 

From your answers to these questions emerge two very important findings.   

1.  Your answers represent the extent of your knowledge about your business and its market.    

2.  Your answers illustrate the business decisions you have made based on your knowledge. 

Therefore, you should not guess or make assumptions that you cannot corroborate.  Do your research, 

do your homework, think through each claim you make and document all substantiating information.   

The questions are logical and direct so your responses should be straightforward and realistic.   If you 

are unable to answer the questions then you must conduct more research, explore more choices and 

make decisions. 

If you are unsure of a decision, make a choice or an  assumption, work through the scenario to a logical 

conclusion and if it doesn't fit or is not consistent with an earlier element of your plan, make a different 

assumption and work it through again until it does make good business sense.    Do this until you can 

make sound decisions for each of the eight questions.   Working through a hypothesis will help you to 

focus and give you added confidence in your final decisions. 
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Brainstorm the First Draft of Your Plan 

Your initial responses to the key questions may not be perfect.   That's expected.    So dig in and begin. 

1. Start by answering each of the eight questions as simply and directly as possible.     

2. Use a separate page for each response. 

3. Next, go back to the beginning and elaborate on each response with bullet points, including 

whatever you think is pertinent.   You can turn each point into paragraph(s) later.   

4.  Make separate notes of any thoughts you have that are peripheral to the question at hand.   

Those notes are valuable brainstorming that will come in handy later.      

5. Remember each key question demands a decision from you.   

6. Do not worry about writing style, grammar or punctuation.   You will refine your answers in a 

later draft. 

Your initial draft should be used as a tool to identify problem areas that require your attention – lack of 

knowledge or information, discontinuity in your preparations, decisions that lack conviction or 

corroboration, logistics that have not be well thought out, planning for contingencies, shortage of 

manpower or money, etc. 

In this first draft, you may have to make several trial decisions.  When you do, record your reasons for 

making these decisions.   The reason for that is because you, as the main user of the business plan, will 

use it as part of the management process as you move forward.   A key aspect of management is 

comparing your projections to your actual results.   If you have to make any adjustments to correct a 

situation,  it will be more beneficial to look at your notes to review the reasons you made the 

fundamental decision in the first place.     

As you build your first draft,  you may find new or better information that removes or solidifies an 

assumption.    

As a final stage of the first draft:  When you think you have made all your decisions go back to each one 

and ask yourself, "How confident am I in this decision?"   
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Rework and Emphasize the Details 

If you are confident in each decision, it is time to work your first draft into your basic plan.    Your plan 

should contain the following 12 essential elements.   We strongly suggest that you follow this sequence 

for writing your business plan.   Afterward, you can adapt it or expand upon or reorganize the headings 

and contents it to suit your particular business situation and management style.  

1. Company/Business Description – describe the type of business you are in and how your business fits 

into the current industry.   

o Describe you business, legal status, location, facilities 

o Briefly describe the industry to which your business belongs. 

o Introduce your products or services 

o Briefly profile your market area and prospective customers, describe current industry trends, 

new and emerging markets and your competition. 

o Outline company goals and objective in dollar values.  Your objectives should be simple factual 

statements that are measurable.    

o Over the longer term discuss return on investment, business net worth, or the sale of the 

business.   

o Identify anticipated challenges and describe planned responses.    

o Include a brief history,  highlight milestones, or how how your idea was conceived, giving  the 

primary reasons why you are starting  this particular business;   the depth of your managment 

team. 

o Develop a long-term vision statement that describes what you want your business to become.   

2. Products or Services – tell why your product or service is such a great item.    

o Clearly describe your product or service and state the key features. 

o Define your unique selling advantage. 

o Describe your comparative advantage.   Do you have specialized skills, new technology, access 

to cheaper materials, or low overhead costs? 

o Discuss quality, guarantees, warranties, repairs, after sales services, and other customer 

support. 

o Highlight any future plans you have to upgrade existing products or introduce new products or 

services.   
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3. Marketing Analysis and Strategy – provide an overview of the marketing opportunities for your 

business and briefly describe the key components of your marketing strategy.   Convince your 

reader that the market you have identified is attainable.   The key to writing this section is to 

summarize the main competitive advantages of your business.    Identify needs--the very reason 

your business will be successful is that you have identified customer needs which are not being met.   

Provide relevant supporting data that you have obtained through careful research. 

o Characterize the industry, its outlook, size and major social, economic, technological or 

regulatory trends.   

o Define your target market and its buying habits. 

o Discuss what research you did.  Provide details or statistics that verify you are aware of market 

conditions, your competition, implications of changes in technology, the economy and how 

these variations affect your company. 

o Identify your competition and how your business compares. 

o Identify the demand for your product or service.  Include reactions from specific prospective 

customers, product test results.    

o Make sure you talk about your customer as the end user. 

o Provide photos, drawings and sales literature if possible.   

It may not be necessary to give details of your entire marketing strategy but you should include 

enough information to: 

 Explain pricing strategy 

 Discuss your breakeven point 

 Show a monthly operating budget for the first year 

 Provide three years of projected balance sheets (preferably  quarterly) 

 Describe marketing and sales contracts if applicable.   

 Discuss marketing objectives. 

 Highlight the types of promotional activities you will undertake such as media 

advertising, digital marketing, trade shows, direct mail, web properties, sales calls and 

any other means of promotion that you will use to reach your target markets. 

 Describe choices of advertising and promotion, distribution, selling tactics, and tracking 

methods.    

 Identify marketing strengths and weaknesses.    

 Develop monthly sales forecasts for the coming year and annual sales forecast for the 

next two to three years.   Include your assumptions.   
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4. Technology, Research and Development – describe the essence and status of your current technology.   

o Describe the technical status of your product - idea stage, development stage, prototype. 

o Outline the relevant activites, steps or milestones to bring the product into production. 

o Clarify copyrights, trademarks, licenses, permit requirements that exist, are pending or required. 

o Describe regulatory issues that might affect your business.   

o Describe research and development efforts and future plans. 

5. Operating Plan – explains  how your business will be managed on a day to day basis.    What may be 

obvious to you may not be so clear to your potential investor or banker.   You have outlined a series 

of things that you are going to do.    In this section summarize these activities and indicate starting 

or completion dates.   The implementation schedule, used as a management tool as you move 

forward in your business, enables you to coordinate and manage your projects in a systematic and 

controlled manner. 

o Talk about suppliers, terms of purchase, contacts and subcontractors. 

o Describe your labor market, hiring policy.   

o Highlight the qualifications and level of experience you will require, the wage rates and benefits 

you will pay, and what training you will provide.   

o Show cost breakdown for materials, labor and overhead. 

o Discuss packaging, warehousing and shipping. 

o Present a schedule of work, outline production capacity.   

o Describe facilities, include a facilities plan where applicable, expansion capabilities. 

o Describe specialized equipment or facilities you may need. 

o Discuss insurance lease or rent agreements. 

6. Management – many investors say that they invest in people, not in businesses.   Lenders or 

investors want to know that your management team and staff have the necessary expertise and 

experience to be able to implement the business plan.   In your discussion,  stress the essential 

elements of management -- planning, organization, control and leadership.       

o Briefly describe the organizational structure, ownership, and key management team of your 

business.   

o Discuss the staffing and management structure, key positions, functions and pertinent 

experience. 

o Discuss labor market issues where applicable. 

o Include flow charts where suitable.  
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7. Risks – identify any risks that could affect the success of your business and discuss how you would 

overcome them.   Describe any events that could affect your customers' need or demand for your 

products or services during the term of the business plan?  Review how likely it is that these events 

will occur and what steps you will take to limit the impact should these events occur.   

8. Funds Required and Their Uses – if you are using your business plan as a means of generating 

needed resources from investors or lenders this section will summarize precisely how much money 

you will need and how the funds will be used.    

o State how much money you require now.   Give a date. 

o Calculate how much you will require over the next five years.   

o List how the funds will be utilized. 

o Propose terms for repayment or prepare a scenario showing the percentage ownership of the 

initial and subsequent investors. 

9. Financial Plan/Projections – this is the heart and soul of your business plan,  where your vision is 

quantified in dollars and cents, and units of time – pro-forma financial forecasts.    In carrying out 

your plan of action for the coming year, these operating forecasts are your guide to business survival 

and profitability.   When you use your business plan as a management tool you can refer to the 

financial projections often and  re-work them as necessary.  If you are presenting your business plan 

to obtain funding this section should be kept concise with supporting material supplied only when 

requested.   

Remember that the financials are meaningless unless you understand how to read and use financial 

statements.   This understanding will increase your credibility and, most importantly, provide you 

with a good grasp of what the financial statements reveal about the viability of your business. 

o Submit financial  projections for the next three to five years and historical financial statements, 

if applicable.  Include profit and loss or income statements, balance sheets, cash budgets, capital 

budgets, manufacturing or shipping plans. 

o State your assumptions 

10. Executive Summary – emphasizes the notable portions of your business plan and is presented in a 

way that grabs the reader's attention so he or she will retain interest and continue reading.   It 

should:  

o Be short (2 pages at most);  

o Highlight what is important in your plan; and  

o Get the reader excited about your business. 

The executive summary is a succinct overview of the entire plan that you composed after all the 

other components are completed because it is easier to do when you have written the information  
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in previous sections.   All you have to do is capture the prominent points from the other sections of 

your plan and state them with greater impact.   Include:  

 the purpose of the plan,  

 the characterization of the market potential, 

 significant product features 

 technical, operational and financial milestones 

 financial results 

11. Table of Contents – designed to help readers locate specific sections in the plan.   It is customary to 

simply list the main components. 

12. Appendices or Exhibits – contains all supporting documents that helps to verify your assertions.    

Keep the exhibits professional looking.    Include:  

o Reports and statistics, market studies, surveys 

o Media information, industry news and articles 

o Resumes or biographies 

o Pictures of the facility, product, equipment,  

o Professional references, letters from lenders, accountant, respected people in the industry or 

community 

o Promotional material  

o Testimonials 

o Copies of contracts and agreements,  

o Patents, designs 

o Assumptions used in your projections 

o Charts and graphs 

o Glossary of terms if necessary 
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Refine and Modify the Business Plan 

Start from the beginning again to refine your statements and modify, add or remove information.   You 

are striving for accuracy of figures, continuity and ease of understanding.   You might expand your 

answers when what you say concisely: 

o Emphasizes the strengths of your business 

o Addresses the potential  problems and challenges to be faced in each of the key areas.    

o Provides sound business solutions. 

o Explains reasoning for each decision. 

 Be absolutely clear about the sequence of events that lead to a decision.   For example, 

you cannot determine a price for your product until you know what your competition 

charges, what your costs are and what a customer will find acceptable.  

 Be realistic.   Predicting sales too high may not allow leeway for the unforeseen.    Being 

too conservative may result in your underestimating other factors such as how much 

inventory to carry, the space requirements, staffing. 

 Do not use jargon.   Remember that a lender or investor may not be familiar with your 

type of business. 

Refine your statements until you are satisfied you have a coherent and cohesive second draft.   Double-

check your projection figures for accuracy.   Ask yourself: 

1. Is my business plan easy to understand?   

2. Does it makes good business sense?"   

You can ask a third party review it and make comments and suggestions.   Prior to a final edit, allow a 

couple of days to elapse before you read it again slowly with a fresh and questioning eye.   Pay close 

attention to the details.   Recalculate the figures again for accuracy.   Using the notes from a third party 

and your own, make the changes you deem necessary. 

The Finishing Touch 

In the final draft you can jazz it up with selective editorial (no buzz words) and formatting.   Add graphs 

or photos that add dimension to your answers.    You are aiming more for business professionalism than 

pizzazz.    The end result should be comprehensive, but not complicated.   If you can prepare and 

organize your answers so that a stranger can read and understand them you have the foundation of a 

good business plan. 
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Disclaimers, Confidentiality, or Proprietary Clauses 

You may want to protect your idea and plans from others by asking readers to sign a confidentiality or 

non-disclosure statement.  

A “recognition of risk clause” is a warning to readers as to the uncertain nature of financial projections. 

These statements should be included after the Executive Summary and before the main body of the 

report.   

 Presentation Tips 

o Printed, your plan should look crisp and clean.  Consider printing one side only - the right.   

Double spaced, in a standard readable font.    Each component or section starts a new page. 

o Copies should be controlled and distribution recorded for confidentiality/non-disclosure 

reasons.    

o Have your business plan bound so that the package will open flat on a desk top.    For your own 

use the business plan could be organized in a three ringed binder so you can incorporate 

modifications and additions.   

o Use technology to good advantage, color charts and graphs.   If you are presenting to 

prospective investors consider audio/visual components.   

o Use a cover page on company letterhead, which includes emblems or logos.   Use the cover 

sheet to identify your business, yourself or contact person, business address and contact 

telephone numbers, promotional description of goals, potential, and outlook, capital required, 

date, confidentiality clause and disclaimers, and where applicable the name of the person that 

recommended your company to the reader.   

The following documents may be requested by your banker or potential investor.   
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Review, Reflect  and Tweak 

When everything seems to be working right and your business thrives, it is easy to become complacent.    

There is valuable insight in reviewing your business plan and reflecting on how you are doing.     

o Are you getting more skilled and confident at running your business?  

o Do you have time to accomplish everything you need to do?  

o Have you reviewed your business plan in the last three months to analyze if you are on track? 

o Check in every month and ask yourself if there are tasks you don’t have the skills for or don’t 

have time to do. 

o Beyond your work “in” your business, how much time do you spend working “on” your 

business?   

o Are you building a network of peers and mentors to talk with about successes and setbacks? 

o Have you established great working relationships with your customers?  

o Do you make time to tune into new trends or the needs or ways of satisfying your clients? 

o Are you getting feedback from your customers and gathering insights. 

o Are you tuned into changes that can occur: new technology, competitors popping up, the 

younger generation that is about to become your next consumer, etc.   How prepared are you to 

move with changes as they occur?  

o Do you keep up with trends in your industry and attend business-related events? 

o Are you putting new knowledge to work for you?  As you gain insights from clients or 

professional development are you tweaking your business to make it the best it can be?  

Many of the best business plans ever developed sit on shelves today because the entrepreneurs who 

created them did not execute those plans or did not hire the right people who could do so. For 

continued success it is crucial that you be proactive in making time to review and reflect on everything 

you are doing and how you are doing.  
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Inspired and Committed, We Celebrate Your Journey 

At Corro, we believe in the power of people.  We are inspired to expand humanity’s capacity for 

wisdom, compassion, and courage.   

In our commitment to helping you achieve long-term personal development and use your organizational 

platform for positive impact, we celebrate the journey of lifelong learning while fostering an all-inclusive 

community driven environment of meaning, personal connection, and fun.   

Corro is not just a Work Space – Our Aim is Helping the Community Thrive through People Success 

 

 


