Starting your own project ( business)

Before you start your project (business) we can Advice and encourage you by the following:

What to consider when starting a new business?

1. No Sales = No Business. You must know where, how, and most importantly, who will get your sales once you start and running 

2. Talk to 10 small business owners who have been in business between 6 months and over 5 years: listen well to them to learn lessons and improve your knowledge and skills learn from other but not copying them.

3. Market research is best conducted with a pen, paper by yourself or one trust: plus, calling potential buyers for their views not only gets you market research but a great opportunity to make contacts - you will not get a better opportunity to pre-sell 

4. Few new business owners escape stress – so will you be able to handle it and maintain your drive to build your business? 

5. One person in the business must know finance rules to a standard of being able to complete and understand an instant review of the total business finances 

6.  Being an opportunity to buy into a proven formula 

7. If you are thinking of buying an existing project (business) you need a lot of favorable answers to your questions and independent enquiries: be totally satisfied with the owners reasons to sell 

8. Do not 'gloss over' business areas that you do not understand - get books, advice, training - start learning NOW 

9. When you start your project (business), expect your competitors to fight as you would yourself 

10. If you need a bank loan to start your business do not cut corners with the loan: going back to your bank manager for more money is a bad move, ask for what you need - you might not get it, but it will be easier to go back to the bank in future, or you can have a partner to cover the cost.

Before you Starting a New Business you take care about:-

· Choosing what product or service your new project (business) will sell is all too often a 'knee jerk' reaction and not a careful consideration of the facts. Why? Because you will, quite naturally, start a business about something you are doing at present: be that you are currently employed by a company (and you want to branch out on your own with a similar product or service) or you have agreed to join a friend or family into a new venture that you are not 100% sure about. 

·  use your personal strengths and business experience to the full: day in, day out. 

· Having a few customers and contacts from your old firm is a traditional route to a new business, and is of course a good reason to be hopeful.  Another way into business is the local opportunity that is now up for sale. The only suitability being locality: you could probably think of a few more relevant and similar scenarios. 

· Most successful small business owners and entrepreneurs would be successful in a number of different businesses that they had no real knowledge or experience of. Why? Because they have a broad understanding of all aspects of business, they have total commitment, sufficient financial understanding, and play to their strengths in their daily dealings: of course, if they once sold vacuum cleaners and they worked for Hoover in the sales and production departments, what a bonus! 

·  Understanding what makes you and a business tick, together with not underestimating the culture associated with small business ownership are essential to a business being successful: not continuity of experience and knowledge. 

Tools that helping you to succeed in your project (business) 

A-
Writing a Business Plan

The purpose of the plan is to show the lender; that you have covered all aspects of the venture, that you have a suitable history to undertake the venture and that you have a good chance of success.

There are three reasons why you would want to complete a business plan: 

1. To present to a lender to raise funding for a new project (business) 

2. To raise funding for an existing project (business) 

3. To plan for the future of your project (business)

The eight key areas to a business plan: 

1. SUMMARY OF BUSINESS PLAN
An introduction to you, your proposed business, product or service and a financial overview 

2. MANAGEMENT
Detail of your (and partners etc.) management and/or business experience 

3. PRODUCT / SERVICE
Detail the main product/s and/or service's 

4. MARKETING
Past, present and future of sales capability, competitors and customer profile 

5. SALES
Your product/service unique selling points and prices, who will sell, advertising avenues 

6. OPERATIONAL
Business location, equipment in-site, proposed equipment 

7. SHORT-TERM TRADING
Short-term objective, contingency plans 

8. FINANCIAL DOCUMENTS
Profit and Loss Account, Balance Sheet, Cash Flow Forces

SIZE OF THE BUSINESS PLAN
The size of a business plan depends on the type and size of business, and of course the amount of funding you require

B- Marketing a Small project (Business)
When you start a new business, especially a small business

To be successful in business you need to understand 'marketing'. 

What is marketing? 

Marketing comprises a number of disciplines: 

· Direct Mail/Marketing 

· Telemarketing 

· Printing 

· Exhibitions 

· Survey/research 

· Internet Web Site 

· Design 

· Public Relations 

· Photography 

· And 'Advertising' 

An example: you took a space at an exhibition to show your range of wares, as promoted on your web site to improve your public relations and sales, you had some leaflets designed and printed that advertised your goods through photography. You ask each visitor a few survey questions about industry, product and needs. At the exhibition you sought leads for a direct mail and telemarketing campaign. 

What the above scenario is saying is that: 

·  You knew your potential customers would be 

· You accepted that the exhibition is as much about building your company's public relations and brand, as gaining sales 

· You designed your leaflets specifically for the attendees of that exhibition 

· You ensured that interested parties who came to you had quality printed photographic advertising and a way of contacting you 

· You gained valuable network contacts, and customer/client names for your mailing list 

· You sought information to help plan ahead to meet industry and customer needs 

· Your time at the exhibition left everyone with a good feel about your business standards and wares 

This scenario is not just for project (business's) that have large marketing budgets. Your local business or industry group (and they are there wherever you are in the world) run a number of affordable exhibitions. As long as you can accept that attending an exhibition is an unbeatable opportunity for feedback, and not just about imminent sales. 

Marketing is also about knowing yourself and your potential and existing customer. If you fail to understand what type of customer buys your goods you cannot market your goods to them: you then end up buying advertising space in general publications with little prospect of a return for your investment. If you do not understand what you are good at, and what you are not so good at, you cannot adjust or compensate your actions.  

If you are willing to invest in a serious marketing campaign (relative to the size of your business) and you feel that you lack knowledge and experience in any area, you must accept the need to involve professionals: 

· You could decide to get a design agency to add their expertise to your direct sales talents. 

· Buy targeted direct mailing lists and use your telemarketing skills to back up the mailing. 

· Get an agency to identify your target customer and use your design and communication skills. 

· You design and mail out your sales literature and use a telemarketing company to follow up your mailings after two to three days. 

You do not need to totally outsource your marketing campaign. It is most important that you have control of output and costs. 

The best small business marketing strategy is to allow a 'few' hours every week to: 

· Talk to existing customers 

· Talk to past customers 

· Talk to possible customers (talk to at least 10 of the above [in total] per week) 

· Send all the above your latest offers 

· Check out what your competitors are doing - talk to them (openly or covertly) 

· Talk to your staff 

· Find out what is the latest technology and advances are in your industry 

· Look out for opportunities to promote your product 

What is an even better strategy is to spend that 'few' hours a week over the whole week, thereby, building marketing into your routine and spotting opportunities in 'real time'. 

C-
 Promotion tools helping you in your project

1.
Advertising

What is Advertising? 

Advertising is placing a notice in a newspaper, magazine, periodical, or even on radio and television to mainly a general audience and with a general message "we sell ….. for £******" 

Advertising is totally wasted if you do not ask the reader to do something in response to what they are reading: the basis of this is that only a certain amount of people will be looking to buy a car, or whatever, at any one time. 

2.
Knowledge

Where to get the Knowledge 

If you read a popular sales/marketing book (i.e. written for the novice) you will become sufficiently knowledgeable to avoid many costly mistakes. Ask the people around you who have/do run a small business (successful or not) if they have also read a book about marketing - I bet the answer is less than 1/10 that have: amazing, but true! 

Marketing concepts and strategies change with world culture, with the Internet as the prime example. Business is not about survival, but about success. Successful business's both large and small adopt 'today's' marketing methods. It is far better to buy that book before you try to market your product: build your business plan on current marketing knowledge and customer trends. 

Finally, if someone asks you if you advertise to get sales, you will say 'yes' but only as part of our marketing strategy! 

If you advertise in a newspaper or magazine, you know that you've succeeded if a customer picks up the phone and calls with an order. 

But what happens of it's 11pm on a Saturday night, and the customer has a couple of questions that need answering first? If you're working at home, and you're not doing anything else, you could handle the call yourself, or hope that the customer will call on Monday morning without having called your competitors or just forgotten. 

Here are a couple of ways you can provide potential customer with a round-the-clock service, without having to personally give a round-the-clock service. 

Firstly get a Web page, and publicise it's Web address in your advert. Make sure that you mention that the Web page features much more information than could be included in your advert, and an order form. If your potential customer has access to the Web, they will hopefully be able find out all the information from your Web page just a few seconds after seeing your advert. 

If you can't face doing a Web page yourself, find someone to create one for you. A basic page, with about 1000 words of text, and a couple of pictures shouldn't cost more that about £100 per year. 

If you want nothing to do with Web sites, think about a second answer-phone with a longer recorded message with more detailed information that customers could be seeking. 

Or if you have an old computer, think about turning it into a sophisticated telephone answering service, where customers can press their telephone touch-tone buttons to select different information. 


D- Management

· Running your own business can be undermined by one-key element: your ability to manage. Having the product, resource and cash to start a business is but a sideshow compared to your ability to get the best from those around you, and of course yourself. If you are a business owner and you acknowledge your lack of conventional managerial skills: you could be losing any of the following, and possibly all: 

· Tangible losses: - productivity, sales, revenue, and profitability 

· Intangible losses: - honesty, respect, hope, effort, 

· Being accepted as a manager by your colleagues is one of the most notable pinnacles in anyone’s career. Rising within a company is a goal most of us share: whether or not in private we believe that we may never achieve such heights. The question has always been ‘born to lead’ with natural ability – or ‘brought through’ by a mentor or by company indoctrination. Whatever you believe – I think a bit of both is generally the case but that one or the other will also succeed – a potential manager must want to be a manager. 

· The small business owner does not usually want to be a manager, but a successful businessperson. We all know of the business owner who is a “diamond to work for”, and “a real nice chap” – well! I know of very few successful businesspeople that fit any of these descriptions. I do know many successful business owners that could be described as “she’s ok, a bit pushy, but only expects a fair days work from you”. 

· The No.1 reason given by staff, as the quality they most look for in a manager is ‘leadership’, not how nice they are to their fellow workers. The manager, to be thought of as a leader, needs two main qualities: 

· Competence 

· A sound knowledge of all areas of responsibility: be that helping staff to understand the practical workings of a machine, or the theory of completing a share purchase at a stock exchange. If you as a manager do not know when things are not working, as they should, or how to improve systems, or spot opportunities, staff will suffer from a lack of confidence in your ability, and ultimately a lack of respect. 

· Achievement 

· By definition ‘achievement’ suggests something over and above the normal. It is human nature to ‘do your job’, and not to seek extra loading in your daily routine. It is therefore a great quality in a manager to be able to achieve difficult targets where this means gaining the full co-operation and commitment of subordinate staff. 

· Look at people you know in managerial positions: do they ‘lead’ their staff, individually and as a team, to greater achievements or ‘manage’ their staff’s daily routine. 

· Small business owners have to be very much aware of their impact on staff. On the one hand you try to encourage individuals to ‘treat the business as your own’ and on the other hand, you can be so close to the action that you see every mistake, waste of material/time, or inefficient or ineffective situation which can, and often does, lead to extreme criticism of the staff member. 

· Letting some of your staff ‘treat the business as your own’ can result in them coming in half an hour later than everyone else in the morning, a two hour lunch break, chatting to a suppliers secretary all afternoon and golfing every Wednesday afternoon. Expecting staff to truly feel and exhibit the same response to pressure that you feel as the owner is unrealistic in almost every case. Now! If you decided to offer equity in your business… 

· With the issue of working close to the staff and feeling frustrated at inefficiencies, you need to adopt a damage limitation policy. This means not shouting at young Tom every time he does something wrong – not even in jest. If you were being shouted at every day you would be unlikely to care about your job, see any future or get any better at what you do. If your business only consists of you and young Tom, you need to adopt a mentoring style – talk, teach and watch (believe in the end product, being that Tom will be equal, if not in advance, to your own capabilities). If you have a number of staff, you can use part mentoring (by yourself), part delegation (to Tom’s immediate boss) and the fostering of a positive spirit in the workplace. 

· The subject of people management is as complex as people are themselves. Time and experience will improve an individuals ability to manage staff and gain results, however, is that ability built on dogmatic management attitudes or on all the benefits of good leadership? 

· Many books, videos and courses exist on this vast subject with many aimed at the small business/owner. It is virtually impossible to become an expert manager without some form of instruction. The time/resource/cost taken to understand this subject can be minuscule compared to the improvement in profitability that stems from good management and leadership. 

E- Small Business Accounts Packages  
· The most important piece of equipment in many small businesses is the SHOE BOX! For at least a hundred years the shoe box has been utilized as a cash register, receipt holder, filing system and, of course, a timeless cash flow administration system that YOU believe is the preferred system of your accountant. 

· To run all but the smallest of businesses you need immediate access to factual and up to date information. At the click of a button a maintained, but basic, accounts package can provide you with, for instance, year-end accounts (known as a trial balance) and a precise report of your cash flow. Another extremely good benefit is showing your bank manager that you have control over your company and cash flow: this is a major help when seeking finance or an overdraft facility. 

· There are a number of accounting packages that offer the small business owner a fighting chance of being able to maintain a meaningful computerized record of standard transactions, being: sales, purchases, cash flow, VAT, and for the really brave, basic stock control. Payroll is usually extra for all small business packages. 

· When you choose an accounting package you must take, as a minimum, a medium to long-term view that ensures the decisions you make today will compliment your business performance of tomorrow. For example, a software system that only works with businesses of less than 10 employees is OK today, but probably useless in two years time requiring a new software purchase, and a total re training of your staff. 

· Consider the following points when buying ANY software: 

1. Analyze what you need from an accounting and payroll application: if you come to the conclusion that a shoebox is more than adequate, so be it! 

2. Assess who is best suited to maintain the system, and who will act as a back up to input information: get them involved in the initial training (its cheaper to train two than one). 

3. Buy software that will work on your computer: Windows, MAC or some other strange OS. Do you need your accounts package to work with, say, Microsoft Excel or Word? 

4. Consider telephone support, especially with end of year actions and reports, and, of course, government legislation on payroll: Sage will send you changes to payroll legislation on a floppy disk which does provide a comfort zone. 

5. Only buy software that is upgradeable, for instance: from no stock capability to full stock movement, from under 10 employees to 50 employees with personnel records, from one company accounts to group accounts capability. 

6. Find out from your own accountant which package they use: the idea being that you give your accountant a back up floppy disk of all your transactions which the accountant ‘easily’ converts into your yearly accounts (it should also cost you less for the accountants work). 

· Consider the following after your purchase: 

1. Will you maintain your manual system in tandem with the new package for, say, the first 2 – 3 months? 

2. Consider hiring a local bookkeeper to come in once a week for a few hours to teach your staff (or you). 

3. If you put off updating the accounts package week after week you will wish you had maintained your shoebox system, but you wont even have that to rely on: stay committed and focused. 

4. Constantly check that your staff are fully conversant with the package: you will not know if your staff have problems until it is too late! 

5. If the trading figures shown by your new package look unbelievable, they are probably wrong! 

F-  Insurance Strategies 

· The world is constantly undergoing change and this brings fresh challenges to the Small Business almost on a daily basis. Challenges also face the insurance industry; an industry traditionally noted for it’s intransigence but which over the last few years has responded and changed considerably. It has been suggested that against such a backdrop, the small business now finds it even harder to source the right insurance advice and ultimately find the right protection at a price they can afford. 

