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Your Blueprint for Business Success 
'ost businesspeople intuiti1ely 
know that the key to a profit8
able business is ha1ing a busi8
ness plan9a blueprint for suc8
cess. <owe1er, many compa8
nies operate without one, fo8
cusing instead on the issues of 
the moment without commit8
ting to a long8term 
strategy.  

A #usiness plan does 
not need to #e complex, 
#ut it does re4uire se5-
eral elements to #e 
effecti5e, including: 

1; Executi5e Summary? 

2; Aescription of the #usiness? 

3; Marketing Plan? 

G; Financial Management 
Plan? and 

5; Management Plan; 

Appendices to the #usiness plan 
should include supporting re-
search, documents and financial 
proJections; 

!riti%& (our +u,i%e,, .l0% 
do2% 
To help de5elop your #usiness 
plan, sit down and write answers 
to the following: 

Mhat is a reasona#le expecta-
tion of profita#ility and in what 
time frame? 

How will the #usiness pay you 
and any team mem#ers? 

Mhat are the estimated ex-
penses? 

Mhat is the pricing strategy? 

Mhat is the demand for what 
you are offering and what profit 
margin can you expect? 

Keep in mind your #usiness 

5alues and mission and make 
sure your #usiness plan reflects 
these; 

You #usiness plan should ser5e 
to: 

! Help you determine and 
coordinate all aspects of 

#usiness operations; 

! Ri5e you a means 
to analySe and deter-
mine how #est to im-
pro5e your #usiness; 

! Assist you to deter-
mine the risks and 
#enefits associated with 

any changes; 

! Aecrease your chances of 
making a mistake or not 
considering important fac-
tors in your #usiness; 

! Increase your chance of 
success; 
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Could your customer loyalty program do with a check-up?  
@hile you may think you ha1e 
loyal customers, you canAt risk 
becoming laBy or complacent 
about them. <ow long since you 
last considered why customers 
should continue to do business 
with youC 

Use this handy checklist to 
make sure your loyalty program 
is rele5ant and successful: 
! All employees know and 

understand the meaning 
and importance of cus-
tomer loyalty 

! Customer loyalty goals ha5e 
#een #uilt into all employee 
KPIs and tied to perform-
ance #onusesWrewards; 

! You ha5e implemented a 
way to e5aluate and re5iew 
loyalty rates regularly 

! You reinforce the com-
panyXs commitment to loy-
alty #y regularly posting the 
rates for e5eryone to see 

! Your team is in5ol5ed in the 
deployment and mainte-
nance of the loyalty pro-
gram 

! You ha5e an range of mar-
keting, selling and cus-
tomer-care tools aimed at 
culti5ating loyalty at each 
customer stage 

! You ha5e identified the fi5e 
#iggest loyalty #reakers in 
your company and ha5e 
de5eloped plans for elimi-
nating them 

! You continually monitor 
your loyalty program and 
acti5ely seek ways to mod-
ify and fine-tune it; 

Business 
planningZse5en 
golden rules 

2 

Using your we#site 
to ac4uire new 
customers 

2 

Branded: Is your 
corporate #rand 
hurting or helping 
your #usiness?  

3 

Keeping it in the 
family 3 

How to get focused 
and stay focused G 

A#out our 
consulting ser5ices G 
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Business planning < seven golden rules  
'ichael Eerber, chairman and 
creator of the F8'yth Gwww.e8
myth.comH ad1ocates when 
writing a business plan, Ithe 
longer the betterJ. Fach year 
he recommends you Ire8write 
your plan so as to refresh your 
memory about what you ha1e 
done with your life and what 
you are intending to do with it.J 

Michael Rer#er[s se5en golden 
rules for the Business Plan That 
Always Works: 

! It should #e heart centered, 
that is dominated #y your 
feelings, not #y your 

thoughts; 

! It must #e your plan and no-
one else[s; It must #egin 
and end with you; 

! To disco5er your plan \ to 
know what your heart wants 
\ you must stop thinking 
a#out it; 

! Highlight your inner moti5a-
tion, not Just a series of 
#enchmarks or o#Jecti5es; 

! Stick to continuous frames 
of reference to achie5e 
within a certain amount of 
time; 

! It must reflect the life you 
li5e, not the life you want to 
li5e #ecause you can[t plan 
to #e someone you are not; 

! Follow your heart, not your 
head; The most producti5e 
#usiness planning in5ol5es 
not thinking a#out ends, 
#ut experiencing the 
means; This will help differ-
entiate you from your com-
petitors in the hearts of 
your customersWclients; 
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Using your website to acquire new customers  
<a1e you e1er worked out how 
much it costs to acKuire each 
new customer 1ia your web8
siteC Lf not then youMre not 
alone... according to the 'ac8
Kuarie Eraduate Nchool of 'an8
agement, approOimately only 
PQR of companies know their 
customer acKuisition cost. 

Use this simple formula to esti-
mate what it costs you to ac-
4uire a customer 5ia your we#-
site; 

]Me#site Ae5elopment Costs W 
Expected Life of we#site_ ` 
Monthly Promotion Costs ` 
Monthly Maintenance Costs_ W 
aew customers 

1; Me#site Ae5elopment Costs:  
total cost to de5elop and imple-
ment your we#site ]including any 
su#se4uent modifications_; 

2; Expected Life of we#site: how 

long ]in months_ do you think 
that this we#site will #e useful to 
your company #efore it re4uires 
a maJor o5erhaul? 

3; Monthly Promotion Costs: how 
much do you spend each month 
on promotional acti5ities which 
include your we# address? 

G; Monthly Maintenance Costs: 
how much do you spend each 
month on running and maintain-
ing the we#site? Include staffing 
costs for maintaining the we#-
site and handling we# en4uiries, 
as well as hosting costs, and ISP 
fees; 

5; aew customers: num#er of 
new customers per month who 
ha5e purchased at your we#site 
or who ha5e purchased 5ia an-
other method after ha5ing 5is-
ited your we#site; 

Mhen you ha5e an estimate of 

what it costs you to ac4uire a 
customer 5ia your we#site, you[ll 
then #e a#le to work on: 

! Reducing your o5erall mar-
keting costs #y impro5ing 
your con5ersion rate; 

! Increasing customer 5alue 
#y analySing the lifetime 
5alue of your customers; 

! Pursuing low-cost alterna-
ti5es for low-5alue custom-
ers; 

! Identify where you are losing 
sales leads and put in place 
methods to plug the leaks; 
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Branded: is your corporate brand hurting or helping your business?  
F1ery business, e1ery product 
has a Sbrand personalityM do you 
know what yours is saying 
about youC  F1ery time your 
customers, or potential cus8
tomers interact with your busi8
ness T whether 1ia the web, 
o1er the phone, in a meeting or 
1ia an ad or piece of marketing 
material T they are picking up 
subtle cues about the way you 
and your business operate. 

If the impression you are gi5ing 
is not consistent with your prod-
uct or ser5ice you are putting 
your #usiness at risk; Potential 
customers must first like you, 
trust you and #elie5e that you 
andWor your products will deli5er 
what they need #efore they will 
do #usiness with you; 

If you are selling a cutting edge 
consumer product, your image 
needs to #e fun, 4uirky and con-
temporary? if you are a partner in 
a high-end law firm, your clients 
expect you to #e well groomed 
and tastefully attired, howe5er 
as a tradesman if you turned up 
to the Jo# in an Armani suit you[d 
get a 5ery odd response; 
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! Esta#lish trust and create a 

professional en5ironment 
regardless of whether you 
are a small, medium or 
large #usiness; Phone 
greet ings should #e 
friendly, professional and 
a#o5e all consistent; The 
same message deli5ered 

the same way, e5ery time 
#y whoe5er answers the 
phone; 

! Renerate an expectation of 
ser5ice and 5alue #y mak-
ing sure your we#site is 
easy to use, pro5ides ade-
4uate ]and rele5ant_ prod-
uct information and rein-
forces your corporate 
clookd, through fonts, im-
ages, colors and the way 
information is written; 

! Make sure staff are prop-
erly attired for your industry; 
This is particularly impor-
tant if they are client facing; 

Keeping it in the family  
Uamily businesses are the larg8
est business sector in the econ8
omy today. Vhey make up WXR 
of Yustralian business, ZXR of 
[N business, and account for 
more than \XR of businesses 
in the [], Uinland, Npain, Eer8
many, Vhe ^etherlands, 
Uinland, Urance, !ortugal and 
Nweden. 

There are distinct risks howe5er 
that this sector will decline 
markedly o5er the next 10-15 
years as #a#y #oomers #egin to 
retire and younger family mem-
#ers are unwilling or una#le to 
take o5er; 

For those family #usinesses #uilt 
up o5er many years ]and in 
some cases through many gen-
erations_ the lack of succession 
planning #y aging proprietors 
may well #e their undoing; 

In #oth the US and Australia, 
only 30f of family #usinesses 
are passed on to the second 
generation, and glo#al trends 
show that g5f of family #usi-
nesses do not sur5i5e the third 
generation of ownership \ and 
often for lack of preparation of 
the su#se4uent generations; 
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! Prepare an operations man-
ual documenting in detail, 
each process in5ol5ed in 
running the #usiness; 

! Ha5e clear legal guidelines 
in place; These will esta#-
lish ownership and define 
the legal roles and respon-
si#ilities of all partners and 
potential successors; 

! Look ahead and plan how 
you can incorporate the 
skills and enthusiasm of 
the next generation in your 
#usiness; 
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AISCLAIMER: Information pro5ided in this pu#lication is intended as general information only and should #e considered carefully for your own #usiness situation #efore use; This 
firm and any associated companies accept no responsi#ility or any form of lia#ility from reliance upon or use of its contents; 
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Profit Builder How to get focused... and stay focused  
Vhere are times in any business 
ownerMs week when it feels like 
the walls are closing in. Vhere 
are too many things to be done 
and _ust not enough time to do 
them. Chances are youM1e e1en 
forgotten why you started this 
business in the first place. 

Mhen this happens ]and it hap-
pens to all of us at some time_ 
it[s essential to re align your 
focus; 

Aig out your mission and 
take a look at it; Are you 
staying true to it? Ha5e you 
compromised your 5alues 
and original goals #ecause 
other things came along 
that seemed more urgent; 
Ask yourself cam I working 
on the urgent things or the im-
portant things?d There is a dif-
ference; 
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! At the end of each day 

make a list of things you 
must get done the following 
day; This will help you focus 
on the important things and 
not Just the urgent ones; 

! First thing the next morning, 
re5iew your list and priori-
tiSe it; Aon[t #e tempted to 
put the hard things at the 
end of the list #ecause 
you[ll ne5er get to them and 
they[ll end up on the next 
day[s list ]and the next day, 
and the next day_; 

! Set yourself targets and 

work on achie5ing them \ 
e;g; I will achie5e items 1-3 
on my list #efore lunchtime, 
or I will work solidly for 2 
hours on that report #efore 
ha5ing a #reak; 

! Tackle the hard things first 
and then reward yourself 
when you[5e completed 
them; This will not only gi5e 
you a sense of achie5e-
ment, it will also mean that 

as the day wears on and 
your attention fades you will 
#e left with the easier tasks 
to complete; 

! Set aside specific times to 
check your email;  Turn it 
off in #etween these 
timeskthere is nothing 
more distracting ]and time 
a#sor#ing_ than an email 
alert that pops up and 
#reaks your focus; 

! The same goes for 
the phone ]mo#ile and 
landline_ksee a#o5e for 
distraction potential; 

! If you a#solutely must 
remain a5aila#le then re-
direct your email and 

phone to a staff mem#er or 
to 5oicemail; As long as you 
return important calls 
within a reasona#le time 
frame your customers will 
understand; 
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Be6o"d 7)e Be0" 8ou"ter    
tools which assist our clients in 
#reaking through the cgrowth 
walld; Furthermore we guarantee 
Resultsl 

Mhat sets us apart is our 
#usiness experience and 
acumen; Our professional staff 
has worked on #oth sides of the 
#usiness ta#le and for this 
reason, are considered 5alued 
mem#ers of our clients[ 
management team; 

Rreg Short, CA, has held senior 

management positions in  #oth 
manufactur ing and distr i#ut ion 
#usinesses; His strength is in helping 
#usinesses grow, that is Strategic 
Planning and Succession Planning 
com#ined, known as cMealth Cared; 
 

See For Yourself 
Call us for your complimentary Business 
Ae5elopment Assessment ]a m500 
5alue_; Me will send you a 4uestionnaire 
and re5iew the results with you; 

cAo what you do #estdk an old 
adage #ut one with merit;  

A #usiness doesn[t start itself 
and rarely grows itself; It takes 
an entrepreneurial spark, 
de5otion, hard work and the 
wearing of  many hats; 
Unfortunately not all the hats fit 
comforta#ly, that is when you hit 
the cgrowth walld; 

As Business Ae5elopment 
Professionals, we pro5ide 
uni4ue and distinctly different 


