THE SMALL BUSINESS AUTHORITY

21 QUICK START~UP FIXES Starting to think

Murphy’s Law was written just for you? Don’t worry—these practical

solutions should get you back on track fast.

THE PATH to entreprencurship is rarely
smooth—in fact, you can expect many
days when your company will more
closely resemble a minefield than a busi-
ness. To help even out the rough spots, we
found 21 solutions to start-up problems
you'll likely face.

MONEY MATTERS

“I need start-up cash.”

1. Wish you had personal assets you
could liquidate? You probably have more
than you realize. Take a look around your
home. Any sporting and recreational
equipment you're not using? What about
antiques, art or collections that could be
sold or used as collateral for a loan? Can
you borrow against your life insurance or
your retirement account?

2. If you already own assets you plan
to use in the business, utilize them as
collateral for traditional financing.

3. Tap your friends and family for
ioans or investment dollars. Butdo it care-
fully, cautions David Jilk, president of Jilk
Systems Inc., a business consulting firm
in Savannah, Georgia. Don't let them loan
or invest any money they can’t afford to
lose, put your entire agreement in writ-
ing and have an attorney check your con-
tract to make sure it’s both binding and
legal (especially if they’re buying stock
and are subject to securities regulations).
If you're uncomfortable asking for money,
try this approach: Tell them you've drawn
up a business plan and you'd like their
opinion on it before you show it to pro-
spective investors. If they want to invest,
they’ll say something at that point; if they
don't, you'll still get some valuable input
on your plan,

4. Find an angel investor. “Typically,
angels are individuals looking to invest in
companies that will make them money,”
Jilk explains. “There’s no general rule as
to what they're looking for. Angels are all
unique.”
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How do you find an angel? “Most ar-
eas of the country, even smaller localities,
are developing this sort of capital source
in a more organized fash-
ion,” says Jilk, He suggests
doing an Internet search
using “capital,”“angel” and
your locality to find pro-
spective angels. Network
among your colleagues; ask
your atorney for a referral;
or contact local organiza-
tions that might be able to
steer you in the appropri-
até direction—such as the
local chamber of com-
merce, economic develop-
ment agency or Small Bus-
iness Development Center,
or visit the SBA's angel net-
work at (hitps://ace-net.sr.
unh.edu).

“I need to conserve what
little cash I have.”

5. Consider bartering.
You might find people who
need your product or serv-
ice and, in turn, have a prod-
uct of service you need. Bug,
Jilk cautions, don't let the
process of bartering distract
you from your core busi-
ness purpose,

6. Check with yourlo-
cal university or college for
low-cost or free services.
Many schools require stu-
dents to do “real world”
projects before they graduate; by enlist-
ing these students, you can get valuable
assistance with such tasks as your busi-
ness plan, marketing, financial strategies,
legal issues and more.

7. Purchase used instead of new. Es-
pecially when it comes to durable equip-
ment, buying used can save a tremen-
dous amount of cash. Buy quality items

or 10 days—except when it costs you
money to do so—uan puke a significan
from known manufacturers toassure the  difference in your cash balance”
availability of parts and service. '

8. Lease instead of buy. Leasing (oI  RUNNING THE SHOW
“I can’t afford full-time employees for
every task that needs to be done.”

10. Qutsourcing is the solution for
tasks that are beyond your cure business
but require a degree of expertise and efti-
ciency. You'll get a greater level of skill
and more Oexibility than if you try to hire
for them. Typical duties to outsource in-
clude accounting and bookkeeping func-
tions, payroll, marketing and advertising,
and other administrative and professional
services.

“I'm not sure I'm meeting all govern-
ment requirements,”

11. Dealing with various govern-
ment entities can be one of the biggest
headaches you’ll have as a business
owner. Avoid serious problems by find-
ing out what's required before you actu-
ally start operating. Check with appro-
priate local, state and federal agencies
for their guidelines~—most are set up to
provide new businesses with all the nec-
essary information.

“Pm concerned about getting paid if 1
extend credit to customers.”

12. Unless you're in a retail business, .
it’s tough to operate without extending
credit these days. Insist that each cus-
tomer complete a credit application and
verify the information he or she provides
before you make a credit sale.

long-term financing) conserves cash while  yye peopLe s1pe

getting you the equipment you need now.

Jilk says leasing is particularly common  “Pve never hired employees before, and

when it comes to high-end office equip- IIwanttodoit right the first time.”

ment, computers and other technology- 13. Figure out what you need before

based assets. you begin the hiring process, then write
9. Negotiate liberal payment terms  § complete job descriptions for every posi-

with suppliers. According to Jilk, “Simply £ tion. “Hiring mistakes often occur when

pushing out your average payables by five Zyou make the decision based on what
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you're trying to get rid of—like doing the
books—instead of what you really need,”
says Randy G. Pennington, president of
Pennington Performance Group, a con-
sulting firm in Dallas. “A job description
that covers specific tasks the person must
perform, the results you expect, and the
skills required to do the job allows you to
conduct a more effective interview, bal-
ance your current needs with growth po-
tential and increase the likelihood of the
new hire’s success.”

Pennington also suggests developing
your organizational chart and the accom-
panying job descriptions before you hire
your first employee. “Look two to five years
out at the company you want to create,” he
says."You might be small now, but you
shouldn't think of your company that way
if you want to grow.”

14, Sct policies before you need them.
Don't think that just because you're a small
start-up you can do without personnel
palicies. “Start-up companies can be very
flexible, and it can be very inviting to make
up the rules as you go slong,” notes
Pennington. “But failing to establish clear
policies and practices before you hire can
lead to misunderstandings, lost produc-
tivity, higher turnover and even possible
legal exposure. You don’t need a 500-page
policy manual, but you do need to write
down your expectations regarding perfor-
mance, professional conduct, artendance,
reporting procedures and any other criti-
cal component of your business.”

“Isn’t it hard to find good people these
dayst”

15, Be creative in your séarch for
employees.“ ‘Help wanted’ ads are great
if you want quantity,” says Pennington, “If
it’s quality you need, consider looking other
places. Ask your good employees and ap-
plicants for the names of friends they would
want to work with every day—good people
usually hang around with good people. If
you need experienced people who can work
parttime, call your focal AARP chapter for
referrals. Community colleges, universi-
ties and technical training programs are
also good places to look.”

Just because someone has a job, don't
assume they wouldn't consider a change.
If you know some people who are excel-
lent workers and have the skills you need,
ask them if they’re interested in discussing
the opportunities you have to offer,

“1 can’t afford to offer the benefit pack-
ages big corporations offer.”

1 6. Few small companies can,
and the solution is low-cost
perks, Pennington says if you
think the only rewards
that motivate your staff
are money and expen-
sive benefits, you're |
wrong. Look for cre-
ative perks that won't
cost you much, such as
flexible hours or tele-
commuting. To find.out
what appeals to your staff,
Pennington suggests asking
them what you could offer that
would make them willing to do
their jobs for 1 percent less than
what they’re being paid. "The an-
swer will tell you the things that
really motivate them,” he says,
“but don’t reduce their pay!”

SALES AND MARKETING

“I want to do the work that’s
my core business, not spend
my time marketing.”

17. As a business owner,
there’s no way for you to com-
pletely avoid marketing. If youre-
ally don’t enjoy the process, hire
or contract with someone who does. But
even if you're going to delegate the mar-
keting and sales functions, you must par-
ticipate in the planning and pay attention
to how things are going.

“1 don’t know how to write a marketing
plan,”
18. Your marketing plan doesn't have
&P
to be great literature; it just has to be a

comprehensive program to help youmeet _ “I don’t have very much money to
your goals. It's a good idea to read some  “spend on-marketing.”
books on creating a marketing plan. You 20. Kerr says when it comes to mar-
should also study what techniques didand * keting; public. relations usually provides
didn't work for others in competing and . the biggest bang for the buck. Put together
complementary businesses. Cligtie Kerr,= solid presskitand send out news releases
an author of commitnication skills books " about your comipany: If you don't know
and a public relations copsultant in Santa” - haw, get professional help—if you can't
’ ’ a afford it, find out
if your local uni-
versity or college
has a marketingor
communications
student who will
help you.

21 . Network!
1t costs practically
nothing and"pays
off big, says Kerr,
so give your busi-
ness card to every-
one you ineet. She
suggests this tech-
nigue for building
8 database of pro-
spective custom-
ers: List everyone
you know {your
Christmas-card
list is a gaod place
tostart}, then send
a note or make a
call to five of those
people every day,
tefling them-about
your business and
asking them about
anyone they know
whomightbeapo-
tential customer. If
‘And, California, says marketing includes _ you accumulate just five leads per day, you'lt
three basic fanctions: advertising: publici’ “have a database of miord than 1,200 names
relations and prometions, Each should | in six months, :
be integrated into your marketing plan, Knowing a solution before the prob-

19 Map our end commit 1o your: lem occurs can mean the difference be-
straregy for at least the first full year of © tween a smooth start-up and a rocky ride.
operation; then ‘track ‘yoas results as™ Your best bet for a long-running business
you go. Be flexible<~if something isn't”. is to anticipate what you'll have to deal
working and you've given ita réason-  with, and have plans in place before you
able chance, adjust your plan, need them, B




	
	
	




