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EXECUTIVE SUMMARY

Sluggers Batting Cage, LLC will be an indoor baseball/softball
facility located at the intersection of U.S. Highway 15 and
Lakeview Boulevard within the city of Hartsville, South Carolina.
There are currently no other batting/pitching facilities like this one
anywhere in the Pee Dee area. This plan will serve as a road map to
illustrate the capacity of our services, as well as a means to attain
the necessary capital to open the facility. Owners and managers
will refer to this plan on a regular basis in order to evaluate the mis-
&0 sion, goals, and objectives of Sluggers. ‘

Sluggers’ ability to cater to the needs of its customers by providing year-round batting prac-
iive, kuowlcdgeable managemicnt and staff, a fun atmosphers, and a2 convenient location will
make Sluggers stand far above the competition.

Baseball is huge in Hartsville, and by providing local baseball enthusiasts with a state-of-
the-art facility in which we can feed the flame and enrich the skills of our future stars, we will
succeed as a company:

OBJECTIVES
The main objectives for Sluggers Batting Cage are as follows:

1. Show a profit by year 4.

2. Attract an average of at least 300 visitors per week by the end of year 1.

3. Set up a portable batting/pitching cage at two community events during year 1 for publicity.
4. Sponsor a Little League baseball team in the community.

MISSION

Sluggers Batting Cage is an indoor, year-round bascball facility designed to develop and enrich
batting and pitching skills of baseball and softball enthusiasts of all ages in Hartsville and the
surrounding areas. It is our mission to provide the best programs, staff, and equipment to fully
meet the needs of our customers while generating a profit for the owners and the investors.
Sluggers plans to provide a fun atmosphere unlike any area batting cage for individuals of all
ages who love the game of baseball. By working closely with local Little League, high school,
and collegiate teams and the community, Sluggers strives to support and sponsor many local
baseball programs and events. Our goal is to provide a facility in which families, teams, and
individuals may experience enjoyment and appreciation for the game of bascball while enhanc-
ing their skills.

KEYS TO SUCCESS

The keys to success for Sluggers Batting Cage are as follows:

1. Marketing: Sluggers must become a common name recognized in town and discussed over the
dinner table in Hartsville. It must be what kids want to do when they get home from school and
the place kids talk about on the playground. It must be where players go in the off-season (o
keep in shape. By sponsoring a Little League team and hosting clinics and special events
throughout the year, Sluggers plans to move into this position.

2. Atmosphere: Sluggers will create a “major league” feel to our indoor batting arena by using
vibrant colors, first class equipment, and sponsorship banners. disptaying local baseball jerseys
and other baseball paraphernalia, and playing upbeat music. By providing a relaxing and enjoy-
able environment for “spectators” we hope to make Sluggers a place where ail parties {wheiher
they participate or just drive the mom taxi) enjoy their experience and will want to frequent our
facility often.
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3. Knowledgeable/Qualified Staff and Management: By top management having much experi-
ence in baseball and only hiring staff members who have a background in the sport, we will
provide our customers with staff who not only know how to run a register but know how to
throw a curve ball as well. Sluggers is dedicated to providing customers with a qualified staff
who will show genuine concern for them and make them feel comfortable.

COMPANY SUMMARY

Sluggers Batting Cage is a new indoor batting facility that will provide batters of all skill levels
a chance to strengthen their batting skills in a casual atmosphere. Sluggers will also serve as a
location for teams to hold practices and for pitching and batting clinics to take place. A com-
fortable and enjoyable environment for those not participating in these activities makes
Sluggers a family-friendly place as well.

COMPANY OWNERSHIP

Sluggers Batting Cage will be a limited liahility company that will be privately owned, Linzie

T, INZIT

Steele and Gregory Batchelor will own 12.5 percent of the company, whilc three other
investors will own 87.5 percent. The limited liability company will have limited liability and
continuity of life.

START-UP SUMMARY

Our start-up requirements come to approximately $500,000. Included in these costs are the
land, building, all developmental costs, equipment, and start-up capital.

Sluggers Batting Cage, LLC ?

Start-Up Summary

Item Cost Description Vendor
Start-Up Capital $ 10,000 start-up cash on hand n/a
Land $ 205,000 corner of Lakeview Blvd and Bus 15 Warren G. Arthur
Building $ 250,000 (including nets/fencing/parking/etc.) lowest bid
Pitching Machines $ 10,000 8 machines Athletic Training Equipment Company
Batting Equipment $ 1,875 25 bats (375/bat) Baseball Warehouse
Dimpie Bails 3 720 $29.99/dozen—24 dozen Basebal] Warehouse
Helmets g 152 20 helmets ($7.60/helmer) Edge Athletics
Radar Gun $ 395 for bull pen Baseball Tips.com
Paper Materials S 200 forms/etc. D & G Printers
Decor $ 200 picture frames, bulletin boards/etc. Wal-Mart, etc.
Legai Fees $ 1,000 business licence/setup, etc. Stanton & Jones Attnys at Law
Cleaning Supplies $ 175 mops/brooms/vaccum/chemicals Lowe’s/Wal-Mart, etc
Furniture $ 1.500 couches/chairs/TV various
Computer Supplies $ 2,000 computer/printer/etc Gateway
Vending Machines 3 3,000 vending machines for snacking American Vending Distributors
Token Card Machine 3 1,000 1o use for Baseball Bucks unknown—estimate only
Miscellaneous Goods $ 500 misc. various
$ —4R7.7 L7
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SERVICES

Sluggers Batting Cage will be an indoor batting cage that provides its users with various ser-
vices: a state-of-the-art batting facility, a bull pen with radar gun to detect speed, and a food and
lounge area for guests. Along with these services, Sluggers Batting Cage will provide its cus-
tomers with qualified and knowledgeable people to make sure all of their needs are met. See
Appendix B for floor plan.

BATTING CAGE

Sluggers Batting Cage will house eight batting cages at varying speeds aimed at meeting batting
needs at all levels. There will be one slow pitch softball, one fast pitch softball, two slow-speed (45
mph) baseball, two medium-speed (70 mph) baseball, and two fast-speed (85 mph) pitching
machines. Sluggers will provide high-quality haseball and softball bats of varying leugihs and
weights for users, as well as top-of-the-line helmets for ultimate safety. Dimple balls of the same size
and weight as regulation standards will be used in order to most accurately resemble actual pitches.

The batting cage will be the most widely used and the main focus of the company. A staff
person will remain in this area during hours of operation in order to ensure users are adhering
to proper safety techniques.

BULL PEN

The Bull Pen, located at the far right of the facility, will be a practice pitching area in which
pitchers can work on their form as well as measure the speed of their pitches. A radar gun,
which will be measured for accuracy on a regular basis, will be mounted in order to measurc
pitch speeds. A “Fastest Pitch” sign will be posted on the wall adjacent to the Bull Pen, dis-
playing the name and speed of the person holding the record of the fastest pitch. Diamond-
brand high school regulation baseballs will be used.

DUGOUT

The Dugout is a food/drink/lounge area designed as a waiting area and an area for parents and
nonparticipating visitors to hang out while others use the facilitv. A PowerAde drink machine
and a Pepsi drink machine wiil be available in this area, as well as a Lance snack machine. A
large-screen television, several couches, and a variety of magazines will be available for users
to enjoy. Our goal is for mothers, fathers, and grandparents to enjoy taking their children to the
batting cage and not make it feel like such a chore. The Dugout will provide an area for them to
relax, socialize, and observe the activities in Sluggers.

MAIN DESK

The main desk will serve as a hub for ail of the activities going on in Sluggers. It is here that
users can purchase their “Baseball Bucks” using cash, check, or credit cards, to pay for the use
of the batting cage and Bul! Pen. The main desk will have a staff person on hand at all times
ready to sell Baseball Bucks, answer questions, and greet customers with a smile. The main
desk will also serve as an area for local teams and groups ta post information regarding upcom-
ing activities, events, and registration.

MARKET ANALYSIS SUMMARY

Stuggers will be the only indoor baseball facility in aii of Darlington County. Most aspects of
the facility will cater mainly to the City of Hartsville residents. Other aspects, however, will
appeal to everyone in the Pee Dee area.

Because of the nature of this company, Sluggers will appeal to a variety of groups including
dedicated Little League players to high school and collegiate players to casual players who just
want to give the bat a swing.
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Girls Ages 615
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AAU Girls .

AAU Boys

Coker Collece

Junior High Boys

Junior Varsity Giris

Junior Varsity Boys

Varsity Girls

Varsity Boys

Private School—Girls
Private School—Baoys

Church League—Men'’s |.
Industrial—Womer''s }:

Church League—Women's |-

League

According to Hartsville Area Recreation Department (HARD) manager, Robbie Lewinger,
“Hartsville is baseball city. People of all ages play baseball or softball here. We have 6-year-olds
playing Little League Baseball, all ihe way up to 60-year-oids piaying Church League Softhall
Also, 80% of kids we have registered play baseball [or softball] seven to eight months out of the
year.” Figures from HARD show that approximately 2,119 people were on team rosters for the
year 2002. This number includes boys’ baseball, ages 6-15; girls’ softball, ages 6-17; Industrial
League softball, men's and women’s; Church League softhall, men’s and women’s; and AAU
baseball teams. There are an additional 127 players involved in junior high, junior varsity, and
varsity baseball and softball programs, one private school program, and one college program. A
grand total of 2,246 players in a community with a population of 7,556 people represents a fig-
ure close to 30 percent of Hartsville’s residents who participate in baseball or softball.

PROFILE OF HARTSVILLE COMMUNITY

According to the U.S. Census Bureau, Census 2000, Hartsville is home to 7,556 people. The popu-
lation is 43.9 percent male and 56.1 percent female. The median age of persons living in Hartsville
i 37.2 years. The target area that Sluggers is most interested in are the age groups of 5-19 years old,
and 2044 years old. These two groups combined equal 54 percent of Hartsville’s total population.

85 years and older
2%

Under 5 years
7%

65 to 85 ysars
15% <

510 19 years
22%

45 to 64 years
22%

"~ 20t044 years
32%

Participation in Softball/Baseball

Hartsville Population Distribution
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MARKET SEGMENTATION

1. Little Leaguers: An important market segment for Sluggers will be the Little Leaguers. This
group includes boys’ and girls’ baseball and softball from ages 6-15, as well as AAU boys’ and
girls’ baseball and softball. Although this group is second in size, making up only 36 percent of
our target market, they are most important to us because they play baseball/softball for the
longest period of time. Starting in early spring until late in the fall, these teams play for almost
eight months out of the year. Parents of these children sport magnetic baseballs and softballs on
their cars with their child’s name and jersey number. A benefit of this age group is that often the
children are the ones begging their parents to take them to bat, and Sluggers can provide this no
matter what the weather. We hope to reach these folks by sponsoring a Little League softball
and baseball team and allowing teams to rent a portion of our facilities for a discounted rate.

2. Summertime Sluggers: Another important farket for Sluggers is the Summertime Sluggers
group. This group mainly consists of working moms and dads who participate in softhall teams
during the summer months. This group includes 10 women's and 12 men’s Industrial League
teams, and 12 women’s and 15 men’s Church League teams. Industrial League teams play tour-
naments every Saturday beginning in May and ending in August, and Church League teams
play three games per week (Tuesday, Thursday, and Friday) beginning in May and ending in
late July. Although this group makes up the largest percentage of aur target market, coming in
at a whopping 51 percent, these teams do not practice year-round and only play four months out
of the year. By offering discounted team practice rates for this group and participating in adver-
tising at their fields,; Sluggers hopes to reach them as well.

3. Big Timers: This group consists of the elite group of baseball/softball enthusiasts who have
worked hard and achieved their dreams of playing junior high, junior varsity, varsity, or college
baseball. Although this group makes up a small percentage of the target market, most of these
individuals will be able to drive themselves to Sluggers instead of relying on a pareni or
guardian to provide them with ransportation. This group is more likely to practice in the off-
season in order to improve performance during season play. Sluggers hopes to attract this group
by maintaining a “‘cool” atmosphere that is alluring to players in this age group.

4. Fun Timers: A small but important portion of our target market includes the group of individu-
als in the area who may not be baseball enthusiasts but who are just looking for something fun
to do. This group is most likely to visit Sluggers over the weekend and summertime for the sole
purpose of entertainment. This group may include people on a date or even youth groups from
one of the more than 50 churches in the Hartsville area. We will strive to attract this group by
sending flyers to local churches inviting them to have group outings at our facility and by
advertising in local newspapers as a “fun place for everyone!” By offering birthday party pack-
ages and a portable batting cage/pitching cage that we can provide at various downtown events,
we hope to attract various people from the community who are just looking for fun.
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FunTimess . Travelers
A% 2%

Little Leaguers
36%

S. Travelers: A final group thatSiuggerssiwould like to cater our marketing toward is the Travelers

groups. With Hartsville being:Home to two large recreational lakes, one college, two golf
courses, annual Jazz Festival, andithe Hobie Regatta, many travelers come through the area. In
fact, 13 percent of Hartsville homes are used solely for recreational and seasonal use! (U.S.
Census Bureau, Census 2000) Hartsville High Schocl annually hosts the Southeastern Baseball
Classic, which brings the top 15 teams from the Southeast for a week filled with tournament

i i ! caball Alnocis
play. Sluggers hopes to capitalize on the Travelers; whether they're here for the baseball classic

and need some batting practice after traveling for hours, or whether they're just looking for
some entertainment, we can provide them with both.

TARGET MARKET SEGMENT STRATEGY

Because of the uniqueness and convenience of our facility, many people will be attracted to
Sluggers just to checx out our establishment and see what we have to offer. We do not want to
just sit back and wait for customers to appear. Therefore, we will execute an aggressive market
strategy to attract customers who best match our offerings.

Our first objective is to get people into Sluggers to see what we have to offer. Our hope is

that they like what they experience, tell other people about it, and come back themselves.

I

Some of the ways Sluggers will get people into the facility include:
Introducing our business to the community with a huge grand opening promotional event that
will be free to everyone.

. Hosting various baseball and softball camps that will attract many players who otherwise would
not come.

. Mailing out discount coupons and free batting vouchers to everyone in zip code 29550.

. Providing a portable batting cage at various community events and tournaments (either for free
or for a small charge) to publicize our facility.

. Advertising in The Messenger, Hartsville’s area newspaper to invite folks from the community
and to display hours of operation.

PRICING STRATEGY

Initially, Sluggers will offer three pricing options:

1

. $1.50/15 pitches. or 10 Bull Pen Pitches This price is available to any customer who would like
to bat in any of our eight batting lanes. It is also good for 10 radar-measured speed pitches in the
Bull Pen. ’
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2. $20/hr Team Warm-Up (per lane) This price is available to any team that would like to use the
facility as a practice time, or before a game. Lanes can be rented for up to two hours at a time
and must be reserved at least one day in advance.

3. $50/2 hr Birthday Party This price is avajlable to any group of individuals or church who

would like to host a party at Sluggers. Price includes two lanes and can only be reserved for two
hours at a time and must be reserired at least one week in advance.

Customers will use “Baseball Bu -to pay for these services. At the main desk, customers
may purchase a Baseball Buck card: fty cents. After purchasing the card, the customer may
place any dollar amount of money onthe card. The card may be used at a later time, and the bal-
ance will carry over if not all of it is use .»Thm procedure prevents awkward fumbling around
for coins and correct change, alleviating pmnts from fgemg frastrated by constantly pulling out
more money. Since customers get to keep their cards‘*!hey w1ll be reminded of Sluggers each
time they see our card in their wallets. = v

After using these pricing strategies for # while and b%cormnz firmly established, Slnggers
may then choose to offer a Sluggers Member pass, which is good for unlimited use for one year
from purchase, at a flat rate.

LOCATION

Sluggers has chosen the location of a heavily trafficked intersection within the city limits of
Hartsville. A triangular shaped corner lot at the intersection of US 15 and Lakeview Boulevard
marks the area where Sluggers will be established. The lot is 250 feet long on each side and 300
feet across in the back. The lot is located approximately one mile from the center of town, one
mile from the Dixie Youth T-ball, Majer, Pony, and Major fields, two miles irom Lee Street
Sottball Complex, one mile from Coker College, 2 miles from Hartsville High School, and 3
miles from the new Hartsville Recreational Complex. Because of its highly visible location,
Sluggers hopes to draw several customers due to curiosity and pure convenience. By being
located so close to area baseball and softball fields, Sluggers also hopes to attract customers
wishing to get in a little batting practice before that big game. For map of location see
Appendix A.

STRATEGY

Potentially Sluggers has a very large market. Because there are no other batting cages in the
area of this type, we believe we will become a popular place among baseball/softball enthusi-
asts quickly. This will be accomplished by our aggressive marketing strategy and our continu-
ous focus on improvement in order to meet the needs of our customers.

COMPETITIVE EDGE

Sluggers has a great advantage in that it is the only indoor batting cage in Darlington and
Florence Counties. Qur greatest competitive edge is that we are an indoor facility that provides
us with the opportunity to offer year-round batting practice to the many baseball/softball enthu-
siasts in the Hartsville area.

We will also have a competitive edge by offering clinics and private coaching sessions in
order to help our customers increase their hitting abilities.

COMPETITION
The only competition that Sluggers faces is the batting cage at Sonic Drive-In, located approx-

imately .75 miles from our facility. Sonic offers one slow-pitch and one fast-pitch outdoor bat-
ting cage for a price of $.50 per 15 pitches. The pitching machines have been on location for
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approximately 15 years, are rarely serviced, often throw “balls,” and are in poor shape. The
cage itself is not well-kept; loose balls and trash surround the batting area. No bats are provided
for batters to use, and the helmets that are provided are in poor shape. Batters also feel pres-
sured to make a food purchase while they are using the batting facility at Sonic.

Baseball enthusiasts want the best facilities to improve their swing. By offering a clean, safe,
and family-friendly environment, customers will choose to bat at Sluggers instead of the Sonic.

SALES STRATEGY

By providing everything players need (indoor batting, multiple pitching machines, reason-
able prices, convenient location, pitching radar), Sluggers hopes to lure potential customers
into our facility. By providing a fun atmosphere, top-notch training, food and drinks, and comfy
couches for moms, we hope to keep them there a while and encourage them to come back and
bring a friend.

Our goal is for our customers to spend 45 minutes to an hour in our facility during each visit.
If they are comfortable and are having a good time, they will spend more money while they're
in our facility and be more likely to visit again.

ASSUMPTIONS

# Income from batting, pitching, parties, and advertising
® $500/month income from advertising
® Peak operating months February to July
m Yearly sales increase
10 percent increase in year 2
12 percent increase in year 3
13 percent increase in years 4-5

B Approximately 3 percent increase in operating expenses yearly

SALES FORECAST

Sales and income projects were calculated using the assumptions listed previously and by using
a worksheet on Microsoft Excel. The following chart demonstrates that Sluggers will be carn-
ing a net profit by year 4.

(See Appendix C for Most Likely Cash Budget and Income Statement),

MANAGEMENT SUMMARY

The initial management for Sluggers will include the two primary owners, Linzie Steele and
Gregory Baichelor. Steele will be in charge of running everyday activities such as scheduling,
marketing, promotion, finance, and public relations, whereas Batchelor will be responsible for
maintaining equipment, leading and coordinating batting and pitching clinics, and offering on-
site instruction and personal coaching to customers. General help staff will be hired to work
during peak hours and more will be hired as the company grows. Hiring priority will be given

{0 applicants with bascball experience to ensure a well-informed staff. A janitor will be hired to
clean the facility each evening. Manager's résumés are available under separate cover.

Appendix * Sluggers Batting Cage, LLC A Business Plan 537 :



Sales and Income Projections $160,000
Blue bars: Sales
Grey bars: Net Income $140,000 =
$120,000

$100,000 p $94,708.00

$80,000 |-

$60,000

$40,000 I—

$20,000 -

$134,014.57

$123,774.83

$113,554.88

$104,178.80

: o ' .
$(20,000) H ' $(9,876)
$(20,002)

$(27,920)

Year 1

$(40,000) =

Year 2 Year 3 Year 4 Year 5
Years

PERSCONNEL PLAN

Personnel

Linzie Steele
Gregory Batchelor
Part-Time Staff

FINANCIAL PLAN

Approximate Salary

$20,000

$20,000

$6,000 (20 hrs/wk for 50 weeks, $6.00/hr)

The following summarizes where the funds to start Sluggers Batting Cage, LLC will come
from. The owners decided to use their personal funds, funds from one to three private investors,
and a bank loan in order to ensure that the company will not suffer from the advice from a
plethora of investors and a dissipation of ownership.

Investment by Owners
Loan

$ 25,000
$300.000

Private Investors (see Appendix D) $175.000

Total Funding

SUMMARY

this company and possible ¢

$500,000

Sluggers Batting Cage, LLC is a grand-slam investment. As a state-of-the-art facility with an
experienced. competent, and cohesive management, there is great potential for fast growth of

xpansion into other areas of the state/region.
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Linzie Steele, Owner and Manager
Hartsville, SC

Gregory Baicheior, Owner and Manager
Hartsville, SC

John Roth, Investor

Manager of Qutage and Operations,
CP&L

Hartsville, SC

Julian Green, Investor
Mainframe Computers, Sonoco
Products, Inc.

Hartsville, SC

Orlando Hart, Investor
Retired
Scranton, SC

Thaddeus Stern, Investor
Retired
Scranton, SC

Michael Caldwell, Investor
Owner/Manager, Gainey's Heating
and Cooling, Inc.

Hartsville, SC

Kenneth Tusa, Investor
Retired
Hartsville, SC

Jack O’Brien, Investor

Dept. of Natural Resources
Patrick, SC

Teresa Alexander, Investor
Retired

NDasa

~l. O/
Patrick, SC
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Altschul, Randi, 57
AlumiPlate [nc.. 76
Amazon.com, 11, 35, 58, 76, 221, 385, 386
Ambiguity:
avoidance of, 44
tolerance for, 5
AMC Entertainment, 435
AMC Grand, 435
AMCAL, 408
AMD Telemedicine, 464
American Almanac of Jobs and Salaries,
512
American Association of Franchisees and
Dealers, 130
American Champion Aircraft, 86
American Collectors Association, 309, 310
American Franchise Association, 130
American Marketplace, The: Demographics
and Spending Parterns, 428
American Stock Exchange (AMEX), 395
American Wages and Salary Survey (Gale
Research), 512
American Wholesalers and Distributors
Directory, 181
American Wilderness Experience, Inc., 50,
52
Americans with Disabilities Act (ADA),
447-448
AMK Manufacturing, 409
Ammeen, Jim, 178
AmoakoAgyei, Erika, 16
Amortization schedule, loans, 405
Analog Devices, 194
Anderson, Ed, 469
Anderson, Fred, 258
Anderson, Philip, 230
Anderson’s Landscape Construction, 258
Andrus, Mark and Stacy, 90
AngelMoney.com, 387
Angle, Colin, 4
Answer syndrome, one-correct, 42
Anticipated expenses, 331 -
Anticipated expenses for furniture, fixtures,
and equipment, 332
Antitrust suits, and franchising, 123
Apax Partners, 39]
Apple Computer, 389, 411
Application service providers (ASPs),
226-227
Ariat International Inc., 4
Armstrong. Lance, 254
Around Your Neck franchise, 133
Arthur Andersen, 131, 420, 421
Article clipping, and creativity, 50
Anticles of organization, 113-114
Artificial intelligence (Al), 241
Ash, Mary Kay, 12
Asian Americans, 16, 176, 177
Asset-based financing, 407408
Asset-based lenders, 406-407
Assets, 330-333
balance sheet, 156, 324-325; 377
current, 324, 383
fixed, 324

intangible, 149
net sales to total assets ratio, 341-342,
349
trust, setting up, 523
Astor, John Jacob, 7
AT&T, 389
Small Business Lending, 409
Atkinson-Baker & Associates, 334
Atkinson-Baker, Alan, 334
Atlanta Bread Company, royalty fees, 122
Auction sites, 213
Audience, and adveitisiug, 257
Austin, Nancy K., 451
Autonomy, and job enrichment, 510
AutoTrader.com, 214
Average age of inventory, 340
Average collection period ratio, 340-341,
349

Average costing, 157
Average inventory tummover ratio, 338-340,
349

Average payable period ratio, 341, 349
Aviles, Ant Jr., 399

Avis Preferred service program, 192
Axelton, Karen, 499

Baby Boomers, 133
Back office design, e-commerce, 222-223
BackWoods Grocery, 231
Bad checks, minimizing losses from, 318
Baja Fresh, 177
Balance sheet, 324-325, 377

technique, 156
Balanced scorecard, 91-92
Ballon, Marc, 374
Band of Angels, 387
Bank draft, 476
Bank of America, 347
Bankers Association for Foreign Trade, 474
Banner ads, 265-266
Barclay, Jennifer, 401
Barclay Maps, 148
Bardeen, John, 252
Bardow, Dick, 373
Bare Escentuals, 192
Barnes and Noble, 191
Barsky, Constance, 187
Bariering, 316, 472
Baskin Robbins, 133
Barteries Plus, 88
Baxter, Alex, 227
BBBOnLine, 219, 230, 241, 242
bCentral (Microsoft), 226, 266

Submit It!, 235
Beach 'N Billboard, 268
Becker, Mike, 8
Beckham, Lisa, 231
Beckham, Paul, 23]
Beige Book (Federal Reserve), 364
Bel Air (MD), 445
Believability test, advertising, 251
Bell, Alexander Graham, 386
Bell, Jess, 493
Bellybra, 35
Below-market pricing, 284
Ben & Jerry's Homemade, Inc., 11, 73, 164,

401

Benchmarking competitors’ products, 80
Benefits, 364
Bennis, Warren, 35
Bergh, Ame, 87
Bergqvist, Yngve, 87
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Berton, Lee, 345
Best Buy, 174
BetterWeb, 241
Bezos, Jackie, 385
Bezos, Jeff, 11, 35, 385
Bezos, Mike, 385
BHAGS, 82
Bhidé, Amar, 5
Biddle, Mike, 51
Big Bang Products, 54
“Big box" retailers, 76
Big Toys, 76
Bigstep.com, 226
Big-team venture, 504
Big-team venture management style, 504
Billing, cycle, 309
Binney & Smith, 205
BioAVERT, 50
Birch, David, 21
BizLand.com. 226
BizPlan Builder (Jian Tools), 361
BizRate.com, 22|
Blanchard, Ken, 71
Blanepain, 276
Blockbuster Video, 69, 70
Blodgett, Leslie, 192
Blue Fish Clothing Inc., 401
“Blue-sky” laws, 398
BMC software, 514
Bob Mayberry Ford, 276
BodyMedia, 403
Bodyslimmcrso. 61
Boeing, 78
Bonds, 410-411
Bonne Bell, 493
Book Report Network. The, 433
Book value vs. market vaiue, 149
Books-a-Million, 191
Bookstop Inc., 384
Bootstrap financing, 419-420
Borden, Gail, 28
Borden Inc., 28
Bornstein, Michael, 216
Boston Consulting Group. 191, 219
Boston Market, 177
Boutique layout, 454
Bowen, Susan, 306
Bowerman, Bill, 46
Brady Corporation, 215
Brain, and creativity, 39-41
Brainstorming, 55-56
“Brainstorming board”, 45-46
Branded content, 254-255 .
Brand-name appeal, and franchising, 119
Brandt, Patrick, 5
Break-even analysis, 350-355, 377
adding in a profit, 352-353
break-even chart, constructing, 354-355
break-even point, 350-354
calculating, 352
defined, 351
in units, 353-354
limitations of, 355
using, 355
Brick Store, 154
Briggs, John, 220
Bnil, Michael, 449
Brodsky, Norm, 150
Brown, Jeff, 3289
Brown, Keith, 388
Brown, Rita Mae, 358
Bucelli, Lou, 388
Buchanan, Leigh, 500
Buckeye Beans & Herbs, 25
Buckley, Eileen, 345
Buck's Bags, 416
Budget:
advertising, 272-276
zero-based budgeting (ZBB), 318

See aiso Cash budget; Cash management

Index

Build decision, 459 .
Building interiors, 448-450"

* BuildSoft Inc., 388

Bulk transfers, 151-152
Burger King, 75
franchisees and national advertising pro-
gram, 120
Burkiey, Martthew, 434
Burnett, Leo, 364
Burrow, Grady, 449
Bush, Linda, 221
Business and industry profile:
business plan, 363-364
format, 376
Business Angels International, 387
Business barriers, to international trade, 479
Business Buyer's Checklist, 150
Business climate, and the location decision,
430
Business dircciviies, 181
Business evaluation, See Evaluation of a
business
Busi format franchisi
chising
Business ideas, presenting to potential
lenders end investors, 383
Business Incubators, 444
Business Information Sources, 181
Business ownership, forms of, 99-138
characteristics, 116
corporations, 108111
franchises, 118-133
joint venture, 115-116
limited liability company (LLC),
113-114
partnership, 103-108
professional corporation, 114-115
S corporation, 111-113
sole proprietorship, 100-102
See also Cultural diversity of entrepre-
neurship; Franchising
Business Periodicals Index, 181
Business plan, 174, 358-380
competitive test, 360
defined, 359
developing, 29
elements of, 36i-371
business and industry profile, 363-364
business strategy, 364
company history, 362
competitor analysis, 368
executive summary, 362
forecasied/pro forma financial state-
ments, 369-370
loan or investment proposal, 370-371
mariagement team description,
368-369
marketing strategy, 365-368
mission statement, 362
plan of operation, 369
product/service description, 364-365
format, 375-378
functions served by, 359
keeping current, 319
making the presentation, 371-372
reality test, 360
reasons for developing, 359
as a reflection of its creator, 361
tips for writing, 370-371
typical length of, 362
value test, 360-361
what lenders and investors look for in,
372-374
working vs. presentation, 370"
See also Financial plan; Strategic man-

2. See Pure fran-

agement process
Business Plan Pro* (Palo Alto Software),
361
Business planning software; 361
Business ratios, interpreting, 344-350

Business Security C-J’oumai, The 242-243
-Business strategy, format, 37
Business valuation, 156-162
adjusted balance sheet technique,
156-158
balance sheet techmque. 156

earnings approach, 158-159
excess earnings method, 159-160
market approach, 162
summary of techniques, 163
Business-to-business e-commerce, 223
Business-to-consumer e-commerce, 223
Buy decision, 459
Buying an existing business, See Existing
business, buying
Buy/sell agreement, 523
Huzan, Tony, 56
Byckiewicz, Stephen, 385
Bylaws, 109
Bypass trust, 523

C

C corporation, 165
Cabela, Dick, 188
Cabela, Jim, 188
Cabela’s, 188
Café Express, 75-76
Cafeteria benefit plans, 513
Cahaba Cycles, 275 =
Calder & Calder Promotions, 279
Caider, Linda, 279
Calem, Robert, 366
Calhoun, George, 47
California Pizza Kitchen, 28
Callaway Golf Company, 59, 411
Camp Echo Lake, 522
Camp Metropole South African Credit Co-
Operative (SACCO), 410
Camp Startup, 374
Campbell, “Cot,” 107
Camping World, 216
Capetewn-Rio, 242
Capital:
choosing the right sources of, 382
debt, 384-285
defined, 383
equity, 384
fixed, 383
growth, 384
working, 383-384
Capital Access Group, 418
Capital Access Programs (CAPs), 419
Capital Connection, 387
Capital Forums, 371
Capital Network, 387
Capital requirements, See Debt financing;
Equity financing
Capitalized earnings approach, 160
Capitol Concierge, 39
CAPLine Program, 417
Capturing ideas, developing a procedure
for, 4647
Card verification value (CVV or CVV2),
243
Cardiac Focus, 387
Carmen, Joe, 17
Camegie, Andrew, 7
Carpal tunnel syndrome (CTS), 448
Carvier Coiponation, 22
Carrier Engineering Company, 22
Carrier, Willis, 22
Carroll, Lewis, 82
Cars.com, 214
Cartier, 276, 433
Cash, 294, 404-405
avoiding the crunch, 315-320



bartering, 316
business plan, keeping current, 319
employee theft, 318
averhead costs, trimming, 316318
profits compared to, 297-298
Cush budget, 298-306
defined. 298
preparing, 298--306
deq 5 caatitkal
determining, 299-300
cash disbursements, forecasting,
303-305
cash receipts, forecasting, 302-303
estimating the end-of-month cash bal-
ance, 306
sales, forecasting, 300--302
for ymull dsaarrment store. A00-302
steps in completing, 299
Cash disbursements, 314
forecasting, 303-305
Cash discounts, 313
Cash flow, 154-155, 293-322
defined, 297
Cash flow cycle, 295-296
Cash flow forecast, 308
Cash flow statement, 377
Cash management, 294-297
accounts payable, 312-314
accounts receivable, 307-312
bartering, 316, 472
cycle, cash flow, 295-296
defined, 294
inventory, 315
overhead costs, trimming. 316-318
surplus cash, investing, 320 -~
See also Business plan; Cash budget;
Existing business, buying; Financial
plan
Cash receipts, forecasting, 302-303
Cash supply, 29-30
Casketfurniture.com, 203
Cassidy, Mike, 374
Castofts, corporate, 20
“Category killers.” 174, 182
Cathy, Truett, 72
Catlin, Katherine, 47
Caudron, Shari, 516
Cause marketing, 276
Cavallarin, Robert, 474
Cenilever, 164

Census data, 181

Census of Business (IRS), 347

Central Intelligence Agency (CIA), In-Q-
Tel, 389

Century 21, 132

Cerrone. Linda, 214

Cerrone Nissan, 214

Centified development company (CDC),
417418

Certified Lender Program (CLP), 415

Certifiedmail com, 92

Cessna Aircraft Company, 413

Cessna Learning Work Complex, 413

CFR (Cost and Freight), 475

Champion Awards, 306

Chang, David, 426

Chang, Don, 17

Chang. Leo, 449

Change of scencry. and creativity, 52

Channeled Resources, 315

Channels of distribution. consumer goods,
206

Chapin, Darlene, 492

Chapnell Tom 70

Chargebacks, 243

Charles, Victor, 212

Charley's Steakery, 133

Chase. Reid, 141

Check fraud. 318

Cheetah Technologies, 492
Chelseu Milling Company, 200
Chemdex, 374
Chesman, Spencer, 232
ChevronTexacon, 389
Chick-fil-A, 72
Chico's, 192
Passport Club, 192
Chico’s FAS, 176
Children, and creativity, 48
China, 2. 17, 60, 133, 473, 481
cultural differences, 481
Chipode, 177
Chocolate Gecko, The, 414
Chopard, 276 ’
CIF (Cost, Insurance, and Freight), 47.
CineMatch, 70
CIP (Carriage and Insurance Puid t0), 475
Circuit City, 76, 174
Cisco Sysiems, 388, 513
Classic style of management, 503
Claussen, David, 148
Clayton Act, 281
Clean Net USA, 116
Clementine, 182
Cleveland Museum, 49
Click-stream analysis software, 240
Click-through rate, 2635
CILif Bar, 513
Clifton, Suzanne, 29
Closets by Design, 122
Clustering, 240
CME Conference Video, 388
Couach Works, 76
Coastal Cotton, 426
Cobbs, Margaret, 243
Coca-Cola, 60
Cogan, Chris, 223
Cagnetics, 21
Cohen, Ben, 12, 401
Cole-Kramer Imports, 141
Collaborative filtering, 240
Collection agency, hiring, 309-310
Collection blunders, 311
Collins, Jim, 82
Combination franchising, 133
Comedicus, Inc., 444
Comet Skateboard, 413
Commercial Arlas and Marketing Guide
(Rand McNally), 428, 428
Commercial finance companies, 408-409
Commercial Law 1eague of America, 309
Commercial loans, 405
Commercial News USA, 470
Commercial Service International Contacts
(CSIC) List, 470
Commitment, 5
Community and industry boards, volunteer
ing to serve on, 253
Community Deveiopment Block Grants
(CDBGs), 413
Cammunity project, sponsoring, 253
Community shopping centers, 440
Compact discs (CDs), placing advertise-
ments on, 264
Company goals and objectives, 376
Company history:
business plan, 362
format. 375
Company products/services., format, 376
Company strengths and weaknesses, identi-
fying. 75
Compag, 403
Comparison shoppers, 283
Compensation and rewards, 512-515
Competition:
analyzing, 79-91. 151, 377
competitive advantage, 69-7]
defined, 69
competitive edge, 182, 392

campetitive intelligence (CT), 80
covenants not to compete, 152
hiring the right employees, 490-496
profile matrix, competitive, 81
Competitive strategy, 376
Competitive test, business plan, 360
Comprehension test, advertising, 251
Comprehensive {ranchising, See Pure fra
chising :
Comptronix Corporation, 345
Computer Gallery, 299
Computer Security Institute, 242
Comp isted f; ing
(CAD/CAM), 201
Connell, Charlene, 421
Conner, Jupe, 311
Container Store, The, 68
Continuous improvement, 193
Contract assignments, 152
Convergent thinking, 51
Conversion franchising, 132
Conversion {or browse-to-buy) ratio, 240
Conversion rate, 216
Conway, Craig, 497, 498
Cookies, and the Internet, 266
Cookies Cook’n, 276
CoolTronics, 14
Cooper, Robert, 36
Cooperative advertising, 275
Coordinzator style of management, 504
Copernicus, 464
Copreneurs, 19-20
Copycat producers, 59
© symbol, 61
Copyrights, 61-62
registering, 62
Core competencies, 69
Corhart Refractories Corporation, 270
CorpHQ, 399
Corporate castoffs, 20
Corporute dropouts, 20-21
Corporate venture capital, 388
Corporations, 108-111
advantages of, 109-110
alien, 108
“alter ego doctrine,” 109
bylaws, 109
defined, 108
disadvantages of, 110-111
domestic, 108
foreign, 108
incorporation, 108-109
certificate of, 108-109
limited liability of stockholders, 109-110
right of first refusal, 109
taxation, 110
transferable ownership, 110
Corum, 276
Cosentino, James A, 130
Cosmic Pet Products, 165
Cost leadership strategy, 85
Cost of Doing Business reports (Dun &
Bradstreet), 330
Cost of goods sold, 325
Cost of quality (COQ), 193
Cost per action (CPA), 241
Cost per order (CPO), 241
Cost per thousand (CPM), 257-258
Costs:
absolute, 257
absorption costing, 284
of goods sold, 325
opportunity, 1549
overhead, 316-318
relative, 257
See also Expenses
Coudal, Jim, 229
Coudal Partners Inc., 229
Counter. and e-commerce, 240
Countertrading, 471472
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Country and Industry Market Reports, 472

Country Directoriés of International
Contacts (CDIC) List, 470

County and City Data Book, 427

County Business Patterns, 433

Coursey, Court, 92

Covenants,

, 406
Covenants not to compete, 152
Covey, Stephen, 487
Cox, Ed, 5
C.P. Shipping, 492
CPT (Carriage Paid To), 475
Cracking Creativity: The Secrets of
Creative Geniuses (Michalko), 57

Crafisman management style, 503
(:_‘rme, Steve, 399
Creutive Deisayior, inodgiing, 57
Creative capital, 414
Creative excrcises, 39
Creative process, 50-54

illumination, 52-53
implementation, 53-54

improving, 54-57

Creative thinking, 39-42
ledrning, 48
split-brain phenomenon, 39-40
Creativity:
barriers to, 42-45
* avoidance of ambiguity, 44
believing “I'm not creative”, 45
blindly following rules, 43
conformity, 4445
constant practicality, 43
fearing mistakes and failure, 45
focusing on “being logical”, 43
one “right” answer, searching for, 42
over-specialization, 44
viewing play as frivolous, 43-44
defined, 35
enhancing, 45-50
and entreprencurship, 35-37
expecting, 45-46
leading, secrets for, 47
as necessity for survival, 37-39
in raising capital, 382
rewarding, 47
teaching, 38-39
Creativity training, providing, 46
Credit, impact on pricing, 288-290
credit cards, 288-289
installment credit, 289-290
trade credit, 290
See also Five Cs of credit, 372-374
Credit and collection policy, 307
establishing, 307-308
Credit cards, 288-289, 314
processing transactions, 243
Credit terms, 309
Credit unions, 410
Créme de la Créme child care centers, 277
Critical numbers, 346
Croce, Pat, 196
Cross, Beth, 4
Crouse, Raymond, 449
Crouse, Tim, 388
Crowley, Chris and Ralph, 84
Crown Products Inc., 417
Culinary Capers, 196
Culliss, Gary, 374
Cultice, Curt, 482

Index

Cultural barriers, to intemnational trade,
479-481
Cultural diversity of entrepreneurship,
14-21
copreneurs, 19-20
corporate castoffs, 20
corporate dropouts, 20-21
family businesses, 19
home-based businesses, 17
immigrant entrepreneurs, 17
minority enterprises, 16
part-time entrepreneurs, 17
women entrepreneurs, 16
young entrepreneurs, 14
Culture, 479, 496-503
diversity, 501-502
intogrity/honesty, 501
participative management, 501-502
sense of fun in the workplace, 501
sense of purpose, communicating 1o
employees, 500-501
structure, 503-504
big-team venture, 504
classic style, 503
coordinator style, 504
craftsman style, 503
|

P plus-employce team, 504
self-directed work teams, 505-506
small partnership, 504
work and life balance, respecting,
499-500
See also Organizational culture
Cunane, Nona, 367
Curiosity, encouraging, 46
Current assets, 324, 383
Current liabilities, 324, 383
Current ratio, 335, 348
Curves for Women, 116-117
Customer advisory panel, 181
Customer alignment, 185
Customer awareness, 185
Customer capital, 68
Customer feedback, 181
Customer loyalty, 184
Customer opinion polls, 178
Customer partnership, 185
Customer perspective, balanced scorecard,
92

Customer relationship management (CRM),
182-184
Customer sensitvity, 183
levels of, 185
Customer service and satisfaction, 196-199
hiring the right employees, 196
listening to customers, 197
performance, measuring, 198
service cycle, examining, 198
standards, setting, 198
superior service:
defining, 197
empowering employees to offer, 198
rewarding, 199
training employees to deliver, 198
technology, using to provide improved
service, 198
top managers, getting the support of, 199
viewing customer service as an invest-
ment, 199
Customer(s):
customer-driven marketing program,
175-176
motivation 10 buy, 376
surveys/questionnaires, 181
1als and evaluati 367
Customized Market Analyses (CUMAs), 473
Cyberpix, 5
Cycle billing, 309
Cygnus Inc., 53

D&D Motors, 19
Daily transactions, 181
Dalla Gasperina, Lucio, 190-191
Dallman, Barbie, 6
Danforth, Doug, 6
Danko, William, 6
D’ Aquanni, Lissa, 414
Data mining, 182
and Harrah's Entertainment, 183
DataScope Pro, 182
Davenport, George, 19
David Clausen, 148
Davis, Geraud, 22
Daydreaming, and creativity, 52
Days’ inventory, 340
Dayton, David, 76
DDP (Delivered Duty Paid), 475
DDU (Delivered Duty Paid), 475
Dcbalak, Don, 271
Debt, 338
Debt capital, 384-385
Debt financing, 403412
bonds, 410411
commercial banks, 404
commercial finance companies, 408409
commercial Joans, 405
credit unions, 410
equipment suppliers, 408
insurance companies, 410
intermediate and long-term loans,
405-406
nonbank sources of debt capital, 406408
accounts receivable financing, 407
asset-based lenders, 406407
inventory financing, 407
private placements, 411
savings and loan associations (S&1.s),
409
short-term loans, 404-405
Small Busi Inv C
(SBICs), 411412
Small Busi Lending Comp
(SBLCs), 412
sources of debt capital, 404
stock brokerage houses, 409-410
trade credit, 408
Debt ratio, 336-338, 349
Debt to net worth ratio, 337, 349
Decline state, in product lifc cyele, 205
Delinquent accounts, collection of, 304
Delinquent customers, 309-310
Delivered pricing, 281
Detl Computer Corporation, 7, 12, 196, 513
Dell, Michael, 7, 12, 196
Delorean, John, 88
Delphion’s Research Intellecrual Property
Network, 59
Deluxe Corporation, 197
DeMars and Assaciates, 11
DeMars, Jo, 11
Demographics, 12, 177
data, 181
information, collection of, 182
DePree, Max, 487
Design:
e-commerce Web sites, 236-238
jobs, 509-515
layouts, 458-459
See also Layouts
Design patents, 58
Design Resource Group International, 407
Designer Checks, 449
Dess, Gregory, 83
Destiny. opportunity to create your own, 6
Detamore-Rodman, Crystal, 414
Detroit Automobile Company, 28




Dictionary of Occupational Tities (D.0.T}),
493-494
Dieceland Technologies, 57
Differentiation strategy, 86-88
Differentiation test, advertising, 251
Digital Communications Corporation, 47
Dikman, Tyler, 14, 15
DiMassimw, Mark, 212
Diners, 75
Dion, Jan Hallman, 86
Direct competitors, 79-80
Direct costing, 284
Direct mail, 263-264
guidelines for creating ads that work, 265
how to use, 264-265
Direct Marketing List Source, The, 264
Direct public offerings (DPOs), 401
Direct-maii lists, i81
Directories, 269
Direct response television, 262
Disaster loans, 419
Disbursements, cash, forecasting, 303-305
Discounted future earnings approach,
160-161
Discounting, 277
Discounts (markdowns), 281
Discouragement, 11
Disney, 496
Disney, Walt, 27-28
Displays, window, 446447
Distinctive competence, 80, 392
Distribution, 118, 368
channels of, consumer goods, 206
strategy, 377
Dive Travel magazine, 167
Divergent thinking, 51
Diversity, embracing, 45
Diversity population, marketing to, 177
Dobson, Terry and Debbie, 76
Dog Pile, 235
Dogbooties.com, 228
Dogwood Stable, 107
Dolce, Jim, 166
Dollar General, 86
Domain name, sclecting, 234
Domestic barriers to international trade, 478
Domestic corporations, 108
Domestic joint venture, 469
Domino's Pizza, 201, 471
international franchises, 471
Donnelson, Blaine, 228
Dot-coms, 366, 382
See also E-commerce; Internet; World
Wide Web (WWW)
Double taxation, 110
Downsizing trend among large companies,
2

Downtown Denver Partnership, Inc., 432

Dreaming. and creativity, 52

Drink Safe Technology Inc., 196

Dropouts, corporate, 20-21

Drucker, Peter, 25, 35

Dubelko, Mike, 226-227

Duell, Charles H., 57

Due-on-sale clause, 152

Dufficld, David A., 497

Dumping, 479

Dun & Bradstreet, 309, 346, 367
Cost of Doing Business reports, 330, 346
Indusiry Norms and Key Business Ratios, 316
Key Business Rarios, 346

Dunis & Associates, 313

Dunis, Nancy, 313

Dunkin’ Donuts, 132, 133
franchisee training, 119

Thucers Mhain ALT
AJUSION, Lain, 55

DVD.com, 226-227
Dylan and Elise Fager, 25
Dynamic pricing, 284

E

E. coli food poisoning, and fast-food fran-
chises, 119
Early stage investing. 391
Earth Treks, 232
eBay, 213, 215, 367
ERIT (times interest earned ratio),
337-338, 349
E-commerce:
application service providers (ASPs),
26-227
approaches to, 225-227
back office design, 222-223
benefits of selling on the web, 214-216
building a strategy:
building a Web site in-house, 227

bunlidlinn suvavnmmar lawmbte 334

building cuswomar loyaity, 236

credibility, 230

custom sites, hiring professionals to
design, 227

customer service, 221

design, 236-238

developing a community, 229

domain name, selecting, 234

e-mail, making use of, 229-230
and the entrepreneur, 212-246
factors to consider before launching into,

216-217
flashy Web sites, 221-222
focusing on a niche, 228
“freebies,” 229
giving customers what they want,
235-236

global reach of the Web, 231-233

hiring a professional to design the site, 239

hyperlinks, 236

including e-mail option/telephone num-
ber in site, 236

Internet service providers (ISPs),
226-227

keeping the site updated, 239

killer web site, designing, 233-239

launching a site, 225

making money on the Web, 219

myths of, 218-225

online shopping malls, 225

online transactions, ensuring security of,
238

order-tracking capability, offering, 236

privacy issues, 219-220

promoting Your Web site onlins/off-line,

233
promotional support reguired, 219
and the retail sector, 223-224
security, ensuring, 242
setfing up a business on the Web, 218
shipping and handling charges, posting, 238
spam, 229-230
special deals, 236
storefront-building services, 226
strategic alliances, forming, 230-231
strategies for success, 227-233
target customer, understanding, 233
and technology, 220
threat to traditional retailers, 223
tracking Web results, 239-241
privacy, ensuring, 241-242
return on investment, 241
software solutions, 239-241
virtual order fulfillment, 222
workable order fulfillment strategy, 222
and the World Wide Web, 13
See also Intemnet: World Wide Web
(WWW)
Economic Bulletin Roard (ERR) 470
Economic Census, 433
Economic Development Administration
(EDA), 412

Eddie Bauer, 513
Eden, Joe, 347-348, 351
Eden, Kaitlin, 347-348, 351
Eden’s Garden, 347--348, 351
Edison, Thomas, 27, 43, 58
Editor and Publisher Market Guide, 428
Edler Group, 222
Edler, Rick, 222
Edlhuber, Deborah, 266
Edmunds Publications, 220
Edmunds.com, 220
Effland, Janet, 391
Einstein, Albert, 34, 46
Electronic Newsstand, 220
Ellison, Larry, 7, 497
E-mail, 236

advertising, 266

Time maaildimn TRT
WS Sunding, &3

newsletter, 267

permission, 266
Embargoes, 479
Embree, Alice, 99
Emerging Company Marketplace, 395
Emfield, Bob, 190-191
Emplayec advances/ Ioan& controlling, 318
and work-

Employee o
place grief, 499—500

Employee referrals, encouraging, 492

Employee stock ownership plans (ESOPs),

110, 111, 395
Employee theft, 318
Empowerment:

defined, 507
and leadership, 507-509
zones, 444

Encyclopedia of Associations, 181
Enduse.com, 284
Energy Conversion Devices, 39
England Inc., 199
Enron, 345
Entrances to a business, 447
Entrepreneur, inc., 127
Entrepreneurial activity, across the globe, 3
Entrepreneurial education, 12

hifelong student, 50
Entrepreneurial profile, 3-4
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young entreprencurs, 14
deadly mistakes of, 22-27
failure to develop a strategic plan, 24
improper inventory control, 25-
inability to make the "cntreprenumal
transition”, 26
incorrect pricing; 25
lack of expenence, 23
management mistakes, 23
ﬁnlnmal control, 23-24 -
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symiptoms, 26-27

uncontrolled growth, 25

weak marketing efforts, 24-25
global aspects of, 463485
and innovation, 35-37
and left- and right-brain thinking, 40-41
potential drawbacks of, 9-11

complete responsibility, 11

discouragement, 11

long hours/hard work, 10
quality of life changes, 1011
risk of losing entire investment, 9-10
stress, 11
uncertainty of income, 9
as a practical discipline, 5
Eavironmenial Protection Agency, 152
reports, 80
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Commission (EEOC), 495
Equifux, 309

Equipment Leasing Association of America.
317

Equipment suppliers, 408
Equity capital, 384 3
Equity financing sources, 385-402
angels, 386-387
corporate venture capital, 388
friends/family members, 385
partners, 387-388
personal savings, 385
public stock sale {"going public™),
393-398
venture capital companies, 389-393
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Erica’s Pasta, 15
Estate and gift taxes, 522-525
buy/sell agreement, 523
estate freeze, 524
family limited partnerships (FLPs),
524-525
lifetime gifting, 523
trusts, 523-524
Estimated monthly expenscs, 331
ETDBW (Easy To Do Business With™)
index, 196
eToys Inc., 234
Europe:
cultural differences, 231, 479-480
franchising. 132, 471, 474
growth of a small business, 2
quotas, 478
yearly porchases of U.S. busi 166
Evaluation of a business, 147-155
accounts receivable, 149
bulk transfers, 151-152
husiness records, 149
cash flow, 154-155
competitor analysis, 151
condition of business, 149
contract assignments, 152
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collecting, 475

150-151 i

financial soundness of business, 153-155
income statements and balance sheets,

153
income tax returns, 153
intangible assets, 149
lease arrangements, 149
legal aspects, 151-153
liens, 151
location/appearance, 149
ongoing legal liabilities, 152-153
owner’s compensation, 153154
physical condition of business, 149
products/services, 149-151
reason for sale, 147-148
Fwing Marion Ksuffman Foundation. 21
Excite, 235
Executive summary, 362
format, 375
Executive Temporaries, 29
Existing business, buying, 139-172
acquisition process (table), 153
advantages of, 139141
analyzing your skills, 144
Business Buyer’s Checklist, 150
disadvantages of, 142-144
ensuring a smooth transition, 146
evaluation of the business, 147-155
exit strategy options, 164-166
employce stock ownership plan
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family limited partership, form of,
165
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selling a controlling interest, 165
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straight business sale, 164165
wo-step sale, 166
exploring financing options, 146
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businesses, 145-146
negotiating the deal, 167-169
negotiation process, 168169
factors affecting, 168
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145-146
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stalled deals, avoiding, 168
steps in, 144-147
table 147
structuring the deal, 164
and the World Wide Web, 148
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fixed, 352
operating, 326-327
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393-398
vanable, 352
See also Costs
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Department of Commerce, 468, 473
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Export management companies (EMCs), 468

Export Opportunity Hotline, 470

Export trading companies (ETCs), 468
Export Trading Company Act (1982), 468
Fxport-Impoit Bank. 474

Exports, 472478

export decision, management issues in, 473
export management companies (EMCs), 468

export merchants, 468
export trading companies (ETCs), 468

Gold | Key Service pmgmms, 470
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477478
External market forces, 77
EZConserve, 382

Faber, John, 130

Facenda, John, 8
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actormg 420

putting intn perspective, 2'1-2‘!
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statistics on, 9
and stress, 11
Fair Debt Collection Practices Act, 310
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524-525
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ing, 385
Fannie Mae, 501
FAQ sections, 237
Farrell, Ben, 82
FAS (Free Along Side), 475
Features, 364
Federal Express, 223, 384, 389,411
Federal Trade Commission (FTC), 125, 347
Federally spc d lendi
412415 .
Department of Housing and Urban
Development (HUD), 41
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(EDA), 412
Small Busi Innovation R h
(SBIR) Program, 413-414
Small Business Technology Transfer
(STTR) Program, 415
U.S. Department of Agriculture (USDA),
Rural Business-Cooperative
Service, 413
Federation of International Trade
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Feedback, 510, 515-518
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518
customer, 181
deciding how to measure, 518
deciding what to measure, 517
desire for, 4
performance appraisals, 518-520
taking action to improve performance,
518
upward, 520
Feedback loop, 517
Fegley, Tom and Sally, 44
Feinberg, Iris. 511
Femail Creations, 181
Festivals/events, 253-254
Field & Associates, 510
Field, Andrew, 224
Field, Linda, 510
Field Trip Factory Inc., 73
Financial forecasts, 377
Financial management, 324
| & ial perspective, bal d scorecard,
93
Financial plan, 325-357
Financial resources, managing, 29-30
Financial statements, 324-327, 377
balance sheet, 324-325
income statement, 325-327
projected, creating, 327-333
statement of cash flows, 327
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credit cards, 421
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leasing, 420
of small business exports, 474
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FINDex Worldwide Directory of Market
Research Reports, Studies, and
Surveys, 181
Fine Grind, 445
Finegan, Jay, 147
Fiore, Scott, 248, 250, 428, 436
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Hirst, Tom, 20%
First-in, first-out (FIFQ), 157
Fitzgerald, Carol, 433
Fitzgerald, Michele, 12
Five Cs of credit, 372-374
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capital, 372-373
character, 374-375
collateral, 373-374
conditions, 375
defined, 372
Fixed assels, 324
Fixed capital, 383
Fixed expenses, 352
Fixed loan payments, negotiating, 318
Fixed position layouts, 458
FlavorX, 393
Flax, Larry, 28
Fleming, Alexander, 35
Fleming, Peggy, 40
Fletcher, 1. S., 48
Fletcher, Marian, 113
Flexibility, 5
Flexplace, 511
Flextime, 510
Floor planning, 405
Flyswat Inc., 449-450
FOB (Free on Board), 318, 475
FOB-Factory, 281
Focus, 88-89
Focus groups, 181
Focus strategy, 88-89
Follow-the-Jeader pricing policy, 283
For Paws, 254
Ford, Henry, 28, 295
Ford Motor Company, 295, 389
Forecasts, 26, 160-161, 181, 296, 328
See also Cash budget; Cash management
Foreign accounts, collecting, 475
Foreign corporations, 108, 388
Foreign distributors, 469
Foreign joint ventures, 469
Foreign licensing, 466
Foreign sales corporations (FSCs), 476
Foreign trade zones, 443444
Forever 21, 17
Forrester Research, 202, 203
Foshury, Dick, 42
Foster-Miller Inc., 46
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Franchise Opportunities Guide, 127
Franchises, 99, 118-133
benefits of, 118-121
brand-name appeal, 119
centralized buying power, 121
financial assistance, 120
franchiser's business experience, 118
increased chance of success, 121-122
management training and support,
118-119
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proven products and business formats,
121
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services, 119-120
drawbacks of, 122124
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ence to, 122-123
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franchisee turnover rate, 129
fraud, 126-127
how to buy, 126-130
asking the franchiser tough questions,
130
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UFOC, 127-129
researching the market, 127
self-evaluartion, 127
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129-130
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product distribution franchising, 118
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pure franchising, 118
trade-name franchising, 118
types of, 118
Franchising:
basis of, 118
and the law, 124126
Trade Regulation Rule, 125-126
Uniform
Franchise/nlUniform/niFranchise
Offering Circular (UFOC), 125-126
myths of, 124
trends, 130-133
combination franchising, 133
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international opportunities, 131-132
locations, 132
master franchising, 133
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piggybacking, 133
serving Baby Boomers, 133
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Franey, Shari, 82
Frankel, Alex, 374
Fraudulent accounting practices, 318
Frederick, Paul, 267
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Freebies and e-commerce, 229
Freedom issues and franchising, 123-124
Free-form layout, 452-453
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FreeMerchant.com, 226
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section, 237
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Fridgedoor.com, 228
Friends as source of equity financing, 385
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Frohman, Mark, 507
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Fuld, Leonard, 81
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Fulton, Robert, 58
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Funding sources, 382
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Trade), 431
GE Capital Small Business Finance, 409
Genentech, 389
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(GATT), 481
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(GAAP), 153 )
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average number of hours online, 227
rewards/compensation, 513
Generation Y, 2
average number of hours online, 227
and product information, 215
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Geneva Corporation, 147-148
Geographic information, collection of, 182
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Geographical pricing, 281
Girard, Stephen, 7
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reasons 0 go global, 464466
Global construction market, 466
Global entrepreneurial activity, 2
See also Going global
Global entrepreneurs, 463485
Global thinking, 465
Gluck, Erica, 15
Gluck, Katie, 15
Goals, 82-83, 363
Go.com, 235
Going global, 463485
international trade agreements, 481
strategies for, 466472
bartering, 472
countertrading, 471-472
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Wide Web (WWW), 466-467
export merchants, 468
foreign distributars, 469
foreign licensing, 471
international franchising, 471
joint ventures, 469470
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resident buying offices, 468-469
trade intermediaries, 468469
value of using, 469
trade intermediaries, resources for locat-
ing, 470
See aiso Exports
Gold Coast Imports, 16
Gold Key Service, 470
Goldberg, Carl, 36
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Golterman, Ned, 411
Goodwill, 159
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Graff, Lloyd and Jim Graff, 319
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Gralnick, Helene, 176

Gralnick, Marvin, 176
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523-524
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Great Britain, cultural differences, 481
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Great Harvest Bread Company, 509

GreatAmerica Leasing Corporation, 6
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Green, Douglas, 510
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Greene, Roger, 499
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Groupe Danone, 164
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Hebding, William, 345
Henderson, John, 395
Henie, Sonja, 40, 42
icks, Mark, 366
Hepworth, 184
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ten-siep hiring and retention process, 498
See also Recruitment
Hirshberg, Gary, 164
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articles of organization, i13-114
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business incubators, 444
empowerment zones, 444
foreign trade zones, 443-444
zoning maps, 443
retail and service business criteria,
435-438
adequate parking, 438
customer traffic, 438
reputation, 438
room for expansion, 438
trade area size, 435438
degree of competition, 436
index of retail saturation (IRS),
436437
physical, racial, or emotional barriers,
437

political barriers, 437-438
retail compatibility, 436
transportation network, 437
visibility, 436-437

Madden, Orv, 178
Magazine advertising, 263
Mail Boxes Etc., 25, 57
Mailing lists, 181
Maijvelett, Bonnie, 445

Malki, Barbara, 275
Managemeni successiou plai, 520-525
creating a successor survival kit, 521
developing, 520-525
estate and gift taxes, 522-525
grooming the successor, 522
promoting an environment of trust and
respect, 5.
select the successor, 520-521
Management team, 377
Managing effectively, 30
Manco, 504
Manufacturers:
layout for, 456-458
factors in manufacturing layout,
456457
features of a good manufacturing lay-
out, 458459
fixed position layouts, 458
functional layouts, 458
manufacturing layouts, types of, 457
process layouts, 457
« product layouts, 457
location, 442-445
business incubators, 444
empowerment zones, 444
foreign trade zones, 443444
zoning maps, 443
facturer’s export agents (MEAs),

retail and service busi ptions,
439-442
central business district (CBD),
439440
home-based businesses, 441442
near competitors, 441
neighhorhond locations. 440
outlying areas, 441
shopping centers and malls, 440
selection process, 426
task of analyzing various potential loca-
tions, 428
trade area size:
degree of competition, 436
index of retail saturation (IRS),
436437
retail compatibility, retail compatibil-
ity, 436
transportation network, 437
Lockbox, 312
LodgeNet Entertainment Corporation, 336
Log-analysis software, 240
Lombardi, Victor, 384
Long-term liabilities, 324-325
Lord Jeffrey, 139
Loveman, Gary, 183
Low Doc Loan Program, 416
Loyal s, developing/retaining, 193
Lucas Group, 227
Lucky Dogs, Inc., 500
Ludski, Chantelle. 3. 10
Lukas, Paul, 200
Lusby, Mike, 154
Lusby, Nancy, 154
Lycos, 235
Lyons, Darryl, 431

468
pricing, 284-286
Manufacturer's export agents (MEAs), 468
Marenyi, Tom, 142
Margin call, 409
Margin loans, 409
Margolis, Tony, 191
MarineMax, 197
Marion Laboratories, 21
Markdowns, 281
Market analysis, 367-368
Market approach, 162
Market information, as a business asset, 177
Market potential, evaluating ideas for, 57
Market research, 177-182
conducting over the World Wide Web,
178
and creativity, 178
defined, 177
and estimates of annual sales, 301
how to conduct, 179-182
analysis/interpretation of the data, 182
collecting the data, 179
defining the objective, 179
drawing conclusions and acting, 182
primary research techniques, 181
secondary research techniques, 181
for small businesses exports, 472
tracking customer trends, 178-179
value of, 177-179
Market saturation stage, product life cycle,
205
Market size and trends, 367. 376
Marketing:
attention 1o convenience, 194196
cause, 276



dedication to service and customer satis-
faction, 196-197
defined, 174
to a diverse population, 176
emphasis on speed, 199-201
focusing on the customer, 191-192
individualized, 180
information, collecting, 180-182
and innovation, 196
marketing mix, 204-207
place, 206-207
price, 207
product, 204-206
tion, 207
plan, building, 173-211
quality goods/services, 192-193
“shotgun approach” to, 175
strategy, format, 376
target market, pinpointing, 175-176
on the World Wide Web (WWW),
201-204
demographic profile of the typical
Web user, 203
and flexibility of worldwide opera-
tions, 202-203
Intemet users worldwide, number of,
202

links to other related Web sites, 203
Murketing communication plan:
operational elements of, 250-256
advertising, 250-252
hybrid forms of promotion/advertis-
ing, 254-255
personal selling, 255-256
publicity, 252-253
selling process, 256-257
sponsorships and special events,
253-254
Marketing communications plan:
basics of, 248-249
unique selling proposition (USP), 249
Markon, 282-283
Markup, 282-283
Marshall, Frank, 37
Martin, Kip, 220
Martinez, Douglas, 308
Marvel LLC, 271
Mary Kay Cosmetics, 11, 514
Mary Pettibone Poole, 139
Master franchising, 133
Master limited partnerships (MLPs), 108
Matchmaker Trade Delegations Program,
470
Mauurity and competition stage, product life
cycle, 205
Mayberry, Bob, 276
MBA Polymers Inc., 51
MecCallum, John, 387
McCann, Jim, 223
McDonald’s, 71, 75, 123, 177, 471
franchisee training, 119
international franchises, 471
international opportunities, 132
and recruitment of older workers, 493
start-up cost, 122
McDonnell, Jack, 492
McGill, William, 197
McKay's, Harvey, B
McMullen, Craig, 387
McMurtrys, Alden, 57
McNaughion, Patrick, 48
Meblo, Inc., 17
Med-Channel, 383
MEE Productions, 188-189
Mehihaft, Jerry and Charlene, 86
Meishi, 480
META Group, Electronic Business
Strategies, 220
Metropolitan Statistical Areas (MSAs), 429,
435

Metz, Don, 478
Metz Tool and Dye, 47778
Mexico, cultural differences, 481
MHP Enterprises, 203
Michalko, Michael, 57
Mickel, Jim, 257
Micro Express, 257
Microloan Program, SBA, 418
Microsoft, 111, 384, 387, 389, 513
Microsoft bCentral, 226, 235, 266
Miller, Steve, 490
Milnucorp, 407
Mind-mapping, 56
MindSpring Complete Commerce, 226
MineSet, 182
Minimum objective, 256
Minority enterprises, 16
casino, 333
Mission Critical: The 7 Strategic Traps
That Derail Even the Smartest
Companies (Picken/Dess), 83
Mission statément, 72, 362
elements of, 72-74
format, 375
tips for writing, 74
Mody, Roger, 492
Moll, Rodney, 202
Monarch, Brad, 317
Moncy market account, 320
Morford, Mike, 228
Morita, Akio, 28
Morris Air, 78
Mortgage loans, 410
Moshir, Sean, 400
Motivation, 506-520
empowerment, 507-509
feedback, 515-518
job design, 509-515
rewards/compensation, 512-515
top twenty ways 10 motivate employees,

Motorola, 388, 403

Moya, Joe, 51

Mulligan, Brennan, 13

Multiple unit pricing, 281

Multiple-unit franchising, 133

Muiti-State/Catalog Exhibition Program,
470

Munger, Charles, 173

Munre, Jenny, 524

Murphy, Dan, 43

Murphy, Kent, 53

Musculoskeletal disorders (MSDs),
448449

Mutuals.caom, 343
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Nance-Nash, Sheryl, 271, 366

Nantucket Nectars, 268, S02

National Association of Credit
Management, 309

National Association of Securities Dealers
Automated Quotation (NASDAQ),
395, 397

National Export Directory (U.S.
Department of Commerce), 474

National Football League (NFL), 42

National Main Street Program, 440

National Market System (NMS)
{NASDAQ), 395

National Small Business United, 4, 11, 305,
420, 421

National Trade Data Baok (NTDB), 47¢

Naughton, Gail, 46

Navia, Dr. Hamel, 50-34

Naylor, Mary, 39

NCT Group, 53

Neeleman, David, 78, 394

Neema Clothing Lid., 178

Neighborhood Locations 440, 440
Neighborhood shopping centers, 440
Neill, Gene, 20
Nespole, Linda, 317, 344
Nestle S.A., 388
Net profit margin, 343
Net profit on sales ratio, 343, 350
Net profit to equity ratio, 343-344, 350
Net sales fo total assets ratio,
341-342, 349
Net sales to werking capital ratio, 342343,
349
Nertessine, Sergui, 222
NetFax, 384
Netflix, 69-70
Nelnames, 234
“Netpreneurs,” 13
mewworking, Zi9
networksolutions.com, 234
Neuburger, Karen, 252
New Orleans Superdome, Fanlink system,
192
New Pig, 234
New product:
market penetration, 279-280
pricing, 279-280 -
penetration pricing strategy, 280
skimming pricing strategy, 280
sliding down the demand curve, 280
New York Stock Exchange (NYSE), 395
Newbern, Fletcher, 48
Newburp, Kathy, 48
NewRoads, 223
News releases, writing, 253
Newsletters, publishing, 253
Newspapers, 259-260
buying space, 260
Next Century Venture Capital, 373
Next Wine, 467
NFI Interactive, 223
Niche, finding/filling, 185-187
Niche marketing, on the Web, 228
Niche markets, 187
Nicholas Consulting Group, 477
Nicholas, Mark, 477
Nike, 46, 254
Nikkhoo, Kevin, 410
99 Cents Only, 86
Nokes, Jon, 262
Nonessential outlays, avoiding, 317-318
North American Free Trade Agreement
(NAFTA), 482433
Northgate Shopping Center (Seatile,
Washington), 440
Northwest Energy Efficiency Alliance, 382
Nuggets, 182
™ symbol, 61

o

Objectives, 83, 363

Occupational Outlook Handbook (Bureau
of Labor Statistics), 512

Qdd pricing, 280

Office of International Trade, 470

OffRoad Capital, 400

Ogwal, Joseph, 410

Olson, Scott, 388

1800flowers.com, 223

One-correct answer syndrome, 42

One-stop shopping, 440

One-to-one marketing, 179, 180

Online privacy, 219-220

Online surveys, 178

Open-book management, 508-509

Operuting expeuses, 326-327

Operating leverage, 343

Operating ratios, 338—341, 349

average collection period ratio, 340-341,

349
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average inventory turmover ratio,
338-340, 349

average payable period ratio, 341

net sales to total assets ratio, 341-342,
349

net sales to working capital ratio,
342-343, 349

O.PM. (other poplc‘: ;su;ncy). 350

Opponunistic
Opportunities, 75
identifying, 77
Opportunity cost, 159
Opt-in e-mail, 267
ivo, 284

Optivo,
Orange S.A., 388
Orbital Research Inc., 50
Orgenization skille, §
Organizational creativity, enhancing, 45-47
Organizational culture, 496-503
changing, 502-503
diversity, 501-502
integrity/honesty, 501
leaming environment, 502
managing growth, 502-503
participative management, 501-502
sense of fun in the workplace, 501
sense of purpose, communicating to
employees, 500-501
structure, 503-504
work and life balance, respecting,
499-500
Qutback Steakhouse, 412
OQutdoor advertising, 267-268
Overdue accounts, 309310
Overhead costs:
check fraud, battling, 318
employee advances/ loans, controlling,
318
P evaluating periodically,
316-317
fixed loan payments, negotisting, 318
nonessential outlays, avoiding, 317-318
part-time employees/freclance special-
ists, hiring, 318
slnppm terms, changing, 318
trimming, 316-318
leasing. 317
used or reconditioned equipment, pur-
chasing, 318
zero-based budgeting (ZBB), switching
to, 318
Overseas Private Investment Corporation,
474
Overseas shipping, 474
Overture, 235
Ovshinsky, Stanford, 39
Owens Corning, 388
QOwner’s equity, 324-325
Ownership, forms of business, See Business
ownership, forms of

P

P.A. (professional association), 114
Pacific Rim, cultural difference, 481
Packard, Dave, 72

Panera Bread, 177

Panoz Auto Development, 88
Panoz, Dan, 88-89

Papa John's Pizza, 119, 127
Paradigm, 37

Parker LePla, 307

Parker, Lyna, 307

Parks, Bob, 403

Partain, Jill-Anne, 202 203

Partners, as equity financing source,
387-388
Partnership, 103-108
advantages of, 105
defined, 103

Index

disadvantages of, 105-106

dissolution, 103-104

general parners, 105

limited liability p hips (LLPs),
107-108

limited partners, 105

limited partnerships, 107

master limited pmnetshtpi (MLPs), 108

partnership agreement, 103

Revised Uniform Limited Partaership
Act, 107

Rosa Beth Kanter on, 106

agr

103-104

taxation, 105, 108
Uniform Parmership Act (UPA),
103-104

Partnership agreament. 107

Polarcid Corporation, 36

Policy loans, 410

Political barriers to international trade, 479
Pool com, 238-239 -

Poor Richard's E-Mail Publishing, 229

Prait’s G’mde to Venture Capital Samce.f,

meened Lmdu-?mmm (PLP), 415
Prentice Hall's Almanac of Business and

Partnerships, 369, 504 Industrial Financial Ratios, 316
Part-time employees/freelance speciali P Jification Loan Program, 418-419
hiring, 318 Price:
Part-time entrepreneurs, 17 and competition, 277-278
Passion, as valuable asset, 30 defined, 276
Pasta Press, 15 discounting, 277
Past-due accounts, 309-310 and image, 276-277
PatchLink.com, 400 setting prices with a customer orienta-
Patek Philippe, 276 tion, 278
Pateman, Steve, 176 Price lining, 280-281
Patent and Trademark Office (PTO), 58 Price wars, 278
Patent process, 58-59 Price/eamings approach, 162
Patent searches, 80 Priceline.com, 213
Patents, 58-60, 376 Pricing, 276-290, 367, 377
defending against “copycat producers”, delivered pricing,
59 discounts, 281
Pauling, Linus, 55 established goods and services, 280-282
Pay-for-performance compensation sys- geographical pricing, 281
tems, 512 impact of credit on, 288~290
Pecr reviews, 520 credit cards, 288-289
Peltier, James W., 265 installment credit, 289-290
Pentaura Ltd., 466 trade credit, 290
People, effectively managing, 30 information required for, 278-279
See also Hiring employees leader pricing, 281
PeopleSoft, 497-498 manufacturer concepts, 284286
Perficient, 492 multiple unit pricing, 256
Performance appraisals, 518-520 new product, 279-280
effectiveness of, 519-520 penetration pricing strategy, 280
peer reviews, 520 skimming pricing strategy, 280
Performance Personnel, 82 sliding down the demand curve, 280

Permission e-mail, 266
Personal savings, 385
Personal selling, 255

Datarean Harh 123

S SISTSON, N8,

Petra Group, 350, 355

Pew Charitable Trusts, 196

Pew Internet & American Life Project, 241

Pfennig, Dr. E., 295

PharmaFab Inc., 16

Phase Two Strategjes, 82

Phillips, Bob, 129

Picken, Joseph, 83

Piggybacking, 133

Pilgrim Designs, 202-203

Pinella, Kerry, 289

Pirillo, Chris, 229

Pitfalls, avoiding, 28-30

Pizzas of Eight, 132

Place ntility, 206

Plan of operation, 377

Plan Write (Business Resources Software),
361

Planhak,
P

361
Planning, See Business plan; Financial
plan; Strategic management process
Plant patent, 58
Plodzien, Dick, 512
Plomer, William, 34
Plumtree Software, 397, 398
Point-of-purchase ads, 271
Point-of-sale systems, 25
Polar Beverages, 84

(Power Solutions for Business),

odd pricing, 230
opportunistic pricing, 281
pnce lining, 280-281
retailer strategies/methads. 282-284
adjustable/dynamic pricing, 284
below-market pricing, 284
break-even selling price, computing,
286
direct costing, 284285
follow-the-leader pricing, 283
markup, 282-283
price formulation, 284
service firms strategies and methods,
287-288
strategies and tactics, 279-282
introducing & new product, 279-280
suggested retail prices, 282
Primary objective, 256
Primary research techniques, 181
Prime rate, 403
Primrose School franchise, 120
Principle-Ceniered Leadership (Covey),
487
Printingforless.com, 224
Privacy policy, developing/posting.
241-242
Private Placement Memorandum, 400
Private placements. 400, 411
Pro forma balance sheet, 330
Pro forma financial statements, 369-370
Pro forma income statement, 328-330
Problems viewing as challenges. 46
Process layouts, 457



Product decline stage, product life cycle,
205

Product distribution franchising, 118
Product information, 215
Product layouts, 457
Product liability lawsuits, 152-153
Product life cycle, 204-205
growth and acceptance stage, 203
introductory stage, 204-205
market saturation stage, 205
maturity and competition stage, 205
product decline stage, 205
Product placement, 254
Production layouts, analyzing, 458-459
Professional cogporation, 114-115

Professional or trade iations, joining,
50
Profile:
business and industry, 363-364, 376
cntrepreneurial, 3—4
Profile matrix, competitive, 81
Profiling systems, 240
Profit margin on sales, 343
Profitability ratios, 343-344, 350
net profit on sales ratio, 343, 350
net profit to equity ratio, 343-344, 350
ProfitLogic, 284
Profits, 207

break-even analysis, 352-353
cash compared to, 297-298
entreprencurship, and opportunity to reap
unlimited profits, &
gross profit margin, 278, 296, 326
net profit margin, 343
net profit on sales ratio, 343, 350,
net profit to equity ratio, 343-344, 350
Projected financial statements, 327-333
for small businesses, 328-333
assets, 330-333
liabilities, 333
pro forma balance sheet, 330
pro forma income statement, 328-330
Promotion, 376
hybnd forms of advertising and, 254-253
Promotion from within policy, 491-492
Prospective franchisees, test, 128
Psychographic information, collection of,

Public relations, 275

Public speaking, 253

Public stock sale (“‘going public™), 393-398
direct public offerings (DPOs), 401
foreign stock markets, 421, 444
intrastate offerings (Rule 147}, 400401
registration process, 398—402
Regulation A, 401
Uniform Limited Offering Registration

(ULOR), 399

See also Initial public offerings (IPOs)

Puffery test, advertising, 251

Pumpkin Masters, 252

Pure franchising, 118

Push technology ads, 266

Q

Q Subs, 112

Quick assets, 336

Quick ratio, 335-336, 349
Quizno's, start-up cost, 122
Quotas, 478-479

QVC, 262

Rachmadi, Brambaug, 132
Radford, Admiral, 425
Radio advertising:
buying time, 260-261
guidelines for effecuve radio copy. 261

RadioFrame Networks, 389
Raia, Joe, 51
Ramtron International Corporation, 53
Ranch 1, 129
Rand McNally's Commercial Atlas and
Marketing Guide, 428
Randall, George, 226
Randall, Taylor, 222
Ransom Environmenta, 312
Ransom, Steve, 312
Rapid prototyping, 56
Ratio analysis, 333-344, 377
business ratios, interpreting, 344-350
debt ratio, 336-338
debt to net worth ratio, 337
times interest earned ratio, 349
defined. 334
leverage ratios, 336
liquidity ratios, 335-336
operating ratios, 338-341
average collection period ratio,
340-341
average inventory tumover ratio,
338-340
average payable period ratio, 341
net sales to total assets ratio, 341-342
net sales to working capital ratio,
342-343
profitability ratios, 343-344
net profit on sales ratio, 343
net profit to equity ratio, 343-344
Reach, 257
Reader's Guide to Periodical Literature,
181
Reading to stimulate creativity, 50
Real Cosmetics, 177
Real Goods Trading Company, 401
Reality test, business plan, 360
Recency, 240
Recruitment:
on campus, 492
clevating to a strategic position in the
company, 491-492
offbeat technigues, 493
of “retired” workers, 492493
See also Hiring employees
Red Roof Inn, 119
Redback Network, 492
Redstone Communications, 166
Reese, Jonathan, 418
Refaey. Rasheed, 404
Reference checking, 496
Regional shopping malls, 440
® symbol, 61
Registration statement, 398
Regular SBICs, 411
Relationship marketing, 182-184
compared to transaction selling, 185
Relative cost, 257
Relaxation, and creativity, 48-49, 52
Reliability, 518
Renaissance Pen Company, 276
Resident buying offices, 468469
Responsibility, 4, 11
Restrictive covenant, 152
Retall compatibility, 436
Retailers:
c-commerce, 223-224
layout for. 452-456
boutique layout, 454
free-form layout, 452-453
gnid layout, 452453
separate the selling and nonselling
areas of a store, 454
space values, 454-456
location, 435442
adcquate parking, 438
central business district (CBD),
439440
customer traffic, 438

home-based businesses, 441-442

near competitors, 441

neighborhood locations, 440

outlying areas, 441

teputation, 438

room for expansion, 438

shopping centers and malls, 440

trade area size, 435-438

degree of competition, 436

index of retail saturation (IRS),
436437

physical, racial, or emotional barriers,
437

political barriers, 437438
retail compatibility, 436
transportation network, 437
visthility, 436-437
pricing, 282-284
adjustable/dynamic pricing, 284
below-market pricing, 284
break-even selling price, computing,
286
direct costing, 284285
follow-the-leader pricing, 283
markup, 282-283
price formulation, 284
Return on net worth ratio, 343-344
Return on quality (ROQ), 193
Revenaugh, Cindy, 315
Revenue at risk, 184
Reverse thinking, 44-45
Revised Uniform Limited Partnership Act,
107
Revocable trusts, 523
Revolving loan funds (RLFs), 419
Rewards/compensation, 512-515
Rheingold, Howard, 229
Riblich, William, 46
Rickenbacker, Eddie, 386
Right-brain lateral thinking, 39
Risk, 4
Risk capital, 384
Road show, 398
Robert Morris Associates, 109, 150, 301,
328, 346, 350, 367
Robert Morris Associates’ Annual
Statement Studies, 301, 316, 328,
329, 346, 347, 351, 357
Roche Diagnostics, 403
Rock Communications, 500
Rock River Communications, 206
Rock, Tim, S00
Rockefeller, John D., 7
Rockefeller, Laurance, 386
Rocket Chemical Company, 35
Rockne, Knute, 36
Rockwell Collins, 194
Rodkin, John, 449
Rogers, Tom, 20
Rolex, 276
Rollerblades Inc., 388
Rosenfield, Rick, 28
Roxy, 254
Royal Dutch Shell, 450
Royalty fees, 122
Rozelle, Pete, 8
Rudi, Nels, 222
Ruff Rider LLC, 36
Rule 505, 400
Rule 506, 400
Ruskin, John, 247
Russell, Greg, 228
Ruth, Babe, 27
Ryan, Darlene, 16

S corporation, 111-113, 165, 369
advantages of, 112
disadvantages of, 112
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liquidation of, 113
requirements, 111
S&S Seafood, 474
Sabol, Ed, 8-9
Sabol, Steve, 8-9
Safe Water Systems, 482
SafeRent, 221
Sales:
forecasting, 300-302
forecasting for a business start-up, 304
profit margin on, 343
10 total assets ratio, 341-342
to working capital mtio, 342-343
See also Existing husiness, buying;
Selling process
Sales and Marketing Management's Survey
of Buying Power, 181, 428
Salfi, Jason, 418
Saline Seed. 43
Sally, Jim, 142
Sandpiper Networks, 387
Sapio, Rick, 343
Sappenficld, Jana, 120
Savings and loan associations (S&Ls), 409
sbfo.com, 234
S.C. (service corporation), 114
Scan test, advertising, 251
Scanivalve Company, 434
Schirf Brewing Company, 252
Schirf, Greg, 252
Schnatter, John, 119
Schools/institutions, forging relationships
with, for recruitment purposes, 492
Schultz, Howard, 189
Schumpeter, Joseph, 43
Scifres, David, 216
Scooter Store, 491
Scott, Tom, 268
Scully, Michael, 366
“Seal programs,” 24 |
Search Engine Watch, 235
Sebago Brewing Company, 317
Secondary research iechniques, 181
Sections, 369
Secure sockets layer (SSL) technology, 243
Secured loan, 405
Securities and Exchange Commission
(SEC), 80, 111, 395
filing a registraticn stalement with, 398
ohjective in creating SCOR, 399
Security agreement, 312
Security Snapshot system, Intemational
Computer Security
Association, 243
SEI Investments, 446
Seibert, Fred, 85
Self-directed work tzams, 505-506
Self-employed people. 6
Selling 2.0 (Gordon), 192-193
Selling process:
empathetic approach, 256
monitoring sales efforts/results, 256
multiple objectives, setting, 256
selling system, establishing, 256
value, stressing, 256
Semel, Scott. 141
Seminars, sponsoring, 253
Sequins International, 449
Serial entreprencurs, 4
Service economy. shift to, 12
Service mark, 60
Service Master, 116
7(A) Loan Guaranty Loan, 416
Severiens, Hans, 387
Shapiro, Diana, 240
Shapiro, Gregg, 240
Shared adverusing, 275-276
Sharp Circles, 451
Shell Oil, 133
Sherman Antitrust Act, 282
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Sherrifl, Marcia, 19
Shipping terms, changing, 318
Sholes & Company, 43
Shopping networks, 263
Short Stack Inc., 164
Short-term loans, 404405
floor planning, 405
lines of credit, 405
Shultz, Howard, 89
Siegel, Rene, 307
Siegel, Steve, 132, 451
Siemens, 166
Signal Corporation, 492
Significant competitors, 80
Signs, 448
Silly Putry, 205
Silverman, Stephen, 180
Silverman’s, 180
Simmons Study of Media und Markets, 181
Singer, Susan, 73
Six-sentence advertising strategy, 250
Skate America, 216 o
Skiles, Mark, 506
Skill variety, 509
Skimming, 153
Sluggers Batting Cage LLC:
business plan, 529-540
batting cage, 532
Bull Pen, 532
company ownership, 531
company summary, 531
competition, 536-537
competitive edge, 536
Dugout, 532
executive summary, 530
financial plan, 538
Hartsville community, profile
of, 533
keys to success, 530-531
location, 536
main desk, 532
management summary, 537
market analysis summary, 532-533
market segmentation, 534-535
mission, 530
objectives, 530
personnel plan, 538
pricing swategy, 535-536
sales forecast, 537538
sales strategy, 537
services, 532
start-up summary, 531
strategy. 536
larget market segment strategy, 535
cash budget, 543-545
floor plan, 541
location map, 539
profile of investors, 547
Small business:
pricing policies, 277-278
steps to encourage prompt payment of
invoices, 309
Small Business Administration (SBA), 16,
361,404, 415419
ACE-Net, 387
Certified Lender Program (CLF), 415
Expon Working Capital Program, 474
home page, 429
loan programs, 409, 416-419
7(A) Loan Guaranty Program,
416417 :
CAPLine Program, 417
disaster loans, 419 .
Export Working Capital (EWC)
Program, 417
Microloan Program, 418
Prequalification Loan Program,
418-419
Section 504 Centified Development
Company Program, 417418

Low Doc Loan Program, 416
Preferred Lender Program (PLP), 415
SBA Express Program, 416
Small Business Development Center
(SBDC), 429
Small Business Development Centers, 361,
367, 404

D, b

(SBIR) Program, 413-414
Small Business Investment Companies
(SBICs), 411-412
Small Business Lending Companies
(SBLCs), 412
Small business, marketing function in, 174
“Small” business, power of, 21-22
Small Business Reporter, 347
Small Business Technoiogy Transfer
(STTR) Program, 415
Small businesses:
causes of cash flow problems in, 305
going global, 463-485
and promotional evenis, 254
and teenage market, 365
and underpricing, 25
Small Company Offering Registration
(SCOR), 399400
Smart Inventions, 262
SmartClicks, 266
Smarter Living, 229
Smith, Greg, 350, 355
Smith, Jill and Doug, 25
Smucker, Tim, 195
Snow Masters, 196
Socially responsible acts, as public relations
efforts, 253
Sole proprietorship, 100-102
advantages of, 101
defined, 100
disadvantages of, 101-102
taxation, 101
Sonic Drive-in Restaurant, start-up cost,
122
5.08.,5
Sourcebook of Zip Code Demaographics,
181
South Korea, cultural differences, 480
Southwest Airlines, 78, 489
Space Adventures, 188
Spam, 229-230, 266
Specialized SBICs (SSBICs), 411
Specialty advertising, 270-271
Spectrum Control, Inc., 205
Spencer Reed Group, Inc., 512
Split-brain phenomenon, 39-40
Sponsorship, 254
Sports events, sponsoring, 253-254
Sprirg Street Brewing. 401
Springboard Enterprise, 371
Springboard Venture, 371
Springfield Remanufacturing Corporation,
515
Spun.com, 222
Spurring the imagination, 46
S.T. Lube, 294
Stachowski, Richie, 164
Stack, Jack, 515
Stacy's Pita Chip, 90
Stage of growth, 376
Standard and Poor's Register of
Corporations, Executives, and
Industries, 181
Standard Industrial Classification (SIC)
Code, 328
Standard partnership agreement, 103104

Directory of Mailing Lists, 181
Stanley Brothers Fumiture Qutlet, 234
Stanley, Thomas, 6
Staples, 81,411
Starbucks, 89, 189190, 513



Start-up costs for franchises, 122
State and local loan development programs,
419
State and Metropolitan Data Book, 181
Statement of cash flows, 327
Stathakis, George, 395 i
Statistical Abstract of the United States,
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