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EXECUTIVE SUMMARY
Sluggers Batting Cage, LLC will be an indoor baseball/softbafl
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-
sion, goals, and objectives of Sluggers.

Sluggers' ability to cater to the needs of its customers by providing year-round batting prac-
tice. knowledgeable m agcisscn and rtff, a fun aunuphare. and cons'encnt 1O5t5OO 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:

I. Show a profit by year 4.

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

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 Ratting Cage is an indoor, year-round baseball 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 baseball while enhanc-

ing their skills.

KEYS TO SUCCESS
The keys to success for Sluers Batting Cage are as follows:

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 to
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.

Atmosphere: Sluggers will create a "major league" feel to our indoor batting arena by using
vibrant colors, firs! class equipment, and sponsorship banners, displaying 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 alt parties(whether
they participate or pist drive the atom taxi) enjoy their experience and wtll want to frequent our
facility often.
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3. Knott /edgeable/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
Sluscers Batting Cage will be a limited liability company that will he privately owned. Linzie
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

Land

Building

Pitching Machines

Baiting Equipment

Dimple Balk

Helmets

Radar Gun

Papet 1vi,,tciials

Decor

Legal Fees

Cleaning Supplies

Furniture

Computer Supplies

Vending Machines

Taken Card Machine

Miscellaneous Goods

S
	

10.000

$ 205,000

S 250,000

$
	

10.000

$
	

1,875

$
	

720

S
	

152

S
	

395

S
	

200

S
	

200

I ,tltJtJ

$
	

175

$
	

1,500

S
	

2.000

S
	

3.000

$
	

1,000

S
	

500

S
	

487.717

start-up cash on hand

corner of Lakeview Blvd and Bus 15

(including neis/fencing/parkingletc.)

8 machines

25 hats $75/bat)

S29.99/dozen-24 dozen

20 helmets (S7.60/helmet)

for bull pen

forms/etc.

P icture frames, bulletin boards/etc.

business licence/setup. etc.

rnops/brooms/vacmmum,Jehemjcals

couches/chairs/TV

computer/printerfetc

vending machines for snacking

to use for Baseball Bucks

misc.

li/a

Warren G. Arthur

lowest hid

Athletic Training F.qmiipment Company

Baseball Warehouse

Baseball Warehouse

Edge Athletics

Baseball Tips.corn

L) & C Printers

Wal-Mart, etc.

Stanton & Jones Attnys at Law

Lowe's/Wal-Mari, etc

van ous

Gateway

American Veitdtng Distributors

unknown—estimate only

various
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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 hich-quality hasbail .-It bats of vaiyirg kugths 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 propel safety techniques.

BULLPEN
The Bull Pen, located at the far right of the tacility, 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 he mounted in order to measure
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 facility. A PowerAde drink machine
and a Pepsi drink machine will 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 all 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 Bull 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 troops to post information regarding upcom-
ing activities, events, and registration.

MARKET ANALYSIS SUMMARY
Sluggers will be the only indoor baseball facility in all 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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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
play ing Little League Baseball, all the way up to 60-year-ojds p laying Church League Snftbafl
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 tcsrn rosters for the
year 2002. This number includes boys' baseball, ages 6_1 5; girls' softball, ages & 17 industrial
League softball, men's and women's; Church League softball, men's and women, 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 E'-lartcville
is 37.2 years. The target area that Sluggers is most interested in are the age groups of 5-19 years old,
and 20-44 years old. These two groups combined equal 54 percent of Hartsville's total population.

85 years and Older	
Haruville Population Orsrrihurnon

20 to 44 ye.io
32%
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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 fnarket for Sluggers is the Summertime Sluggers
group. This group mainly Consists of working moms and dads who participate in .snfthall ivanss
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 be g inning 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 lar gest percentage of our 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 

i
nstead of relying on a parent or

guardian to provide them with transportation. 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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Market Analysis

Travelers: A final group LltSiUggawould like to cater our marketing toward is the Travelers
groups. With Hartsville being.hometo two large recreational lakes, one college, two golf
courses, annual Jazz Festival, aead:the 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 School annually hosts the Southeastern Baseball
Classic, which brings the top 15 teams from the Southeast for a week filled with tournament
play. Sluggers hopes to cap i talize on the Travelers: whether they're here for thc baseball _-
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 check 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.

Some of the ways Sluggers will get people into the facility include:

1. Introducing our business to the community with a huge grand opening promotional event that
will be free to everyone.

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

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

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

5. 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:

$150115 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. $5012 hr Birthday Pares This price is available 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 reserved at least one week in advance.

Customers will use "Baseball Buc" to pay for these services. At the main desk, customers
may purchase a Baseball Buck cardfor fifty cents. After purchasing the card, the customer may
place any dollar amount of money on the card. The card may be used at a later time, and the bal-
ance will carry over if not all of it is used. This procedure prevents awkward fumbling around
for coins and correct change, alleviating paints from being frustrated by constantly pulling out
more money. Since Customers get to keep their cards,They will be reminded of Sluggers each
time they see our card in their wallets.

After using these pricing strategies for. wli1e and becomin g firmly estahiishes-4 . Sloggers
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-hall, Major . Pony, and Major 

fi
el

d
s, two miles from Lee Street

(uftbaii Complex, one mile fruits 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. Our 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 facilit y . Sonic offers one slow-pitch and one fast-pitch outdoor bat-
ting cage for a price of $50 per I-S 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 advertiirsg

• Peak operating months February to July

• Yearly sales increase

10 percent increase in year 2

12 percent increase in year 3

13 percent increase in years 4-5

• 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 earn-
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 Batchelor, 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 priorit y will be given
to applicants with baseball experience to ensure a Well-informed staff. Ajanitor will he hired to
clean the facility each evening. Manager's résumés are available under separate cover.
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Sales and Income Projections	 $160000
Blue bars: Sales
Grey barn: Not Income 	 $140,000

$120000

$100,000

$80,000

$60,000

$40,000

$20,000

$

$(20000)

$(40.000)
Year 1	 Year 2	 Year 3	 Year 4	 Year 5

Years

PERSONNEL PLAN
Personnel	 Approximate Suliuv

Linzie Steele	 $20,000
Gregory Batchelor	 $20,000
Part-Time Staff	 $6,000 (20 hrs/wk for 50 weeks, $6.00/hr)

FINANCIAL PLAN
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	 $ 25,000

Loan	 $300000
Private Investors (see Appendix D) $ 175.000
Total Funding	 $500,000

SUMMARY
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
this company and possible expansion into other areas of the state/region.
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Profile of Investors
ix

Linzie Steele, Owner and Manager
Hartvilk, SC

Gregory Batchelor, Owner and Manager
Hartsville, SC

John Roth, Investor
Manager of Outage and Operations,
CP&L
Hartsville, SC

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

Orlando Hart, Investor
Retired
Scranton, SC

Thaddeus Stem, 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
Patnck, SC
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A

Abbasi. Nato,, 473
Absolute coat, 257
Absorption coSting, 284
A.C. Neilse,t Retail lndo, 181
Accounts payable, 312-314

inventory, 313
Accounts receivable, 307-312

accelerating. 308-312
collection blunders, 311
credit and collection policy, establishing,

JO 1-31^19
lockbox, 312
managing, 305
security agreement, 312

Accounts receivable financing, 407
Accurate prices, establishing, 25
ACE-4et, 387
Achievement, valuing over money, 5
Acid test ratio, 335-336
Acosta, John, 414
Acquiring a business, See Buying as exist-

ing business
Acquisition process, 155
Adams, Kai, 317
Adjusted balance sheet technique. 156-158
ArtIer, Cr!ye, 366
AdobcSyensairsc,523:
Advance rate, 407
Advanced Tissue Sciences, 46
Advertising, 250,-252,367,376

banner ads. 263-266
budget, 272-276

preparing. 272-274
click-through rate, 265
cooperative, 273
e-mail. 266
expenditures by medium, 258
Fundamentals of a successful advertise-

went. 251
hybrid forms of promotion and. 254-255
Impression, 265
in-store, 271
media comparison, 272
media selection process, 256-272

direct malt, 263-264
directories. 269
endorsements, 258-259
"high-tech" direct mail, 264
key concepts, 257-258
magazines, 263
newspapers, 259-26fi
outdoor advertising. 267-268
point-of-purchase ads, 271
radio advertising, 260-261
specialty advertising. 270-271
television, 261-262
traditional media options. 258-272
uarnsit advertising, 269
word-of-nton,nth advertising, 258-259

planning calendar, 274
shared, 273-276
six-sentence advertising strategy, 250
target audience, 250
trade shows. 269-270
transit, 269
word-of-month, 258-259
Yellow Pages, 313
See also Marketing

African Americans, 16, 176
Agenda Dynamics [tic., 48
AgenllDsstribotor Service (ADS). 470
Alt5 glis. Tencly, 40

Alexander Doll Company, 458
Alexander, lay, 522
Alexander Machinery, 522
Alice An Wonderland (CarmIl), 82
Alien corporations, 108
All the Right Gifts. 240
Alien, Paul, Ill
Alien, Trip, 51
AltaVinta, 235	 -	 -
Altrec.co,n, 228
Altachul, Rsndi, 57
AiwniPlate Inc.. 76
Amazon.comn, H, 35, 58, 76, 221, 385 386
Ambiguity:

avoidance of, 44
tolerance for, 5

AMC Entertainment, 435
AMC Grand, 435
AMCAL, 408
AMD Telemedicimse, 464
Antencan Almanac of Jobs and Salaries,

512
American Association of Franchisees and

Dealer,, 130
Americas, Champion Aircraft, 86
American Collectors Association 309,31(1
American Franchise Association 130
,srntflc-O,n Marketplace, The: Demo pranh,rc

and spending Patterns, 428
American Stock Exchange (AMEX). 395
American Wrage.r and Salar y Sue-rn-(Gale

Research), 512
Arn,erkan Wholesalers and Distributors

Directory, 181
American Wilderness Experience, Inc., 50,

52
Americana with Disabilities Act (ADA),

'147-448	 -
AMK Manufacturing, 409
Amrncen, Jim, 1 78
AttsoakoAgyei, 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
AngelMonry.con,, 387
Angle, Cohn, 4
Answer syndrome, ore-correct. 42
Anticipated expenses, 331
Anticipated expenses for flinsiture, fixtures,

and equipment, 332
Antitrust units, and franchising, 123
Apax Partners, 391
Apple Computer, 389.411
Application service providers (ASPs),

Anal International Inc., 4
Armstrong. Lance, 254
Around Your Neck franchise. 133
AmlhssrAnderaen 131,420, 421
Article clipping, and creativity, 50
Articles of organization, 113-114
ArIsfictat istelligcnce (Al), 241
Ash, Mary Kay, 12
AxianAmericans. 16, 176,177
Asset-hued financing. 407-408
Asset-based lenders, 406-407
Assets, 330-333

balance sheet, 156, 324-325: 377
current, 324,383
used, 324

intangible, 149
net tales to total assets ratio, 341-342,

349
trust, setting up, 523

Astor, John Jacob, 7
AT&T, 389

Small Business Lending, 409
Atkinson-Baker At Associates, 334
Atkinson-Baker, Alan, 334
Atlanta Bread Company, royalty fees, 122
Auction sites, 213
Atsdmzocc, end	 .t.asssg, 257
Austin. Nancy K., 451
Autonomy, and job enrichment, 510
AutoTrasder,conn, 214
Average age of inventory, 340
Average collection period ratio, 340-34!,

349
Average costing. 157
Avenge inventory turnover ratio, 338-340,

349
Average payable period ratio, 341.349
Aviles, An Jr., 399
Avis Preferred set-nice program. 192
Axelton, Karett, 499

Baby Roomers. 133
Back office design, e-commenve. 222-223
Back Woods Groccrv, 231
Bad checks, minimizing tosses from, 318
Baja Fresh. 177
Balance sheet, 324-325, 377

technique, 156
Balanced scorecard, 91-92
Ballon, Marc, 374
Band of Angels, 3117
Bank draft. 471,
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 Escenluals, 192
Barnes and Noble, 191
Barsky, Constance, 187
Bartering, 316,472
Raskin Robbins, 133
Batteries PIus, 88
Baxter, Ales, 227
BBBOnLine, 219, 230, 24!, 242
bCentraj (Microsoft) 726 266

Submit It'. 235
Beach 'N Billboard, 268
Becker, Mike, S
Beckham, Lisa, 231
Beckham, Pact. 231
Beige Book (Federal Reserve). 364
Bel Air (MD). 445
Believability test, advertising, 251
Bell, Alexander Graham, 386
Bell, Jean, 492
Bellybra. 35
Below-market pricing. 284
Ben & Jerry's Homemade, Inc., 11.73. 164,

401
Benchinarking competitors' products. 80
Benefits, 364
Bennis, Warren, 35
Bergh, Arse, 117
Hergqvist, Yngve, 87
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Berton. Lee, 345
Best Buy, 174
BesterWeb, 241
Beans, Jackie. 385
Beans, Jeff, 11,35.385
Beans, Mike, 385
BHAGs, 82
Bhidd, Amar, S
Biddk, Mike. 51
Big Bang Products, 54
"Big box" retailers. 76
Big Toys, 76
Bigntep.com. 226
Big-tram venture. 504
Big-least venture management style. 504
Billing, cycle. 309
Binney & Smith, 205
BioAVERT. $0
Birch, David, 21
BizLsnd.com. 226
BizPlan Builder (lists Tools), 361
BizRatccom, 221
Blanchard, Ken, 71
Blanepaita, 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
Bodyslitsmcrs®. 61
Boeing, 78
Bonds, 410-411
Boone Bell, 493
Book Report Network. The, 433
Book value vs. market value, 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. 35$
using, 355

Brick Store, 154
Briggs, John, 220
Brill, Michael, 449
Brodaky, Noon, ISO
Brown, Jeff. 389
Brown, Keith, 388
Brown, Rita Mae, 358
Bucelti, 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 also Cash budget; Cash management

Build decision, 459
Building interiors, 448450
BulidSoft Inc.. 388
Bulk transfers, 151-152
Burger King, 75

franchisees and national advertising pro-
gram, 120

Barkley. Matthew, 434
Burnett, Leo, 364
Burrow, Grady, 449
Bath, 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, ISO
Business climate, and the location decision.

430
liusncns dircctn,,cs, is's
Business evaluation, Sec Evaluation of a

business
Business formal franchising. See Pure fran-

chising
Business ideis, presenting to potential

lenders and im'ettcrs, 383
Business Incubators, 444
Business Information Sources. 181
Business ownership, forms of. 99-138

characteristics. 116
corporations, 108-I11
franchises, 118-133
joint venture. 115-116
limited liability company (LLC),

111-114
rthcrthsp, 203-l0

professional corporation. 114-115
Scorporstiott, 111-113
sole proprietorship, 100-102
See also Cultural divrrity of entrepre-

neurship; Franchising
Runtiness Periodicals hider, 18!
Business pin, 174. 358-380

competitive tent, 360
defined, 359
developing, 29
elements of. 361-371

business and industry profile, 363-364
business strategy. 364
company history, 362
competitor analysis. 362
executive summary, 362
foeecasiedlpro forms financial state-

ments, 369-370
loan or investment proposal. 370-371
management team description,

368-369
marketing strategy. 365-368
mission statement, 362
plan of operation, 369
product/service description, 364-365

format. 375-378
functions nerved by. 359
keeping current, 319
making the presentation, 371-372
reality test. 360
reasons for developing, 359
ass reflection of its creator. 361
tips for writing, 370-371
typical length of, 362
valise tess, 360-361
what lenders and investors look for in,

372-374
working vs. presentation, 310
Sc. also Financial plan; Strategic man-

agemesti process
Business Plan Pro (Palo Alto Software),

361
Business planning software361
Business ratios, interpreting, 344-350

Business Security c'Josoust, The, 242-243
Business strategy, format, 376
Business valuation, 156-162

adjusted balance sheet technique,
156-158

balance sheet technique. 156
capitalized earnings approach. 160
discounted futureearnings approach,

160-161
eans'mga approach, 158-159
excess earnings method, 159-160
market approach, 162
summary of techniques, 163

Business-to-business c-commerce, 223
Business-to-consumer c-commence, 223
Buy decision. 459
Buying an existing business, See Existing

buiineu, buying
Buy/sell agreement, 523
bursts. Tony. 56
Byckiewica, Stephen, 385
Bylaws, 109
Bypass trust. 523

C corporation, 165
Cabels, Dick, 188
Cabeia, Jim, 188
Cabela's, 188
Calf Express, 75-76
Cafeteria benefit plans, 513
Cajisha Cycles, 275
Calder & Calder Promotions, 279
Csier, Linda, 279
Calmn, Robert, 366
Calhoun, George, 47
California Pizza Kitchen, 28
Callaway Golf Company, 59, 411
Camp Echo Lake, 522
Camp Metoopole South African Credit Co-

Operative (SACCO), 410
Camp Slarnip, 374
Campbell, "Cot," 107
Camping World, 216
Cspelown.Rio, 242
Capital:

choosing the right sources of, 382
debt, 384-385
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
CAPLinc Program. 417
Capturing ideas, developing a procedure

for 46-47
Card verification value (CVV or CVV2).

243
Cardiac Focus. 387
Carmen, Joe, 17
Carnegie, Andrew, 7
Carpal tunnel syndrome (CTS), 448
Camer Corpus atis,ti, 22
Carrier Engineering Company. 22
Carrier. Willis, 22
Carroll, Lewis, 82
Caracom, 214
Cattier, 276,433
Cash, 294.404-405

avoiding the crunch, 313-320

-
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bauteting. 316
business plan, keeping Current. 319
employee theft. 318
overhead costs, trimming, 316-318

profits compared to. 297-2918
Cash budget. 298-300

defined. 298
preparing. 298 306

adequate mutimuin cash balance.
determining. 299-300

cash disbursements, forecasting,
303- -305

cash receipts, forroaslig. 302-303
estimating the end-of-month cash bal-

ance, 306
sales, forecasting, 3011-302

for Sinai) ,t. nw,t;tcsrr. 10{h_102
steps in completing, 299

Cash disbursements. 314
forecasting, 303-105

Cash discounts, 313
Casts flow, 154 .. 155. 293-322

defined. 297
Cash flow cycle. 295-298
Cash flow forecast, 308
Cash (low statement. 377
Cash ticattagersient. 294-297

accounts payable, 312-314
accounts receivable, 307-312
harirritig. 316. 472
cycle, cash flow, 295-296
defined. 294
iflsCfltOt5, 319
overhead costs, trimming. 36-318
surplus cash, investing, 320 't.
See also Business plan; Cash budget;

Existing business, buying; Financial
plait

Cash receipts, forecasting. 302-703
Cash supply. 19-30
Caskelfumiiure.com . 203
Cassidy, Mike, 374
CasInOS, corporate. 20
"Category killers." 174, 182
Cathy, Truth, 72
('alIbi. Katherine, 47
Caudton. Shari, 516
Cause marketing, 276
Cavalltir(a, Robert, 474
Cettilever, 164
Cuau; Bureau. 5cc ifS. Corset flutes',
Census data, 181
Census of Business (IRS), 147
Central Intelligence Agency (CIA). In -Q-

Tel, 389
Century 21, (32
Cerronc, Linda, 214
Ccrrrurue Nitsar, 214
Certified development company (CDCi,

41'-4 18
Certified Leader Program (CLF). 41S
Certibudntail cons. 92
Cessna Aircraft Cottupaev. 413
Cessna Learning Work Covip(ex.41
UFR (Cost and Freights, 475
Chanspioa Ass ords. 306
Chang, David, 426
Champ, Don. I]
Chris5. Leo, -149
Change of scenery, and creativity. 52
Channeled Resources, 315
("htainels 01' distribution, conan tier goods,

206
Chapin. Darlene, 492

5,,nrv.tt Torn '7(5

hacks. 243Chiur;.
Charles, Victr,c, 212
Chaelrv'v Sneakers, 133
Chase. Reid, 141
Check fraud. 1(6

Cheetah Technologies, 492
Chelsea Milling Company, 200
Chemdes. 374
('hestniat,, Spencer, 732
ClnesronTexaco, 389
Chick-SI-A. 72
Chico's, 192

PassportClab, 192
Chico's FAS, 176
Children, and Creativit y, 48
China, 2. 17. 60, 133. 473, 481

coltoral differences, 481
Chipotle, 177
Chocolate Gecko, The, 414
Chispard, 276
CIF (Cost, Insurance, and Freight), 475
CineMatch, 70
C (Carriage and Insurance Paid 10),475
Civonit City. 76. 174
Cisco Systems, 386, 513
Classic style of management, 503
C(ausscn, David, 148
Clayton Act, 281
Clean Net USA, 116
Clementine, 1182
Cleveland Mascara, 49
Click-stream analysis software, 240
Click-through rate, 265
Clii' Bar, 513
Clifton. Suzanne, 29
Closets by Design. 122
Clustering, 240
CMF Ccnfcre nee Video. 388
Couch Works, 76
Coastal Cotton, 426
Cobbi, Margaret, 243
Coca-Cola, PrO

Cogan, Chris. 223
Cognetics. 21
Cohen, Bea, 12.401
Cole Krataer Imports, 141
Collaborative fslteritsg. 240
Collection agency

'
 hiring. 309. 310

Collection hlundrtr. 211
Collins, Jima, 82
(Tonithin'al,Ott franchising. 133
('ontedicus. Inc.. 444
Comet Skateboard. 318
Corn nre,nal Atlas anti Marketing Guide

(Rand McNally). 428, 428
Commercial tisaimec companies. 408-409
Com,tier'cial Law League of America, 309
Commercial loans, 405
Con ,mercsa! ,Vei,',t USA. 470
Commercial Service international Contacts

ICSICI List. 470
Commitment, 5
Commutut'. and industry boards. volunteer

inig to serve on. 253
Community Development Block Grants

(('DBCss). 413
Cornmuniry pr'o]cci. sponsoring. 253
Comnmunnity shopping centers. 440
Compact discs lCL1vl, Placing advertise-

octuiv on. 26I
Company goa1s and objectives. 376
Company history:

business plant, 392
format. 375

Company productv/sersrccs. format, 376
Company strengths and weaknesses. icicirti'

fyieg. 75
Compaq, 403
Comparison shoppers. .15(3
Compensation and rewards. 512-315
5 7utpetmttun:

analyzing. 79-91. 151. 377
competitive advantage. 69-71

defined, 69
competitive edge. 182. 392

competitive i ntell igence CI), 80
covenants not to compete, 152
hiring the right employees, 490-'496
profile flmatrix. competitive. 81

Crtunpvsitis'e strategy. 376
Competitive test, business plan, 360
Comprehension test, advertising. 251
Comprehensive liaR; hiving. See Pore fnon

shiv ing
Comptecnnix Corporation. 345
Computer Gallery, 299
Computer Security Institute, 242
Computer-assisted manufacturing

(CAD/CAM). 201
Council. Charlemin, 421
Conner, June, 311
Container Store, The, 68
Uonttflac-us improvement, 193
Contract assignments, 152
Convergent thinking. 51
Conversion franchising. 132
Conversion (or browse-to-hay) ratio, 240
Conversion [ale. 216
Conway. Craig. 497, 496
(Cisokics, arid the Internet, 266
Cookies Cook'n, 276
CoolTronics, 14
Cooper. Robert, 36
Cooperative advertising, 275
Coordinator style of management, 504
Copernicus, 464
Cupretmeurs. 19 20
Copycat producers. 59
II) symbol. 61
Copyrights. 61-62

registering. 62
Core coitipetencies. 69
('orhart Refractories Corporation, 270
CorpFlQ. 399
Corporate castoffs. 20
Corporate dropouts, 20-21
Corporate venture capital, 388
Corporations, 108-Ill

advantages of. 109-110
alien, 108
"alter ego doctrine." 109
bylaws. 109
defined, 108
disadvantages of. 110- lIt
domestic, 108
foreign. 108
incorporation. 108-109

certificate of, 08-109
limited liabilit y of siockholders, 109 ItO
right of first refusal. 109
taxation, 110
transferable ownership. ItO

Certain. 276
Cssenuiito. Jaitmes A., 130
Cosmic Pet Products, 165
CuriO leadership strategy. 155
C','st ,iffl,'titig Raciness reports (flue &

Brad.streel). 330
Cost of goods sold, .925
Cost if quality COQ). 193
Cost Per action ICPAI, 241
Cost per order (CPO). 241
Cost per thousattd (CI'M(, 257-258
Costs:

absolute. 2.57
absorption cosiing. 284
01 goods sold. 3215
opportunity, 153
risnmhvsd, 316-318
rel,ttis'e. 257
See mlii; Expenses

Ct,i,dal, Jim. 229
Cotrdal Partners Inc . 729
Counter, and c .coiamerce. 240
Cnttnleetrading, 471-47'
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Country and industry Market Reports, 472
Country Directories of International

Contacts (CDIC) List. 470
Coun ty and City Dana Rook, 427
County Business Puztemu, 433
Cowney. Court. 92
Coasts, 406
Covenants not to compete. 152
Covey, Stephen. 487
Corn Ed, S
C.?. Shipping. 492
CPT (Carriage Paid To), 475
Cracking Creativity: The Ses'mLt of

C,eratis. Geniuses (Michalko), 57
Craftsman managesoenl style, 503
Crane, Steve, 399
Creative i,abnekn. 	 47
Creatsve capital. 414
Creative exercises, 39
Creative p.ocexn, 50-54

illumination, 52-53
implementation, 53-54
improving, 54-57

brainstorming, 55-56
mind-mapping, 56
rapid pas*otypisg, 56

incubation, 52
investigation, SI
preparaliott,5O-'Sl
transformation, 51-52
verification, 53

Creative thinking. 39-42
learning, 48
split-brain phenomenon. 39-40

Creativity:
harriers to. 42-45

avoidance of ambiguity, 44
believing "I'm 1101 creative", 45
blindly following rules. 43
conformity, 44-45
constant practicality. 43
leering mistakes and failure. 45
focusing on "being logical". 43
one "right" answer, searching for, 42
over-specialization. 44
viewing play us frivolous. 43-44

defined, £'
enhancing, 45-50
and entrepreneurship. 35-37
expecting. 45-46
leading, secrets for. 47
as necessity for survival, 37-39
its 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 tenses, 309
Credit unions, 410
Crbtsse de In Crème child care centers, 277
Critical numbers, 346
Croce, Pat, 196
Cross. Beth, 4
Crosts, Raymond, 449
Cronan. Tim, 388
Crowley. Chris and Ralph. 84
Crown Products Inc.. 417
Culinary Capers, 196
CaBins. Gary, 374
Cnslliee, Curt, 482

Cultural barriers. to international tr*de.
479-484

CoIWml 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

sni
participative management, 501-502
sense of firs in the workplace, 501
sense of purpose, communicating to

employees. 500-501
stricture, 503-504

big-team venture. 504
classic style. 503
coordinator style, 504
craftsman style. 503
erstmprrtsrur-plus-emplOYce team. 504
self-directed work teams, 505-506
small partnership, 504

work and life balance, respecting,
499-300

See also Organizational culture
Cttnene, NonS, 367
Curiosity. encouraging. 46
Current assets, 324. 383
Current liabilities. 324. 383
Current ratio. 335, 348
Curves for Women, 116-I1'?
Customer advisory panel. 181
Customer alignment. 185
Customer awareness, 185
Customer capital, 68
Customer feedback, 181
Csssts,mer loyalty. 184
Customer opinion polls, 178
Customer partnership. 185
CusknItf perspOctiVe balanced scorecard,

92
Customer relationship management (CRM).

182-184
Customer senssltvsty. 18,

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-

mess, 199
Customer(s):

customer-driven marketing program,
175-176

motivation to buy, 376
surveyn/qursllonlsatres. 181
testimonials and evaluations. 367

Customized Market Analyses (CMA5). 473
Cybenpix, 5
Cycle billing. 309
Cygnus Inc. 53

D&D Motors. 19
Daily transactions. 181
Dafla Gasperina, Lucio. 190-191
Dallmen, Barbie, 6
Danfotth, Doug. 6
Danko, W.11Aaun. 6
D'Aqstantm. Lisse. 414
Data mining, 182

and Harrah't Entertainment, 183
DataScope Pro, 182
Davenport, George, 19
David Clausen, 144
Davis, Geraud, 22
Daydreaming, and creativity. 52
Days' inventory, 340
Dayton, David, 76
DDP (Delivered Duty Paid), 475
1)1)13 (Delivered Duty Paid), 475
Debelsk, Don, 271
Debt, 318
Debt capital. 384-385
Debt ftnnnciisg, 403-412

bonds, 410-411
commercial bunks, 404
commercial finance companies, 408-409
commercial loans. 405
credit unions. 410
equipment suppliers, 408
insurance companies. 410
intermediate and long-Leon loans.

405-406
tnontb5ttk sources of debt capital, 406-408

accouSta receivable financing,  407
asset-based lenders. 406-407
inventory Iinsncirtg, 407

private placements. 411
savings and loan associations (S&Ls),

409
shorn-teem loans. 404-405
Small Business Investment Companies

(SB1C5). 411-412
Small Business Lending Companies

(SBLCS), 412
sources of debt capital. 404
stock brokera ge homes. 409- 410
trade credit, 408

Debt ratio. 336-338, 349
Debt to net words ratio. 337, 349

5,,iCC 5tatC, in prc.d..ct life cycir, 205
Delinquent accounts, collection of, 304
Delinquent customers, 309-310
Delivered pricing. 281
Dell Computer Corporation, 7, 12, 196.513
Dell. Michael, 7.12. 196
DeLoresas, John, 88
Delphiots's Research Ictellecmoal Property

Network, 59
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Due-on-sale clause, 152
Dtafficld, David A., 497
Dumping, 479
Dan & Bradstreet, 309, 346, 367

Coat of Doing Business reports, 330. 346
Indsorry, Noons and Eq Business' R,csiio,t. 316
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chines, 119

Early stage investing. 391
Earth Teka. 232
cRay, 213. 215, 361
EBIT (timea interest earned ,Suio).

337-338,349
E'commerce:

application service providers (ASPs),
226-227

approaches to, 225-227
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and the World Wale Web, 13
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reaping profits, 6

creative side of. 49-50
antI creativity, 35-37
cultural divensirv of. 14-21

copreneurs, 19-20
corporate castoffs, 20
Corporate dropouts. 20-21

Index	 567



family businesses. 19
horn-based businesses. 17
immigrant entrepreneurs, 17
minority enterprises. 16
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524-525
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franchising. 132.471,474
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hosiness recnrrtv 149
cash flow. 154-153
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disadvantages of, 142-144
ensuring a smooth transition, 146
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factors affecting, 168
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and the World Wide Web. 148
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See also Costs
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Export Trading Company Act (1982). 468
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477-478
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and stress, Ii
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Development (Hut)), 41
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(EDA), 412
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(SBIR) Program. 413-414
Small Business Technology Transfer
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U.S. Department of Agriculture (USDA).
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Service, 413

Federation of International Trade
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Feedback, 510. 5 15-518
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518
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desire for. 4
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taking action to improve performance,

518
upward, 520

Feedback loop. 517
Fegley, Tom and Sally, 44
Feinberg, Iris. fill
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Festivals/events, 253-254
Field & Associates. 510
Field, Andrew, 224
Field, Linda, 510
Field Thp Factory Inc., 73
Financial forecasts, 377
Financial management. 324
Financial perspective, balanced 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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types of, 118
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and the law, 124-126
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rewards/compensation, 513

Generation Y, 2
average number of hours online, 227
and product information, 215

Genesis Business Centers, 444
Geneva Corporation, 147-148
Geographic information, collection of, 182
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Grosape Dartone, 164
Growth and acceptance stage, product life

cycle, 205
Growth capital, 384
(iT Flow Technology. 20
Guerra, Francisco, 196
Guerrilla marketing:

plan:
building, 174-175
objectives of. 175

principles of. 184
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Home-based businesses, 17,441-442

rules for, 18
HotnBasrd Warehouse, The, 195
Honrvrutt. Rob. II
Hoover. Gary, 384
"Hot offices", use of term, 512
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472-473
International trade agreements, 481
International trade harriers, 478-481

business banters, 479
cultural barriers, 479-481
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political barriers. 479
quotas, 478-479
tariff barriers, 478

International Trade Exchange. 316
International Trade Program. 417
Internet, 2

and angel networks, 387
and credit chucks, 309
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market research. 178
marketing, 202
as a recruitment tool, 492
and speed as competitive weapon. 199
templates for writing job descriptions,

493
See also l5.cornmercn; World Wide Web

(WW
Internet service providers lISPs),

226-227
Internet \Vincs & Spirits, 226
InternetCoitnect. 397
lattesak. 234
Interstitial, 266
Introductory stage, product hId cycle. 205
Intrusion detection software. 242
Inventory, 315

of the customer data collected, 241
Inventory financing. 407
tsvrsirnettt banker. 397
tpsssitch Inc.. 499
Robot, 4

Irrevocable asset toast. 523
Irrevocable life insurance trust. 523
Irrevocable trusts, 323
Italy, cultural differences; 481
It's A Wrap! Piodtsetion Wardrobe

Sales, 86

J. B. Motorsport.l and Salvage, 419
i. M. Smucker Corupeasy, 195
Jackson, Suzanne, 317
Jacobs, I4srlott T.. 444
Japan. 22

cultural diftdrences, 481,5-581
Domino's Pizza, 471
export trading companies (ETCH, 468

franchising, 132
Japan External Trade Organization

(JETRO), 466
nteishi. 480
Percentage of population working to start

a new business, 2
tariffs, 479

J.Crrw, 234
jetitltac, 78. 394
iilfv brand, 200
Jiffy Lithe, 294
Job analysis. 493
Job description, 493
Job design, 509-515

organizational questions, 510
Job enlargement, 509
Job enrichment, 509-Sill
Job rt,tatiant, 509
Job sharing, 511
Job simplification, 50')
job specification, 493
Job specification, 493-494
JobStar, 512
Jothce, Kyle, 407
Joe Boxer, 268, 271
Joe Designer Inc., 51,95
Joe Pucci & Sons Seafood, 41$
Johnson & Johnson. 388
Johnson, Brad, 258-259
Johnson, Samuel, 293
Johnson. l'ory, 175
Joint ventures, 115.-I 16. 369,469 -470
Jolly Technologies, 414
Jones, Chris, 365
Jones, Clayton, 194
Journal of' Comrnerve Port Import &porr

Reporting Service (PIERS) data-
base, 80

Judge Ketlers General Store, 143
JumpStars Investments. 387
Juzaarg. Ivan, 188- 189

Kaht, Jack, 304
Kaizer, Henry, 88
Kanter, Rosabelh Moss, 106
Kaplan, Steve, 374
Kaptanges, Jimmy, 473
Karen Neubarger's Strepwear, 252
Katie's Koop, IS
Kale, Steven, 187
Kauffman, Marion, 21
Kawasaki. Gay, 294,366
KBKids.com , 242
Ketleltcr, Herb, 78.489
Kelley Manufacturing Company, 14
Kelly. Christopher, 12
Kemp, Dotty, 53
Kendall, Tits, 745
Kentscksi Fried Chicken, purchasing

restrictions. 123
Kerrigan. Nancy, 42
Kettering, Charles F. 45
Key advertising concepts, 257-258
Key success factors. 77

identifying. 79
Klishid. Lshna, 177
tOiL Metrics. 284
Kim. Sun. 417
Kinney, Anna, 409
Xiii.etoan, Joel, 366
Kiss My Face, 385
Kitty 'Hawk Capital 1.412
Klein, Andy, 401
Kleinberg Sherrill, 19
Kheiaberg. William. 19
Kletsser, Fred, 501
Kiernan, Charles, 176
Kn'auff, Mark, 289

Knight, (harks, 486
Knowledge management, 81-82
KnowX. 309
Kot'hig, Cindy, 39
Koehn, Nancy, 5
Ko8lcr, Phil, 187
Kramm, Kenny, 392-393
Krispy Karitte Doighnsli, 1311
Kcoc, Ray, 71, 123
Xropf. Fritz. 188
Kunair, John. 398
Kttpfer, David, 403
Kurzweil, Ray, 52

L.A. Bike Tours. 12
Lacoste, 277
Lamm, Chris, 418
l.ar.uisess, Ten, 265
Land, Edwin, 36
Lang. David, 275
Lange, Janet Harris, 48
Last-its, first-out (LIFO). 157
Larisr, (newspaper), 176
LaTorre, David, 407
t.avaMind. 253
layered finaacittg. 383
Layout, 445-459

Americans With Disabilities Act (ADA).
447-448

building interiors, 448-450
construction and external appearance,

446
defined, 445
entrances, 447
lights and fixtures, 450
for manufacturers, 456-458

factors in manufacturing layout,
456 457

features of a good manufacturing lay.
out. 458-459

fixed position layouts, 458
functional la youts. 458
manufacturing layouts, types of, 457
pox-ens layouts. 457
product layouts, 457

for retailers, 452-456
boutique layout, 454
free.farsti layout, 452-453
grid layout, 452.-493
separate the selling and rtonselling

areas of a store, 454
space values. 454-456

signs, 448
sire, 446
arid type of business. 450
window displays, 4447

Layouts, designing, 458-459
lbtstsa, Masora. 46
I.e Gette, Brim, 54
Leader pricing, 281
Leadership. 487-490

defined, 487
effective leaders, behavion of, 488-489
hiring.

effective interview, planning/conduct-
ing. 494-496

job analysis, 493
job description. 493
mistakes, 491-496
referrnct' checking. 496
10-step hiring and retention pnucesn, 498

is, og the eiglti ettigloyces.. 490-496
and management, 487-488
motivating workers. 200-520
it the sew economy, tips for, 490
recruitment, elevating to a strategic p00-

sos in the company, 491-492
small business leaders, tasks of. 480
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Learning environment. 502
Leaning, 149.317, 460
Lee, Kee, 417
Lee, Larry. 416
Left-brass vertical thinking, 39
Legislation:

Americans; with Disabilities Act (ADA),
447-448

Clayton Act, 281
Export Trading Company Act (1982).

468
Revised tjnifo,m Limited Partnership

Act, 107
Uniform tjnsitml Liability Act, 114
Uniform partnership Act (UPA).

103-104
It ' An,lttt,snvr,sinu Art. 479

Lemley, Brad, 403
Letsoar, 388
Leon and Pam Snidansis, 165
Leon, Willreclo, 176
Leonard-Barton, Dorothy, SI
Let's Go Party, 113
Letter of credit. 475-476
Letter of intent, 397-398
Lev. Howard, 130
Lev, Mel, 130
Lay, Russel, ISO
Leverage, lenders' view of. 339
Leverage ratios. 336.349

debt ratio, 349
debt to net worth ratio, 349
times interest earned ratio, 349

Levitt, Ted, 175
Levitt, Theodore, 35
Liabilities, 324.333
Licensing, foreign, 471
Lieb, Matthew, 365
Lieberman, Gerald F., 293
Liens, 151
linx, 151
Life insurance companies, a.'. source of

business capital. 4l0
Lighting, 450
Lii' Orbits, 469
Limited liability company (LLC), 113-114,

369
advantages of. 113-114
articles of organization, 113-114
colporate charactetislics, 114
ddvasstzgnx of 114
operating agreement, 114

Limited liability partnerships (LLPs).
107-108

Lttrtitcsl partners. lOS
Limited paroterships. 107
Line of credit, 405
Liptnsky. Tars. 42
Lipschulz. Levitt and Cray ILLO). 451
Liquidity, lenders' view of. 339
Liquidity ratios, 335-336,348-349

current ratio. 335, 348
quick ratio, 335-336. 349

Listening, and creativity. 48
Listening skills. developing, SI
LithoGraplm.s. 316
Loan Or investment proposal, 378

repayment schedule/exit strategy, 370
Loans.

amortization schedule, 405
Capital Access Programs (CAPs), 419
cash (low cycle and payment of, 295-296
commercial. 405

409
Iii

policy. 410
ratio analysis, 334. 337. 339
revolving Loan funds (RLFs). 419

Local data. 181
Location. 367, 377, 426.-445

choosing the city, 431-434
clustering, 433
compatibility with the community, 433
competition. 433
local laws and regulations, 433-434
police and lire protection, 434
population trends. 431-433
quality of life, 434
transportation networks, 434
utilities/public services, oonl of, 434

cost of. 434
choosing the region, 426-429
choosing the Region. 426-429
choosing the site, 435
rhoosissg the state, 429-431

business climate, 430
Internet access. 431
labor supply needs. 430
proximity to tssarkets, 429
proximity to needed raw materials,

429
tax rates, 431
wage rates. 429-430

sort 	 442-445
business incubators. 444
empowerment zones, 444
foreign trade zones, 443-444
coning 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
mdcc of retail aalstt'atiott (IRS),

436-437
physical, racial, or emotional bathers,

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

retail and service businesses options.
439-442

central business district (CBD),
439-440

hoots b2-rd t'usvinesoes, 441-442
tear competitors. 441
n.ighhnrhrwsd lorstiflnc. 4413
outlying areas. 441
stropping centers and malls, 440

selection process, 426
task of analyzing vat-is,uv potential loca-

tions, 428
trade area size:

degree of competition, 436
index of retail saturation SIRS).

436-437
retail compatibility, trail compatibil-

ity. 436
transportation network. 437

t.oekbos. 312
LudgeNet Entertainment Corporation, 336
Log-analysis software. 240
Lombardi. Victor. 384
Long-term liabilities. 324-325
Lord Jeffrey, 139
Liaveman, Gary, 183
Low Doe Loan Program. 416
Loyal customers, devetopmg/tetaimng. 193
Lucas Group, 227
Lucky Dogs, Inc.. 500
Ludski. Chantelle. 3. tO
Lukas, Paul, 200
Lusby, Mike, 154
Lusby. Nancy, 154
Lyons, 235
Lyons, Darryl. 431

Masan, franchisee training. 119
MacDonald. Elizabeth, 345
Mackay Envelope Corporation. 515
Mackay, Harvey, 515
Mackey, John, 506
MacLeod, Robert, 385
Marti, Steve, 474
Maddets,Orv, 178
Magazine advertising, 263
Mail Boxes Etc.. 25.57
Mailing lists, 181
Maivelett, Bonttse. 445
Malik, Amy, 196
MaIds. John. 196
Malki, Barbara, 275
rviasiagtiiidui succcsnsuil pins.,

creating a successor survival kit, 521
developing, 520-73
estate and gift taxes. 522-525
grooming the successor, 522
promoting an envirootneut of Oust and

respect, 522
select the successor, 520-521

Management team. 377
Managing effectively, 30
Monica,' 504
Manufacturers:

layout for. 456-458
factors in manufacturing layout,

456-457
features of a good manufacturing lay-

out, 458-459
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, 443-444
zoning maps, 443

mantifartmer's export agent, (MEA5),
468

pricing, 284-286
Manufacturer's export agents (MEAt), 468
Mnrenyi. 'roan, 142
Margin salt. 409
Margin loans. 409

r,-,,,.. in,"-a-..............
MartneMas, 197
Marion Laboratories, 21
Markdowns, 281
Market analysis. 367-368
Market approach. 162
Market information, ma 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, SOt
how toconduct, 179-182

analystssSnterpreestion of the data, 182
collecting the data, 179
defining the objective, 179
drawing conclusions and acting. 182

pnmary, research techniques, 181
secondary research techniques, 181
for small businesses exports, 472
tracking customer trends. 176-179
value of, 177-179

Market saturation stage, product life cycle,
205

Market sire and trends, 367. 376
Marketing:

attention to convenience, 194-196
cause. 276
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dedication to service and customer sails-
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
promotion, 207

plan, building, 177-211
quality goodslsorvicen, 192-193
"nhotgtmnpprostch"to. 175
strateg y, format, 376
target market, pinpointing, 175-176
on Ilte Wot Id Wide Web (W'sVW),

201-204
demographic profile of the typical

Web user, 203
and flexibility of worldwide npcm-

tion, 202-203
Internet users worldwide, number of,

202
links to other related Web sites. 203

Marketing communication plan:
operational elements 0f. 250-256

advertising. 250-252
hybrid fortnta of proreotiorifndvcrtis.

in8, 254-255
personal selling, 255-256
publicity, 252-253
selling process, 256-257
sponsorships and special events.

253-254
Marketing communications plan:

basics of, 241-249
unique selling proposition (DSP). 249

Mutton. 282-283
Markup, 282-283
Marshall, Frank, 37
Martin, Kip, 220
Martinez, Douglas, 308
Marvel LLC, 271
Mary Kay Cosmetics, 11,514
Mary Peltibonr Poole, 139
Master franchising. 133
Muster limited purtership (ML1's), 108
Matchmaker Trade Delegations Program.

470
Maturity and competition stage, product life

cycle, 205
Mayberty, Bob. 276
MBA Polymers Inc., 51
McCallum, John, 387
McCann. Jim. 223
McDonald's, 71, 75. 123. l77. 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, 8
McMtsIln, Craig, 387
McMarlrya,Aldett, 57
McNaughlon, Patrick, 48
Meblo, Inc., 17
Mcol .Chunnel. 383
MEE Productions, 135-139
Mehlhaff, Jerry and Charlene. 86
Meiahi, 480
META Group, Electronic Business

Strategies, 220
Metropolitan Statistical Arena (MSAs), 429.

'135

Mere, Don, 478
Mete loot and Dye. 477-473
Mexico, cultural differences, 48
MM)' Enterprises, 203
Michalko. Michael, 57
Mickel, Jim, 257
Micro Express, 257
Microloats Program, SIIA, 418
Microsoft, 111.384.387,389,513
Microsoft bC,entral, 226. 235, 266
Miller, Steve, 490
Milmicoep, 407
Mind-mapping, 56
Mind.Spring Complete Commerce, 226
MineScl, 182
Mitainnurs objective, 256
Minority enterprises, 16
Mirage costae, 377
Mission Critical: The 7 Ses'oaregk limps

That Derail Even the Smartest
Contpiatsie,t (Pickeri/Dcoo), 83

Mi'.ion sl,tettarttt, 72,362
elements of, 72-74
format. 375
tips for writing, 74

Mody, Roger, 492
Moll, Rodney, 202
Monarch. Brad, 317
Money 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, 513-518
job design, 509-515
rewardslcompcnuution. 512-515
top twenty ways 50 motivate employees.

516
Motorola, 388, 403
Moya, Joe, SI
Mulligan. Brennan, 13
Multiple unit pricing, 281
Mitltiple-unit franchising. 133
Multi-Stat&Cotalog Exhibition Program.

470
Manger, Charles, 173
Mttnre, Jenny, 524
Msrphy, Dan, 43
Murphy, Kent, ,3
Maseuloskeletal disorders (MSI)n),

448-449
Mutoalu.com , 343

Nance-Nash, Sheryl, 271, 366
Nantucket Nectars, 268, 502
National Association of Credit

Management, 309
National Association of Securities Dealers

Automated Quotation (NASDAQ),
395.397

National Export Directory (US.
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 Bank (NMI), 470
Naughton. (Jail, 46
Navta. Lit, Hamei, 50-i's
Naylor, Mary, 39
NCT Group, 53
Nealen'tati, David. 78. 394
Neenta Clothing Ltd.. 178

Neighborhood Loeution.s 440.440
Neighborhood shopping centeta, 440
Neill, Gene, 20
Nespole, Linda, 317, 344
Nestle S,A,, 388
Net proth margin, 343
Net profit on sales ratio, 343, 350
Not profi t to equity ratio, 343-344, 350
Net sales to total assets ratio,

341-342,349
Net sales to working capital ratio. 342-343,

349
Netesaine, .Sergui. 222
NetFux, 384
Neetlix, 69-70
Netnames. 234
"Neupreneurs." 13
Nerwonkiog. 219
nelworksolutions.com. 234
Neuburger, Karen, 252
New Orleans Stiperdome, Frmlink system,

192
New Pig, 234
New product:

market penetration, 279-220
pricing. 279-280

penetration pricing strategy, 280
skimming pricing strategy. 280
sliding down the demand curve, 280

New York Stock Exchange (NYSE). 395
Nessbertt, Fletcher, 48
Newborn, 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
NFl 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
Nikldtoo, Kniu,4l0
99 Cents Only, 86
Nukes, Jon, 262
Nonessential outlays, avoiding. 317-318
North American Free Trade Agreement

(INAr its), 452-483
Northgste Shopping Center ( Seattle.

Washington), 440
Northwest Energy Efficiency Alliance, 392
Nuggets, 182
TM syttibol, 61

0

Objectives, 83, 363
Occupational Outlook Handbook ( Bureau

of t,atmr Statistics), 512
Odd pricing, 280
Office of International Trade, 470
OfiRoad Capital, 403
Ogwal, Joseph, 410
Olson, Scott, 388
l8(t0flowers.coen. 223
One-correct answer syndrome. 42
One.srop shopping, 440
One-to-one marketing. 179,180
Online privacy. '19-210
Online surveys, 178
Open-book management, 508-509
i,pvratutg expenses. nzu--,L I

Operating leverage. 343
Operating ratios, 338-34 I. 349

average collection period ratio. 340-341.
3-49
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average inventory turnover ratio.
338--340.349

avenge payable period ratio. 341
net tales to total assets ratio. 341-342.

349
net sales to working capital ratio.

342-343,349
O.P.M. (other people's tneeey). 350
Opportunistic pricing, 281
opportunities. 75

identifying, 77
Opportunity coat, 559
Opt-in e-mail. 267
Optivo, 284
Orange SA.. 388
Orbital Research Inc., SO

C

Ogassizatiottel creativity, enhancing, 45-47
O,*ar,izational culture, 496-503

changing. 502-503
diversity, 501-302
icttegoty/booesty. 501
learning environment, 502
managing growth, 502-503
participative management, 501-502
sense of fun its the workplace. 501
sense of purpose, communicating to

employees, 500-501
auncture. 503-504
work and life balasee, respecting,

499-500
Outback Steakhouse, 412
Outdoor advertising. 267--268
Overdue accounts, 309-310
Overhead coats

check fraud, battling. 318
employee advances/ Loans, controlling.

318
expenses, evaluating periodically.

316-317
fixed Loan payments. negotiating. 318
nonessential outlays. avoiding, 317-318
part-time employers/freelance special-

ists, hiring. 318
shipping terms, changing. 318
trimming, 316-318

leasing. 317
used or reconditioned equipment. pur-

chasing. 318
cero-bawd budgeting (ZBB). switching

Sit

Overseas Private Investment Coqx,ratsofl,
474

Overseas shipping, 474
Overture, 235
Ovnhittsky, Stanford, 39
Owens Corning. 388
Owner's equity. 324-325
Ownership, forms of business. See Business

ownership, forms of

P.A. (professional association). 114
Pacific Rim, cultural difference, 481
Packard, Dave, 72
Pattern Bread. 177
Paooz Auto Development, 88
Patsor, Dan, 88-89
Papa John's Pizza, 119, 127
Paradigm. 37
Parker LePla, 307
Parker, Lynn. 307
Psrkv, Bob. 403

A___ 502 505

Partners, as equity financing source.
387-388

Partnership. 103-108
advantages of, 105
defined. 103

disadvantages of, 105-106
dissolution, 103-164
general painters, HIS
Limited liability partnerships (LLPx),

107-108
limited pastiness, 105
limited partnerships. 107
ir,anner limited partnerships (MLPS). 508
partnership agreement, 103
Revised Uniform Limited Partnership

Act, 107
Rosa Beth Kanter on, 106
standard partnership agreement, 103-104
tanslion. 105, 108
Uniform Partnership Act (UPA).

103-164
P,rtnerthin Oorpemrnt 103
Partnerships. 369,504
Part-lime employees/freelance, specialists.

hiring, 318
Part-time entrepreneurs, 17
Passion, as valuable asset, 30
l'arsta Press, 15
Past-doe accounts, 309-310
PatciaLinkuom. 400
PrIck Philippe, 276
Patemata, Steve. 176
Patent and Trademark Office (PFD), 58
Patent process, 58-59
Patent searches, 80
Patents, 58-60,376

defending against "copycat producers",
59

Finding, Limo, 55
Pay-for-performatace compensation sys-

tems, 512
Peer reviews. 520
Pettier, lames W., 265
Pentaslra Ltd., 466
People, effectively managing, 30

Lee also Hiring employees
PeopleSoft, 497-498
Perflcient, 492
Performance appraisals. 518-520

effectiveness of, 519-520
peer reviews. 520

Performance Personnel, 82
Permissione-mail. 266
Personal savings, 385
Personal selling, 255

5'S_s

Petra Group, 350, 355
Pew Charitable Trusts, 196
Pew Internet & Americas life Project, 241
Plennig. Dr. E., 295
PhsrmsPsh Inc., 16
Phase No Strategies, 82
Phillips, Bob. 129
Pickets, Joseph, 83
Piggybacking, 133
Pilgrim Desigrt, 202-203
Pjnella, Kerry. 289
Pirillo, Chris. 229
Pitfalls, avoiding, 28-30
Pirans of Eight, 132
Place utility. 206
Plan of operation. 377
plan writeWrite (Business Resources Software),

361
PlaisMaker (Power Solutions for Btxiness),

361
Planning, See Business plan; Financial

plan; Strategic management process
Plant palest, 58
P)nd,,O flick 517

Planner, William, 34
Ptt.mlccc Software, 397, 398
Point-of-purchase ads, 271
Print-of-sale systems. 25
Polar Beverages. 84

Polaroid Corporation, 36
Policy loans, 410
Political barriers to international trade, 479
Poo1andnparom, 238-239
Poor Richard's E-Mail PstblLrhMg, 229
Popcorn, Faith, 178
Popper, Joseph. 299
Popupt, 266
Point, Jerry. 82
Post-it Notes, 82.194
Powell'n Books. 191
Power centers, 440
Prairie Fmnuitr, 266
Pruft a Guide to Wittner Capitol Satsn,rn,

389
Preferred Lender Program (PLP), 415
Prentice Hal!', Afran,tae of Banner, and

ldt,tUimnJ Financial Roftest, 316
Prequalificsdon Lean Program, 418-419
Pnco;

and competition. 277 -278
det'stsed, 276
discounting, 277
and image, 276-277
setting paces with a customer orienta-

tion, 278
Price lining, 280-281
Price wars, 278
Price/earnings approach. 162
Priceline.com, 213
Pricing, 276-290.367, 377

delivered pricing. 281
discounts. 281
established goods and services, 280-282
geographical pricing. 281
impact of credit on. 288-290

credit cards. 288-289
installment credit, 289-290
trade credit, 290

Information required for, 278-279
lender pricing, 281
manufacturer concepts. 284-286
multiple unit pricing, 256
new product. 279-280

penetration pricing strategy. 280
skimming pricing strategy. 280
sliding down the demand carve. 280

sad pricing. 280
opportunistic pricing, 281
price lining, 280-281
tetsilee v!rvtngirdisethflds 282-284

adjustable/dynamic pricing, 284
below-market pricing. 284
break-even telling pt-ice. computing.

286
direct costing, 284-285
follow-tic-leader pricing, 283
markup, 282-283
price formulation. 284

service firms strategies and methods.
287-288

strategies and tactics. 279-282
introducing a new product, 279-280

suggested retail prices, 282
Primary objective. 256
Primary research techniques, 181
Prime rate, 403
Primrose School Franchise, 120
Pnniple.Crius'rrd Leadership (Covey),

487
Ptinlirtgforlesscorfl, 224
Privacy policy, developing/posting.

241-242
Private Placement Memorandum. 400
Private placements. 400. 41!
Pro forms balance sheet, 330
Pro forms financial statements, 369-370
Pro forms income statement, 328-330
Problems viewing as challenges. 46
process layouts. 457
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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, 205
introductory ntage, 21)4-205
market saturation stage, 205
mummy and competition stage, 205
product decline stage, 205

Product placement, 254
Production layouts. ataalycrng. 458-459
Professional ç.oration, 114-115
Professional or trade associations, joining,

50
Profile:

business and industry, 363-364, 376
entrepreneurial, 3-4

Profile matrix, competitive, RI
Profiling systems, 240
Profit ntatgits on sales, 343
Profitability ratios. 343-3-44,350

net profit on tales ratio, 343. 350
net profit to equity ratio, 343-344. 350

ProfitLogte, 284
Profits, 207

bteak-cvrn analysis. 352-353
cash compared to, 297-298
entrepreneurship, and opportunity to reap

unlimited profits. 6
gross profit margin, 278. 296, 326
net profit tltasgitt, 343
net profit on takes 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
hybrid forms of advertising and. 254-255

Promotion from within policy. 491-492
Prospective ftartchiseus, test, 128
Psychs'rgrsphic information, collection of,

182
Public relations, 275
Public speaking, 253
Public stork suit ("going public"). 393-398

direct public offerings (DPO5), 401
foreign stock markers, 421, 444
intrastate offerings (Rule 147), 400-401
registration process, 398-402
Regulation A, 401
Uaifurttt Limited Offering Registration

(ULOR). 399
See also Initial public offerings (IPOS)

Puftsty test. advertising, 251
Pumpkin Mastery , 252
Pure franchising. 118
Push technology ado. 266

QSubs, 112
Quick assets. 336
Quick moo. 335-336,149
Qitiano's, start-up cost. 122
Quotas, 478-479
QVC, 262

Rachtna,di, Brambmsg, 132
Redford, Admiral, 425
Radio advertising:

buying time. 260-261
guidelines for effective radio copy. 261

RadioPrame Networks, 389
Rain, Joe, SI
Raantton International Corporation, 53
Ranch I, 129
Rand McNally 'a Comnserriui Arias and

Marketing Gtaide. 428
Randall, George, 226
Randall, Taylor, 222
Ransom Envigonnteatal, 312
Ransom, Steve, 312
Rapid prototyping, 56
Ratio analysis, 333-344,377

business ratios. interpreting. 344-350
debt ratio, 338-338

debt to net worth ratio, 337
times interest earned ratio, 349

defied, 334
leverage ration, 336
liquidity ratios, 335-336
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free-form layout, 452-453
grid layout. 452-453
separate the selling and nonveiling

areas of a store, 454
space saluns, 454-456

location, 413-442
adequate parking. 438
central business district (CBD),

439-440
customer traffic. 438
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Smart Inventions. 262
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Smucker, Tint, 195
Snow Masters, 196
Socially responsible acts, as public relation..

efforts, 253
Sole proprietorship, 100-102

advantages of. 101
defined, 103
disadvantages of, 101-102
taxation, 101

Sonic Drive-in Restaurant, start-up cost,
122
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