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Hello

Thanks for purchasing this eBook. Over the next few pages, were
going to explore 10 questions which, when answered,will help you to
determine the shape, size, structure, direction and strategy of
your business.

The rst point to address is who this eBook is intended for. If
you are planning on seeking major investment to launchthe business,
and that business is complex in nature, you will probably need a
more detailed treatise of the startupprocess. I recommend The
Economist Guide to Business Planning for you (ISBN: 9781861974747).
For anyone lookingto set up a business from savings, redundancy
pay-outs or for free, or whose business is likely to be fairly
uncomplicatedin nature, read on - well uncover and simplify the
mysteries together.

A lot of people set up businesses based on their expertise -
youre a graphic designer so you set up a graphic design

business. This makes sense, but only to an extent. Running a
business requires, as counter-intuitive as it may seem,much more
than just doing the job for which you hope to be paid. You need to
know who your customers are going to be, where they congregate,
what they like and dislike and more. You need to know where your
competition comes fromand why your prospective customers buy from
them.

Answering these questions before investing your time, energy and
money (what I call the triplets) will save you a hugeamount of all
three once youre set up.
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...Hello

I really believe the following 10 questions will substantially
improve your chances of success. Sadly I cannot guaranteeit, but
given that business is an inherently risky venture, anything that
can lower those risks is always worthwhile.

Well look rst at some traditional obstacles to starting a
business, things such as fear, uncertainty and doubt. Next, Illtry
to convince you that setting up a business doesnt really need to be
quite so complicated. Sure, there are a hugenumber of complex,
technical things that are possible, but getting a business off the
ground requires only some verysimple rst principles.

Once weve covered these basics, well dive into the 10 questions
one by one. Once weve addressed those, Ill provide afew
recommendations for further reading and exploration to round out
some of the potentially more complex areas,

such as pricing.

By the end of this eBook, if youve done the research and found
sensible answers to all 10, you ought to be in a positionto start
making concrete steps towards being your own boss!
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...Obstacles to Starting a Business

This eBook will help with four areas where most rst-time
business owners nd themselves lacking in knowledge:

Proving the idea

Understanding the market

Assessing the competition

Satisfying the demand

Proving the idea is all about understanding fundamentally what
you are going to be offering the market, and why.

Understanding the market builds on this and focuses on dening
who your customers are likely to be, where they

congregate, what they like and so forth.

Assessing the competition requires an understanding of who else
is selling similar products or services to yourprospective
customers and asking why customers buy from them. What would make
those customers buy from youinstead? Important questions to allow
you to create a defensible position in the marketplace.

Lastly, you need to address whether you are able to satisfy the
demand for your product or service at a price whichallows you to
earn the prot and income you desire.
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Does it have to be so complicated?

When leang through the many how to books and websites on setting
up a business, Im constantly struck by howcomplex it all seems.
Forecasting, cashow, founders equity, stock dilution and so
forth.

For some types of new ventures, such complexity is important.
Taking millions of Venture Capital requires detailedanalysis of
many factors to provide reassurance to the investors that the
proposed business is viable and there is anattractive return to be
earned.

However, for most small businesses, much of that complexity can
be reduced or even in some cases, removed entirely.For example,
forecasting cashow for the next three years on a month by month
basis is unnecessary, however anunderstanding of relevant inuencing
factors remain crucial.

Throughout this eBook, I have attempted to simplify and
de-jargon the concepts discussed throughout the 10questions.
However, each business is unique. Therefore there may be great
merit in investigating a topic in more detail,for example pricing
strategies in commoditized markets. To that end, I list recommended
readings categorized by topicat the end.
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Why are these 10 so important?

The 10 questions presented here have been chosen because they
force you to think about the most fundamental issues ofa business -
what you are selling, to whom, why and for how much?

Any for-prot business exists only for as long as it is trusted
to be the means to make the customers life simpler, faster,cheaper,
more fun , more informative or more prestigious. Ideally it should
do at least two of those things.

In order for the business to earn this trust necessary to
survive, it must rst understand the environment, or context,within
which it will operate. So this means guring out who your offering
is for and which of the six factors listed aboveit satises. It also
means nding out who else is out there, offering products and
services to your customers that mightprevent them from buying from
you. Importantly, it also means deciding whether you can make a
living out of selling

this product or service into the marketplace. That determines
whether the Fear, Uncertainty and Doubt you will end upliving with
day-in, day-out will be worth it.

So the 10 questions discussed here will help you decide, quite
simply, whether your business idea and proposition isviable given
your developed understanding of the marketplace and competitive
factors.
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Q1: Can you explain your idea in

less than 10 words?The rst thing task in understanding the
question is to break it down to its parts. As I see it, there are
three relevantparts:

1. Explain 2. Your idea 3. Less than 10 words

Let's take each one in turn and examine it for its
importance.

Explain

In business the ultimate goal is to convince prospective
customers, preferably paying ones, that your business is the
onewith which they should engage. In order to make that compelling
case for your business, it is clearly necessary to makesure your
customer and targeted market segment (don't worry - we'll get into
that with question 3 soon) understandwhat you do and the benets and
value you offer.
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Q1, continued...

Therefore, explanation is obviously important. However, where
many businesses lose out is in their clarity ofexplanation. Do not
say that your product is a "petroleum-based vessel for the
transportation of organic hydrogen-oxygen mix liquid ostensibly
for, but not limited to, hydration purposes". Say instead that your
product is bottled water.

Your Idea

The concept you are describing is an idea. It is a concept; a
notion; a form of value. Unless this is the centralcharacteristic,
it is not the execution of the idea that you want to get across. So
instead of saying that you "maintainelevators through employing
engineers on-call at key locations throughout the country", just
say "we maintainelevators".

Your implementation of the idea - the 'employing engineers' part
- adds nothing to the communication of the idea.Which, if you
remember my earlier point, is intended to convince customers to buy
from you.

So anything which really adds to the interestingness of your
idea ought to be noted. If you maintain elevators using apay as you
go subscription model, which is an unusual revenue model for that
industry, then be sure to mention it.
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Q1, continued...

Less Than 10 Words

Okay, so maybe 10 words is a pretty low limit. Allow yourself
one sentence. The idea here is to prevent you fromwafing, adding in
little nuances and details and tangential monologues or
soliloquys.

There is a well-espoused theory, called the Curse of Knowledge,
which states that once we know something, it becomesimpossible for
us to imagine not knowing it. Why is this relevant? Well, you might
understand and be terribly excited byyour elevator maintenance
brilliance - the chances are your prospective customer will not. So
if you were to, when askedwhat your company does, begin describing
the loving care your engineers take over their elevator maintenance
toolsets,the chances are you will lose the interest of even the
most forgiving listener.

So be brief.
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Q1, continued...

Summary

So to wrap up, the four simple rules are:

1. Make sure you communicate what the business / product /
service does 2. Talk in a language your audience will understand 3.
Communicate the core feature(s) only - the ones that really make
you stand out from the crowd 4. Be concise

Following these four rules will help you make a good rst
impression on any prospective customer, which given the

eternally competitive landscape, can be the make or break
between failure, mediocrity and success.
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Q2: What problem is solved by

your idea?Many times, I have been struck by an idea or insight
so brilliant the hairs on my arm stand-up, my spine tingles, my
gutknots up and the whole world just seems to focus in on this one
moment of genius. Typically I dash off to the nearestweb domain
registrar to start registering domain names, followed by feverish
bouts of scribbling to preserve the idea onpaper before it
dissipates and is lost forever. Several days pass whilst I esh out
the idea, sketch web sites and use casediagrams, all to the
detriment of whatever micro-business I was working on when the
latest idea hit.

Almost every time, I have realized the idea is not going
anywhere. For reasons of massive funding necessary, or there's
acompetitor well-ensconced in the space which makes the idea little
more than a 'me-too' attempt, or the idea simplysucks.

I'm pretty sure I'm not alone in this.

Nowadays, I'm a little cannier about the whole 'Eureka' thing.
The rst question I ask myself is simply what problemwill I be
solving by implementing this idea. Often, there is no problem. I
have simply stumbled across a way of doingsomething slightly
differently.

For the purposes of this post, I am going to ignore the
possibility that your idea is genuinely utterly disruptive to
anindustry, or represents a new industry in itself. Those scenarios
are both incredibly complex and incredibly rare - well beyond the
scope of this post.
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Q2, continued...

So why is understanding the problem important? It sounds
obvious, I know, but it is amazing how many large andsmall
businesses forget or do not realize that a customer only ever buys
something to solve a problem. That problemmight be huge - food,
shelter, warmth, for example. Or it could be small - an impulse buy
of chocolate at the checkoutline for a small endorphin rush or to
give you a treat for having the salad for lunch instead of the
burger. Or it could beintangible - luxury items often mask low
self-esteem, for example.

In the 1950s, Abraham Maslow created the now famous Hierarchy of
Needs:
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Q2, continued...

His theory states that we, as humans, satisfy our needs from the
bottom-up. Once one tier had been satised, we wouldmove to the next
tier and apply ourselves to satisfying the new set of needs.

Maslow's theory, useful these days as an introduction to the eld
of human motivation, has largely been refuted in favorof later
theories that we satisfy our needs in parallel according to our
environment at the time.

So this complicates the job of the aspiring business owner, in
that we all have different needs at different times todifferent
degrees with different capacities to satisfy those needs.

In order to create a viable business, then, the business owner
needs to be very clear which problem or need her product

or service is intended to address. Once she has pinpointed this,
the way she prices; charges; distributes; supports;extends and
augments her offering can be tailored to supporting the solution
presented to the customer. After all, if thecustomer cannot
understand quickly and easily how your offering will help meet
their need, why would they decide to buy from you?
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Q2, continued...

Summary

This post is really all about how we all spend our lives trying
to satisfy our needs and solve our problems. Therefore, wewill tend
to gravitate to products and services which we can see will help us
achieve those aims.

As a business owner, developing a good degree of empathy for the
needs of your customers will empower you to beable to be the easy
choice for their purchasing decisions, no matter how big or small.
You will nd yourself well-positioned to be able to be more
pro-active in meeting your customers needs. You will be able to
offer more meaningful,valued service, be able to price more
accurately and extend your offering with new products or services
which are mostvalued by your customers.

Of course, it is important to remember that whilst all of these
questions should be asked and answered regularly,understanding that
your customers do not remain static but their lives and needs and
desires and ability to buy changeover time, sometimes rapidly and
always inevitably, is paramount. Get into the habit of talking
openly and broadly withyour customers to truly understand them.
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Q3: Who is your ideal customer?

No matter what small business you are in or thinking of setting
up, or how you intend to sell, or how you intend todeliver your
product or service, there is one constant that will be with you
every minute of every day of your businesslife.

Customers.

I know it seems obvious to you and I, but we're rational,
forward-thinking, smart people. Other people, and you knowhow they
can be, don't always realise this. They think design is uppermost.
Or having a super efcient supply chain isall that matters. Or
building every conceivable feature into the product.

I bet those people have never talked to their customers.
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Q3, continued...

We all need to understand our customers better. My mother and I
are both book-lovers. But how, when, what we buy,from whom, what
advertising persuades us and how much we'll pay when we buy differ
between us. My mother islikely to buy ofine, second-hand, trashy
ction or volumes of poetry (yeah I know - weird combo, bless her!)
and lookfor bargains. I tend to buy online, new, business and
science non-ction (yeah I know - I'm a geek. What can I say?)
andalso be pleased to nd a bargain but happy to pay full-price if I
can get what I want when I want it.

My mother and I can in no way be lumped together, as some
booksellers seem to think we can. Any attempt to try andnd common
ground on which to communicate the bookseller's business is likely
to end up as undirected, insipid,uninspired and forgettable. A
waste of money, in other words. And no business, in good times or
bad, can afford toexpend valuable resources of time and money on
poorly directed activity with uncertain predicted returns.

So what's the bookseller to do? Listen. Or more usefully, ask a
question or two, then shut up and listen to what comes back.
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Q3, continued...

Asking your customers (of the past, present or future - probably
in that preferred order) what they like, don't like, prefer,need,
want and so on is a key activity of any business at all stages of
its existence. Armed with that info, every aspect ofhow you
operate, communicate, recruit and earn revenue can be rened to
satisfy the customer prole that you want totarget.

It may well be that you decide or need to target more than one
customer prole. That's okay. Going back to the exampleusing my dear
old mother and I, advertising and inbound marketing online
emphasizing your non-ction credentialsare likely to pique my
interest. Sales discounts, coupons, a used-book section and
friendly staff are likely to impress mymother. Neither campaign is
exclusive to the other and both work well to attract your selected
target market.

So your homework is to write a paragraph describing each of your
ideal customers. It might be just the one, it might bemore. I would
suggest, as an aside, if you nd yourself writing more than three
paragraphs you may be spreadingyourself a little too broadly. If
you have access to actual customers, talk to them in whatever
format you think theywould prefer and use that feedback to inform
and rene those descriptions.
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Q3, continued...

Once you're happy with these proles, try to think of them as
people - where would they shop? what would they buy?why would they
buy? what could you do to make the buying process simpler or faster
or cheaper or more convenient?Then look at your small or micro
business and see if you can spot any gaps between what your
customer's want andwhat you're providing.

One last thing. What is an ideal customer? Easy. Any customer
that is willing to pay you promptly for your product orservice is
pretty ideal, in my book.

Summary

Simply talk to your customers (past, present and future) to nd
out their likes and dislikes, needs and wants, capabilitiesand
constraints. Building up this picture of your customers is an
almost-guaranteed way of being able to target whatyou do, how you
do it and how you talk about it (i.e. advertise and do other
marketing) - critical tasks in order to createa compelling offering
for your customers.
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Q4: Why does your customer want

to solve their problem?Previously, we looked at how and why a
small business should understand the customer's problem and ensure
theoffering was capable of solving that identied problem. Now we
need to understand better why your customers arewilling to pay
money to solve that problem. There is a very simple and effective
technique that is appropriate for this.

In the 1980s, Toyota created an analysis technique called the '5
Whys'. Very simply, it helps to identify the root cause of
aproblem. Here's how it might work (example taken from wikipedia's
entry):

My car will not start. (the problem)

1. Why? - The battery is dead. (rst why)

2. Why? - The alternator is not functioning. (second why) 3.
Why? - The alternator belt has broken. (third why) 4. Why? - The
alternator belt was well beyond its useful service life and has
never been replaced. (fourth why) 5. Why? - I have not been
maintaining my car according to the recommended service schedule.
(fth why, root cause)
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Q4, continued...

How could you apply this to your small or micro business? As
with lots of things, I recommend simply asking. Find acustomer
(past, present or prospective), preferably several of them, and ask
them why they have this problem. You don'tneed to follow the 5 Whys
rigidly - you may nd the root cause after 2 or 22 questions. The
point of the exercise is to ndthe root cause.

Once you have found the root cause, what do you do with it?
Well, perhaps an example would help here. Let's say youprovide
book-keeping services for small businesses in your local region.
The typical root cause for customers wanting tosolve that problem
of needing book-keeping services is that it is "a complex nancial
thingy" and they want to avoidtrouble with the Tax Man.

Ordinarily, one might look at the provision of book-keeping
services, see that it is needed (because you have customers)and
move on. Nothing more to see here. But let's look again at the root
cause. It is a complex nancial thingy. But youknow that, as a
book-keeper, really it is just about learning a few rules, a bit of
jargon, a few conventions and developinga bit of discipline to stay
on top of it. Maybe there's an opportunity here to offer training
for people who would prefer todo it themselves and retain more
control over their cashow (ie pay an upfront one-off fee for
training, rather than anongoing payment to you for
book-keeping).
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Q4, continued...

Looking at the root cause, in this example, allowed our ctional
book-keeper to uncover an opportunity that not onlyprovides a new
revenue stream but allows the business to differentiate from other
local book-keeping services. Never a bad thing!

Summary

Once you know the problem to be solved, it pays to make sure you
understand the root cause of that problem. It maynot be immediately
obvious.

Remember to look at the root cause from different perspectives
to see if you can uncover opportunities for you that also

may not be immediately obvious.
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Q5: How keen are your customers

to solve the problem?This is a pretty simple question. It's
fundamentally about the relative value of your product or service
versus the painsuffered by the customer. And just to be clear, by
'pain' we really mean expense, complexity, or inconvenience.

Let's say, for the purposes of this post, that you have invented
a new lawnmower that guarantees to cut your grass toexactly the
same length, even over and through the little bumps and dips most
lawns have. And let's say that you wantto retail this wonderful new
mower at $299.

The question facing you is whether or not the customer's
irritation at having grass that is slightly uneven is greater
thanyour $299 mower.

For most of us, the answer is almost certainly not. It might
cause us a eeting moment of annoyance that we need toddle around
with the cutting height setting on our regular mower to cut that
dip in the far corner of the back yard, butit is unlikely that,
when faced with a $299 solution, we will feel the pain is
unbearable. We'll soldier on as we are, is whatwe'll tell
ourselves.
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Q5, continued...

For some of us, though, an evenly cut lawn is important. Our
gardens are a source of pride. We may even be competitivewith our
gardens. Therefore a $299 purchase for a tool that will last 10
years and provides a few critical percentagepoints of improvement
will seem like a sound and reasonable purchase.

But it is only through a specic campaign of communicating with
your customers that you will nd out who has enoughpain to be
prospective real (i.e. paying) customers. Once you have this
information, you can go to where they are andspeak in their
language and address their specic concerns - all key things to do
to win customers.

There is a ip-side to this. Pain can be invented by the supplier
- "the problem you never knew you had!" The VCR became ubiquitous,
yet the inability to record television programming at home was not
a widely held complaint simply because people could not imagine the
possibility. These breakthroughs are rare, though, so it's best not
to count on them!

Summary

Understanding the depth of the pain allows you to achieve two
things which drive new business. Firstly, you are able tofocus your
communications to highlight, in as clear and direct a manner as
possible, the clear benets of your offering.Secondly, it also
allows you to identify real customers to interact with.
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Q6: How are your customers

solving their problem now?

You can pretty much be sure that if the customer's pain is
signicant and resolutions exist, your customers will be using

them. They may be using off-the-shelf products from other small
businesses or homebrew work-arounds. It may even bethat your
customers are substituting unrelated products and re-conguring them
for other tasks.

There are two main reasons why the answer to this question is
important. Firstly, your product or service has to comparefavorably
with the alternatives in the mind of the customer at the point at
which he or she is going to purchase. If youdont know what those
alternatives are, how can you highlight certain features of your
product to show your product inthe best light? You cant. You can
only rely on blind luck and intuition.

Secondly, knowing which alternatives to your product or service
your customers use provides a useful insight into whatthe customer
values. Are they sacricing features for convenience? Simplicity for
quality? quality for price? And so on. Ifyou can discover what your
customers are willing to lose, reduce, pay extra for, you will have
a real edge in shapingyour product and promoting it.
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Q6, continued...

If an alternative is crude but free, your offering should
emphasize things like quality, customer service, ease of
use,reliability and so forth to justify the cost to the customer.
If you don't know that the alternative is crude but free, youmay
end up emphasizing something which is not a strong comparator in
the mind of the customer, such as the

recyclable nature of the packaging material. An important
product feature, for certain, but not one which is likely to tipthe
customer to paying for your product.

Summary

Know which alternatives your offering is up against in the mind
of your typical customer. This enables you to draw outfavorable
comparisons to inuence the purchasing decision.

FourThirds Ltd 2009, Neil Moodley www.fourthirds.com

Wednesday, 27 May 2009


	
8/14/2019 10 Questions eBook.pdf

29/45

Q7: How much will they pay to

solve their problem?We've established your customers have pain
and they want to get rid of it. So now we need to decide how much
they'llpay to do that.

Pricing is an enormously complex and occasionally contentious
area. Terms like price elasticity, ARPU and customeracquisition
costs get bandied around. I'm going to kind of ignore that and
present some simple options.

There's a few angles from which we can approach this.

Firstly, we can look at the marketplace and see what people are
paying for the alternatives to your offering. Then we cando a
simple feature by feature comparison to determine how to price
relative to your competition.

Additionally, you may want to look at the Strategy Canvas
approach from Chan Kim and Mauborgne's Blue OceanStrategy. This
model looks at the extent to which an industry (or competitor or
group of competitors) satises the aspectsof competition for that
product, service or industry. It can give you a broader perspective
on the marketplace, which isuseful as price is rarely the sole
deciding factor in a purchasing decision.
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Q7, continued...

Here's an example Canvas with two lines plotted - red for the
competition, blue for a possible strategy for your offering:

Pretty self-explanatory - this Canvas is showing that you can
differentiate, and therefore compete, by offering lowerprice,
better service and higher quality. Even the lower availability
shown can be an advantage if your offering lendsitself well to
being sold on a 'locally-grown/delivered etc' message platform. So
this information may well persuade youto take a lower-priced route
whilst offering other benets compared to the marketplace as a
whole, in order to create amore compelling offer to the prospective
customer.
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Q7, continued...

Secondly, you could take a cost-based approach. If your costs
are $20 per widget and net prot margins in your industrytypically
run at about 10%, you could price at around $22. The challenge then
is to nd ways of communicating thevalue your product or service
represents which justies that price.

Thirdly, you could follow the market - just charge what everyone
else does. Obviously, this requires that your costs areless than
this and the price allows for reasonable prot.

Lastly, you could answer the question in the title of this post.
How much would your customers be willing to pay?Maybe you could
charge a whole lot more if your customers understood you or your
product or your values or yourlocation or what-have-you better.
Talking to your customers to nd out which aspects of your offering
they truly valueand which they expect to be fundamental is an
important step. This is a common refrain throughout this series of
posts.Once you know what they value and are willing and expect to
pay for, your challenge is to give them exactly that.
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Q8: Who and what is solving the

problem now?Previously, we have discussed understanding your
customers' pain. Our assumption is that the pain is great enough
thatyour prospective customers will pay to solve their problem.
Seeing as you're not in business yet, someone else must beproviding
the cure!

The reason it is important that you understand your potential
competition before starting a small or micro business is sothat you
can work out a way, or indeed several ways, in which you can offer
something different to your chosenmarketplace. From another
perspective, it can also help you decide which marketplace to
tackle - if a large number ofcompetitors are already chasing a
small and/or declining market (eg newspapers), you may decide to
look laterally tond other markets to target.

Understanding the competition will also give you an insight into
customer expectation. If the customer has beenserviced by
impersonal, giant corporations with cookie-cutter products at
rock-bottom prices with razor-thin marginssold on a volume basis,
there may well be an opportunity for an alternative if, and that is
a very important if, yourprospective customers are vocally
dissatised.
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Q8, continued...

Q7 gave an indication of how to use the Strategy Canvas from
Chan Kim and Mauborgne's book Blue Ocean Strategy. Itapplies
particularly well here. Mapping out the competitive features of a
marketplace will allow you to see how themarket need is being
addressed and where there may be gaps and opportunities for your
offering. It may also highlightareas in which you could innovate,
eg offering services which are not part of the traditional product
or service withinyour marketplace.

As with all of the 10 Questions in this series, there are two
tasks ahead of you. Firstly, talk to your prospective customersto
better understand them. You must nd out what they like and dislike
about how they meet their need for youroffering today. Secondly,
you must listen to what your research tells you. It may be your
life's ambition to open a fast-food burger joint, but unless you
can beat McDonalds and Burger King at their own game, you will
struggle to survive.

Summary

Understanding how your competition meets the needs of your
prospective customers allows you to ne-tune your ideaand offering
as well as highlighting areas of potential innovation.

This understanding will highlight what features appeal to
customers, such as whether your competitors salespromotions are
well received, or whether they shop on the basis of price or
quality. Such insight allows you to tailoryour offering and prot
from the gaps in the market.
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Q9: What will attract your

customers to you?This chapter looks at what your small business
has to offer that will make prospective customers choose you
instead ofyour competition.

As we have previously said, if your customers' pain is great
enough that they will seek out solutions, it naturally followsthat
there is a business out there right now meeting that need. So it is
important to understand why the customerschoose the option that
they do to satisfy those needs. This insight will help you rene
your offering and communicationsto pick out the winning differences
between you and the competition.

The rst, obvious place to start is with a simple competitor
analysis table. This will list the key competitive factors foryour
marketplace. For example, a high-end fashion retail business would
have competitive factors like location,endorsements, longevity,
exclusivity and so forth. If the information is available you could
also add in revenue andprotability factors too. Note the factors
are a mixture of tangible and intangible elements. Once you have
this list, youshould score your three to four closest competitors
on a scale of 1 to 5. This will quickly highlight areas in which
thecompetition is weak and areas in which they are strong.
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Q9, continued...

It's important to remember that just because a competitor is
strong in one area you should avoid competing on that basis. There
may well be other perspectives from which you can compete.
Continuing the high-end fashion storeexample, the principle player
in the local area may well score 5 out of 5 for exclusivity as they
carry the Manolo Blahniks

and Versace. From another perspective though, that exclusivity
can come from anywhere - perhaps you could carry upand coming
designers who are happy to sign an exclusive agreement with your
store, thereby ensuring uniquenessglobally, that not even the
greatest fashion houses can promise.

With this comparison chart in front of you, it is time to start
spotting the gaps that you can ll. This is key. You must
beabsolutely honest with yourself that you are able, and interested
in, fullling that role in the marketplace. It may be thatthe only
gap left to ll is the budget slot - the high-volume, low-cost
option. You may have ambitions of exclusive, high-priced products
but if that market is sewn up and you cannot uncover a new
perspective or enough funds from which toattack, you need to face
the reality and decide whether you want to be in that marketplace
at all.
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Q9, continued...

The nal thought is to remember your personality. You're starting
a new small or micro business. This gives you awonderful
opportunity to express yourself creatively through this business.
So don't forget to allow your values anddesires to shine through.
It can often make the difference between yet another 'me-too'
business and a unique, warm,

compelling offering.

Summary

Use a simple comparison chart to gure out where your competition
is strongest and where weaknesses exist.Remember, a new perspective
can give you the edge on even your competitor's strongest side.
Ultimately you need togure out where you can t in, and be
rigorously honest with yourself in deciding.

Finally, remember to allow yourself to shine through to ensure a
uniqueness that no one else could ever replicate!
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Q10: Can you afford to solve your

customers problem?On the assumption we are looking at starting a
for-prot business, the fundamental reason for being is to make
money.Therefore it naturally follows that a proper understanding of
how much it will cost you to provide your product orservice,
compared with the price your prospective customers are likely to be
willing to pay, is essential.

Youll be pleased to know we are not going to discuss nancial
modeling in any detail. You will however hopefully beleft with an
insight into the importance of looking deeply into the numbers
relevant to your business and appreciatingwhat they mean.

We will probably benet from an example. Let's say you are
setting up as a freelance copywriter. On rst glance, youmight
assume that there are very few costs involved in running a
copywriter business. However, a slightly deeper lookreveals a few
unavoidable costs.

You probably need a website to act as a shop window, which
implies ongoing web hosting and design services, as wellas your
time to write the content.
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Q10, continued...

You will need a computer, software and a robust back-up
facility.

You will need membership of local networking organizations in
order to meet and network with prospective customers.

This is probably not an exhaustive list, and it is certainly not
as extensive as, say, setting up a restaurant. But it doeshighlight
the fact that even the most service-oriented of service industries
still necessitate up-front and ongoing costcommitments.

So for the sake of this post, let's say the above list is
complete and requires a startup spend of $2500 and a
monthlycommitment of $500. This equates to rst-year costs of
$8,500.

Let's say you intend to work 30 hours per week for 46 weeks of
the year (the remainder of the working time is used upthrough
volunteering and child care). So simple division tells us that our
copywriter needs to earn 8500 / (30 * 46) =$6.16 every working hour
to break even in the rst year.
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Q10, continued...

However, we need to add a dash of reality here. Of those 30
hours worked per week, not all of them will be billable.Some will
be spent doing admin. Some will be spent developing new clients.
Some will be spent writing proposals fornew projects. Let's say 20
hours per week are billable. That alters our hourly break-even
point to be 8500 / (20 * 46) =

$9.24 - a big jump.

Further, let's also assume that a typical hourly billing rate
for a newcomer to the marketplace is $20 per hour. A $10.76per hour
prot. Over the course of the year, prot will be (20 hours billed
per week * $10.76 prot) * 46 weeks workedper year = $9,899.20.

So that's a little under 10 grand for a years work. And this
doesn't take into account taxes, legal and accountancy costsand
unforeseen costs like travel to client sites for meetings.

Is it worth it for you? Maybe it is - your individual
circumstances and reasons for starting a business are just that
-individual. But generally, most small and micro business owners
would want to see a greater return than that.
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Q10, continued...

Clearly, it is incredibly important before you get into a
business that you understand the low-level sums involved.Forgetting
that not every hour of every day is billable is a common
pitfall.

However, there is a ray of hope. Charging more is not impossible
- this is the effect of offering a premium service. Byensuring you
provide a very high quality product or service which really
delivers on most or all of the customer's painpoints, then you will
be in a position where you can justify higher rates. Just remember
that you need to deeplyunderstand your customer's pain and problems
in order to do this successfully.

Summary

Drilling down to the low level on costs and pricing will
demonstrate very clearly whether you can earn a worthwhilereturn.
This is a simple look at the deeper meaning of your Prot and Loss
account. In addition, a similar appreciation ofyour cashow should
also be developed. There are good reasons for engaging with a
decent, local accountant - they canhelp clarify these numbers and
draw the relationships between them for you.

Remember that if you need or want to charge a higher price than
the market norm, you must be able to deliver qualityresolutions to
as many customer pain points as possible whilst clearly
articulating the value of your premium service.
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End notes

This eBook has focused on helping you to answer 10 questions
that I consider to be crucial to your business success. Ofcourse,
these arent the only questions to be asked, and indeed are not
necessarily the most important for every type of business. However,
whatever your business and at whichever stage of maturity,
answering these 10 questions will

provide a very useful degree of insight into your business and
the environment within which it operates.

In the course of our discussions, you may have spotted a couple
of themes running throughout. Firstly, and mostimportantly in my
opinion, talking with your customers is a vital activity for all
businesses, regardless of whether the business is in the process of
being set up or is an established business with a long trading
history.

Your customers are people, with dynamic lives. Their tastes
change over time, as do trends and social norms. Theeconomic
climate moves between periods of growth and wealth generation
through periods of contraction andrecession, affecting peoples
ability to buy and spending priorities. New competitors appear and
old ones fade away,whilst ever-increasing access to information
creates knowledgeable and more discerning customers.
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End notes, continued...

These factors, and more besides, all contrive to create a uid
trading environment. No business owner can hope toidentify them,
keep track of them and correctly understand the relative and
absolute impact each of them will have onyour business and
customers. Therefore, the only option available to you is to talk
to your customers and ask them how

things are differing, and why they are buying from you, and what
they like and dislike.

I believe people are fundamentally loyal, if for no other reason
that we generally do not like change. If I am satisedwith the
service and product or service I receive from any given business,
sheer dislike of change will create a very highswitching cost in my
mind. Not only that, but simple inertia will prevent me from
looking too hard for alternatives (ie Iam basically lazy). Thus, if
you are able to gather customers opinions and be seen to act upon
them, or reject them onthe basis of sound reasoning, you are likely
to deepen that sense of loyalty.

The trick, of course, is to gather these opinions in a manner
that is both transparent (ie being clear as to why you areengaging
with the customer and what the objective is - insincerity and false
friendly overtones are huge turn-offs formost people) and honest,
which brings me onto the second main theme interwoven amongst the
discussions here.
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End notes, continued...

When gathering the information in order to answer any of the 10
questions presented in this eBook, it is utterly criticalyou do so
in a rigorously, brutally honest manner. Of course, you want the
answer to reect positively on your idea, business, communications,
intuition and so forth. However, any misguided conclusions could
prove disastrous for your

business. Thinking you understand what your customers will pay
for your service (see Q7) could lead you to create anexcessive
cost-base, which will cause potentially fatal problems if your
pricing strategy is wrong.

So take as neutral a stance as possible when gathering your data
and answering the questions.

The last thought to leave you with is the fact that business is
not just a way to make money and provide you with yourdesired
lifestyle. It is also a means through which society can be
bettered, through strong Corporate SocialResponsibility and
community involvement. It can be a means whereby peoples lives are
improved, lightened andhelped.

Business can be, perhaps should be, a force for good. How will
your venture help?
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Contact Me

If you enjoyed this eBook and have a comment to make, or a query
regarding the services FourThirds can provide inhelping your
micro-business, please contact me using any of the following
methods:

Email: [email protected]

Web: http://www.fourthirds.com

Twitter: http://twitter.com/neilmoodley
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Thanks

Thanks for purchasing and reading this eBook.

I have been building, running, working in and advising
businesses for over a decade. I am constantlyfascinated by the
amazing things that micro-business can and do achieve.

My aim is to provide insight, guidance and support to your
micro-business, to watch you succeed beyond your dreams!

Based in Southampton, UK I am an expert in business strategy;
technology (particularly the web) andsocial media.

F Thi d Ltd 2009 N il M dl f thi d





						
LOAD MORE                    

                                    


                
                    
                    
                                        
                

                

                        


                    

                                                    
                                hollywoodenglish.es intermediate  english ebook.pdf

                            

                                                    
                                Choc ebook.pdf

                            

                                                    
                                Tg of Speaking eBook.pdf

                            

                                                    
                                Stage Lighting Technician eBook.pdf

                            

                                                    
                                Fagot Ebook.pdf

                            

                                                    
                                Governments ebook.pdf

                            

                                                    
                                03_MEMORIAS DA BORBOREMA - ebook.pdf

                            

                                                    
                                Learning French Ebook.pdf

                            

                                                    
                                El anarquismo japonés-ebook.pdf

                            

                                                    
                                365 Promises-ebook.pdf

                            

                                                    
                                AGILE FOR DUMMIES - eBOOK.pdf

                            

                                                    
                                Shinobi Soldiers 1 Ebook.pdf

                            

                                                    
                                Holistic Learning EBook.pdf

                            

                                                    
                                Jubilee Pancake Recipe eBook.pdf

                            

                                                    
                                Event Issue 10 eBook.pdf

                            

                                                    
                                Hot and Cold eBook.pdf

                            

                                                    
                                WMS eBook.pdf

                            

                                                    
                                People Mgmt ebook.pdf

                            

                                                    
                                JAVA PROGRAMMING EBOOK.pdf

                            

                                                    
                                Compendum EBook.pdf

                            

                                                    
                                Back Rx ebook.pdf

                            

                                                    
                                Risk Management Strategies eBook.pdf

                            

                                                    
                                Manual Blues Ebook.pdf

                            

                                                    
                                Micro Linear eBook.pdf

                            

                                                    
                                Masters of Success ebook.pdf

                            

                                                    
                                KDRT eBook.pdf

                            

                                                    
                                Youth Conditioning eBook.pdf

                            

                                                    
                                Behavioural Indicator ebook.pdf

                            

                                                    
                                Face Interviews Confidently!deptcs.ssbnc.in/files/resources/Technical Aptitude Questions eBook.pdf · Technical Aptitude Questions Dept of Computer Science SSBN Degree College Data

                            

                                                    
                                Teaching Song EBook.pdf

                            

                                                    
                                EGreener Living eBook.pdf

                            

                                                    
                                Event Issue 9 eBook.pdf

                            

                                                    
                                Magoosh GRE eBook.pdf

                            

                                                    
                                3DTotal - Vue Masterclass eBook.pdf

                            

                                                    
                                Command Manual ebook.pdf

                            

                        
                    

                                    

            

        

    

















    
        
            
                	About us
	Contact us
	Term
	DMCA
	Privacy Policy



                	English
	Français
	Español
	Deutsch


            

        

        
            
                Copyright © 2022 VDOCUMENTS

            

                    

    










