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TIPS to Start or Grow

O

SWOT-Internal
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SWOT-External What are the GOALS for GROWTH?
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» Opportunities-what trends do you notice, new and
different options, changes in technology or the

industry?
» Threats-PESTEL
O What are
o Pohtlcal. vou Larger e o
oonding . g ofr
. ECO.IIOIIII'C expg]}lldmb cu]iti(;g;ex employees? torefront?
* Sociological WHY???

» Technological
» Environmental
» Legal

TIPS to GROW Strategies to GROW
New Geographies
Use what you ;
ngse;}igh R, have, Seck New Products or Services
what you need ' New Competencies

Broaden Current Offerings

Plan for Strive for i .
Profitability Sustainability \ Expand on-line presence




Strategies to GROW Successfully
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Legal Aspects

O
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LEGAL ASPECTS
O

Legal Aspects: Factors to consider:

@)

Control-who is the decision maker
Taxes-tax liability
Liability-which assets need to be protected

Transferability of ownership

Longevity of the business

Raising capital

& Intellectual Property: copyright, patent, trademark




Legal Aspects-State of CA
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Legal Aspects-Intellectual Property

Legal Aspects: Intellectual Property
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Legal Aspects: Intellectual Property




Legal Aspects: Intellectual Property
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Market Research
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Marketing Definitions

’ Marketin g

» Market
Research
\  « Target Market
A .« Market Niche 4

Marketing-Target Market

O




Market-Niche
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Marketing-Tools

Collateral
| materials
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Marketing

~

Market Niche Exercise

Total Market

. May or may not buy your
product or service

. Sometimes buys your product

or service

. Most likely to spend the MOST
MONEY on your product or service

Marketing-Collateral Materials

O



Marketing-Web Exposure
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Search engine optimized (SEO) website
Social media—Linked In, Facebook, Twitter
‘Web Ads— Google, GroupOn
Blogging
You Tube, streaming video

Merchant circles, Online Reviews-Yelp

Marketing-Advertising

O

Marketing-Grow Social Media

Share and add
Relevant Content-
s s you as the

Invite Participation- |

read and engage

Quality Time-
structure time
monthly to update
relevant information

Signage

Marketing-Networking

O

Print ads

Direct mail

Radio spots

Cable/television spots

Booths at trade shows

Conventions

Professional organizations

Community organizations

Mixers/networking groups

Make presentations

Teach classes




Marketing-Publicity

Cable public access television

Guest spots on local radio shows

Print coverage

Marketing-Measuring ROI

O

Track the Effectiveness of Your Marketing Strategies

Ask customers how they heard about
Monitor “hits” to your website
Develop a customes abase to analyze and use for marketing
Use codes and “offers” in advertising campaigns
Send out follow-up email /surveys

Monitor online reviews to see/hear what your custom aying about your product/service
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Marketing-Budgets and Priorities

Budget and Prioritize Marketing Strategies

Select at least one marketing strategy from each applicable tool

Use multiple strate from those most likely to reach your cus

mize the use of lov

Spend the most $$ during seasons with the most ROI

Price out the cost of each tool, frequency and duration of use-CREATE a BUDGET

Marketing for GROWTH

Hemre four things CEOs can do to narrow their customer focus and create more
growth:

1. Find your most profitable customers. Do some back-of-the-envelope math to rank

order your customers in terms of high to low profits. The customers that pay more

and cost less to serve are creating the most value for your business.

2. Understand the unique needs of your most valuable customers. How are they

t(}lifferent from your less profitable customers? Identify the drivers of why they rise to
e top.

3. Understand what you are doing for these customers that no one else can do as

well. Determine your key stren and the offerings that they find the most value

in

4. Ruthlesslx]prio itize and focus organizational resources and investment on these
customers. Always choose projects and investment that favor your most profitable
customers. Challenge yourself to free up time and resources to devote more to these
customers.

Creating a narrower customer focus is somewhat counterintuitive to growth. But
when it's done right, this approach tygj]cally results in more growth rather than less.
(KarlStarkandBillStewart- Avondale Consulting).




Financial-START
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Financial-GROW

Determine all start up costs

Determine all fixed and variable costs

Conduct a break-even analysis

12 month-3 year Cash Flow Projection

Financial-GROW
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Income Statement

Balance Sheet

Cash flow projection based on growth
strategy

Break-even analysis

O

* Business is about making money

« To do this, it must simultaneously increase three
things:

Financial-GROW

Net profit
margin

O

Return on

investment
(ROI)
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Financial-Net Profit
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| Net Profit = What's left over after
you deduct all expenses from the
revenue your business generates

t Profit = Total Income — Tot
Expenses

THE bottom line in
your business

Financial-ROI

O
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Financial-Cash Flow
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Negative= Cash out faster than flowing in

Cash Flow Gap is REAL for most businesses

Project and manage cash flow to avoid critical situations
due to lack of cash

It is a major responsibility of a business owner

Cash flow funds your business growth

Financial-How to GROW

O
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Technology
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SBDC Resources

Questions??

O

O
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http://www.csub.edu/sbdc

