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entrepreneurship: A real-World Approach

“ What separates Rhonda Abrams from the crowd? She is an expert in 
building successful small businesses. And she continues to create timely, mean-
ingful and (most importantly) useful content for academics, students, and busi-
ness owners like myself. This book is the definitive guide for anyone who either 
wants to be an entrepreneur or just wants to grow their own business.”— Gene Marks, New York Times small business columnist 

“ The book is an EXCELLENT RESOURCE. It should become the 
definitive reference guide for all small business owners, simply because all 
issues are addressed in a very proactive manner, with worksheets that help 
collect information for decision making. I intend to use it and recommend 
it at every opportunity.”— Pat Newcomb, Entrepreneurship Instructor, Antioch University Midwest

planningshop

“ PlanningShop has been invaluable to our organization. We use PlanningShop 
materials for our entrepreneur classes because the content is comprehensive 
and constantly updated.”— Ken Freeman, Director Small Business Development Center,  
          Yuba Community College District

Bringing the Cloud Down to earth

“ No matter how you refer to it, working in the Cloud is a fundamental 
business practice these days and Abrams has done a terrific job of making 
this sometimes confusing subject relevant and practical for businesses of all 
shapes and sizes.”— John Jantsch, author of Duct Tape Marketing and The Referral Engine

successful Marketing: secrets & strategies

“ Successful Marketing encourages students to think through standard 
marketing concepts while applying them directly to their business idea.” 

— Meredith Carpenter, Entrepreneurship Instructor,  
          Haywood Community College

praise for Books from planningshop
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successful Business research

“ At last, a straightforward book that demystifies the process behind 
conducting effective business research … gives business practitioners and 
students an incredibly useful tool to enable them to find accurate and timely 
information for business plans, academic papers, and other business uses.”— Molly Lavik, Practitioner Faculty of Marketing, Graziadio School of  
          Business and Management, Pepperdine University

successful Business plan: secrets & strategies

“ [Successful Business Plan is] user-friendly and exhaustive…highly recom-
mended. Abrams’ book works because she tirelessly researched the subject. 
Most how-to books on entrepreneurship aren’t worth a dime; among the 
thousands of small business titles, Abrams’ [is an] exception. ”— Forbes Magazine

“ There are plenty of decent business-plan guides out there, but Abrams’ 
was a cut above the others I saw. Successful Business Plan won points with me 
because it was thorough and well organized, with handy worksheets and good 
quotes. Also, Abrams does a better job than most at explaining the business 
plan as a planning tool rather than a formulaic exercise. Well done. ”— Inc. Magazine

“ We are again using Successful Business Plan in my business honors course 
this semester. Must be working, as Penn State was just named (by Kaplan 
and Newsweek magazine) as the ‘hottest school in the U.S. for student entre-
preneurs!’ ”— Greg Pierce, Penn State University

“ Successful Business Plan enables my Entrepreneurship students at the 
University of Vermont to develop really great business plans. The book’s 
easy-to-follow, step-by-step format makes preparing a plan logical and 
understandable. Over the years...several students have actually launched 
their businesses successfully. Our son used the book at St. Michael’s 
College in Vermont to develop a plan for airport fitness centers, winning 
the school’s annual business plan competition for business majors…with 
a hefty cash prize! His plan was so thorough, especially the financials, that 
he was flown to the West Coast to present his plan to a prospective buyer. 
The bottom line, there is no better road map to business plan success than 
Successful Business Plan! ”— David Kaufman, University of Vermont

“ Successful Business Plan was an excellent learning tool for me at the 
University of Vermont and proved to be incredibly valuable as I started my 
own business after graduation. The step-by-step guidance through business 
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planning ensures that you have all your bases covered before investing time 
and money in a new enterprise. The book helped me start a promotional 
products business and I have since recommended this book to dozens of 
other entrepreneurs who have used it for everything from restaurants to 
fashion boutiques. If you are considering starting your first, second, third 
or tenth business you need to look at Successful Business Plan! ”— Issa Sawabini, University of Vermont, ‘99 
          Partner, Monitor Premiums LLC

“ If you’d like something that goes beyond the mere construction of your 
plan and is more fun to use, try Successful Business Plan: Secrets and Strategies, 
by Rhonda Abrams…this book can take the pain out of the process. ”— “ Small Business School,” PBS television show

“ Successful Business Plan is easy to follow and comprehensive. From the 
first chapter to the last, it guides you through the business planning process 
with a proven systematic approach. ”— Sean S. Murphy, Ernst & Young LLP

“ As a 20 plus year veteran SBDC director, consultant and entrepreneur-
ship instructor, I have assisted thousands of individuals and business owners 
through the planning process. Having reviewed tens of thousands of plans 
and critiquing hundreds of planning texts, programs and tools, Successful 
Business Plan: Secrets & Strategies remains my hands-down favorite text/work-
book/guide. The content and construction is comprehensive, practical and 
‘do-able’ for the serious small business owner/entrepreneur. ”— David Gay, Illinois Small Business Development  
         Center at College of DuPage

“ In my opinion, your book is the definitive guide for successful business 
plans. I particularly appreciate and recommend the use of the Flow-Through 
Financial worksheets. Each is a great device to illustrate the connection 
between the qualitative and quantitative elements of a plan. ”— Gene Elliott, Business Consultant, New Mexico

“ I’ve been using and promoting Successful Business Plan since 1993, 
and it’s great! I’ve taught business plan writing in several local SBDCs, 
as well as nationally, through the Neighborhood Reinvestment Training  
Institute. My course is designed and delivered around your book. ”— Ransom S. Stafford, Business Consultant, Twin Cities, MN

“ One of the best books on business planning. The overall quality of 
this book is excellent, but three things make it stand out: First, it contains 
worksheets that walk you through the information gathering process. Fill 
them out, and even the financials—always the hardest part of a plan—will 
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fall right into place. Second, it has a sample plan that reads like a real busi-
ness plan, written by a real person for a real business. You can use much of 
the wording in your own plan. Third, it has tips from successful managers, 
leaders, and business owners, large and small. I was especially fascinated 
reading the tips from ex-49’er head coach Bill Walsh. You can’t go wrong 
following his advice on planning and organizing! ”— Economic Chamber of Macedonia

“ Successful Business Plan is thorough, well-organized, and a very useful 
tool for business planning and development. It’s an excellent guide to the 
details involved with creating a solid, useful business plan. ”— Jim Jindrick, The Institute of Electrical and  
          Electronics Engineers and the University of Arizona

“ I chose Successful Business Plan because of its ease of use, its clarity, and its 
good examples. I have used the book for a number of years now. ”— Jean Morris, The Culinary Institute of America

“  It has a clearly defined, comprehensive approach. ”— Zane Swanson, Emporia State University, KS

“ Here at the SBDC we offer clients an eight-week business planning 
counseling program called Business Plan Expedited (BPE). BPE is structured 
around Successful Business Plan —  the end result is a well-written business 
plan that can be used as a part of a business loan application package. I specifi-
cally chose this text because I used it, per recommendation from my graduate 
school advisor, for my MBA project in graduate school 13 years ago! ”— Indria Gillespie, Sierra College SBDC

“ Your book has been both an inspirational read as well as a comprehen-
sive guide for starting my business. Being relatively inexperienced with entre-
preneurship, your book has not only given me the ability to create a solid 
roadmap for planning, but has also provided an encouraging and easy way 
to cope with the enormous amount of information and organization needed. 
I particularly enjoy the various quotes from business professionals who have 
had experience in business planning. They give precious insight and different 
viewpoints that I would not have seen. Thank you for writing this book! ”— Simon Lee, Entrepreneur

“ It combines, in a very clear way, both aspects of business planning and 
effective writing of business plans. The book is very well written. The forms 
are very useful. ”— Eyal Yaniv, Bar Ilan University, Israel
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Entrepreneur, author, and nationally syndicated col-
umnist rhonda  abrams is widely recognized as a 
leading expert on entrepreneurship and small busi-
ness. Rhonda’s column for USA Today, “Successful 
Strategies,” is the most widely distributed column on 
small business and entrepreneurship in the United 
States, reaching tens of millions of readers each week.

Rhonda’s books have been used by millions of entre-
preneurs. Her first book, Successful Business Plan: 

Secrets & Strategies, is the best-selling business plan guide in America. It was 
named one of the top 10 business books for entrepreneurs by both Forbes and 
Inc. magazines. She is also the author of more than a dozen other books on 
entrepreneurship and has sold more than two million copies of her books. 
Rhonda’s other books are perennial best sellers, with three of them having 
reached the nationally recognized “Top 50 Business Best-Seller” list.

Rhonda not only writes about business—she lives it! As the founder of three 
successful companies, Rhonda has accumulated an extraordinary depth of 
experience and a real-life understanding of the challenges facing entrepre-
neurs. Rhonda first founded a management consulting practice working 
with clients ranging from one-person start-ups to Fortune 500 companies. 
An early web pioneer, she founded a website for small business that she later 
sold. Today, Rhonda is CEO of the publishing company PlanningShop, 
which focuses exclusively on the topics of business planning, entrepreneur-
ship, and new business development. PlanningShop is America’s leading aca-
demic publisher in the discipline of entrepreneurship.

A popular public speaker, Rhonda regularly addresses leading industry and 
trade associations, business schools, and corporate conventions and events. 
Educated at Harvard University and UCLA, Rhonda lives in Palo Alto, 
California.

About the Author

rhonda Abrams:

facebook.com/ 
RhondaAbramsSmallBusiness

twitter.com/RhondaAbrams
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Understanding entrepreneurship
Do you dream of one day owning your own business? Do you have an idea 
for a new or improved product or service that you hope to turn into a reality—
something that people will want, buy, value, and even love? 

Do you feel a need to be in control of your own life? To have the opportunity 
to act on your ideas? Do you want to be your own boss? 

Are you able to motivate yourself to work hard, to do well, even without a 
boss, or teacher, or parent looking over your shoulder? Do you have the per-
sistence to stick with something until you can make it a reality? 

Are you willing to risk security—of a job, a paycheck, a manager guiding 
you, the structure of a workplace—for the excitement and possibility of cre-
ating your own company? For the chance to perhaps make a fortune or at 
least earn a good living? 

Are you willing to learn how to handle failure in return for the possibility of 
independent business success? 

Then what you are dreaming about is “entrepreneurship.” 

The origin of the word is “entreprendre”—French for “to undertake.” Take 
a look at that word—“undertake.” Notice that it emphasizes an attempt to act, 
and not the outcome of that action. You undertake something. 

This implies that what matters is that you have begun something; you’ve 
started on a journey. And although traveling on that journey may not always 
be a smooth ride, at least you’re in the driver’s seat. 

In this chapter, you’ll learn how to: 
n	 Understand	the	importance	of	entrepreneurship

n	 Recognize	the	positive	contributions	of	entrepreneurship	to	society

n	 Describe	the	characteristics	of	successful	entrepreneurs

n	 Recognize	the	various	aspects	of	change	and	learn	to	embrace	and	leverage	them

n	 Understand	the	positive	aspects	of	failure

n	 Define	the	advantages	and	disadvantages	of	entrepreneurship

n	 Determine	personal	goals	and	a	company	vision

learning objectives

Entrepreneurship paves a 
road to personal wealth 
On a personal level, entrepre-
neurship can make an incredible 
economic impact. Being successful 
in starting your own business can 
be a road to financial freedom. In 
fact, according to the u.s. Federal 
reserve, equity in unincorporated 
businesses—typically the small-
est of independent businesses—
makes up the second largest share 
of total household wealth in Amer-
ica, second only to home equity. 
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Business
an entity organized for the purpose of buying and sell-
ing a product, service, knowledge, or other thing of 
value; a company set up with the intention of making 
a profit; an activity established to provide income and 
financial well-being for the business owner. 

Disruption
this occurs when entrepreneurs create new companies 
that challenge and transform older, established indus-
tries. these cutting-edge start-ups apply fresh thinking, 
develop new business models, and typically use technol-
ogy to change the way business is done. 

Entrepreneur
an individual who, through their own initiative and 
hard work, launches a new undertaking—typically a 
business—that involves risk and uncertainty. Ordi-
narily, entrepreneurs seize on opportunities, inno-
vate, experiment, and pioneer to bring to market a 
new, better, less expensive, or somehow improved 
product or service, or to open up new markets. Many 
entrepreneurs also aim to advance social goals in 
their ventures. 

Entrepreneurial thinking
applying the characteristics of entrepreneurs—such 
as innovation, creativity, risk-taking, the willingness to 
accept failure, and fast response time—to other endeav-
ors, such as corporate enterprises, education, and social 
programs. 

Minimal Viable Product
a product that has been created quickly in order to get 
it to market as soon as possible. Over time, and based 
on the experience of actual customers, the product is 
improved on and refined. 

Risk
In entrepreneurial terms, risk involves uncertainty, with 
the possibility of encountering unexpected setbacks, 
suffering losses, and even failing. New ventures present 
various types of risk, such as market risk in that target 
customers may not be ready for the product or service; 
or technology risks in that the necessary technology may 
not be able to be developed in an acceptable time frame; 
or execution risks, in that the planned activities may not 
be able to be carried out. 

Start-up
a term often used for a young business; most often 
applied when the business has the intent or potential to 
grow to substantial size. 

Venture
an entrepreneurial undertaking, usually referring to a 
new business. 

Vision
the ability for an entrepreneur to conceive a company, 
product, or service that doesn’t yet exist, typically in 
response to a specific need in the market and often in 
somewhat great detail. a visionary is one who can see 
possibilities where others do not.  

en.tre.pre.neur.ship key terms

Entrepreneurs change the world 
Entrepreneurs make enormous contributions to societies around the globe. 
Fast-growing entrepreneurial ventures transform entire economies. Even 
smaller enterprises make tremendous contributions to the health and stabil-
ity of their communities. 

Entrepreneurial companies produce far more than just money. They also provide:

n	New ideas and innovation. Although some large corporations have 
research and development departments, overwhelmingly, new products 
and services are created and introduced by new small companies. This is 
certainly true in technology, but it’s also true in the entire spectrum of 
products and services. Many Fortune 500 companies—from computers to 
cars, cola to cartoons—were started by entrepreneurs with little more than 
a new and better idea. 

Out with the old,  
in with the new  
the average lifespan of the 500 
largest companies—commonly 
referred to as the “Fortune 500”—
is merely 30 years. Only 61 of the 
1955 Fortune 500 companies still 
existed in 2014. By 1983, one-third 
of companies listed in 1970, only 
13 years earlier, had disappeared. 
so new companies are continually 
replacing the old.
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n	New jobs. Total new-job creation in the United States is a result of new 
businesses. In fact, America relies on new businesses to offset the job losses 
from bigger and older corporations. The Small Business Administration 
(SBA) estimates that small businesses create 64 percent of all new jobs in 
the country. Worldwide, substantial job creation is largely a result of new 
business formation, especially in emerging economies. 

n	New industries. Entrepreneurs not only create new businesses, but when 
they’re incredibly successful, they may even end up creating entire new 
industries. In recent years, for example, the success of a few social media 
companies—like Facebook—has fostered the generation of a whole 
ecosystem based around those companies. This leads to an immense 
explosion of jobs in related businesses. 

n	Middle class income. In many areas—including rural areas, developing 
countries, and older regions in the United States—there are no large 
corporations to provide decent jobs. There, the only path to a middle class 
lifestyle (or better) is through the creation of one’s own business. 

n	Flexibility. Smaller companies can open, close, move, and change focus 
much more quickly than big corporations. Typically, smaller companies are 
the first to respond to changing market needs and conditions, and often 
provide a testing ground for big corporations to learn how they themselves 
will need to adapt. The smaller companies offer the job opportunities and 
new products our society needs until big firms figure out how to catch up. 

n	Old values. Big companies get distracted by things such as keeping Wall 
Street happy, arranging mergers and acquisitions, and rewarding executives 
with huge bonuses. Newer companies, by contrast, concentrate on the 
basics: cash flow, profits, providing high-quality products and services, 
and serving and retaining their customers. Perhaps even more important, 
owners of newer or smaller businesses know their employees are people, 
not “human resources,” and need to be treated as such.

Entrepreneurs, in short, make a huge difference. They innovate, pioneer-
ing new industries and producing new products. They provide vital services. 
They support their communities. They create wealth, for the entrepreneurs, 
the investors, and society. Most important, they create jobs. And when you 
create jobs—good jobs, with fair pay and good working conditions, where 
people can take pride in their work and be treated with respect—you change 
their world, your world, and the world in general. 

Growth of entrepreneurship 
Humans have been engaged in entrepreneurial endeavors for thousands of 
years. It’s nothing new for someone to see something that people want to buy 
and then figure out a way to sell it. It may be part of human nature to be able 
to identify an opportunity and wish to seize on it, and, through hard work, be 
motivated to make money in the process. 

How entrepreneurs 
change the world
n new ideas and innovation
n new jobs
n new industries
n Middle class income
n Flexibility
n Old values
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While it’s true that entrepreneurship has been around for a long time, we are 
now in a golden age of entrepreneurship. Throughout the world, entrepreneurs 
are making a greater impact than ever before, and gaining the recognition that 
comes from that impact. 

Although much attention is paid to technology-based start-ups, especially in 
places like Silicon Valley in California, the truth is entrepreneurship is flowering 
in all industries and geographic locations around the world. Even concepts that 
once were the sole province of philanthropists and charitable organizations have 
now become the interest of entrepreneurs who aim to apply their innovative 
and strategic thinking to solving some of the globe’s most pressing problems. 

Indeed, since the earliest part of the 21st century, there has been a ground shift. 
The best and the brightest in our society, who before might have gone to work 
for big corporations, now want to start their own ventures, at younger and 
younger ages. Some of the growth in entrepreneurial desire has certainly come 
from seeing the example of those who have succeeded—especially young entre-
preneurs—who have created whole new industries, transformed the way we 
live and work, and made fortunes along the way. Seemingly overnight, entre-
preneurs have become millionaires—even billionaires—as a result of launching 
innovative businesses. 

Of course, most entrepreneurs never become millionaires. Yet the chance to act 
on your ideas, to make your own way, to create new products, to invent new 
services, and to make a difference in the world, has encouraged record numbers 
of people to become entrepreneurs. 

Factors driving the growth of entrepreneurship 
Besides the example of successful entrepreneurs, what’s propelling the rapid 
growth of interest in launching one’s own businesses?

n	Less job stability. The days are long gone when people assumed they would 
work for one company all their lives. For starters, a large number of 
businesses today run extraordinarily “lean.” Rather than hiring full-time 
permanent employees, many businesses opt for part-time personnel or 
either temporary or contract workers. There has also been a cultural shift 
in how people view their employment and careers. Most people expect 
to—want to—change jobs. A person born in the later years of the “baby 
boom” (1957–1964) held an average number of 11 jobs just between ages 
18 and 44.1 Younger people today are likely to have as many different 
jobs, if not more. Indeed, it’s typical for people in developed countries, 
especially the United States, to have two, three, or even more “careers” 
over the course of their lifetimes as their interests change and evolve. With 
less job stability, there’s more opportunity—and more need—to start your 
own business.

1.  U.S. department of labor, Bureau of labor Statistics.

Eventually everyone is an 
entrepreneur
pinning down the number of inde-
pendent contractors in the u.s. 
can be difficult, as the Bureau of 
Labor statistics does not track this 
growing group of self-employed 
workers. A 2014 report from the 
non-profit Freelancer’s union and 
Elance-oDesk claims that 53 million 
Americans now work as freelancers. 
that translates to 34 percent of 
the population, up from 31 percent 
in a 2006 study from us General 
Accountability Office. With mobile 
devices, the ability to plug in virtu-
ally anywhere, and online market-
places that match freelancers with 
customers—uber, task rabbit, and 
upwork, for example—expect the 
number of freelancers to continue 
to rise.
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n	Lifestyle driving career choices. Want to live in the mountains so you 
can ski, or by the beach so you can surf? Be home in the afternoon to 
raise your kids? Increasingly, people want their careers to mesh with their 
lifestyle goals. Entrepreneurship allows much more flexibility to create an 
income in a way that meets personal goals. You can create businesses in 
locales where the kind of job you want doesn’t exist, have more flexibility 
in work hours, and spend less time commuting and more time on family, 
hobbies, or other interests. The desire for a lifestyle that a traditional job 
can’t satisfy is one key reason that people choose an entrepreneurial path. 

n	Technology infrastructure. It has become cheaper and easier than ever to 
start a businesses. Businesses that once required a huge upfront investment 
in infrastructure, equipment, and staff can now do a lot more for a lot less. 
Many of the daily administrative and office tasks can easily be automated; 
a huge array of companies exists to provide technology solutions to small 
and new businesses. Web design firms, search marketing specialists, third-
party IT services providers, and all sorts of consultants represent merely 
a few of the new types of business opportunities that have emerged. It’s 
possible to build a fairly substantial business with only a virtual team, 
especially for technology needs. 

n	Technology innovation. New technology creates new business oppor-
tunities. The Internet, in particular, over the last few decades has created entire 
new industries—mobile, cloud, and social media. Advances in technology 
and science have led to an explosion in biotech, genetics, and medical 
equipment and other health care–related industries. “Green” technology 
is providing significant new prospects in a wide range of environmentally 
related businesses. In virtually every category, the rapid changes in underlying 
technology have opened up great possibilities for entrepreneurs.

n	Government support for entrepreneurs. Throughout the world, 
governments have increasingly recognized the importance of new ventures 
and small businesses for their economic growth and health. National 
governments are setting up agencies to assist entrepreneurs, lessening 
regulation and red tape for starting new businesses, and providing tax 
benefits. Even state, regional, and local governmental entities are getting in 
on the act, helping to make it easier for new business formation. Officials 
realize that without new businesses economies stagnate. 

n	Mature financing environment. Investors have become more and more 
comfortable with putting their funds into new and risky ventures. The 
unbelievable financial success of those who have invested in entrepreneurial 
ventures since the late 1990s has led to the growth of a large pool of investors 
willing to take risks on entrepreneurs and new ventures. There’s now a 
mature, sophisticated, and well-funded investing community in a few key 
regions of developed countries. And, even in smaller communities and 
less developed areas, many more private investors—“angel investors”—are 
willing to support entrepreneurs. The availability of more venture capital 
means the possibility of many more new businesses launching.  

The drivers of 
entrepreneurship 
n Less job stability
n Lifestyle driving career 

choices
n technology infrastructure
n technology innovation
n Government support for 

entrepreneurs
n Mature financing environment
n Financial considerations
n Disruptive innovation
n It’s cool
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n	Financial considerations. Many people simply don’t feel they can meet 
their financial goals by working for an hourly wage or even a professional-
level salary. This is especially true in areas with few high-growth and 
professional opportunities, as well as in many developing countries. The 
notoriety given to young multimillionaire founders and early employees 
of high-tech start-ups has fueled many people’s dreams. No surprise, then, 
that many people feel that they can achieve their financial goals more fully 
and easily if they choose to become self-employed—or to build their own 
business and employ others.

n	Disruptive innovation. Shake it up. See it new. Disruption occurs when 
fresh eyes and fresh thinking transform old industries and business models, 
often creating highly valuable companies. Many times, the entrepreneurs 
behind such disruptive companies or innovations have little or no experience 
in an industry, but see a need and a better way to fill that need. For example, 
room-letting website Airbnb was launched when the two founders figured 
they could make money renting out space in their San Francisco apartment 
during a busy convention. They weren’t intentionally setting out to disrupt the 
hotel industry, but they did. Ride-sharing app Uber was more intentionally 
disruptive of the entrenched, traditional taxi industry that had changed little 
in decades. Its disruption led to a whole new way of thinking about personal 
transportation and to the creation of other ride-sharing services, such as Lyft. 
Signficant disruptions have a ripple effect, creating opportunities for many 
other entrepreneurs in the new business ecosystem.

n	It’s cool. Successful entrepreneurs are today’s role models. The media 
adores people like Mark Zuckerberg of Facebook, Elon Musk of Tesla and 
Space X, Jack Ma of Alibaba, and the late Steve Jobs of Apple. It’s highly 
motivating to see others who started with a good idea be able to build 
a billion dollar company. Cities around the world want to be the next 
“Silicon Valley.”

Account for 98 percent
of �rms exporting goods

Generate 63 percent 
of new jobs annually

Produce 16 times more
patents per employee

than do large businesses

Hire 37 percent
of high-tech workers

Represent 99.7 percent 
of all employer �rms

Are responsible for 42 percent 
of total private payroll42

Employ nearly half of all 
private-sector employees 
(48.5%)

48.5

SMALL BUSINESS BY THE NUMBERS
According to the Small Business Administration (SBA), small businesses in the United States:

63

98

16

37

99.7
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think like an entrepreneur 
Can you learn to be an entrepreneur, or must you be born with an entre-
preneurial spirit? While some people are naturally more oriented toward an 
entrepreneurial lifestyle, and feel more comfortable with the uncertainty that 
comes with entrepreneurship, it’s definitely possible to work on developing 
some of the key attitudes and attributes of those who start and grow success-
ful businesses. 

Many business books and experts assert that there’s just one kind of person 
who can be a successful entrepreneur—someone who’s a risk taker, extro-
verted, a natural salesperson, a leader and a visionary, someone willing to 
work around the clock.

It’s a great list, but it’s just not true. A whole range of personality types have 
become successful entrepreneurs. The key is to find the right type of business 
to suit you. 

Of course, someone who, by nature, needs an extremely high level of security, 
guidance, and reassurance might be a poor fit for an entrepreneurial lifestyle. 
But the idea that you must relish risk—be an emotional skydiver—is often 
overstated when describing the types of people who make good entrepreneurs. 
Many people who don’t think of themselves as embracing risk become entre-
preneurs. The key is that although a successful entrepreneur takes risks, those 
risks are measured. While entrepreneurs frequently go out on limbs, the ones 
that make it generally test that limb first to make sure it has a good chance of 
bearing their weight. 

Great entrepreneurs expect change 
Change is inevitable, but one thing that sets successful entrepreneurs apart 
from others is their willingness to adapt to, embrace, and even leverage 
change for their own gain. Many entrepreneurial companies, especially those 
involved in technology, have change at the very core of their existence. Still, 
for every business, change is inevitable.

Even companies that were created on the basis of innovation often become 
staid over time. Once they have established customers, channels, business 
units, and models, it’s easy for them to get complacent. Their employees 
become used to doing things the way they always did. When companies are 
mired down in doing things the same old way, they become rich targets for 
newer, entrepreneurial companies to go after. 

The best entrepreneurs—the ones who succeed over decades—recognize that 
they must keep responding to change, reinventing their companies, continu-
ally innovating. 

In planning for change, keep in mind the kinds of conditions that will affect 
your business’s future.

Changes that will affect 
your company
n technological changes
n sociological changes
n Competitive changes
n Market and marketing 

changes

See page 9
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ENTREPRENEUR’S WoRkShEET

Think Like an Entrepreneur
The most successful entrepreneurs possess numerous key characteristics. Not all entrepreneurs have all of 
them, of course. But check the traits that apply to you. Work on developing the ones you’re missing.

¨	You see opportunities where others see problems. When you encounter a need that isn’t filled or a flaw 
in a product, service, or even our society, you look to see if there’s a way to solve it. 

¨	You are driven to succeed. You’re so motivated to achieve your goals that you’re prepared to overcome 
obstacles that would likely discourage or stop others.

¨	You are a self-starter. Rather than waiting for someone to issue instructions, you can take initiative. 
When you’re interested in something, you don’t need others to tell you what to do. 

¨	You are persistent. You don’t give up on things easily. You can handle setbacks and keep on going. 

¨	You are innovative. You can think “outside the box” when attempting to meet challenges.

¨	You are energized by challenges. The idea of having to solve a problem, create something new, or 
build something from nothing, spurs you rather than deters you. 

¨	You take control of your own destiny and bear responsibility for your own actions. You don’t blame 
others for what happens to you in life. You can honestly accept responsibility for the results—both 
positive and negative—of decisions you make and actions you take.

¨	You are willing to give up the security blanket of a “regular” job. You don’t mind working without the 
safety net of a regular paycheck or the benefits and social structure that an established employer 
provides. 

¨	You accept and embrace change. Change is inevitable, yet in the entrepreneurial world, change comes 
even faster and more frequently. But rather than fearing it, you welcome it and enjoy the excitement of 
the ride. 

¨	You can be a team player. No great entrepreneurs succeed on their own. You’re able to work with 
others to achieve a common goal. You’re capable of listening to others’ ideas and incorporating the 
good ones into your own thinking. 

¨	You understand the importance of making a profit. You know that all your best intentions and actions 
are for naught if you aren’t actually making a profit—that is, bringing in more money by selling a prod-
uct or service than it costs you to provide it. You’re not embarrassed by the idea of making money. 
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n	Technological changes. It’s impossible to predict the exact technological 
developments that will affect your industry, but you can be sure that you’ll 
face such changes. Even if you make old-fashioned chocolate chip cookies, 
you’ll find that advancements in oven design, food storage, and inventory 
control software will place competitive pressures on your business. 
Competitors’ technological advances may cause significant downward 
pricing pressures on you.

n	Sociological changes. Evaluate demographic and lifestyle trends in light 
of their potential influence on your business. In the cookie business, for 
example, consumer interest in natural foods or the number of school-
age children in the population may influence the number and kind of 
cookies you sell. What sociological factors have the greatest impact on 
your company? Keep your eye on trends that represent true change; be 
careful not to build a business on passing fads.

n	Competitive changes. New businesses launch every day. How hard is it 
for a new competitor to enter the market, and what are the barriers to 
entry? The Internet has enabled companies all over the world to compete 
against each other, increasing the number and type of competitors you 
may face.

n	Market and marketing changes. Consider how your company deals 
with these outside changes. Also anticipate major internal changes, such 
as growth, the arrival or departure of key personnel, and new products 
or services. No business is static. Planning a company to be agile and 
responsive to change will make the inevitable changes easier. 

Great entrepreneurs know how to fail 
One critical key to entrepreneurial thinking is to learn how to think differ-
ently about “failure.” True, nobody wants to fail, but, for most entrepreneurs, 
some failure is inevitable. Or at least it is if you ever hope to succeed. Virtu-
ally all success depends on trying things that may fail. 

Successful entrepreneurs possess the ability—or rather, the determination—
to view failure as an opportunity to learn and then apply that lesson to their 
next business attempt. Indeed, many venture capitalists say they prefer to 
finance entrepreneurs who’ve already failed in at least one business, because 
they’ve learned a lot from failure. “Let them learn on someone else’s nickel,” 
one VC once said, recognizing that the best entrepreneurs learn from their 
setbacks.

Great entrepreneurs are good at failing. But there are different ways to fail. To 
succeed, try to fail the right way: 

n	Fail fast. Try the minimal viable product approach. Develop things 
quickly, then get them out the door. You need real-world feedback from 
customers, users, and partners, to be able to fix your mistakes. Google’s 
product development mantra reflects this reality: “Experiment, Expedite, 

Does failure mean  
you’ve failed?  
history is filled with stories of 
entrepreneurs who’ve failed at 
first. Bill Gates and paul Allen 
started—and failed at—a com-
puter company before they started 
Microsoft. steve Jobs was fired 
from Apple; went on to start a new 
company, neXt, that was widely 
considered unsuccessful; then was 
brought back to Apple and led it to 
become the most valuable company 
in the world. the founder of FedEx, 
Frederick W. smith, while a student 
at Yale, got a “C” on a business 
paper outlining his idea. 
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Iterate.” Other companies that grew quickly also embraced this kind of 
failure. One of Facebook’s mottos is “Move fast and break things.” To 
fail fast, give employees the authority to make decisions and act on them 
independently. They will make mistakes—fail. If things don’t work out, 
move on quickly—without a lot of criticism. Start, fail, change. Fast.

n	Fail forward. If you’re going to fail—and you will—fail in a way that 
moves your company, products, or services in a new direction. Failure only 
leads to success if you’re stretching yourself, trying new things, innovating. 
Remember, innovation doesn’t require perfection. It’s now a “version 1.0” 
world. There’s great tolerance for new products and services that aren’t 
perfect at first. Move fast and forward.

n	Fail smart. You don’t learn much, or gain much, if you fail because you’re 
doing something stupid and avoidable: partnerships imploding because of 
a lack of communication, employees unmotivated because they’re treated 
poorly, or management not taking care of business fundamentals, such as 
getting contracts signed or sending out invoices. Failure is only useful if 
you’re learning something from it. 

n	Fail cheap. Try to keep your financial losses from a failure as minimal as 
possible. One way to do this is to start “lean”—try new things with the 
least amount of investment, to test the concept. The idea is to launch  
the “minimal viable” version of whatever you’re trying. Remember, it 
doesn’t usually have to be perfect to test a concept. 

n	Fail with integrity. Character matters. Even if you fail, there’s a very 
good possibility that people who worked with you before—even invested 
in you—will be willing to team with you again in the future. But that’s 
possible only if you’ve proven to be a person they trust and respect. If 
you’ve failed because you are dishonest, because your word is not reliable, 
or because you cheat, then your one failure is likely to become permanent 
failure. Experienced and intelligent people will forgive your failures if 
they’re honest attempts to accomplish something. 

Keep in mind, an unexamined failure is just a plain failure. You’ve got to 
learn from your mistakes and failures to grow.

the advantages and challenges  
of entrepreneurship
It seems cool to be an entrepreneur. Movies are made about young entre-
preneurs, portraying them as contemporary heroes. Being an entrepreneur 
seems exciting. The possibility of becoming fabulously wealthy is enticing. It 
seems easy to create the next big thing. 

Yet, as in all things in life, there are advantages and challenges to entrepre-
neurship. And it’s wise to understand both as you consider becoming an 
entrepreneur. 

Version 1.0
One concept that has taken hold in 
the development of certain prod-
ucts is the “minimal viable prod-
uct.” the idea is to quickly get a 
product to market, and later make 
improvements based on the experi-
ence of actual customers.

Clearly you don’t want a minimally 
viable product for a medical device 
or automobile. But in some catego-
ries, such as online services, mobile 
apps, and personal electronics, con-
sumers are willing—even eager—
to pay for version 1.0.
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Advantages
The advantages of entrepreneurship fall into three general categories: personal, 
professional, and financial. 

PErSONaL bENEFITS

Many people focus on the financial rewards of being an entrepreneur, but much 
of the payback that people get from their entrepreneurial ventures is personal, 
increasing the possibility that you’ll derive greater satisfaction from your work-
ing life than you would as someone else’s employee.

First and foremost is the ability to do something that interests you. You almost 
certainly will choose to start a business in some field that attracts your attention. 
It may not be “sexy” to others—perhaps you’re finding a new way to crunch 
data, to manage mobile networks, or even to improve cleaning supplies—but 
it holds interest for you. It’s a great personal benefit to have the opportunity to 
do something you have a passion for, rather than spending the majority of your 
waking hours performing tasks in which you have little real interest.

Next, you get to create something of your own making. Being able to make 
something from nothing brings tremendous satisfaction. It can be something 
as simple as a food truck or a corner bakery, even being a self-employed con-
sultant, but the idea of having created a job and a business yourself is highly 
rewarding and empowering and will give you a tremendous sense of pride. 

You also get more personal choice over where, when, and how you work. Many 
people want to live in a particular geographic area—say, close to the mountains 
or by the ocean—or perhaps in a place where there aren’t an abundance of jobs. 
Creating your own business enables you to have more location choice. Having 
the independence and flexibility to make time for family, hobbies, or other 
activities is another huge draw to the entrepreneurial life. 

Most important, you’re your own boss. The idea of not having a boss is intensely 
appealing for many. You have no one to answer to, no one to judge you, and 
no one who can fire or transfer you. If you’ve only had bad bosses, not having a 
boss can be a huge draw. 

PrOFESSIONaL bENEFITS

You’ll also reap extensive professional benefits from your entrepreneurial endeav-
ors. For starters, you can advance more rapidly than you would in a traditional 
office setting. Lack of experience, seniority, or office politics won’t hold you back. 
What your boss thinks of you won’t limit you. You’ll succeed or fail on your own 
merits.

You’ll also be able to fully leverage your creativity and ingenuity. Rather than 
simply carrying out other people’s ideas or implementing their visions, you 
reap the professional benefits of any exciting insights or “ahas!” you get. You can 
aggressively pursue exciting new ideas for products and services. When you have 

Oprah OWNs up to failure
hopes were sky-high when the 
extraordinarily popular tV person-
ality Oprah Winfrey launched her 
own television network—OWn—
in January 2011. But by the end of 
the first year, OWn was, by virtually 
any measure, a failure. Winfrey was 
committed to the long-term success 
of the network, however, and took 
a realistic view of her entrepre-
neurial failure, saying, “Who hasn’t 
made mistakes? the beauty is you 
can say, ‘I learned from that.’ I don’t 
worry about failure. I worry about, 
‘Did I do all I could do?’”
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a good idea, you can act on it—instead of waiting for a committee or encoun-
tering bureaucratic opposition.

You get to choose the people you work with. When you’re in charge, you can 
hire a team that works well together, with people you respect and like. You’re 
not stuck with the other employees whom some boss hires. Your only limits 
on whom you can hire are your company needs, your cash, the available labor 
force, and labor laws. 

Finally, you’ll thrive because of the sheer adrenaline factor. Entrepreneurs are 
challenged and surprised every day, and because of this they grow at a much 
faster rate, professionally, than their counterparts in traditional employment 
situations. And because you’re the boss, you can invest in further education and 
training as you want or need it. 

FINaNCIaL bENEFITS

The financial benefits of running your own firm can be substantial. Research 
performed by Thomas Stanley and William Danko for their book The Million-
aire Next Door found that self-employed businesspersons were four times more 
likely to be millionaires than those in traditional employer-employee roles. Your 
earning potential is theoretically unlimited: You can go as far as your business 
idea will take you. You also benefit directly from your success. The fruits of your 
labors belong to you. You can take as much or as little out of your business as 
you choose. And you’re untethered from the economic ups and downs—and 
whims—of a traditional employer. You make, and reap, the financial rewards of 
your own hard work. 

Challenges
You’ll inevitably confront and surmount a number of challenges on your 
entrepreneurial journey. Among other challenges, you’ll need to find ways to 
manage the following realities.

YOu’LL FaCE rISk

There’s a chance—a very good chance—that whatever business or enterprise 
you start may fail. Reports of the percentage of entrepreneurial failures are 
often overstated, but nevertheless there’s a high likelihood that you’ll end 
up having to (or choosing to) close up shop. With failure comes loss—loss 
of pride, loss of time, financial loss. The stress of dealing with a failing busi-
ness puts tremendous strains on personal and professional relationships. Your 
family may not understand the pressure you’re under. You may have friends 
and family who have invested their money, and their hopes, in you, and they 
may not be as understanding or patient as you’d like. And you may feel guilt 
and shame at disappointing them. Failure is never easy. 

Even when you don’t fail, you have a greater sense of risk in an entrepreneur-
ial undertaking than by being someone else’s employee. Sure, you may get 

Advantages of 
entrepreneurship
n personal benefits
n professional benefits
n Financial benefits
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laid off from a job, but generally, employees don’t deal with the day-to-day 
reality of risk that business owners do. And when you’re the one in charge, 
especially when you have others dependent on you for their livelihood, this 
can put you under a tremendous amount of pressure. 

YOu’LL DEaL wITh FINaNCIaL INSTabILITY

When you own a business, expect your income to fluctuate considerably. 
Frequently, business owners experience an economic roller coaster, with great 
highs and deep lows in income. This is far different than having the comfort 
of a steady paycheck. What you sell to customers or bill clients is what you 
get. You’ll inevitably experience dry spells or go through times when your 
resources are stretched. And you may need to look beyond your own means 
for the cash to grow your business or even to keep your doors open if times 
get tough. 

Moreover, when you have employees, you get paid last. By law, you must 
pay employees what you owe them—and by ethics, you’d want to make sure 
you’re paying your employees on time. That means that when the coffers are 
low, you’re the one who has to make do, who goes without a paycheck, who 
gives up income. 

And you don’t get benefits. Want a vacation? Sure, you can take one any 
time you like, but it’s not a paid vacation. Need health care insurance? When 
you start your own business, you have the same kind of decisions to make as 
the largest publicly traded companies: What kind of health benefits can you 
afford—both for yourself and for any others you employ? Which insurance 
company (or companies) will provide them? How will you fund these bene-
fits? Likewise for retirement savings—both your own and for any employees. 
Will you contribute to a 401(k) plan? 

YOu’LL wOrk harD aND DrIvE YOurSELF

This is a given of the entrepreneurial life: Self-employed individuals tend 
to work longer hours than the typical employee. There’s no such thing as a 
typical workday—you’ll often find yourself working nights and weekends, on 
family holidays, during vacations. You don’t get paid for the time you don’t 
work. This means that you will lose revenue for each day you are sick and 
for vacation days, so you’ll likely find yourself taking fewer days away from 
work. Moreover, many entrepreneurs have to continue doing their “day” jobs 
until they establish their entrepreneurial ventures. So expect long hours for 
many years. 

You also must be a self-sufficient worker and a disciplined self-starter. No one 
assigns you tasks—that may seem liberating at first, but it may also feel bur-
densome when you don’t know which way to turn. Depending on the type 
of business you start, you may be working on your own most of the time. 
You won’t have the traditional network of coworkers to turn to for support or 
assistance. If your computer breaks down, you’ll have to figure out how to get 
it up and running again—either by yourself or by hiring outside help. You’ll 

What’s your chance  
of success? 
When you start a business, you’ll 
often hear one statistic repeated 
over and over: “Fifty percent of 
all new businesses fail within five 
years.” the facts are actually some-
what different. 

About 50 percent of all new busi-
nesses still exist after five years, 
and about 50 percent will have 
closed. those may have closed for 
many reasons: the owner found a 
good job, moved, decided to pursue 
another line of business, and so on. 
“Failure”—meaning the business 
couldn’t make a profit—may have 
been only one of many causes.
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either do your own books or find a good accountant. And you won’t have the 
built-in social structure of the traditional workplace.

YOu MuST COPE wITh CONSTaNT ChaNGE

The one constant you face is change. And just when you think you have every-
thing under control, something new will come along—count on it. You’ll need 
to develop your capacity for rolling with the punches. Nimble companies that 
can quickly evaluate and respond to changing conditions will most likely 
succeed.

Therefore, you must be a fast learner. Unless you’re a most unusual person, 
you will be largely jumping into the great unknown when you start your 
business. You may have a deep understanding of your professional field—
nursing or engineering or culinary arts—yet it’s a given that you will be 
confronted regularly with unanticipated challenges. Your ability to learn the 
ropes and pick up on things quickly will be one of the prime determinants 
of your success. 

ThE buCk STOPS wITh YOu

As an entrepreneur, you’ll face a constant barrage of decisions you need to 
make—how much to charge a customer? how much to pay an employee? 
what kind of equipment to purchase? where to locate your office? what new 
products to develop? which ones to phase out? And on and on.

Good entrepreneurs learn how to delegate many decisions to others, yet at 
the end of the day the final decisions always rest with you. You establish and 
maintain the company culture. You are the final voice on all major or critical 
decisions. Your choices are the ones that matter most. Being in charge is a 
huge burden. 

Your Goals, Ideas, and Vision 
Now that you have a general understanding of entrepreneurs and entrepre-
neurship, it’s time to take a closer look at your own motivations and vision. 
Why do you want to be an entrepreneur, and what kind of entrepreneur do 
you want to be? When you think of creating your own company, what  
do you envision that company to be? 

the Four Cs
When you start out, it’s important to understand your personal goals. Some 
entrepreneurial ventures fail and others flounder precisely because their 
founders or executives are uncertain of what they really want to achieve. They 
don’t structure the company and their responsibilities in ways that satisfy 
their personal needs and ambitions. 

Most entrepreneurs’ personal goals can be summed up by the Four Cs: cre-
ativity, control, challenge, and cash. Of course, everyone wants all four of 

Challenges of 
entrepreneurship
n You’ll face risk
n You’ll deal with financial 

instability
n You’ll work hard and drive 

yourself
n You must cope with constant 

change
n the buck stops with you
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these, to some degree, but knowing which ones you most want or need can 
help you structure your company to best achieve your goals. 

Which of the Four Cs motivates you most?

n	Creativity. Entrepreneurs want to leave their mark. Their companies 
provide not only a means of making a living but also a way for them to 
create something that bears their stamp. Creativity comes in many forms, 
from designing a new “thing” to devising a new business process or even 
coming up with an innovative way to make sales, handle customers, or 
reward employees. 

 If you have a high need for creativity, make certain you remain involved 
in the creative process as your company develops. You’ll want to shape 
your business so it’s not simply an instrument for earning an income, but 
beyond that a way for maintaining your creative stimulation and making 
a larger contribution to society. But don’t overpersonalize your company, 
especially if it’s large. Allow room for others, particularly partners and key 
personnel, to share in the creative process. 

n	Control. Many people start businesses because they want more control 
over their lives. Perhaps you’d like more control over the way your good 
ideas are implemented. Maybe you want, or need, greater control over 
your work hours or conditions so that you can be more involved in 
family, community, or hobbies. Control is a major motivation for most 
entrepreneurs—usually more important than money. But how much 
control you need—especially day to day—directly influences how large 
your company can be. 

 If you need or want a great deal of control over your time, you’ll most 
likely need to keep your company smaller. In a large company, you have 
less immediate control over many decisions. If you’re a person who needs 
control, you can still grow your business larger. You’ll simply need to 
structure communication and reporting systems to ensure that you have 
sufficient information about and direction over developments. If you 
seek outside funding in the form of investors, understand the nature of 
control your funders will exert and be certain you’re comfortable with 
these arrangements. 

n	Challenge. If you’re starting or expanding a business, it’s clear you like 
challenge—at least to some degree. You’re likely a problem-solver and risk-
taker, enjoying the tasks of figuring out solutions to problems or devising 
new undertakings. Challenge-hungry entrepreneurs can be some of the 
most successful businesspeople, but they can also be their own worst 
enemies—flitting from one thing to another, never focusing on one long 
enough to succeed. 

 If you have a high need for challenge in your business life, it’s important 
to develop positive means to meet this need, especially once your company 
is established and you’ve met the initial challenge of starting a company. 

The Four Cs
n Creativity
n Control
n Challenge
n Cash
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ENTREPRENEUR’S WoRkShEET

The Four Cs
Use this worksheet to help determine which of the Four Cs are the most important to you.

	 Extremely	 Somewhat	 Somewhat	 Not
	 Important	 Important	 Unimportant	 Important

CrEatIvIty

Determining the design or look of products/packaging 	 	 	 

Creating new products or services 	 	 	 

Devising new business procedures/policies 	 	 	 

Identifying new company opportunities 	 	 	 

Creating new business materials 	 	 	 

Devising new ways of doing “old” things 	 	 	 

other: ____________________________________________

CoNtrol	

over own work responsibilities 	 	 	 

over own time, work hours, etc. 	 	 	 

over company decisions and directions 	 	 	 

over products/services 	 	 	 

over other employees 	 	 	 

over work environment 	 	 	 

over social/environmental impact of products/services 	 	 	 

over own future and business’s future 	 	 	 

other:____________________________________________

ChallENgE

Long-term problem solving 	 	 	 

Critical problem solving (“putting out fires”) 	 	 	 

handling many issues at one time 	 	 	 

Continually dealing with new issues 	 	 	 

Perfecting solutions, products, or services 	 	 	 

organizing diverse projects & keeping the group goal-focused 	 	 	 

other: ____________________________________________

CaSh

List approximate dollar ranges for each of the following. Measure wealth as the value of stocks or the company.

Income needed currently_________________________  Wealth desired in 2–5 years_________________

Income desired within 12–24 months________________  Wealth desired in 6–10 years________________ 

Income desired in 2–5 years   ______________________  Wealth desired in 10+ years_________________
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Otherwise, you may find yourself continually starting new projects 
that divert attention from your company’s main goals. As you plan 
your company, establish goals that not only provide you with sufficient 
stimulation but also advance—rather than distract from—the growth of 
your business. 

n	Cash. Every entrepreneur wants to make money. Perhaps it’s just enough 
money to provide a decent income; perhaps it’s so much money that you 
can buy a jet. How much you want, or need, affects how you’ll develop 
your business. Will you require investors and, if so, when? Will you 
sacrifice control to grow the business quickly?

Keep in mind there are trade-offs between personal goals. For example, want-
ing more cash often means having less control, while staying at the center of 
the creative process can necessitate having a partner or growing slowly—once 
again trading off control or cash.

the size of your vision
Once you’ve considered the Four Cs, you must continue to define other aspects 
of your vision. A good way to proceed is to identify how large a business you 
hope to launch—and how big you intend it to become. You have several options.

SELF-EMPLOYMENT

The greatest number of all businesses fit into this classification. These one-per-
son ventures provide critical income for the entrepreneur—and often the only 
source of income for the entrepreneur’s family. 

Solo sustainer businesses represent the classic self-employment business model—
frequently called “sole proprietorships.” These businesses are owned by one per-
son and are typically nonincorporated. Self-employed accountants, physicians, 
and others who provide professional services fall into this category. 

Businesses in the self-employment group share these characteristics: 

n	Income from the business maintains the lifestyle of the entrepreneurs and 
their families.

n	The entrepreneur generally works alone (or sometimes with the aid of 
part-time administrative assistants or independent service providers, such 
as attorneys, IT consultants, webmasters, and bookkeepers).

n	The business generates current income for the entrepreneur, rather 
than creating ongoing income streams that could continue even if the 
entrepreneur were to leave the business. 

In other words, in solo sustainer businesses, the business sustains the entre-
preneur, while the entrepreneur sustains the business. Once the entrepreneur 
stops working, the business stops—period. In essence, the entrepreneur is the  
product that the company sells, and is the sole income generator for  
the business. There is no business independent of the entrepreneur. 

See page 17
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SMaLL buSINESS 

When someone uses the term “small business,” they usually mean a business 
that’s intended to grow to a reasonably healthy size and stay there. The goals 
of the venture’s founders typically include: 

n	The business is designed to be a career for the owner.

n	The business also provides jobs for others.

n	The business is designed to produce ongoing, annual income for the 
entrepreneur.

n	The business may be capable of building value independent of, and lasting 
longer than, the entrepreneur’s personal involvement.

n	The business is small enough for the owner to be able to control it, yet big 
enough to be able to support growth.

Ideally, a business like this will develop value in addition to the annual 
income it produces for the owner and the paychecks it generates for employ-
ees. With good planning and development, many of these businesses can be 
sold to others when it comes time for the entrepreneur to retire. They can 
also be passed down to family members or employees. Most independent, 
one- or two-location businesses fall into this category, such as restaurants, 
construction companies, auto repair shops and dealerships, retail stores, and 
small business or personal service firms. 

Smaller businesses such as these may seem far less exciting than high-growth 
start-ups, although they’re also less risky. They tend to use proven business 
models, and they can reach out to established support networks, such as 
industry associations and consultants, for assistance. 

hIGh-GrOwTh STarT-uPS

The entrepreneur who starts this kind of venture has a different kind of ambi-
tion than those who launch other types of businesses. Yes, they may start 
small, but their vision doesn’t stop there. These entrepreneurs have plans to 
grow big. Their goal is to develop a company that will expand into a major 
enterprise—one worth many millions of dollars. They envision a company 
so substantial that perhaps it will become a household name, with publicly 
traded stock. Or they may hope that an even larger corporation might acquire 
the business in the future. 

Google founders Larry Page and Sergey Brin right from the beginning hoped 
to make it really big by creating search technology that would harness the 
chaos that was the early Internet. Ray Kroc saw the possibilities in a small 
hamburger-franchise and grew the McDonald’s empire from a single burger 
stand, based on his vision of applying mass production concepts to a service 
industry (food preparation). And every day, venture capitalists are presented 
with business plans from would-be entrepreneurs whose definitions of suc-
cess go well beyond merely earning a decent living. 

Social responsibility and 
social entrepreneurship  
Increasingly, entrepreneurs want 
to achieve more than simply profits 
with their companies. they want to 
do something positive for the envi-
ronment or for humanity. Where 
once they might have formed a 
nonprofit organization, they now 
want to harness the energy and 
efficiencies of a profit motive to 
achieve positive social goals. see 
Chapter 17 for more on this topic.
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High-growth start-ups are the types of new companies that get a lot of press. 
These exciting, innovative businesses aspire to new heights and strive to break 
new ground. They’re also risky. Since an entrepreneur creating a visionary 
venture wants to build a company with huge potential, they often have to 
put personal considerations—such as the business’s ability to generate cur-
rent income for them or provide them with financial stability—second to 
the need to find a concept that can support the growth of a large enterprise. 

Because visionary ventures inevitably involve finding and securing big mar-
kets—or developing new products or technologies—they typically require a 
great deal of money to get started. This means that the entrepreneur not only 
has to spend a lot of time seeking financing, but they also will probably need 
to give up a significant portion of the company’s ownership to investors. 

Your business vision 
Now that you’ve determined the level of importance of each of the Four Cs, 
and figured out which of them suits you, you can start thinking at a fairly 
high level about the type of company you want to build and run.

n	how big a company do you want to build? As you begin to think about 
your business, keep in mind that the business itself may dictate the size. 
Some people deliberately keep their business vision small: They want to 
be sole proprietors and have no interest in employing others or growing 
a business that requires more than their particular input. Those with 
professional skills like accounting or business consulting often fall into 
this category. Big ideas often require big companies to make them come 
to fruition. It would be impossible to run a furniture manufacturer that 
has mass-market reach with just three employees. A lot of this comes back 
to control. It’s hard to maintain a high degree of control over a larger 
company—although some people certainly try. 

n	Do you want to work by yourself or with others? This is a critical 
question. You may be a self-sufficient type who prefers being in control of 
every aspect of your business over delegating responsibility or partnering 
with others. Or you may be gregarious and socially inclined and need 
others to support you, to bounce ideas off, and to socialize with. Or your 
business may absolutely require others with complementary skills to make 
it a success. Your preferences in this regard will determine the type of 
business you’ll start.

n	what business values or corporate culture do you want to create? 
What’s important to you about the nature of the business you build? How 
will you treat your employees? Interact with your community? Relate to  
the world in general? What code of ethical conduct will you adhere  
to when doing business? Management style plays into this: You may prefer a 
buttoned-down, traditional workplace. Or you might want to foster a more 
fun environment that includes scooters, video games, and even nap rooms. 
Here’s where your commitment to socially responsible behavior comes into 
play, as does your vision of how you want others in your organization to view 

Your company vision
Ask yourself the following ques-
tions to help determine the kind 
of company you want to build:
n how big a company do you 

want to build? 
n Do you want to work by your-

self or with others?
n What business values or cor-

porate culture do you want to 
create?

n What are your business skills?

See page 21
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ENTREPRENEUR’S WoRkShEET

Your Business Vision 
Now take time to focus on the vision you have for your business. After completing this exercise, you will have 
a better idea of what your business goals are and what you need to do to achieve them.

how big a company do you want to build? ____________________________________________________________

Do you want to work by yourself or with others? _______________________________________________________

What are your business values? What kind of corporate culture do you want to create? ________________________

Which of your leadership or management qualities or other personality traits will stand you in good stead when pursu-

ing this passion? ________________________________________________________________________________

What business skills are you willing to develop to make your venture a success? ______________________________
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you. Do you want to create a role for yourself as a traditional authoritarian 
boss or to nurture a more collaborative, “flat” organizational culture? Some 
companies are committed to valuing families, allowing four-day workweeks 
and guaranteeing that employees can leave at 5 p.m. Your business values 
represent an important aspect of your business vision. 

n	what are your business skills? What are your leadership and management 
qualities or other personality traits that stand you in good stead when 
pursuing your passion? Do a careful inventory of your business skills at 
this point, because it will determine whether and how you should bring in 
other individuals to complement your skills, or what additional education 
or training you need if you hope to go it alone. Can you motivate others? 
Can you communicate well? Are you willing to learn these skills if you 
don’t currently possess them? Keep in mind that your inventory of business 
skills should include not only the ones you have now, but also the vital 
ones you’re willing to work on or develop.

“the gig economy” entrepreneur 
Not all paths to self-employment involve starting a traditional business. A 
growing portion of people is engaged in offering their services on a con-
tingent basis—often as independent contractors or freelancers in industries 
undergoing considerable disruption and transformation. Responsible esti-
mates project that 40 percent of the American population will be employed 
in “nontraditional” work by 2020. 

This new form of self-employment is often referred to as the “gig economy,” 
especially when providers find and connect with customers through an online 
platform, such as ride services Uber and Lyft, short-term rental services such as 
Airbnb, or a freelance labor market such as TaskRabbit or Upwork. These plat-
forms act as a marketer and an intermediary, taking fees on every transaction.   

Your best chance of succeeding as a gig economy entrepreneur is to think of 
your gig economy gig as a business rather than a job. In other words, bring 
the same kind of thoughtful planning and management to your platform-
related activities as you would to building a more traditional service business. 

These nine tips will help you succeed: 
n	Forecast income and expenses. Forget the glowing claims from the 

platform companies about how much money you’ll make. They’re typically 
overly optimistic. Instead, estimate how many hours you can actually work, 
and research online to find averages earned by real participants. List all likely 
expenses you’ll incur—such as gas, insurance, and cleaning if you provide 
ride services—or cleaning, repairs, and insurance if you provide short-term 
rentals. A good rule: underestimate income; overestimate expenses.  

n	Manage and track money. This is a business, and as such, you’ll be paying 
taxes and filing paperwork. Moreover, you want to make certain you take 
every legal deduction you’re entitled to. Get a bookkeeping program and 
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track all your expenses and all your income. Ideally, set up a separate 
business bank account and use one credit card solely for business expenses.   

n	Manage and monitor reviews. Positive customer reviews are critical 
to your success. Some platforms will only send customers to those with 
consistently excellent reviews. In addition to providing excellent service, 
encourage satisfied customers to post positive reviews. Whenever possible, 
respond to posted reviews with your own comments—either thanking the 
reviewer for positive comments or explaining any negative comments.

n	Compare and shop platforms. Just because a platform is well-known 
doesn’t mean that it will make you the most money or be the best to work 
with. Investigate the competing platforms you can work with. Typically, 
you can work with more than one, so try them out. 

n	Get insured. Closely examine any insurance offered by the platform you’re 
interested in—to see what it actually covers and when—and purchase 
supplemental insurance if necessary. Personal insurance will typically not 
cover events that happen while you’re earning money (such as renting a 
room or driving for a ride service).  

n	Provide a little extra. If you rent out your home, perhaps you want to 
provide a welcome basket of goodies for your guests. If you drive people 
in your car, maybe you want to offer bottled water or a chance for them to 
charge their phone. Make sure everything is clean and neat.     

n	Create a customer database. Although customers find you through these 
services, it’s more profitable if they return to you directly. So give out your 
own business card, and whenever appropriate, ask for satisfied customers’ 
contact info, create a database, and use an email newsletter service like 
MailChimp (www.mailchimp.com) to keep in touch.  

n	Get healthcare. If you don’t have a day job, you’ll need to take care of your 
own benefits. With all those people in your car or home, you may need to 
see the doctor more often.     

n	be careful. If strangers are coming into your car or into your home, use 
reasonable care. While some platforms do basic background checks on 
providers, none do on customers. Don’t rely on the platform to protect 
you. Be cautious and use your own judgment if a situation feels unsafe.  

The bottom line: You can make some money in the gig economy; just know 
what you’re getting into. If you’re highly entrepreneurial, you’ll likely quickly 
outgrow participating in one of these gig economy platforms. It’s difficult, if 
not impossible, for you to grow your income dramatically or to scale. After 
all, you’re selling your time—typically at a discount—and that’s limited. So 
think of your participation in these endeavors as a “training wheel” oppor-
tunity to help you learn some entrepreneurial skills before you launch your 
own great venture.  

And remember, the entrepreneurs who succeed the most in the gig economy 
are those who build these platforms rather than those who provide the services.
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See page 25

From dream to reality
If you’re like most entrepreneurs, you probably have many dreams for your 
future. Dreaming is vital. The first step in starting your business is to be able 
to imagine a new reality. It can be a truly unique reality: a zero-emission car 
such as the Tesla, for example. Or it can be a down-to-earth reality: starting 
a retail auto-parts company that enables you to earn a decent living while 
creating respectable, long-term jobs for your employees.

Most—if not all—successful businesses start with a dream. Yet there’s a dif-
ference between those who merely dream and those who make their entre-
preneurial dreams come true.

The steps that move from dream to reality make up the entrepreneur’s “dream 
scale”—from the least-achievable stage of dreaming to the most achievable 
and action-oriented one.

1.  Fantasy. These concepts are impossible or highly unrealistic to achieve. 
Hucksters make fortunes off people who fantasize about getting rich in 
their spare time. Whether it’s an infomercial, a weekend real-estate semi-
nar, or a multilevel marketing program, what most of these people sell is 
the fantasy that you can make money without hard work or risk. Most of 
these schemes drain money and time away from achievable goals, such as 
going back to school or starting a realistic business.

2.  Dream. Although these concepts are potentially achievable, at this stage, 
you see only the positive side. Most people have a dream business they’d 
like to run—a bed-and-breakfast, a wine bar, a fantastically successful 
social-networking site. Are these fantasies? No. Some people do run 
delightful B&Bs on Cape Cod; others start Facebook or Twitter. How-
ever, the reality is that it’s very difficult and expensive to succeed at most 
of these businesses. But at this stage, all you see is the upside.

3.  Concept. At this stage, you have achievable ideas but you also bring the 
downsides and difficulties of your dream into focus. You’re willing to 
challenge your own assumptions and the claims of those who promise to 
make your dreams come true. You’re not afraid to look at the costs, limita-
tions, or work required, and you’re willing to begin evaluating realistically 
your chances of success. 

4.  Goals. At this stage, you make a specific, realistic evaluation of what you 
personally want to achieve and what you’re willing to sacrifice to achieve 
it. Even practical visions involve trade-offs: If you want a large business, 
you may need investors who would exercise some or all the control over 
your company. Make sure you’re comfortable with these trade-offs.

5. business plan. Finally, you’re ready to develop a thorough, thoughtful, 
step-by-step road map to success. This is where you actually figure out 
how to make your vision and goals a reality. You examine your industry, 
study the competition, and research your market. You identify the best 
strategies for success and detail your action items, milestones, marketing, 

The dream scale
Moving from your dream to a 
business reality involves the  
following steps:
1.  Fantasy
2.  Dream
3.  Concept
4.  Goals
5.  Business plan
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ENTREPRENEUR’S WoRkShEET

Moving from Dream to Reality
Using your business idea, fill out the following worksheet to distinguish the achievable from the dream.

Business Idea:  _________________________________________________________________________________

Stage Description Details
Fantasy Difficult-to-achieve 

concepts

Dream Achievable, but you only 
see the upside

Concept Closer look at costs, 
limitation, work required, 
and chances of success

goals	 Realistic evaluation of 
what you really want
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and operations. This is your business road map. For more on business 
plans, see Chapter 4.

entrepreneurs Make a difference 
Finally, most people who choose the entrepreneurial life wouldn’t have it any 
other way. They recognize how difficult it can be; they may complain about 
the number of hours they put in, the vacations they’ve missed; they may have 
suffered the ups and downs of income. Their business—or businesses—may 
even have failed. But in the end, they’re sustained by how engaging and chal-
lenging being an entrepreneur can be. 

As you start on your entrepreneurial journey, aim to make a difference. Busi-
nesses only succeed when they meet a real need. Yet those needs can be petty 
and small: Think of those who’ve created reality shows about housewives in 
New Jersey. Instead, look to fill needs that are important; make your contri-
bution positive. Do something—create something—that has an impact. It 
doesn’t have to be world-changing. You need not invent a miracle medical 
device or devise a way to feed the world’s poor. But whatever you choose to 
do, try to make a beneficial impact on the world you inhabit. 

Entrepreneurs change the world—you can be one of them. 

WhaT WouLD ShERYL Do? 
Goal:
Choose a role model to inspire you.

What to do:
Having a role model—an example of a successful 
entrepreneur who inspires you—helps you create a 
powerful vision of what kind of entrepreneur you 
want to be and what kind of business you want to 
build. 

If your business hero is Steve Jobs (cofounder of 
Apple and former CEO of Pixar Animation Stu-
dios) or Elon Musk (cofounder of Tesla Motors 
and founder of SpaceX), it might motivate you to 
be driven by innovation first. If your role model 
is Sheryl Sandberg (the Chief Operating Officer of 
Facebook), she might be an inspiration for building 
a collaborative culture for employees. Keeping Ben 

Cohen and Jerry Greenfield, founders of Ben & Jer-
ry’s, in mind might inspire you to make social goals 
an important element of your business growth. Or 
perhaps you want to be like your sister who’s been 
earning a good living being self-employed for 10 
years, yet goes to all her kids’ soccer games and heads 
the PTA.

Our role models don’t all have to be famous. Or rich. 
They can be those who found ways to live the kind 
of life you’d like to live or to make the type of mark 
you’d like to leave on the world.

Thinking about your role models, complete the fol-
lowing exercise:

1. Write down the name of an entrepreneur, busi-
ness owner, or other person you admire.

2. List the traits you admire in that person.

3. List two ways that you can incorporate those 
traits into your life or your business.

ExErCISE: cr i t ical  thinking
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REAL-WORLD CASE

challenge
With a strong commitment to the 

great outdoors, how does clothing 
company patagonia balance 

conserving the natural world with 
a need to make sales?

solution 
educate customers to  

become environmentally 
conscious consumers, create 

quality products that last, and 
establish programs that extend the 

usefulness of those products.

Reuse, Recycle, but First 
Reduce: Patagonia
Most businesspeople can tell you the goal of a for-profit corporation is, well, 
profit. But many entrepreneurs have other goals as well, such as improving 
society, reducing poverty, or protecting the environment. While the term “social 
entrepreneurship” has become widely used recently, entrepreneurs have been 
driven by social and environmental goals for decades, if not centuries.  

Yvon Chouinard, founder of the high-end outdoor clothing company patago-
nia, based in Ventura, California, has certainly been one of those.

Chouinard, an avid mountain climber and self-described reluctant business-
man, began patagonia almost accidentally as an outgrowth of his small moun-
taineering equipment company. When he brought home a tough-fabric rugby 
shirt from Scotland to wear climbing, his climbing buddies wanted shirts just 
like it. he was soon importing and selling shirts, and then began manufacturing 
clothing. the company took off and kept growing.

But even while he built patagonia, Chouinard always spent a large portion of 
each year in the outdoors, mountain climbing and surfing. perhaps it comes as no 
surprise that such an avid outdoorsman would head a company guided by the 
following mission statement:

“Build the best product, cause no unnecessary harm, use business to inspire 
and implement solutions to the environmental crisis.”1

With this mission of sustainability in mind, patagonia constantly examines 
every aspect of its business—from supply chain, to working conditions, to ani-
mal welfare—and not only addresses any of its shortcomings, but also airs them 
publicly on the company blog and website, in an example of refreshing corporate 
transparency.

In 2001, Chouinard had the company conduct a “360-degree” environmental 
impact of every fabric used in making patagonia clothes. to their great surprise, 
they discovered that conventionally grown cotton was the most detrimental 
to the environment, due in large part to the chemicals used to produce cotton. 
Chouinard immediately decided to shift to organic cotton for every patagonia 
product made of that material. But patagonia needed a lot of the material at a 
time when there was little supply. So the company worked directly with farmers 
and spinners to increase production of the organic cotton it needed, thus helping 
to establish the organic cotton industry in the United States.

Chouinard wants clothes to be as reliable, and as long-lasting, as tools. to 
help educate consumers, patagonia urges its customers to buy less stuff, includ-
ing its own products.

In 2011, patagonia ran a full-page ad in the New York Times featuring one of its 
best-selling clothing items, pleading “Don’t buy this jacket.” “the environmental 
cost of everything we make is astonishing,” the ad explained with bracing hon-
esty. It went on to outline the huge amount of resources required to manufacture 
a jacket: “to make it required 135 liters of water, enough to meet the daily needs 
(three glasses a day) of 45 people. Its journey from its origin as 60% recycled 

1. www.patagonia.com/company-info.html.
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questions
1.  Do you believe that “B” 

corporations have a place in  
the business world? Why, or why 
not? how common do you think 
this corporate structure will be a 
decade from now?

2.  Like all companies, patagonia 
must earn revenue in order to 
stay in business. how do you feel 
about its “Don’t buy this jacket” 
advertising campaign? Would 
other companies succeed with 
such an approach?

3.  Do you think industries have 
a responsibility to protect the 
environment? Why, or why not? 
If not, who is responsible? the 
government? Consumers?

polyester to our reno warehouse generated nearly 20 pounds 
of carbon dioxide, 24 times the weight of the finished product. 
this jacket left behind, on its way to reno, two-thirds its weight in 
waste.”2

For another company, this might have just been a publicity 
stunt. For patagonia, it was an effort to make consumers more aware of the high 
environmental cost of every piece of clothing they bought—ideally making them 
think about the impact of buying “disposable” clothing.

patagonia’s “Worn Wear” program also helps customers extend the life of their 
clothes, thus reducing the need to buy more. they inform customers on how 
to maintain and repair their clothes, and customers can even send patagonia 
clothes back for repair. the company employs 45 full-time repair technicians in 
the largest garment repair facility in North america. If a garment has outlived its 
usefulness, patagonia will recycle it into something new.

Since 1985, through the 1% for the planet initiative, patagonia has pledged  
1 percent of its sales to grassroots environmental organizations.3 that has added 
up to $70 million in cash and in-kind donations. Over the years it has also con-
vinced 1,200 other companies worldwide to join it in this venture.

In 2012, driven by its concern for environmental protection and sustainability, 
patagonia changed its corporate status, becoming the first benefit corporation, or 
“B” corporation, in the Golden State.

Until 2010, almost all for-profit corporations had a legal duty to put profits 
first, above social goals. Corporation executives and boards had the fiduciary 
responsibility to maximize shareholder value. that meant that making business 
decisions based on goals other than profits—such as concern for the environ-
ment—could potentially result in shareholder lawsuits.

Beginning in 2010, however, many states adopted a new type of corporate 
entity—the benefit corporation (commonly referred to as a B-corp). B corpora-
tions have an expanded fiduciary duty that actually requires them to serve other 
interests, such as concern for the environment or making a positive impact on 
society, in addition to financial interests. this enables corporate decision makers 
to sometimes put social and environmental goals ahead of profits. Yet it requires 
that its overall social and environmental performance be assessed against a third-
party standard, not just its own internal goals.

today patagonia generates annual revenues of over $600 million.4 however, 
as a privately held B-corp, Chouinard is able to stick to his unique vision, rather 
than that of shareholders. “everybody tells me it’s an undervalued company, that 
we could grow this business like crazy and then go public, make a killing,” said 
Chouinard in a Fortune magazine interview. “But that would be the end of every-
thing I’ve wanted to do. It would destroy everything that I believe in.”5 n

2. “ad of the day: patagonia,” by tim Nudd, Adweek, Nov. 28, 2011.
3. www.patagonia.com/one-percent-for-the-planet.html.
4. “outdoor Gear titan patagonia Names rose Marcario ceo as company Bets on Sustainable Food,” 

by clare o’connor, Forbes, Jan. 23, 2014.
5. “Blueprint for green business,” by Susan casey, Fortune, May 29, 2007.
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Agreements, types of, 407
Airbnb, 7, 22
AllEarth Renewables, 434
Allen, Paul, 10
Amazon, 35, 228, 373
American FactFinder, 119, 484
American Management Association, 491
American Marketing Association, 492
Americans with Disabilities Act (ADA), 325, 329–30, 486
Analytics, 377, 388
Angel Capital Association, 495
Angel investors. See also Investors

Change.org and, 436
characteristics of, 184–86
competition and, 195
defined, 181
directories and associations of, 490, 495
growth in pool of, 6, 184
negotiating deals with, 198–99
researching potential funders, 194
Tactus Technology and, 208–9
venture capitalists vs., 186

AngelList, 190
The Angels’ Forum LLC, 495
Angie’s List, 254, 268
Animals, treatment of, 424, 427, 434–35
Annual plan for growth, 465, 473, 475–76
Appendix (in business plan), 82
Apple

advertising and, 247
branding and, 213, 228, 229
business concept and, 33
entrepreneurial role models from, 7, 26
failure and, 10
integration and, 35
limiting of product lines, 299

Application, defined, 377
Application programming interface (API), 381
ASAE (The Center for Association Leadership), 493

A
Accountants, consulting with

on basic bookkeeping, 165, 172
on international business, 448
on inventory management, 361
questions to ask, 175
on tax laws, 170, 415

Accounts payable, 150, 153, 172, 203
Accounts receivable, 150, 172, 203
Accrual-basis accounting, 151, 164
Accumulated depreciation, 150
Acquisitions, 470, 478–79, 482
Adobe Software, 28
ADP payroll service, 332
Advanced HR, 491
Advertising

banner ads, online, 249
brand identity and, 224
business models and, 42, 168
cooperative ads, 472
customer acquisition and, 219
globalization and, 450
for job openings, 336
marketing budget and, 234
mobile ads, 259
online ads, pricing methods of, 252
in print, 244, 245, 247
on radio, 245–46, 247
repetition, importance of, 213, 244, 247
resources online for, 487, 492
search engine marketing (SEM), 251–52
signage, 238, 270, 271
specialties (promotional products), 271
strategic position vs., 134
terminology, 243
on TV, 246–47

Advertising Age, 492
Advisory Committee, 307, 312, 477
Affordable Care Act, 329, 332, 367
Agents, 285, 287, 288–89

Index

ERA2_Ch21_Index_FINAL2.indd   501 10/26/16   8:12 PM



entrepreneurshIp  a  r e a l - w o r l d  a p p r oac h502

ASQ, 492
Assets, current, 150
Assets, fixed, 150, 151, 182, 186, 187
Assets, intangible, 152. See also Intellectual property
Assumption sheet, 79, 86, 88–89, 90–91
Attorneys. See Lawyers, consulting with
At-will employment status, 325, 345
Auctions, 42
Avis, 51, 229
Awards, business, 74
AWeber, 258
Azavea, 437

B
B corporations, 396–97, 436, 439
B2B (business to business)

billing, 173
as business model, 42
business-style description of customers, 114
defined, 29
facilities, location of, 353
globalization and, 442, 448
market research for, 59
marketing approach of B2C vs., 109
marketing budget and, 234–35
suppliers, resources for finding, 360–61

B2C (business to consumer), 29, 42, 59, 109
B2G (business to government), 42
Background checks, 341
Balance sheets

in business plan, 86
defined, 151
for financing applications, 203
purpose and preparation of, 164–65
sample form, 166
worksheet, 167

Bank financing
debt financing, explained, 182, 184
growth of company and, 477
lending vehicles, 186–87
securing potential funders, 199, 201–4

Banner ads, online, 249
Barriers to entry, 41, 127, 131, 132–34
Ben & Jerry’s, 26
Benefits, employee, 14, 316, 329, 332–33
Benefits vs. features of products, 214–15
Best Buy, 288
Beta testing, 55, 62, 64, 107–8, 218
Better Business Bureau, 493
Bids and proposals, 293–94, 295, 299–300
Big-box retailers, 286, 288

Billing, 173–74
Bing, 249, 258
BioLite, 433–34
BizGear.com, 81, 164
Blendtec, 274–75
Blogger, 252
Blogs, for marketing, 219, 253, 268
Blumenthal, Neil, 320–21
BMO Capital Markets, 486
Board of Directors

defined, 307
formation and management role of, 308–9, 312
investors as members of, 183, 186, 309
of not-for-profit businesses, 421

Bonuses, 4, 282, 317, 331, 344
Bootstrapping, 181, 204–5, 208–9
Brand identity, 223–30

brand, defined, 213
colors and packaging, 230
competition research and, 67
components and characteristics of, 223–24
Dove Real Beauty campaign and, 238–39
lifestyle brands, 75
logos, 228–29
name of company and, 225–28
retailers and, 289
strategic position and, 137, 230
taglines, 213, 229, 230
trademarks and, 224, 404
Warby Parker’s cultivation of, 321
white labeling and, 465, 472
worksheet, 231

Break-even analysis, 86, 170–71
Bribery or corruption, 457
Brick-and-mortar operations, 130, 279, 285–86, 287, 352
Bricks and clicks, 279, 285
Brin, Sergey, 19, 33
Brochures, 220, 224, 232, 259, 450
Brokering, 42
BSR (Business for Social Responsibility), 492
Bundling of products/services, 472
Burn rate, 150
Business, defined, 3
Business cards

brand identity and, 224, 229
email marketing and, 258
gig economy and, 23
global cultural practices and, 444
as marketing collateral, 259

Business concept, 32–37
business plan’s outline of, 80
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company values and, 36–37
distribution channels and, 34–35, 136
highly successful businesses, characterized, 35–36
success factors, 33–35
worksheets, 39, 40

Business Insights: Essentials, 487
Business licenses, 409–11, 412
Business model canvas, 79–80
Business models

changing of, 168
defined, 29
development of, 37
of Netflix, 146–47
types of, 41–42
worksheet, 44–45
of Zipcar, 50–51

Business names. See Name, company
Business opportunities, 28–32, 38, 46, 52
Business plans, 77–104. See also Annual plan for growth

for classes and competitions, 98–101, 495
components, overview of, 82–83
digital presentations, 94–96
elevator pitch, 96–98
feasibility analysis vs., 43
financials, 86–91
financing applications and, 196, 198, 202
of Honest Tea, 102–3
Mission Statement, 83–85
necessity of, 78–79
preparation guidelines, 92–93
social responsibility and, 428
success factors, 80–81
terminology, 79

Business research. See Research
Business Week, 490
Buying sensitivities, 110, 115
Buyouts (buy-sell agreements), 395, 399, 401, 479

C
C corporations, 396–97
Call centers, 373, 455
Call to action, 243
Campaign Monitor, 258
Canada Small Business Financing Program, 187
Canadian Intellectual Property Office, 401, 404
Canadian resources, listed, 486
Capital expenditures, 88
Capitalization risk, 144
Cash, defined, 150
Cash flow statement

in business plan, 86

defined, 151
for financing applications, 203
purpose and preparation of, 158–59
sample form, 160–61
worksheet, 162–63

Cash on delivery (COD), 174
Cash-basis accounting, 151, 164
Catalogs, 224, 232, 259, 296, 372
Cause-related marketing, 271
Ceglia, Paul, 417
Cell phones. See headings at Mobile
Census Bureau. See U.S. Census Bureau
Census data, Canadian, 486
Certifications, product, 103, 357, 423–24, 499
Certifications, professional, 334, 409, 410
Challenge, as personal business goal, 16–18
Change, types of, 8, 10
Change.org, 436
Channel conflict, 285
Charitable donations, 420
Chase, Robin, 50–51
Child labor, 330, 423, 457
Chipotle, 34
Chouinard, Yvon, 438–39
Chowhound, 252
CIA World Factbook, 498
Ciesla, Craig, 208–9
CircleUp, 191
City licenses and permits, 411
Civic engagement, as social issue, 437
Click through, 243, 252
Closure of company, 479
Cloud computing

criteria for selecting applications, 381–82
CRM applications, 41, 223, 455
data security and, 368, 388
defined, 377
globalization and, 455
opportunity identification and, 32
on-premise computing vs., 384
prototypes for applications, 46
start-ups and, 378, 381

CNET, 382
Coca-Cola, 103, 137, 213, 228, 403
Cohen, Ben, 26
Cold calls, 214, 279, 280, 292
Cold leads, 279, 292
Collections, defined, 150
Colors, company, 230
Columbia Books, 493–95
Commissions, sales, 281–82, 283, 331
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Common stock, 88
Community-related marketing, 271
Company description (in business plan), 82, 83
Company identity. See Brand identity
Company name. See Name, company
Company websites. See Websites, company
Compensation, employee

cash payments, 334
commission-based, 281–82, 283
effective leadership and, 316
living wage, 425–26, 443, 457
minimum-wage laws, 281, 282, 327–28, 329
negotiation of, when hiring, 341–42
packages, development of, 330–33
retaining employees through, 342, 344
types of, listed, 331

Competition
analysis of, 127–34, 141, 142–43
business plan’s outline of, 82
differentiating your business from (see Strategic position)
growth of company and, 467
market information provided by, 64
marketing budget and, 235
market’s existence confirmed by, 107, 128
pricing comparisons of, 128, 236
research on, 65–67, 70
social entrepreneurship and, 432
trademarks and, 404
types of, 65, 129–30

Competitions, business plan, 98–101
Competitive analysis, 127–34

assessment guidelines, 128–29
barriers to entry, assessment of, 132–34
factors affecting competitive position, 130–31
importance of, 127–28
types of competition, 129–30
worksheets, 141, 142–43

Competitive risk, 144
Computer Professionals for Social Responsibility, 492
Computers. See also Cloud computing

policies on employees’ use of, 385–86, 388
selection of tech tools, 379–84
tech tools listed by business function, 378
terminology, 377

Constant Contact, 258
Consultants and specialists, on management team, 307, 

312–13, 322
Consumer Reports, 262
Consumer shows, 261. See also Trade shows
Contract law, international, 456

Contract manufacturing
advantages of, 356, 357–58
defined, 351
facilities, 352
globalization and, 455
production process and, 355, 356

Contracts, 405, 407–9
Control, as personal business goal, 16
Convenience, 34, 51, 134–35, 173
Convertible debt, 88
Cooper, Simon F., 75
Cooperative advertising, 472
Copyrights, 395, 401, 403. See also Intellectual property
Core messaging, 230, 232, 233
Corporate citizenship. See Social responsibility
Corporate culture

business vision and, 20–22
communication of dress/behavior standards, 342
defined, 307
employee retention and, 342, 344
growth of company and, 477
management and, 317, 319
social responsibility and, 316, 321, 422

Corruption or bribery, 457
Cost of goods sold (COGS), 151, 158, 169, 171
Cost of sales, 151, 158, 169
Costco, 234, 288
Costs. See Expenses
Coulombe, Joe, 122–23
County Business Patterns, 119, 484
County licenses and permits, 411
Coupons. See Discounts or coupons
Creativity, as personal business goal, 16
Credit card financing, 184, 193
Credit card payments, accepting, 173, 259, 448, 453
Credit lines, from banks, 187, 477
Credit scores, 188
“Crossing the Chasm” theory, 114
Cross-selling, 299
Crowdboarders, 190
Crowdfunder, 190
Crowdfunding, 181, 189–93, 293
Cultural practices and norms, 443–44, 499
Culture, corporate. See Corporate culture
Currencies, foreign, 448
Current assets, 150
Current Industrial Reports, 484
Customer acquisition cost, 213, 216
Customer lifetime value (CLV), 213, 219–20, 221, 222, 268
Customer loyalty programs, 176–77, 223, 268–69, 378
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Customer perception factors, 134–35
Customer relationship management (CRM)

cloud-based applications for, 41, 223, 455
defined, 213
in gig economy, 23
globalization and, 455
loyalty programs and, 268, 378
marketing and, 223
opportunity identification and, 32
sales operations and, 289, 292, 293
selection of applications for, 382

Customer service
business concept based on, 34
customer retention and, 221
for global operations, 455
order fulfillment and, 365–66
of suppliers, 355
tech tools for, 378
Zappos’ approach to, 372–73

Customers. See also Target market
acquisition of, 213, 216, 218–19
choice overload and, 299
consumer shows, 261
end users vs., 109–11
lifetime value of (CLV), 213, 219–20, 221, 222, 268
loss of, as natural, 467
loyalty programs, 176–77, 223, 268–69, 378
motivation for buying, 214–16
perception factors of, 134–35
primary vs. secondary, 110
social responsibility and, 423, 426
surveys of, 62, 107, 114, 130
switching costs of, 41, 127, 131
testimonials from, 67, 268, 301
word-of-mouth marketing and, 265, 268

D
Daily deal sites, 218, 254–55, 258
Dancing Sandwich Enterprises, 480–81
Danielson, Antje, 50–51
Danko, William, 13
Data management

analytics, 377, 388
backup of data, 368
employees leaving and, 388
enterprise search, 386
globalization and, 456
passwords, 368, 386
policies on privacy, security, etc., 385–86
portability of data, 381, 384

DBA (doing business as), 395, 411
Debit cards, prepaid, 176–77
Debt, defined, 151
Debt financing, 88, 181, 182, 184
Debt retirement, 88
Deductions, tax, 414
Dell computers, 136, 288, 356–57
Demographics

defined, 107
growth of company and, 467
market research on specific groups, 64
media kits and, 245
niche marketing of specific groups, 124, 139
products/services for specific groups, 46
of target market, 113
Trader Joe’s use of, 123

Depreciation, 150, 151
Design patents, 403
Development, company. See Growth, company
Dialog, 487
Dickson, Tom, 274–75
“Diffusion of Innovations” theory, 114
Digital presentations, 79, 93, 94–96
Dimagi, 436
Direct competition, 65, 129
Direct mailing, 219, 260
Directors and Officers Insurance, 307, 312
Disabilities, persons with, 329–30
Disasters, natural, 368–69
Discounts or coupons

customer acquisition and, 218, 219
daily deal offers, 254–55
loss leaders, 218, 243, 258
loyalty programs and, 269
marketing vs. sales and, 214
mobile marketing and, 259
prompt payments discounted, 173
traditional advertising and, 247

Discrimination, 329, 340, 341, 457
Disruption, 3, 7, 320
Distribution

agreements, 136, 289, 445
business concept and, 34–35
chain of, 110, 279, 283
globalization and, 445, 455
sales channels, overview of, 282–83, 285
sales channels, types of, 285–89
strategic partnerships and, 472
target market and, 109
Trader Joe’s approach to, 122–23
worksheets, 290–91
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Distributors
customers as, 292
international partners, 445
selling to, 286, 287, 288–89
tips on selecting, 289

Diversity, 340, 341
Dividends, 88, 181, 195, 414
Do Not Call Registry, 298
Donations, as funding source, 42, 191, 421, 429, 432
Dot-com era, 35, 50, 189–90, 372
Double taxation, 394–95, 413–14
Dove Real Beauty campaign, 238–39
Dow Jones, 496
Dream scale for new ventures, 24–25
Dress code, 342
Drinkwell Systems, 434
Drishtee, 435
Drop-shipping, 285, 372–73
Due diligence, 181, 186, 188
Dun & Bradstreet, 65, 491
Duties (tariffs), 443, 446

E
Early adopters, 114
eBay, 137, 361
EBITDA (earnings before interest, tax, depreciation, and 

amortization), 151
Economic Census, 119, 484
Economies of scale, 132
The Economist, 490
EDGAR database, 485
Edward Lowe Foundation, 493
Elevator pitch

components and examples of, 96, 98
defined, 79, 243
networking and, 265
worksheet, 97

Elkington, John, 425
Ells, Steve, 34
Email

newsletters, 23, 223, 258
policies on, 385
as sales contact method, 296

Emergency preparedness, 368–69
Emerson, Ralph Waldo, 129
Emma (email marketer), 258
Employees. See also Human resources

benefits, 14, 316, 329, 332–33
business plan’s outline of, 81
compensation (see Compensation, employee)
computer use, policies on, 385–86, 388

financial instability and, 14, 345
firing of, 345
for global operations, 453–56
marketing staff, 235
morale, as operational advantage, 135
office space for, 352, 353–54
retention of, 342, 344
sales staff, 279–82, 284
social responsibility and, 425–26, 427, 457
status, legal classification of, 324–28, 346–47
stock shares or options, 204, 317, 331, 347
training of (see Training, employee)
transportation of, to work, 370, 427

Employer Identification Number, 410
End users

customers vs., 109–11
defined, 107
sales channels and, 282–83, 285, 286, 288

Energy consumption, 369–70, 424, 427–28, 434
Energy Star certification, 424
Enterprise Rent-A-Car, 34
Enterprise search, 386
Entrepreneurial thinking, 3, 8–11
Entrepreneurs

defined, 3
inventors vs., 36
leadership traits of, 314
networking groups for, 196, 260–61
personal qualities of, 8–11
resources for, 493–95
as role models, 7, 26
as salespersons, 278–79
social good and, 420, 429, 432
younger ages of, 5

Entrepreneurship, 1–26
advantages and challenges of, 11–15
business vision, size and nature of, 18–22
dream scale for new ventures, 24–25
economic contributions of, 3–4
explanation and origin of term, 2
Four Cs (personal business goals), 15–18
in gig economy, 22–23
growth and drivers of, 4–7
real-world impact of, 26
social good and (see Social entrepreneurship)
terminology, 3
thinking, entrepreneurial, 8–11

Entrepreneurship.org, 494
Environics, 423
Environmental practices

globalization and, 458
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innovations in, as driving entrepreneurship, 6
ISO standards for, 357
LEED certification, 424
operations, greening of, 369–71
of Patagonia company, 438–39
social ventures focusing on, 433–35
triple bottom line and, 426–28

Equal Pay Act, 325, 329
Equipment. See also Computers

fixed assets and, 150, 151
for manufacturing, 356
for service businesses, 359
tax issues and, 151, 414

Equity, defined, 152
Equity financing

business plan’s outline of, 88
crowdfunding, 189–90
defined, 181
overview of, 182–83, 185
Tactus Technology’s approach to, 208–9

“Events,” in company development, 465, 478
Ewing Marion Kauffman Foundation, 494
Execution risk, 144
Executive summary (in business plan), 79, 82, 83
Exempt vs. non-exempt employees, 325, 327–28
Exercises in critical thinking

business opportunity, evaluation of, 52
consultants, hiring of, 322
entrepreneurial role model, 26
financing options, 210
growth, 482
job descriptions and interviews, 348
marketing campaigns, 124, 240, 276
operational efficiencies, 374
partnership agreement, 418
research questions, formulation of, 76
resource allocation, 104
sales leads, contacting, 304
sales projections, 178
social ventures, 440, 462
strategic position, 148
technology vs. human touch, 392

Exit strategies, 82, 465, 478–79, 482
Expenses. See also Start-up costs

adjustments to, based on projections, 168
capital expenditures, 88
fixed, 152, 170, 171
forecasting, in gig economy, 22
for growth of company, 172, 204, 467, 475–76
for prototype production, 46–47
as tax deductions, 414

Expo Comida Latina, 261
Export.gov, 457, 497
Export-Import Bank of the United States, 448, 498
Exports

defined, 443
insurance for, 448
legal issues, 456
resources for global business, 361, 457, 497–98
small-businesses statistics on, 7

F
Facebook

advertising or marketing on, 247, 252, 259, 274
entrepreneurial role models from, 7, 26
environmental practices, 370
minimal-viable-product approach of, 11
new-industry creation and, 4

Facilities, 351–54, 369, 455
Failure

dot-com bust of 1990s, 35
entrepreneurial approach to, 10–11, 12, 432
market research and, 108
new ventures’ likelihood of, 13–14

Fair Labor Association, 499
Fair Labor Standards Act, 325, 327–28
Fair Trade certification, 103, 424, 499
Family and friends, financing from, 184, 185, 188–89, 208
Family and Medical Leave Act, 329
Feasibility analysis, 29, 43, 46, 48–49
Federal Tax ID numbers, 410
FedEx, 10, 34
FedStats, 119, 485
FICA taxes, 413
FICO scores, 188
Fictitious business name, 395, 411
FIFO (first in, first out), 351, 361
Financial crisis of 2008, 208–9
Financial management. See Money management
Financial symbols, 152
Financials (in business plan)

assumption sheet and, 88–89, 90–91
components, overview of, 86
defined, 82
PlanningShop package, 81, 164
sources and uses of funds, 86–88

Financing, 179–210
business plan’s outline of, 86–88
debt vs. equity, 181–83
for growth of company, 473, 477
investors, process of securing, 194–99, 200–201
lenders, process of securing, 199, 201–4, 206
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Financing (continued)
market-driven companies and, 118
resources online for, 495–97
as skill to be learned, 180
for small businesses, 187–88, 497
sources of money, 183–93
start-up costs and, 204, 205, 207
Tactus Technology’s approach to, 208–9
terminology, 181

Firing of employees, 345
Firmware, 379
First-mover advantage, 127, 130–31, 136–37
Five Fs of marketing, 215–16, 217
Fixed assets, 150, 151, 182, 186, 187
Fixed expenses, 152, 170, 171
Flashfunders, 190
Flat management, 22, 313
Fleiss, Jennifer, 302–3
Flex (contract manufacturer), 356
Flyers, 259
Focus groups, 62
Food insecurity, as social issue, 436
Food Marketing Institute, 123
Forbes magazine, 75, 122, 302, 490
Ford Motor Company, 50, 137
Foreign agents, 443, 445
Foreign Corrupt Practices Act, 457
Forrester Research, 56, 489
Fortune 500 companies, 3, 115
Forum for Women Entrepreneurs (FWE), 494
Founders’ role in management, 307–8, 312, 478
Four Cs (personal business goals), 15–18
Four Ps of marketing, 215
Foursquare, 303
Franchising

as business model, 42
as exit strategy, 479
financing arrangements, 193
growth of company through, 470, 480
of social ventures, 435

Freelancers, 5, 22–23
Friends and family, financing from, 184, 185, 188–89, 208
Funding rounds, 88
FUTA (Federal Unemployment Tax Act), 413
Future competition, 65, 130

G
Galante’s Venture Capital and Private Equity Directory, 490
Gale publications, 262, 489, 494
Gallup Organization, 56
Gap (retailer), 28

The Garage, 496
Gartner Group, 56, 489
Gates, Bill, 10, 429
Gatorade, 109, 303
General partnership, 396–97
Geographic areas served

advertising in traditional media and, 245–46
globalization and, 442–43, 446–47
growth of service businesses and, 359
Internet competition and, 131
market research about, 61
niche marketing and, 139
target market description of, 113–14
underserved or new markets and, 33

Gift cards, 176–77
Gig economy, 22–23
Gilboa, Dave, 320–21
Gizmodo, 229
Global Edge, Michigan State University, 497
Global risk, 144
Globalization, 441–62

applicability of, to all companies, 442–43
cultural norms, 443–44, 499
financial issues, 447–48, 449
growth of company through, 470
ISO standards and, 357
legal issues, 456–57, 498
management and labor, 453–55
marketing and sales, 448, 450–53
operations options, 455–56
partnerships, international, 445–46
resources online for, 361, 457, 486, 497–99
risk, global, 144
social responsibility, 457–59
target markets, 446–47
terminology, 443
of Yum! Brands, 460–61

“Going public.” See Initial public offering
Goldman, Seth, 102–3
Google

company names and, 228
Docs, 32
enterprise search and, 386
high-growth start-ups and, 19
innovation and, 33
mantra of, 432
My Business (reviews), 254, 258, 262, 268
SEO/SEM and, 249, 251
strategic position exercise, 148

Government assistance programs, 6, 187–88, 497
Government data sources, listed, 119, 484–86
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Government regulations. See Regulations
Grand openings, 219, 268
Grants, 42
“Green” practices. See Environmental practices
Greenfield, Jerry, 26
Gross profit, defined, 152
Gross sales, defined, 152
Groupon, 218, 254
Growth, company, 463–82

business plan’s outline of, 82
exit strategies, 478–79, 482
managing fast growth, 172, 204, 476–77
planning for, 473–76
reasons to pursue, 466–67
of service businesses, 359
staffing-related challenges of, 346, 476–77
strategies for, 468, 470–72
terminology, 465
timing of, 464–66
vision of, 467–68, 469
of Zingerman’s Deli, 480–81

Guerilla marketing, 243, 270

H
Hand downs, family, 479
Hardware, computer, 234, 377, 379, 383. See also Computers
Harvard Business School, 302
Hastings, Reed, 146–47
Hauser, Will, 436
Health care, 14, 329, 332, 367, 435–36
Help a Reporter Out (HARO), 265
High-growth start-ups, 19–20
Hiring

growth of company and, 346, 476–77
job applicants, reviews/interviews of, 336, 338–40
job descriptions, creation of, 333–35, 337
job offers and negotiations, 341–42, 343
labor laws on, 329–30
small-businesses statistics on, 7

Hobby businesses, 30, 32
Honest Tea, 102–3
Hooks, marketing, 243, 244, 262, 266–67
Hoover’s reports, 491
Hot leads, 279, 292
Hoteling, 352
Hsieh, Tony, 372
Hughes, Chris, 416
Human resources (HR), 323–48

employee compensation and incentives, 330–33  
(see also Compensation, employee)

employee retention, 342, 344

employee status, legal classification of, 324–28, 346–47
employee termination, 345
job applicants, reviews/interviews of, 336, 338–40
job descriptions, creation of, 333–35, 337
job offers and negotiations, 341–42, 343
labor laws, overview of, 328–30
resources online for, 491
tech tools for, 378
terminology, 325

Human rights, 436, 457
Hunt, Andy, 320
Hyman, Jennifer, 302–3

I
Identification numbers, business, 409–10
Identity, company. See Brand identity
Illinois Institute of Technology, 78–79
Imports

defined, 443
inventory sources, 455
legal issues, 456–57
purchase orders, 450
resources for global business, 361, 497–98
trademarks and, 404

Imputed interest, 189
Inc. magazine, 494
Income

earning potential of the self-employed, 13
forecasting, in gig economy, 22
high-growth start-ups and, 20
for middle-class lifestyle, 4
opportunity identification and, 29
raising money through revenue, 204–5
revenue, defined, 153
sales as synonymous with, 279

Income statement
“bottom line” and, 424
in business plan, 86
defined, 151
for financing applications, 203
purpose and preparation of, 158
sample form, 154–55
worksheet, 156–57

Income tax, 413–14
Incorporation

Board of Directors and, 308
company information and, 67
income tax and, 413
types of legal business forms, 396–97

Incubators, 353–54
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Independent contractors
defined, 325
employees vs., 326–27, 346–47
in gig economy, 22–23
growth of company and, 346, 477
statistics on growing number of, 5, 22

IndieGoGo, 190, 191
Indirect competition, 65, 130
Industry analysis and trends

business plan’s outline of, 80, 82
consolidation of industries, 465
growth of industry, as success factor, 35–36
NAICS codes, 55, 59, 485
pay rates, industry-wide, 332
research methods and tips, 58–59
research worksheets, 60, 68
resources online for, 486, 489
technology applications, industry-specific, 383–84

Industry associations. See Trade associations
Industry creation, new, 4, 6, 31
Industry insiders, 28
Inertia, as competitive factor, 131
Influencers, 213, 218, 219
Information technology. See Data management; Technology
InfoTrac, 489
Initial public offering (IPO)

considerations for going public, 466
defined, 465
equity financing and, 182
as exit strategy, 478, 479
of Netflix, 146
of Zipcar, 51

Innovation
business concept based on, 33
of classic products, 390–91
competitive analysis for new inventions, 128
disruption as form of, 7
early adopters and, 114
new small companies as drivers of, 3
in technology, as driving growth, 6

Instagram, 259
Installed user base, 131, 136
In-store marketing, 271
Insurance

Directors and Officers Insurance, 307, 312
export credit, 448
finding agents for, 366
for gig workers, 23
health care, 14, 329, 332, 367
natural disasters and, 368
types of, for businesses, 367

Intangible assets, 152. See also Intellectual property
Integration, 35, 377, 381, 383
Integrity. See Values
Intellectual property

acquisitions and, 482
as barrier to entry, 41, 132
copyrights, 395, 401, 403
defined, 395
global piracy, 456
importance of protecting, 399, 401
licensing of, 286, 445–46, 472
nondisclosure agreements for, 79, 94, 405, 406
patents, 7, 395, 403, 482
proprietary assets, 135–36
trademarks, 224, 395, 404–5

Interest, imputed, 189
Internal operational advantages, 135
Internal Revenue Service. See U.S. Internal Revenue Service
International business. See Globalization
International Center for Veterinary Services, 435
International Organization for Standardization (ISO), 357, 

492
International Trade Administration, 457, 498
Interns, 326
Interviews, 62, 107, 338–40
Intuit Payroll, 332
Inventory management

drop-shipping and, 285, 372–73
globalization and, 455
internal operational advantages and, 135
just-in-time method of, 351, 356–57, 361
LIFO vs. FIFO method of, 361
management information system (MIS), 365
mobile applications for, 379
money management and, 172
worksheet, 364

Investors
angel investors, characterized, 184–86
business plans and, 92, 93, 196, 198
company legal structure and, 395, 396–97
company milestones and, 473
competition and, 107
directories and associations of, 490, 495–97
elevator pitch and, 96, 98
equity financing and, 182–83, 185
exit strategies and, 478–79
Facebook’s founding and, 416–17
globalization and, 446
government regulation of, 189–90
growth in pool of, 6
management team’s importance to, 306–7
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market-driven companies and, 118
negotiating deals with, 198–99
nondisclosure agreements and, 94
principals as, 88
researching potential funders, 194, 197
return on investment and, 195
Small Business Investment Companies (SBICs), 188
terminology, 181
venture capitalists, characterized, 183–84
worksheets, 197, 200–201

Investors’ Circle, 496
ISO standards, 357, 492

J
JangoMail, 258
Job creation, 4, 7
Job descriptions, 333–35, 337, 348
Job stability, 5
Jobs, Steve, 7, 10, 26, 28, 299
JP Morgan Chase, 177
Jumpstart Our Business Startups (JOBS) Act, 190
Just-in-time inventory, 351, 356–57, 361

K
Kerouac, Jack, 321
Key differentiators, 127
KFC, 460–61
Kickstarter, 190, 191
Kleiner, Eugene, 61
Knudstorp, Jørgen Vig, 391
Kristiansen, Kjeld Kirk, 391
Kristiansen, Ole Kirk, 390–91
Kroc, Ray, 19
Kroger, 123

L
Labor laws

basic U.S. laws, overview of, 328–30
employee status and, 324–28, 346–47
on minimum wage, 281, 282, 327–28, 329
terminology, 325

Large competition, 65, 129
Lawyers, consulting with

on business licenses and certifications, 410
on company legal structure, 399
on contracts, 407
directory of international law firms, 498
on international business, 445, 456
on investment deals, 199
on labor laws, 328
on noncompete agreements, 405

on tax laws, 415
on trademarks and branding, 224

Layoffs, 329, 345
Lay’s potato chips, 229
Leadership traits, 314, 316–17, 318
Leads, 279, 292
“Lean” operations, 5, 11, 356, 381
Leasing, as business model, 37, 42
LEED certification, 424
Legal issues, 393–418

company legal structure, 394–95, 396–98
contracts, 405, 407–9
Facebook’s founding and, 416–17
globalization and, 456–57, 498
intellectual property, protection of, 399, 401, 403–5, 

406
licenses and permits, 409–11, 412
partnerships, 395, 399, 400, 402
taxes, overview of, 411, 413–15

LEGO, 390–91
Lenders. See also Loans

business plans and, 92, 93, 202
debt financing and, 182, 184
securing potential funders, 199, 201–4, 206

Letters of agreement, 405, 407–9
Levi Strauss & Co., 28
LexisNexis, 488
Liabilities, financial, 151, 152
Liability, corporate, 394, 422
Library of Congress, 485
Licenses, business, 409–11, 412
Licensing agreements

business models and, 42
defined, 443
globalization and, 445–46
sales channels and, 286, 287
strategic partnerships and, 472

Lifestyle, as factor in career choices, 6, 12, 480
Lifestyle brands, 75
Lifestyle description of customers, 114
LIFO (last in, first out), 351, 361
Limited liability company (LLC), 396–97, 413
Limited liability partnership (LLP), 396–97
Limited partnership, 396–97
Lines of authority, 307, 313–14
LinkedIn, 252
Liquidity, 465, 466
Liquidity event, 181, 195
Living Social, 218, 254
Living wage, 425–26, 443, 457
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Loans. See also Lenders
business plan’s outline of, 86–88
from family or friends, 184, 185, 188–89
microloans, 187, 435
resources online for, 496–97
for small businesses, 187–88, 497
term loans from banks, 186

Logos, 228–29
Loss leaders, 218, 243, 258
Lowe’s, 288
Loyalty programs, 176–77, 223, 268–69, 378
Lululemon Athletica, 121
Lyft, 22, 51

M
M&Ms, 229
Ma, Jack, 7
MailChimp, 23
Mailing lists, 219
Malcolm Baldrige Award, 74
Malpractice insurance, 367
Management, 305–22

advisors and consultants’ role in, 312–13
business plan’s outline of, 81, 82
corporate culture and, 317, 319
founders’ role in, 307–8, 312, 478
of global operations, 453–55
growth of company and, 477
importance of having good team, 306–7
key personnel, 308, 309, 310–11
leadership traits, 314, 316–17, 318
structure of team, 313–14, 315
Warby Parker’s approach to, 320–21

Management information system (MIS), 365
Manufacturing

best practices in, 356–57
cash flow and, 165
facilities, 352
global operations, 446, 455
outsourcing of, 357–58
production process, design of, 354–56
resources online for, 492
supply chain management, 351
terminology, 351
trade secrets in, 403

Market, target. See Target market
Market research

established businesses and, 107
importance of, 59, 61
on lifestyle or business style, 114
methods of conducting, 61–62, 64

pricing strategy and, 236
resources online for, 119, 487–89
tips for finding, 64–65
worksheets, 63, 69

Market risk, 144
Market saturation, 41, 132
Market segmentation, 107, 118. See also Niche markets
Market share distribution, 131–32, 196
Market size and trends, 35, 115–16, 118, 120
Marketing collateral, 243, 259–60, 450
Marketing fundamentals, 211–40

of B2C vs. B2B companies, 109
brand identity and, 223–30, 231
budget for, 232, 234–35
business plan’s outline of, 82
core messaging and, 230, 232, 233
“Crossing the Chasm” theory of, 114
crowdfunding and, 192–93
customer acquisition and, 216, 218–19
customer lifetime value (CLV) and, 219–20, 221, 222
customer motivation and, 214–16
customer retention and, 220–21, 223
Dove Real Beauty campaign, 238–39
Five Fs of, 215–16, 217
globalization and, 448, 450
pricing strategy and, 236–37
resources online for, 492
sales vs., 213–14
strategic position vs., 134
success factors, 212–13
tech tools for, 378
terminology, 213

Marketing tactics, 241–76
of Blendtec, 274–75
challenges of selecting right vehicle, 242–43
collateral (print marketing materials), 259–60
college campus campaigns, 302–3
comparison chart of various vehicles, 272–73
customer loyalty programs, 268–69
daily deal offers, 254–55, 258
email newsletters, 23, 223, 258
globalization and, 450, 451
hook worksheet, 266–67
mobile marketing, 258–59
networking and word of mouth, 260–65, 268
online marketing, benefits of, 247–48
review sites and, 254, 262, 268
social media marketing, 252–54, 256–57, 259, 274–75
terminology, 243
traditional and guerilla techniques, 270–71
traditional media advertising (print, TV, radio), 243–47
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websites and, 248–52
Markup, 152, 236, 285
McDonald’s, 19, 137, 213, 404
Media kits, 243, 244, 245
Media outlet, defined, 243
Medicare taxes, 325, 413
Mergers, 479
Microloans, 187, 435
Microsoft, 10, 346–47
Mid-Atlantic Venture Association, 496
Milestones, company, 82, 473, 474
The Millionaire Next Door (Stanley and Danko), 13
Minimal viable product, 3, 10–11
Minimum-wage laws, 281, 282, 327–28, 329
Mintel, 488
Mission Statement (in business plan), 83–85
MIT Entrepreneurship Competition, 495
Mobile applications, for business, 379, 383
Mobile marketing, 258–59
Mobile payments, point-of-sale, 173, 176–77, 259
Money management, 149–78

accountants, working with, 172, 175
accrual- vs. cash-basis accounting, 164
balance sheets, 164–65, 166–67
billing and payment terms, 173–74
cash flow statement, 158–63
financial projections, 165, 168–69, 205
in gig economy, 22–23
globalization and, 447–48, 449
growth of company and, 477
importance of, 153, 158
income statement, 154–57, 158
Starbucks prepaid program and, 176–77
success, measures of, 169–71
tech tools for, 378
technology expenses and, 382
terminology, 150–53
tips on, 172–73

Moore, Geoffrey, 114
Mortgage loans, 88
Moskovitz, Dustin, 416
Musk, Elon, 7, 26

N
NAICS (North American Industry Classification System) 

codes, 55, 59, 485
Nalebuff, Barry, 102–3
Name, company

competition research and, 67
examples of good names, 228
fictitious names and DBA, 395

qualities of good names, 225
trademark search and, 404–5
worksheet, 226–27

Narendra, Divya, 416
National Association for the Self-Employed, 494
National Association of Government Guaranteed Lenders, 

496
National Association of Manufacturers, 492
National Association of Seed and Venture Funds, 496
National Association of Women Business Owners, 494
National Venture Capital Association, 496
Net cash flow, 152
Net profit, defined, 152
Net worth, 152, 164
Netflix, 146–47
Networking

elevator pitch and, 96, 265
entrepreneurial groups for, 196, 260–61
marketing as encompassing, 213
trade shows and, 261–62

New York Times, 168, 229, 302, 321, 438, 480
Newsletters, email, 23, 223, 258
Niche markets

advertising for, 246
crowdfunding and, 191
defined, 29
demographic groups as, 124, 139
globalization of, 446
market segmentation and, 107, 118
opportunity identification and, 30–31, 46
size vs. profitability of, 115
strategic position and, 137–40
targeting of, 118–19, 121
worksheet, 140

Nike, 118, 213, 228, 229
Noncompete agreements, 405
Nondisclosure agreements (NDAs), 79, 94, 405, 406
Nonprofit organizations

business models and, 42
business plan competition for, 495
for-profit social ventures vs., 421, 429, 432
legal structure of, 396–97

Nordstrom, 34
Nut, defined, 153

O
Obama, Barack, 103
Occupational Safety and Health Act (OSHA), 325, 330
Office space, 352, 353–54
Offshoring, 443, 453–54
Offsite events, 265
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O’Neill surf wear, 110
Online competition, 65, 130
Online marketing, 247–59

benefits of, 247–48
daily deal offers, 254–55, 258
email newsletters, 23, 223, 258
exercise on, 276
mobile devices and, 258–59
review sites and, 254, 262, 268
social media and, 252–54, 256–57, 259, 274–75, 450
websites and, 248–52

Online reviews. See Reviews, online
Online sales

closing the sale, 298–99
of eyeglasses, 320–21
free shipping of, 130, 372–73
globalization of, 446–47, 448
sales channels and, 285–86, 287
sales contact methods and, 296
taxes on, 130, 415
Zappos’ approach to, 372–73

On-premise software, 377, 381, 384
Onsite events, 268
Open-door management, 314
Operations, 349–74

business plan’s outline of, 82
components, overview of, 350–51
emergency preparedness, 368–69
environmental practices, 369–71
facilities, 351–54
globalization of, 455–56
insurance, 366–67
internal operational advantages, 135
“lean” approaches to, 5, 11, 356, 381
for manufacturing products, 354–58
order fulfillment and customer service, 365–66
research and development, 359–60
for service businesses, 358–59
supply chain and inventory management, 360–65
tech tools for, 378
terminology, 351
at Zappos, 372–73

Opportunities, business, 28–32, 38, 46, 52
Order fulfillment, 365–66
Organic certification, 424
Originality of business concept, 36
Outsourcing, 281, 351, 357–58, 455–56
Overtime pay, 281, 325, 327–28, 329, 331
OWN television network, 12
Owner’s draw, 153
Ownership, company, 395–99, 400, 416–17, 457

P
Packaging, 230, 232
Page, Larry, 19, 33
Paige, Satchel, 127
Partnerships, international, 445–46
Partnerships, legal

agreements, 399, 400
deciding whether to enter, 395, 399, 402
exercise on, 418
income tax and, 413
types of legal business forms, 396–97

Partnerships, strategic. See Strategic partnerships
Part-time employees, 326
Pass-through taxation, 394–95, 413–14
Passwords, 368, 386
Patagonia, 438–39
Patents, 7, 395, 403, 482. See also Intellectual property
Pay per click (PPC), 252
Payment methods and terms

billing options, 173–74
closing the sale and, 301
credit card payments, accepting, 173, 259, 448, 453
for international customers, 448, 453
mobile payments, point-of-sale, 173, 176–77, 259
prepaid debit or gift cards, 176–77

PayPal, 173, 416
Payroll

financial instability and, 14, 345
mobile applications for, 379
services for handling, 332
taxes, and employee status, 325–27, 347
taxes, types of, 411, 413

PC Magazine, 382
Pederson, Niels Milan, 391
Pepsico, 460
“Permatemps,” 346–47
Permits, 409–11, 412
Personal observation, for market research, 61–62
Per-use fees, 42, 219
Philadelphia Alliance for Capital and Technologies, 496
Pinterest, 252
Piracy, 456
Pizza Hut, 460, 461
Plagiarism, avoidance of, 72
PlanningShop

Business Plan Financials package, 81, 164
core message of, 232
sample press release, 264
trade associations, list of, 493

Plans. See Business plans
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Plant patents, 403
Plunkett Research Online, 488
Podcasts, for marketing, 253, 254
Postcards, 259
Poverty reduction, as social issue, 435
Pratt’s Guide to Private Equity and Venture Capital Sources, 

490
Predicasts, 489
Preferred stock, 88
Prepaid debit cards, 176–77
Press releases, 262, 264
Pricing

adjustments to, based on projections, 168
as barrier to entry, 41, 132
business concept based on, 34
of competitors, for comparison, 128, 236
of competitors online, as low, 130
customer negotiations and, 299–300
as customer perception factor, 134–35
customer retention and, 221
customers’ reasons for paying more, 214, 237
Four Ps of marketing and, 215
markup, 152, 236, 285
prototype production and, 46–47
strategy, development of, 236–37

Primary research, 55
Primary vs. secondary customers, 110
Principals, 33, 88, 307, 308
Print advertising, 244, 245, 247
Privacy of data, 368
Pro forma, 153
Product risk, 144
Productivity, 293, 376, 377, 378, 454
Products

benefits vs. features of, 214–15
business models and, 37, 41
Census Bureau reports on, 484
certification of, 103, 357, 423–24, 499
choice overload and, 299
commoditization of, 238
crowdfunding and, 191–93, 293
end user vs. customer of, 109–10
environmentally footprint of, 427, 438–39
financial projections and, 168
Four Ps of marketing and, 215
manufacturing of (see Manufacturing)
minimal viable product, 3, 10–11
niches, product-based, 139
packaging of, 230, 232
placement of, in movies, TV shows, etc., 271
pricing strategy for, 236–37

profit margins and, 169, 234
prototypes for, 46–47, 204
returns, 288, 294, 365, 372–73
risk, 144
sampling or testing of, 62, 64, 107–8, 218, 271
start-up costs for, 204
subscription model for, 219
switching costs and, 131

Profit, defined, 153
Profit and loss (P&L) statement. See Income statement
Profit margins

break-even analysis and, 171
calculation of, 169
defined, 151
financial projections and, 165
integration as increasing, 35
marketing budget and, 234
operations and, 350, 358, 365
of Trader Joe’s, 122

Profit sharing, 317, 331, 344
Profitability, non-financial measures of, 428
Projections, financial, 165, 168–69, 205
Promotional products (advertising specialties), 271
Proposals, sales, 293–94, 295, 299–300
Proprietary assets, 135–36. See also Intellectual property
ProQuest, 488
Prototypes, 29, 46–47, 204
Psychographics, 107, 110, 114–15, 116
Public radio/TV sponsorships, 246
Public relations, 219, 262, 264
Purchasing patterns, 107, 110, 115

Q
Qualified leads, 292
Quality

business concept based on, 34
of competitors’ products/services vs. yours, 129
customer perception factors and, 134–35
ISO standards of, 357, 492
in service businesses, 358–59

Quantitative vs. qualitative research, 56–57
Quarterlies, 395, 414
Quick Facts, 119
QuickBooks GoPayment, 259
Quotas, sales, 282, 293

R
Radio advertising, 245–46, 247
Raider, Jeff, 320
RallyMe, 191
Randolph, Marc, 146
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Raw materials, defined, 351
Real-World Cases

Blendtec, 274–75
Dove Real Beauty campaign, 238–39
Facebook, 416–17
Honest Tea, 102–3
LEGO, 390–91
Microsoft, 346–47
Netflix, 146–47
Patagonia, 438–39
Rent the Runway, 302–3
Ritz-Carlton Hotel Company, 74–75
Starbucks, 176–77
Tactus Technology, 208–9
Trader Joe’s, 122–23
Warby Parker, 320–21
Yum! Brands, 460–61
Zappos, 372–73
Zingerman’s Community of Businesses, 480–81
Zipcar, 50–51

Recycling, 369–70, 427, 433
Red Bull, 303
Red Herring, 490
Redbooks, 487
Referral programs, 268
Regulations

as barrier to entry, 41, 132
on data privacy and security, 385
Do Not Call Registry, 298
government efforts to ease, 6
on investors, 189–90
labor laws, overview of, 328–30
licenses and permits, 409–11
taxes, overview of, 411, 413–15

Rent the Runway, 302–3
Republic (crowdfunding), 190
Research, 53–76

on clients, 301
on competition, 65–67, 70 (see also Competitive analysis)
evaluating data, 67, 71–72
graphic presentation of, 88
importance of, 54
on industry, 58–59, 60, 68
on investors, 194, 197
on lenders, 206
on markets, 59, 61–65, 69 (see also Market research)
organizing data, 67, 72–73
on pay rates, 332
resources for (see Resources)
by Ritz-Carlton Hotel Company, 74–75
types of, 55–57

Research and development (R&D), 359–60, 391
Reseller’s license, 411
Reserve, 153
Resources, 483–99

Canadian, 486
company credit reports, 491
entrepreneurs’ organizations, 493–95
funding sources, 495–97
general business, offline, 489–90
general business, online, 487–89
global business, 361, 457, 497–99
global countries, 487, 498
human resources, 491
manufacturing, 492
marketing, 492
social responsibility, 492–93
U.S. government, online, 119, 484–86

Resumes of job applicants, 336, 338
Retailers

big-box, 286, 288
brick-and-mortar, 285–86, 287, 352
business models and, 37, 42
cash on delivery (COD) as typical of, 174
facilities, 352, 353
globalization and, 450, 453
industry research and, 58
market size and, 115
online, 285–86, 372–73
pricing strategy and, 236
sales channels and, 282–83, 285
selling to, 286–88

Retained earnings, 153, 164
Retirement programs, 14, 333
Return on investment (ROI), 153, 170, 181, 195, 213
Returns of products, 288, 294, 365, 372–73
Revenue, defined, 153. See also Income; Sales
Reviews, online

customer acquisition and, 218, 219
gig economy and, 23
marketing tactics and, 254, 262, 268
of tech tools, 382
tips on managing, 254

Reviews, print, 262
Revlon, 239
Rexall Drug, 122
Risk

business plan’s risk assessment, 82
defined, 3
entrepreneurs’ attitudes toward, 8
new ventures’ likelihood of failure, 13–14
SWOT analysis and, 144–45
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types of, 141, 144
Risk Management Association, 488
Ritz-Carlton Hotel Company, 74–75
Rogers, Everett, 114

S
S corporations, 396–97, 413
Saal, Nate, 209
Safety

of data (see Data management)
emergency preparedness, 368–69
in gig economy, 23
government (OSHA) regulation of, 325, 330
insurance and, 367

Safeway, 123
Saginaw, Paul, 480–81
Sale of company, 182, 479
Sales, 277–304

advertising effectiveness and, 247
bids and proposals, 293–94, 295, 299–300
bootstrapping and, 204–5
business models and, 42
business plan’s outline of, 82, 92
cash-flow projections and, 165
channels, overview of, 282–83, 285
channels, types of, 285–89
contact methods, 294, 296
distribution worksheets, 290–91
entrepreneurs as salespersons, 278–79
globalization of, 448, 450, 452–53
making and closing the sale, 296, 298–301
marketing budget as percentage of, 234
marketing vs., 213–14
online (see Online sales)
operations and procedures, 289, 292–94, 297
Rent the Runway’s approach to, 302–3
staff, overview of, 279–81, 284
staff compensation and training, 281–82
tech tools for, 378
terminology, 279

Sales channels, 136, 279
Sales commissions, 281–82, 283
Sales cycle, 279, 293
Sales pipeline, 279, 293
Sales quotas, 282, 293
Sales representatives

benefits of using, 281
college students as, 302–3
as customers, 110
globalization and, 445, 450, 453
as intermediaries, 289

market information provided by, 65
Sales sheets, 260
Sales tax, 410, 414–15
Salesforce CRM, 32, 223, 229, 234
Sampling of products, 62, 64, 107–8, 218, 271
Sandberg, Sheryl, 26
Saverin, Eduardo, 416–17
Scalability, 377, 381
Search engine marketing (SEM), 243, 251–52, 450
Search engine optimization (SEO), 243, 249, 251
Seasonal businesses, 159, 443
Seasonal employees, 326
Secondary research, 56
Security of data, 368, 384, 385, 386, 388, 456
Seed companies, 181, 184
SeedInvest, 190
See’s Candies, 135
Self-employment

challenges of, 14
characteristics of self-run businesses, 18
earning potential and, 7, 13
in gig economy, 22–23
National Association for the Self-Employed, 494

Servers, 377, 384
Service businesses

agents and, 285
bids and proposals, 293–94, 295, 299–300
business models and, 37, 42
cash flow in, 165
distribution channels for, 286
end user vs. customer of, 110
financial projections and, 168
in gig economy, 22–23
globalization and, 442–43
niches, service-based, 139
operations of, 358–59
pricing strategy and, 236
sales tax and, 414–15

Service Corps of Retired Executives (SCORE), 495
Service level agreement (SLA), 377, 382
Service marks, 395, 404
7-Eleven, 122, 228
Shared ownership models, 29, 42, 50–51
Shipping costs, 130, 355, 372–73, 446
Short-term notes payable, 153
Sick leave, 329, 333
Signage (billboards, banners, etc.), 238, 270, 271
Skoll Foundation, 432
Slave labor, 457
Slogans. See Taglines
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Small Business Administration. See U.S. Small Business 
Administration

Small Business Development Centers (SBDCs), 261, 494
Small Business Investment Companies (SBICs), 188
Small Business Investor Alliance, 497
Small businesses

characteristics of, 19
financing programs for, 187–88, 497
globalization and, 448
payroll services for, 332
resources online for, 486, 494
statistics on, 4, 7

Smartphones. See headings at Mobile
Smith, Frederick W., 10, 34
Social entrepreneurship (social ventures)

business plan competition for, 495
defined, 421
entrepreneurial principles embraced by, 432–33
environmental concerns tackled by, 433–35
exercises on, 440, 462
human concerns tackled by, 435–37
nonprofit organizations vs., 421, 429, 432
resources online for, 493
social responsibility vs., 420–21

Social media marketing, 252–54, 256–57, 259, 274–75, 450
Social responsibility, 419–40

benefits of, 422–23, 424, 437
business plan’s outline of, 82, 103
certifications of, 357, 423–24
corporate culture and, 316, 321
environmental practices and, 369–70
globalization and, 457–59
of Patagonia company, 439
resources online for, 492–93, 499
social entrepreneurship, 420–21, 429, 432–37
suppliers/vendors and, 354, 426
terminology, 421
triple bottom line, 424–28
worksheet, 430–31

Social Security numbers, 368, 385, 410
Social Security taxes, 325, 413
Social Venture Network, 493
Social Venture Partners, 493
Social ventures. See Social entrepreneurship
Society for Human Resource Management, 491
Software

criteria for selecting, 381–82
for CRM, 41, 223, 382
defined, 379
industry-specific applications, 383–84
licensing agreements, 286

open-source, 436
on-premise vs. cloud-based, 377, 381, 384

Sole proprietorships, 18, 396–97, 413
Sony Walkmans, 33, 137
SpaceX, 7, 26
Spiffs, 282
Sports Authority, 288
Square (merchant services), 259
SRDS (Standard Rate and Data Service), 488
Stakeholders, 421, 425, 426
Standard & Poor’s, 489
Stanford University, 495
Stanley, Thomas, 13
Starbucks, 35, 176–77
StartEngine, 190
Start-up costs

as barrier to entry, 41, 132
bootstrapping and, 204
business plan’s outline of, 86
outsourcing production to reduce, 358
projections of, 205
for technology, 382
worksheet, 207

Start-ups
cloud-based applications and, 378, 381
competitive analysis and, 127
crowdfunding and, 189–91
debt financing (loans) and, 182, 188, 202
defined, 3
equity financing and, 183, 189–90
Facebook’s story, 416–17
founders’ role in management, 307–8
growth of, in all regions and sectors, 5
high-growth start-ups, characterized, 19–20
Honest Tea’s story, 102–3
incubators and accelerators, 353–54
marketing budget and, 235
Rent the Runway’s story, 302–3
unicorns, 321
Warby Parker’s story, 320–21
Zappos’ story, 372–73
Zipcar’s story, 50–51

State Data Centers, 119, 485
State licenses and certifications, 410
Statistics Canada, 486
Stock

business plan’s outline of, 86–88
company legal structure and, 396–97
dividends, 88, 181, 195, 414
employee shares or options, 204, 317, 331, 347
equity crowdfunding, 189–90
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equity financing, overview of, 182–83, 185
initial public offering, defined, 465
initial public offerings, and company growth, 466
initial public offerings, as exit strategy, 478, 479

Strategic partnerships
financing arrangements for, 193
first-mover advantage and, 127, 130, 136
growth of company through, 470, 472
internal operational advantages and, 135

Strategic position, 134–40
brand identity and, 137, 230
business plan’s statement of, 80–81, 82
customer perception factors and, 134–35
first-mover advantage and, 136–37
importance of, 126–27
internal operational advantages and, 135
niche marketing and, 137–40

Subscriptions
as business model, 29, 37, 41, 42
to CRM applications, 41, 223
Netflix as provider of, 146
per-use fees vs., 219
prepaid programs vs., 176
Zipcar as provider of, 51

Success
financial measures of, 169–71
highly successful businesses, characterized, 35–36
non-financial measures of, 428

Successful Business Plan (Abrams), 81
SuccessfulMeetings.com, 262
SugarCRM, 223
SuperCuts, 34
Suppliers

comparison chart, 362
payment terms of, 359
production process and, 355–56
resources for finding, 360–61
social responsibility and, 354, 426, 457

Supply chain management, 351, 360–61, 363. See also Inven-
tory management

Surveys, 62, 107, 114, 130
Sustainability, 421, 427, 438–39, 458
Swinmurn, Nick, 372
Switching costs, 41, 127, 131
SWOT analysis, 127, 144–45

T
Taco Bell, 460, 461
Tactus Technology, 208–9
Taglines, 213, 229, 230
Target (retailer), 31, 228

Target market, 105–24
adjustments to, based on financial projections, 168–69
advertising in traditional media for, 244–47
advertising online for, 250, 252
“bull’s-eye” customers within, 108–9
business plan’s outline of, 80, 82, 103
confirming customers’ existence, 107–8
criteria and categories for defining, 112–15, 116–17
end users vs. customers, 109–11
importance of identifying, 106, 118
international customers as, 446–47
large or hard-to-reach markets, 112, 196, 234–35
niche markets as, 118–19, 121
research, suggested topics of, 63, 69 (see also Market 

research)
SEO/SEM and, 251
size and trends of, 35, 115–16, 118, 120
social media and, 254
terminology, 107
of Trader Joe’s, 122–23
underserved or new markets as, 33

Tariffs (duties), 443, 446
TaskRabbit, 5, 22
Taxes

company legal structure and, 394–95, 396–97
employee status and, 325–27, 347
financial decisions and, 170
financing applications and, 202, 203
ID numbers, 410
income tax, 413–14
loans from family/friends and, 189
payroll taxes, types of, 411, 413
sales tax, 410, 414–15
statistics, online resource for, 485

Technology, 375–92
business plan’s outline of, 82
data management, 386, 388
entrepreneurial growth as driven by, 6
facilities’ support of, 352–53
globalization and, 455
importance of, 376–78
LEGO company and, 390–91
loyalty programs, tech tools for, 268, 378
opportunity identification and, 31–32
policies on privacy, security, etc., 385–86, 387
risk, 144
selection of tech tools, 379–84
start-up costs for tech products, 204
for tech companies, 388–89
tech tools listed by business function, 378
terminology, 377

ERA2_Ch21_Index_FINAL2.indd   519 10/26/16   8:12 PM



entrepreneurshIp  a  r e a l - w o r l d  a p p r oac h520

Technology companies
acquisitions of, 479, 482
advertising in traditional media by, 247
all companies as, 376
job descriptions and interviews, 348
market research by, 62
proprietary assets of, 135–36
resources online for, 489
technology for, 388–89

Technology risk, 144
Telecommuting, 370
Telemarketing

cold calling, 214, 279, 280, 292
Do Not Call Registry and, 298
pros and cons of, 296
sales staff and, 280, 281

Temporary employees, 326, 346–47
Term sheets, 181, 198
Tesla Motors, 7, 24, 26
Testing of products/services, 55, 62, 64, 107–8, 218
Thiel, Peter, 416
ThomasNet, 361, 492
Tiffany & Co., 230
TiVo, 228
Tom’s Shoes, 436
Toyota, 356
Trade associations

competitive analysis and, 130
directories of, 493–94, 498
distributors and, 289
industry research and, 59, 72
market research and, 64
networking and, 260–61
suppliers and, 360

Trade magazines, 262, 488
Trade secrets, 395, 403, 405, 417
Trade Show News Network (TSNN), 262, 495
Trade shows

directories of, 262, 495
globalization and, 450, 453
marketing budget and, 235
networking at, 261–62
sales staff and, 281
start-up costs and, 204
target market reached at, 109
worksheet, 263

Tradekey B2B directory, 361
Trademarks, 224, 395, 404–5
Trader Joe’s, 31, 122–23
Training, employee

college tuition reimbursement, 333

in customer service, 365, 373
effective leadership and, 316
emergency preparedness and, 368
labor laws on, 329
service businesses and, 358–59
Zingerman’s approach to, 481

Transit advertising, 271
TripAdvisor, 254
Triple bottom line, 421, 424–28
TSNN (Trade Show News Network), 262
Tupperware, 35, 136
TV advertising, 246–47
Twentieth Century Fox Film Studios, 225
Twitter, 252, 259, 274
Two Degrees, 436

U
Uber, 5, 7, 22, 51
Unemployment taxes, 413
Unicorns, 321
Unilever, 238–39
Unique selling proposition, 213
United Nations programs, 434, 435
University research studies, 71
Up-selling, 299
Upwork, 5, 22
U.S. Census Bureau

as market data resource, 64, 118
primary research conducted by, 55
Web portals of, listed, 119, 484, 485, 487

U.S. Copyright Office, 401
U.S. Department of Agriculture, 436
U.S. Department of Commerce, 74, 498
U.S. Department of Labor, 5, 328
U.S. Department of State, 487, 498
U.S. Government Publishing Office, 485
U.S. Internal Revenue Service (IRS)

applications for tax reporting, 379
company legal structure and, 396–97
employee status and, 326–27, 347
Federal Tax ID numbers, 410
imputed interest and, 189
website for tax statistics, 485

U.S. Patent and Trademark Office, 404–5
U.S. Securities and Exchange Commission, 65, 189–90, 485
U.S. Small Business Administration (SBA)

loan programs, 187–88, 497
statistics on small businesses, 4, 7
Web portals of, listed, 328, 486, 497, 498

U.S. Trade and Development Agency, 498
Utility patents, 403
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V
Vacation pay, 14, 332
Valuation, company, 181, 198–99
Values. See also Corporate culture; Social responsibility

brand identity and, 224
business concept and, 36–37
business plan’s outline of, 81
business vision and, 20–22
core messaging and, 230
failing with integrity, 11
formalization of, 319
of new vs. established companies, 4

Variable costs, 151, 170
Venture, defined, 3
Venture capitalists. See also Investors

angel investors vs., 186
on Board of Directors, 186, 309
characteristics of, 183–84
defined, 181
directories and associations of, 490, 496–97
elevator pitch and, 96
equity financing sources and, 185
high-growth start-ups and, 19
market research and, 61
nondisclosure agreements and, 94
Rent the Runway and, 303
researching potential funders, 194
Tactus Technology and, 208–9

Vertical Response, 258
Videos, company, 94–95, 191, 253, 274–75
Viral marketing, 243, 252, 274–75
Vision

defined, 3
for growth of company, 467–68, 469
size of business envisioned, 18–20
type of business envisioned, 20–22

VisionSpring, 320
Vizcaino v. Microsoft, 347
VOIP (Voice over IP ), 455
Volkswagen, 229
VolunteerMatch, 493

W
Wall Street Journal, 275, 302, 490
Walmart, 31, 129, 288
Walters, Lauren, 436
Warby Parker, 320–21
Warehouse and storage, 352
Warton School of Business, 320
Waste reduction, 427–28, 433–34, 438–39, 440

Water issues, 369, 370, 434, 438
Websites, company, 248–52

company name vs. domain name, 225
competition research and, 67
globalization and, 450
importance of, as marketing vehicle, 248–49
mobile version of, 258, 383
SEO and SEM, 249, 251–52
worksheet, 250

Webvan, 35
Wefunder, 190
Weinzweig, Ari, 480–81
Western Association of Venture Capitalists, 497
Westlake Securities, 497
Wheaties, 229
White labeling, 465, 472
Whole Foods, 31, 123
Wholesalers

business models and, 37, 42
defined, 279
international partners, 445
sales channels and, 282, 285
selling to, 286, 287, 288–89

Wilson Business database, 490
Winfrey, Oprah, 12
Winklevoss, Cameron and Tyler, 416–17
Women in Technology International, 495
Word-of-mouth marketing, 265, 268
Wordtracker, 251
Work experience, as inspiration source, 30, 32
Workers’ compensation insurance, 367
Working capital, 88
Worksheets

barriers to entry, 133
business concept, 39, 40
business model, 44–45
business opportunities, 38
business plan, 84–85, 87, 90–91, 97, 101
business vision, 21
competitive analysis, 141, 142–43
entrepreneurial thinking, 9
feasibility analysis, 48–49
financial (money management), 156–57, 162–63, 167, 

175
financing, 87, 197, 200–201, 206–7
Four Cs (personal business goals), 17
globalization, 449, 451, 452, 459
growth, 469, 471, 474
human resources, 335, 337
legal issues, 398, 400, 402, 412
management, 310–11, 315, 318
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Worksheets (continued)
marketing fundamentals, 217, 222, 226–27, 231, 233
marketing tactics, 250, 256–57, 263, 266–67, 272–73
niche market ideas, 140
operations, 362–64
research, 60, 63, 68–70, 73, 197, 206
risk assessment (SWOT analysis), 145
sales and distribution, 284, 290–91, 295, 297
social responsibility, 430–31
target market, 63, 69, 111, 116–17, 120
technology, 380, 387

World Bank, 435, 487, 498
Wozniak, Steve, 28
Wright, George, 274–75

Y
Yahoo!, 249
Yairi, Micah, 208–9
Yale School of Management, 102, 103
Yellow Pages, 130, 247, 252, 361
Yelp, 254, 258, 262, 268
YouTube, 95, 228, 229, 252, 253, 274–75
Yum! Brands, 460–61

Z
Zagat, 254
Zappos, 372–73
Zingerman’s Community of Businesses, 480–81
Zipcar, 50–51
Zoho CRM, 223
Zuckerberg, Mark, 7, 416–17
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