TheEntrepreneur’s Guideto Financial Maturity®
StrategicPlanning for the Entrepreneur

If you are like many entrepreneurs, there is never a good time to write ¢
business plan. There is aways an excuse or rationalization as to why it is an
unrecessry exercise. During good times, entrepreneurs fed empowered, they
are making more money than they imagined, so why do a business plan. Most
people head the epresson “if it ain't broke, dorit fix it” and many
entrepreneurs fed no dfferently. They do nd see aneed for abusinessplan or
the need to updite it, even if circumstances change.

During good times, many entrepreneurs fed immune to changes within their
companies or industries. Entrepreneurs are often too busy making money, so
the concerns are focused on dHivering the goods or services promised ,nd on
taking the businessto the next level or the financial infrastructure. During gooc
times the inefficiencies, mistakes and mismanagement either go undeteded or
it takes a“badk burner” to making money.

If circumstances change, such as dowing sales or slowing cash flows, then
entrepreneurs often focus on generating income or colleding acourts
recevables. Often entrepreneurs do nd step badk to determine if the
circumstance or change is a short term issue or if it is a structural change
within their company or industry. Often entrepreneurs look at patching a hde
and nd stepping badk and rethinking the business processes or other
aternative goproaches.

Many business asociates are experiencing improved sales and are optimistic
abou their company’s prospeds for cdendar yea 2005. Since they were ale
to survive the difficult times, many of thase entrepreneurs display a behavior
of invincibility. Unfortunately many entrepreneurs fail to reagnize many of
the benefits of planning, i.e., making better dedsions. They tend to work in the
business rather than working on the business They tend to be readive, na
proadive.



Many entrepreneurs have head the expresson, “if you do nd plan to succed,
you are planning to fail” yet they fall to apply it to themselves. Withou the
appropriate planning entrepreneurs do nd obtain the knowledge needed to
operate their businesses. Alternatively, when entrepreneurs gain the
knowledge, it comes with amuch higher cost, such as:

Y. ¥ Lost oppatunities

Y ¥ Reduced profitability

Y4 ¥ Lossof competitive alvantage
Y2 ¥ Monetary loss

Y ¥ Credibility loss

Planning is extremely important to every company, no matter how large or
small your company might be.

Some eatrepreneurs look for perfedion in a plan before they attempt to
implement it. Unfortunately, information is incomplete and imperfed. We
have to make dedsions based uponthe best information we have or can oltain
within a reasonable time frame and cost. We must periodicdly reevaluate our
dedsions snce drcumstances change through ead cdendar quarter. That is
why we update our plans as well as creae benchmarks and accourtability.

Vince Lombardi defined success as “success is when preparation meds
oppatunity.”  Therefore, it behoowes every entrepreneur to prepare for
oppatunity. Preparation is the key to succesd Outlined below are some of the
comporents neaded to advancing your journey to sUCCess

Y our Personal Objedives:

As you cevelop your personal roadmap to success an integral comporent of
that roadmap is your businessor whether you open abusiness Thefirst step in
the processis assesgng and understanding your current redity. Based upor
your current circumstances you shoud establish firm, achievable goals. The
goals oud be spedfic and provide atime frame in which the goals will be
achieved. The deaer your target, the more focused you can be & “hitting your
target.” These targets or objedive shoud be “big picture” or persona
objedives. A hypotheticd example might be “l want to retire by the time |
read my50™birthday, whil e maintaining my existing lifestyle and paying for



my children’s college and past graduate educaion.”

Your Personal Strategic Plan:

Asauming the &oweisto be your goal, the first thing you would have to dois
“inventory” your persona asts that will enable you to achieve your goal.
These a<ts, may include your; savings, pensions, insurances, or company,
must be dlocated appropriately maintaining focus on your goal. Further, you
shoud include cetain intangibles sich as your; passon, motivation, expertise,
leadership cgpabiliti es and time & asts. It is your personal inventory that
enables you to develop the roadmap to get you from point A to pant B.

Once you develop your persona roadmap you must periodicdly tradk and
review your progressand resources. If you fail to establish periodic goals and
monitor them, you probably will not aciieve your personal objedives and you
will disappant your primary customers, you and your family!

If you are like most entrepreneurs, the primary tangible resource you will use
to adhieving your personal goals will be your business Y ou shoud develop the
business grategies that will enable you to achieve your personal objedives. If
you fed that your business(or potential businesg has the potential to help you
adhieve your persona goals, it makes gnse to move forward. If you can na
adhieve your goa with the businessas it is today, the next question is, “What
can | doto change the business ® it will enable me to achieve my goals?’ If
you and your team of advisors do nd think you can achieve your persondl
goas with the vehicle you seleded (your business or patential business, it
might be time to redl ocae your resources elsewhere.

Strategic/ Operational Objedives:

As an integral part of developing your strategic /operational plan, you and your
management tean will need to develop ohedives in a wide aray of
disciplines sich as:

Ys Ya Sdes

Y, ¥ Marketing/ Market Acceptance
Y2 ¥ Branding

Y, ¥ Manufaduring



Y2 ¥ Quality Control

¥, ¥ Distribution Channels

Y2 ¥ Management

¥ ¥ Growth Rate

¥, ¥ Financia Stability

¥ % New Product Development
Y2 Y Exit Plan

Eadh ore of these headings (as well as others) requires developing strategies
and performance standards (“benchmarks’)so that the team can measure
whether they will achieve thase objedives on an orgoing basis. If you can na
measure it you can nd manage it. In aher words ,if you do né develop
objedives, goas and kenchmarks you can nad manage your successes. If you
are to achieve your personal objedives, it will not happen by acadent. It will
ocaur as a result of planning, implementing the plan and tradking your
business s progress

If you do nd measure your progress how do you knav of you are “on target”
towards achieving your goals. If you do nd measure your progresson aregular
basis, you may operate your businessthe same way you ran your businesslast
mornth o last yea, even if it is no longer effedive. By creaing acourntability
and tradking your progressyou will make better businessdedsions, and kein a
better position to knowv when to change strategies. A businessowner’s fail ure
to measure will, generaly, cause the business owner to take the same adions
again and again.

Tactics:

Ead strategic/operational objedive is broken down into subcaegories. After
you have developed your strategic/operational objedives, the next step would
beto creae adion dansthat will enable youto achieve your desired results.

For example, if you were working on the marketing strategy and part of the
strategy might include weekly advertising in newspapers and periodicds. If
you have never used this medium, what steps would you real to take to
creaing the alvertisement and getting it into the gpropriate puldicaions? The
list of adion steps you reed to take inorder to med your strategic objedives
are your tadics.



It is by understanding your persona oljedives, your strategies and tadics that
you will be pasitioned and motivated in achieving your goas. By measuring
your progress and maintaining your focus, you will be in a position to dred
your resources in a manner consistent with your goals. Achieving your goals
will nat occur by acadent, is the result of developing and implementing your
plan..
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