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Foreword
My first foray into small business was selling watermelons out of a little red wagon that
was missing the left rear wheel. The year was 1967. I was seven years old.
Even then it was obvious that I was better suited for leading than following. I recruited by
two best pals, Jimmy and Wally Patterson (my first employees), to actually do all the work while I
sat on the ground next to the wagon to keep it from tilting over.
As Jimmy and Wally picked the melons from my father’s garden and loaded them into the
wagon, I offered keen instructions on the best way to stack our oddly shaped merchandise so that
we might obtain maximum load with minimum breakage.
Being a natural born leader, I took command of the wagon after it was loaded and off we
went, with Jimmy and Wally taking turns holding up the crippled corner of the wagon. We
proceeded to knock on every door in the neighborhood until all the melons were sold.
Our gross revenue that day was $8.25. After paying Jimmy and Wally $1 each (big
money for manual labor in those days), I pocketed a tidy $6.25 net profit and dragged my crippled
wagon merrily home.
When my father discovered that his watermelon patch had been raided he forced me to
turn over all the money (in true parental IRS fashion) and fixed my wagon, literally.
Small Business Lesson Number One: Never enter into a business negotiation with
anyone who is screaming and waving a belt at you. I didn’t know it then, but I was getting an
education in business the hard way: by the seat of my pants. You might say I took a beating in
the produce business.
Believe it or not, the word “entrepreneur” is French for “one who can’t hold a real job.”
OK, that’s not really true, except perhaps in my case. I am a serial entrepreneur by nature,
having started (and sometimes stopped) a number of small businesses over the last 20 years.
Some of my business ventures were successful, while others were not, but in every case I
learned something that would come in handy the next time around.
My business education continues to this day. With each business venture I found myself
becoming more creative and resourceful, associating with smarter people whose goals matched
my own, putting a little more thought into each decision, and taking every aspect of the business
a little more seriously. All because of things I learned along the way.
The purpose of this book is two fold: (1) to share with you what I know about starting,
running and succeeding in business; and (2) to solicit your feedback on the topics of small
business and entrepreneurship, in the hopes that our combined experiences might help others
succeed, or at least avoid costly mistakes that you and I have made.
I ask that any feedback, questions or comments you have be emailed to me at
tim@dropshipwholesale.net.
So, let’s begin our business journey together, shall we?
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There Are No Dumb Business Questions, Not!

QUESTION:
What is the dumbest business question you’ve ever been asked? -- Norris W.

ANSWER:
Shame on you, Norris. There is no such thing as a dumb business question. OK, that’s not
exactly true. There are dumb business questions and I do get quite a few of them. Not through
this column, of course. People intelligent enough to actually purchase and read a newspaper
would never submit dumb questions now, would they. OK, that’s a lie, too. I’ve gotten a few
head-scratchers in response to this column. You know who you are, but don’t worry, your secret
is safe with me.
I have a confession to make. Writing an advice column, whether it be advice for love or
money or business, is often hard to do with a straight face. Occasionally a question comes over
the digital transom that just makes me go, “Huh?” It’s kind of like trying to stifle a giggle when
Grandma breaks wind at Sunday dinner. Some things are just better left ignored. Of course it’s
hard to blame a dumb business question on the dog.
Though this column is a fairly new feature for the Times, I’ve been writing online columns for
years. Most of the requests for advice I receive are sincere and intelligent, and as a sincere and
(somewhat) intelligent columnist, I feel obligated to dispense the best advice I can for the
betterment of the person who asked the question. However, once in a while a real stinker hits the
old email box and it takes everything I’ve got to resist shooting back an answer that is worthy of
the question asked.
In other words, when I get a dumb question, my gut reaction is to respond with an answer of
equal intelligence, or the lack thereof. Something subtle, like, “Forget business, my friend. The
best thing you can do for mankind is to go find a pair of sharp scissors and run… really fast…”
Stupid is as stupid does, Forrest. Greater words of wisdom have rarely been offered before
or since.
Then I remember that as an advice columnist I have a duty to my reader, my editor, my
publisher, and above all, to my family, who enjoys eating on a regular basis. There aren’t too
many openings for smart aleck writers anymore (darn that Dave Berry), so I bite my tongue and
respond to the question as intelligently as I can. That usually involves requesting more
information from the reader so I can offer an informed answer. It’s not as satisfying as firing off a
sarcastic retort, but it is much better on the old bank account.
Since you asked the question, Norris, I feel obligated to give you an answer. What is the
dumbest business question I’ve ever been asked? I’ll let you decide.
The following are real questions from real people that are running around loose among us. If
you recognize your question please don’t be offended. This is all in good fun and remember,
ridicule is the sincerest form of flattery. Or something like that.
Here’s a question I get at least once a week: “I have never been in business before, but I
think I’d be really good at it. Can you tell me what would be the best business for me to start?”
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Hmm, how about one that involves the Psychic Hotline, since that’s who I will have to consult
to answer your question. I don’t know anything about you, your background, your abilities, your
talents, your experience, or anything else. How can I possibly tell you what would be the best
business for you? Who do I look like, Miss Cleo?
Here’s one of my favorites: “I need to make a lot of money really fast. What business should
I start?” You need to make a lot of money fast, huh. No problem. I have one word for you, my
friend: counterfeiting… Somebody hand me an umbrella. It’s raining stupid in here.
Here’s an oldie but a goodie: “I have a killer business idea, but I don’t have any money. Do
you ever invest in businesses or just give advice?” Unfortunately, I only invest in non-lethal
business ideas, so I’ll have to pass on your killer idea. Thanks for thinking of me, though. This
window is now closed… And my all-time favorite: “I have a great product that nobody wants to
buy. How can I make customers buy my product.”
How can you make a customer buy your product? Piece of cake, buddy boy. Try using the
same method I use to make my kids mind. Threaten to put your customer in time out if he doesn’t
buy something from you right this second! Don’t make me get up and sell you something, young
man… I could go on, but I think the point is made. Keep those cards and letters coming, boys
and girls. It’s readers like you that make this job so darn interesting.

***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
****************************************
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Is Your Amazing New Product Idea Really Worth Gambling On

QUESTION:
I have a great idea for an amazing new product. There is nothing like it on the market
and no competition that I can find. I think it will be a huge success and so does everyone I
tell the idea to. I’m willing to bet the farm on this one. What do you think my chances of
success are? -- Aaron T.

ANSWER:
Aaron, I’m a lousy poker player, mainly because I can’t help grinning like the village idiot
when blessed with a winning hand or frowning like a sad clown when dealt a dud.
I also never make odds on the success of “amazing new products” because more often than
not the only thing that’s amazing is the way the product is totally ignored by the buying public.
In my software business there have been times when we came up with what we thought
was an amazing idea for an amazing piece of software – a piece of software so amazing, in fact,
that we knew that all mankind would sit up and take notice, then line up to write us checks.
After hundreds of hours and thousands of dollars spent developing the product we were
amazed to find that the only people who thought the software was truly amazing was us.
We made mankind yawn. Quite an amazing accomplishment, if I do say so myself.
It worries me that you say there is nothing like your idea on the market. While you may think
that is a good thing, it might actually mean that there is no market for your product. The same
holds true for a lack of competition. A total lack of competition might mean that there is no
demand for such a product.
Rarely does a product come along that revolutionizes an industry. Rarer still does a product
create a new industry on its own.
So, how can you tell if your amazing new product really is worth gambling on? The truth
is, you can never be 100% certain that your idea will sell. No matter how enamored you are of it
or how much your friends rave about it, the success of a new idea depends on a number of
factors, many of which are beyond your control.
Such factors include:
•

The viability of the idea: is this really a product that you could build a company around?
Does the idea have the potential to generate revenue or customer loyalty?

•

The people implementing the idea: the right team can make even a mediocre product a
huge success (ever heard of Windows). Inversely, a bad team couldn’t sell ice water in
Hades. Pick your team carefully. The right people really do make all the difference.

•

The demand for such a product in the marketplace: will this product fill a need or
satisfy an itch?
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•

The competition: is the market already crowded with competitors? If so, what will it take
to move your product ahead of the pack?

•

The depth of your pockets: even an amazing product requires a ton of cash to go from
drawing board to store shelf.

•

The availability of other resources required to take the product from the drawing
board to the consumer: do you have the time, the drive, the perseverance, the
knowledge, the contacts, the support, and a hundred other things required to bring your
amazing idea to fruition?

•

The list wouldn’t be complete without sheer luck and timing.

•

And a thousand other things.

Before you invest too much time and money into your idea, do a little research to determine if
it’s an idea that’s really worth gambling on:
•

Research the market for similar products. Again, if there are no similar products on the
market that might mean there is no market for that product. If there truly is nothing
exactly like your product, research similar products that fill a similar void in the
consumer’s life. Learn all you can about such products: pricing, market share, track
record, etc.

•

Research the competition. As mentioned earlier, if there is no competition there may not
be a market for a product like yours. If there is competition, research the competition fully
(little guys and big guys) to help determine if you can realistically compete for market
share.

•

Identify your target customer and ask them for an honest evaluation of the idea and its
marketability. Avoid friends and family as they usually just tell you what you want to hear.
If your target customer is a 35 year old female, pitch your idea to every 35 year old
female you meet and gauge their response. Just don’t break any stalking laws in the
name of market research…

The best advice I can give you when it comes to amazing new product ideas it’s best to follow
your head and not your heart.
It’s a lesson that took me years to learn.
If I had a nickel for every amazing new product I’ve invested in I’d go play a few hands of
poker.
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How To Choose A Business That’s Right For You
QUESTION:
I really want to start my own business, but I have no idea what business would be best
suited for me. I’m also eager to get started, but I don’t want to pick the wrong business
just because I’m impatient. How should I go about deciding what business would be best
for me? -- Samuel J.

ANSWER:
Before I answer your question, Samuel, I want you to reach around and pat yourself on the
back for not letting your eagerness push you into making a wrong decision. All too often we
entrepreneurs tend to let our impatience drive us to make decisions that we later regret. In
business such haste can be very costly, indeed.
I always compare starting a business to jumping into a pool of freezing water. There are
typically two types of entrepreneurs who take the plunge.
The first are the “Toe Testers.” These are those cautious folks who just stick their big toe in
the pool to gauge the temperature of the water. It is for these careful entrepreneurs that the
phrase “testing the waters” was coined. Toe Testers enter the business pool slowly, a little bit at
a time. The lesson to be learned from Toe Testers is to start slowly and don’t feel like you have
to wade in too fast. Ease into the business pool gradually to make sure it’s right for you.
Remember, many entrepreneurs realize that the business world is not right for them only after
they are in it up to their necks. And that’s when the term “sink or swim” takes on a whole new
meaning.
The next type of entrepreneur is the “High Diver.” These are those fearless souls who climb
the ladder and dive into the business pool head first without worrying about the depth of the water
or the dangers that lurk beneath the surface. It is for these entrepreneurs that the phrase “damn
the torpedoes, full speed ahead” was coined. Quite often these entrepreneurial daredevils find
themselves drowning in unknown waters or end up with their heads buried in the bottom of the
pool.
Both types of entrepreneurs may find success, depending on how well equipped they are to
handle the water they are diving into. Here are a few ideas to help better prepare you for the
plunge.

Let your experience be your guide
Start with what you know. If you have spent twenty years working as an accountant or you
love to build wooden toy trains as a hobby, consider how you can take that experience and turn it
into a successful business.
You might also find a great business idea right under your nose. Look around your
workplace. Do you see needs that are going unmet or can you think of a better way of doing
something? If so, you might have the seed for a profitable business.

Do what you love and enjoy what you do
I can’t emphasize this enough. Many people start a business for the wrong reason: to get
rich.
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While it is true that many millionaires in this country made their fortunes from their own
business ventures, that should not be your sole motivation for starting a business. If you don’t
enjoy what you do, you will not be successful, at least not from a mental point of view. Sure, the
monetary rewards can be tremendous, but the mental anguish of working in a business you don’t
enjoy is a high price to pay.
I talk to entrepreneurs all the time who are running successful businesses, but are so
unhappy as a result that they literally make themselves sick.
If you don’t enjoy what you do the business will become a chore, not a joy.

Don’t reinvent the wheel, just make it better
Many first time entrepreneurs assume that they have to come up with a new business idea to
be successful. That simply is not true. Most successful businesses are born not of innovation,
but of necessity. Instead of trying to come up with an idea that changes the world, take a look at
the world around you and see where there might be a void that needs filling or a business
concept that needs improvement.
Many successful businesses have been built by taking a traditional business and making it
better. Domino’s Pizza was certainly not the first to offer home delivery of pizza, but they were
the first to guarantee it would be delivered piping hot to your door in 30 minutes or less.
Amazon.com was not the first company to sell books, but they were one of the first that would let
you buy books from the comfort of your own home while sitting in your underwear.

Focus on a niche
Many businesses have gone broke trying to be all things to all people. The ability to offer a
gazillion products under one roof is all well and good for Wal-Mart, but not for most new small
businesses. Try to identify a niche that you would enjoy working in and think about starting a
business therein. If you love to work outdoors, consider starting a landscaping business. If you
enjoy working with numbers, think about becoming an accountant or CPA. When’s the last time
you had your gardener do your taxes? You get the idea. Focus on a niche and become an
expert in your field.

A franchise might be an option
Many new entrepreneurs consider buying a franchise operation instead of starting a business
from scratch. Franchises are a good way to jumpstart the process because they have already
done much of the hard work for you. They have proven the business model, established
guidelines for running the business, spent millions of dollars on establishing the brand, etc.
Buying a franchise is typically a very expensive and involved process that is beyond the scope of
this article.
The best thumbnail of advice I can give you is to thoroughly investigate the franchisor and the
opportunity, use your own attorney to do the deal, and read the fine print in the franchise
agreement.

It’s hard to swim in a crowded pool
If the business pool is already filled with other companies doing the same thing you want do,
chances are you will fail in the face of established competition. To succeed in such a crowded
pool you will have to do something to stand out from the crowd (and I don’t mean greeting
customers while wearing a bright red Speedo). If you can’t quickly and easily differentiate
yourself from a large group of competitors, you’re better off choosing another business.
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Above all, take your time
Whatever business you choose to start, I encourage you to take the time required to make an
informed, intelligent decision. Think about starting part time while you still have your current job
(and income) to fall back on. Talk to friends and associates who use the product or service you
will provide to see if they would consider become paying customers.
Remember, in business you can end up swimming in success or sinking in failure.
The key to your success might just lie in the sensitivity of your big toe.

*****************************************

“The Official Powerseller's Online Auction Tool Kit”
It doesn't matter if you're an eBay beginner or an experienced Powerseller,
the information in this huge 10 volume set will make your profits soar!
Written by REAL eBay Powersellers and Experts.

http://www3662.dropshipwholesale.net
****************************************
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What’s In A Name?
When It Comes To Your Business, Plenty!

QUESTION:
How important is the name of a business? Should the name of a business reflect
what the business does or is it better to come up with something catchy and easy to
remember? -- Randy P.

ANSWER:
What’s in a name? When it comes to your business, Randy, a lot more than you might think.
In fact, deciding on a business name is one of the most important decisions you will ever make.
The right business name can help you rise above the crowd while the wrong business name can
leave you trampled in the rush. With the economy in a slump and competition on the rise, now
more than ever it is important that you put considerable thought into coming up with the perfect
name for your business.
Unfortunately, this is a task that is easier said than done. It seems like all the good business
names are either married or… no wait, that’s a different subject, but the analogy holds true. We
live in an age when a business called “The Body Shop” might repair wrecked cars or sell skintight
jeans to teenagers, so before you send your letterhead to the printer, consider the following
points to help you select the business name that’s right for you.
The first thing you should do is conduct a little research to determine if the name is already in
use by someone else. You would be surprised at how many entrepreneurs forget to research this
point and open a business with a name that is already in use. Check with the county clerk and
the secretary of state to make sure the name isn’t already licensed for use or incorporated with
the state. Also check with the U.S. Patent and Trademark office to see if the name is already
trademarked, i.e., owned, by someone else. Using another company’s trademarked name
exposes you to legal action by the trademark owner. Even if your name is just similar to the
trademarked name, you may find yourself in court defending your right to use the name. And
odds are it’s a battle you will lose.
If the name you choose is not in use, you should immediately reserve the name with the
secretary of state (if you plan on incorporating) and apply for a trademark to ensure your legal
ownership. If you do not trademark the name someone can come along later and attempt to steal
the name out from under you. Imagine spending years building up your business only to have
some upstart trademark the name and engage you in a legal battle over rightful ownership. This
is one fight you don’t need, especially when the hassle could have been easily avoided with a few
bucks and a few forms.
Another important thing to consider is the domain name for your business. The domain name
is the website address a customer will use to find you on the Web. Is the domain name for your
business name available? If not, is there a domain similar to the business name you’re
considering?
You will undoubtedly discover that securing a suitable domain name is actually harder than
choosing a business name. Most logical domain names are already reserved, but you might get
lucky. Keep in mind that domain names should be short and descriptive, and preferably have the
.com or .net extension. You can use other extensions (I’ve even used the “.to” extension on
occasion) if necessary, just keep in mind that you will need to put forth a little extra marketing
effort to promote the website address as people typically assume a .com extension as the norm.
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Whatever you do, don’t use a domain name that is a confusing amalgam of letters and
numbers that is hard to remember and even harder for your customer to type in.
One good way to approach the task of naming a business is to do so from your customer’s
point of view. Your business name should clearly define your offering and communicate your
message to customers. Put yourself in your customer’s shoes for a moment. If you were looking
for a business that provides your product or service, what would you expect that business to be
called? If you were in the market for computer parts, for example, wouldn’t you look for a
business that has “computer parts” reflected in the business name? Jim’s Computer Parts may
not sound as snazzy as Jim’s Electronics Emporium, but snazzy doesn’t pay the bills. Happy
customers who quickly identify you as the source of their purchase do.
The name of your business can also spark subconscious reactions in a customer that may
drive them to you or drive them away. Words like quality, complete, executive, best, low-cost,
and on time often spark positive reactions in the mind of the consumer. Words like cheap,
discount, and used tend to create negative emotions. You’ll notice that no one claims to sell used
cars anymore, but the dealer lots are loaded with vehicles that are “previously owned.”
Finally, let’s talk about things to avoid. Experts agree that you should avoid using generic
terms like enterprise, corporation, partners, and unlimited as part of your everyday business
name. These terms are fine for the legal business entity name, but are often too unclear for
everyday use. Can you tell me what any of these companies do: ABC Corporation, Big Dog
Enterprises, M&B Partners, and Discounts Unlimited sell? I didn’t think so.
Also avoid abstract names like Yahoo, Google, Monster and Flip Dog (I am not going to list
the names of the numerous local high tech firms that have bucked this rule :o). Abstract names
will require a subtitle to explain what the business does or an expensive marketing campaign that
brands the name into the minds of consumers. Unless you have deep pockets, I suggest you go
with a name that describes your business at first glance and leave abstraction to the likes of
Cher.
Finally, you should avoid hokey names, unless of course, you are starting a hokey business.
Crazy Dave’s Stereo Shop is a great name if the business is really run by Crazy Dave and his
personality is exploited in the marketing of the business. However, if you want to be taken
serious, then give your business a serious name.
Would you go to Crazy Dave’s House of Dentistry?
Neither would I.
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Starting Your Business By The Book

I often get questions about the legalities of starting a business. I thought I would address a
few of the more common legal issues most new businesses face. But first, let’s get the
mandatory legal disclaimer out of the way: the advice dispensed by this columnist is probably no
better or worse than the advice dispensed by other columnists. Do not take the following advice
as gospel or bet the future of your business on any advice given herein by said columnist.
Agreed? Good, let’s proceed.
To begin, here’s the best legal advice I can give you as a new business person: find yourself
a good lawyer and make him or her your very best friend. Granted, your new best friend will
charge you an hourly fee for chatting on the phone or talking business over lunch, but you’ll find it
to be money well spent. A good attorney can save you far more than the cost of his services. I
rarely make any decision that has the potential to impact my business without first consulting my
attorney.
You can locate an attorney through legal referral services or just by opening the phone book,
but the best way to find a really good attorney is to ask other business owners for references.
You want an attorney who specializes in business matters. A few of the things you may need
legal help with are: legal business formation, articles of incorporation, trademarks and copyrights,
investment documents, employee policies, etc. You may find that a single attorney can’t meet all
your needs, but if you use a larger firm they will have attorneys on staff that can provide the
specialized services you require.
Now, let's take a brief look at a few questions I’ve received regarding the legalities of starting
a new business.

What's a DBA?
"DBA" stands for "doing business as." A DBA is another name that you use in the operation
of your business other than the legal name. For example, "Jones, Inc." might be the legal
corporate name of your business, but you might use "Bob Jones Landscaping" as the everyday
business name. In this case, you would see the business described in legal context as "Jones,
Inc. Doing Business As Bob Jones Landscaping."
Here’s an example of using a DBA to launch a new venture within an existing business. A
reader asked: "My wife incorporated a multimedia business three years ago, and I am starting a
voice-over business. Is it more beneficial for me to open as a sole proprietorship or to operate
within her multimedia business?"
My answer was that he should open his company as a division of his wife's business,
operating as a DBA. Even though he is using his own business name (the DBA), technically his
wife's corporation is launching the service and therefore will give him some liability protection.
Doing so would also help him save on start-up costs (such as having to pay for a separate
incorporation). It's relatively simple to keep a separate set of books, and when the new business
takes off, he can spin it off into a separate entity.

Will a corporation protect me from liability?
It can, if handled correctly. You may have heard about the “corporate veil,” which means that
you can't be sued personally for anything that happens in the corporation and your personal
assets can't be attacked by creditors or a lawsuit on the corporation. But in order to have this
protection, you must act like a corporation. This means conducting board meetings, taking notes
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and publishing minutes in your corporate book. In addition, be sure to have a separate corporate
checking account and, if you need them, corporate credit cards. Don't use corporate money for
personal purchases, and vice versa (unless you file an expense report). Many people think they
don't need to go to all this trouble if there is just one or two people in the company, but in order to
be treated like a corporation, you must act like one. Your attorney can give you more details.

How do I register my company name?
To register your company name simply contact the office of the Secretary of State. This is
easily done by phone. The registrar will tell you if the name you have in mind is available as a
corporate name and will reserve the name for you if it is available. You will be sent a form to
complete and submit with a nominal fee. For more information you can also visit the Secretary of
State’s website.

Do I need a business license?
Nearly every business will require a county or city license. Luckily, such licenses are
relatively easy to obtain and are not expensive. For local licensing requirements, contact your
city or county government offices. Some businesses might also require a state license. For
example, hair stylists, contractors and most businesses serving food fall under the purview of the
state licensing board. Each state has an agency that deals with these types of businesses.
Contact your local government offices to see if your particular business requires a state license.
Some businesses will even require federal licensing. Examples of such businesses would be
those that provide investment advice or that deal with firearms. Federal licensing is typically
required for businesses that are highly regulated by the government.

I operate my business out of my home. Do I still need a license?
Operating a business out of your home does not get you off the hook when it comes to
licensing. You should check local zoning requirements and property covenants. You can find
this information at the court house or by calling your local license department. Home businesses
are also subject to zoning laws that regulate how property can be used and may restrict various
activities.
This is just a sampling of the legal issues that must be addressed by every new business owner.
To learn more, take your favorite lawyer to lunch. Just be prepared to pick up the tab.

***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
****************************************
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Protect Your Ideas With Copyrights and Patents

QUESTION:
Can you tell me the difference between a copyright and a patent? Also is that
something I should let a lawyer handle for me? -- Sue Anne M.

ANSWER:
A wise man once said, “The biggest difference between a copyright and a patent is the
number of lawyers it takes to do the paperwork.” There is a point to be made there, mainly that if
this wise man had paid his attorney to copyright that tidbit of wisdom I probably would have had
to pay him five bucks to use the quote.
Copyrights, trademarks and patents are similar in that they are designed by law to protect
your rights of ownership, but that’s where the similarity ends. A copyright protects a creative
work; a trademark protects a brand or company identity; and a patent protects an invention or
process.
A copyright protects the rights of anyone who creates an "original work of authorship." A
copyright owner has the exclusive right to reproduce the work; prepare spin-off works based on
the copyrighted work; and to sell, perform and/or display the copyrighted work in public.
Copyright protection is afforded to eight categories of creative works: literary works (the
written word); musical works (lyrics, music, melodies); dramatic works (plays, scripts,
screenplays); artistic works (pictorial and sculptural), sound recordings (LPs, CDs, audio tapes);
choreographic works (dance, pantomime); audiovisual works; and architectural works (blueprints,
designs, renderings).
An original work is automatically copyrighted the moment it is put into a fixed format such as
a paper copy or recording. In other words, once you put your original story in writing or make a
recording of an original song, your copyright is automatically secured. From that moment on your
work has copyright protection for your lifetime, plus 50 years after your death.
Registering a work with the U.S. Copyright Office is not required, but since it is relatively
simple and inexpensive to do so, I advise that you register a copyright for each work you wish to
protect. Also, your copyright must be registered in order to take legal action against someone
who might infringe on the copyright in the future.
You can register a copyright without the assistance of an attorney. Simply visit the U.S.
Copyright office website at http://lcweb.loc.gov/copyright/ and download the appropriate form.
Complete the form and send it in with a $30 nonrefundable filing fee. This must be done for each
individual work you wish to protect.
A patent is a form of protection granted to an inventor that protects his invention in the United
States for up to 20 years from the date of application. Patent law states that, “whoever invents or
discovers any new and useful process, machine, manufacture, composition of matter, or any new
and useful improvements thereof may obtain a patent.” Owning a patent gives you the legal right
to stop someone else from making, using or selling your invention (or one that’s very close to it)
without your permission. However, proving that someone is infringing on your patent is often
difficult and usually requires a trial to settle the dispute.
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Since the first U.S. patent was awarded in 1790, more than five million patents have been
awarded. The patent office receives more than 230,000 patent applications every year and I can
tell you from personal experience that a turtle on Prozac moves faster than the patent process.
Patents can take several years, truckloads of paperwork, and considerable legal fees to obtain.
The cost of obtaining a patent can run from $500 for a simple design patent to $50,000 and more
for a complex utility patent. However, if your company has a truly patentable idea, you would be
wise to invest the time and money required to secure your rights. A good patent can be a
valuable business asset.
While you can file a patent yourself, I strongly advise that you use an attorney since a naively
written patent application often isn’t worth the paper it’s printed on. Just recently my attorney did
a patent search for me only to discover that a patent for a similar product was already in place.
However, due to the ineffectual language of the patent application, the patent was practically
impossible for the owner to enforce.
Good news for me.
Not so good news for the wise man who wrote his own patent.

***************************************

“The eBay Powerseller's #1 Product Resource”
The Ultimate eBay Dropship Power Pak contains everything you need to
start your own profitable online business, including access to our private
database of over 3,000 dropship and wholesale companies!

http://www3662.dropshipwholesale.net
***************************************
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Investing In Son’s Business Could Cause A Real Family Feud

QUESTION:
My youngest son wants to borrow $5,000 to start his own business. My wife is afraid
to tell him no. She thinks we should just give him the money and not expect anything in
return. I disagree. He doesn’t have a very good track record with money, so I’m a little
worried that my investment will be lost. Should I loan him the money and hope for the
best or just tell him no and hope he doesn’t get too upset? -- Jeff K.

ANSWER:
The first thing you need to do, Jeff, is determine if this money would be offered to your son in
the form of a gift, loan or investment. The very wording of your question tells me that you have
not yet made that all-important distinction.
It sounds like your wife wants to make a gift of the money, expecting nothing in return but the
undying love of her last born son.
You, on the other hand, don’t know if you should offer the money as a loan (should I loan him
the money) or as an investment (worried that my investment will be lost).
Until you can make that distinction, your money should remain in the bank.
I have a very simple rule when it comes to loaning money to relatives, Jeff: NEVER, EVER
loan money to anyone you might have to sit next to at Thanksgiving dinner. “Son, pass me that
dressing and tell everybody the story of how you blew your old dad’s retirement money...”
A loan from a relative is no different than a loan from a bank. You, Mr. Banker, are giving
your son, Mr. Borrower, the use of your money for a specific period of time and you fully expect
the loan to be paid back under specific terms, even if his business goes south.
Sure, you will probably be a little more forgiving than a bank when the loan goes unpaid, but
the damage to your personal relationship could be extreme and hard to repair.
In the most basic of terms if you loan your son the money you become the creditor and he
becomes the debtor. Have you ever heard of a creditor and debtor having a very good
relationship? Has Visa ever called you up just to ask how you’re doing? Has your mortgage
company ever named a kid after you? Probably not.
The same rule applies with investing in a relative’s business. I have raised money for several
business ventures and not once did I ever think about asking my relatives to chip in. The last
thing I’d ever want to do is lose my mother’s yard sale money. I’d never hear the end of it!
An investment is made with the understanding that your money is totally at risk with no
guarantee of return. Even under the best of conditions an investment in any business is a
gamble. You are betting your money that the business will be successful and that you will get a
payback at some point in the future.
Hug your money real tight before making the investment, Jeff, because if the business
doesn’t make it, you will never see your money again.

Copyright © 2006 Tim W. Knox

Page 18 of 65

Small Business Success Secrets

You and your wife also seem very worried about making your son mad, which raises another
huge red flag for me. If your son isn’t mature enough to take the word “no” without getting upset,
he’s certainly not mature enough to start and run a business.
Unless that business is a bicycle paper route, and even then I wouldn’t put my money on his
chances of success.
The bottom line is this: if you can afford to give your son the money and can do so without
attaching strings to it, then by all means give him the money and wish him well.
Encourage his entrepreneurial spirit and support him as a parent should.
Do not, however, expect anything in return and never bring up the money again, especially if
he’s the one carving the turkey on Thanksgiving Day.

****************************************
“No Experience, No Money? No Problem”
We asked 58 of the Internet's Top Money Makers: "If you lost it all tomorrow
and had to start over with nothing but the brain in your head and the
experience of your years, how would you get back on top in less than 30
days?" Their answers could make you rich...

http://www3662.dropshipwholesale.net

****************************************

Copyright © 2006 Tim W. Knox

Page 19 of 65

Small Business Success Secrets

If You Build It, Will They Come?

QUESTION:
I recently launched a website for my sporting goods business. Do I need to do
anything special to attract customers to my website? I know nothing about search
engines and marketing as such. Please tell me where to begin. -- Sean M.

ANSWER:
Sean, that is a question that has been asked by every business person who has ever
launched a website. If I build it, will they come? Of course they will -- if you’ve built a website
that appeals to dead baseball players.
For those of you who didn’t get the “Field of Dreams” reference, let me put it this way: No,
Sean, if you build it they will not come, at least not without some effort on your part.
Assuming that a website will automatically attract customers is the single biggest mistake that
many business owners make. It is this mistake that eventually leads them to dismiss their
website as a failure and abandon their online sales efforts.
I can’t tell you how many times I’ve heard a client say, “Well, I threw up a website, but nobody
ever came to it and I didn’t sell a single thing from it! Dang thing was a waste of time, if you ask
me …”
Forgive me, but “threw up” is the operative term there. These short-sighted entrepreneurs
(God love them) mistakenly think that all they have to do is throw up a website and that their
business will automatically double overnight. And when nothing happens they blame it on the
infallibility of the Internet, on El Nino, on the Bosa Nova, on their customers… everything but their
own lack of marketing efforts.
If you build it, will they come? That, Sean, depends totally on you.
When it comes to attracting customers, opening an online business (or an online branch of an
existing business) is no different from opening a traditional brick and mortar shop. Without a little
fanfare and a well-devised marketing plan, chances are your website will become just another
spot of roadkill on the Information Superhighway.
The first step in devising your marketing plan is to ask yourself this question: Who is my
customer? Who is it that I want to attract to my website? Believe it or not, this is a question
many entrepreneurs fail to ask. The identity of your customer is incredibly important because if
you don’t know who your customer is, how can you expect to market to them?
The next question concerns the locality of your customer. Do you want to attract a local or
global clientele to your website? If the answer is local, then you will gear your marketing efforts
toward customers in your own backyard, which means incorporating your website launch with
your offline marketing efforts.
If the website is the online branch of a brick and mortar business, include the website URL in
all your print materials and advertising campaigns. Consider running ads in the local paper, on
radio or TV announcing the launch of your site. Use direct mail or in-store posters to announce
the site launch to your existing customer base. In short, keep doing what you’re doing to attract
customers to your physical store, just add your website address to the mix.
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Just remember, it’s important to consider your website a branch of your brick and mortar
business because that’s exactly what it is. A good business website will help you sell more
products, widen your range of clientele, and increase your revenue without adding overhead.
Don’t sell your website short. Make it work for you.
If you are seeking a global audience, your marketing efforts will be quite different. Attracting
customers from around the world is a more difficult task than attracting customers from around
the block. Fortunately, the task is not impossible. The Internet has leveled the playing field in
many ways. Now every business, no matter how large or small, has the ability to do business
internationally.
In the most basic sense, an online marketing campaign to attract global customers should
include the following efforts.

Register With Search Engines
There’s not enough room in this newspaper for a thorough discussion of search engines and
their effectiveness (or lack thereof) in driving traffic to a website. Suffice it to say that 95% of
search engine traffic comes from Google and Yahoo, so start there. It’s also important to realize
that just registering with search engines does not guarantee you traffic, but it certainly can’t hurt.
Unfortunately, the free search engine lunch ran out a couple of years ago when search
engines figured out that people would actually pay for listings and higher placement. Since that
time the only way to guarantee a high (or at least higher than others) ranking is to pay for it. The
two most popular pay-for-placement programs are Yahoo’s “Yahoo Express” and Google’s
“Adwords.” Visit their respective websites for details on these programs. Be prepared to spend
several hundred dollars at a minimum to get your site listed.

Exchange Links With Similar Sites
One free – and potentially effective - way to drive customers to your website is through link
exchanges with sites of similar interest. Locate sites that make a good match to your own and
contact the owner to ask if they will link to your site in exchange for you linking to theirs. If you
sell golf balls on your website, set up a link exchange with another website that sells golf clubs.
You post a link to them and they post a link to you. It’s called digital back scratching, and if done
properly, can work well to drive traffic your way.

Go To Where The Customers Are
If the mountain won’t come to Mohammed, then Mohammed must go to the mountain. One
little known way to attract customers to your website is to market your products on a mega-site
like eBay. There are thousands and thousands of people on eBay at any given time and each
one is potentially your customer, so it's a great place to drum up business.
Your goal is not to make a living selling on eBay, but to use eBay as a marketing tool to drive
traffic back to your website. Go to where the customers are, then bring them back home with
you.
Let’s use our golf ball example. Post a few auctions on eBay selling your golf balls at a
ridiculously low price so your auction attracts plenty of attention. When customers make a
purchase, add them to your client list and send them an email inviting them to visit your website
for more great products.
eBay also lets you create your own “About Me” page that you can use to advertise your
business.
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We have just scratched the surface, but hopefully this is enough to get you started. I wish I
could tell you that attracting customers to your website is easy, but the truth is, it's anything but. It
takes hard work, creativity and above all, perseverance.

***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
****************************************
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What Does Your Website Say About Your Business?

QUESTION:
My business is very small, just me and two employees, and our product really can’t be
sold online. Do I really need a website? -- Robin C.

ANSWER:
Congratulations, Robin, you are the one millionth person to ask me that question. Smile for
the cameras, brush the streamers and confetti from your hair and listen closely, because I’m
about to answer for the millionth time what has become one of the most important and oftenasked questions of the digital business age.
Before I answer, however, let’s flash back to the very first time I was asked this question. It
was circa 1998, during the toddler years of the Internet, just after Al Gore laid claim to having
given birth to the concept a few short years before.
I was giving a speech on the impact of the Internet on small business at an association
luncheon in Montgomery, Alabama. My motto then was: Feed me and I will speak. I have the
same motto today, but I now expect dessert to be included in exchange for the sharing of my vast
wisdom.
In 1998, which was decades ago in Internet years, the future of electronic commerce or
“ecommerce” as it’s come to be known, was anybody’s guess, but even the most negative
futurists agreed that all the signs indicated that a large portion of future business revenues would
be derived from online transactions, or from offline transactions that were the result of online
marketing efforts.
So, Robin, should your business have a website, even if your business is small and sells
products or services that you don’t think can be sold online? My answer in 1998 is the same as
my answer today: Yes, if you have a business, you should have a website. Period. No question.
Without a doubt. Thank you, drive through. Now serving customer number one million and
one…
Also, don’t be so quick to dismiss your product as one that can’t be sold online. Nowadays
there is very little that can not be sold over the Internet. More than 20 million shoppers are now
online, purchasing everything from books to computers to cars to real estate to jet airplanes to
natural gas to you name it. If you can imagine it, someone will figure out how to sell it online.
Internet marketing research firms predict that online revenues will range between $180 and
$200 billion dollars in 2004. They also predict that the number of online consumers will grow at a
rate of 30-50% over the next few years. These numbers alone should be enough to convince you
that your business should have a website.
Let me clarify one point: I am not saying that you should put all your efforts into selling your
wares over the Internet, though if your product lends itself to easy online sales, you certainly
should be considering it.
The point to be made here is that you should at the very least have a presence on the World
Wide Web so that customers, potential employees, business partners, and perhaps even
investors can quickly and easily find out more about your business and the products or services
you have to offer.

Copyright © 2006 Tim W. Knox

Page 23 of 65

Small Business Success Secrets

That said, it’s not enough that you just have a website. You must have a professional looking
website if you want to be taken seriously. Since many consumers now search for information
online prior to making a purchase at a brick and mortar store, your website may be the first
chance you have at making a good impression on a potential buyer. If your website looks like it
was designed by a barrel of colorblind monkeys, your chance at making a good first impression
will be lost.
One of the great things about the Internet is that it has leveled the playing field when it comes
to competing with the big boys. As mentioned, you have one shot at making a good first
impression and with a well-designed website; your little operation can project the image and
professionalism of a much larger company.
The inverse is also true. I’ve seen many big company websites that were so badly designed
and hard to navigate that they completely lacked professionalism and credibility. Good for you,
too bad for them. You also mention that yours is a small operation, but when it comes to
benefiting from a website, size does not matter. I don’t care if you are a one-man show or a ten
thousand employee corporate giant; if you do not have a website you are losing business to other
companies that do. Here’s the exception to my rule: It’s actually better to have no website at all
than to have one that makes your business look bad.
Your website speaks volumes about your business. It either says, “Hey, look, we take our
business so seriously that we have created this wonderful website for our customers!” or it says,
“Hey, look, I let my ten-year old nephew design my site! Good luck finding anything!”

***************************************

“The eBay Powerseller's #1 Product Resource”
The Ultimate eBay Dropship Power Pak contains everything you need to
start your own profitable online business, including access to our private
database of over 3,000 dropship and wholesale companies!

http://www3662.dropshipwholesale.net
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Does Your Website Induce Seizures?

QUESTION:
We promote our web site in all our ad campaigns, but according to my website
statistics program, we are getting very few visitors who click past the first page. The site
has a cool Flash introduction page that the designer said would impress visitors, but it
doesn’t seem to be working. What can we do to get people to spend more time on the
site? -- Christopher O.

ANSWER:
The first thing you should do, Christopher, is find that designer and beat the living Flash out
of him. It won’t increase the time visitors spend on your website, but it will make you feel better
after you’ve read this column.
What your designer thought would appeal to visitors is probably the very thing that is driving
them away. A Flash introduction page (Macromedia Flash is a software program used to create
animations for Web pages) may seem “cool” to you, but from a website visitor’s point of view,
they can be about as appealing as sitting in the front row of a Pokemon movie with four hundred
screaming six year olds (and here comes the segue, folks).
In December, 1997, during an episode of Pokemon, the popular Japanese TV cartoon that
has spawned everything from movies to action figures to lunch boxes, a scene featured a rocket
explosion that flashed red and blue lights in rapid succession.
After the episode, over 600 children were taken to hospitals complaining of seizures, blurred
vision, headaches, dizziness, and nausea. Any adult who has ever been exposed to Pokemon
for more than two seconds can understand the nausea, but the seizures at first baffled doctors.
Scientists ultimately came to attribute the mass reaction to “photosensitive seizures,” which
are brought on by exposure to certain visual stimuli like rapidly flashing lights on a TV screen.
Remember when your mom told you not to sit so close to the TV or you’d ruin your eyes?
Turns out she knew what she was talking about. Who knew?
The event caused such concern that Japanese broadcasters and health officials met to
discuss ways to prevent future occurrences of bad-cartoon induced illnesses. They established
guidelines for the broadcast of flashing images: no image may flicker faster than three times per
second; flashing images should be displayed for no more than two seconds; and stripes, whorls,
and concentric circles should not take up the largest portion of a TV screen.
It’s my humble opinion that these rules should apply to websites as well. I’ve been in the
Internet design business for nearly a decade and I have been witness to numerous websites that
could induce photosensitive seizures in blind moles. It sounds like your website might be suffering
from a similar ailment.
If visitor’s are not clicking past your fancy Flash intro page, you don’t have to be a genius to
figure out that therein lies your problem. Remove the Flash intro page for a few weeks to see if
your website’s click-through rate improves and the number of page views increase. “Clickthrough rate” refers to the number of visitors who click links on your homepage to go deeper into
your site. “Page views” refers to the overall number of web pages that were viewed by visitors. If
click-through and page view rates improve, you’ll know that the Flash intro was your problem.
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Here are a few other things you can do to make sure your site offers visitors a pleasant – and
seizure free - browsing experience.

Sit In The Visitor’s Chair
The best way to make sure your website is as user friendly as it can be, is to sit down at a
computer and approach your site from a typical visitor's point of view. Try to imagine that you are
seeing the site for the first time. If you are unable to do this, have a friend who has never seen the
site click around and offer comments while you take notes.
Have your friend assess the following points: Is the site appealing to the eye? Are the colors
pleasing and complimentary? Is the site easy to navigate? Are the topical categories and
subcategories in logical order? Is it easy to find what you're looking for? Does the site have a
search engine to make finding things easier? Is every feature of the site less than two or three
clicks away? If the answer to any or all of these points is no, you have some work to do.

Don’t Dictate Technology
One sure fire way to repel web site visitors is to require that they have special browser plugins or 3rd party add-on browser software installed to view your site. Dictating that the user
download and install software is not your place and users will resent you (and your business) for
it. Visiting your site should be an effortless pleasure, not a technological chore.

Don’t Make Them Wait
If your homepage takes longer than 20 seconds to download (appear in the visitor’s browser)
you are losing visitors, period. Gratuitous animation, large graphics, poorly formatted HTML, bad
page layout, and a number of other factors can increase download time. You might have the
greatest web site in the world, but if it takes ten minutes to download no one will ever see it.
The lessons to be learned, then, are threefold. One: a website should be designed to satisfy
the visitor’s needs, not to pacify the site designer’s ego.
Two: visitors to a business website are not there to be awed and entertained. They are there
looking for information, and unless you give it to them quickly and effortlessly, they will go
elsewhere to get it. And Three: for better mental and physical health avoid Pokemon at all costs.

****************************************
“The Amazing CD Money Machine”
The Amazing CD Money Machine gives you the exact step-by-step blueprint
for success that I have used to build my own home-based business into a
$2,000 A WEEK MONEY MACHINE!
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Maintaining Your Business Website

QUESTION:
Should I build and maintain my business Web site myself or pay someone else to do
the work for me? -- Wesley L.

ANSWER:
When you say, pay someone else to do the work for you, Wesley, I am going to assume that
you are talking about hiring a professional Web site designer to do the work and not your nextdoor neighbor’s teenage son. If my assumption is correct, then read on. If not, go ahead and flip
over to the comics section. You will get no good out of the advice I’m about to give, so you might
as well consult Dilbert for your hot business tips.
Should you build and maintain your business Web site yourself or pay someone to do it for
you? Let me answer your question with a couple of my own. Number one: is building and
maintaining Web sites the key focus of your business? Number two: could your time be better
spent doing more important things like, oh I don’t know, say running your business? If your
answers were no and yes, respectively, then you have no business building and maintain a Web
site.
Remember this: every minute you spend on tasks that are not related to the key focus of your
business is time spent to the detriment of your business. In other words, every minute you
spend focusing on tasks that do not contribute to the growth of your business and thereby
increase your bottom line is time wasted.
If you want to be a web designer, be a web designer. However, if the key focus of your
business is building widgets, it doesn’t take a rocket scientist to figure out that your time would be
better spent building widgets, not Web sites.
Case in point: I once had a very wealthy dentist ask if I could teach him how to maintain his
Web site so he wouldn’t have to pay me to do it. Now my teeth had helped put this guy’s kids
through college, but that didn’t seem to matter. At that moment he was more concerned about
having to pay for changes to his Web site than my personal oral hygiene. Sure, I said, I’ll be glad
to teach you how to update your Web site, just as soon as you teach me how to clean my own
teeth so I don’t have to pay you to do it. He got the point. And he charged me enough for the
cleaning to keep his site updated for months. Smart man.
Many business owners think they can’t afford a professionally designed Web site and that
simply is not true. While the old adage, “you get what you pay for” is never more true than when
applied to Web site design, having a professional web designer do the work for you is money well
spent. A well-designed Web site can bring you a many-fold return on your investment. You can’t
say that about too many other collaterals.
While it is best to leave Web site design and maintenance to the experts, it is up to you
(or someone considered a subject matter expert within your company) to provide the designer
with the content (text and photographs) that best conveys your company’s message to your
customers. A Web site, no matter how well designed, is meaningless if it lacks the content
required to interest customers in the products you sell or services you provide.
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Here’s are a few questions that, once answered, will help ensure that your Web site’s
message is as appealing as its design. Go over these points with the designer before the design
process begins as the answers will help determine the direction your Web site’s design should
take.

What Is The Purpose Of Your Web Site?
Most business Web sites have two purposes: (1) to educate the consumer and, (2) to sell
them products or services. If you sell shoes, for example, the purpose of your Web site is to
educate potential customers on the quality and durability of your shoes and as a result, to sell
them shoes. If you paint houses the purpose of your Web site is to educate home owners on why
your services are superior to other painters and sell them on hiring you to paint their house. By
defining the purpose of your Web site you will give the designer the information required to create
a Web site that best conveys that purpose to your target audience.

Who Is My Target Audience?
Your target audience consists of those folks you want to attract to your Web site: potential
and current customers, future and current employees, possible investors, etc. Anyone who might
be interested in your company and its products or services is a member of your target audience.
Correctly identifying your target audience is vital since your Web site should be designed
specifically to appeal to your target audience.
Put yourself in their shoes (or in front of their computers). Imagine your Web site through
their eyes. If you were visiting a Web site such as yours what would you expect to find and what
would you be disappointed not to find? Identify your target audience, then have your Web site
designed to fulfill their needs and surpass their expectations.

What Content Should My Web Site Feature?
Your Web site content should be driven by the nature of your business. If you're a real estate
agent, your site should feature photographs of homes you have for sale and information on
buying and selling a home. If you own an auto body shop, your site might feature before and
after photographs of cars that you have repaired. Remember to determine the purpose of your
site, then develop the content to serve that purpose.

What’s My Competition Doing?
The last question you should ask is one of the most important: What is your competition
doing on the Web? Do a Google search for similar businesses and click around their Web sites.
How are their Web sites designed? What message are they trying to convey? Are they doing a
good job of conveying that message and as a result, selling products? What do you like about
their Web sites? What don't you like? Make note of the things you like and the things you hate,
then share your findings with your site designer.
Remember, you're not stealing trade secrets here.
You're just borrowing ideas.
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Navigating The Internet Sales Tax Laws

QUESTION:
I have been contacted by my local city government to say that my business is
scheduled to be audited to determine if I owe any sales tax from items purchased on the
Internet. Can they really make me pay this tax? I thought you could buy things online tax
free? -- Katie R.

ANSWER:
I hate to burst your internet bubble, Katie, but they are within their rights to audit your
business and demand payment of sales tax on items purchased on the Web.
Internet sales taxation has been a topic of contention even before Amazon sold its first book
and Priceline booked its first flight.
One of the more controversial points is that no one, including our own government, seems to
have a clue how to implement a fair and logical Internet taxation process.
With over 7,500 different local, county and state taxation systems in the United States, you
can understand the controversy.
In 1998, Congress did what it usually does when faced with a potentially explosive issue like
Internet tax collection -- it decided to put off making a decision. Congress enacted a three-year
moratorium on the collection of taxes to give an appointed advisory board time to come up with
an acceptable solution.
That moratorium ended last year and opened the door for municipalities to begin collecting
sales tax on their own.
Here in Alabama the sales tax collection department is airing radio spots asking Alabamians
to step up to - and toss dollars into - the proverbial collection plate. The commercial kindly
suggests that if I have purchased anything from an online retailer, I am honor-bound to proclaim
such purchases and submit the appropriate sales tax to the collection department right away.
They thank me in advance for my cooperation.
So, Katie, when the auditor shows up at your door the best thing you can do is smile politely
and be totally forthcoming.
The sales tax that you pay is a small price for the convenience of shopping online.
Now where did I put all those Amazon.com receipts…
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The Secrets To Real eBay Success

QUESTION:
I hear so much about people who started selling on eBay and eventually turned it into
their full time business. Is it really possible to build a profitable business just selling junk
on eBay? -- Alex K.

ANSWER:
If Fred Sanford were alive today, Alex, I’m sure he’d be earning his ripple money by selling
quality junk on eBay. While it’s also true that one man’s junk is another man’s treasure (I have a
garage full of treasure to prove this point), your chances of building a profitable business selling
“junk” on eBay (or anywhere else, for that matter) are slim to none.
While there is a lot of junk/treasure for sale on eBay, it is typically sold by individuals who
have “I break for yardsales!” bumper stickers on their cars and not serious business people.
For serious entrepreneurs, however, selling on eBay can be a good way to start a new
business if you are willing to put in the time and energy required to make the business a success.
eBay is also a good option for existing businesses to expand their reach by selling online.
Everyone from small used car dealers to giant companies like Dell Computers have
discovered that eBay is an excellent place to hawk their wares simply due to the huge number of
folks who visit the eBay site on a daily basis. Nowhere else on earth will you find such a large
pool of potential customers.
Consider these numbers:
•

There are nearly 69 million eBay users who spend $59 million every day.

•

Most eBay sellers are home-based businesses that sell everything from porcelain dolls to
locks of Elvis’ hair to $100,000 Mercedes convertibles to $5 million dollar vacation
homes.

•

Every minute of every day more than 150 new items are listed for sale, more than 500
bids are placed, and seven new people register to shop on eBay.

•

At any given moment, eBay is conducting some 12 million auctions, divided into about
18,000 different categories

•

About two million new items are offered for sale every day, and 62 million registered
users scour the site to find them.

•

One company is grossing more than $5 million dollars a year selling brand new pool
tables on eBay. Their eBay store is so profitable that they have closed their retail
location and now sell solely online.

That’s right, $5 million dollars from the sale of pool tables: proof that you can sell just about
anything on eBay if you know how to do it.
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Be aware, however, that eBay is no magic bullet. As any eBay Power Seller (a seller who
sells a minimum of $10,000 in goods per month) will tell you, building a profitable eBay business
takes hard work and requires long hours, and often the financial rewards do not make it worth the
effort spent.
When it comes down to the mechanics of it all, running an eBay business is no different than
running a brick and mortar business. You still have the same considerations regarding product
selection, inventory purchasing, product pricing, inventory management, order processing,
fulfillment, customer service, etc.
You must also consider the legal and accounting aspects of the business. Just because
you’re selling online does not mean that Uncle Sam won’t expect his piece of the pie. Revenue
generated by an eBay business is just as reportable and taxable as revenue generated from a
brick and mortar store. And if you sell to customers within your state you may also be
responsible for collecting city, county or state sales tax.
One of the biggest obstacles to building a successful eBay business may be the stiffness of
the competition. Many sellers sell identical items and the price wars often get ugly, but that’s to
be expected in a free market place, which is exactly what eBay is.
You may be the only store in town that’s selling that one of a kind, custom made just for you,
broke the mold after they made it, Dale Earnhart Memorial Bobble Head Action Figure (Earnhart
fans would string me up if I called it a Doll), but do a quick search on eBay and you’ll probably
find a hundred others just like it.
So, can you build a profitable business selling on eBay? Certainly, thousands of people have
done it and so can you. Here are a few tips to help get you started.

Sell Quality Products
Don’t sell junk! Leave the knick-knacks and fake leather jackets to the less informed. You
should offer only quality products at a fair price.

Research The Competition
Once you have your product in mind, don’t invest a dime on inventory until you have spent
some time on eBay to see what the competition is doing. If you want to sell motorcycle helmets,
for example, you should look at current auctions to see how many others are selling similar
helmets and what prices they are charging. This step is vital since you may discover that you
can’t compete with current sellers on price or there is simply no market for what you have to offer.

Start Slowly
Many people believe that the more items they have for sale on eBay the better. They will
invest thousands in inventory and spent hundreds on listing fees (yes, eBay charges you to list
items for sale and collects a final fee if the item sells). Those are the folks that usually end up
with ten thousand Ginsu knives forever in their garage.

Test, Test, Test
A fair portion of eBay auctions result in no sales, so it’s best to test the waters before jumping
in with both feet.
List a few items and see how they sell. If an item doesn’t sell, list it at least twice more.
Some items might not sell the first time, but may the second or third, then sell steadily from then
on. If an item gets no bids the first time, consider adjusting your price or your terms. If an item
sells well, keep it in stock and then experiment with another item.
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Do Your Homework
eBay is too broad a subject to be covered fully here, but there are a multitude of books
available that can help you start an eBay business.
In fact, I bet you’ll find most of them for sale at this very moment at eBay.
What’s my bid…

*****************************************

“The Official Powerseller's Online Auction Tool Kit”
It doesn't matter if you're an eBay beginner or an experienced Powerseller,
the information in this huge 10 volume set will make your profits soar!
Written by REAL eBay Powersellers and Experts.

http://www3662.dropshipwholesale.net
****************************************
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Cut Start Up Costs By Using A Dropshipper

QUESTION:
I want to start an online specialty shop, selling gifts and home accessories. I want to
be able to have items dropshipped to customers through my site. I already have a website
and domain name reserved, but I don't have a lot of money to get this going. I'd appreciate
whatever insight you can give me. -- Mary Ellen Y.

ANSWER:
Mary Ellen, consider setting up relationships with companies who will ship merchandise
directly to your customers for you – dropshippers, as they’re called - is an excellent way to start
your e-business and, if done properly, doesn’t have to be a costly endeavor.
There are literally hundreds of companies out there that will dropship products for you,
everything from gifts and housewares, to leather goods and jewelry, to power tools and furniture,
and on and on. Your goal should be to find one or more reputable companies to supply your
goods.
In a nutshell, here’s how dropshipping works.
•

You set up an account with a dropshipper (or multiple dropshippers who offer different
kinds of products) who provides merchandise that you can sell on your website.

•

The dropshipper typically supplies you with images and product descriptions that you can
use to build your online store or feature on static web pages.

•

When a customer places an order for the product on your site, they pay you for the
product. You, in turn, place the order with the dropshipper and pay them for the product.
The dropshipper ships the item directly to your customer under your company name.

•

To your customer’s knowledge, the product was shipped by you.

Dropshipping offers many advantages to the shoestring online startup. You don’t have to pay
for an item until it sells and your customer pays you, so your personal cash outlay for the product
is zero.
You don’t have to handle or warehouse the merchandise as order fulfillment is handled by the
dropshipper. You can also offer a wide variety of items from multiple dropshippers and your end
customer is none the wiser.
Dropshipping does have it’s downside. Since you do not actually stock the products featured
on your site, you have no control over inventory management, product availability, order
fulfillment, shipping processes, etc.
Still, if you do your homework and establish a good relationship with a reputable dropshipper
the problems you experience should be few.
Your goal should be to find a dropshipper that will dropship items one at a time instead of
requiring that you purchase a fixed minimum number of items each time (single unit purchases
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versus minimum order purchases). With this arrangement you don’t have to invest your limited
cash reserves in inventory that might not sell (and sit in your garage for months).
Thanks to the stiff competition the Web has created, many dropshippers will now do business
with you without requiring that you pay a setup fee or have a tax ID number. You simply set up a
reseller account (you’re the reseller) and start marketing the products on your site.
Account registration can often be done online at the dropshipper’s website. With this
process, you can literally be selling products within minutes of setting up your reseller account.
Be warned, however, that some dropshippers are not as reliable as others. Also, be aware
that some companies who claim to be dropshippers are really middle men who have positioned
themselves between the online merchant (that’s you) and the real wholesale merchandise
distributor. These middle men will eat into your profits and usually don’t offer much in the way of
customer support and service. They can actually hurt your business more than help it, so make it
a point to do business only with – and directly with - established, reputable dropship companies.
Spend the time to research the dropshippers doing business in your particular product
category and try to get feedback from their current customers. The most important thing to
remember about dropshipping is that your customer doesn’t know (or care) that the product they
are purchasing from you really comes from a dropshipper.
However, if there is a problem with their order your customer will come back to you for
resolution, not the dropshipper, so make sure that any dropshipper you use has a track record for
resolving problems quickly.

***************************************

“The eBay Powerseller's #1 Product Resource”
The Ultimate eBay Dropship Power Pak contains everything you need to
start your own profitable online business, including access to our private
database of over 3,000 dropship and wholesale companies!

http://www3662.dropshipwholesale.net
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What Is The Best Product To Sell Online?

QUESTION:
What do you think is the best product to sell online? – Gerry M.

ANSWER:
As more and more people move to the World Wide Web seeking their fortunes, the
number-one business question of the recent age has become: "What's the best product to sell
online?" The answer is simple: information. No other type of product is easier to create, faster to
bring to market, easier to distribute and potentially more profitable, often offering profits of 1,000
percent or more.
Informational products come in many forms. An info product can be a digital book (an ebook), a digital report or a white paper, a piece of software, a web site or a newsletter. Any
product that's informational or informative in nature can be considered an info product.
Here's why information is the best product to sell online:
•

It's fast to create, fast to market. Forget a product development cycle that's years in the
making. Forget an intense design and costly manufacturing process. I've literally created
info products in as little as two hours and had them generating revenue shortly thereafter.
If you have an appealing topic and a computer, you have all the tools you need to create
an info product.

•

There's no inventory to stock. Forget filling your garage with boxes of cheap watches and
cases of megavitamins that you'll never sell. When you sell information, there's no
inventory to stock. Your product is digital (I like to call it electronic air) and requires no
space in your garage, just a little space on your computer. One of my most successful
info products is a 30KB e-book that requires almost no space at all.

•

The startup costs are low. When you sell information, you can literally create a product
for next to nothing. If your product is an e-book, the only investment required is the time it
takes to put words to digital paper. And if you become an affiliate marketer of someone
else's info product, your investment can be zero.

•

There's an automated sales and delivery process. Thanks to internet technology, you can
sell info products 24/7 and never lift a finger. In fact, you don't even have to be awake or
at home to make money with an info product. I know many successful info entrepreneurs
who are getting rich despite the fact that they work as little as one hour a day. They
check their website and their e-mail, then go play golf or hang with the kids for the rest of
the day. You can completely automate the sales and delivery process so your site does
everything for you. An automated site can give a potential customer your sales pitch, take
the order and process the payment, deliver the product by e-mail, and even follow up in a
few days to make sure the customer's satisfied and offer to sell him additional products.

•

Customers get immediate access or delivery. Online consumers are an impatient lot.
They want things now! These are the people who stand in front of the microwave,
impatiently tapping their foot and frowning at their watch. Selling information is the best
way to give your customers immediate satisfaction. As mentioned earlier, an automated
site can process the order and payment, then immediately e-mail the product's download
link to your customer.
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•

There are no shipping and handling charges. One of the things I never liked about selling
hard goods was the manual process of taking the order, running the credit card, and
placing the order with a drop-shipper or filling the order of my stock. I hated finding a box,
packing peanuts, printing the label, taping it all up and lugging it to the post office. Every
minute I spent filling orders was time that I wasn't being compensated for; therefore, my
profit grew smaller with every minute spent on shipping and handling. Informational
products require no shipping and handling—most are delivered by e-mail. In the time it
takes you to click your mouse, you can deliver an info product into your customers'
hands.

What topics make for good info products? Someone once said, "If you can teach people how
to feel better, look younger, be thinner, get rich or be more attractive to the opposite sex, the
world will beat a path to your door."
And those topics are just the tip of the iceberg.
An e-book is no different from its paper cousin, except that it's meant to be delivered and
read electronically. Topics for e-books are as wide-ranging as regular books. A few recent
bestsellers show people how to:
• Start an eBay business
• Make money in real estate
• Make your own beer
• Protect yourself against a mugger
• Get the best deal on a used car
• Play a better game of golf
Where do you sell info products? Although some e-book authors go the traditional route and
actually sell their e-books on CDs at neighborhood bookstores, the largest marketplace for digital
info products is on the web. At any given moment, there are thousands of info products for sale
on eBay, Yahoo! Auctions, specialized e-book seller websites, and even Amazon.com.
When marketing your own info product, you can't wait for customers to find you—you have to
bring your product to them. Seek out those who would be interested in what you have to say. If
you've written an e-book on how to brew your own beer, check out the online forums devoted to
the topic of beer. (You'll might be surprised to find that there are hundreds of forums for beer
lovers!)
Without posting an obvious ad, which is usually not allowed, offer to send free copies of your
book to whoever will take one. Don't worry about giving them away for free at first. Once your
book finds an initial audience, these people will help you sell more books by referring customers
to you.
I also recommend that you create a website to help sell your e-book. When John Grisham
wrote The Firm, he had copies printed up and drove around selling them out of the back of his
car. A website is the modern day equivalent of the bookseller's car trunk.
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Build A High Profit Business With Affiliate Programs
QUESTION:
I am considering starting an ebusiness using affiliate programs, but there is so much
hype out there I can't figure out which programs would work best for me. Everybody
claims their program is best. I'd really appreciate some guidance here.

ANSWER:
Great question, Todd. Affiliate programs can be an excellent way to start an ebusiness.
Before we dive into the specifics, let me explain how an affiliate program works.
An affiliate program simply means that you sign on as an affiliate marketer for someone
else's product. It's your job to market the product, send the company customers, and get a cut
each time a sale is made from your efforts. Affiliate program commissions can range from as little
as 2% for high ticket items up to 50% for ebooks and informational type products.
As an example, let's say you sign up with Amazon.com's affiliate program. You are assigned
an affiliate code which you use to promote Amazon's books on your website. When someone
clicks to purchase an Amazon product from your website, your affiliate code is included in the
URL and you get a commission for the sale. Some folks have built elaborate websites that sell
nothing but Amazon.com's books, and each time they make a sale they get a piece of the pie.
One of the most appealing aspects of affiliate programs is how quickly you can begin making
money. You can literally sign up as an affiliate and begin making money in minutes. I've done it, I
know it works.
Admittedly, I am not an affiliate program expert, so I sought out the person that many call the
Ultimate Affiliate Program Authority, Rosalind Gardner.
Rosalind Gardner began making money with affiliate programs in 1997. She has since grown
her affiliate business into a $400,000 a year business and is now considered the authority on the
subject. Her book 'The Super Affiliate Handbook: How to Make a Fortune Selling Other People's
Stuff Online' has been out since March and is already considered by many to be the affiliate
marketers bible.
I ordered Rosalind Gardner's book as research for this article and I have to tell you I found it
to be one of the best books on the subject I have ever read. It's a hype-fr*e approach to what
affiliate marketing is really all about and how to make it work. The book is 270 pages and leaves
no stone unturned. For anyone serious about making money with affiliate programs, I highly
recommend this book.
The bottom line, Todd, is this: you can make a lot of money with affiliate programs, if you pick
the right product and do your part to promote it. As for which programs would be best for you, I
advise that you concentrate your efforts on one or two products instead of starting with a shotgun
approach. Pick only top quality products that hold some personal interest you. Never pick an
affiliate product just because you think you'll make a ton of money with it.
Remember, you are starting a business. If it's not a business that holds your interest, you
won't be in business very long.
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THE SUPER AFFILIATE HANDBOOK by Rosalind Gardner
Read the amazing true story of how one woman, with no previous business experience, earns
$400,000+ per year selling other people's stuff online!

***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
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Turnkey Dropship Websites Save You Time, Trouble and Money
QUESTION:
I would like to start an online dropshipping business, but I have no idea how to get started. I
would like to specialize in giftware and accessories. Where do I find products and how do I get
set up a website without any technical knowledge? – Beth N.

ANSWER:
Great question, Beth. In the good old days of the Internet, i.e. last year :o), it took a
considerable amount of effort to launch an ecommerce website, especially one that offered
dropship merchandise.
The to-do list for building even a small site was extensive.
• You first had to find a company who would dropship merchandise for you. Believe it or
not, there was not a dropshipper on every corner of the Web back then.
• Once you found such a company, you had to set up a formal business account with them,
which often meant filling out forms, jumping through hoops, providing them with proof of a
business license, a tax ID number, a pint of blood, the promise of your first born, and on
and on.
Then the real fun began.
• You had to tear apart the company's print catalogs and scan in the pictures of
merchandise you wanted to sell on the site.
• You had to build the website by hand with an HTML editor, and type in all the product
descriptions and prices, which made updating the site a manual nightmare. Changing
$1.95 to $2.95 could literally take half an hour.
• You had to find a dependable hosting company to host the site. This was harder than you
might think. Finding a dependable hosting company in the golden age of the Internet was
like finding a painless dentist in the old west. They just didn't exist. You had to opt for the
hosting company that you hoped would cause you the least amount of pain. And you
were always wrong.
• You had to register a domain name. This part was fairly simple, IF you had the genius IQ
required to think up a coherent domain name that was not already taken by another
business or a &^%$# cyber-squatter (low level life forms who register domain names and
ransom them to individuals and companies that could really use them).
• And when you finally think you have thought of everything there is to think of, that you
have done everything that needs to be done, you launch the site amid little fanfare and
much prayer.
Then it suddenly occurs to you (always in the middle of the night) that the only thing you
forgot to build in to your new site is a way for your customers to pay for their purchase online with
a credit card (there was no Pay Pal in the dark ages, my child…).
You awake in a cold sweat and finally understand why you haven't sold a single Beanie Baby
since your site was launched.
Ah, the good old days… Thank God they are gone.
Lucky for you and me, Beth, there are now a number of companies on the Web that can help
folks like us set up a turnkey dropship website without ever breaking a sweat.
By turnkey, I mean they will provide you with a complete, payment-enabled website and the
merchandise to sell on the site. All you do is turn the key (so to speak) to start your new business.
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You select the design of the site, the products you want to sell, and they do the rest. They
can show you how to setup an online payment system, help you register a domain name, offer
technical support, and more.
It is up to you to market the site and drive customers to it, but in some cases the companies
will even help you do that with free search engine submissions and marketing tips. You can also
sell the merchandise at online auctions like eBay and Yahoo! Auctions. There is no quicker way
to get your dropship business up and running in a matter of days. For more information on
turnkey websites see the Resources Section at the back of this book.

*****************************************

“The Official Powerseller's Online Auction Tool Kit”
It doesn't matter if you're an eBay beginner or an experienced Powerseller,
the information in this huge 10 volume set will make your profits soar!
Written by REAL eBay Powersellers and Experts.

http://www3662.dropshipwholesale.net
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If It Was Easy, Everybody Would Do It

QUESTION:
I started my business about a year ago and everything is going fine. We’re growing
and making a profit, but the stress of running the business is really starting to get to me. I
spend more time worrying than working. Sometimes the pressure is almost more than I
can take. I’m starting to think that I’m not cut out to run my own business. Do you have
any advice that might help me decide what to do? -- Steven S.

ANSWER:
I’m full of advice, Steven, and it’s totally free. Just remember, you get what you pay for and I
can’t be held legally or morally responsible if my advice somehow lands you behind the counter at
McDonalds. I’m not Dr. Phil, for petesake. I’m shorter and have more hair and less money.
Seriously, the first thing you need to do is take a few deep breaths and take comfort in the
fact that you are not the first entrepreneur to feel the weight of the business world on your
shoulders. Every business person, including yours truly, has felt the way you do at one time or
another. For some, it’s a feeling that occurs daily, especially when things aren’t going as well as
we’d like them to. And don’t think the stress will magically disappear if your business takes off. I
know people who run multimillion dollar corporations and they will tell you that the stress level
goes up in proportion to the size of the business. These same people will also tell you they love
what they do and would never consider doing anything else.
The difference between these entrepreneurs and you, Steven, is that they have been in
business longer and have learned to not only handle stress, but to take stress and transform it
into a driving force. They feed off the stress. It fuels their creativity and innovation. Stress
challenges them, it makes them think, makes them better entrepreneurs.
I think the real question isn’t whether or not you have what it takes to run a business. The
real question is do you have what it takes to handle the stress of running a business. These are
two very different questions and the answers depend totally on you.
Even on the best of days running a business can be incredibly stressful, not to mention
overwhelming and exhausting. It’s only natural that there will be times when you wonder if it’s
really worth it. Asking yourself the “should I just get a real job” question simply means that your
human side is showing. And as a human you have a limited tolerance for things you can not
control. And that’s really where the stress of being an entrepreneur comes from. We worry about
things we can’t control. Things like finding new customers, paying the bills, making payroll, and a
thousand other things. Sure, we can put forth our best efforts to make these things turn out in our
favor, but we really can’t control the outcome.
So we worry. And worry breeds stress and stress breeds doubt and doubt breeds the feeling
that an 800 pound gorilla is using your chest for a lawn chair. It’s only natural that you being to
wonder, “Is this what I really want to do? Do I have what it takes to run my own business?”
I remember once complaining about the stress of running my business to an elder
entrepreneur. He waved at me like he was swatting a fly and said, “Son, if it was easy,
everybody would do it. Now suck it up and move on.”
Suck it up and move on… probably the best business advice I’ve ever gotten. No fortune
cookie was ever so on the money.
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My mentor’s eloquent point was this: running a business is never easy and always stressful,
but that’s what makes it so dang exciting. Running a business is like walking a tight rope…
backward… with your eyes shut… and your pants on fire… Man, sure beats working for a living,
huh.
Steven, it sounds to me like you’re having what I call a “garbage truck moment.” That's when
the pressure of running your business starts getting to you and you begin to question whether the
entrepreneurial life is right for you. The debts are mounting, your staff is shrinking (or growing),
you get that nauseous feeling in the pit of your stomach and you find yourself longing for the
apparent simplicity of driving a garbage truck.
Note to garbage truck drivers: save your hate mail, boys. I know you work very hard and I
respect what you do. Without you the world would be a very different, very smelly place, indeed.
What’s happening to you, Steven, has happened to us all. The stress is causing you to doubt
not only your decision to start your own business, but your ability to run it, as well. There's no
magic bullet for dealing with stress and you certainly can’t eliminate it totally, so you must learn to
handle it.
I believe the key to handling stress is to first identify the source of the stress, then formulate a
plan to deal with it.
Here’s what I do. Take a pencil and paper and list all the things that are causing you stress.
For each item listed ask yourself: Is there anything I can do about this? Is there anything I can do
to change this from being a point of stress to a point of accomplishment? In other words, is this
something I have control over?
Stressing over things you can’t control is a total waste of time. Tell yourself that you’re
burning brain cells in vain and mark that item off your list. Some people don’t have this ability.
Some people are just natural born worriers who are not happy unless they have something to
worry about. They revel in worry. They work in worry like a great artist works in paint. Even
when things are going great they worry that the sky is about to fall. If you are a natural born
worrier, Steven, nothing I say will help you handle stress. Great, now you have something else to
worry about.
Next , determine if each point of stress is something that has happened in the past, is
currently happening, or has not yet – or may never – happen. If the stress point is the past,
there’s not much you can do but attempt to rectify the situation causing the stress. If it’s a current
problem, formulate a plan to deal with the problem and eliminate the stress it’s causing. And if
you’re stressing over things that may never happen, remember what Mark Twain said: "I am an
old man and have known a great many troubles, but most of them never happened.”
Finally, Steven, it’s important to remember that working for someone else can be just as
stressful as working for yourself. Sure, you don’t have the stress (and responsibility) associated
with running a business, but you will have other stresses that can be far worse; like impossible
work deadlines, sales quotas you can’t meet, a boss that learned his management skills on a
chain gang, coworkers who don’t pull their own weight, possible layoffs, etc.
Very few things in life are without stress. Just ask any garbage truck driver.
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Writing The Book On Great Customer Service

QUESTION:
One of the big chain bookstores recently opened up near my small book store.
Already I can see my business starting to decline. Is there anything I can do to compete
with the bigger store or should I just accept the inevitable? -- Peter Q.

ANSWER:
A wise man once said, “The inevitable is never a sure thing.” Don’t be so quick to close the
book on your business, Peter. You probably can’t compete with the superstore on volume of
inventory or on price, but there are other things you can do to help keep the customers coming in
your door. One of the best ways to ensure customer loyalty is to offer superior customer service.
It’s funny that you’re a bookseller. Let me tell you about my last visit to one of the big chain
bookstores just a few weeks ago.
I took my teenage daughter in to find the classic book, The Once and Future King, for a
school project that has to be done over the summer. It was a Sunday afternoon and the store
was crawling with customers. We spent fifteen minutes scouring this great warehouse of a
bookstore, but couldn’t find the book anywhere. We also couldn’t find anyone who worked there
to ask for help.
Finally, I went up to the front counter and asked the apathetic looking teenager who was
manning the register if they had the book in stock. She looked at me as if I’d asked her to do
advanced calculus in her head and said, “I dunno.”
I asked if she might check her computer for me. She looked at me again, this time as if I’d
just asked her to rotate the tires on my car without a jack. After a minute of tapping the keys with
her long fingernails (which were painted black, by the way) she said, “Yeah, we have it.”
“Great,” I said. “Where can I find it?”
She glanced at the screen again and said, “It says that it’s in the classics section.”
“Great,” I said again. I use the word “great” a lot when I’m trying to restrain myself from
strangling incompetent sales people. “Where might the classics section be?”
She didn’t bother to look at me or the computer this time. She just shrugged and said, “Beats
me, man. I’ve only worked her a week. “
I wanted to ask if there was anyone who had worked there long enough to know where the
^%$# classics section was, but by that time there were a dozen or so people lining up behind me
to pay for books they had somehow managed to find on their own.
I went home and ordered the book online. So much for supporting my local bookseller.
It’s a shame your store isn’t located near me, Peter. I’ll bet if I walked in and asked for a copy
of The Once and Future King you would be able to tell me almost to the square inch where the
book is on the shelf in your store. I’ll also bet that if you didn’t have a copy in stock you would go
out of your way to order it for me.
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That is what superior customer service is all about: going the extra mile to satisfy your
customer. That is what will keep customers coming back to your store time and time again.
Superior customer service leads to greater customer satisfaction, which leads to repeat
business, which leads to the holy grail of the retail business: customer loyalty.
Here are a few tips on how to deliver superior customer service and build customer
loyalty:
1. Anyone on your staff who deals directly with the customers should be well groomed and
dressed appropriately for the job. Customers over 25 years old will not get a warm and
fuzzy feeling if the guy processing their credit card is wearing an Ozzy Osborne tee-shirt
and matching nose ring.
2. Sales people should be knowledgeable about the product they are selling. I can’t tell you
how many times I have asked a sales person a simple question and only got a blank
stare in return. A lack of product knowledge does nothing to instill confidence in the
customer.
3. Your staff should know where every product is without having to ask a manager or
consult a computer. At the very least they should be able to point out the ^%$# classics
section without blinking an eye.
4. Make it a point to know your customer’s name. Nothing makes a customer feel special
like the sound of his or her own name. You can’t remember everyone’s name, of course,
but you should strive to remember the names of those customers who come in regularly.
I frequent one particular restaurant and the owner not only knows my name, but the
names of my wife and kids. And every time I set foot in his restaurant he calls me by
name and shakes my hand and personally leads me to a table. I don’t feel like a
customer. I feel like a friend.
5. Offer personal services that the big boys do not. Anything you can do to make your
customer’s life easier will be appreciated and remembered. If a customer comes in and
asks for a book you do not have, offer to order the book and deliver it to their home so
they don’t have to make another trip to pick it up. All this is going to cost you is a few
minutes of your time and you will not only save a sale, but also make a lasting impression
on that customer. The next time they need a book they will head your way.
There are other things you can do to combat the bookstore Goliath, Peter, but offering
superior customer service is a great place to start.
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Business Lessons Learned From The Mall

Normally in this column I dispense highly-intelligent small business advice in response to thoughtprovoking questions submitted by future and fellow entrepreneurs. This time, however, I have a
couple of questions for myself, one of which makes me wonder how truly intelligent I really am.

QUESTION:
Dear Me, I recently took my teenage daughter shopping at the mall. The experience
raised two questions. (1) What business lessons might be learned from such a foray into
teen commerce; and (2) What the heck was I thinking? -- Sincerely, Me.

ANSWER:
Dear Me, great questions! Let me answer them in reverse order since the second question is
probably the one causing you the most concern.
What was I thinking? Only the good Lord knows. I vaguely recall complaining that my
fifteen-year-old daughter, who we’ll call “Chelsea” (because that’s her name), didn’t spend
enough time with her dear old dad anymore. It’s a complaint that every dad of a teenage girl
formerly known as “my baby” has made at one time or another. I also recall my insightful wife
telling me that if I wanted to spend time with Chelsea now that she was a teenager I would have
to do it in her element, which happens to be any large structure with the word “Mall” on the side.
A fitting analogy would be that if you want to spend time with a moody tiger you have to go into
the jungle to do it.
No offense to my mall merchant brothers and sisters, but a trip into the deepest jungle is
more appealing to me than a trip to the mall. I get no joy out of trudging from store to store,
attempting to communicate with salespeople from other planets, browsing discount racks of last
season’s dollar merchandise and peering into windows at mannequins that seem to be in some
sort of inanimate pain (why can’t they make a happy mannequin?).
Bottom line: I’m a guy. It is programmed deep within my genetic code to hold such things in
high disregard. But so strong is my love for my daughter that I pushed my true feelings aside and
off we went to the mall last Saturday morning. I called it, “Driving the green mile…”
I was perfectly fine walking through Sears (a real man’s store). I held my own when we
cruised through Spencer’s Gifts (I found the Ozzy Osborne bobble-head doll to be quite life-like).
But when we walked into one of those stores that specialize in clothing and accessories for the
younger generation my psyche all but shutdown. Within minutes I found myself standing at the
back of the store holding my daughter’s purse while she tried on small swatches of material that
the store was trying to pass off as clothing. It was there, standing among the mopey
mannequins and teeny-tiny underwear and designer nose rings, that I realized I was witnessing
good old American commerce at work.
This leads us back to the first question: are there business lessons to be learned from a trip
to the mall? As the young folks would say, “Dude, definitely!”
The following observations can be applied to most businesses, not just to retailers that cater
to Generation Why.
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Know Thy Customer Well
Not just from a demographic standpoint, but up close and personal. Even from my limited
vantage point behind the rack of neon tube tops it was easy to identify the store’s typical
customer: young, hip females; ages mid-teens to mid-twenties. They wandered through in
groups of twos and threes. I suppose that going to the restroom in public and shopping are the
two things females must do in groups. It makes perfect sense when you realize that for teenage
girls (and many grown women, I’m told) shopping is a social activity, an excursion to be taken
with friends. The smart retailers know this and design their stores to be as much a social hot spot
as a retail establishment. From the hip/cool music blaring from the overhead speakers to the
hip/cool young sales dudes to the hip/cool posters on the walls to the hip/cool selection of
merchandise, this store was a teenage girl’s retail heaven on earth.

Target Your Product To A Growing Customer Base.
Teens represent one of the fastest-growing segments of the consumer population, registering
a growth of 16.6% between 1990 and 2000. Teens also wield significant buying power - both in
their own right and in the context of their family purchasing decisions. Recent studies have
shown that teenagers age 15 to 19 spend as much as $100 per week, much of it on clothing and
accessories. That’s why this expanding segment of the buying public is increasingly being
targeted by smart marketers like Old Navy, The Gap, The Buckle, Pac Sun, and many others. As
the old business saw goes, “Sniff for money, then follow your nose.”

Provide Great Customer Service
I’ve preached this sermon before. Know what your customer expects and always overdeliver. Cater to their whims. Ask their name and use it with respect. Make them feel like your
friend, not your meal ticket. Make their experience a good one and they will return.

Good Employees Make All The Difference
Hire enthusiastic people and train them well. The manager of this store, who looked sixteen
but privately professed to be twenty-six, was one of the best salesmen I have ever seen. He
dressed like his customers. He spoke their language. He knew their likes and dislikes. He was
well-versed on fashion trends. He pointed out things that might be of interest to them and
immediately agreed with whatever their opinion was.
“You’d look great in this shirt,” he told a giggling gaggle of girls. It didn’t seem to matter that
he wasn’t speaking to any one of them in particular. They all giggled some more and trotted off to
the fitting rooms to try on shirts. You could almost hear the cash register ring.

Upsell, Upsell, Upsell
Millions of dollars have been made by asking one simple question: “Do you want fries with
that?” When it came time to checkout the young manager went into upsell mode by saying things
like, “That’s a great shirt you’re buying… we have a really cool pair of shorts to match that!
These earrings are on sale. They would look awesome with that necklace you’re wearing!”
My daughter giggled and blushed with each compliment – slash - sales pitch and if I had not
been the one holding the credit card, she would have bought everything he was selling. During
the ride home Chelsea made the defining comment of the day.
“What a great store! I bet they sell a lot more stuff because of that cute sales guy!”
Business wisdom from the mouths of babes. I should’ve had sons.
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SWOT Analysis Is No Magic 8 Ball

QUESTION:
A key investor in my business has suggested that I hire a consultant to do a SWOT
Analysis to help plan for the future. I try not to argue with my investors, but I’m not so
sure I need to have this done. What do you think? -- Laurie B.

ANSWER:
Laurie, before you call in the SWOT team to deal with this investor (sorry, couldn’t resist that
one), let me tell you exactly what a SWOT Analysis is and how it can not only help you plan for
the future, but get a gauge of how your business is doing today.
SWOT stands for Strengths, Weaknesses, Opportunities, and Threats. A SWOT Analysis is
a written exercise that can help you clarify and focus on the specifics that make up the four areas
that most affect your business. The purpose of a SWOT Analysis is to help you build on your
business’ strengths, minimize and correct the weaknesses, and take the greatest possible
advantage of potential opportunities while formulating a plan to deal with potential threats.
Think of a SWOT Analysis as a checkup for your business. By spending a little time
examining the internal and external factors that affect your business’ health you can better gauge
the present state of your business and identify things that may adversely affect your business’
health in the future.
It’s a good idea for every business to perform a SWOT Analysis on occasion, especially if you
are doing strategic planning, contemplating a change in direction or formulating new strategies for
distribution, marketing and sales.
Should you hire a consultant to perform a SWOT Analysis for you? Speaking as a
consultant who has been paid to perform SWOT Analyses for companies in the past, I can
honestly (and yes, without bias) say that depends on three factors: (1) the size of your company;
(2) how in-depth the SWOT Analysis needs to be; and (3) how much of your investor’s money
you’d like to spend.
Larger corporations are most likely to hire professional firms to perform such analyses,
primarily due to the complex nature of big business. Some corporate SWOT Analyses can run on
for several hundred pages. Typically, a consultant will charge up to $100 or more per hour to
perform a detailed corporate SWOT Analysis and most large companies consider this money well
spent as a good SWOT Analysis can reveal otherwise ignored factors that might increase the
company’s bottom line or help avert future losses.
For a smaller business, however, a professional SWOT Analysis can be an exercise in
overkill. For your money you will get an impressive, detailed report that will make for great show
at your next investor or board meeting and a wonderfully expensive door stop the rest of the time.
I don’t mean to belittle the value of a professional SWOT Analysis for small businesses. It’s just
that smaller companies can learn as much from their own efforts as that of an expensive
consultant.
You can perform a simple SWOT Analysis with a #2 pencil and a fast food napkin, but to get
a truly accurate view of your company’s SWOT factor I suggest you do things a bit more formally
(and without the aid of condiments). I recommend that you involve all the key players in your
business, including management, employees, your attorney, accountant, even your spouse.
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My wife often gives me insights into my business just from listening to me talk at dinner.
Sometimes we business owners and managers can’t see the forest for the trees. It’s good to
have someone else point out things we might miss.
Here’s how to perform a simple SWOT Analysis. On a piece of paper draw a vertical line
down the center. Now draw a horizontal line through the center of the page. The paper is now
divided into four quadrants. In the first quadrant (upper left) write the word “Strengths.” In the
quadrant next to that write “Weaknesses.” Drop down to the second tier and label the first
quadrant (lower left) “Opportunities” and the remaining quadrant “Threats.”
Now just fill in each quadrant accordingly. Strengths and weaknesses are internal factors
that affect your business. Opportunities and threats are the external factors. Let’s look at a quick
overview of each.
Strengths are those things that make your business stronger. Strengths might include: a
product or service that sells well; an established customer base; a good reputation in the
marketplace; a good track history; a high traffic location; strong management; qualified
employees; ownership of patents and trademarks; and any other aspect that adds value to your
business and makes it stand out from the competition. Strengths should always be gauged by
the strengths of your competitors. If your business does something well just to keep up with the
competition, it is not a strength. It is a necessity.
Weakness are the antitheses of strengths. Weaknesses are those areas in which your
company does not perform well or could stand improvement. These are the areas of your
business that make you susceptible to negative market forces and aggressive competitors.
Weaknesses might include: poor management; employee problems; lack of marketing and sales
expertise; lack of capital; bad location; poor products or services; damaged reputation; etc.
Opportunities are those things that have the potential to make your business stronger, more
enduring, and more profitable. Opportunities might include: new markets becoming available or
old markets that are expanding; possible mergers, acquisitions, or strategic alliances; a
competitor going out of business or leaving the marketplace, making their customers open to you;
and the potential availability of a desired employee.
Threats are those things that have the potential to adversely affect your business. Threats
might include: changing marketplace conditions; rising company debt; cash flow problems; a
strong competitor entering your market; competitors with lower prices; possible laws or taxes that
may negatively impact your profits; and strategic partners going out of business.
Once you have filled in all four quadrants, you can use this information to create strategies
that will help you make the best of the information learned. For example, once you have
identified your strengths you can better use them to determine which opportunities to pursue and
to help reduce your vulnerability to potential threats.
Now that you know your weaknesses you can formulate strategies to overcome them so you
can pursue opportunities. Knowing your weaknesses can also help you establish a defensive
plan to prevent your weaknesses from making your business particularly susceptible to external
threats.
Whether you use a consultant or create a SWOT Analysis on your own it is important to
remember that a SWOT Analysis is a subjective analysis tool that can be strongly influenced by
the opinions of those performing the analysis. For small businesses especially it is imperative to
keep the analysis simple and to the point. Don’t overanalyze and don’t immediately take the
results as gospel. Remember, it’s an analysis tool, not a magic 8 ball.
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Handling The Occasional Oop-See!

QUESTION:
My company is really in hot water with one of our best customers. I can’t reveal
exactly what happened, but suffice it to say that we really dropped the ball and the
customer is furious. I’m not even sure we can save the account. What’s the best way to
get back in a customer’s good graces after making such a mistake? -- Charles W.

ANSWER:
Without knowing the full story, Charles, I can’t give you a specific course of action, but let’s
start at the sharp end of the uh-oh stick and work our way back to see if we can come with up
some advice that might help.
First off, it’s important that you understand that the magnitude of your mistake will determine
the course of action you take to make amends. If your company’s error was such that it caused
your customer a significant amount of lost time or revenue, embarrassed them publicly, caused
damage to their reputation, or otherwise negatively affected their bottom line, you may face legal
repercussions that saying “I’m sorry” will not deter. If that’s the case you should consult an
attorney immediately and prepare for the worst. Whether or not the worst comes is irrelevant.
You must be prepared for it.
Now on to dealing with more minor offenses. As anyone who has read this column for any
length of time knows, I’m cursed with daughters. I used to say I was blessed with daughters, then
they learned to walk and talk. Blessed quickly became cursed. Now my oldest daughter is an
inch taller than me and getting all lumpy in places I’d rather not think about. She’s a sad case,
really. The poor kid needs an operation. She has a cellphone growing out of her ear. But I
digress…
When she was a toddler she coined the phrase, “Oop-see!” Whenever she did something
innocently destructive, like knock over a glass of orange juice on my new computer keyboard or
shove a Pop Tart in the VCR tape slot, she would look at me with her huge brown eyes and say,
“Oop-see!” My wife says there is a reason God made kids cute. Oop-see moments are
evidence that she is right.
Oop-see meant, “Uh oh, I didn’t mean to do that. I was wrong. I’ll never do that again.
Forgive me? Love me? Buy me toys… Oop-see worked like a charm every time. Now, I
certainly don’t expect you to bat your eyes at your customer and say, “Oop-see!” but consider the
effect her words had on me. Instead of screaming at the top of my lungs like I wanted to do (hey,
have you ever tried to dig a Pop Tart out of a VCR) I immediately softened and found myself
actually taking her side. “Aw, it’s OK, really, we all make mistakes…”
What my daughter had figured out is that it’s hard to stay mad at someone who admits a
mistake, sincerely apologizes for it, and vows never to let it happen again. Little did I know this
was only one of many tactics she would employ over the years in her never-ending quest to wrap
her daddy several times around her little finger, but that’s a whole different column.
Dale Carnegie said it best: “Any fool can try to defend his or her mistakes – and most fools do
– but it raises one above the herd and gives one a feeling of nobility and exultation to admit one’s
mistakes.” Carnegie and my daughter were basically saying the same thing: When you (or your
company) make a mistake, no matter how large or small, the best thing you can do is quickly
admit the error of your ways and face the consequences, come what may.
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Here are a few things you can do to help set things right with your customer.

Assemble the facts
The very first thing you should do is find out what went wrong and why. Meet with your key
people and gather the facts. Ask specific questions like: What was the mistake? What caused
it? Who was involved? What could have been done to prevent the mistake from happening and
what can be done to prevent it from happening again in the future.

Put yourself in your customer’s shoes
I’ve been on both ends of the uh-oh stick and neither is very comfortable. My company has
dropped the ball on occasion and we have also been negatively impacted when one of our
vendors did the same. Put yourself in your customer’s shoes and consider what could be said or
done to remedy the situation from their point of view.

Take responsibility for the actions of your company
In my role as a company president there have been times when I’ve had to call up a
customer and confess that a mistake was made, and as president it was also my responsibility to
take the heat for it. Remember, you’re the head cheese, Charles, you get to sit behind the big
desk and take home the nice paycheck. You’re also the one that gets to mop up when your
employees makes a mess. It just goes with the job.

Do not place the blame on specific employees
No matter how tempting it is to put the blame on specific people in your organization (even if
that’s where the blame lies), do not do it. It is unprofessional, counterproductive and can backfire
on you, especially if the person you’re blaming reports directly to you. Saying something like “My
sales manager is always making mistakes like this!” is not going to make your customer feel any
better. To the contrary, such statements will make the customer question your leadership ability
and the quality of all your employees, not just the one that made the mistake. If you don’t have
faith in your company and employees, why should your customer?

Don’t deny that a mistake was made, especially when there is clear
evidence to the contrary
You’re not Richard Nixon, for petesake, so don’t try to pretend that the mistake didn’t happen
or stage some elaborate cover-up to try and dodge the blame.

Admit your mistake
This may sounds trite, but you must admit your mistake before you can move ahead and start
to make amends. Don’t be so afraid to take this step. I doubt your company is the first one to
screw up with this customer and I can guarantee you certainly won’t be the last.

Apologize for the mistake
The one thing that could make the situation better is often the thing that companies find
hardest to do. I don’t mean to sound like Dr. Phil, but simply saying you’re sorry is often the best
way to get a business relationship back on track.
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Ensure the customer that it will never happen again
After you have taken responsibility for the mistake and apologized in a sincere and
professional manner, you must then start the process of rebuilding the trust that was lost.
Promising that such a mistake will not happen again is a good way to start.

Compensate the customer for his loss
Even if your mistake didn’t cost the customer a dime, he will appreciate an offer of
compensation. This can be something as simple as a lunch on you or a discount on his next
order. The size of the compensation offered should be in direct proportion to the size of your
mistake.
A word of warning: don’t let the customer bully you into overcompensating him for your
mistake. That can be more detrimental to the relationship than the mistake itself.
As my daughter understood all those years ago, Charles, a sincere Oop-see can help make
things all better.

**************************************
“The Ultimate Dropship & Wholesale Company Directory”
The web's #1 reference guide for finding 500,000+ dropship products!
Over 600 pages of dropship and wholesale company listings.

http://www3662.dropshipwholesale.net

**********************************
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Beware Of Spam Withdrawals

QUESTION:
I am so sick of all the spam that is sent to my business email address. I spend an hour
every morning just trying to sort out the good email from the bad. I know I could just
delete it all, but I’m afraid I’ll accidentally delete email that might be important to my
business. Short of unplugging my computer, what’s the best solution for dealing with
spam?
-- Anna B.

ANSWER:
Anna, I feel your pain. I, too, miss the good old days when the only time you’d spend an hour
dealing with spam was trying to pry it out of the can.
Due to the nature of my business, I get a lot of unwanted email. I’ve been working on the
Internet since 1995 and my email address has been publicly exposed for most of that time, so I
am a spammer’s delight. It is no exaggeration to say that I used to receive more than 400 email
messages a day. Out of those 400 messages about 10% were from people I knew, 10% were
from people I needed to know, and the rest were from people that I would like to track down and
field dress with a very dull knife. Spammers, they are called… the scourge of the Internet… the
digital kin of the lowly telemarketer and dreaded junk mailer.
After listening to me complain about spam for months, my lead engineer burst into my office
a few weeks ago and announced, “I’ve solved our spam problem! I’ve installed a spam filter on
our server that will prevent spam from getting through.” Great, I thought, now I can find
something new to complain about.
I wondered what I would do with the extra two hours a day this wonderful spam filter would
give me. My joy quickly waned when within a day my email went from 400 to 40. It was the
saddest day of my life.
Sitting there staring at my empty email box I suddenly felt very alone. At that moment I
realized that not only had I come to expect the morning deluge of email, but I had come to find
comfort in it. The spammers had become my friends. They wanted me to get rich quick and
brighten my smile. They wanted to enhance my love life with generic Viagra and give me great
deals on miniature cameras, low interest loans, waterfront property, and more.
And the sheer number of folks concerned about the abundance (or lack thereof) of my
anatomy was incredibly heart warming.
And the ladies that sent me email were so nice. They were worried that I was lonely and
offered to cure my loneliness if only I gave them a credit card number. How sweet is that?
After a few days the withdrawal symptoms ceased and I was happy to be free of the majority
of the spam, though to this day I’m afraid that I might be missing out on something grand.
You and I are not alone, Anna. According to a recent study by eMarketer, the average
Internet email user now receives 81 emails a day, and nearly one quarter of them are spam.
Spam now makes up more than 40% of all email and costs U.S. companies more than $10 billion
annually. Seventy-six billion unsolicited e-mail messages will be delivered in 2004.
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So how do spammers get your email address in the first place? It’s easier than you might
think. While some spam comes as a result of online purchases (yes, there are companies that
will sell your email address no matter what their privacy policy says), that's just one of the ways
spammers get you in their sites.
Spammers use “spider software” to crawl the web and harvest email address, so if you have
a personal or company website that has your email posted on it, sooner or later a spam spider is
going to grab your address and add it to the mill. Likewise when you sign up to take online
surveys or receive email newsletters, you are potentially exposing yourself to spammers.
How can you reduce the amount of spam you get? Many people think that you can’t fight
spam, so you should just accept it and move on. In other words, you can not fight the Borg, so
smile and be assimilated into the fold. While spam is hard to eliminate, there are things you can
do to lessen the amount of spam you receive and it’s impact on your daily business life.
First, stop clicking on the "unsubscribe" links at the bottom of spam emails. While some of the
links are valid and will get you removed from spammer's lists, other are actually there just to let
the spammer know that your address is valid. Click the link to unsubscribe and you might
actually see the amount of spam you receive increase.
Second, it's a good idea to have at least two e-mail addresses. Use one for personal or
business use, and the other for surveys and online purchases.
Third, consider installing a spam blocking software on your computer or company network.
There are a variety of spam blocking applications on the market that range in price from free to a
hundred bucks. Though none of them will completely eliminate spam, they can greatly reduce
the volume you receive. Search the Web for “spam filter” and investigate the ones that you feel
are right for you.
Your Internet Service Provider should also offer an anti-spam application, but be careful how
you use it. I have a client who recently increased the sensitivity of their ISP spam blocker to the
point that nothing was getting delivered to their company email accounts, including their own
company newsletter. They had effectively built an email brick wall that stopped the spam and
everything else. Not a good idea.
Before investing in a commercial spam blocker you might also try adjusting the email filtering
settings in your email software. Microsoft Outlook, for example, lets you set rules for handling
incoming mail. The same is true with Outlook Express, Eudora, and Apple's Mail OSX. Each
have built-in filtering features that can help eliminate unwanted email by parameters you set.
One thing to remember is that if spam didn’t work, it would quickly go away. In other words, if
spammers weren’t profiting from sending unwanted emails they would go do something else.
Probably become a telemarketer or credit card debt collector.
Whether you use a commercial product or rely on your existing email software to filter out
spam, just be careful that you don’t batten down the hatches so tight that you no longer receive
any email at all.
Take it from an admitted email addict: spam withdrawal is a terrible thing.
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Don’t Cross The Line Between Buddy and Boss

QUESTION:
One of my key employees is giving me trouble. He has started showing up late for
work and has developed a bad attitude in general. The rest of my employees are
complaining since they are having to take up his slack. I’ve tried talking to him, but he
doesn’t seem to listen. To make matters worse, he has become one of my best friends
since I hired him five years ago, so firing him is out of the question. What do you
recommend I do? -- Allen B.

ANSWER:
One reason I am so qualified to dispense sage business advice every week, Allen, is that I
have made just about every business blunder you can imagine. I am like the Evel Knievel of the
small business world, if Evel Knievel wrote a weekly column on motorcycle safety.
One of the more unpleasant things I’ve had to do is fire a good friend who was not doing the
job I hired him to do. He needed a job, I needed an employee, so I thought I would give him a
shot. It turned out to be a match made in business hell. He took advantage of our friendship by
showing up late for work, spending time goofing off instead of working, and making a joke out of
my complaints about his behavior. Because of our friendship I defended his actions to my other
employees, but after a few weeks I knew I had to show him the door. We’re still friends, but
certainly not like we were before.
The blunder I made was hiring a friend in the first place. I let emotion, i.e. the desire to help
my friend gain employment, get in the way of my business sense. That’s what you are doing
now, Allen, and I hate to be the bearer of bad news, but you are going to have to deal with this
situation soon or your entire operation may be affected by the actions of this one person.
The blunder you have made is that you have befriended an employee, which is something
you should never do. I’m not saying you can’t be friendly with your employees, but you have
attached a considerable amount of emotional baggage to the employer/employee relationship
and the result is the situation you are faced with today.
Friends expect preferential treatment simply because they are your friends. The workplace,
however, must be a level playing field for all your employees, friends or not. While employees
deserve your respect (if it is earned), giving one employee preferential treatment over another is
never a good idea. This is a problem experienced by many business owners and managers who
allow themselves to become too close to their employees.
I understand that he has become your friend over the years and you’d rather eat rocks than
fire him, but you have to consider how his behavior is impacting your business over all. What
effect is he having on employee morale, on work schedules, on customer relations, on time spent
fixing his mistakes, and most importantly, the bottom line?
You have two options: get him back on track or get him off the payroll, period. That may
sound cold and politically incorrect, but those are your only choices. Either way, you must be his
employer first and friend second. He may have personal reasons for his performance, but as his
employer you are legally limited as to how much prying you can do into his home life. As his
friend, however, I expect that you already have a good idea what the problem is. If you can help
him return to being a productive member of the team, then do so. If not, wish him well, let him go,
and move on.

Copyright © 2006 Tim W. Knox

Page 54 of 65

Small Business Success Secrets

Here are a few suggestions to help you establish and enforce the boundaries of the
employer/employee relationship.

Define the relationship
Keep your seat, Dr. Phil, this won’t take long. The employer/employee relationship should be
well-defined from the outset and the parameters understood by all parties. Some call it “defining
the pecking order” or “establishing the food chain.” Whatever colorful term you use it all boils
down to this: You can be their boss or you can be their buddy. You can not be both.

Don’t hire friends or relatives
This rule is certainly bendable if you are the owner of the business and you hire your children
to work for you. Chances are your offspring already accept you as the ultimate authority figure
and managing them in a business environment is second nature. However, even this situation
could have a negative impact on your business as non-related employees often expect the boss’
son, daughter, or best buddy to work less, make more money, and be treated better than
everyone else. Whether that’s true or not, nepotism and cronyism can create an underlying
tension among the ranks.

Establish and adhere to company policies
It’s a good idea to have published policies concerning every aspect of your business,
including employee behavior and performance expectations. By it’s very nature the
employer/employee relationship is prone to favoritism. Managers can’t help but favor those
employees who work harder, longer, and faster, but when it comes to adhering to company
policies, there should be no preferential treatment of favored employees. Every employee should
receive a copy of your published company policies and sign a form stating that they have read,
understand, and agree with the same.

The Bottom Line: treat everyone the same
It does not matter if the employee is a vice president or a janitor; everyone in your company
should be treated the same when it comes to adhering to published company policies and
performance expectations. While it is true that a vice president may be of more value to the
company than a janitor, it is also true that a vice president who is running amok can do far more
damage to your company than a janitor who lets a toilet back up every once in awhile (there’s an
analogy there that I will let you figure out on your own).

It’s not personal, it’s just business
This is what the movie bad guys say to one another right before the shooting starts. “Hey,
Paulie, it’s not personal. It’s just business.” BLAM! BLAM! This is the dating equivalent of
saying, “It’s not you, it’s me.” These kinds of statements are not going to make anyone feel better
when they are getting dumped or fired. Just ask any former employee or old girlfriend you’ve
used this line on. If you have to fire an employee – even a friend - do it by the book in a
professional manner.
It won’t be easy, but you have to remove the emotion and do what’s best for your business.
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How To Handle Customer Billing Snafus

QUESTION:
I just discovered that for the past six months I have been billing a client half of what I
should have been. Should I just include the total of the past due balance on his next bill
or contact him first to let him know that it’s coming? This client has been difficult in the
past, so I’d rather not deal with him until I absolutely have to. My partner, on the other
hand, thinks we should call the client and let him know what’s going on before sending the
bill. What do you think? -- Louis K.

ANSWER:
I think your partner is right. If you think this client has been difficult to deal with in the past
just wait until he opens your bill with six months worth of arrears attached to it without prior notice
or a full explanation of the amount owed.
Sending such a bill is like dropping a bomb on the client’s desk, and I guarantee you the
fallout from the resulting explosion would end up landing squarely on your head.
So the question then becomes, how do you collect money that is rightfully owed to you from a
client who has a history of being difficult? That’s easy, Louis. You make your partner call him.
Seriously, whether the client owes you the money or not is a moot point. Yes, you made an
accounting mistake, but if the client agreed to pay you a certain amount each month in exchange
for certain services rendered, and you have been under-billing that client for delivering those
certain services, the client owes you the money, period.
I have found that in situations like this it is always best to be proactive and face the problem
(or what you perceive as a potential problem) as quickly as possible. This will save you hours of
needless worry since most of the time the problem is not as big a deal as you imagined it to be.
There can only be three outcomes in this situation. (1) The client will understand and pay
you without argument. (2) He will argue the point, forcing you to offer a compromise plan. Or (3)
He will flatly refuse to pay, forcing you to decide how far you’re willing to go to collect what is
owed. You should be prepared for either occurrence before getting face-to-face with the client.
Remember this: In a business negotiation, he who is prepared the least gives up the most.
With that in mind, here’s how I would handle the situation. Arrange to meet the client in
person. This is much better than trying to explain the situation over the phone because most
people (including myself) tend to only give half of their attention when on the phone. The other
half is usually focused on things going on around them while they’re on the phone.
Once you’re in front of the client, downplay the fact that an error was made (since the error
did not negatively affect the service the client received). You might even poke fun at yourself
over the situation (if the client has a sense of humor, that is). You should then politely ask if he
would prefer to have the unbilled balance included on his next invoice or submitted as a separate
invoice.
Then close your mouth, smile, and wait for him to respond.
You’ll notice that you did not give him the option of not paying the bill, nor did you give him a
point of contention to argue over. He should get the message that it goes without saying that he
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owes the money and needs to pay the bill, but being the wonderful person that you are, you are
willing to let him decide how you should be paid.
I’m willing to bet that the client will choose option A or B and that will be the end of that. If
this client has been difficult to deal with in the past, he may argue that since the mistake was
yours, he shouldn’t have to pay the bill. This is, of course, a BS argument (and I don’t mean
Bachelor of Science), but one that some clients might make just to get out of writing you a check.
As mentioned earlier, you should have prepared for this possibility before going in. If your
business can survive without collecting the unpaid balance and you really want to maintain a
relationship with this client, you should be prepared to offer a compromise that lets the
relationship continue.
Without appearing to be caving under the pressure (this is the hard part) look the client dead
in the eye and say, “Mr. Client, since I value your business and the billing mistakes were indeed
mine, I’m willing to forego collection on the unpaid balance and start billing the correct amount
with your next invoice, which, by the way, I happen to have right here…”
Granted, in this situation you are not going to collect on the past balance, but you are
establishing the rules of the game for the future and you might even improve your relationship
with this client.
The money you forfeit today could lead to an increase in referrals, testimonials, and repeat
business tomorrow.

***************************************

“The eBay Powerseller's #1 Product Resource”
The Ultimate eBay Dropship Power Pak contains everything you need to
start your own profitable online business, including access to our private
database of over 3,000 dropship and wholesale companies!

http://www3662.dropshipwholesale.net
***************************************
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Entrepreneurs Just Get Better With Age

QUESTION:
I’m thinking about starting a business after I retire next month. I’ll be 65. Am I too old
to start a business? -- Milton A.

ANSWER:
Milton, congratulations on your pending retirement. I find it admirable that after many years
of hard work you are thinking about starting a business. While most men your age would be
content to sit on the porch and watch the world go by, you are considering a ride on the
entrepreneurial roller coaster. You’re certainly tall enough to ride this ride, but are you too old?
Here’s my standard answer: It depends. It depends on your health, your energy, your drive,
your goals, and of course, your finances. If all those are in good shape and you have your
spouse’s approval (that’s a biggie), then there is absolutely no reason why you should not start a
business at your age.
In fact, the numbers are actually in your favor. According to recent studies 22 percent of men
and 14 percent of women over 65 are self-employed. That’s compared to just 7 percent for other
age groups.
According to a Vanderbilt University study the number of entrepreneurs age 45 to 64 will
grow by 15 million by 2006. That’s compared to a 4 million decline for entrepreneurs age 25 to
44.
A 1998 survey of baby boomers conducted by the American Association of Retired Persons
(AARP) revealed that 80 percent of respondants planned to work beyond retirement age, and 17
percent of those planned to launch new businesses.
The study noted, "Self-employment among American workers increases with age, with the
most dramatic jump occurring at age 65."
Older entrepreneurs may also find starting a business easier than their younger counterparts
because older entrepreneurs tend to have more experience to draw from and more assets with
which to finance a business.
Further evidence comes from a report released by Barclays Bank entitled Third Age
Entrepreneurs – Profiting From Experience. The report shows that older entrepreneurs are
responsible for 50 percent more business start-ups than 10 years ago. This amounts to around
60,000 business start-ups last year alone.
The survey also showed that today’s third age entrepreneurs (as the report calls
entrepreneurs over the age of 50) don’t mind putting in the hours required to build their business.
Nearly 49 percent work an average of 36 hours or more a week.
Third agers also rated holidays, lack of stress and a balance between work and home life
more important than their younger counterparts.
The report further showed that only 27 percent run the business as the only source of
household income, with 51 percent supplementing their pension.
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Other key findings showed that third age start-ups account for 15 percent of all new
businesses, and third age entrepreneurs are three times more likely to be male than female.
There is a downside (isn’t there always?). Many businesses fail within the first few years and
older entrepreneurs may be less able to handle the financial loss than younger entrepreneurs.
It’s one thing to lose everything at 25, but it’s a much bigger deal to be financially ruined at 65.
So my advice, Milton, is that if your health and finances allow (and the Mrs. gives the green
light) by all means start your business.
Climb on the entrepreneurial roller coaster and hang on tight.
You get the senior discount, by the way.
Just try not to lose your lunch when things get bumpy and you’ll probably do just fine.

***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
****************************************
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Achievements Outweigh Education and Experience

QUESTION:
When it comes to succeeding in business, which is more important: education or
experience? -- Regina M.

ANSWER:
Regina, have you seen the television show, Fear Factor? If you haven’t seen it you’ve
probably heard about it. Fear Factor is the show where they put contestants through all sorts of
pseudo-death defying feats like bungee jumping off a bridge over a pool of crocodiles and driving
a car through a wall of fire (you know, the stuff we did for fun in high school). The contestant who
overcomes their personal fear factor wins the cash and prizes (usually at the cost of their dignity,
but I digress).
The highlight of Fear Factor is the eating competition. That’s when contestants are invited to
partake of all sorts of culinary fare. Yummy stuff like monkey brains, all manner of live bugs and
spiders, moose intestines, old fruitcake (the horror!), and my personal favorite, live giant worms.
At this point the competition becomes not so much who can overcome their fear factor, but who
has the lowest gag reflex.
Your question makes me feel a little like those contestants, Regina, because no matter how I
answer I am opening a can of giant worms that I will undoubtedly be forced to eat later. My
highly educated peers will argue that education is much more important than experience, while
my highly experienced peers will argue that experience is more important. Either way, it’s worms
ala carte for me.
Oh well, I’ve eaten more than my share of crow over the years. How much worse can worms
be?
It’s important to understand that the success of an entrepreneur is not measured by how
much education he or she has or how many years of experience are under his or her belt. An
entrepreneur’s success is measured by achievements, not words on a resume.
By definition, an entrepreneur is a risk-taking businessperson: someone who sets up and
finances new commercial enterprises to make a profit. Entrepreneurs start businesses. The
smart ones then hire MBAs to run them.
Let’s start with education. Is a Bachelor’s degree or better required to succeed in business?
Of course not. An MBA from Harvard might give you a leg up in a job interview, but it certainly
doesn’t guarantee that you will succeed in business. Nor does it automatically mean that you will
be a better business person than someone who didn’t finish high school. Knowledge is a good
thing - if you know what to do with it.
Perhaps it is the academic environment itself that turns mere mortal nerds into budding
entrepreneurs. The late ‘90s proved that college students with no experience beyond organizing
a frat keg party could start businesses that would exceed all expectations. Many would argue
that the key to success for most of these ventures was that the founders (or the VC financing
them) were smart enough to know that while they had an abundance of education, they needed
experienced managers to really run the show.
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Larry Page and Sergey Brin were college students when they started the company that would
become Google. They were smart enough to bring in Eric Schmidt to be chairman and CEO
when the business took off. Schmidt was the former CEO of Novell and CTO of Sun
Microsystems. A PhD, Schmidt is a man of education and experience.
Jerry Yang and David Filo were candidates in Electrical Engineering at Stanford when they
started YAHOO (Yet Another Hierarchical Officious Oracle) in 1994. They brought in Tim Koogle
from Motorola to run things shortly thereafter and now the company is led by Terry Semel, who
previously spent 24 years running Warner Bros.
Now on to experience. Is experience a prerequisite of business success? Again, not at all.
Many experienced entrepreneurs gained their experience in failed businesses, so experience
does not instantly translate to success.
So, when it comes to succeeding in business, which is more important: education or
experience? While neither is as helpful as a rich relative, here’s the answer that will hopefully
help me avoid those worms: Both education and experience can play a large part in business
success. The more important question is can you succeed in business without one or the other,
or even without both? And the answer to that one is: yes. Can I get ketchup with those worms?
Many successful businesses were started by first time entrepreneurs who never went to
college. Natural talent, ambition, drive, determination, and good old dumb luck have fueled many
success entrepreneurs, myself included. I don’t have a degree (I drove past a college once. It
looked hard, so I kept going). Would a degree have helped make my business trek easier?
Perhaps. Then again, I know people with advanced degrees who are flipping burgers at
McDonalds. It’s good experience, I suppose.
A combination of education and experience (and a variety of other things) is the best recipe
for success. As the old saying goes, “There is no better education than that which comes from
experience.”
In the end, it really doesn’t matter how much education, experience, talent, luck or money you
have. It’s what you do with it that matters.

****************************************
“The Ultimate Dropship & Wholesale Company Directory”
The web's #1 reference guide for finding 500,000+ dropship products!
Over 600 pages of dropship and wholesale company listings.

http://www3662.dropshipwholesale.net

****************************************
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Recommended Money Making Opportunities

The resources listed in this section have been helpful in building hundreds of online businesses.
Perhaps they can be as helpful to you. For complete details on all offers visit:

http://www3662.dropshipwholesale.net
***************************************

"My Amazing Little Website Cranked Out An Incredible
$11,424.61 In ONE WEEK!"
It's now generating $40,000 a month and I spend less than an hour a day
tending to it! I can show you how it can do the same for you.

http://www3662.dropshipwholesale.net
***************************************

Copyright © 2006 Tim W. Knox

Page 62 of 65

Small Business Success Secrets

*****************************************

“The Official Powerseller's Online Auction Tool Kit”
It doesn't matter if you're an eBay beginner or an experienced Powerseller,
the information in this huge 10 volume set will make your profits soar!
Written by REAL eBay Powersellers and Experts.

http://www3662.dropshipwholesale.net
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“The eBay Powerseller's #1 Product Resource”
The Ultimate eBay Dropship Power Pak contains everything you need to
start your own profitable online business, including access to our private
database of over 3,000 dropship and wholesale companies!

http://www3662.dropshipwholesale.net
**************************************
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“No Experience, No Money? No Problem”
We asked 58 of the Internet's Top Money Makers: "If you lost it all tomorrow and had to
start over with nothing but the brain in your head and the experience of your years, how
would you get back on top in less than 30 days?" Their answers could make you rich...

http://www3662.dropshipwholesale.net

***************************************
“The Amazing CD Money Machine”
The Amazing CD Money Machine gives you the exact blueprint for success that I have
used to build my own home-based business into a $2,000 A WEEK MONEY MACHINE!

http://www3662.dropshipwholesale.net
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