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Action plans, 33, 34

Advisors, 59, 60, 65-68, 70-74.
See also Consultants

Advisory boards, 65-74

Ali International, 83-88

Angel investors, 29, 38, 46, 48,
63-65, 108

Ash, Mary Kay, 159

Babson College business plan study,
28,29
Basecamp, 86
Biz Warriors, 6
BizSugar.com, 69-76
Blake, Brock, 45-50
Blogs and blogging
and achieving expert status,
133-136, 140
Blogtreprereur.com, 6
PersonalBrandingBlog.com,
13
product reviews by bloggers,
obtaining, 123, 124
video blogs, 141
Blogtrepreneur.com, 6
Blue Fountain Media, 58-61
Box.net, 86
Brand awareness, 112-114
Braun, Adam, 147-151
Brown, Ali, 82-88, 93
Brown, Les, 20
Buckman, John, 77

Business failure, 161, 171, 175, 176.
See also Business turnaround
Business needs vercus wants, 54-57
Business plans
formal businéess plan, 31, 38-45
investois’ perspective, 46, 47
lengdvcf, 47
nezd for, 29, 31
viie-page plan, 29-34
options for writing, 27
Oxley, Brent (HostGator.com),
35-37
and partners, 36
study on importance of, 28, 29
traditional thinking on, 27, 28, 30
Business strategy, 33
Business turnaround
consultants, use of, 175, 179
and flexibility, 161-166
Michalowicz, Mike (The Toilet
Paper Entrepreneur), 176-181
Mickiewicz, Matt (SitePoint and
99designs), 167-171
steps to save business, 172-176

Campbell, Anita, 68-76

Camtasia, 97

Challenges, dealing with, 2, 16, 18,
21-23. See also Perseverance

Change, adapting to, 20, 21. See also
Flexibility

charity: water, 154-158

197



BINDEX

07/12/2011 12:20:13  Page 198

198

Clients. See also Customers
client-outsourcer relationship, 93
“good” versus “bad,” 59
meeting with and need for office

space, 55

Collins, Jim, 158

Competition
continuous analysis of, 172-173
and flexibility, 161, 162
market assessment, 127
and marketing plan, 103, 115, 116
as part of business plan, 38, 41, 42
researching, 29, 87,172, 173

Consultants. See also Advisors
experts, 137, 140
turnaround experts, 175, 179

Content
automated, 122
blogs, 134-136
compelling content, creating, 121,

135, 136, 140, 141
monitoring feedback on, 120
strategy for social media, 116-118
Customers. See also Clients
conversion, 119
feedback from, 106, 172, 172
retention, importance of; 177,
178

and social media:See Social media
marketing

treatment of, 37

word-of-mouth marketing, 103

Darwin, Charles, 51

Database of State Incentives for
Renewables & Efficiency
(DSIRE), 153

Digg, 106

Due diligence, 47, 48

E-books, 134-136
Employees. See also Independent
contractors/freelancers
benefits of hiring, 79
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Brown, Ali (Ali International),
83-88
disadvantages of hiring, 80-82, 90,
91, 96
feedback from, 164, 173, 174
Michaels, Daven (123Employee.
com), 95-99
need for, assessing, 55
and outsourcing, 84, 89-98
reducing staff, 173, 174
and time leveraging, 79, 80
training, 97, 98
work-at-home, 85-87
Entrepreneurial backgroend of
authors, 4-7
Entrepreneurial spiric, 184
Entrepreneurs
as achievers, 134, 185
defined 11
visicrias trait of, 11. See also Vision
The Eutrepreneur’s Phone System,
22
Equipment, financing, 56, 63
Expert status
expert, meaning of, 131, 133
Kabani, Shama Hyder
(The Marketing Zen Group),
138-142
and marketing, 132, 133
product creation, 135-137
steps for achieving, 133-138

Facebook, 105, 106, 115, 117,122,

124
Feedback, 106, 164, 165, 170,
172-174, 178

Financial statements, 47, 48
Financing. See also Investors
Blake, Brock (FundingUniverse),
45-50
documents and items required by
investors, 47, 48
equipment, 56
financial plan, 47, 48
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formal business plan, need for, 31.
See also Formal
(finance-centered) business plans

need for, 53, 54, 62, 63, 91

venture capital (VC), 29, 38, 46,
48, 63-65

Flexibility, 161-166

Flippa.com, 167, 170

Ford Motor Company, 121

Formal (finance-centered) business
plans

about, 38

business overview, 39, 40

executive summary, 38, 39

financial section, 42, 43

investors’ perspective on, 46, 47

length of, 47

management section, 40

market for business, 40, 41

need for, 31

sales and marketing strategy, 41, 42

supporting documentation, 44

SWOT analysis section, 43, 44

Freelancers. See Independent
contractors/freelancers
FundingUniverse, 45-5¢

Godin, Seth, 129

Good to Great (C.ollins), 158
Google AdWords, 123, 125
Google Keyword Tool, 117
Gotowebinar, 125

Grasshopper Group, 21-24
Green business practices, 152, 153

Harbottle, Mark, 170
Harrison, Scott, 154-158
Hauser, David, 21-24
Home offices, 85-87, 93, 94
HostGator.com, 35-37, 55

Independent contractors/
freelancers, 58, 84, 89-98.
See also Outsourcing
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Investors. See also Financing

advisory board as alternative to,
65-74

angel investors, 29, 38, 46, 48,
63-65, 108

business plans, perspective on,
46,47

collaboration, 63-65

experience and expertise, 64, 65

financial statement requirements,
47,48

reasons for avoiding, 59

reasons for seeking, 54-57,
62, 63

screening, 64;°a8

venture capitaiists (VC), 29, 38,
46, 4%, 83-65

Joel Alitch, 101

Zabani, Shama Hyder, 138-142

Kawasaki, Guy, 143

Knowledge, sharing. See Advisory
boards; Expert status

Lendio, 46
LinkedlIn, 67, 106, 117, 122
LivePerson, 125

Mailchimp, 125
Management team
in business plan, 40
meeting with investors, 48
Marketing
as continuous process, 104
focus, 104, 105
importance of, 103
laser-sighted, 104, 105, 135
Roberts, Mike (SpyFu),
123-126
self marketing and achieving
expert status, 134, 135
target audience/market, 41,
103-105, 107, 114-117, 132
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Marketing (Continued)

through social media. See Social
media marketing
Marketing Zen Group, 139-142
Me 2.0: 4 Steps to Building Your
Future (Schawbel), 13, 14
Meetup.com, 175
Michaels, Daven, 95-99
Michalowicz, Mike, 176-181
Mickiewicz, Matt, 166-171
Millennial Branding, 12-15
Mind-set, positive, 16, 17
Mission and mission statement, 32,
33
Monitoring
brand and reputation, 107, 112,
113
competition, 116
social media strategy, 120

National Christina Foundation,
153

National Entrepreneurs Day,
22,24

Negativity, dealing with, 18, 19

Networking, 174, 175

99designs, 167-171

Obama, Barack, 22
Objectives, 18, 32,33, 38, 54,
111-114, 119
O’Brien, Conan, 109
Obsidian Launch, 177
Office space, 54, 55, 85-87, 142
Ogilvy, David, 59
One-page business plan
about, 30
action plans, 33, 34
mission section, 32
objectives section, 32, 33
Oxley, Brent (HostGator.com),
35-37
strategies section, 33
vision section, 31, 32
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123Employee.com, 96-99
OneBox, 86
Outsourcing, 84, 89-98
Michaels, Daven (123Employee
.com), 95-99
Overhead, 58, 59, 63, 80
Oxley, Brent, 35-37

Partners, 36, 37
Passion
importance of, 15, 16, 49, 50, 135,
136, 185
and social responsibility, 154
and success, 15-20, 49,.50, 87,
179,184, 185
Pay per click (PP(C’), 123
Pencils of Prornise (PoP), 148151,
184,1%°
Perseveran:e, 2,16, 18, 21-23, 184,
125
Perstinal branding, 13, 14, 108
Pe sonalBrandingBlog.com, 13
Planning
and business plans, 29, 30. See also
Business plans
daily plan, 17, 18
importance of, 17, 18, 98
planning paralysis, 36, 44
strategic planning for social media
marketing, 111-119
underplanning, 36
Pre-startup Formal Business Plans and
Post-startup Performance (Babson
College), 28, 29
Products, creating, 135-137
PRWeb, 125

Recycling, 153, 154
Reputation
importance of, 37
monitoring, 112, 113
Risk taking, 11, 59, 161, 162
Robbins, Tony, 20
Roberts, Mike, 122127
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Schawbel, Dan, 12-15
SCORE (Service Corps of Retired
Executives), 67
Search engine optimization (SEO),
112,123
Self-improvement, 19, 20
SelfMade.net, 6
Shama.Tyv, 141
Shaoolian, Gabriel, 57-61, 63
SitePoint, 167-171
“Small Business Trends,” 69-76
Social entrepreneurs, advice for, 150,
157, 158. See also Social
responsibility
Social media marketing
automation tools, use of, 122
best practices, 121
content strategy, 116-118, 121
converting traffic to customers,
119, 120
engagement, 121
free products/services, 124
implementing, 118
importance of using, 106
keys to success, 111-122
keywords, 117
laser-sighted marketing, 105,
106
Marketing Z-1: Croup, 139-142
monitoring aid adjusting plan,
120
Roberts, Mike (SpyFu),
123-126
social networking sites, 106, 117
strategic plan, 111-119
Vaynerchuk, Gary (Wine Library
TV), 108-110
Social responsibility
about, 146, 147
Braun, Adam (Pencils of Promise),
147-151
evolution of, 145, 146
Harrison, Scott (charity: water),
154-158
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steps to achieving, 152-154
sustainability, 151, 152
SpyFu, 122-127
Starbucks, 121
Start-ups
advice for, 15, 24, 37, 49, 60, 75,
87, 88,98, 110, 126, 127, 141,
142,157,158, 170, 179
and planning, 17, 18
StumbleUpon, 106
Success, entrepreneurs’ definitions
of, 15,24, 50, 61, 75, 76, 88, 99,
110, 127, 142, 151, 158, 171,
180, 181
Suppliers, 173
Sustainable bus-iess practices, 151,
152
SWOT (Sirengths, Weaknesses,
Caportunities, and Threats)
analysis, 43, 44

"Taghaddos, Siamak, 21-24
Target audience/market, 41,
103-105, 107, 114-117, 132
Technology
electronics, recycling, 153
and work at home employees, 86
TechSoup Stock, 153
ToiletPaperEntrepreneur.com,
177-181
Training, 97
The 22 Immutable Laws of Branding
(Ries and Ries), 169
Twitter, 106, 115,117,122, 125,
127,139

Unique sales proposition (USP), 42

Vardi, Yossi, 26

Vaynerchuk, Gary, 107-110

Velocityscape, 123

Venture capital (VC), 29, 38, 46, 48,
63-65

Viddler, 109
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Videos
screen capture videos, use of, 97
value of, 141
Virtual assistants (VAs), 40, 55, 84,
90, 94, 174
Vision
as characteristic of entrepreneurs,
11
Hauser, David (Grasshopper
Group), 21-24
importance of, 2, 3, 23, 24, 61, 75,
88,99, 110, 127, 142, 151, 158,
170, 171, 180, 185
maintaining, tips for, 17-21
and perseverance, 16, 17
Schawbel, Dan (Millennial
Branding), 13-15
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statement, 32
Taghaddos, Siamak (Grasshopper
Group), 21-24

Web traffic, 112,113
Webinars, 136

Welch, Jack, 9

Wine Library TV, 108-110
Winget, Larry, 183
Work/life balance, 110, 158

Young Entrepreneur Council, 13
YoungEntrepreneur.com, 6
YouTube, 20, 106, 109124, 152

The Zen of Social Mecia Marketing
(Kabani), 159, 140



