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A-list products, 239, 243-244
Accounting and finance, 283-284,
289-292, 298-299, 305-306,
318-320
Added value, 107, 186
Advertising, 7
Amazon, 156, 211, 267
Apollo 13 mission, 45-46
Apple Computer, 195
Ashley Furniture, 216
Asset protection, 1, 121-123
benefits of, 123-124
creating company, 137-139
customer-employee-owner
dynamic, 132-133
maintaining success ar.d,
150-152
maximizaticn ol 123, 131
ownership ana opportunity,
129-134
protecting products/services,
126-127, 139-140, 155-156
survival to success, 147-149
tangible/intangible assets,
125-126, 146-147, 153-155
when moving on, 159-164
Assets/asset sale, 229-231
Automotive sales, 223-224

321

Balance sheet, 291

Barnes & Noble, 249
Benchmarking, 312
Bennis, Warren, 47
Brands, 239, 243

Business acumen; 2
Business failures, 1, 14, 63
Business kncwledge

accenicting and finance,
53-284, 298-299, 305-306,
312-313, 318-320

benefits of, 280-281, 294295,
301-302, 309-310, 315-316

employees and, 282-283,
297-298, 303-305, 311-312,
317-318

product focus, 281-282, 295-297,
302, 310-311, 316-317

realities of, 281

successful owner, 284-285,
292-293, 299-300, 306-307,
313-314, 320-321

Business life

control and, 4-5

facts of, 1-3, b3
leadership, 3—4
marketing, 7

marketplace as war zone, 8
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Business life (continued)
preparing for the future, 6-7
protecting company’s assets, >—6
understanding the industry, 8-9

Business life cycle, 2, 9-11, 13
creating company, 10, 14
maintaining success, 10, 14
moving on, 10, 14
ownership and opportunity,

10, 14
stages of, 10, 14
successive levels of, 15
survival to success, 10

Business plan. See also Planning
analysis of, 19
destination or vision, 171
development of strategies, 20
elements of, 170-171
finding right opportunity, 54
goals, 171
implementation, 171
mission statement, 171
objectives, 171
review, 171
strategies, 171
summary and communication,

171

Business purpose, 36

Business success, 13-17

Business valuation, 314-315

Cash and cash flow analysis,
290-291

Cash flow statements, 147

Caterpillar, 239

Coca-Cola, 194, 239

Collins, Jim, 34

Communication skills, 48, 56
Company assets
benefits of, 123-124
protection of, 2, 5-6
realities of, 124
tangible /intangible assets,
125-125
Company culture
expectations of, 3
leadership and, 3—4
Competitive advantage, 34, 74, 268
Competitive analysis. 2, 18,
245-246, 255. See also
Marketplace =5 war zone
Competitivencss, 33, 236, 241, 264
Consistency, 258
Corital; 1-2, 4-5, 87
senefits of, 88—89
defined, 87
of employees, 96-97, 101-102
of information, 90-91, 95-96,
99-100
procedures and, 93-94
of processes, 91, 96, 100-101
of product, 92-93, 97-98,
102-103
realities of, 89
of self, 92
Control balance, 94
Core values, b6
Covey, Steven, 16, 89, 204
Creating company’s DNA (Level 2),
10-11, 14, 22-23
accounting and finance,
299-300
achieving objective or goal,
58-60



analysis, planning, and
implementation, 177-179

asset protection, 134-136

attracting the customer, 208-209

benefits of control, 94-95

benefits of leadership, 58

benefits of marketing, 208

benefits of planning, 176-179

building/maintaining a team,
60-61

business knowledge, 293-300

business owner, 299-300

control and, 93-98

control of employees, 96-97

control of processes, 96

control of product, 97-98

employees, 297-298

external marketing, 207-208

from survival to success, 62—64

gathering information, 176-177

how company operates, 254-255

individual development, $1:-62

information control; £5-96

internal marketing; 205-207

keeping the crictemier, 211-212

leadership, 25-24

management and, 24

marketing and customers, 26-27,
204-212

marketplace as war zone,
250-256

mental image to actuality, 56-57,
59

planning and people, 24-25,
175-179

prioritizing and meeting

financial goals, 59
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product/services you sell,
252-254, 295-296
protecting company’s assets, 137
protecting employees, 140-142
protecting products/services,
139-140
protecting tangible/intangible
assets, 137-138
selling the customer, 209-211
takeover attempt, 136
Customer base, b, 31
Customer delivery, 4
Customer-employvec-owner
dynamic. 122-133, 149, 157
Customer icizntion, 216-217, 223
Customers, 16, 140
awraciing the customer, 196-197,
201, 208-209, 214-215,
220-222, 226-228
creating a customer, 36
customer-employee-owner
dynamic, 132-133, 149, 157
keeping the customer, 196, 198,
203-204, 211-212, 216-218,
223-224, 231-233
marketing and, 21-22, 26-27,
31-32, 36, 195-196
over delivery for, 185
selling the customer, 197,
202-203, 209-211, 215-216,
222-223, 228-231
targeting of, 31

Data mining, 109

Decision making, on facts not
emotions, 52

Destination, 171
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Dillard’s Department, 216
Drucker, Peter, 36

The E-Myth (Gerber), 97
E*Trade, 214
Economy, Peter, 47
Employee-owner dynamic, 157-158
Employees, 16, 20-21, 25
business knowledge and, 303
control of, 96-97, 101-102,
108-109, 117-118
creating company, 61-62
developing individuals, 70-72,
76-77
exiting/succession planning and,
83-317-318
fostering positive attitudes, 71
motivation of, 28
ownership and opportunity level.
55-56
planning and, 29-31, 35, 4642
protection of, 127-128, 14¢-149,
157-158
Empowerment, 76, 101
Encyclopedia of Br.civess and Finance
(Kaliski), 87
Ethical environment, 58-59
Exiting a business, 37-40, 77-79,
112. See also Moving on (Level 5)
information control and, 112-113
marketing and customer, 42
points for consideration, 78-80
professionals involved in, 41
External marketing, 207-208, 251

Family business, 9
Fannie Mae, 33

Finance, 283-284, 289-292,
298-299, 305-306, 318-320

Financial forecast, 18

Financial statements, 154, 189, 291,
319

Ford Motor Company, 6, 261

“Gears of War” video game, 214
General Motors, 33, 105, 107,
109-110, 194
Generally accepted accounting
principles (GAAY), 319
Gerber, Michael, 97
Goals and objectives, 19, 171
external rouirements for, 6667
inter:.al requirements for, 66
review questions for, 67-68
Good to Great (Collins), 34
Goodwill, 159, 161, 230
Gross profit, 198, 245-246

Harley-Davidson, 107, 239

Improvement goals, 106
Income (profit-and-loss) statement,
291
Industry knowledge, 8-9
Information
control of, 90-91, 95-96, 99-100,
106-107, 112-114
data gathering, 90, 173-174,
176-177, 180-181
data mining past sales, 109
internal financial information, 189
market information, 189
prioritizing and defining, 90
use of, 90



Internal financial information, 189
Internal marketing, 205-207

John Deere, 107

Kaliski, Burton, 87

Key jobs, 21

Killer instinct, 109, 203
Killing ground, 98, 212
Kouzes, James M., 34
Kranz, Eugene, 45-46
Kroc, Ray, 217

Law of diminishing returns, 309
Leaders, 45
being responsible, 48
communication and, 48
courage, tenacity, and patience
of, 48
empowerment and, 76
flexibility of, 47-48
humility and presence, 4%
Leadership, 1-4, 16, 13,45
achieving objective; 50
benefits of, 4842, 21-52, 58
building/maintaining teams, 50
by example, 45-46, 56
common goals and, 46
company cultures and, 3-4
defining reality, 28
determining objectives, 28
in exiting transition, 81
maintaining success, 73-74
motivating employees, 28
ownership and opportunity,
50-51
realities of, 49-50
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self-analysis, 17
survival to success level, 64—65
in team building, 60
vision for, 23
The Leadership Challenge (Kouzes
and Posner), 34
Lombardi, Vince, 50
Long-term plans, 169, 174
Lovell, James A., 45-46
Low-hanging fruit, 201, 213

McDonald’s, 217
Maintaining succes; (Level 4),

10-11, 14, 22-34, 72-73

accountiiig-and finance, 312-313

achieving objectives/goals, 74

analysis, planning, and
mplementation, 184-187

asset protection and, 150-152

attracting the customer, 214-215,
220-222

benefits of control, 105-106

benefits of knowing business,
309-310

benefits of marketing, 219-220

benefits of protecting assets,
152-155

building/maintaining team,
75-76

business knowledge and, 307-314

control of employees, 108-109

control of information, 106-107

control of processes, 107-108

control of product, 109-111

how company competes, 269—-272

how company operates, 268-269

information gathering, 183-184
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Maintaining success (Level 4)
(continued)
keeping the customer, 216-218,
223-224
leadership and, 34, 73-74
management and, 34-35
marketing and customers, 36-37,
218-224
marketplace as war zone,
264-272
planning and people, 35-36, 183
products or services that you sell,
266-268, 310-311
protecting people, 157-158
protecting products or services,
155-156
selling the customer, 215-216,
222-223
successful owner, 313-314
tangible and intangible assets,
153-155
Management, 16, 29, 87
competitive analysis; 18
exiting a business; 27-40
financial perferniance and
customers, 24-35
leadership and, 18
processes/procedures, 24
Managing for Dummies (Nelson and
Economy), 47
Market information, 189
Market share, 243
Market turf, 148
Marketing, 1, 7, 193-195
assessment of opportunities, 199
at ownership and opportunity
level, 198-204

benefits of, 195-196
costs and, 31-32
creating company’s DNA and,
204-212
customers and, 16, 21-22,
26-27, 36
elements of, 196-198
from survival to success,
212-218
internal marketing, 205-207
macro concepts of, 193
maintaining success.and,
218-224
monitoring tie results, 215
moving orulevel, 224-232
niche marketing, 221
realities of, 196
Marketing research, 226
Marketplace reputation, 61
Marketplace as war zone, 8,
235-237
benefits of understanding, 237
creating company’s DNA,
250-256
financial strength as defense,
247
from survival to success, 256-264
how business competes, 241-242,
248-250, 255-256, 262-264,
269-272, 276277
how business operates, 240-241,
246-248, 254-255, 261-262,
268-269, 276
maintaining success, 254-272
moving on and, 272-277
ownership and opportunity level,
242-250



products or services for sale,
238-240, 245-245, 252-254,
260-261, 266—268, 274-275
realities of, 237-238
understanding of, 259-260
Mental concept, 16
Microsoft, 156
Mission statement, 171
Moving on (Level 5), 10-11, 14,
37-38, 77-80
accounting and finance,
318-320
achieving objectives/goal, 81-82
analysis, planning, and
implementation, 190-192
asset protection, 159-161
attracting the customer, 226-228
benefits of control, 111-112
benefits of planning, 187-192
business knowledge and, 314-321
control of employees, 117-118
control of information, 11%-114
control of processes; i14-117
control of product; 118-119
employees and; 517-318
gathering infcrmation, 188-190
how business competes, 276-277
how company operates, 276
keeping the customer, 231-232
leadership and, 38-39, 81
management and, 39-40
marketing and customers, 42,
224-232
marketing research, 226
marketplace as war zone,
272-277
planning and people, 40-42
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products/services you sell,
274-275, 316-317

protecting employees, 164-166

protecting products/services,
163-164

protecting tangible/intangible
assets, 161-163

questions for consideration,
79-80, 114-115

selling the customer, 226-231

successful owner, 320-321

succession process, 115-116

teams and, 82-32

Nelson, Boi 47

Net preiit, 246

New narket entrants, 248
Niske markets, 221, 241
[\ike, 195, 239-40, 296

Objectives, 171
On Becoming a Leader (Bennis), 47
Opportunities, 13, 17
evaluation of, 52, 243-244
finding right opportunity, 52-54,
248
Opportunity evaluation, 52,
243-244
Ownership control, 4, 89
Ownership and opportunity
(Level 1), 10-11, 14
achieving objectives or goal,
52-54
analysis, planning, and
implementation, 174-175
asset protection, 129-134
attracting the customer, 201
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Ownership and opportunity
(Level 1) (continued)

benefits of knowing business, 287

building/maintaining a team, 55

control and, 89-93

control of information, 90-91

control of people, 92

control of processes, 91-92

control of product, 92-92

customers, 21-22

developing the individual, 55-56

finding right opportunity, 53-54

gathering information, 173-174

how business operates, 246-248

keeping the customer, 203-204

knowing the business, 285-293

leadership and, 17-18, 50-56

management and, 18

marketing and, 198-204

marketplace as war zone,
242-244

people and, 20-21

planning and, 19-20, 172-175

products or servicez vou sell,
245-246, 287

protecting employees, 132-134

protecting products or services,
132

risk vs. reward, 17

selling the customer, 202-203

tangible/intangible assets,
130-131

without leadership, 52

Physical concept, 16
Planning, 16, 19-20, 24-25,
167-169
analysis, planning, and
implementation, 174-175
art and science of, 168
benefits of, 169, 172-173
determining where business is
headed, 169
employees and, 40-42
goals and objectives, 19
information gathering,
173-174
long-term plans, 169
movingoreand, 187-192
peoriz and, 29-31, 35
realities of, 170
“sscience and art, 6-7
short-term plans, 169
Planning levels, 15
Policies and procedures, 1
Posner, Barry Z., 34
Potential buyers, criteria for, 227
Preparing for the future, 6-7
Price strategy, 249
Pricing, 244
Process control, 91, 96, 100-101,
107-108, 114-117, 178
Product control, 92-93, 97-98,
102-103, 109-111, 118-119
Product/services, protection
of, 126-127, 132, 139-140,
147-149
Profits, as sufficient, 53-54

People. See Employees

Pfizer, 197 Quality definition, 22



Real estate assets, 161, 230-231
Return on investment (ROI), 18
Risk, 17, 134

Sales information, 245
Self-analysis, 17, 52
for ownership fit, 52-53
Selling process, 230
Services, 239
Seven Habits of Highly Successful
People (Covey), 16, 204
Share sale, 229
Short-term plans, 169, 175
Social media, 249
Strategic planning, 1, 20, 171
Strengths and weaknesses, 52
Successful owner, 284-285,
292-293, 299-300, 306-307,
320-321
Succession plan, 80, 84, 115,
189-190
Survival to success (Level 3),10-11,
14, 62-64
accounting and fiziance, 305-306
achieving objective or goal, 65
analysis, planiing, and
implementation, 181-182
benefits of control, 98-103
benefits of planning, 180-182
benefits of protecting your assets,
145-146
building/maintaining a team,
68-70
business knowledge and,
300-307
business owner, 306-307

Index 335

control of information, 99-100

control of people, 101-102

control of processes, 100-101

control of product, 102-103

employees, 303-305

how business competes,
262-264

how company operates,
261-262

leadership and, 27-29, 64-65

management and, 29

marketing and th< customer,
31-32, 212-213

marketplace as'war zone,
256204

planzing and, 29-31, 179-182

preduct/services you sell,
260-261, 302

protecting people, 149-150

protection of assets, 142—-145

protection of product/services,
147-149

tangible/intangible assets,
148-147

Takeover, 136
Tangible/intangible assets,
125-126, 130-131, 137-139,
146-147, 153-155
ownership and opportunity,
130-131
Teams, 4, 36, 57
binding elements/chemistry of,
60-61
building/maintaining of, 50, 55,
60, 75-76
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Teams (continued)
creating atmosphere for, 69-70
developing individuals in
the company, 50
exit plan and, 82-83
Threats, 13
Tickle process, 118
Training, 21

Vision, 23, 56, 171

Walton, Sam, 186
Warrior mentality, 2
Working smarter, 270

X factor, 255-256, 262-263, 269,
276-277
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