INDEX

A

Abraham, Jay, 115

action-taking offers, 97

Adobe Systems, 17

advisory boards, developing,
191-193

Amazon.com, 11, 104

annual meeting plans, 141-144

annual organizational chars,
121-123

annual vision statem=nts, 30-33

Ansoff matrix;22-24, 26, 137

Apollo 12 spaceship, 145

Apple, 54,57

application programming
interfaces (APIs), 45

B

Balanced Scorecard Collaborative,

128

begin with the end concept (Covey),

vili-ix, 172

See also endgame or exit visions

bell curves, 83

Berra, Yogi, 1
big market size. 25
BNET, 165
brainst< rming, 19-21, 120, 143
Branson, Sir Richard, 161
surger King, 84
business asset goals
achieving, 47-56
defined, 7-8
entrepreneurial project
management, 4952
identifying in vision statements,
2,7-10, 31
one-year visions and, 31
in strategic plans, 138
via project management,
48—49
business plans
defined, 27
developing, 13
meetings for strategic planning,
141-144
predicting outcomes for,

difficulty of, 14
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business plans (continued)
See also strategic plans,
documenting
business vision statements. See

vision statements

C
Carden, Mike, 182
Carrot Principle, The (Elton and
Gostick), 173
charts and spreadsheets
Excel spreadsheets, 44, 198
for financial scorecards, 44
Gantt charts, 5354, 56, 138,
142,176,198
process maps, 65-69, 71
classified advertising
for lead generation, 79
for sourcing employees, 127
Clifton, Donald O, 18
coaching and mentoring,
180-181
Collins, Jim, 123
communicatiorn
advisory boards for, 192
with customers, 109-110
with employees, 169-170, 172
feedback from employees, 175
company vision statements. See
vision statements
compensation and pay, 173—-174
competitive gaps, 25
continuity programs, 111-112
conversion rates, defined, 89, 90

conversion rates, increasing

INDEX

customer perceptions,
improving, 101-102, 139
offers, improving, 94-97
prospective customers,
nurturing, 99-101
sales scripts, 97-98
social proof and, 98-99
USPs and, 91-93
Costco, 9, 10
Covey, Stephen R, viii, 172
Craigslist, 127
credibility and trust
advisory boards to support, 192
trusting en'ployees, 171-172
in vision- tatements, 5
crossys-iiing, 104—-105
curent organizational charts,
120-121
customer bell curves, 83
customer pain, solving, 25
customers, targeting, 25, 82-87

customer testimonials, 99

D
daily to-do lists, 150-152
Dakim, 2, 134
delegation, 161-166
direct mail, lead generation
and, 79

discipline training, 180-181
discount offers, 96
documentation

of KPlIs, 44

in strategic plans, 133-140

system creation and, 64—68
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Domino’s Pizza, 92,93 F
Drucker, Peter, 124 fast-action bonuses, 97
FedEx, 92, 93

E financial metric goals
eBay, 127 about, x
Economist, The, 151 achieving, 37-46, 206
80/20 rule (Pareto Principle), 160, defined, 7

188 identifying in vision statements,
Elton, Chester, 173 2,7-10
e-mail newsletters, lead generation judging opportunities against,

and, 80 25-26
e-mails KPIs (key periormance

for customer contact, 100
standards for managing, 156-157
as time waster, 156—158
employee reference checks,
127-128
endgame or exit visions
achieving goals by focus on,
6—7,12-14,28-30, 1,2,
207-208
begin with the end concept
(Covey). wiir-ix, 172
endgame. eiganizational charts,
119-120
entrepreneurial project
management, 49-52
entrepreneurship, challenges of,
vii—viii
event marketing, lead generation
and, 80
Excel spreadsheets, 44, 198
executive summaries, 136
exit visions. See endgame or exit

visions

indicaters) and, 38—46, 138,
206
orie- year visions and, 30-31
s-oreboards, building, 37, 41-46,
206
in strategic plans, 138, 140
financial scorecards, 41-46
firing tactics, 177, 183-186
flowcharts. See charts and
spreadsheets
Fortune magazine, 128
free offers and trials, 94—95

G
Gantt charts, 53—54, 56, 138, 142,
176,198
Gates, Bill, 161
General Motors, 15—16
goals and milestones
business asset goals, 2, 7-10, 31,
49-52,138
endgame visions and, 28-30,
207
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goals and milestones (continued)
financial metric goals, 37-46, 206
long- vs. short-term, x
meetings for strategic plans,
141-144
one-year visions, 30-33
quarterly and monthly visions
and, 33-35
in strategic plans, 137
Good to Great (Collins), 123
Google
company mission, 3
hiring system, 60-62
search engine results on, 81,91
Google Documents, 44—45
Gostick, Adrian, 173
“got a minute” culture, 154—155
Green Bay Packers, 167
Groupon, 17
Growthink
about, vii—viii
employee recognition strategies,
173
judging opporiunities, 2324
long- vs. short-term ROI
approaches, x
nurturing prospective
customers, 100—-101
virtual receptionists used by, 22,
113-114
guaranteed offers, 95

H
Happy Meals, 95
Head & Shoulders, 92

INDEX

hiring new employees
about, 123—126
annual org charts and, 121-123
bad hiring decisions and
business costs, 124
Google hiring systems, 60—62
interviewing candidates, 127
job descriptions and, 126
reference checks, 127-128
sourcing, 126—127
who vs. what decisions, 123—124
Honda, 16
HR plans, developing
about, 117-1'¢
emploves productivity and
mctivation, 128—-131
faring tactics, 177, 183-186
liring new employees,
123-128
organizational charts, 118-123
roles and needs, identifying,
118-119
in strategic plans, 139-140
Hsieh, Tony, 168, 170

I

Ideeli, 29

improvement matrix, 198-202
instant messaging (IM), 154
interviewing and hiring, 127
investors, vision statements and, 2,

5-10

J
JetBlue Airways, 109
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job descriptions
creating, 122
employee motivation and,
129-130, 170-171
hiring new employees and, 126
Jobs, Steve, 161

K
Kindred Partners, 127
Kiva, 3, 168

KPIs (key performance indicators)
about, 38—40
choosing and including in plans,

41-43, 206

defined, 38
documenting, 44
for financial scorecards, 41-46
importance of, 3940
measuring, 38-39, 43—-44
in strategic plans, 138

L
leadership skill:
importauce.of, 167-168, 207
motivating employees and,
168-177
strengths-based leadership,
18-20
training and mentoring, 177-181
See also productivity and
motivation, improving
lead generation
defined, 78
optimizing, 78-87, 89, 139
referral programs, 113-114
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sources and channels for, 79-81
licensing fees, 112
lifetime customer value,
optimizing
about, 89, 107-112, 139
communication and customer
contact, 109—-110
continuity or membership
programs, 111-112
loyalty programs, 110-111
limited-time offers, 27
Lombardi,Vinee, 167
loyalty progiems, 110-111

M
masketing multiplier tactics
about, 187
advisory boards, developing,
191-193
doing more of what works,
188-191
improvement matrixes,
198-202
nanosystems for improvements,
193-198
Pareto Principle (80/20 rule),
leveraging and, 188
winners, networking with,
203-204
marketing plans and systems
about, ix, x, 73
metrics and numbers for, 74—77
nanosystems for improving, 194,
196-197
optimizing, 77-87, 206
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marketing plans and systems
(continued)
profit per impression (PPI) and,
74-75
referral programs, 113-114
in strategic plans, 138—139
testing tactics for, 114-115
USPs and, 91-93
marketing system components
conversion rates, 76, 89, 90-102,
139
lead generation, 7887, 89, 139
lifetime customer value,
optimizing, 89, 107-112, 139
transaction prices, increasing, 89,
102-107, 139
Mason, Andrew, 17
Mathews, Dustin, 110
Mattel, 17
McDonalds, 84, 95,97, 105-1(7
meetings
effective meeting munagement,
158-159
strategic plamning meetings,
141-144
membership programs, 111-112
mentoring and training, 177-181
micromanagement, 175-176
Microsoft, 161
Microsoft Excel, 44, 198
milestones. See goals and
milestones
Miller, Jim, 124
mission statements. See vision

statements

INDEX

M&M’s, 92

Montana, Joe, 124

monthly meeting plans, 141-144
multitasking, 153

N
nanosystems, marketing, 193-198
NASA, 145
National Do Not Call Registry, 80
Nelson, Paula, 18
Netflix, 103
networking
lead generatic: and, 80
with winntrs ter success,
2032204
New YK Giants, ix, 41, 45, 129,
207-208
New York Jets, 208
NFL (National Football League),
ix, 41, 124-125, 167, 207-208
Nintendo, 17
Nordstrom, 3, 4-5, 68
number of widgets per buyer, 76
Nyquil, 92

(0]

offers and trials
action-taking offers, 97
for conversion rate

improvement, 94-97

discount offers, 96
free offers and trials, 94—95
guaranteed offers, 95
packaged offers, 95-96

premium offers, 96-97
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product or services packages,
103-104
Olay, 92
one-year visions and goals, 30-33
on-the-job training, 180-181
opportunistic vs. strategic
opportunities, 32-33
opportunities, choosing and
confirming
about, 15-16
judging, 22-26
pivoting, 16—18
“SO” vs. SWOTS analysis,
1821
in strategic plans, 137
strategic vs. opportunistic
opportunities, 3233
opportunitygasms, 31-32
organizational charts
annual org charts, 121:-125
current org charts, 120-121
defined, 118
endgame org charts, 119-120
identifviig roles and needs with,
118-119
overall to-do lists, 147—-150

P

packaged offers, 95-96

Pareto Principle (80/20 rule), 160,
188

Parkinson’s Law (Cyril Northcote
Parkinson), 151

partnerships, lead generation
and, 81
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pay and compensation, 173-174
PayPal, 1617
performance reviews
conducting, 181-183
defined, 181
for delegated projects, 165-166
employee motivation and, 164,
171,173-174
personal growth, employee, 177
phones, as time waster, 155
pivoting, 16—18
Point, The (compariy), 17
positive mazizet trends, 25
PPI (pro‘it per impression), 74—75
premiz m offers, 96-97
pre.s releases, lead generation
and, 80
prices and pricing. See marketing
system components
print advertising, lead generation
and, 79
prioritization and time
management
building projects into schedules,
146-152
daily schedules, 151-152, 207
delegating projects, 161-166
doing less for more, 159-161
e-mail management, 156—158
of goals and milestones, 34
meetings management, 158-159
multitasking and, 153
project management and, 52—54
systemization and benefits
for, 59
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prioritization and time product/market expansion grid.
management (continued) See Ansoff matrix
time wasters, eliminating, product package offers, 103—-104
153-158 profiles, customer, 25, 82—-87
to-do lists, 147—152 profit margins, marketing, 75-76
top 20 percent, identifying, profit per impression (PPI),
160-161 74-75
process maps, 65—69, 71 project management
productivity and motivation, benefits of using, 54-56
improving business asset goals via, 48—49
about, 145-146, 168—-177 choosing and managin.g
compensation and pay, projects, 52-54
173-174 defined, 48
doing less to achieve more, entreprene'1riai project
128-131 marag ment, 49-52
effectively communication, execnting and managing
169-170, 172 brojects, 52
feedback from employees, 175, Gantt charts and, 53—54, 56,
177 138,142,176, 198
HR plans for, 128—-131 nature and scope of projects, 50
job descriptions and planning projects, 51-52
accountability, 170-171 post project reviews, 52
management appro.ches, project managers, assigning, 50-51
modifying for, 176177 projects, defined, 48

meaningful work and, 168-169  psychographics, 85

micromanagement, avoiding,

175-176 R
performance reviews and, 164, Radicati Group, The, 156
171,173-174, 181-183 radio advertising, lead generation
policies and guidelines, and, 79-80
establishing for, 174-175 Razzano, Tony, 124-125
training and mentoring, real game plays concept, 124
177-181 recognition, employee. See
trusting employees and, productivity and motivation,

171-172 improving
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recruiting, new employee,
126-127
recurring retainer programs, 112
Redbox, 103
reference checks, 127—-128
referrals
for marketing systems, 113-114
for sourcing new employees,
126-127
repurchase rates, 76
response rates, 75—76
return on investment (ROI),
X—Xii
reverse engineering, 2829
Rice, Jerry, 124
Rohn, Jim, 203
ROI (return on investment), x—xii
role-playing, 180, 185
Ruby Receptionists, 22, 112114

S

Saks Fifth Avenue, 101

salaries and compzhsation,
173174

sale scripts, 97-98

Sal (landscaper), 198-201

Salsa Fresca Grill, 111

scheduling. See prioritization and
time management

scorecards, building, 41-46

scripts, sales, 97-98

SEO (search engine optimization),
81

service contracts, 111

services package offers, 103—-104
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7 Habits of Highly Effective People
(Covey), viii, 172
shiny object syndrome (SOS), 32
Smart, Jeft, 124
“SO” analyses, 18-21
Soar with Your Strengths (Clifton
and Nelson), 18
social media
for lead generation, 81
as time waster, 155—-156
social proof, 98-99
Sonar6, 182
SOPs (standard operating
procecures), 66—67
SOS/(s:iny object syndrome), 32
seuscing, new employee, 126-127
Upeaking Empire, 110
specials and deals. See offers and
trials
sports and business analogies, ix,
41,124-125,167,207-208
spreadsheets. See charts and
spreadsheets
standard operating procedures
(SOPs), 6667
Startup Genome Project, 17
strategic plans, documenting
about, 133—140
business assets, 138
business plan meetings, 141-144
business plans, 13—14, 27
executive summaries, 136
financial metrics and KPIs, 138
financial projections, 140

goals and milestones, 137
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strategic plans, documenting
(continued)
HR plans, 139-140
keeping plans current, 141-144
marketing plans, 138—139
opportunities to pursue, 137
systematization plans, 138
vision statements, 136
strategic vs. opportunistic
opportunities, 32-33
strategies, developing, 13
strengths, defined, 19
strengths, organizational
identifying opportunities for
growth in, 21
judging opportunities against,
22-23
listing, 19-20
ranking by importance, 2021
SWOT vs. “SO” analyses fer, 16,
18-21, 205-206
strengths-based leadershup, 18-20
subscription programs 111
“supersizing,” 105-107
Swinmurn, Nick, 168
SWOT analyses, 16, 18-21,
205-206
systematization plans
about, 57-58
benefits of systems, 57—62
choosing and establishing
systems, 62—63
creating systems, process of,
64-68
getting started, 68—69

INDEX

introduction to systems, 58—62
nanosystems for marketing,
193-198
status quo, systems as, 70—71
in strategic plans, 138
systems, creating
policies and guidelines, 67—68
process maps and, 65—67, 71
process of, 64—68
standard operating procedures
(SOPs), 66—67
systems, defined, 58-39

T
taglines. ez TJSPs
targetn.arkets, 82—87
team vork, encouraging, 176
selemarketing, lead generation
and, 80
testimonials, customer, 99
time management. See
prioritization and time
management
time wasters, eliminating, 153—158
to-do lists
daily to-do lists, 150—152
overall to-do lists, 147—150
prioritizing, 148150
scheduling every day and,
151-152
weekly to-do lists, 150
Toyota, 16
Tracy, Brian, 178
Trader Joe’s, 9, 10
training, employee, 177-181
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transaction prices, increasing
about, 89, 102-107, 139
order size and, 105-107
product or service package
offers, 103—104
raising prices, 102—103
upselling and cross-selling,
104-105
trust. See credibility and trust
Turo, Jay, 173
TV advertising, lead generation
and, 79-80
Twain, Mark, 150
Tyson, Mike, 14

U
unique selling propositions (USPs).
75-76,91-93, 139
upselling
fulfillment and nanosystemns,
194,196-198
increasing transaceion prices via,
104-105
US Lacresse Association, 110
USPs (unique selling propositions),
75-76,91-93, 139

\Y%
Verizon Wireless, 55
VIP cards, 110
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vision statements
about, x, 1-3
business perspective approach,
2,5-10
courage and congruency in,
10-12
credibility in, 5
customer perspective approach,
2,3-5,10-11
endgame or exit visions,
viii—ix, 67, 12--14, 2830,
172
financial snetrics and business
assers in, 2, 7—-10
in(stategic plans, 136
vicualization, viii

i’ogue magazine, 86

\\

Washington Redskins, 167
weaknesses vs. strengths, 18-21
weekly to-do lists, 150
Whitman, Meg, 127

Who (Smart), 124

who vs. what decisions, 123—124
Wonder Bread, 92

Z
Zappos.com, 11, 54-55, 168,
170-171
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