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Play Up Your SMB Charm With These Simple Tips
By Jennifer Ludwigsen on firmology.com, 10/15/13 - The grassroots movement is back: people across America are no longer blindly purchasing the cheapest option on today’s shelves.  People want to know where it’s made, how it’s made, and who is selling it. Even Wal-Mart, one of the largest retail organizations in the world, has begun stocking its shelves with organic produce and items labeled “Made in America.”  Consumer demand is pushing large-name retailers to explore and develop areas of product acquisition they previously avoided.  Fortunately for the small retail business owners, local, sustainable, and personable are inherent qualities present in most small businesses from day one.  Small businesses are known for their mom-and-pop likeability and the appeal is simple: well-made products, a welcoming atmosphere, and easy, personable relationships between owners and clientele.  The mom-and-pop design gives small businesses a leg-up against big-name competition. This doesn’t mean, however, that small business owners can simply sit back and just wait for the trend-setting shoppers to come strolling through their doors. Like icing on a cake, the success of small business can be sweetened with a few strategically-placed efforts:

1. Make Yourself Known
Market your business in unique ways. Print your produce store’s information on an orange or banana and pass them out from your booth at local farmer’s markets. Capture the referrals of other local businesses by introducing yourself and inviting your shop neighbor to lunch.  Keep in touch with your city’s chamber of commerce and be sure to get your business included in local directories, newsletters, and tourist handouts.

2. Location, Location, Location
Position your shop in a historical district whenever possible. Atmosphere is one of the most important elements of small-business appeal. People want to feel like they’re stepping back in time, walking in the footsteps of their grandparents and contributing to the nostalgia of future generations.  Research the history of your business’ town and capitalize on any interesting stories or rumors you can find.

3. Loyal Regulars
Remember the names, birthdays, and anniversaries of your regular customers. Listen to their stories and consider keeping a blog or online calendar to record and remind you of important dates gleaned through your conversations.
Offer preferred customer discounts and show your appreciation for their continued patronage by sending a card and a coupon around the holidays. Maintaining relationships with these customers often pays for itself; they will continue shopping where they are appreciated and will often bring a friend or two.

4. Owner Involvement
Try to be visible in your business whenever possible. Knowing the Sandra at Sandra’s Cookies is something your customers can boast about.  Offer a face behind the name by introducing yourself during peak business hours and hire responsible, dependable staff you feel will represent you in a positive way.  To stay behind the scenes is to sever the direct, intimate connection many customers are so very eager to find.

5. Community Support
Attend local events. Support local legislature and be a part of small business committees in your area. Read the newspaper and stay abreast of what’s going on with your neighbors and competitors. Involve yourself in the things that affect your clients and your suppliers. It pays to be involved in the community you depend on for revenue.

As customers continue to push for unique, friendly, and interesting shopping opportunities, small business owners will need to fine-tune their relationship skills and develop even further-reaching strategies to set them apart from other businesses in their area. The genuine, relaxed art of forming customer relationships is already ingrained in the sweet delicacy of small retail businesses. Entice your customers that much more with a few calculated, creative enhancements.

3 Numbers All Entrepreneurs Should Know 
by Don Rainey on inc.com - In the early days of a startup, it can be tough to find good data to help with decision-making. Put a priority on these three numbers, and you'll be fine. 

To make good decisions, you need good data. That’s a given, right? But in a start-up, what data should you be looking at? In the early days of a startup, sometimes there isn’t much to measure. A comparison of this year’s sales compared to last year’s isn’t all that helpful if you’ve only been around for eight months. But that doesn’t mean you shouldn’t start collecting data right away. So where can you find relevant information?  As an investor, I would offer three metrics that will give you some insight into your current operations and help you do some short-term forecasting. For most small companies, this will be a good step toward focusing attention on the information that will lead to informed decisions.

1. Pipeline coverage
The sales pipeline is a listing of all your sales prospects. Typically, you’d include the projected sales amount and estimate the probability of success for each account. You’d update the information regularly. Sales pipeline coverage is a fraction. The total amount in your pipeline is the numerator, and the sales goal is the denominator. So sales pipeline coverage measures everything in the sales pipeline against the sales goal. As the business matures, you’ll get better at estimating closure rates, and you’ll be able to tie closure rates to milestones. If you’ve only had one meeting with a particular customer, you might assign that deal a 20% chance of closing. Once the customer has agreed to pricing, you might bump that up to 50%. In practice, you want your pipeline coverage to be over 2.5x. That should virtually assure you make your target, as long as you’ve got a reasonably competent sales effort and have done a good job qualifying your customers.

2. Sales per employee
This metric is simple enough, and it’s good for businesses of all sizes. Just take the gross sales number and divide it by the number of employees. Since small businesses typically scale too fast ahead of their prospects – the optimism of entrepreneurs is both their blessing and their curse – sales per employee is a critical measure within growing companies. Warning: Once you start focusing on this number, you’ll quickly see the intrinsic appeal of hiring salespeople over other personnel.

3. Customer payback period
The very best metric for evaluating your business, customer acquisition cost, takes a while to assess. Ultimately, everything your business does will either make sense or not depending on how much it costs you to acquire a customer. If you can acquire customers cheaply or profitably, you will do well.  At first, customer acquisition cost is just a rough guess. But once you have that in hand, you can start thinking about the customer payback period. If the cost to acquire a customer is known, the logical question is how many months it will take to recover that cost. The value of this metric lies in its ability to help you figure out how much money you need to grow and how profitable your company is likely to be. Put another way, how many customers can you afford to acquire with your existing capital or operating profits?  How much growth can you support? Growth is more capital-intensive than failure. The length of your customer payback period gives you a window into your growth potential.

The beauty of these three metrics is that they apply universally. CEOs can use them to better understand what’s working and what needs to be changed in order to meet short and long-term goals. For a company seeking outside funding, knowledge and management of these metrics is critical to allowing investors to understand your business and potential.

The 4 Elements of an Irresistible Offer
Posted by Lindsay Lavine on entrepreneur.com, 10/18/13 - "Retailers have shot themselves in the foot, there are so many offers and sales all the time, people are conditioned to wait to get a deal," says Beth Smith, owner of Smith Browning Direct, Inc., a Flagstaff, Ariz.-based direct marketing consulting firm. She was one of many speakers at the Direct Marketing Association's annual conference this week in Chicago. "Offers are bait," Smith explains, and the businesses that succeed package the bait in a way that's attractive to consumers. Smith shared four key components of an irresistible offer, and highlighted several direct marketing campaigns that successfully implemented these strategies.

1. Package the bait.
Businesses should be prepared to communicate their unique selling proposition --what distinguishes them from the competition. "What do you have that's new, different or better than what others have?" Smith asks.

2. Mention the savings.
If you're going to offer volume discounts for a service, such as $9.99/month or $99/year, always do the math and include the actual savings on the ad, Smith says. This lets the customer see the actual benefit. Businesses should also consider the long-term effect of offering discounts on sales, Smith says. For example, does the customer make a repeat purchase? Does the discount cannibalize full-priced sales? In other words, are you simply shifting the timing of the purchase?

3. Throw in an incentive.
Incentives can give consumers an opportunity to try something with low risk, or offer a "free gift with purchase" that appeals to the target audience for a product. For example, tax preparer H&R Block offers a free "Second Look" review, where tax specialists review a tax return to find deductions that may have been missed. This type of offer makes customers say, "I'd be crazy to ignore this," Smith says. Premiums or gifts that enhance a product or service are popular as well. Just be careful that the gift doesn't overshadow the product. Smith suggests watching to see which programs businesses repeat; they'll repeat what's worked for them.

4. Create a sense of urgency. 
A free trial or low-risk commitment offer is another way to get consumers to act, Smith says. Businesses may set deadlines or limits to encourage consumers to get off the fence and act, Smith says. If you're going to run a limited time offer, Smith suggests providing an end date, between two and four weeks.  

Read more: http://www.entrepreneur.com/article/229488#ixzz2i5CVYDrN

Program Success of the Week - Classic Garden Ornaments
Daniel and Charlotte Ward weren’t the least bit interested in moving their garden ornament business from the Chicago area - until they saw the farm in rural Pomona. “We were driving to Florida and stopped here to see friends. They asked if we wanted to look at this cute little farm. I thought “no” but we did anyway,” Charlotte Ward said with a laugh. “When we got here, I felt this bolt of pleasure. It’s the highest point in Jackson County — you can see everything around for 30 miles. The place was so stunning. We looked at each other and said, ‘This is for sale?’” They made an offer that was quickly accepted and the couple, as well as their business, Classic Garden Ornaments Ltd., planted their roots in Southern Illinois.
The transplant was an overwhelming success. With the help of the Illinois SBDC at Southern Illinois University - Carbondale the business has grown from a three-person operation to 20 — 30 before the national economic decline.  They now manufacture a line of handcrafted dry cast limestone planters and garden ornaments.  “We moved down here with the idea of making our own planters and ornaments but we expected them to be small things,” Daniel Ward said. “That it grew into an international entity that makes planters weighing more than a ton turned out to be a surprise to us.”
Longshadow planters and garden ornaments can be found all over the world, he said. “Our planters have found homes in some of the most amazing places,” he said, from the Ritz-Carlton’s in Dallas and Dubai, the Field Museum and Shedd Aquarium in Chicago to a streetscape project in Benton.
The business’ success wouldn’t be possible without its employees, artisans who practice a highly-refined, labor-intensive craft. “Without really good employees, there would be no business. We always support our employees because their hard work supports us,” Daniel Ward said. Employees practice their craft amid the beauty of the 123-acre property. “Our motto is ‘factory in our garden.’ We want everyone to work in a beautiful place,” Charlotte Ward said. “It’s possible to have a business in a rural area instead of an industrial park. It brings so much to the rural communities as long as you don’t ruin the land-scape, if it’s done with love and reverence to the rural community.”
The Wards said building a successful business far from urban centers is not farfetched. In fact, this is the second successful business Daniel Ward has built in the region. As a cinema and photography student at SIU, he was a craftsman at his own leather shop, Barefoot Cobbler on Walnut Street in Carbondale. He sold the business when he moved from the area. “I knew when I went to school here in the ‘70s that Southern Illinois was a great place to live,” he said. “Two people were able to come here, without government assistance, and invest time and money into creating a financial entity able to bring millions of dollars to Southern Illinois and have an impact on 20 employees and their families.”
The Illinois SBDC at SIU-C continues to assist Classic Garden Ornaments, Ltd with strategic planning for future expansion opportunities.  For more go to: http://www.longshadow.com/
Resource of the Week – SBIR Proposal Tips 
The following proposal writing tip was provided by Gail & Jim Greenwood. Past SBIR proposal writing articles written by the Greenwoods are available on the Greenwood Consulting Group, Inc. (GCGI) web site at www.g-jgreenwood.com.

SBIR Proposal Writing Basics: Key Points in Your Phase 1 or 2 Proposal 

This is the last proposal writing tip that we are preparing as part of PNNL's SBIR Alerting Service. We have done this every month for the past 14 years, and have passed out a lot of advice over that time. The SBIR Alerting Service as we've known it ends this month, although per the announcement in this edition we intend to continue to write and distribute a monthly proposal writing tip. We thought this transition point would be a good time to go back to our previous articles and pick out a few key points that are important and that many SBIR/STTR proposers don't realize.

1. The Phase 1 proposal should present an innovative idea that is yet unproven and technically risky. Already proven ideas are too advanced for this stage of SBIR/STTR, unless you are trying to adapt them to challenging new applications. 
2. Phase 1 proposals should clearly state what that innovation is, and what technical risks need to be resolved before it can be considered a feasible solution to a pressing problem. NEVER make the reviewer try to figure out what is innovative in your proposal.
3. Phase 1 projects, then, are feasibility studies, and the term feasibility should be used throughout the Phase 1 proposal, along with how you will measure your success in proving feasibility
4. ALWAYS ask for fee or profit on your SBIR or STTR proposal. Every agency allows it, but you have to ask for it. A typical number is 7% of the total direct and indirect costs on the project. You can use the money you get for fee/profit for anything you want—this flexibility makes it the most valuable money you can get in an SBIR/STTR, so always ask for it and always ask for 7%.
5. Try to anticipate questions or objections that a reviewer may have to some aspect(s) of your proposal, and then address them in the proposal. One way to know what questions or objectives may arise is to get someone to review the proposal who hasn't been involved in its preparation
6. Another reason for getting that review is to catch nuances in the proposal preparation instructions in the SBIR/STTR solicitation that you overlooked when you drafted the proposal. Even someone without the technical qualifications to understand/critique your innovation or project can often catch such errors
7. Which, of course, leads to the basic advice of FOLLOW THE INSTRUCTIONS. The reviewers want to see innovation in the ideas you are proposing, not in how creatively you can organize the proposal. Proposals get tossed out if they stray from the instructions.
8. Your team must look right on paper. If the team collectively does not have credentials (education and/or experience) appropriate for the project, then you are in trouble. Consider adding personnel or subcontract part of the award to individuals or entities that help cover your weaknesses.
9. Expect ever increasing emphasis on commercialization of SBIR/STTR projects. If you can't convince the reviewer that there is a likely market for your innovation, and/or if you don't appear interested in commercializing it, then you are losing valuable points with the reviewers and those who pick the SBIR/STTR award winners.
10. Commercializing is NOT limited to selling to the private sector. Commercialization at DOD almost always means getting it into the hands of the warfighter (or those who support them)
11. Commercialization does not mean that you necessarily have to manufacture, sell, and service products in Phase 3. You may license the results of your SBIR/STTR work to others who could be better equipped to do the manufacturing, selling and/or servicing.
12. Commercialization also does not mean just products, but also services. Sometimes the smartest commercialization strategy can be to take the technology you create in SBIR/STTR and use it to provide services to clients
13. A Phase 2 proposal needs to start with a simple, concise statement that Phase 1 proved feasible. Unless Phase 1 is feasible, a Phase 2 can't be considered. So state it, and then in the Phase 1 project summary explain how you reached that conclusion.
14. That Phase 1 summary in your Phase 2 proposal also should show what a careful, conscientious, and thorough job you did on the Phase 1 project. Phase 1 is a feasibility study, and a "get to know you" opportunity for the agency.
15. Don't wait until the Phase 2 proposal, however, to show you are good people. During the Phase 1 effort, regularly contact the agency's project manager to keep them informed and ask for input, while being careful to not become a whiner or "black hole of need"
16. NEVER indicate that you still need to do feasibility studies in Phase 2–a conclusion about feasibility is the purpose of Phase 1
17. Expect SBIR and STTR to change significantly as the SBA and agencies implement requirements under the recent Reauthorization Legislation. This is especially true at NIH

We could go on, but hopefully there's a valuable reminder or two for you in this short list. Keep up the good work–we will continue to produce our monthly proposal writing tips, if you will continue to innovate, solving pressing problems and helping our economy through wealth and job creation. 

Gail and Jim Greenwood may be reached at:
Greenwood Consulting Group, Inc.
1150 Junonia
Sanibel, FL 33957
(239) 395-9446 (voice & fax)
gail-jim@g-jgreenwood.com

WebCATS Update - Hot “Blue” Links in WebCATS
Any text or numerals in blue in WebCATS are hot links.  Click on them to see the data that makes up the link definition or amount.  This is an easy way to quickly get to the backup data for the link.

What's New On CenterConnect 
IRS RESOURCES - This week on CenterConnect you will find a sheet containing a sample article with tax tips for those who want to start their own business. It contains some great IRS resources. This information can be useful for in your outreach and assistance to potential & existing small business owners. The article can be used in your center’s eNewsletter and other communications you share with your small business community.  For more information you can contact Yolanda Ruiz at the Internal Revenue Service, 2001 Butterfield Rd., Downers Grove, Il.  60515, (630) 493-5194.
Moves and News
Angel Group Activity Update - The Angel Resource Institute (ARI), is pleased to share with you the Q2 2013 Halo Report: Angel Group Activity Update. Please take a look at several of the highlights and trends included in this update below and feel free to view & download this report via the Angel Resource Institute Web site. Thank you to the many angels and groups already participating in this growing project. The Halo Report is a collaborative effort with Silicon Valley Bank and data powered by CB Insights that highlights the activity and trends of angel groups and provides data not previously available to entrepreneurs and early stage investors. 

America’s SBDC Network Connection
The latest edition of America’s SBDC Network Connection newsletter can be found below. 
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	Click here to choose from a large variety of high-quality America's SBDC gear!
  
Contact: Barbara Rolfes at Barbara.Rolfes@landsend.com or 608.935.8123
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 Fundable Fast
By: Business Funding Advisors 
Access to Capital ... It can make or break any business. We have unsecured financing up to $150,000 for brand new start ups and a very unique installment loan program for existing businesses for as much as $2,000,000.00 and accept credit scores as low 540. If your clients aren't fundable today... Don't worry... we'll make them fundable as quickly as possible with our acclaimed FundableFast.com program. We never charge any upfront fees and never ask for an equity position in the business! Please do yourself and your clients a huge favor and let us help them. 

Learn more...
  

	



	 
Mark Your Calendar
 Click on the links below to learn more about each event.
 
 
SBDCGlobal Trade Consultant Certification Series
 October 30, 2013
 
APTAC Conference
Nov. 11-12th, 2013
 
The Seventh International Conference on Environmental Science and Technology
June 9 -13, 2014
 
U.S. Chamber America's Small Biz Summit - Dream Big Award
June 11-13,2014
 
Go Global Seminars
Ongoing
 
AES Compliance Seminar and AESPcLink Training 
Click here for more events. 
 
Small Business Lending Industry Events
Ongoing
 
Dept. of Energy Small Business Summits
Ongoing
 
2014 America's SBDC Annual Conference
Sept. 9-12th, 2014
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News You Can Use  
 
Braddock's The World Is Your Market: Exporting Made Easier for Small Businesses
 
AARP & SBA Webinars
 
America's SBDC International Trade Group
 
2013 SBA Accreditation Contract Update
  
SBA Advisory Board Report 
 
National Impact Survey
 
The Conference Webpage
 
Quickbooks' Training Licenses
Contact Brett Thibodeau for info on how to access a 2012 license. Need Technical Assistance? Call Quickbooks Licensing Help Desk at (888) 246-8848
 
Updating Center Info 
Simply click here to take a look. If you need to make a change contact your state's lead center office. Email Ann Maltese for more info. 
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	Join the America's SBDC Members Group

	
This exclusive group boasts over 300 SBDC counselors and directors who post, share and discuss a variety of small business and industry topics everyday.

Please note: This is for members of the America's SBDC only. 
 
Join the discussion now.



	 Quick Links

	Website
 
SBDC Members Only
  
SBDC Career Opportunities
 
Sponsors
 
SBDCNet



	The Network Connection is distributed to ALL subscribing members of the nationwide network of  the America's SBDC (ASBDC).  If you are a member of the SBDC network and would like to subscribe to the Network Connection, please  email or call us (703)764-9850.






			America's SBDC Network Connection
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	Recently in the America's SBDCBlog...  
Click here to take a look. Subscribe today! Feel free to share articles, just link it back to our page.
1. Four Insights for Small-Business Marketing
1. Three Simple Steps to Close the Sale 
1. Love to Travel? 13 Reasons Entrepreneurs Do Too
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	SBDCs in the News
America's SBDC is collecting stories of the SBDC's in the news. If you have news to share, please email marketing@asbdc-us.org.
1. West Virginia SBDC names new state deputy director
1. New Brand Symbolizes Unification, Pride and Loyalty
1. Employment Technologies Corporation Recognized for Innovation
1. Congratulations SBDC Client PMI: Sustainable Business Award
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	Longtime America's SBDC Office Manager, Ann Maltese Retires                       
A fond farewell- 
"As many of you know, I am retiring effective this Friday, the 18th. I just want to say "good-bye" to my SBDC family and wish all of you joy, peace and love. I will miss my "phone" friends. We have had many interesting conversations - all business related of course, never personal. Thank you for all your good wishes and to quote Bob Hope. "Thanks for the memories." -Ann
Ann started at the America's SBDC in 2001. Her first conference took place the week of 9/11. She is a kind and generous person who frequently crocheted or baked for family, friends and her colleagues. She kept the America's SBDC office organized, helped Sponsors & Exhibitors navigate conference and baked a mean gluten free chocolate torte cake. We will cherish all the memories we have shared with her (over her 10+ year tenure) and wish her all the best as she settles into retirement.
 
From everyone at America's SBDC, we will miss you "Mom"!
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	Small Businesses Compare Themselves to Competitors With Free New QuickBooks Tool  
The QuickBooks Online trends widget allows users to look at businesses within a specific industry, location and annual income parameter to see average percentage of sales growth, percentage of new vs. existing customer sales, expenses by category (advertising, rent, insurance, etc.), income by category (products, services or other) and many other valuable statistics. 
 [image: http://ih.constantcontact.com/fs183/1101380815442/img/903.png]
This is a tool that helps small businesses work smarter and with greater confidence by enabling them to make decisions based on data instead of hearsay. The widget will be valuable for users who need to find out whether an industry is profitable before making the leap to open a business, or users who use this insight as part of their package to a bank to show the profit potential of the business they are trying to obtain a loan for. In addition, small business owners can use this to help decide whether they are overspending on rent and need to look for a new business space, whether they are under-spending on advertising vs. competitors, and whether their office expenses/utilities are greater than other businesses like them and more.  
 
To learn more about the widget, visit http://quickbooks.intuit.com/trends/ and www.qbsbdc.com             
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	2013 Conference Attendee Survey Results                            
Check out the 2013 Conference Attendee Survey results including what attendees had to say about the workshops, receptions, registration and more.

Click here to access the PDF.
  


[bookmark: LETTER.BLOCK56]
	2013 Defense Energy Summit                             
The Defense Energy Summit convenes and converges the entire defense-energy ecosystem, focusing on the needs and solutions of energy providers, project finance sources, early and growth stage companies, defense contractors, military installations and purchasing agents. In addition, join the stakeholders and working groups building the foundation for a new Defense Energy Center of Excellence. The summit's focus will center on this proposed initiative and how to accelerate clean energy and infrastructure solutions for the DOD.

The leaders from the Department of Defense and the Executive Office of the President have already confirmed their participation as keynote speakers at the event:

* Ms. Sharon Burke, Assistant Secretary of Defense for Operational Energy Plans and Programs, U.S. Department of Defense
* Mr. Jonathan Powers, Federal Environmental Executive, The White House
      
When: November 11-13, 2014
Where: Austin, TX              
LEARN MORE
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	SBDC Success Stories 
America's SBDC is collecting and sharing SBDC Success Stories. Please include the SBDC center name, state, client name, story and a photo. Click here for a sample. Email us.  
 
State: Texas
Center: Del Mar College SBDC
Client Name: Jalisco Grocery & Meat Market
Story: Salvador Palomino, a Mexican national, is a retired professional educator in Mexico. In 1999, after being offered an opportunity to start-up a business in Corpus Christi, Mr. Palomino decided to settle and legally establish residency. After 11 years, an opportunity to expand in close proximity became available. The dream to build his own new store and introduce new fresh products, increase imports, and provide a Western Union Agent location would become a reality. 
 
After visiting a lender and realizing all the documents needed for a business loan, Mr. Palomino knew he would need help. Mr. Palomino, a fluent Spanish speaker, was referred to the Del Mar College Small Business Development Center and met Celia Garza, SBDC Business Advisor. Celia worked with Mr. Palomino in putting together a Business Plan, Loan Proposal and interceded by breaking the language barrier between Mr. Palomino and his lenders. (more)
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	National Rebrand Adoption Map
  
[image: http://ih.constantcontact.com/fs183/1101380815442/img/906.jpg]
Based on use of America's SBDC logo on front page of State SBDCs websites. Updated 10/16/13.
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	SBDC Career Opportunities 
October 11, 2013 - Bend, Oregon. Director, Central Oregon Community College SBDC.
  
October 9, 2013 - Klamath Falls, Oregon. Director, Klamath Community College SBDC.
 
  October 8, 2013 - Pensacola, Florida. State Director, Florida SBDC Network. 
    
  October 7, 2013 - Carrollton, Missouri. Regional Business Development Specialist and County Program Director, University of Missouri Extension. 
  
  October 3, 2013 - Tampa, Florida. International Small Business Consultant, SBDC at the University of South Florida, Tampa. 

Click here to visit the Career Opportunities page. 




	






	




	



=====================================================================================================================
The WEEKLY CONNECTION is distributed by the Illinois SBDC and DCEO Office of Entrepreneurship, Innovation & Technology each Monday
to members of the DCEO Illinois SBDC Network to provide these service delivery partners with regular updates on small business issues, 
opportunities and resources.  If you have information you would like to share with the Network please e-mail to Tom.Becker@illinois.gov.
Please feel free to forward this update to other interested resource providers and key stakeholders
=====================================================================================================================
Accredited Member - America's Small Business Development Centers (ASBDC)
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