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Preface

 

Entrepreneurship is the act of
being an entrepreneur, which can be defined as "one who undertakes
innovations, finance and business acumen in an effort to transform
innovations into economic goods". This may result in new
organisations or may be part of revitalising mature organisations
in response to a perceived opportunity. The most obvious form of
entrepreneurship is that of starting new businesses – hence the
term “startup”.



So you are interested in entrepreneurship? Why? What does
entrepreneurship mean to you? What are your aims? What are your
goals? What are your dreams?



You may think that such questions are a strange way to begin a book
on entrepreneurship but what motivates you as an individual is
important. The technical information in this book is only one
aspect of what you need to have an understanding of as an
entrepreneur.

Equally important are your reasons for seeking out such
knowledge and the ambitions which you clearly must hold which leads
you to do so. 

 

These are very personal questions. Let me begin if you will, by
sharing my answers to them.



I had always felt that I had some kind of calling. I was not sure
what it was but I spent the first part of my life trying to figure
out what that was. This has been a journey in itself and it is not
one that I think has an end, more likely a pathway punctuated by
milestones along the way. Those milestones may be made up of many
experiences and achievements and even my own interpretation of what
I found my calling to be at steps along the journey.



I wanted freedom - and to me that meant in terms of time and money.
I detested working for someone else (not the person, the activity)
and although I may have enjoyed what I was doing (for them), it
wasn’t on my terms so it was not what I wanted.



I don’t mean to sound selfish by that statement but I had a passion
which drove me beyond being an ‘employee’. I have always wanted to
help others and quite simply working on a salary for someone else
was always going to severely restrict that. I



In order to be able to help others, first you must help your
self.



Our mentor is a man in his sixties who has a wealth of business
experience and success and among many lessons; he taught us the
‘art’ of strategic thinking. Not by lecture or by wrote but by
making us think about situations we were in and how to solve
them.





Sometimes despite our best efforts we could not figure out a
solution. When our mentor looked at these situations in order to
help us we came to look forward to these times as it was like
watching pearls fall from heaven. In his humble and effortless
manner we have seen the fruits of decades of business experience
deployed right before us. Upon him showing us the solution our
minds would expand as once we saw the solution that such experience
could reveal - we realised that it could be solved no other
way.



Upon reviewing what we had achieved, experienced and learned in the
years we had mostly been working by ourselves and the events that
we had endured, our mentor told us that we should be proud as we
had effectively earned the experiential equivalent of an MBA.

Not the theoretical version you get from a university, but the
harder won version of being in the deep end; in the sink-or-swim
end of it. And he should have known as an adjunct professor on an
MBA course.



Where I am going with this is that in order to be a successful
entrepreneur one does not have to attend university for many years
and further return to study an MBA. Sure, there are fundamentals
that you need to know but the rest may be taught by experience,
guidance and an ongoing quest for learning. This is what inspired
me to write this book. It is a combination of real world experience
and academic material. You do not necessarily need to retain every
word of it and indeed some people do not work that way. But if you
do one thing, please print it and refer to it as you encounter
situations that call for specific knowledge.



By the same measure I do not hold this text as the final word, but
I am confident that will provide you with a very strong
understanding of the core principles. There are many successful
business people in the world today who have managed quite nicely
without a university education. But these people know where to go
when they need to find knowledge that they do not possess and this
is one of the keys to their success.



Some of these people are well known too, and you may recognise the
names of some as examples: Richard Branson, Bill Gates, Paul Allen,
Ralph Lauren, Steve Jobs, Larry Ellison and Michael Dell. These
people are all billionaires – and not one of them holds a
university degree. You can find the stories of these people and I
would suggest that you take the time to one day.



 I can only speak for myself. The specifics of my journey are
not really that important but the seed point of where my story
began and the steps along the way of the journey, the things that I
learnt and the lessons that were taught to me either by mentors or
by experience itself are the essence of the journey.







What you need:
You don’t need an idea at first. You don’t even know where to start
at first, that is the nature of a beginning. Anyone who ever
achieved anything had no idea how to start at some point. You
do need passion, a burning desire. If you do not
have an idea for a business, the ideas will find you. The people
you need will be drawn to you. This is exactly how it happened for
me. And make sure that you seek out a mentor. Nothing beats
experience and learning from the wisdom of others will also allow
to you to avoid some unnecessary pain.

Keep on the lookout for opportunity and never ever give up. There
is only one way that you are guaranteed to fail and that is by
giving up. The right ideas and people will find you but you must be
ready for them and you must be willing to do what it takes to
improve yourself and learn the basic skills that you will need to
operate in the business world.



“Luck is where opportunity meets preparation”



You must learn to have absolute attention to detail, you must be
punctual, tenacious, reliable and the ability to follow through. If
you say you are going to do something then you must do that thing.
Your reputation is very important.

Learn to write well, learn to communicate well and learn to present
well. All of these things will come to anyone with practice and
experience in doing them.



Be efficient. I have a one touch policy and highly recommend this
for efficiency. Deal with things as they emerge wherever possible,
rather than revisiting them later.



Always perform due diligence, not just in deals but also in people.
Research your contacts. Always know as much as you can about people
you will be dealing with before you meet them. Try to understand
who they are and what drives them.



Ethical behaviour will ensure you a long career. Only enter into
deals which offer equivalent benefits to both parties concerned.
This is called win-win.

Do not just look at situations subjectively. Better than an
objective view is the concept of taking an aerial view. Contemplate
this and the sense of it will come to you.




Hold firmly the intention of what you want to achieve, truly
feel that you already have achieved it and you will attract what is
necessary to bring it about. Take a leap of faith and try it.



There are parts of this book that are very technical. You do not
need to learn every detail within this book but use it is a
reference point and come back to it as often as you need to.

If there is something that you need further detail on then seek it
out. Becoming resourceful in seeking out information that you need
is an invaluable skill of an entrepreneur.



 

Introduction to Business for Entrepreneurs



Business: An organisation of one or more people providing goods or
services for the benefit of customers and the community.

Most business generates profit although there are several others
(government, education and non-profits) that provide valuable goods
and services and are not-for-profit.  Without not-for-profit
organisations society would not function.



The principles apply to all businesses since fundamentally they all
serve a customer.

Another aspect of the definition is the inclusion of community. All
businesses impact the community. Businesses create jobs, provide
essential services and pay taxes. Without a thriving business base,
there is no community.



Mission

Mission statements describe the reason the company exists. It
focuses on the present and is used to align the firm’s employees to
a common cause and to communicate that cause to the public.
 The mission statement should clarify an organisations
purpose.




Vision

Vision statements describe the future the company wants to
pursue. It's the future state that the business has not yet
achieved. Most vision statements are long term (10 years or
longer). Vision is the big ideas that the company aspires to.




Values

Values are what the business believes and how they want their
employees to behave.

A company’s values are how it conducts business and how it treats
employees, customers and the community. These tenets guide the
everyday operations of the business so that the mission can be
sustained and the vision can achieved. Without a well defined
mission, vision and values a business will be impossible to manage.
These statements are the guiding principles in which all business
decisions are made.




Mantra

Guy Kawasaki likes mantras instead of a mission statement. His
thinking is that a mantra is easily remembered, short and focuses
on your real core. Mantra's need to be short since they are an
object of concentration during a prayer, mediation or incantation.
Having a well crafted mantra that is easily remembered is a great
addition to a formal mission statement.




Business Structures

 

Determining the correct business structure is of fundamental
importance. Considerations include tax, liability and investor
consequences. As with any important business decision the
entrepreneur should always seek specialist counsel if there is any
doubt - in the form of an accountant, lawyer or relevant
specialist.

 

Other important decision-making factors:




4Is the entity to be for profit or not? This will determine
taxation obligations, ownership

    structure and governance.

4What is the Liability Profile? You can either opt for limited
liability or take out insurance to

    cover any issues.

4Will you have Partners? If you plan will have business partners
you will need to take into

    account who will own what along with
responsibilities and management structure.

4Do you need Investment? 3rd party investors will
require some control over their investment

    unless they will be silent investors who will
have no influence over day to day operations

    but will require periodic updates.

4Will you operate and grow assets or just hold assets? Some
structures are ideal for holding

    assets (like real estate or investments)
while others make it possible to operate and grow a  

    business. The trade off usually has to do with
taxes (losses due to depreciation) and

    investors (taking investment to build a
product).




Sole Trader / Proprietor

A sole trader is a person trading on their own with no formal or
legal processes to set up the business. They control, manage and
own the business and are personally liable for taxation and
liability.



All profits go to the proprietor and so the owner probably does not
pay themselves a wage, they simply take money from the business
when they need it for personal use. These takings are called
drawings.



Drawings are:



 

4A part of your profit and taxed accordingly.

4Not a deductible business expense when calculating profit.

Sole traders should record drawings in a cashbook so that they
can reconcile their cashbook with your statements, ensuring that
there is enough money in the business to cover any bills owing.

Partnership



In a partnership, two or more people run a business together.



Each partner:



4Contributes something to the business, and

4In return shares in any profit or loss, and

4Is also liable for any debt within the partnership.

 

Cooperative



These entities are groups of people who come together and run the
business like a democracy. All decisions are made as a group of
equals. This type is not common.

A lawyer should be consulted for specific questions.




Limited Liability Company

Limited Liability Companies are effectively legal persons that
do not die unless terminated. Limited companies own the assets and
liabilities of the business and are responsible for any debts.
Generally, a shareholders' liability for debts is limited to any
amounts that remain unpaid on their shares in the company.

A company will make losses for tax purposes if its total
expenses exceed its income.

If a company has losses it may not have to pay tax and can usually
use the loss to reduce its income in the next income year.



In the United States the acronym LLC (Limited Liability Company) is
used. In the United Kingdom and New Zealand the acronym LTD
(Limited Liability Company) is used. In Australia the acronym PTY
(Private Limited Company).



Corporation

Some countries do not have a formalised definition of a
Corporation, relying instead on the structure of a Limited
Liability Company in its place. Sometimes the definition of a
Limited Liability Company is that of a Corporation in another
country. Generally speaking, a Limited Liability Company has the
same definition as a Corporation unless specified otherwise in a
particular territory. In the United States there are differences
between a Limited Liability Company and a Corporation, such as
differences in taxation, financial liability, ownership and how
they are managed.

Not for Profit




A non-profit organisation is any society, association or
organisation that:

4Is not carried on for the profit or gain of any member,
and

4Has rules that do not allow money, property or any other benefits
to be distributed to any of

    its members.

 




Ethics and Business



Ethics is a major branch of philosophy and is the study of values
and customs of a person or group and covers the analysis and
employment of concepts such as right and wrong, good and evil, and
responsibility. Definitively, ethics is divided into three primary
areas: meta-ethics (the study of the concept of ethics), normative
ethics (the study of how to determine ethical values), and applied
ethics (the study of the use of ethical values).



Ethics is an important part of any profession and thus to all
businesses. The way members of any profession conduct themselves
will determine the reputation that the field comes to develop.
Consider the public opinion on bankers in the wake of the recent
global ‘recession’.



My personal philosophy (and one that is becoming more widespread)
is that I will not enter into a deal or agreement that is overly
biased to one party. There must be equal benefits to both parties,
a win-win arrangement that does not take unfair advantage of any
party.



History is bursting with accounts of business arrangements that
went wrong leaving one side with all the benefits and the other
completely ruined. If the business world is to operate responsibly
and you personally wish to avoid greed-fuelled recessions then you
simply need to ask yourself this question: “If I was the other
party in the deal that I am proposing, would I sign it?”



For both parties there must be an up-side, or mutual benefit. To
consider offering an imbalanced proposal is the thin end of the
wedge and works towards creating calamity in the global economy at
large. Whether you believe in a principle such as Karma or not, you
would be wise to consider fairness in all of your business
dealings.

 

Leadership Has Responsibilities

A manager is a leader. The example management sets ripples
throughout an organisation and its culture, as well as the
community. Poor behaviour and loose ethics creates environments
where it's acceptable to cheat, lie and steal as long as the ends
justify the means. As unethical attitudes proliferate, other
people, outside of management, copy these behaviours and
inevitability the environment reaches such a toxic state that
institutions start to breakdown.




The Shift to Corporate Social
Responsibility

There has been some debate as to the real purpose of a business
and now it should interact with society. Corporate Social
Responsibility (CSR) has increasing appeal to shareholders because
of the social shift to being more sustainable.



Some countries have CSR legislation requiring companies to either
state their CSR policy or state that they don't have one. CSR has
its critics. The main argument being that some corporations will
have CSR programs just for Public Relations (PR) reasons. Not
exactly the most ethical way to behave.




Self Regulation

Companies are made up of individuals and if those individuals
behave ethically, then the company will behave ethically. A company
is a legal person that does not die unless terminated; a construct
created by law to hold assets and engage in actives that benefit
the shareholders. The company is really not a living, breathing
thing but its actions do affect real persons of the living
breathing type.







Marketing Basics



Marketing is "the activity, and processes for creating,
communicating, delivering, and exchanging offerings that have value
for customers, clients, partners, and society at large."


 Marketing is a product or service selling related
overall activities. It generates the strategy that underlies sales
techniques, business communication, and business developments.
Marketing is an integrated process through which companies attempt
to build customer relationships and create value for their
customers and for themselves.



Marketing is used to identify the customer, satisfy the customer,
and keep the customer.

With the customer as the focus of its activities, it can be
concluded that marketing management is one of the major components
of business management. The adoption of marketing strategies
requires businesses to shift their focus from production to the
perceived needs and wants of their customers as the means of
staying profitable.

The term marketing concept holds that achieving
organisational goals depends on knowing the needs and wants of
target markets and delivering the desired satisfactions. It
proposes that in order to satisfy its organisational objectives, an
organisation should anticipate the needs and wants of consumers and
satisfy these more effectively than competitors.

Recent approaches in marketing include relationship marketing
with focus on the customer, business marketing or industrial
marketing with focus on an organisation or institution and social
marketing with focus on benefits to society. 


 New forms of marketing also use the internet and are
therefore called internet marketing or more generally e-marketing,
online marketing, search engine marketing, desktop advertising or
affiliate marketing. It attempts to perfect the segmentation
strategy used in traditional marketing. It targets its audience
more precisely, and is sometimes called personalised marketing or
one-to-one marketing.



Internet marketing is sometimes considered to be broad in scope,
because it not only refers to marketing on the Internet, but also
includes marketing done via e-mail and wireless media.






 

Additional types of
marketing research are:

4Exploratory research which pertains to research that
investigates an assumption.



4Descriptive research which, as the term suggests, describes "what
is".



4Predictive research meaning research conducted to predict a future
occurrence.



4Conclusive research is for deriving a conclusion by way of a
research process.



A market is anyplace where
goods and services can be exchanged:




4The Marketing Mix (The 4 P's): Product, Price, Promotion and
Place.



4Find the customer pain and cure it profitability.



4Marketing focuses on the needs of the customer - sales focuses on
the needs of the firm.



4Define the product by curing the customer pain then confirm the
market really exists.



4Marketing is not an exact science. It's a mix of data, trends and
gut.



A formal approach to this customer-focused marketing is known as
SIVA (Solution, Information, Value, and Access). This system is
basically the four P’s renamed and reworded to provide a customer
focus. The SIVA Model provides a demand / customer-centric
alternative to the well-known 4Ps supply side model (product,
price, placement, promotion) of marketing management.








	
      Product


	
→


	
  Solution





	
      Price


	
→


	
  Value





	
      Place


	
→


	
  Access





	
      Promotion


	
→


	
  Information









Elmer Wheeler has the probably the most famous sales line: sell
the sizzle not the steak.

If sales sells the sizzle then marketing figures out the cut.
Marketing is about customer needs, not driving sales. The
traditional foundation of marketing centres on the 4 P's: Product,
Price, Promotion and Place. These four components are essential to
any marketing plan.

 

Product

Before you can sell anything you need to define and build
something. The product or service is what you want to sell to
customers. The features, functions, look and feel need to be well
defined to meet your customer’s needs. Many a product has failed
because it was ill defined.




Getting the product or service right will require
understanding:

 

4What do the customer do now? Understanding the present state
will reveal gaps of

    opportunity. Ask questions about what the
customer does now. You will start to see places

    where a properly defined product can fit in.

 

4Who are the customers? If your gadget or service helps your
customer service their

    customers, then get to know their customers. How
do they use the existing product and

    what pain to they feel?

 

4Survey the entire ecosystem: This includes looking at
everything that might interact with

    your product. This can sometimes be tough but
strive for completeness since there are

    hidden gems to be found.

 

Price

Coming up with a price that is both profitable yet competitive
is an art. Most pricing centres around three methods:

 

4Cost Plus
Pricing: Cost plus pricing is just that. You figure your
cost and then add some

    percent margin on top. This type of pricing is
usually done with well established, commodity

    products. Industry norms usually dictate the
margin.

 

4Value Pricing:
Value pricing looks at the value to the customer. This value could
be the

    worth of each feature or how much the customer
saves by using your product. The trick

    here is to figure out what the customer values
and how much it's worth to them.



4Restraint Pricing:
Restraint pricing is determined by how much the market can afford
to pay

     and this is not a market that you want to
be operating in.









The Three Pricing Models:

 




	
Restraint Pricing


	
Sale price is determined by how much
the market can afford to pay. 


	
Avoid this model – don’t operate in markets where this
is required 





	
Cost Pricing





	
Cost + Margin = Sale Price


	
Base model for solvent commerce





	
Demand Pricing


	
Cost + Margin + Exclusivity = Premium Sale Price


	
Goal Model – where you’re the only burger joint in the
desert.












Competitors also have a lot to do with price; your product or
services price’ must be competitive or the value so significant
that your customers will pay the premium.

Companies can “price themselves out of the market" by poor pricing
practices.



Promotion

After product and pricing comes promotion. Traditionally, this
meant big budget, multimedia (print, TV) promotion campaigns or
roll outs. Now, the savvy marketeer targets their promotion to the
exact people that will buy (more on that in Target
Marketing).

Promotion is all about leaving the impression on your customers
that your product or service fills a need, cures their pain or
satisfies a want. The marketing message can be “in your face" or
subtle. Either way, it's all about leaving a positive (or negative
competitor) impression.

 

Place

Place is the market where you sell your product. Properly
defining the place takes more effort than you might think. Markets
are composed of submarkets. Those submarkets break into still more
sub-submarkets.

This goes on until you segment down to the individual - which
nowadays is easier to do.

We will deal more with place when we discuss Target Markets. Place
also includes competitors. A couple of items to take a look at
related to competitors include:




4Current Product
Offerings: Take a look at the present state of the market
and figure out

    what is out there. Try and narrow down the
features to their core. Then, expand from there.




4Competitor
Roadmaps: If you can get hold of them, see where they are
headed.




4Their roadmaps may be customer driven or maybe technology
driven but it should signal

    the direction they think the market is
going.

 

Start Where it Makes Sense - Iterate as
Required

There is no logical order to applying the 4 P's. Their
application depends on how you approach your product development.
Some companies only focus on particular places,

so place is clearly defined. Others might have technical expertise
in a product category. Wherever you start, you need to understand
them all. Iteration is part of this and will happen early and often
even once the product is well under development. It is a constant
so plan accordingly.

  

Market Types and Examples







	
 

Emerging Markets

 


	
 

Philippines, India, United Arab Emirates.

 





	
 

Middle-Ground Markets

 


	
 

Russia, Indonesia, Malaysia, Thailand, Vietnam.

 





	
 

Established / Western Markets

 


	
 

Unite Kingdom, New Zealand, Australia, United  States,
Canada, Singapore.

 


















 

 

 

 



To purchase the full version of this book, visit
www.entrepreneurprodigy.com
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