Entrepreneur’s

Sta't“p3®

BE YOUR OWN BOSS

3

FIVE
CRITICAL
BUSINESS
PLAN
ELEMENTS

AVOID

10 OWNING
YOUR OWN -

PITFALLS
TIPS FOR A
SUCCESSFUL
HIRE
=

3
r

‘ ';"‘ i \/ “" /
.

|252?4

02471

03>

|

FALL 20N
ENTREPRENEUR.COM

-




., .

&-PACKS
12:PACKS

Snoozeberry
Lullaby temon




P

HOW TO
BECOME

YOUR
BOSS

to sleepless nights. After graduating from college
during a recession with few job prospects, he was
tossing and turning one night when he came up
with the idea for Dream Water, a natural liquid
remedy for insomnia that he eventu-
ally developed and perfected. With
partner David Lekach, a former invest-
ment banker and fellow insomniac,
Porpiglia launched Dream Products
in 2009 and began selling Dream Wa-
ter in Duane Reade drugstores across
New York City. Today, Dream Water
is sold in 15,000 stores nationwide,
including Walmart and Walgreens.
While the private company doesn’t
release its revenue figures, Dream Products is on
track for 350 percent growth over 2010 revenue,
which was in the low seven figures.
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Getting there wasn't easy. “We had
to leave the security of existing jobs and
throw ourselves 100 percent into Dream
Water,” Lekach says. “We started with
a vision that we wanted to accomplish,
then we set goals that would make that
vision successful. Then we worked to-
ward meeting those goals. We had to eat,
live, breathe and dream about Dream
Water every single day."

Like Porpiglia and Lekach, scores of
people dream of leaving behind the limi-
tations of the corporate world to become
entrepreneurs. But starting a business can
be daunting, and many never get beyond
the dreaming stage. Want to start making

says Michael Hall, managing partner of
Fort Lauderdale, Fla.-based marketing
agency MediumFour. “The passion has
to be something instilled in you, because
you will experience many ups and downs
with business. If it comes to just being
about money, you have a better chance

have dealt firsthand with sleep problems,
and their research shows that 70 million
Americans share the inability to rest well
at night. That experience and knowledge
energizes them to get their product out
where it can help others. The first time
he tried Dream Water, Lekach says he fell

“If you’re just in it for the money

or the glory, it’s too much work

and you’ll give up much sooner.”
—David Lekach, Dream Products

actual progress on the path to entrepre-

neurship? Here are six steps to get you

moving in the right direction.

Check your passion.

It's not enough to simply want

success. Entrepreneurs who make
it are also passionate about their busi-
nesses. “Make sure you are not chasing
money, but you are chasing a passion,”

project or an idea.”

of giving up when things get rocky.”
Hall says the best way to determine
whether you're passionate about your
potential business is “if you get that tin-
gly feeling, or that ‘I could do this every
day’ feeling, when you are working on a

Porpiglia and Lekach are both pas-
sionate about Dream Water because they

asleep by 9:30 or 10 p.m., something he
hadn’t done since he was 15. "I knew this
was a fit for me because [ was excited
every morning to get up and work on

it," he says. “To be successful, you have
to have an unwavering commitment to

what you're doing. If you're just in it for

the money or the glory, it's too much
work and you'll give up much sooner.”

PREPARATION IS KEY

Startup advice for young hopefuls to consider

FOR ASPIRING entre-
preneurs, especially new
college grads opting to be
their own boss rather than
report to one, the task of
getting ready to launch a
business can be overwhelm-
ing. Consider these tips
from entrepreneurs who
learned how to position a
new business for success
from the start.

Get educated.

Prepare to take the
entrepreneurial leap by
learning about your future
business, whether it's
through graduate school,
technical training or read-
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ing and being a sponge
for related information.
Andrea Bloom, a gradu-
ate of Harvard Business
School and owner of Con-
nectWell, a provider of
corporate weliness pro-
grams based in Pleasanton,
Calif., attends alumni events
and panel discussions with
entrepreneurs, which, she
says, “provide ideas to
help you move forward,
rather than just corporate
business leaders telling you
something won't work."”
After Becky Ruby, owner
of Indianapolis-based
floral design shop lilly lane,
graduated from Butler Uni-

versity with bachelor’'s de-
grees in journalism and arts
administration, she worked
in the nonprofit sector
before pursuing her passion
for flowers, eventually earn-
ing a certificate from the
Chicago School of Flower
Design. When it came to
learning how to run a busi-
ness, she hired a coach,
Charles Polcaster, and never
doubted her talent.

Get “intrapreneurial.”

Thinking and acting
like an entrepreneur while
working for someone else,
also known as intrapre-
neurship, can be another

stepping stone to business
ownership. Take Peggy
Paul, founder of SheTaxi,
a website that provides
content focused on wom-
en'’s issues. While working
in corporate philanthropy.
she learned everything
from business planning to
the importance of a com-
pany board.

“| realized with SheTax|
that | needed the sup-
port and perspective [of a
board] to help me establish
clear objectives and stay
focused,” Paul says. “As an
entrepreneur, it's easy to
want to do it all; my advisory
team keeps me on track.”




Make a financial plan.

One of the most important ways

to prepare for leaving your job
and launching your own business is to
make a detailed plan for your finances
during the startup phase. Rohit Arora,
CEO of Biz2Credit, which helps startups
secure financing, recommends having
enough savings to get you through at
least nine to 12 months before getting
your business started.

“The first year is very important, when
all the money earned in the business
should be reinvested without the owner
needing to draw out any money as sal-
ary,” Arora says. He recommends waiting
about 18 months after launching before
expecting a regular salary check. During
the first 18 months, you can reimburse
yourself for operating expenses, but don't
expect to draw a salary consistently.
Otherwise, less money will be reinvested
in the business, lowering your long-term
prospects for growth.

In addition to planning and saving for

Get comfortable

with failure.
Michaela Conley of
HPCareer.net, a Wash-
ington. D.C.-based social
media company focused on
advertising careers in the
health promotion industry,
found that trial and error
offered some of the best
training to grow her busi-
ness as she learned quickly
from her mistakes.

On the other hand, Lynn
Griffith, founder of Wel-
come Events, realized she
was an entrepreneur after
she was fired from her 10th
job in two years. “| had a
total intolerance for work-
ing for people who | either
did not respect or did not
have the knowledge and
abllity | felt | had," says
Griffith, whose event man-

agement company is based
in Fort Lauderdale, Fla.
While you might not
want to go out and get
fired from your day job to
light your entrepreneur-
ial fire, the ability to seek
patterns of failure can lead
much more quickly to the
path of success.

Get out there.

In many ways, entre-
preneurship is considered
a contact sport. “You can’t
run a business sitting
behind your desk,” says
Denise Praul, founder of
Accurate Tax Management,
an Indianapolis-based tax
appraisal firm. “Get out
into the world and start
meeting people.”

Serial entrepreneur
Larvetta Loftin took that

notion a step further by
creating her own group,
Leading Ladies Internation-
al, because she believed
there weren't enough out-
lets to empower women.

Dava Guthmiller of Noise
13, a branding and design
firm in San Francisco, cre-
ated the Pow.wow Network
for women. She sought
out other entrepreneurs
to find talent, support and
potential clients.

Whether you join an
established group or create
your own, networking is an
important element for any
small business trying to get
off the ground.

Get fully committed.

Fear of starting a busi-
ness can be your worst
enemy, but don't succumb

your own livelihood during the startup

to it. Attorney Joan Cham-
pagne dealt with the "scari-
ness" of starting her own
firm by turning to a mentor,
who ultimately advised her
that the fear never totally
goes away and she'll have
to get used to it.

"I'm still adjusting. I'll do
what | have to do,” Cham-
pagne says.

“There's never going to
be the perfect moment to
start a business,” adds Kris-
tin Kuhlke Cobb, founder
of Cupcake, a Charleston,
S.C.-based specialty bakery.
“But, there are moments
you know you're fully
committed. If women can
manage a household with
kids, a husband, family, etc.,
beautifully, why can't we
run a business beautifully,
too?" —ERI! BERT
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phase, plan ahead for how you will fund
the business. Arora recommends seeking
loans for a retail business in which product
development does not take very long, and
seeking investors for a business that re-
quires a large upfront investment or a new
technology for which you expect to have
a patent. “In either option, bootstrapping
for the first year is key to have a better
chance of raising investment or loans,” he
says. “This also makes the business more
sustainable over a longer period.” For help
finding potential funding options, check
out websites like TakeCommand.org,
which offers a funding database with more
than 5,000 resources for entrepreneurs.
However you plan to fund the busi-
ness, keep costs under control and be
careful not to underestimate how much
money you'll need to get started. “You
don’t want to have to apply for a second
round of funding until after you have
proven that your company is viable and
has a prospect of growth,” Arora says. “If
you go back for money before having re-

OPEN
SOON

sults, it makes it look like you have either
not planned well enough or have squan-
dered the money. In either case, lenders
will be unlikely to give you more money.”

Get a partner.

While Porpiglia developed Dream

Water in 2007, the company
never really got off the ground until
Lekach joined the effort two years later,
bringing an additional set of skills to the
table. And once partners Adam Platzner,
chief brand officer, and Joseph Lekach,
vice president of business development,
came aboard, things really got cooking.

Working alone can paralyze many

would-be entrepreneurs, so consider
getting a partner or two to share the
workload and the risk. “No one is good
at everything,” says Matt Spradley, who

has launched three successful technology

startups and is currently CEO of image-
based electronic signature provider
Vignature. “Even if you are a jack of all
trades, there isn’t enough time for one
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person to do everything that is required
in a startup. It can also be really lonely
when you're starting out. It's you against
the world. You don't have the protection
of the corporation. Having someone in it
with you really helps with that burden.”
Rather than partnering with someone
who's just like you, look for someone who
complements your skills. For instance, “if
you are a techie, find a business partner,”
Spradley says. But because situations
(and people) can change, sign a partner-
ship agreement upfront that spells out
a vesting schedule and how a potential
separation would be handled.

Gather market support.

Give yourself peace of mind by

lining up customers for your new
business before leaving the security of your
job. Life and success coach Kristi Blicharski
recommends creating a list of all the people
who have been supportive of you and
contacting each of them personally—not
via mass e-mail—to share the news of your
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Check out our 0V 4 00 page
for more information about
purchasing your own franchise.

Visit v.da.cam to learn more.

Like our irresistible treats, mouthwatering eats and refreshing
beverages, the opportunity to become a
)Q Grill & Chill* or DQ* Orange Julius

franchisee might be just too good to pass up.

* 95% consumer brand recognition
* Flexible fioor plans and buildings
* World famous DO* treat and food items

* Award-winning national advertising
* Exceptional support services
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new venture. “Include anyone who has
sver said the) liked working with you or
would like to hire you if you were out on
your own,” she says. “Mention that you've
working with them and ask if they
one they know would be interested

If there are people on your list who
=2y be in a position to do business with
you right away, “contact them with a
sustomized offer and let them know you
would like to work with them, even on
2 wery small scale to start,” Blicharski
<2vs “Don't be afraid to be direct and ask
straight up for their business. Share your
enthusiasm. It's infectious.”
Small-business growth consultant
Zary Evans of DemGen, a team of special-
wzed virtual entrepreneurs, recommends
going beyond those in your network. “De-
velop a list of the top five [prospects] in
five different verticals you are looking to
pursue, create an introductory document
and work out a script of the main talking
points you want to get across,” he says.

ire __\,’\.).,i't" entnusiasim. |
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It’s infectious.”

—Kristi Blicharski, life coach

N——

“Call first and follow up with e-mail.” He
recommends setting specific goals such
as reaching out to 25 people, getting five
warm prospects, presenting two propos-
als and closing at least one sale.

There are other ways to get sales
in the pipeline, such as aligning your-
self with an individual or a group that
performs similar services and joining
them as an associate to “test-drive on a
contract or two,"” Evans says. “Then you
may simply join them, working indepen-
dently, but not alone.”

Devise a marketing strategy.

“The most important thing people

need to know when they leave a
job to start their own business is that
their success will not depend on how
good they are at what they do,” says Dov

our franchise opportumty

Ranked #26 among Entrepreneur’s Franchise 500* - New York Stock Exchange traded company

55-year track record + 1,830 showrooms + Category leader

There is no comparison.

12011 Aaron's. Al rights reserved

Contact Greg Tanner 678-402-3778 - aaronsfranchise.com
NYSE Listed AAN « $450,000 net worth to qualify.
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Gordon, a small-business marketing
strategist. "It will depend on how good
they are at marketing and sales.”

Unfortunately, when it comes to mar-
keting and sales, entrepreneurs receive
“boatloads” of bad advice from “experts”
in social media, telemarketing, network-
ing and public relations, Gordon says.

“The innocent entrepreneur invests
thousands of dollars and several months
with this or that method-specific expert,
and usually the results are far below expec-
tations,” he says. “Marketing tactics are like
plumbing, electricity or flooring. Before
you hire a plumber or electrician you need
an architect who designs the blueprint.
Fact is, it’s hard to find a good marketing
architect, but the marketing plumbers are
everywhere. They mean well, but they're
taking entrepreneurs for a ride.”

Rather than getting stuck on one
particular marketing tactic, take time
to develop a strategic marketing plan,
including regular marketing outreach, to

ensure your marketing time and money

is targeted toward your goals. “Good mar-

E-BOOXKS WITH HUNDREDS
OF IDEAS FOR GROWTH!
Entrepreneur® magazine's all-new e-books
offer fresh ideas, tools and solutions
to get your business growing fast. Order
now for quick, downloadable access to

marketing tips and information straight
from the experts!

Just $19.95 each

Order now at
SmallBizBooks.com/ebooks

Entrepreneur
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keting enables the entrepreneur to focus
her time, energy and resources on just
the people who are most likely to become
customers,” Gordon says. “Marketing

is really not about telling [people] how
great your products are. Good marketing
is based on a deep understanding of the
problem your customer has and doesn't
want, or the result they want and don't
have. When you focus your marketing
message on the customer's problem and
desired result, they notice and come over
and ask for more.”

Listen to sound advice—

and ignore poor counsel.

While you must avoid bad advice
that ignores the big picture of your mar-
keting strategy, a successful entrepreneur
will heed the good advice of those who
have been there before. “Just like the
things your parents told you when you
were a kid, lots of people, me included,
don't listen to the expert advice and take
the position that it doesn't apply to them.
Wrong," says Benjamin Sayers, three-time

“When you focus your marketing
message on the customer’s problem
and desired result, they notice and

come over and ask for more.”
—Dov Gordon, marketing strategist

entrepreneur and current CEO of VoIP
solutions provider VoIP Supply. “Mistakes
made in creating, building and growing
a business and the challenges faced by
entrepreneurs are all fairly universal.
Listening to experiences from others and
plucking from that what is relevant to
them can be helpful to entrepreneurs.”
To determine whether the advice
you're hearing is worth retaining, con-
sider the source and their experience.
Whether you're talking with a SCORE
counselor, board member, advisory
board member, attorney or your best
buddy, “qualify their expertise on the
subject matter and their recent experi-
ence in the subject matter,” says Susan
Schreter, venture finance expert and
founder of TakeCommand.org. “For ex-

ample, it's common for entrepreneurs to
talk to business brokers and other people
who might offer to help them raise eq-
uity capital for their business. Here, the
entrepreneurs who want to raise money
from angel investors must ask, ‘What
companies have you raised angel money
for during the last two years?’ If the so-
called advisor hasn’t ‘been there, done
that, move on to find someone who has.”
In addition to seeking out others in
your network who have been in your
shoes, Sayers recommends reading top
business publications and websites to
learn from case studies and examples. §

Corporate warriors turn entrepreneurs

Balancing work and family is a constant struggle. New Jersey business partners,
Pamela Maxwell and Kathleen Naurgle, were experiencing that struggle first hand,
while working in financial services for Merrill Lynch. As two parents with children in
day care, they witnessed how many child care options did not truly meet the needs of

working families.

The time was right for the two to pursue their real career goal: building a childcare

center that
opening a childcare

to review their business ideas.

rovided parents with more than just the standard “menu of services.” By
fgcullry, they aimed to empower women to be successful in their

careers while managing a young family. They decided to partner with Kiddie Academy*

franchising, based on the company’s engagement during their meeting and willingness

In December 2007, Maxwell and Naugle opened Kiddie Academy of Upper Freehold,
and they have achieved a stellar reputation within their community. Every family

Kiddie Academy of Upper Freehold (New Jersey) Classroom

includes educational programs that go
above and beyond the expectations of a
high achieving demographic. And their
commitment to being on-site every day
and building strong relationships with
their families has earned them tremen-
dous success.

Kiddie Academy provided them with the
curriculum support they needed to be

elped design a child-friendly building

receives the top notch childcare that was
promised to them upon enrollment. That

Erca[ from day one. Kiddie Academy also

Franchisees Pamela Maxwell and Kathleen Nougle
receive awardy at 2011 Annwal Conference

that continues to “wow” people who see
it for the first time. They attribute Kiddie
Academy with helping them achieve their
dream.

Considering a chan%c in your career
path? Learn more about Kiddie Academy
franchise opportunities at
www.kiddieacademyfranchising.com

or by calling 800-554-3343
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