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Foreword

Theo Paphitis

There are a few really simple reasons why I wanted to get involved with  Smarta.com and this book. Without any doubt this is a very exciting time to be in business. You can now start a business and take it to market quicker and with less money than ever before. Technology and social media mean you can tell the world about it with the click of a button. As such, starting a business is a viable option for more people than ever before.

The business world has changed beyond recognition and continues to change at a fast pace – but some things never change. In business, you never know what’s around the corner and the only certainty is uncertainty. What does that mean? It means you’re going to make a few mistakes along the way which, for all the advances in technology, will slow you down. For some people, unfortunately, those mistakes will be business critical.

Time and time again on Dragons’ Den I see the same problems holding back very promising businesses that will never fulfil their potential because the owner hasn’t the experience or know-how to avoid common pitfalls or look at the bigger picture to make necessary changes before they lose too much money.

That’s why I passionately believe the practical, real-world business advice Smarta provides is worth its weight in gold – both to those small business owners accessing it and to the UK economy which should benefit from seeing more businesses survive and ultimately prosper.

To be able to instantly access help and the insights of some of the best business brains in Britain is incredibly valuable – and would have saved me both time and money if Smarta had been around when I was first starting out.

You can’t underestimate the value of real business insight from real business people, either. If I want to bounce an idea around, who do I contact? Not a ‘business expert’ or ‘coach’ who’s never run a business themselves, that’s for sure. I go to people who’ve been there and know what they’re talking about.

Of course, I know many of you don’t have established entrepreneurial contacts or even people who are self-employed or running their own small businesses to turn to. That’s why I’m so proud to be involved in Smarta and this book in bringing together the thoughts, experiences and knowledge of more than 100 brilliant business people for you all to access.

I’m not unfamiliar with the world of business books, either. I’ve read hundreds of them as well as writing my own and featuring in several Dragons’ Den books. When I heard what Shaa and Matt had planned for The Smarta Way to Do Business, it was a relief to hear they weren’t about to write another book of business theory and rhetoric promising much and delivering little to actually act on, to sit alongside all the others gathering dust on the shelves of your local book store.

My advice to them was to keep it real and practical; pack it with entrepreneurs who know their stuff and businesses enjoying success right now; and to make it modern, relevant and something readers can act on.

I’m delighted they’ve delivered just that – and that’s why ‘I’m in’. Enjoy!
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Introduction

Been there, done that, DOING IT NOW

OK, let’s great straight into this. We like you already. We’re excited you’ve picked up this book. We’re delighted you want to start your own business and learn some exclusive insider tips on how to make your existing business really smart.

Why? Because we’re 100% convinced that now is the most opportunity-rich time there’s ever been to be in business. We think business has changed and is continuing to change fast – and that it’s changing in your favour.

A new set of business rules has emerged favouring a generation of switched-on, networked and hungry individuals who are empowering both themselves and the consumer with a new type of business that’s altering the business landscape beyond recognition.

Individuals like you. People who are smart enough to realize that working for yourself is not just preferable to working for someone else, it’s increasingly viable. We call you the ‘do-ers’. People who don’t just talk about starting a business, or moan about how much they hate their jobs, they do something about it.

If you’ve always thought about starting a business and haven’t quite summoned up the courage to do so, it’s time to stop procrastinating over a decision that inside you’ve already taken – just get on with it. Ask yourself whether you’re happy doing what you do. Like really, really happy, not merely quite happy or happy as in you like the people but not the job. Do you start Monday mornings buzzing about the week ahead, or have you already got an eye on Friday?

“ Time for some tough love ”



Time for some tough love: you really need to stop dreaming about what you might do and start doing what you  should do. There’s love in the toughness though, because we know there’s never been such an opportunity for you to achieve the life you long for if your heart’s really in it. More and more smart people are following their hearts and making their dreams of working for themselves come true and they’re no different to you. Whatever your excuse, it’s time to stop making it.

At Smarta we’ve interviewed hundreds of big-name entrepreneurs and we speak to thousands of business people every week. That’s why this book is for  you. It’s written, by people like you, and it’s full of stories and advice from people like you.

People who once felt the same cocktail of excitement and trepidation as you inevitably do at this moment. People who also had jobs that were a means to an end, families to support and debts to pay. People who didn’t necessarily have the experience, skills or qualifications, but who, when they realized the potential positive impact of running their own business, embraced those opportunities and made them happen.

“ The business people in this book have been there and done that – or are selling the t-shirt”



The business people featured in this book have been there and done that – or are doing it now. If they don’t already have the t-shirt, it’s because they’re busy redesigning it ready to sell on at a profit.

At Smarta we believe there are only two ways to learn: by your own mistakes and from other people. That’s why this book isn’t full of business school textbook theory and management strategy, it’s crammed with real-life, practical advice straight from the people who know best: smart business people who’ve build smart businesses.

We’ve mined the best brains in business for your consumption because we believe business advice in the UK has not yet capitalized on its most valuable business resource: the knowledge of its entrepreneurs.

None of the entrepreneurs and business people featured in this book were paid for their advice. They agreed to take part for one simple reason: they share Smarta’s ambition to bring together in one place the collective wisdom of the UK’s best entrepreneurs and make it accessible to all.

As a result, you’ll find vastly contrasting views on the same subjects – and that’s the point. There’s no one way to do anything in business and we won’t pretend there is. Instead we’ll collate all the different ways we see small businesses working at the moment and frame them in the context of how we think the business and economic climate is evolving.

This book has been a collaborative project with more than 120 contributors offering their insight over an 18-month period. In a way that couldn’t be more representative of how we think the smart businesses of tomorrow will work and how we, at Smarta, see our role in the business community.

We hope you enjoy the book. Join us online at Smarta.com to access more free business advice and entrepreneur interviews like you find here – but also to contribute your own experiences to Smarta and meet and connect with like-minded business people.

The smartest business owners realize that while individually they’re good, collectively they can move more quickly and achieve more. That thought process underpins this, the first Smarta book.

Read it, tell us what you think about it and how it can be improved, then tell us your story – and you never know, you might well feature in the next edition.




Part 1

The smartest businesses will start this decade




1.1

New world order: All the rules have changed

“We’re going through a revolution again. There is another transformation happening. The costs of starting a business are being decimated again, the speed at which you can bring something to the world is increasing in speed again. Thus if we can do the whole thing much faster and cheaper we’re going to be able to do different businesses in different ways. There’s a new way to start a business coming – it takes very little time, very few people, very little capital and can be profitable quite quickly. Thus the rules are about to change again.”

—Doug Richard, School for Startups and Dragons’ Den



“This is a great time to start a business. Everyone is looking at things differently, seeking fresh answers or a new approach. Consumers want great value or originality and investors are looking to back great passion, commitment and ingenuity – plus there are some great deals to be done out there as suppliers compete to service your new business. If your idea is strong, and your determination levels are high, the future is very exciting.”

—Sophie Cornish, Not On The High Street 



“The last decade has seen a cultural shift. Starting a business has become more accessible to more people, particularly those with drive and a desire to succeed. There are more role models inspiring people to think ‘maybe I can do that too’.”

—Peter Jones, The National Enterprise Academy and  Dragons’ Den



If there’s one thing all the entrepreneurs Smarta speaks to have in common, it’s that they’re all thoroughly energized and excited about being in business right now. Oh, and they’re impatient. They can’t sit still because they want to get moving. They don’t have enough hours in the day or days in the week for the ideas in their head because they realize what opportunity-rich times we find ourselves in.

Smarta’s excited too and our belief that we’ve entered a new, exciting time for business was our main reason for writing this book. Reject, ignore and banish any notion from the national press, politicians or even business lobby groups of doom and gloom, economic hardship and credit crunch. We’re not denying any of those things, we’re just not – like all the smartest business people right now – distracting ourselves with them either. The truth is, for the people starting exceptional businesses, the economy is irrelevant. Yes, we said it – and yes, we stand by it.

Make no mistake: this is a phenomenally exciting time to be starting or running a really smart business. If you’re thinking of starting a mediocre business we might be more cautious. But if you want success badly enough then you genuinely have never had so many opportunities to make that happen. And it’s never a bad time to start a great business.

The world has changed. The rules have changed – and we promise you, they’ve changed in your favour. Whatever the state of the economy and the national debt and whether or not we’ve got stealth taxes, deficits and cost-cutting coming out of our ears, business is open for trade like never before.

What do we mean when we say everything has changed? We mean everything. Again, forget the ‘business world’ for a moment – that’s rarely where the best businesses are dreamt up, after all.

Instead, focus on the world around you. In the past few years it’s changed immeasurably. Compared to ten or even five years ago, the way we work, play, communicate, consume, earn, spend, borrow, save and take in our news – these have all changed unrecognizably.

Every raw function of our everyday lives has been touched by the emergence, convergence and development of technology and the internet. These innovations have changed not just our functions but how we form opinions, express opinions, our expectations and our desires.

The hurtling pace of change shows no sign of slowing – and yet this is only the start. The internet has only been in most of our lives for 13 years or so. It’s barely a teenager with spots, for heaven’s sake. Imagine its potential when it’s fully grown up and graduated.

The smart businesses out there are already busy keeping up with this new world, adapting and tailoring their products and services to its ever-evolving demands, while the even savvier are constantly looking to push, lead and help influence the future by pre-empting consumer patterns. These businesses aren’t pushing products at consumers, they’re using social media to hear what products consumers want and then providing them. Welcome to the new world order.

As the consumer demands more and more choice, we’re seeing more and more flexible, small businesses serving the niche markets that cumbersome big businesses are too languid to service and too archaic to identify. Next time you see a household brand collapse, as sad as it is for the employees, ask yourself how many were actually catering for their former customers’ changing needs. Not many.

And for every monolith that crashes into the wasteland there are opportunities aplenty for small businesses waiting to pick up the crumbs and do a superior job. Technology isn’t just fuelling the crash of big businesses, it’s powering the rise of small businesses as well. And here’s where the rules have changed in your favour.

All the costs of starting a business – which for years have been prohibitive to those without money and given the power to those with money – have all but been eroded. The fundamental and crucial components you need to start and establish a business are, by the day, becoming almost free.

Serious barriers to entry such as the cost of building a website or hiring a developer and a marketing executive, which even three years ago might have cost £50,000 – £100,000 – have now almost disappeared.

Brilliant ideas which could have become billion-dollar businesses but never got past a failed bank loan application now don’t need that bank loan. Their founders can start growing that business regardless and then prove they’re worth investing in once they’ve established a customer base.

You can turn yourself into an expert and a respected brand on Twitter, build yourself a website on WordPress, start trading globally on eBay and hire your first employees without spending any real money or even thinking about an office – and all before you’ve even quit your day job. Do you know what? You might never quit your day job!

There isn’t one path any more. The options aren’t few and constrictive, they’re many and empowering. There’s no one way to start or run a business any longer. Instead there are many ways and you’re free to choose the one that’s right for you. Business has been democratised. You don’t need to be skilled, you just need to put the time in – and you no longer require vast sums of money either. In the new world order of business, skills are cheap and passion, knowledge and time are the important currencies.

“ You’ll always have multinationals, but there’ll be fewer of them. For every 200-employee business there will be ten 20-person companies working more flexibly and creatively”



Collaboration has replaced obsessive and defensive competition. We no longer see ourselves as one person or one small business fiercely competing against all the thousands of other businesses. Instead we’re starting  – or at least the smartest businesses are starting – to work collaboratively with other small businesses.

More businesses will form alliances, if not full joint ventures, with other small businesses, whereby you can work together for the shared, greater good rather than competing with each other. The successful entrepreneurs of this decade won’t be hard-nosed sales tycoons or, contrary to popular belief, social media gurus, but simply people who understand people.

Those leaders who stay close to their customers, their staff and their partners and build powerful relationships with all three will prosper and be those most able to capitalize on change.

The business landscape will change still further. There will be more small businesses and fewer big businesses. Obviously you’ll always have the multinationals, your BPs, your Tescos, your BTs, but there will be fewer of them. For every 200-employee business there will be ten 20-person companies working more flexibly and creatively, in terms of both how they do business and how they do their work.

Of course, not everyone who starts up a business will survive. Opportunity ensures nothing. With the explosion in opportunity and the number of small businesses, the need to be exceptional at what you do only intensifies. Being exceptional will be the benchmark for business success in the 2010s, whether you’re big or small, well established or a day old. Be exceptional and people will want to work with you and spend their money with you.

“ Being exceptional will be the benchmark for business success in the 2010s. To be exceptional you have to go over and above what other people are prepared to do”



To be exceptional you have to go over and above what other people are prepared to do. So success depends on whether you’re prepared to go the extra mile in customer service or put in the another hour on a Sunday night, on how you treat your employees, partners and customers, on whether you’re able to think innovatively and embrace change.

“You have to work with uncertainty and embrace it as an opportunity to get ahead”



The only certainty in business now is uncertainty – but you have to work with that uncertainty and respond to it as an opportunity to get ahead.

The truth is, what we know today could be completely outdated in a year’s time. There are people who still cling to the belief that what worked in the 1980s and 1990s and made them successful will carry on working now. In some way they might be right, but as a whole what’s working now won’t work in two years’ time and you’ve got to keep adapting.

WWW

Read the predictions of 30 top entrepreneurs:  www.smarta.com/business-brains



If there’s one thing you won’t find from the entrepreneurs and business leaders  offering advice in this book, it’s predictions about how the business landscape will look in 10 years’ time. Why? Because they don’t know. But what they do know is you can’t look to the past either. You can only chase the future by embracing the present.
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1.2

It’s never been easier to get ahead

“What we’ve got to get away from is this idea that entrepreneurs are better than or different to business people. An entrepreneur is that person who goes out and risks their own money and their own time and energy in a private endeavour, and anybody can do that.”

—Tim Campbell, Bright Ideas Trust



I believe every single one of us have entrepreneur qualities within us, it is just the entrepreneur within can remain dormant all your life. Entrepreneurs just happen to activate what everyone has already got.”

—Sahar Hashemi, Coffee Republic



“Anyone starting a business today can take advantage of all sorts of technology at a reasonable cost. It’s much easier to work on the move and communication channels are very cost effective.”

—Peter Jones, National Enterprise Academy and  Dragons’ Den



“In America being an entrepreneur is encouraged. It happens less in the UK. So I think we just want to say you can do this: you can have an idea, you can launch it, especially if it’s web-based. It’s never been a better time to do that because it’s affordable and somewhat recession-proof because your costs are very low.”

—Ryan Carson, Carsonified



Let’s get one thing clear: you can start a business and you have as much chance as succeeding as the next person. Even if you don’t have an idea yet, take confidence that the playing field has never been more level.

Encouraging though it is, this isn’t news. Two of the bestselling business books in recent years, by our friends Sahar Hashemi and Duncan Bannatyne, have taken the title Anyone Can Do It and demonstrated how anyone, from any background and without any formal business training, qualifications or training, can apply themselves and achieve astonishing levels of success.

We know this and the business world, as highlighted by Smarta.com, is increasingly full of brilliant, inspirational stories of people who’ve battled against the odds to achieve business success. Not everyone will succeed in business, of course. But for the first time, the opportunity to work for yourself and monetise your talent is open and accessible to all.

“ Everyone can start a business or monetize their life outside a traditional salaried job”



While technology has completely reconfigured key business functions, it has also led a cultural and ideological shift. More people now believe they can start a business and more people want to. In the past they might have wanted to do, and in practice actually been capable of doing so, but for whatever reasons felt it was beyond them.

For decades, one of the chief psychological barriers preventing many more people starting their own business has been the perceived level of risk involved. While embraced by true entrepreneurs, risk is something generally associated with danger for most people and so best avoided. And let’s face it, most of us aren’t risk-takers. Happily, many business people aren’t either. Fortunately then the costs of starting and marketing a business have become so low, what might once have felt like an almighty gamble is now much more of a calculated risk.

Ten years ago when the Tomorrow’s World notion of starting a business for next to nothing in a matter of minutes with just a laptop and a mobile started to emerge, it was at best fanciful and worked better as iconography than in reality. You couldn’t make a decent e-commerce website for under £20,000 and while you might be able to work from home and on your own, you were in trouble the minute you left your phone. It simply wasn’t real life.

Now the financial cost of starting a business and the skills needed have also transformed. Now the notion of making your own website is an acceptable one without the caveat ‘but only if you’ve got pretty damn impressive HMTL skills’. It’s a given anyone can have a go at doing it. We’re beyond early adopter stage. Setting up a website now isn’t only for techies who understand the potential and know how to use the technology. We are at the next stage where the tools are legitimately useable for those who try.

It’s also too simplistic to say that anyone on the demographic fringes previously restricted by cost and time, such as those with children, those with low earnings and students, are now more likely to start businesses. While it’s true that they undoubtedly benefit from the advancements and shifts we’re seeing, the benefits are empowering for everyone.

“  Whoever you are, you can harness the power of social media to make you more productive, become more competitive and help you secure more customers”



More than anything, technology has created a belief: an entrepreneurial or enterprise mindset, shared by more people than ever before. Whether you’re 21 or 51 and running any type of business, you can take advantage of the new tools and opportunities open to you and harness the power of social media and its various gadgets and widgets to make you more productive, become more competitive and help you secure more customers.

What you need is a mindset that embraces the opportunity and doesn’t stand still, ignore the potential or be scared off by any obstacles. The real shift is the drawing of a new starting line in the sand, the levellad in business was not stopped from doing so, undoubtedly it remained harder for some than others. But now skills are cheap and ideas and knowledge are valuable. With many of the traditional obstacles removed, anyone with the intellectual property and entrepreneurial mindset can succeed.

In addition, whether it’s been statistically proven or not, it’s now widely perceived to be safer to start a business than it was in the past. ‘Starting your own business’ is the number one career choice of young people under the age of 23. Given that we    institutionalize people through education, and more often than not parental guidance, to pick a safe and earnest career, that’s a quite a compelling fact.

Jobs for life certainly don’t exist any longer. So if there isn’t a safe job, what’s the next safest thing you can do? When you work for yourself you’re in control of your own destiny. You are responsible for whether something succeeds or not. As the costs of starting up fall and the need to borrow diminishes, so does the level of risk. People of all ages are seeing starting a business as an equal career choice to becoming an accountant or a lawyer or any other career where ultimately your performance doesn’t necessarily dictate how secure your income is.

Starting a business has growing appeal for all ages. Those towards the end of their traditional careers are beginning to see it as an opportunity to utilize all the skills and experiences they’ve picked up to earn money for themselves and take on a new challenge. Young people tend to have fewer responsibilities and see running their own business as a viable career option that’s just as valid as becoming a teacher or a lawyer. Given that the average student debt now tops £23,500, there’s certainly a case for it being a cheaper option.

Welcome to the enterprise nation.
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1.3

Age of the individual

“We’re entering a land-grab of expertise. Each individual has the opportunity to be the brand or nexus around something.”

—Doug Richard, School for Startups and Dragons’ Den



“It’s about doing everything you can to illustrate that you’re the expert and you really know what you’re doing – show people why they should be doing business with you.”

—Matt McNeill, Sign-up.to and eTickets.to 



“Your personal brand and your business brand will be very closely linked, and your actions should be driven by your core values. As such, when you communicate your values through what you do, those people with similar values will be attracted to you. Of course, the same goes for attracting customers!”

—Alexia Leachman, Blossoming Brands



This is the age of the individual. It’s now perfectly possible to take your passions, expertise or expensively earned qualifications, whatever you know a lot about and can inform or entertain other people with, and build a financial world around them. We’re not claiming you’ll make yourself a millionaire by doing that – we think that will happen to a handful at the most – but we do think if you’re good enough and work hard enough you might make a decent living; or, crucially, you’ll do it by working for yourself than you work taking someone else’s orders. That’s quite exciting, don’t you agree?

How do we propose you do this? You take whatever the niche is that you know most about and build a personal brand around it. You become known. You become the place to hear, find out, trust and buy. You become the person people think of first when they think about that subject. You’re who people recommend.

You make content around your passion and knowledge – blogs, video blogs, photographs, webchats; you use social media networks to engage in conversations around your chosen subject; and you work non-stop to make your content the de facto destination for the latest advice, comment, news, gossip and anything else.

Let’s be clear, we’re not talking about churning out a couple of blogs here. The idea is that you work harder than anyone on the internet in your niche. Really. Harder than magazines, newspapers and television do in the same area. That’s why you need a niche: focus on something that the mainstream don’t do justice to and you can, for all the people who, like you, wish there was more great content for them to consume.

“ Work harder than anyone on the internet in your niche”



Your content has to be exceptional – not necessarily in terms of production quality, but in the value it delivers to people who really care about the subject you share a connection with. The more passionate your content is, the more stripped down and in depth it is, the better. For this to work you have to be producing something original and authentic. Faking it just won’t wash: people will see through you and you just won’t be able to create content that’s good enough.

You also need to know how to push your content. You’ll need to drive all the social networks and media spots hard. That’s not just about sending out your content, either. It’s about engaging in conversations, debates and arguments that are happening in your niche, whoever is having them and wherever they’re going on. You need to be proactive in finding them and then play an influential role. Likewise, you need to be on call as close to 24/7 as you can to be helping people out and answering any questions they have that they expect you to know the answers to.

Sounds like hard work, right? Well, it will be. But at least it’ll be your own hard work, for you. And depending on how well you do it, fairly quickly you’ll start to gather a very healthy brand and a set of followers who see you as a ‘super editor’ or ‘knowledge centre’ for your subject.

This following – your tribe, as it’s been dubbed – is how you’ll eventually make some money for all your hard work. There’s a school of thought that you should grow your tribe first and look to monetize it later by building product around it and working with affiliate marketers to draw revenues from the audience you attract. The jury appears to be out about how realistic that is and for how many people.

However, it’s more than conceivable that should you hustle your way to the top and genuinely become the main authority on the web for your chosen subject, there would be numerous ways to make that a lucrative accolade. But, how many niches are there up for the taking and what are your chances of usurping the incumbents?

“ In an economy where skills are cheap and knowledge is priceless, those with the knowledge have exciting opportunities”



Well, never say never, but we suspect the rewards won’t be so great for being the 72nd UK authority on stamp collecting. That said, if stamp collecting was your passion and you started a company selling stamps, doing all of the above – even if you only rose as high as 72nd in the ranks – wouldn’t be a bad idea. It would certainly be a lot more productive and better value than taking out advertisements in stamp magazines, local newspapers, office windows, with Yell or buying pay-per-click advertising as your other options to attract customers.

Plus your tribe, no matter how modest, would also have a longer-term, recurring value in terms of repeat sales and personal recommendations.

Just because you’re building a world around you and for almost zero cost, you shouldn’t stop looking to grow with the help of others. Indeed, you absolutely should seek others to help you get ahead quicker. This doesn’t mean employing people, but looking to swap skills and resources with other individuals and, if there is any resource available, outsourcing work.

The small business world is fast becoming a vibrant hub of individuals exchanging and trading to help each other get ahead without the need to burden themselves with the cost of employees. Businesses will never stop needing people, but increasingly many can now cope without employees.

Don’t just think about how you can broadcast your expertise, but how you can trade it and use as a bartering tool to get ahead. It doesn’t mean you spend your time slogging away for other people – that would defeat the purpose of working for yourself. Instead it means getting connecting and networking hard with other small businesses so you can share skills, make bulk orders together, collaborate on marketing campaigns.

Landgrab A race to secure market share. Especially relevant to a new market.

Tribe A brand or individual’s passionate band of customers, fans or supporters, usually online and thought social media websites.



Building a personal brand should be the most public thing you ever do. And the more people you can feed off, the wider known and more powerful your specialist knowledge will be.

The principal shift in business rules would be the same as well: instead of deploying your skills or knowledge for someone else’s benefit, you’ll be working for yourself.

In an economy where skills are cheap and knowledge is priceless, those with the knowledge have exciting opportunities ahead. The landgrab to become the expert in your niche might already be well under way, but unlike the battle for market share in the past, it’ll be your expertise and ability to communicate through social media that will mark out your chances of success in the new world order of business.
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1.4

Social media = business

“I am a social media evangelist. I think it’s a wonderful way to communicate. I blog, I tweet, I have my Facebook page, my BlackBerry is at the end of my fingers all the time. In the old days I had a secretary and 50 people in the office and I didn’t even know how to turn a computer on. Now, I’m always checking in. I’m lost if I don’t have ... In fact, where is my BlackBerry?”

—Lynne Franks, B.Hive



“You need to understand social media. You still need good content, you still need to have a clear message, but the context has changed – and that’s all. People can get very confused and place too much importance and significance on it. You need to understand that a lot of the principles remain the same. The marketing mix is what’s changing.”

—Sam Conniff, Livity 



“Social media has allowed me as a business person to be honest and bring some sort of new-found honesty to business. Businesses can’t hide any more. If you choose to hide, someone who’s not hiding will elbow themselves to the front.”

—Brad Burton, 4Networking



“The way to think about it is that if you have a website, what are the different ways I can get people to my website? So how do you use things like Facebook or LinkedIn or Twitter to market your products and services?”

—Ashley Friedlein, Econsultancy



Note the lack of the word ‘marketing’ in the title of this chapter. It’s no mistake. Social media is business – not marketing. We’re passionate believers that social media is the single biggest driver of the way business has changed over the last two years and that it will continue to catalyse change in the future.

Social media is business, unequivocally. There’s not a business that shouldn’t be using it in one way or another, certainly not a business owner that shouldn’t be – indeed, the smartest business owners and business people are already putting social media at the heart of their businesses.

Before you write us off as raving social media evangelists, let us explain why. We actually think social media is a bad name. Social media would be far better understood if it were called ‘collaborative business’ – because that’s what it is. If it were called that, people would immediately think of it as a business tool and shed all connotations of it not being serious or even not for business.

“ ‘Social media’ would be far better understood if it were called ‘collaborative business’”



Social media is serious and it’s also here to stay. Social media is the next generation of business communication and is powering the next phase of business collaboration. We progressed from riding a horse to travelling by cart to a car to a plane. In the same way, social media is a natural development of our ability to communicate. It has many far-reaching powers, but it’s no more complicated than that. It’s just a newer, faster, easier way of communicating that lets us interact with more people simultaneously, build relationships more quickly and amplify all the good things that we’re doing.

Every business can find a way of using social media better, whether it’s finding, understanding, keeping tabs on or interacting with its customer base and competitors, doing research and development, a bit of marketing, developing powerful business relationships or being proactive in dealing with a crisis.

Whether you’re Nestlé in the middle of a PR disaster and using social media effectively as part of your response or a hairdresser using it to tweet when the snow means you’ll have to cancel half your appointments or putting out a special offer for your customers, social media has quickly evolved as the No. 1 business communication tool. It’s real time, it reaches more people than anything else on the planet and, bar the time you put in, it’s free.

“ social media has quickly evolved as the No. 1 business communication tool – it’s real time and it reaches more people than anything else on the planet ”



When we look at the changing face of business, social media is arguably the key driver in lowering the barriers to entry and levelling the playing field between large and small companies. We believe it should play such an integral role in the way you shape your business that social media is woven into many of the chapters of this book. However, there are also specific chapters examining how smart companies are using it well and how best to use, what in our opinion is the daddy of all business social networks, Twitter. It’s also worth checking out the chapters on collaboration and networking, which have a strong social media slant.

For now though, let’s focus on just why social media is so important, for any cynics out there still convinced it’s not really for them. How can we say that with such self-assurance? Easy. We just keep coming back to the same old argument: because your customers use it.

Yes, even yours. Unless, that is, you honestly think your customers aren’t one of the 500 million Facebook users or 165 million Twitter users or 75 million LinkedIn users or responsible for any of the 200 billion videos viewed on YouTube every single day.

It’s hard to believe you couldn’t be convinced by these stats, but just in case you aren’t, how about getting your head around this: 71% of the global online community used social media during March 2010 alone. It’s estimated a mind blowing 859 million people are using social media. Quite simply, your customers are among them – and we guarantee by the time you read this, the figures will be out of date and larger again.

WWW

Read more about social media at www.smarta.com/social-media.



Collaboration Working together with one or more other like-minded companies or individuals to achieve shared goals.



Social media has changed the way we behave as customers, clients and consumers – and so it has to change the way we behave as businesses. Fortunately all of this change is to your advantage and empowering you to build products and deliver  services your customers really want, and to find new customers far easier than ever before.

There’s no disputing it, even if you’re only listening to Twitter and Facebook you’re better informed as a business owner about your customers’ behaviour. In turn, there’s a strong case that almost every business should have a blog and be on at least one (and almost certainly more) of Twitter, Facebook, LinkedIn, FourSquare, Flickr or more trade-specific sites such as Trip Advisor.

The case looks even stronger when you consider the disadvantage of not being on there, not having profile in front of your customers, not listening and being aware of what your customers and competitors are saying in your market place – as well as missing out on the personal profiling and networking opportunity social media offers.

In truth, you can’t afford to ignore social media. Your entire business reputation is likely to be made and judged on it. Only 14% of consumers trust ads, yet 70% trust bloggers. 78% value personal recommendation above anything else and are willing to pay more for products rated highly by others. Social media is fundamental to business success in the modern world and will only become more so. That is why it’s not ‘marketing’ it’s just ‘business’
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1.5

Why big really isn’t always better

“The best companies think big, start small and move fast.”

—Julie Meyer, Ariadne Capital



“In a big company, you get to do one thing – in a small company you get to do absolutely everything. You learn an enormous amount, and you have responsibility for everything. You also don’t have to go to any one else for decisions, so you can move really fast, do your own thing, have a bit of fun, make a few mistakes, and learn a lot along the way. It’s been a good ride.”

—Dave Wallwork, Feel Good Drinks 



“For us to put a book together, from concept to being ready to go to print, costs in the region of about £10,000 – whereas some of our competitors who are much bigger put the same sort of book together for around £40,000. So being small, having a very small team, outsourcing everything and finding good people who work reasonably cheaply has been the key to really cutting our costs.”

—Tremayne Carew Pole, Hg2 (A Hedonist’s guide to …)



On the rare occasion you see a story about small businesses in the media, you can guarantee it’ll be the same doom and gloom about how hard it is running a private business, how difficult it is to access funding and how the government is taxing the life out of profits and investors alike.

We’re not denying any of that (and we’d like more breaks for small business owners), but what you’re not seeing publicized is how this is also a fabulous, opportunity-rich time to be running a small business. While the economy has nose dived, the technological and cultural shifts of recent years have been to the advantage of small business owners savvy enough to take advantage.

As we covered in the last chapter, the emergence of social media has levelled the playing field, giving small businesses access to marketing opportunities they could previously only dream about.

This means that, along with lower production costs to launch websites and make content, it’s not just cheaper to start a small business, but more viable to stay small, nimble and extra flexible for longer. There are now alternative ways to take on employees, which means you no longer require offices to seat them in and can deploy your resources instead on building better products and services and chasing bigger deals.

“ It’s not just cheaper to start a small business, but more viable to stay small, nimble and extra flexible for longer”



What is more, the growing appetite among small companies for collaborating formally and informally to catalyse their reach, buying and bidding power, access to skills and specialist resources is eating every day into the competitive advantage that money traditionally brought big business.

We’ve also seen a strange dichotomy that as fast as we move forward technologically, we’re also reverting to the past in our desire for the local, authentic and real. We’ve grown tired of faceless organizations, call centre robots answering our specific questions with generic answers from a script which translates into 19 different languages and the dubious ethics behind corporate brands that answer to no one.

More than ever, consumers want to be treated as the individuals they are, to be listened to, to be made to feel special and to perceive they’re receiving value for their spend. What is more, for many purchases they’re prepared to pay a fair price for value as well – even if they’re on a budget, price alone does not dictate many people’s  buying decisions. Consumers are increasingly demanding trust: they want to know about the people behind the companies they buy from, how their products are sourced or manufactured and about the business’s ethics. They want to be able to ask questions and to get responses.

It’s not only consumers who feel this way, either. It’s employees as well. More top earners are leaving corporate roles and, if they’re not starting their own business, are taking jobs in small companies where they’re treated like individuals not numbers, feel they’re listened to, and where they’re making a compelling contribution and are rewarded not with a bonus but with a slice of the profits they’ve directly helped earn or shares in a company they’re helping to grow. Alternatively they’re opting for careers in social enterprises, where their work benefits not them or any individual but a cause.

Somewhere in the pursuit for ultimate efficiency and scalability, big business – with very rare exceptions (stand up John Lewis Partnership, we applaud you) – forgot all this. Once you’re that cumbersome, languid, tied up in bureaucracy and indebted to shareholders, it’s pretty damn difficult to change.

Small businesses have no such excuse. Provided that they’re listening to consumers and even more carefully to the specific needs of their customers, they could be capitalizing on all of big business’s failings.

The rush to get big is overrated. A loyal and engaged customer base which repeat buys, and can be gradually convinced to make larger transactions, is almost always more valuable than a large number of one-off sales. And it’s always more economical. Attracting new customers costs money and takes time – two things you won’t have as a small business.

“ If you’re small, flexible and taking advantage of the emerging technologies at your disposal, this is a truly great time to be a small business”



Smart small businesses flaunt their size. They lure customers by being personal or local or specialists. These are your killer advantages as a small business and where your larger counterparts can’t compete, so accentuate at every opportunity. Build relationships with customers and, as you would in any other relationship, keep it fresh and exciting by acts of kindness and spontaneity. Give customers more than they expect when they don’t expect it. Over deliver. Don’t saddle yourself with excessive costs in doing so, just anticipate what will turn a satisfactory transaction into an enjoyable and memorable one. It could be as simple as remembering a client’s birthday or putting a packet of sweets in with an order.

Scalability The measure of a small business’s potential to expand based on its current model.



Move quickly where others can’t. It takes big businesses months to launch a marketing campaign, from the signing off of funds to the recruitment of an agency, conception of a plan, booking of media and execution of concept. When campaigns cost  millions, you take the time to get them right. You might not be able to afford million pound media, but in turn you can react to breaking incidents.

You’re agile so use it to your advantage. During a tube strike in London in 2010, savvy independent restaurants had mailouts hitting their travel weary customers’ inboxes offering one-off lunch discounts to cheer them up. The smallest of gestures can get you recognised and remembered. The smartest small businesses are always on the look-out for opportunities to impress. They’re quick, nimble and always ready.

If you’re small, flexible and taking advantage of the emerging technologies at your disposal, this is not a bad time, as the press would have you believe, but a truly great time to be a small business.
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Part 2

What smart businesses do




2.1

Become the exception by being exceptional

“With every new business we start, we have to make sure there’s a point of differentiation – if there isn’t, then we don’t do it. For us, it’s about four things: vision, passion, irreverence and freedom.”

—Al Gosling, The Extreme Sports Company



“We made sure we were unique. No other business in the world is offering natural male grooming products.”

—Simon Duffy, Bulldog Natural Grooming



“The first thing I look for in a business is something that excites me. Will it make we bounce out of bed in the morning because I’m excited or make me bounce back into bed because I’m bored?”

—Theo Paphitis, Ryman and Dragons’ Den 



“James Dyson didn’t do what most designers or innovators do – license or sell their design and move on. Instead, he turned himself into a ruthlessly effective businessman and then was able to capitalize on the product himself, globally. If you’ve got something which is unique and different, you can charge more for it. So he was able to make gross margins that all his competitors would die for.”

—Richard Needham, Dyson and chairmam of Smarta



Smart businesses are exceptional. They exceed expectations. They go beyond the standard, they surpass the norm; they’re loved, they’re respected and they’re copied. But most important, they’re remembered and they’re talked added.

The smart businesses right now are those that people are telling their friends about. They’re the companies that have a product or service so exceptional that their customers want to recommend it and want to identify themselves with it. Or they’re smart companies that offer superior customer service, provide a local service so useful that the community wants to embrace it, or produce marketing campaigns and content so powerful that they go viral within seconds of release because people think they’re cool and want a share.

Never has it been so important to be noticed and talked about. Never has word of mouth, the oldest marketing tool in business, been so powerful and rich with opportunity. Or, in truth, so critical in differentiating your business from all the others out there.

“ Never has it been so important to be noticed and talked about”



If you’re genuinely about to launch a product or service that’s so revolutionary it’s solving a problem that no business has ever solved before, then congratulations, because you have an excellent chance of making your business stand out. Imagine how easy it was launching and marketing the first toothpaste for sensitive teeth or the first no-effort tin-opener or the first frozen chip. You had something people genuinely wanted and you simply had to find a way to reach them.

If you’re honest, though, you’re probably not launching something entirely new or if you are, it’s into a marketplace that already exists – and that’s where the challenge begins. Don’t worry, because almost all the smart businesses out there weren’t launching anything that fundamentally new either, but they realized they still had to find a way to be spotted and talked about.

In the past if you had a business idea, say a new shampoo, and wanted to take it to the masses, what did you do? If you had the money you advertised to as many targeted people across as many relevant media formats as you could. Again, if you were first to market, super. But now, even money isn’t going to guarantee that you don’t get lost in the sea of adverts that all look the same – and that’s assuming anyone is looking at them anyway.

Advertising is dying and we’ve moved full circle back to the power of recommendation – except that word of mouth in the 2010s is amplified via the networks we’re all growing. Instead of the trickle effect of customer telling customer, if you’ve got something people want to shout about then your shout can echo to thousands within seconds.

“  Word of mouth in the 2010s is amplified via our networks”



You can’t buy attention any more, you have to earn it. It’s up to you, not your wallet, to stand out and grab people’s attention. Increasingly, in this new entrepreneurial landscape, the most effective business ideas are those that spread. Smart businesses are embracing that and making themselves exceptional in ways that people want to talk about.

“ You can’t buy attention any more, you have to earn it. It’s up to you, not your wallet, to stand out”



Smart businesses differentiate themselves by thinking, looking and acting differently from the businesses around them. Different doesn’t have to mean weird, though. Sometimes when people talk about the need to be ‘different’ and ‘standing out from the crowd’, the average person running an average business thinks ‘that’s not me’ or even ‘that can’t be me’. They think ‘I don’t want to be the weird or wacky one’, ‘I don’t want to stand out’.

But that’s not what we’re talking about and neither is it how the smartest businesses get talked about. The difference can be very simple and it can be about getting the small things right (see Chapter 2.9).

Smart businesses make themselves exceptional in many ways. It might be that they provide customer service above and beyond anyone else in their space; it might be focusing on the design and look, not just the pure functionality, of their products; it could be speed, efficiency, even price. It could be that they’re particularly web savvy, building online communities around their physical proposition that offer extra value to their customers and make people feel part of something exciting.

Smart companies build exceptional brands because they come to stand for more than the mere product they sell. When people think about Innocent Drinks they don’t think of a drink, they instantly remember the exceptionally memorable bottles and branding, the funny ditties on the labels; they think about a company that is fun, ethical, connected with its customers; and they possibly remember some of the stories it’s had in the press and maybe even about its owners.

Innocent is a smart, exceptional company because it has worked hard to be memorable and talked about for all the right reasons – chiefly that it looks to engage with its customers and go the extra mile to make them feel included in the story.WWW

View the 100 small businesses we think are exceptional: www.smarta.com/smarta100





This book is full of examples of how you can make your business exceptional and first-person accounts from the people running smart companies.

“ If you strive to be exceptional, then it’s twice as easy to succeed – you will have a customer base who will promote your product”



Smart companies realize that if you strive to be exceptional, then it’s twice as easy to succeed. Instead of the dual challenge of having a product to promote and a customer to find you, you will have a customer base who will promote your product – and that’s smart business.

Smarta in Action: Call of the Wild

Name: Mark Soanes

Company: Call of the Wild

Company profile: Multi-award-winning Welsh company that provides all-inclusive adventure experiences in the wilderness, in an environmentally sensitive manner.

Founded: 1998

 

Overview

Call of the Wild has won loads of business awards, including a Smarta 100 award and the Welsh Small Business of the Year Award. How has it achieved so much?

By being exceptional, of course.

 

How they do it

Call of the Wild has gone over and above the call of duty to differentiate itself from other adventure-tourism destinations.

The business was set up by three friends who wanted to run a business with its roots firmly planted in its local community. They started by setting up their eco-friendly adventure training centre in a former mining area that was one of the most socially and economically deprived parts of Wales. They’ve since renewed a real sense of pride in the area by recruiting only local staff and making it a tourist destination. They’re intent on providing employment opportunities to local youngsters. And they do things like sponsor local sports teams too, which doesn’t cost them much, but means loads to their community.

The team are also committed to teaching clients about the countryside and culture of the Brecon Beacons National Park. Staff explain Welsh heritage and customs to customers.

Call of the Wild has taken too many measures to make the business environmentally friendly than we have room for here. But as a few examples, electricity is sourced from green energy sources, water is from a natural spring rather than the mains, and all rubbish and food waste are recycled. It has stopped 3,320 plastic bottles from being used per year and has so far planted 2,000 trees at the centre to offset its carbon emissions. It was one of the first companies in the region to achieve Green Dragon Level 2 Environmental Award.



Tips

Differentiating yourself from the competition and being exceptional doesn’t mean elbowing all other businesses out of the way and treading all over your rivals. It can be far more effective to become renowned for brilliant ethics and helping out your community.
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2.2

Stay ultra-lightweight and flexible

“I’m a disciple of the ultra-light startup – as many costs as possible should be variable, and you should have as few costs as possible, thus making it much easier to succeed.”

—Doug Richard, School for Startups and Dragons’ Den



“We retain 100% of the control of our company. We haven’t given away any equity. It means we can make all the decisions as we wish. It’s a bit more free, a bit more fun and a bit more independent.”

—Nikhil Shah, Mixcloud 



“I didn’t want to have to answer to anyone else – be that a bank manager, be that a venture capitalist, be that a private investor. I like the ability to be able to make decisions very quickly and change the focus of what we do or launch a new idea without having to consult with anyone else.”

—Matt McNeill, Sign-up.to and eTickets.to



Bigger is no longer better (if it ever really was). The smartest businesses out there at the moment are priding themselves on staying small for as long as they can. They realize that just because the costs of starting and even marketing a business have tumbled, it’s still way too easy to strangle it with other unnecessary overheads.

Instead, the smartest businesses are keeping themselves flexible and efficient by resisting taking on many of the traditional fixed assets companies saddle themselves with and finding alternative ways to resource.

Fixed assets Essential permanent items of your business meant for continual use that you can’t easily to turn into cash, such as property, equipment, staff.



Smart companies reject the notion that size is a measure of success or status as a business. They don’t measure their progress as a business on how many people they employ or the square footage of their new offices – yet how often do you hear these figures quoted when you ask how big someone is?

You know the response: ‘We’ve been going for 18 months, are up to 12 people now and have just moved to a 5,000 sq. ft. office right in the centre of town. We’re doing really well.’

Even the government defines and groups businesses by the number of people they employ. But what exactly does this prove?

Smart businesses are more concerned about the limitations of such burdensome overheads and more aware of their inflexibility and (more often than not) their lack of efficiency. Instead, they talk about sales, secured business, mapped-out routes to growth and, crucially, profit.

Smart businesses start life as lean as possible, resist gaining excess weight and understand the health risks of becoming bloated. The smart people starting them begin with the bare essentials and only add costs when they’re justified and are going to pay for themselves by the money they’re going to bring into the business.

“ Smart businesses start life as lean as possible, resist gaining excess weight and understand the health risks of becoming bloated”



And when we mean basics we mean basics – an office isn’t a basic and staff aren’t basics. If you don’t need either of these to start with, then don’t take them on.

The point to all this isn’t to save every penny at any cost, however. It’s not about being cheap or denying your business the resources it needs to prosper. It’s not even about being frugal (although that’s not a bad attitude to have). It’s about being smart with your money and spending it when and where it’ll have maximum effect, both in terms of determining your success and also limiting your risk should the economy turn or trade become less favourable.

It’s about not burning your cash before you need it, it’s about doing what’s best for the business. Smart businesses aren’t anti-cash, they’re just clued up about the advantages of being small and flexible.

They appreciate that new businesses rarely get things right first time and that increasingly small businesses (and indeed larger ones) of any age need to be able to react and adapt to changing consumer trends and market conditions. They realize that those who move quickest have a distinct advantage.

They stay lightweight so they can try things out and move on quickly if they don’t work. They’re able to perfect, test and change a model before scaling it up and so lower their exposure to risk and enhance their chances of success.

Smart businesses also look to collaborate with like-minded partners and bring in skills on a freelance basis as and when needed, instead of rushing to recruit. They don’t look to solve issues of productivity by adding bodies; often this just adds to the cost of the problem.

“ Think big, start small, grow fast”



What can you learn from them? Think big, start small, grow fast. Smart companies that deliberately stay lightweight don’t lack ambition. In fact, it’s usually the complete opposite: they’re focused on the bigger picture and end goal for the business and they don’t lose sight of that.

Starting small and being financially cautious is a sensible measure for any type of business. It’s fairly obvious advice for those with little money to start with and modest growth aspirations (although not blowing what cash you do have will give you more time to get it right), but it’s also wise for those with big plans.

Fortunately, technology is making it easier and cheaper for us to operate with fewer overheads and smart businesses are collaborating wherever possible to get ahead more quickly by collectively pooling resources and skills. (See how smart companies are collaborating in Chapter 2.5.)

Of course, you’ll need to spend money eventually, but it’s a way safer bet to do so once you’ve got revenue coming in, can afford to pay yourself and have proved and tested your model with a growing nexus of customers.

WWW

Free guides, features and tips on managing your finances: www.smarta.com/manage-your-finances



Growth almost always requires financing and for most people and most businesses that’s external finance. However, it does pay to make sure you’re ready for it before going after extra money. If you take finance having already proved that your business can be profitable and that your cashflow is   under control, the investor or the bank is far more likely to lend you money and on better terms.

Embrace being small and question all costs, but don’t delay growth unnecessarily either. The point of starting small is being able to expand quickly when you’re ready and the opportunity is ripe. Save your money until you’ve a proven business model, clearly defined route to market and a fully formed plan ready to execute. That way you’ll see a lot better return on any investment. And if you don’t have funds, you’ll be in a far better position to raise them. Until you’re at this point, don’t burden yourself with unnecessary overheads or investors who are keen on a quick return.

Smarta in Action: Mixcloud

Founders: Nikhil Shah, Nico Perez and Mat Clayton

Company: Mixcloud

Company profile: Mixcloud is rethinking radio. Listen to great radio shows, podcasts and DJ mix sets on demand. Upload and promote your own Cloudcast for free.

Founded: 2009

 

Overview

Nikhil Shah and Nico Perez came up with the idea for online radio website Mixcloud in 2008 while they were studying at Cambridge University. They knew they wanted to retain control of the company, so instead of going down the traditional route of getting a loan, they ‘bootstrapped’ instead and paid for it themselves.

 

How they did it

They keep things as cheap as possible. ‘We retain 100% of the control of the company,’ explains Shah. ‘We can make our decisions as we wish. It’s more free, it’s more fun – and we’re independent!’

To start, the pair decided to do a skill swap with a friend. Perez did some design work on his project and the friend, Mat Clayton, did some technical work for Mixcloud. In fact, the boys were so impressed with their friend’s work, they brought him on board as a co-founder.

Mixcloud has also saved money by opting to base itself in a 65,000 sq. ft. warehouse in north-west London. The warehouse is owned by housing project Camelot, which leases out vacant properties to ‘guardians’ who look after them at bargain-basement rents. Shah, Perez and Clayton lived and worked in the warehouse for the first year.

‘It’s just good training for actually running your business like a business, rather than getting in bucketloads of investment and cash and spending it on things that potentially aren’t important,’ says Shah.



Tips

‘We don’t believe in staff,’ explains Perez. ‘We prefer to shout from the rooftops. Because we have a very big network, instead of employing people we shout about what we’re doing, and about what we’re after, the skills we might need and anything that’s required for business. It’s cheaper than employing people and so much we’ve achieved has come from our network.’
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the alternative workspace

Save 50% on
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1 Collaboration enables
you to achieve more in
less time

2 Work with companies
with complementary
but different

propositions. Only collaborate with

people you trust and
respect

4 Test the water with
something small first
Never put your brand
in the hands of a
company which could
damage it
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2 Focus on how you'l
make profit from day
one

4 Avoid overtrading

It's a cliché for a
reason: ‘Turnover is
vanity, profit is sanity’

Plot your break even
and measure your
progress

Get organized and
protect your margins
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2 Every company has
stories to tell

Authenticity and
passion are more
important than

production quality

Storytelling generates
interest and
engagement

Great content is built
on knowledge and
passion

Make content that's
true to what you do
and who you are
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1 Real sales validate
your claims and
forecasts

2 Get product out as
early as possible, but
listen to the feedback Offer stockists or
potential clients an
incentive to take your
untried goods

4 Sellto real people or
it's not a real sale

Collect the data of
people you sell to
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Good enough isn't
good enough

2 People talk about
exceptional businesses

3 Word of mouth is the
most powerful sales
tool in business

4 Different doesn't have
to mean wacky or
weird
The small things make
a big difference
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Borrowing from FFFs
can save you a
fortune, but cost you in

many other ways
2 Never borrow from . -

friends or family if you

have to convince them

to invest
Never borrow
meaningful money

Overestimate the time

itll take you to pay the

money back
Do everything by the
letter of the law and
agree ground rules
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Normal people see
risk as danger, but
entrepreneurs see
opportunity
2 Smart business people
only take calculated
risks

Risks become
calculated when you
can control the majority
of the outcomes

4 Never bet the farm

A leap of faith isn't a
calculated risk, it's a
gamble
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2 Be honest: attack as if
you were the
opposition

Identify which threats
and weaknesses you
can act on now — and
do it

Think SWOT:
Strengths, Weaknesses,
Opportunities, Threats

Consider internal and
external threats

Address your strategy
to seize opportunities
and counter threats
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an Office DEPOT bus

10% off all Office
Furniture

Welcome to your perfect new office ... As a Smarta customer you'l receive 10%
discount across Viking's entire furiture range — just enter the exclusive prefix

B when you place your order. (Example: instead of ordering F29-BSHS?, order
B-BSH57.) It's that simple.
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2 Embrace authenticity
and make it part of
your identity

4 Be transparent when
you mess up

1

If you're not real
social media will
expose you

Treat customers with
intelligence and
respect

Being honest with
investors, suppliers and
partners buys you trust and
flexibility when you need it
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1 Traditional advertising
isn't dead, it's just
expensive

2 Social media does
offer better value and
more opportunities for
small businesses Look for collaborative
opportunities to get
your brand into new
places

Develop your personal
brand

Get creative, think
guerrilla
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Very few successful
businesses are born
from eureka moments

2 Finding a niche and

executing it powerfully

is more important than

a ‘new’ idea Seek opportunities
where you're
passionate and can
see frustration

Check this is a

business idea thaf

suited to you

Consider how
vulnerable your idea is
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1 You don't know your
customers better than
they know themselves

2 Keep testing — what

was right six months

ago might not be now Use social media to
court opinion and stay
abreast of market
trends

Never assume ‘If it

ain't broke, don't fix it.

It might be broke and

you just don't realize Don't just test products,

but the way they're
isplayed, packaged

and marketed too
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1 Make time to take a
step back and assess
your business’s
performance

2 Outsource anything
non-essential

Prioritize what wil
make you money

4 Limit the time you
spend on emails

Take a long-term view
of short-term problems
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1 All the rules have
changed in your favour

2 The barriers to entry
have been shot to
pieces

This is only the start
the web is still a
teenager

4 Social media has
changed the face of
business

Nobody knows the
future, but are you
operating in the
present?





OEBPS/thom_9780857081100_oeb_021_r1.gif
Smarta in five

1 Abandon the notion
that a billion-dollar idea
will fall from the sky

2 Set the start-up
wheels in motion as
early as possible

Quit your job as late
as possible

4 Start small, start part-
time, start with a blog,

just start!
Don't make lame

excuses — everyone
has obstacles
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Identify your profit
points and focus on
them

2 Find out where you're
least productive and

% Ditch or slash the

products, services and
overheads that are
losing you money

4 Focus on the easy
wins

Carry out regular
health checks and
performance
assessments






OEBPS/thom_9780857081100_oeb_071_r1.gif





OEBPS/thom_9780857081100_oeb_017_r1.gif
Smarta in five

1 Every business will do
the big things right, so
it's the small things
that matter

2 Make people feel
appreciated as an
individual, not just
another customer

3 Give people something
‘extra’ they weren't
expecting

Continually improve
your service and not
your costs

Focus on long-term
customers, not one-off
transactions
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1 React - never bury
your head in the sand

2 Speak to people: don't
bottle it in
Put emotion on hold
and do what's best for
the business

4 If your business can't
be saved, cut your
losses
Always be hustiing
and never rest on your
laurels
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2 Understand and make
clear what your
personal brand stands
for

Live your brand and
communicate it
through traditional and
social media

1

If people buy people
first, then people need
to buy you

Keep it real: the more
authentic you are, the
easier and more compe-
lling it is to know you

Speak: take your
networking out of
social media and into
the real world
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1 Even a business
without employees
needs clear leadership

2 Lead by example

— never delegate
anything you wouldn't
do yourself

3 Explain your decisions

Be firm but fair —
acknowledge when
you're wrong

5 Give credit where it's
due
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1 Angels want fast-growth,
high-yielding investment
opportunities. Is that

really you
2 Finding the right angel 2

investor is more

important than finding

(i el st 3 Pay to pitch only if
you're sure of the
audience

Don't pay a middleman

to find you an angel

you can find for free

{or yourself) 5 Be clear why you want
an angel, how you'll spend
their money and what you
expect from them
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2 Counter your natural
optimism with a healthy
dose of reality

Make sure your optimistic:
outiook doesn't cloud your
judgement

]

If you encourage creativity
and positivity you'l see
opportunities others aren't
looking for

Don't expect others to
share or understand your
positivity

Have a positive approach
to opportunities but make
business decisions
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1 Everybusiness person
makes sacrifices: pick the
right one for your company
and your family

2 Understand your
sleeping pattern, then
be consistent
3 Make the most of the
witching hours

4 Set yourself ground
rules but build in

flexibility
5 Work hard but don’t

make yourself
unhappy
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Every business owner
has to be able to sell

2 Asmart sell is never a
hard sell

Don't put down the
competition, prove
your merits

4 Do your homework
and tailor every single
pitch
Don't rush to close:
make your buyer feel
considered
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INTUIT
Claim 15% off Intuit

Quickbooks accounting
and tax software

amazing 1!
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1 Customers are
everything and should
influence every
decision

2 Target everyone and
you'll please no one

Pick your target
audience, but treat
them as individuals

4 Going the extra mile
for one customer is
worth it
Segment your
customer base to be
extra personalized
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1 If you can’t prove your
idea will be profitable,
it's a hobby not a
business

2 Make honest financial
forecasts to prove

viabilty to yourself
Don't cook the figures,

you'll only be cheating
yourself

4 Ensure your forecasts
include what you'll pay
yourself If the figures don't
work, go back to the
drawing board until
they do
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1 Look to your passions
and expertise for
business inspiration

2 Find your niche and
make great, authentic
content
Assess your ability to
monetize your tribe

4 Become the 72nd
most important person

in your niche
Use knowledge not

money as your
marketing currency
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4NETWORKING Ayl

meet > like > know > trust

Get 1 free extra month
with 4Networking

The most difficult thing about running your business is getting
appointments.

Not any more!

4Networking is the largest joined-up business breakfast network in the UK, with
‘access o 200+ groups and 30 000+ members. 4Nefworking provides real-world
appointments and support for microbusinesses/SMES. Joining through the
Smarta portal offers even greater value, with an additional month added free on
any initial membership.

\IM THIS OFFER www.smarta.com/bookoffers/networki
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2 if you're short on cash
you'll make profit
quicker

Being lightweight,
flexible and free of
overheads is to your
advantage

Starting a business
isn't free, so be clear
how much money you
need to survive

Perfect and prove your
model before you seek
finance

Start small to prove
you can borrow to get
big
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2 Nice people prefer to
work with nice people

4 Nice people build
tribes more easily

You don't need to be
ruthless to get ahead
any more

Being nice builds trust
the foundation on
which all successful
relationships stand

A fair deal or sale is
one both sides will
want to do again
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1 Negotiate everything
the first price is never
the best price

2 Make sure you really
need something before

you buy it Do your homework

where's the best place to
buy and who's the best
person to speak to?

Barter hard: what can

you offer in exchange

for free?

Everyone's a winner in
a fair deal
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2 If you're creative you
find smarter ways to
get ahead

4 Caution is different
to negativity

Creativity breeds.
opportunity

Negative people kil
team spirit

If you want to be
better and smarter,
be creative
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One month
FREE
MEMBERSHIP

worth £25
B.HIVE"

B Hive Women's Business Club, opened by Lynne Franks together with Regus,
offer one free month membership worth £25 plus Vat when buying a year's
membership.

It's clear that more women than ever are starting their own businesses, freelanc-
ing o taking leadership roles in large companies. But until now there just hasn't
been anywhere to go where we can have meetings, catch up with our e-mails
and hold events in a space that reflects ‘the feminine way of doing business."

In collaboration with Regus, the world's largest work space provider, we have
now created B.Hive, a stylish, feminine environment with the practical, profes-
sional support that you need.

O CLAIM THIS OFF

O: Smarta.com/bookoffers/businessciut
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Make a routemap of
where you want to go

2 Write it out

Speak to other people

4 Dissect your idea

Plan to prove your
idea to yourself
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1 Every big-name
entrepreneur was once.
where you are now

2 Absolutely anyone can

build a successful

business 3 Smart business people
don’t measure success
by the standards of
big-name entrepreneurs

Only a small

percentage of people

start businesses to get

fich 5 Follow your heart and
the career path that
will make you happy
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1 No arguments, you
need a website

Know what you want
and what the going
rate is
3 Set firm deadlines and
clear payment terms

Do your basic SEO
work yourself

5 Limit your pay-per-
click spend
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1 Get obsessive about
the small details
nobody else bothers
with

2 Make the effort to know
clients better than your
competitors do
Give existing clients
the new client
treatment

Say thank-you more

often and when people

aren't expecting it
Build lasting
relationships
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2 Start building your
A-team before you've
got employees

4 Hire really slow, fire
really quick

Behind every great
entrepreneur is an
even better team

Surround yourself with
passion and
knowledge

Make verbal reference
checks in person
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1 No man is an island
— learn to share!

2 Build a team of people
you can turn to

Listen to people
who've been there
done it and understand

4 Smart business people

are always asking
questions — and giving

answers Listen to everyone,

then form your own
opinion
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2 Make a cashflow
forecast and stick to it

4 Offer customers and
clients an incentive to
pay in advance

Poor cashflow kills
otherwise perfectly
good companies

Always have a
contingency cashfiow
buffer

If cashflow dries up,
don't pay anything
until you have to
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1 No obstacle to starting
a business is now
insurmountable for
anyone
2 Technology is
democratizing business
and you don't need to

be atechie to benefit Starting a business is

now a calculated
not a shot in the dark

Starting a business is

now a viable career

option
It's cheaper to become
an entrepreneur than
to go to university
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1 Smart people are

building networks of
powerful contacts to
call on

2 Take online contacts
into the real world

Offer to help people
you meet, even if they
can't help you

Like-minded people
are teaming up to solve
problems in cheaper

and quicker ways

Our networks are our
support mechanisms
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Free 2-week
subscription
to UK grants

database

arch over 1000 grants and funding opportunities available to UK businesses
by sector and location. Its completely free to search the database and you
only need to pay a subscription for full reports and details of how to apply
the grant. However, with this offer you will get 2 weeks of a
information

s/grants
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Your customers use
social media — not
necessarily

2 It's about more than

marketing messages

and selling
Build a tribe of people
who trust you

4 Social media breeds
long-term customers

If you mess up, then
fess up and turn it to
your advantage
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1 Your customers should
be integral to every
business decision

People buy people first—
stay personal

Treat people as
individuals

Make sure you're

always listening

Deliver tailored
solutions
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2 Gut feel is quite often
right, so don't be
scared to follow it

4 Remember, companies
don't die from one bad
decision

Planning and process
support decision
making; it's you who
makes decisions

Avoid ‘analysis
paralysis’ — indecision
is the worst decision
E

Never stand by a bad
decision, especially if
your gut's teling you to
change it
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2 Business plans should
be currrent and
up-to-date

4 KISS: Keep It Simple
Stupid

Business plans are
exciting! They validate
your dreams

Don't hide anything
and use honest figures

Imagine you'd read 50
dull business plans
how would yours read
next
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Banks are lending to
viable small firms —
you just need to meet
their criteria

2 Don't pitch to a bank
until you're ready

Get your financials in
shape and show them
everything

Find out the reason for

any rejections and

rework for model and

[elig Find a bank and bank
manager who
understand your space
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It's a great time to be
small

2 it's not how big you
are, it's how smart you
are Flaunt your size —
customers like
personal, local and

Big businesses are out

of touch — seize the

advantage
Move quickly and
imaginatively to
capture attention
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10% off Moo
business
cards

MOO was bor out of  love of beautiful, high-quality print. MOO want to set a
new standard for print, with remarkable new products that bring great design and
uncompromising, high standards to the web.

Design is key to everything MOO does. They believe design helps us stand out
from the clothes we wear, to the homes we live in, to the business cards we use.
Design tells a story about us and what we stand for.

But professional-quality design has traditionally been expensive or out of reach
for most people; MOO want to change this. They're passionate about helping
people of all abilies design the best looking and highest quality print products
products that will help them or their business look great.

MOO are offering smarta readers a great 10% off all their business cards.

FFER GO TO:
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2 Listen first: use Twitter
as a research tool
before doing anything
else

4 Offer value and don't
sell

Believe the hype:
Twitter offers value for
all businesses

Keep it real: be
yourself and write your
own tweets

Once you've made the
commitment to tweet,
tweet!






OEBPS/thom_9780857081100_oeb_010_r1.gif
Smarta in five

Staying small buys
you time and lowers
risk

2 Offices and employees
are not representative
of success

3 The more overheads
you take on, the less
flexibility you have

4 Proving your model
before borrowing is
favourable to investors

Start small, think big,
move quick
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1 Customers don't just
need to know what
you do, but what you
stand for

2 Give people a
compelling reason to
shop with you and not
anyone else
Different does not

have to mean wacky

Make your USPs
purposeful and focus
on delivering value

Don't just be different,
be better
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2 Smart businesses
build networks and
safety nets

Use social media and
physical networking to
build collaborative
relationships

Look for collaborators
not competitors

By pooling resources
and skills you grow
more quickly and take
on less risk

Think what you can do
to help other people,
not how they can help
you
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1 Social media is
business — there's no
hiding from t!

2 Your customers use
social media, but what

are they saying?
Social media has

democratized
marketing

4 Traditional advertising
is redundant
Social media isn't a
fad — if you're not on
board aiready, buy a
ticket now
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2 Abig deal isn't a big
deal unless you win it

4 Don't get distracted by
opportunities outside
your business plan

Focus. Focus. Focus.
Do nothing you aren't
meant to be doing

Prioritize the areas
you know you can get
regular revenues from

Focus on income that
you can rely on to
build your business
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Business Plan Pro is the bestselling business planning software product from
Palo Alto Software (www.paloalto.co.uk). Buy with confidence today for only
£59.99 risk free, as Business Plan Pro comes with a full no questions asked
60-day money-back guarantee. More than one million entrepreneurs around the
world have put their trust in Business Plan Pro. Why not follow your dreams and
put your trust in Business Plan Pro today?

25% off — Standard , Premier
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Move on as soon as
you can from the
start-up mentality of
‘doing everything’

2 Make space and time
to work on the

business, not in it
Understand your

strengths and
weaknesses

4 Leam to delegate and
trust others

Work where and when
you're most effective
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2 Analyse when your
optimum hours are
and be open then

Be where your
customers won't be
able to resist you

Most people work
during normal opening
hours

Gollaborate to be open
longer without working
harder

Make life easy for
people
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Smart sales people
understand why
people want to buy

2 Make your sell a
common-sense buy

3 Strike a fair, win-win
deal and you'll sell
again

4 Never rush to close a
deal

Sales talk rarely leads
to sales
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1 Networking isn't like
Marmite, you do have
to like it
2 People increasingly
form their first
impressions on the

way you network Personal

recommendation
trumps search

Always think how you
can help someone, not
how they can help you

The more you put in,
the more you get back
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Give people a reason
to care about the
company and they will
2 Have a clear vision of

where the company is

going and how it will get

there. Communicate it Get people’s buy-in
by asking them to help
sculpt the vision and
plan

Create an environment
where anyone can
contribute ideas and

be listened to Incentivize people with

shares, profit share
schemes or bonuses
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2 Have clear targets for
everything — o be
successful isn't
enough

Agree all targets with
staff and offer
incentives and rewards
for hitting them

Be ambitious but
realistic: set Scary Big
Attainable Goals

Set targets that are
SMART: Specific,
Measurable, Achievable,
Realistic, Time-specific

Measure what's
tangible, don't stunt
creativity
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1 Business success isn't
measured in material
items, it's what makes
you fulfilled

2 Be clear why you're
doing this and what

you hope to achieve Smart business people

set personal targets
and work towards
those

4 Have business goals
and life goals

Don't judge yourself

on other people’s
terms
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