


“While most of our business is word-
#-mouth,” she says, “we do get calls
from people who saw the signs.”

MONEY TALK
15 MAKE FINANCIAL PROJECTIONS. In
the beginning, making finan-
cial projections required poring over
Bridge Logistics’ numbers again and
sgain, refining and readjusting, says
Campbell. By the second year, he
ind his partners were more in tune
with the rhythms of the business and
knew how to more accurately pre-
dict their revenue and expenses for
the coming year. This vear, that sales
projection totals s10 million.

Make sure your projections are in
line with industry standards, espe-
cially if you're looking for funding,
savs Cheryl Cheng, director of mar-
keting at VC firm BlueRun Ventures,

You don't have to have your finan-
cials completely buttoned up. But
we want to see that you understand
the market. If you haven't even read
lindustry research and analysis] re-
ports and your numbers are a third
or three times the size of everyone
clse’s, then there's a problem.”

BUDGET. The leaner vou're run-
1 ning, the more your business
needs a budget listing various ex-
penditures and how much will be al-
lotted to cach, explains Turner.

Cheng wants to see companies that
have “cut the fat.” What's out: catered
lunches and fat expense accounts.
What's in: financial discipline.

1 PREP FOR THE TAX MAN. Lefson em-
phasizes the importance of un-
derstanding the taxes you'll need to
pay and keeping proper records. At
Portland, Oregon, toy store Piccolo
Mondo Toys LLC, owners Michelle,
38, and Merrick Smith, 48, dodged
the sales tax bullet—Oregon doesn't
have one—but they keep records of
the million-dollar company’s income
and expenses through their point-
of-sale program and paper files.
18 FIND FUNDS. Bootstrapping is
great, but it will often only get

vou so far. When Jeff Smith, 45, and
his wife, Carolyn Duryea, 45, wanted
to expand Hourglass (hourglass
wines.com), their successful wine
business in St. Helena, California,
they decided to bring in partners
Richard Chilton, 50, and Mike Clark,
48, whose buy-in funds would be
used to purchase more property and
build a winery on the premises. Up
until that time, Hourglass' wines had
been processed and bottled at an-
other wine maker.

Taking on additional partners is
one way to find funds. Venture cap-
ital is another. Cheng says venture
capitalists are looking for businesses
with growth potential and an exit
strategy, so equity in the company
can be extracted. Both of these op-
tions require that you give up own-
ership in the company, though.

Debt financing can come in the
form of credit cards: Liliana Somma,
32, of the School of Dance and Mu-
sic (schoolofdanceandmusic.com)
in Hermosa Beach, California, fi-
nanced a $30,000 dance floor on
credit cards that she paid off with-
in a year. This year, she projects sales
of 1.8 million.

And remember that all-important
banker? Lefson says that he or she
can be invaluable in helping your
business arrange loans or lines of
credit.

1 MAKE A PLAN. Whatever type of

money you try to obtain, you
are going to need a business plan,
says Lefson. The plan will include
explanations of what your business
is, who your employees and key man-
agement personnel are, financial

projections, and expected sales and
marketing activities. It may also in-
clude a growth plan and other ele-
ments. SCORE and most SBDCs
offer counseling to help entrepre-
neurs craft their business plans. “All
lenders and investors are going to
want to see a business plan that gives
them assurances they will be repaid.”
Lefson says. A business plan can also
act as a touchstone, keeping your
business on course.
20 ASK FOR THE CASH, If you want
to attract money from other
people, having a clear plan is essen-
tial. Where many entrepreneurs fail
is by not asking for enough money,
points out Cheng. “We want to make
sure that we put enough into the
company to get them to their next
milestone,” she says. “The worst
thing you could do is give them
enough to get halfway there. Then
they will need to devote resources
to raising more money when they
haven't really accomplished any-
thing vet.”

DOWE j Dl L
POWER OF THE PEOPL
2 HIRE RIGHT. Blaustein knew it
was time to hire Mimoco's first
employee when the holiday season
was upon him and it wasn't possible
for him to do what needed to be
done. He hired an employee to help
with managing orders. “She burned
out after the first six weeks,” he re-
calls. “I was sad to see her go, but
she got me through the holidays.”
Next time around, he took careful
stock of the personality traits he
wanted for the position. His next

Jeff Campbell,
Paul Lanham
and him
Campbell (L.
to r.) knew
they'd be up
against big
competitors—
s0 they made
sure to set

apart
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START YOUR OWN BUSINESS!

As you already know, sales are the life-
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successful business. .. stop giving away
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associated with waste disposal and recycling
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the industry over 10 years ago yet has no
national competition! Based on much research,
we have barely scratched the surface of the
thousands and thousands of companies in
need of this service.

THE LIFESTYLE YOU DREAM ABOUT: By
becoming an Environmental Waste Solutions
(EWS) Affiliate, you will open a home-based
office in your local area and recerve the training
and support critical to building your successful
INVEST IN YOURSELF: You will make a one-
time investment of $25,900 toward this tum
key recession-proof business, and begin a
future with unlfimited profit potential and
litestyle flexibility in an unsaturated market!
Just two or three clients per month can put
you in the $150,000 per year earnings range!

To learn more and to see if you qualify
for this exciting opportunity visit

www.environmental-waste.com

or call 1-800-650-5225

hire was a former record-shop em-
ployee with a creative streak that fit
Blaustein’s personality and vision.
That same employee has been with

him nearly three years now.

2 CREATE SPECIFIC JOB DESCRIPTIONS.

Blaustein may have done bet-
ter from the get-go if he had created
job descriptions for his first em-
ployee. “The job description needs
to be specific,” he advises, because
people do better when they have a
sense of purpose in the workplace.
The job description should include
responsibilities as well as criteria
by which the employee will be re-
viewed. Once you have a description
of the job you need to fill, you can
ask more direct and relevant ques-
tions to find out if this person has
the skills, temperament and attitude

you're seeking.

2 OUTSOURCE. Sometimes out-

sourcing lets you access re-
sources and talent you couldn’t af-
ford otherwise. Hourglass launched
on a piece of property that founder
Jeff Smith's family owned. From the
begining, Smith and his wife out-
sourced almost everything in the
company. The grapes were tended
and harvested by a separate com-
pany. The wine was processed and
bottled at a nearby winery. Smith
says building the winery on his
property initially would have cost
millions, but he was able to produce
his wine for several years for a frac-
tion of that cost. Now, carrying no
debt, the company projects sales of

s2 million this year.

48 stantues FaLL 2008

2 CONSULY THE BEST. Similarly, the

use of consultants can give
you access to top-level talent that
you couldn’t afford to hire full time,
says Turner.

Fuller agrees: She works with a
marketing consultant to handle all
marketing communications-related
activities and has recently finished
an engagement with a CRM con-
sultant. She also works with a busi-
ness coach who helps her set and ac-
complish specific business-related
goals. In each case, she's been able
to save money by not hiring a full-
time staff member while still reap-
ing the rewards of having access to
a seasoned professional.

25 SOURCE YOUR STUFF. Before she

opened Piccolo Mondo's doors,
Michelle Smith pored over trade
magazines, visited trade shows and
conducted many Google searches to
find suppliers. She also called sev-
eral manufacturing representatives
who deal with smaller toy compa-
nies. Gathering information from
many different sources allowed her
to handpick the product mix she
would carry.

Instead of searching for an agent
to handle factory-finding, handbag
maven Liu, who speaks fluent Chi-
nese, took the search for an overseas
manufacturer into her own hands.
She got on the phone, then got on a
plane and visited factories in China,
conversing with reps from prospec-
tive providers until she found one
who was willing to deal with her
small initial runs.




26 OFFER EMPLOYEE BENEFITS. The-
SuperGroup (thesupergroup.
m), an Atlanta creative agency, cov-
ed health insurance premiums start-
¢ with its first employee. Now the
million company's 12 employees
ceive paid health, vision and den-
insurance, as well as an annual
npany retreat and an hour break
h day (in addition to lunch) to do
mething creative outside of their
“In our industry, we sell our tal-
* says Chris Wallace, 28, who co-
ns the company with Gabe Aldridge,
and Brad Lewis, 37. “We need to
evervthing we possibly can to at-

ct and keep the right people.”
Since its founding in 2002, the
mpany has only fired one person
i no one has ever quit, says Wal-
Part of the benefits that The-
superGroup offers is its office cul-
Once the business started mak-
money, the founders invested
cool office, complete with a big-
cen TV and classic games like
Sactlezone and Tron. Senior employ-
also enjoy profit-sharing perks,

s Wallace

27 PAY UP. In the beginning, Wal-
lace says that he, Aldridge and
is drew straws to sce who would
to learn Quickbooks and man-
payroll. Lewis lost and had been
keeper of paychecks until last
r. when the trio decided that his
¢ would be better spent on man-
ment issues instead of cutting
hecks. They recently hired a pay-
firm, which decreases their lia-
:v. Most payroll firms ensure that
es are paid in a timely manner,
ninating the possibility of liabil-
¥ due to missed tax payments. That
wasn't an issue for TheSuperGroup,
bt it's one less thing the partners
save to do themselves, says Wallace.
gets to a point where you say, ‘1
k we could make more money if
1 took the time you put toward
roll and put it to other things.
wat’s the time to let go of the reins.”
2 8 MOTIVATE EMPLOYEES. Campbell
| says the key to keeping em-

{"
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ployees motivated is to know what's
important to them. For many of the
emplovees at Bridge Logistics, it was
moncy. So Campbell offers them fi-
nancial incentives based on new
business and customer satisfaction

Somma uses other types of in
centives for her 4o-some employees,
who are mainly dance and music in-
structors. To get them to read more
and understand the business, she
may give a gift card. The instruc-
tor who missed the fewest classes
was rewarded with two tickets to

Hawaii. “If vou use these kinds of

surprise incentives,” she says, “peo-

To build burz about thes
wine business. Carolyn
Duryea and Jefi Smah held
wane lashng events

ple want to go the extra mile and do
their jobs better.”
29 FIRE QUICKLY. On the flip side,
Somma adds that if you have
a bad apple in the bunch, you should
take steps to remove him or her
quickly. She says many people wait
too long to fire someone who isn't
working out. She usually has a few
conversations with the person to let
him or her know that performance
isn't up to snuff and to try to work
it out. But if that doesn't work, she
will terminate the employment.
Dicks says it's important to un-
derstand the employment laws in

your state so you can remain with-
in the law when you are terminat-
ing someone's employment. Firing
an employee may also trigger an
unemployment compensation ex-
pense. You can learn more about un-
employment insurance and related
issues through your state's Depart
ment of Labor.

GETTING THE WORD OUT

30 BRAND IT. As you begin to de-
velop your brand, Turner ad-

vises asking: Who is your target au-
dience? Why will they buy from you?
What makes your company’s prod-
ucts or services superior to what's
currently on the market? What are
your company's competitive advan-
tages? Questions like these will help
you determine if you're the high-end,
high-service provider or the less ex-

U
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“TLL SHOW YOU OUR $ECRETS
TO BUYING UGLY HOUSES.”

Franchise opportunities are waiting for you with America's #1 Home Buyer,
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in real estate. Call now for a free copy of “25 Real Estate
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sive, high-volume provider, for
wple. “If you take the time to
nk through how to make your
siness stand out in a good way
ong your target audience,” says
ler, “you'll be heads and shoul-

rs above the competition.”

31 TARGET YOUR AUDIENCE. Liu refo-
cused her entire business based

e feedback of one trade show, so

10 surprise that she is a big ad-

ite of hitting industry shows and

nferences, cither as an exhibitor
in attendee, to gather information.
Michelle Smith’s toy store is lo-
ted in a multicultural community,
she has built her business around
it concept. She features a differ-
it country each month, importing
ys related to and directly from that
wntry. Her target audience of afflu-
it, well-traveled parents doesn’t
ind that she avoids price promo-

tions in favor of building a more up-
scale brand, delivering toys from var-
ious countries that can't be found in
many Portland shops.
32 PROMOTE ACCORDING TO PLAN
Having a set marketing plan
can help you avoid wasting money.
When you don't have a plan, it's casy
to jump at every opportunity that
comes along. That kind of scatter-
shot approach won't work as well
as coming up with a steady, meas-
ured plan for getting your message
out to your target audience, says
Lefson. Look at all the opportuni-
ties available to you: public rela-
tions, advertising, direct mail, on-
line promotions, events and the like.
Examine their reach and the quality
of the audience they will hit, then

choose the best bets

33 SET A MARKETING BUDGET. The
rule of thumb is that small

businesses should spend between
4 percent and 10 percent of gross
sales on marketing each year, with
newer companies spending more on
the high end of that range, explains
Turner. In the beginning, you need
to do some legwork to understand
the best ways to reach your audience,
then crunch numbers to figure out
how much you need to spend.
3 WORK YOUR NETWORK. One of
the best ways to attract busi-
ness is to get involved in places where
potential customers and referral
sources are likely to be and spread
the word about vour business, ex-
plains Campbell. Your local cham-
ber of commerce, business associ-
ations, national trade associations
or even alumni groups can be places
(0 mecet prospects.
Going online and participating in
social networking groups, message

boards and other places where people
in your industry are connecting in
meaningful and productive ways is
another networking method, says
Turner.
35 GENERATE BUZZ The wine in-
dustry is very viral, and Jeff
Smith took advantage of that fact to
get people talking about Hourglass
wines. He held tastings with writers
from publications like Wine Enthu-
siast, Wine Spectator and others to
generate publicity. He made sure his
wine was in Tra Vigne restaurant in
St. Helena, a hub for oenophiles in-
terested in trying new vintages. The
“new” factor helped him get atten-
tion, he says. After that, he had to
find more creative ways to get at-
tention: He hosted tasting events,
which allowed him to reach out to
more customers who would talk
about his wine to others.

36 CONNECT ONLINE. As the co-
owner of an interactive mar-

keting agency, Wallace knows the
importance of a good website. He and
his collcagues devote a great deal of
time to building the site, keeping it
updated and optimizing it for search
engines, “We want to make sure that
when someone types in ‘Atlanta’ and
‘digital agency,’ we come up,” he says.
“That’s someone who's already in-
terested in what we do.”

Michelle Smith uses the internct
to frequent message boards for toy
retailers. Such online networking
vielded information-sharing that has
saved her money and brought about
connections with other toy-store
owners in the Pacific Northwest,
who get together for dinner from
time to time

Fuller uses Google Analytics to
s¢e how many people are coming to

handsongourmet.com and what search
terms and links get them there.
37 PLACE AN AD. Sometimes buzz
and networking can only get
you so far before you need to in-
crease your exposure to your audi-
ence, says Turner. Buying advertis-
ing in print, broadcast, outdoor or
online media can help vou do that.
But don’t just write a check and
be done with it—there are often cre-
ative perks you can work out with
the media. In Fuller’s case, she is
paying for half the costofanad ina
regional glossy magazine and trad-
ing the other half of the cost for the
company’s services at an cvent spon-
sored by the magazine, It's a win-
win: She gets half off the ad, plus she
gets to showcase Hands On Gour-
met to a cross section of the maga-
zine's advertisers who may be pro-
Spective customers,

OWN AN ENTIRE CITY FRANCHISE AS COMPARED

TO JUST ONE LOCAL STOREFRONT.

CleanNet USA is one of the
fastest growing, most successful
commercial cleaning companies in
the nation.

Our Master Franchise System
offers revenues from multiple profit
centers in an industry that continues
to sce steady growth. We provide
step-by-step training, on-going
support and a proven franchise
system to help you succeed.
Contact Steve Tessier for details,

1.800.735.8838.

CleanNet LSA

cleannetusa.com

LittleCaesars.com or caoll 1-800-553-5776
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8 SELL WELL. Understanding your
3 business’ sales needs is criti-
to adequate staffing, says Lefson.
Some companies require sales rep-
tatives on staff, while others

rk through distribution compa-

w independent manufacturers’

who are essentially salespeo-

for hire representing a number
fferent product lines in an in-

v. Others only require in-house
seople who manage phone or

et orders or in-bound traffic.

SET UP CUSTOMER SERVICE. Instead

3 f having one person sell to
istomer and another service

. ount, Bridge Logistics has one
wrson handle both. “In a lot of com-
es, vou have one person out on

(,]?’[ A
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the street developing business, and
the customer calls someone else
when they need support,” says Camp-
bell. “In those situations, there tends
to be a lack of ownership.”
Michelle Smith clearly posts her
policies for her retail customers: full
refund if returned with a receipt
within 30 days, store credit for items
returned after that time or without
a receipt. In addition, she serves her
customers by offering convenient
services like wish lists, where young
customers can identify their most-
coveted gifts in time for birthdays.
holidays or other gifting occasions.
40 MANAGE YOUR CUSTOMER DATA.
Even with more than 2,600
students, Somma wants to keep a
small-studio feel with individualized
attention. She does that with a data-
base that houses information on her
students’ classes, needs and prefer-

GRIP

ON YOUR FINANCIAL FUTURE

A PosiGrip: A

Non-Slip Technology for Floors, Tubs

IT'S THE LAW!

“Because It's the Law You Pmspet
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injurious slip/fall accidents. Human suffering, time lost from work, ing workman's
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Fuller (L W) from burming o

ences. When an issue comes up in a
class or a student has a special need,
she enters it into the database. “If
a 9-year-old in the Thursday 415
class is having trouble with a step,
I know about it, because it's in the
computer,” she says

FREE
wDEO'

Fuller hired a CRM consultant to
help maximize her use of CRM por-
tal Salesforce.com, saving time and
allowing her to communicate more
effectively and efficiently with her
customers. Says Fuller, “The mail-
merge functionality she showed us
was worth every penny of her fee.”

OVERCOMING SETBACK
.HI\) wing oLd an.'l \‘
4 GO WITH THE CASH FLOW. Of the
myriad setbacks that startups
must overcome, cash-flow crunches
are probably the most common.
Michelle Smith has been able to
renegotiate terms with some of her
suppliers to accept payment days
after the traditional net-30. “Some
have special terms or pricing at toy
shows, and some will basically float
vou money the first year just to get
in the store,” she says, so negotiate

Time to play: Michelle a”d

Merrick mh l'ﬁ:i; ick

your terms individually with ven-
dors to prescrve your cash as long
as possible.

According to VC maven Cheng,
having detailed cash-flow and ex-
pense projections will also help you
avoid getting caught short.

4 COLLECT WHAT YOU'RE DUE. At the
same time, you need to stay

on top of collections. Be sure that if

you're extending credit, you review
the terms with your attorney, says

Nanton. You can often save money if

you work up a draft of what you want

Inspiring Opportunities

Join Sylvan, the leader in the
growing supplemental education
market with almost 30 years of
experience and nearly 1,200
centers located throughout
North America.

We offer personalized instruction
available in-center, online and
now at home!

Opportunities include:

* Established Centers
(now available in major
metropolitan areas)

* New Territories

Learn how Svlvan can make a
difference in your life - and in
the lives of children.

to say and let the attorney doctor
that, he says. Websites such as nolo.
com offer good advice for getting
started. Work with your bank and
accountant to put measures into
place to protect your business from
losses due to credit card charge-backs,
bounced checks and any other un-
expected payment issues. Lefson says
a good collection agency can also be
an important ally. Find onc by ask-
ing around or by contacting the As-
sociation of Credit and Collection
Professionals (acainternational.org).

Call today.
(800) 284-8214

www.sylvanfranchise.com



PROTECT FROM THEFT. Having
‘3 good checks and balances on
whe accounts staves off the risks of
w employee helping himself or her-
{ 1o the checkbook. At Piccolo
Mw wdo, Merrick Smith is the book-
Jeeper. On the floor, Michelle tries to
keep employees engaged with cus-
seemers to ensure that the occasional
wecky-fingered visitor doesn't have
woch of an opportunity to walk off
wh any items. Small items are placed
pear the register and more expensive
wems are placed on high shelves so
#'s noticeable when someone reaches
$or them, she says. The founders are
#2450 looking into new video surveil-
Lmce cameras for the store to keep
more of an eye on things.
‘ MANAGE TIME TO AVOID BURNOUT.
While entreprencurship isn't
saring up all of Fuller's life, it is “nib-
Sling at my toes,” she admits. How-

ever, now that she has a strong staff,
she finds more time for herself.

Somma has had the same experi-
ence, warning that, “You have to give
up your tendency to want to control
everything.” She started training
other instructors to teach students
and maintain the fun tone in class
so she could spend more time with
her newborn son.

“When vou're starting a new busi-
ness, you do need to stay focused on
it, but you can’t do that 24/7 forever.”
says Turner. You need to tear your-
self away from the business once in
a while to avoid burnout, which can
cause you to lose your enthusiasm
overall. Taking a timeout can also
refresh your thinking and make you
more effective.

45 AVERT DISASTER. Fires, floods,
hurricanes, carthquakes, tor-
nadoes: The evening news is filled

. THE BUILDING

‘IS LITTLE -~

THE PROFITS AREN'T

with enough talk of disasters to make
it clear that they can happen anytime,
in virtually any place. Lefson says it’s
critical to protect yourself—first, with
proper insurance for disasters to en-
sure you'll be reimbursed for loss of
equipment, supplies and other assets.
Keep backups of important paper and
electronic files in alternative loca-
tions, as well. Backing up your data
through a remote backup service such
as iBackup.com or Mozy.com makes
it possible for you to restore data if
computers and on-site backup sys-
tems arc destroyed.

OWING
4 GROW UP. With enough re-
search, promotion and effort,
your business will begin to grow,
The key is to know how big you want
to get. Cheng says venture capital-

1e-£20 consumet

Contact us today 1o explore the many benelits of Decoming
franchise pariner; 1-888-913-9135 + mdlecﬁ.rs.com

ists will want businesses that can
grow big relatively quickly—or grow
to fill a specific niche and then be
sold to a bigger company relatively
quickly.

However, not all businesses fit
that mold. Campbell says he and his
partners don't want to be the next
FedEx. “Once you get that big, you
lose the personal relationships with
customers and carriers, and your
efficiency goes down,” he says.
“That’s why [quality control] com-
panics make millions. We want to
remain lean and mean.” It's up to
vou to decide how big you want
vour business to be.

4 LAY THE FOUNDATION. Somma re-

alized that if she wanted to
grow her business, she wouldn't be
able to teach every child who came
in the door. So she began creating
systems for everything from regis-

tration to bookkeeping to instruc-
tion. The more systems she had in
place, she reasoned, the easier it
would be to teach other people to
do the jobs that needed to be done.
The key was to keep the fun, moti-
vational aspect that she brought to
her classes, She created training
models to help instructors learn her
brand of instruction.

Liu grew in a different way: When
she was given the opportunity to
work with her biggest competitor,
she licensed her product lines to it.
Now, in the entreprencurial version
of the old adage “if you can't beat
‘em, join ‘em.” she collects revenue
on handbags that are manufactured
and distributed by her biggest busi-
ness threat.

48 CHOOSE YOUR OPPORTUNITIES. At
Mimoco, one of Blaustein’s
biggest challenges is choosing the

right opportunities for growth,
With a bootstrapped company, he
doesn’t have endless resources to
invest in manufacturing new prod-
uct lines. The company, which cre-
ates limited editions of its USB
drives, struggles between main-
taining its boutique appeal and
trying to reach a mass audience on
a shoestring budget.

Wallace and company were all
set to purchase a new building af-
ter being in business for a year, but
cold feet saved their business. “We
were still not sure where the next
check was coming from,” he says.
“It would have sunk us.” Turner ad-
vises looking for opportunities that
will stretch your business, but not
put it in peril.

49 AVOID TOO-FAST GROWTH. Slow
growth can be frustrating,
but the biggest challenge that Lan-

“The economy is
no excuse to settle.

| want a business that challenges me ...
has potential to grow ... and matters in my community.”

With an Express Employment Professionals franchise, you're a leader
in the community. Matching friends and neighbors who need jobs
to businesses that keep the local economy moving. Uncovering work
opportunities. Using your hard-won professional skills to make a
difference. In a tough economy, this is work you can love. Questions?
We're ready with answers. Contact us or ask your franchise consultant to
tell you more.

877-652-6400

ExXbress

Rewpecting People. Impacting Business

expressfranchising.com
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v ever had to overcome was grow-
s¢ too fast. Growth outpaced Lan-
s ability to source good native-
speaking teachers locally, and she
&:dn't want the quality of instruc-
pon to suffer. “We learned within
ghe first year that our unique cur-
siculum is only as strong as the
seachers who deliver it,” she says.
%o she and her team worked on
creating a global recruitment pro-
gram that reaches out to various
gomntries to find the best instruc-
gors around the world.

Too-fast growth is a case-by-case
e, savs Cheng. While they gen-
grally defer to the management
seam of the companies in which
Py invest, when she and her team
see one of their companies strug-
ghag to manage their growth, they
sy intervene with assistance and
aivice, examining every area of the

«ning a Maid to Perfection” franchise
gives you peace of mind!

The best uy on the market...
and proud of it!

STARTUPS

company, looking at cash flow and
product development. They'll pro-
vide advice and counseling to help
the company smooth things out and
discover ways to grow in a more
strategic manner.
50 LIVE YOUR DREAM. Taking on the
demands of a startup requires
a mind-boggling mix of smarts, flex-
ibility, stamina, endurance, tenac-
ity and humor. But at the end of the
day, experts and entrepreneurs all
agree on one thing: It's worth it. “We
started so we could work at a place
that was ideal,” says Wallace. “We
try to extend that philosophy to all
our employees. And we try not to
make the office synonymous with
pain and suffering. 1 genuinely feel
like most people feel privileged to
work here, and so do we.” =

CONEN MORAN 5 co-aghor of The Compilete idior’s Guscle
0 Busness Aons. Reach her &t pvendfipwenmorancom

* A proven franchise system in a proven industry
* A complete training program to manage your
business

* Diversified profit margins

Qur owners don't l.'lL‘;lll: tlu'_\ focus on |tmkil‘l;_( at

the big picture and growing their business.

Take your first step toward
financial independence!

1-800-648-6243

- www.maidtoperfection.com

Total Cash Investment
e Unit......coo.cccces S T
i-Unit (Four Territories).............. $S80K
T e e $150K




