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Foreword
THINK BIG (Think Positive) means opening our
horizons, reaching for new possibilities in our
personal lives and in our businesses, being open to
whatever the world has in store for us on the road
ahead.
A beggar sitting outside Marble Arch tube station
facing Hyde Park, one of the most expensive and
prestigious parts of London, asking people to spare
him £0.10p for a cup of tea. If this person could see
the possibilities beyond the cup of tea could and
was able to Think Big what should he be thinking?
Well this really happened to me last year and the
above is a true story, when I walked pass the
person begging for 10 pence for a cup of tea, I stopped then sat down next to him asked him how
much he gets in a day. At first, he hesitated then when I gave him note out of my pocket he told me
he made between £7 and £15 if the police did not arrest him first. I simply asked him had he ever
considered asking for more such as £5 or £10 instead of the 10 pence? No of course not he said that
would be cheeky and besides no one would give me a fiver or a tenor he said.
So I said to him I will stand near him for one hour if he asked people for a fiver towards a hot meal
and if no one gave a fiver in the one hour I would give him another £10 note. I must admit it took
him some time like 15 minutes before he plucked up the courage to start asking for fivers.
Result within 36 minutes he had been given just over £23 just by asking for more. He got up thanked
me and said he was going to get himself a nice hot meal.
You see in our personal lives and in businesses we expect as little as possible ourselves because it is
the way we have been programmed and conditioned all our life.
Inside every budding entrepreneur I speak to, there’s a business idea inside of them that’s crying to
get out. Breaking the shackles of fear, doubt and insecurity isn’t easy, and you have to be strong
enough to be able to step outside of your comfort zone and seize the opportunities that await you.
If you’re thinking of starting your business, just do it. Don’t let your fears hold you back. Think big,
think smart, and think about your successful future in business.
I’ve known Chris Haycock and Fay Easton for years, and they have created StartPad to get your idea
from launchpad to lift-off, using a tried-and-tested formula. There are no shortcuts. This isn’t a getrich-quick scheme. It’s a blueprint for your future business.
Follow it. Learn from it. And make it happen.
Moe Nawaz
Trusted mentor and strategic advisor to FTSE 100 companies.
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Introduction
Congratulations.
You've already made the big decision to take the first step in your exciting journey. Believe it or not,
most people with brilliant ideas don't get to this stage, so congratulations for stepping on the first
rung of the ladder towards success.
Let us introduce to the StartPad platform, and how it can guide you from your initial idea right the
way through to the day that you decide to launch - and beyond. Before you begin, why not take a
few moments to read a bit about who we are, why we're helping you make your business a success,
and of course some advice how to use us.

WHO/WHAT IS STARTPAD?
StartPad is a platform which helps people turn their ideas into a viable business by giving them a
pre-launch checklist of tasks to complete.
We like to think that everyone has a fantastic business idea inside them. However, very few of these
ideas are turned into businesses, and there are many reasons why this is the case. One reason we
hear a lot is that people don't know where to start. They search in vain on the web for a
comprehensive guide that shows them what they need to do - but unfortunately end up getting
completely lost.
That's why Fay Easton and I (my name is Chris Haycock) decided to launch StartPad. Our future
entrepreneurs and business owners are the lifeblood of the UK economy, and we want to see as
many of them succeed as possible. To do that, we built StartPad to help and guide those who want
to start a new business, but don't know how it's done.

STOP SPENDING MONEY. NOW!
If you watch Dragons Den on TV you'll have lost count of the amount of people who have 'blown
their life savings' trying to perfect their business idea and reach their target audience. This makes us
really sad, as it doesn't have to be that way.
By following our simple steps that take you through the start-up process, you'll be doing yourself a
huge favour. You don't need to spend thousands of pounds getting your product or service ready for
the market. All the tools and resources are already there to help you accomplish this without
spending much money. You'll find that the vast majority of the steps we recommend are 100% free.
Save your money. Don't blow it before you've even launched.

DO IT RIGHT, FIRST TIME
Most entrepreneurs are mavericks. Yes, we are. And if you're a true entrepreneur too you'll be
willing to admit it. We don't like doing what we're told because we think we're trailblazers - with our
own way of getting things done.
But hold your horses for one moment.
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You've got the whole of your business career in front of you to make these maverick choices. Taking
an idea from the back of your beermat through to making your first sale takes a lot of planning. The
experts say that making mistakes in business is a good thing, and it really is. Do it right - first time
But, if you follow a set process that has worked for tens of thousands of successful business owners
over the decades, then you're avoiding a lot of heartache, and potentially a great deal of cash. Let us
help you avoid those costly mistakes so early into your venture.

SMALL, ACHIEVABLE STEPS TOWARDS LAUNCH
Starting a new business means going through a lot of thinking, planning and decision-making.
There's a fair amount of red tape that you won't be able to avoid, and you'll need to get a really
good grasp of your market. There's much work to be done even before you make your first sale.
Our platform has been divided into stages to keep things simple and understandable. These stages
are as follows:
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ARE YOU UP FOR IT?
Being an entrepreneur is demanding. Are you up to the job? Do you have what it takes?
Not everyone is cut out to run their own business. It's a stressful, time-consuming and at times can
put your family life under a considerable amount of stress.
Despite this, starting a business is a challenging and rewarding process.

DO YOU HAVE WHAT IT TAKES TO BE AN ENTREPRENEUR?
Before you set out on your new journey, we recommend that you take some time to evaluate
whether you would make a good business owner. Answering these questions honestly will save you
a lot of heartache in the long run. Admitting that you're not cut out to be an entrepreneur is one of
the hardest things you can do, but you'll thank yourself in later years.
That's why we've put this task so high up on the list. If you find that you can answer most (if not all)
of the following five questions, then you've got what it takes to be a good entrepreneur. Go on,
answer them honestly...
Five very important questions
1.
2.
3.
4.
5.

Do you have a great ‘eye’ for a product or service with lucrative demand?
Are you willing to work day and night, and to be an avid learner?
Do you have good knowledge and confidence in your product and industry?
Are you a good communicator, and a kind person?
Are you confident, single-minded, resolute and a great listener?

ARE YOU WILLING TO DO WHAT IT TAKES?
Again, not everyone is cut out to run their own business. There's no shame in admitting that it's not
the right choice for you, and the chances are that you've probably lost very little at this stage.
If you've answered 'yes' to most - or all - of the questions above, then congratulations. You've got
the characteristics needed to be a great business owner. Now, hit the 'Mark as Complete' button
below to continue your journey.

DO I HAVE A BUSINESS?
Will your business idea support you and your family?
So you've had that 'eureka' moment, and you've got yourself what seems like a fantastic business
idea.
You might think you have the best products that anyone has ever dreamed of, but sooner or later
you'll need to test the water to see if your idea is a viable one.
Don't be scared to admit it if you realise that your idea hasn't got legs. If you're the entrepreneurial
type chances are that you've got several others up your sleeve.
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HOW DO I KNOW IF MY BUSINESS IS VIABLE?
ASK YOUR POTENTIAL MARKET
If you've done some market research beforehand, you'll get a good idea whether your idea is
feasible, and whether a market exists for your product or service. Before spending wads of cash on
an uncertain business idea, it's essential that you test the water by talking to people about it - not
just your closest friends and family.
Ask people who don't know you what they think of your idea. If that means getting out on the street
and stopping people with a clipboard tucked under your arm, then so be it. Knock on doors if you
have to - there are plenty of people who will be willing to stop and talk to you honestly about your
idea, as long as you make it clear that it's for market research purposes, and that you're not selling.

TAKE YOUR PRODUCTS ONTO THE STREET AND ASK PEOPLE FOR FEEDBACK
Better still, if you have a prototype (even if it doesn't work) of your product, take it onto the streets
and ask people what they think. There are plenty of people willing to stop for a few moments to
provide their feedback.

CONDUCT FOCUS GROUPS
Conducting focus groups enable you to generate valuable feedback about your business idea. They
usually take the shape of an informal, moderated meeting with four or five people who could be
your possible future customers. By holding this meeting, you can ask a series of questions designed
to validate your business idea, and provide both positive and negative feedback about your product
or service.
If you decide to conduct a focus group, keep it short, but ask questions that are truly meaningful for
your new business. No-one can tell you what questions are most suitable for your product, but try to
include the following topics, which are high up on the list of most customer's motivations to buy:
Price - is your proposed price too high / too low?
Delivery - will it take too long for you to deliver your product/service?
Trust - do your focus group trust what you are offering as a viable alternative to their current
supplier?
Their goals - what are they trying to achieve that your product would help with?
Pain points - what are they finding difficult with alternative products?
Objections - what would stop your focus group buying your product?
How do I set up a focus group?
If you already know four or five people in your target market, then why not offer to take them out
for a couple of drinks to a pre-arranged venue (like a pub) for an informal chat. Most people are
delighted to put aside an hour or so to provide feedback, especially if they feel that they are shaping
a product that they could end up buying.
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You can use professional focus group/market research companies to help you conduct a focus
group. However, these can prove costly to new start-ups, even though the quality of response will
be much higher than if you do it yourself. Green Book can help you track down companies to help
you conduct focus groups.
Alternatively, you can use an online service to help you gather feedback. We've included a few
online services here, which you can view by clicking on the 'Resources' link in the left-hand menu.

EXAMINE THE COMPETITION
Are there any other companies offering a similar product? If so, don't worry. If you discover a
competing business then the chances are that there is demand for your product. Evaluate the
product your competitor is selling. Is it cheaper than yours? Better quality? You'll need to ensure
that your own product or service is better in some way, to make it stand head and shoulders above
your competitors.
Is your product more efficient? Can you deliver it to your customers cheaper? Is your after-sales
service top-notch? Ask yourself how you will differentiate your product so that you can position and
market it slightly different to your competitors.

GOOGLE IT!
There's a wealth of information right inside Google's vast database of information. Use Google to
search for other companies who might already be providing your service. Have a look to see if
anyone's talking about what you're offering. Are they complaining that such a service doesn't exist?
Perhaps they're already using a similar product, but there's a missing feature that you can
incorporate into your own.
Based on your findings, are people saying that they would be willing to pay for it?

STILL HAVE A WINNING IDEA?
Now you've conducted your research, you'll have a better idea whether you've got a viable business
idea. If you feel that your idea is going nowhere, don't get disheartened. Can your product be
reworked into a better, more marketable idea? Think outside the box and see if you can re-purpose
it.
If the answer is still a resounding 'no', then don't give up pursuing your dream of becoming an
entrepreneur. Sometimes you'll need to assign your idea to the bin, but there's nothing stopping you
from dreaming up another winning idea.
What if all the research shows that you have a great idea and a target market who are drooling at
the thought of your product or service? Don't rush it through. Follow the steps here on StartPad, and
ensure that you've done all your homework before you launch your product to market - it'll be
worth it.

WHAT'S YOUR BIG IDEA?
Define what your idea is about, and how it will make money.
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If you've ever watched TV's Dragon's Den you'll often see the Dragons getting perplexed - and
annoyed - because they don't understand what the entrepreneur is proposing to them. You need to
carefully think about what it is that your business will be engaged in so that you can articulate it
later on.
To define your business idea, you need to simplify it as much as possible, into what is commonly
known as an 'elevator pitch'. If you struggle to explain it to someone, then you're heading for
trouble. Whilst we cover the elevator pitch in a later stage of StartPad, it's worth condensing your
business idea into a single, understandable sentence at this stage, because it will help you keep
focus on what your core service is.
First, think about a person that's close to you that doesn't know the industry you're thinking of
entering. It may be your Gran, your drinking buddy, or your next door neighbour. You can pick
anyone that you know are not related in any way to your business, and that you know will give you
an honest answer. Now, go and tell them what your business idea is, and gauge their response.
Did they scratch their head with confusion? Did they stare at you with glazed eyes? Or did they raise
their eyebrows and say, "Wow, that's a good idea"?
If this person struggled to understand the concept of your business idea, then you definitely need to
simplify it.

WHAT IF IT STILL DOESN'T MAKE SENSE?
Don't move on from this stage until your business idea has been defined. You'll be speaking to a lot
of people whilst getting your business ready for launch, so you'll need to keep going back to the
blanks until you hit the nail on the head. You'll know when that happens when someone you tell
says, "Wow, I'd like to be your next customer".

DEFINE YOUR GOALS
What do you want to achieve? Are your goals achievable?
It's important that as you're thinking about starting a new business that you think about what it is
that you want to achieve for both yourself and your business.
Unless you're an eternal optimist if you don't define your goals you'll end up getting out of bed each
day thinking, "why am I doing this?", which will have a detrimental effect of your business and
yourself.
By having a clear, defined vision of what you want your business to achieve, you'll find that you're
more successful.
Think about what it is that you're trying to achieve, and be as specific as you can. Being specific
enables you to think ahead and visualise your situation when you get there, as well as help you
break down the steps that you need to go through in order to reach your goals. Don't set your goal
as "having a healthy bank balance in a few years" - be more specific than that. It's better to aim for
"having £250,000 in the bank within 5 years".
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HOW TO SET YOUR BUSINESS OBJECTIVES
In order to steer your future business towards success, you'll need a firm grasp on exactly what it is
that you're setting out to achieve.
All business owners are responsible for ensuring that the direction you're heading in is the correct
one. Of course, most businesses will need to adapt and change their goals in response to market
changes and trends, but the most successful ones will have a goal in mind.
Setting long and short term goals isn't always as easy as it sounds. But there are ways of making the
process of discovering your goals much easier.

BUSINESS OBJECTIVES - YOUR OPTIONS:
a) Start with your short-term goals and work forward. Outline what your goal is for year one.
Perhaps it may be to reach a certain number of new customers in the first 12 months, or it might be
to break even. Once you've got your goal for Y1, move on to your goal for year two. Now you know
what your goal is for the first year, defining your year two goals should be much easier. Now, do the
same for years three, four and five. (You might want to skip three and four). How does year five
look? Is it what you had planned? Great. But if it isn't then go back and fine-tune the previous years
until you're happy.
or
b) Start with your long-term goals and work backwards. Outline what your five year goal is, then
work backwards, setting your two year and one year goals.
Which method you decide is up to you, but you now should be in possession of a 1, 2, and 5-year
goal. You can see exactly where you should be on each of these major milestones.

MAKE YOUR GOALS SMART
Goals must be realistic and achievable. Follow the S.M.A.R.T principle when setting goals:
Specific - exactly what do you want to achieve
Measurable - tangible evidence that you have accomplished the goal
Achievable - don't set ridiculous goals. Make sure that you can accomplish the goal
Results-focused - goals should measure outcomes, not activities
Time-bound - link your goals to an exact date to create a sense of urgency

PLAN B?
You might think that you're going to smash all the goals you set for your business, but the chances
are that your won't accomplish every goal. Don't worry about this - it's normal.
However, embrace the fact that not all your goals will go according to your plans. If you have an
alternative plan in place then you'll be prepared and ready to change your strategy or pivot where
necessary.
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CHECKLIST - INTRODUCTION
Go through the following checklist and tick when you have completed each task
WATCH OUR INTRODUCTORY VIDEO

1

Head over to www.startpad.biz/demo to view our introductory video, which will
explain more about the Startpad programme.
FOLLOW US ON TWITTER

2

Keep up to date with news and announcements by following us on Twitter at
twitter.com/start_pad
LIKE OUR FACEBOOK PAGE

3

Entrepreneurial tips, advice and feedback as you head towards launching your
new business and beyond.
DO YOU HAVE WHAT IT TAKES?

4

Ask yourself honestly, do you really think you have what it takes to become a
business owner? Are you prepared to make the necessary changes and
sacrifices to make your business a success?
GET PRODUCT FEEDBACK

5

Ask people what they think about your product or service. Is the feedback
positive? Would these people be prepared to buy in to your idea?
STUDY YOUR FUTURE COMPETITION

6

As your competitors doing something similar? Could you find a way to make
your product or service better than theirs?
GOOGLE YOUR PRODUCT

7

Search Google for similar products. Is anyone talking about products that you
will be selling? Does there appear to be a demand?
DEFINE YOUR BUSINESS GOALS

8
9

Outline what your primary goals are for your business. What is it that you want
to achieve?
WHAT’S YOUR PLAN B?
Do you have an alternative course of action if things go wrong?

10

DESCRIBE YOUR GOALS
What do you want your business to look like in 1 year, 2 years and 5 years time?

11 | S t a r t P a d

Research
CREATE AN ELEVATOR PITCH
Can you tell someone in a nutshell what your business is all about?
If you said no, then you'll need an 'elevator pitch' that you can use to describe what your business
does in a sentence or two. It's the perfect opportunity to tell strangers (who might be a potential
customer) what your business is selling, and why it may be of interest.
Think of your elevator pitch in terms of a conversation that you're having with someone you've met
for the first time, and they ask you, "what does your company do?".
The last thing you want to do is to either confuse your new friend, or overwhelm them with so much
information that you're being boring. The idea is to create a spark of interest in which this person
then thinks, "that sounds interesting. I'll take a closer look".
Many new business owners over-complicate their elevator pitch by telling their life story, how much
money they've invested, who their first customer is, etc.
Keep it simple, quick, and to the point.

HOW DO I CREATE AN ELEVATOR PITCH?
If you've completed Stage One (Discovery) of the StartPad process you've already created your
elevator pitch.
If not, then we really do recommend that you do so, as it will help you to convey what your business
idea is all about. Only when you have defined what your business will be doing are you able to craft
the perfect elevator pitch.
Feeling lazy?
Here's a handy little trick that you can use to simplify your business idea into something that's easy
to understand, and all you need to do is to fill in the blanks below:

My business helps _________________________ [who does it help?]
to _____________________________________________ [how does it help?]
because _______________________________________________________.
People choose us because
______________________________________________________________.
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Easy, isn't it? Let's see what's going on here. Firstly, we're identifying the actual customer, which
could be another business or a consumer. Next, we're proposing the problem. Great business ideas
always stem from an existing problem. Then, we're addressing both the product/service, and the key
differentiators that make you better than your competitor.

CREATE A PERSONA
Describe your perfect customer to make your marketing more effective.
When starting a new business, it's all too easy to take the 'scattergun' approach to marketing, yet
this is a sure-fire way to reach no-one in particular, and to spend a lot of money in the process.
The best way to approach marketing to your target market is to first create a persona. Personas are
fictional characters that you create that allow you to determine how to approach more targeted
marketing. The more you target your marketing towards a specific persona, the more successful
you'll be.
Once you begin to create your persona, your knowledge of their needs, behavour and goals are
better understood, and your marketing activities will reflect your newly-gained knowledge, meaning
that you'll gain more sales and customers than if you adopted the 'scattergun' approach. The time
spent creating your persona will be well worth it.

STEP ONE
It's always best to put a face on a persona. Giving your fictional character a real face makes them
more real, and the more real you can make them, the easier it is to craft your marketing plans later
on in the process.
Print the photos of people. Once you've printed your sheet of random people, go ahead and cut out
the person who you think would be your ideal customer.
It's important to remember that the more specific you are, the easier it'll be to market to them once
you're ready to begin your marketing activities.
Don't worry if you think that more than one person fits the bill - just choose one for now.
Once you've cut out your selected persona from the printed sheet, pin it up somewhere in front of
you where you can see it clearly, and move on to the next step - building their character.

STEP TWO
OK, so you've cut out the person. Now, print out the following persona profile sheet, and stick the
photo in the space provided.
Congratulations - you've started your persona. As you're filling in the persona profile sheet, take
time to answer the questions as fully as you can. Use an additional sheet of paper, if you need to.
It's important that you think through each question fully, and take your time. The persona profile
sheet should take you at least 30 minutes to put together. Analyse your persona thoroughly so that
you get a full overall picture of who they are, what they think about, and what makes them tick.
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The more you understand your persona, the easier it will be to perfect a winning marketing strategy
that resonates with their character., so don't rush this process.
Go ahead and fill in the spaces on your persona profile sheet, which will determine what kind of
person they are, what job they do, and how they think in everyday life.
Remember, this is a fictional person based on your ideal customer, so take some time to dream up
the person that most fits the bill. It's quite an exciting project, so feel free to get carried away with
the fine details. The more information you complete, the better you're able to step into their shoes
and 'become them'.

STEP THREE
I've finished. What do I do with this information?
You should now have a completed persona which forms the basis of your marketing activities. Every
time you make a decision about your business you need to refer back to your person and ask the
following questions:
1.
2.
3.
4.
5.

Is this decision in the best interests of my persona?
What will this person think about my decision?
Are they likely to have a positive response to my decision?
Does this decision address any concerns that my persona has?
Is this person now more likely to buy my product/service?

If you've completed the persona profile sheet properly, you'll notice that you now have a typical
customer profile - you understand their 'pain points', what makes them tick, where to reach them,
and what tone of voice your business communications must adopt to entice them to purchase you
product or service.
If you have other people working in your new business, make sure that you make additional copies
of your persona, and distribute them, so that everyone is aware of who your typical customer is. It's
important that everyone is 'singing from the same hymn sheet', and has the same goals as you do.
Use it regularly to ensure that your marketing communications doesn't have a 'scattergun' approach,
but a precise, targeted perspective that is tailored to the needs and desires of your market.

MARKET RESEARCH
Find out how your product or service meets the needs of the market.
It's quite common for new business owners to start selling to potential customers without actually
asking them what they want. It is absolutely essential to understand the needs and motivations of
your customers before you start to trade, so that you avoid making some very costly marketing
mistakes further down the line.
You might think that you understand what your customers want, but without conducting some indepth research into your target market, you are effectively 'shooting in the dark'.
To get a better understanding of your customers' needs, you'll need to undertake 'Market Research'
to see if your product or service is viable. As our advice below shows, it doesn't need to cost a lot of
money to collect some really useful research.

14 | S t a r t P a d

There are many market intelligence agencies in the UK that specialise in analysing market
intelligence and trends, but unless you've got very deep pockets they can be very pricey. Of course,
the research you can gain from using these companies (such as Mintel, IBISWorld, Key Note and
Plimsoll) is priceless, but with individual reports costing £500 or more they can exclude many startups who are struggling with cash.
So, how do you go about conducting market research on a budget?

HOW DO I START COLLECTING RESEARCH?
If you've completed stage one of the StartPad process (i.e.'Discovery'), then you'll already have a
good idea of what your idea is, as well as who would benefit from it, and why they would benefit.
You will probably have a good grasp on how you will make money from your idea too.
With that knowledge in mind, take the following steps to get a full understanding of what people in
your market are likely to be talking about:

USE GOOGLE
Yes, Google. It's a fantastic place to start your market research, and it's free.
Search for blogs, forums, advice columns and publications for your industry. Use these websites to
find out what types of people use them, what they buy and how they buy.
Find out what sort of things they complain about. Is there a common 'pain-point' that often crops up
time after time?
Jot down how you think your product or service can help these people solve their problems.
Use Google Trends to find out what is being searched for online. Google Trends is a great tool that
will help you discover what your market is searching for, and it's fantastic for getting valuable
insights into your future customers. The tool allows you to select industry categories to give you a
more in-depth overview of search trends in the UK. For example, if you're going to be selling babies'
clothes you can see search 'peaks' and 'troughs' according to the time of year. You can use it to
research your competition, a particular product, or a service. It's well worth spending some quality
time finding out more information how you can use Google Trends as a valuable research tool.

STUDY YOUR COMPETITORS
Make a list of your competitors, and visit their websites to see how they communicate with their
customers.
How do they attempt to solve their customer's problems?
Use Google again to search for other websites that may mention your competitor's business name.
Are there any complaints or common problems?
What makes you better than your competitors?
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HEAD TO THE LIBRARY
Your local library will have a stack of great research for most industries, especially if you live in a
major city where the libraries are more comprehensive.
Some libraries stock Key Note, Mintel, Datamonitor and other market research information,
meaning that you can save literally hundreds of pounds in research costs.
You can typically find plenty of industry-related magazines, books, periodicals and journals that can
help you understand your target market.
Some public libraries also offer online access to market research tools and services, including Mintel
Oxygen, Cobra and MINT. Use them to your advantage. For a list of the public libraries that offer
access to business market research, the British Library has published a PDF document to help those
wanting to research their industry.

ONLINE SURVEYS
For as little as £50, you can get access to ready-made communities of people who are willing to
provide feedback on your business idea. Several online survey companies have sprung up over the
last few years that allow you to create and launch surveys that give you insights into your
marketplace.
Here are some survey companies to consider:
Toluna - get access to a community of over 9,000,000 people who will provide feedback and air
opinions
Vivatic - A UK panel of more than 300,000 members sourced from a variety of channels representing
a broad cross-section of society
Netigate - Used by over 2,000 companies worldwide, Netigate allows businesses to analyse feedback
in real-time from their community network
Survata - Create a survey, Survata will target consumers to answer it, and you get answers. Perresponse pricing, which starts at $1 per answer

TALK TO POTENTIAL CUSTOMERS
If you have access to people who you feel would be interested in your product or service, then it
costs nothing to ask for a volunteer's feedback on your idea.
Once you have their attention, explain your business proposition (your Elevator Pitch). Explain the
benefits of your business (benefits should always precede the features), and ask the volunteer how
much they'd be willing to pay for it.
If possible, put together a prototype or visual representation of what your product will look like,
even if it's just a sketch at this point. It will help you to convey your idea. Then - and this is the most
important part - stop talking and start listening. Don't get defensive if the volunteer is negative
about your idea. There's probably a very good reason.
Use their feedback to make improvements where necessary, as well as gaining a valuable insight into
your target market.
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SHORT-TERM LEASE SOME PREMISES
If you're aiming to go into retail, and you already have some stock available, then consider taking out
a short-term lease on a retail unit, which will allow you to test your idea on real customers.

OTHER WAYS TO COLLECT MARKET RESEARCH
1.
2.
3.
4.

Questionnaires (by mail, online or by telephone)
Interviews (face-to-face or online)
Focus groups
Observational research - watch how people use and interact with your product, if you have
a prototype at this stage.

OUTSOURCING YOUR MARKET RESEARCH
If you are willing to pay a premium to get your market research, you can use a professional company
to gather your research. The Research Buyer's Guide is the only directory of professionally
accredited market research providers in the UK, and is worth visiting if you're interested in
outsourcing your market research needs.
The ICG has also published a list of professionals who are qualified to undertake thorough market
research.

MORE INFORMATION
For more information about producing 'qualitative research', the ICG has produced a comprehensive
guide which advises businesses how to best conduct market research, as well as avoiding common
mistakes.
Whilst it is not intended to be a beginners' guide, it is useful for those who are already actively
engaging in qualitative research, and may prove useful to some.

SWOT ANALYSIS
Let us show you how to create a SWOT analysis to help improve your business.
You'll probably agree that you wouldn't go stepping into a boxing ring with Mike Tyson without
knowing a considerable amount about your own strengths and weaknesses. It would also be unwise
to consider starting the fight without knowing Tyson's strengths and weaknesses too.
If you're considering going into business then you really need to consider putting together a SWOT
analysis, which will help you identify your strengths, weaknesses, opportunities in the market and
external threats to your business idea.

S-WOTS THAT?
As you've read just above, a SWOT analysis stands for 'Strengths, Weaknesses, Opportunities and
Threats', and it does what it says on the tin.
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If you've got a SWOT analysis that identifies all these, then you're in a much better position to
develop a business strategy that will deliver results, as well as help you get through some tough
times.
Let's run through each of them so you know how to put together a SWOT analysis that will help you
to understand and improve your business model.

STRENGTHS
Number one of the SWOT analysis is 'strengths'. Ask yourself the following questions:
"What makes my business stand out from the rest?"
"What can my business do that I think is better than my competitors?"
The great thing about your strengths is that you're completely in control of them, and you can use
them to make your company stand head and shoulders above your competitors. It's this knowledge
of your business' strengths that can determine much of your marketing strategy, so take time to
think really hard about your business strengths.
Perhaps it's your customer management skills. Or it could be the sheer quality of your product or
service. Or you may have found a way to shave off precious Â£Â£Â£s so that you can undercut your
competitors. It's important that you list as many strengths as you can, as they will really help you
later on.

WEAKNESSES
Much like your strengths, the beauty of your weaknesses is that you're in control of them. Think
about everything you can about your product or service that's not as good as your competitor. Be
honest - this is no time to shy away from the truth. You need to know all your weaknesses so that
you can address them if necessary.
As yourself the following:
"What does my competitor do better than I do?"
"Is there any feature of my service/product that would cause a customer to buy from my
competitor?"
Is your delivery too slow? Do your products fall apart before your competitors? Perhaps your
business is lacking in dedicated customer management skills. It's even more important to be honest
here. It's not every day you get to really analyse your weaknesses, and although it can reveal some
unpleasant truths, wouldn't you rather know about them now, so you can do something about it?
Many of your weaknesses you can actually do something about. You may want to consider
addressing your weaknesses right now, and see if you can turn them into your strengths.

OPPORTUNITIES
You obviously have a direct influence on your strengths and weaknesses, but what about
opportunities? Typically, your opportunities are external factors in your industry that are outside of
your direct control.
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Looking for potential opportunities within your market is an exciting process, and you may need to
really think 'outside the box' to find them. As yourself the following questions to reveal some
opportunities you may not have known exist for you:
"Do you see any changes in the business climate that you can capitalise on?"
"Where is technology going in your sector? Can you incorporate new technologies into your service
before your competitors?"
"Are there any sources of finance that I can use to grow or promote my business?"
"As children grow into adults, how will I ensure that I can capture their attention"
"Is my local geographic location changing? If so, how can I align myself towards those changes to
give me an advantage?"
Take a look around you. Opportunities exist everywhere. Always keep your eyes open for new
opportunities by keeping abreast of current affairs, local news, and government announcements.

THREATS
Most people don't enjoy looking at threats that may exist which could damage your industry, or
worse - your business. But, if you're aware of your threats, you can also anticipate them in advance,
which puts you at a distinct advantage over your competitors, if they're caught off-guard by the
latest changes in regulation, trends, or customer behaviour.
For example, if you wanted to start a PC repair business, you'll need to be aware of the latest
changes in technology. The fact that PC sales are in decline and customers are buying more tablets is
a distinct threat to your business. By being aware of these changes in buying behaviour, you're able
to 'pivot' and adapt to their needs. A PC repair business may want to diversify to offer a range of
services for tablet owners, for instance.
So, what do you need to ask yourself to identify these threats?




"What future plans do my competitors have to keep ahead of the market?"
"Are there any changes to legislation that may affect my business in the future?"
"What are the buying trends for my marketplace? Is there any evidence of negative
growth?"

Use your strengths to counteract any threats that may exist. By understanding them, you'll be able
to put together a 'Plan B' should they happen. Will your competitors be in such a good position to
change their business? You need to ensure that change is welcomed and embraced.

WHERE DO I BEGIN?
Download and print our SWOT analysis template. Then, fill in the four different areas of the SWOT
analysis - Strengths, Weaknesses, Opportunities and Threats.
It's important that you spend some quality time filling it in. Don't rush the process, because it can
provide some really innovative ideas that can help your business thrive and grow.
Once you've finished your SWOT analysis, don't let it rot in a drawer. Pin it up somewhere
prominent and read it regularly. Edit it regularly. Market conditions change all the time. Ideas come
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and go. Weaknesses can be turned into strengths, which in turn can be turned into opportunities.
It's your blueprint to success.

BUSINESS PLAN
What do virtually all successful businesses have in common?
A solid business plan.
Think of your business plan as a roadmap for your business that determines what your business is,
what you want it to achieve, and how you're going to get there. It's an important document that also
allows you to check to see whether you're on course to reach your goals.

WHAT ARE BUSINESS PLANS USED FOR?
A reality check
It's all-to-easy to forget what the purpose of your business is. Often, business people get so
distracted by the latest 'shiny object' that they unwittingly change course without even knowing
about it. Your business plan is a reality check that will help you to reassert how you see your
business, both now and in the future.
For raising investment
Would you loan money to someone who wasn't able to tell you exactly what your money was going
to be spent on? Nope. And neither would your investors. Many new businesses need an initial
injection of cash to get them up and running, and those who may be willing to lend you some money
for your start-up will want to see how you intend to spend their money, whether they're lending you
£500 or £500,000.
To build commercial relationships
Building strategic commercial relationships is a key factor in growing a business. It doesn't matter if
your business is two months old or two centuries old, commercial relationships are crucial for
growth. Potential partners will want to find out more about the background of your business, its
vision, goals, and target markets.
How in-depth should the business plan be?
This really does depend on your business. If you are starting up a plumbing business in your local
area then it is naturally going to contain fewer details than a mail-order company who intends to
market to an international market.
However, most good business plans follow a tried-and-tested three-part structure that means it's a
multi-purpose document that meets the needs of the business owner, the bank manager, or the
investor:




Business concept
Marketplace
Financials
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Although these are the three main sections, business plans tend to be broken down further into the
following sections:













Business concept
Executive summary
Description of the business
Description of the founder(s)
Marketplace
Market strategy
Competitive analysis
Product development
Operations and management plan
Marketing plan
Financials
Cashflow forecast

It's not uncommon for business plans to reach in excess of 20 pages.
Scary, huh? However, don't think of your business plan as extra boring work that won't benefit you.
Once you've got your business plan in place you'll find that you'll keep referring to it time and time
again - and amending it wherever necessary as your business grows.

I DON'T KNOW HOW TO WRITE A BUSINESS PLAN
Few people do. Whilst there are countless companies who offer to help you build your business plan
at a cost of thousands of pounds, it really isn't necessary to create a perfect business plan.
Remember, your business plan acts as a roadmap to where you want your business to be.
You're not going to be presenting it to the Queen, so as long as you understand it, don't worry too
much about the finer details.
If you're planning to use your business plan to raise funding for your new business, then you'll want
to ensure that someone else can read/understand it. It needs to make sense, and ideally it will need
to be free of typos and inconsistencies too. Once you've completed your business plan give it to
someone whose English skills are good, and ask them if they would mind checking it for any errors.

WHERE DO I BEGIN TO WRITE MY BUSINESS PLAN?
You already have!
By joining StartPad, your business plan is already being created as you make your way through the
programme. We're unique, in that we don't give you a blank canvas and ask you to create one from
scratch. On each StartPad lesson there may be 3 or 4 simple questions relating to what you've
learned. By answering these questions they're saved directly to your business plan.
It's that simple.
How do we know it works? Because our very own StartPad Business Plan was created with the
StartPad programme. Yes, we tested the programme by putting StartPad through its own process.
And yes, it worked.
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You can check to see how your business plan is looking by clicking on the red 'Business Plan' box
towards the top right hand side of each page. If you have a look at it right now (and come back to
this page after) you'll see that most of it is empty. However, the further down the StartPad
programme you go, the more will be added to your business plan. And by the end of it, you'll have a
brilliant business plan that you'll be proud to show off, whether it's to your investors, your bank
manager, or even your mum.
Remember, as you make your way through StartPad, you're building your Business Plan
automatically. Genius!

CHECKLIST - RESEARCH
Go through the following checklist and tick when you have completed each task.
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REFINE YOUR BUSINESS IDEA
Break down your business description into very simple ideas so that your idea can be
communicated easily.
CREATE AN ELEVATOR PITCH
Describe what your business does in one sentence.
PRINT AND COMPLETE YOUR PERSONA
Download the persona photographs and profile sheet and fill in as much information as
you can about your ideal customer. Stick it on a wall near your desk and refer to it
often.
GOOGLE YOUR BUSINESS IDEA
Find blogs, forum and websites dedicated to your product, and discover what’s being
said about it.
USE GOOGLE TRENDS
Discover what is being searched online for products and services related to your idea.
STUDY YOUR COMPETITORS
Make a list of your competitors, and jot down what you like about them, what you
don’t like, and how you think you could be better.
USE YOUR LOCAL LIBRARY
Find industry-related magazines, journals and statistics. Immerse yourself in as much
knowledge as you can so that you completely understand the market.
TALK TO POTENTIAL CUSTOMERS
Get feedback from people who may turn into your future customers. Listen carefully to
their feedback: they may have some very valuable insights into your product.
COMPLETE YOUR SWOT ANALYSIS
Fill in and print the SWOT analysis. Pin it up next to your PC and refer back to it
regularly.
START FILLING IN YOUR BUSINESS PLAN
Complete the essential items in your business plan in pencil. Don’t worry if you don’t
have all the answers just yet.
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Registration
BUSINESS STRUCTURE
Deciding the most appropriate business structure is an important decision that you'll need to
consider early in the start-up process.
There are several common company structures (also known as 'business entities') to consider:





Sole Trader
Partnership
Limited Company
Limited Liability Partnership

You need to decide which structure is most appropriate for your company to allow you to engage in
business activities. Let's look closer at each one, and list the pros and cons of choosing that
structure:

SOLE TRADER
A sole trader (which is also sometimes called 'sole proprietorship'), is a business that's owned and
operated by a single person. The person that owns the business is solely in control of (and
responsible for) everything within the business. This may include debts, loans, assets, and loss.
By law, there is actually no distinction between the owner of the business and the business itself. In
the eyes of the law, you - and the business - are the same entity. The owner receives all the profit
generated from the business, after tax has been paid. Sole traders have ultimate responsibility for
any debts and losses that the business may incur whilst trading, and will have to repay these debts
from their own pocket where necessary.
Sole traders must submit a self-assessment tax return each year, as well as pay income tax and
National Insurance.
If the business is expected to turn over more than £82,000 in revenue in the next twelve months,
sole traders must also register for VAT (Value Added Tax), which we cover in our finance section.
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PROS










CONS
It's the easiest way to set up in
business
You don't need to pay anything
You don't need to register - you can
just start trading
You have complete control over your
business and its assets
You can change our company structure
to any other easily
There is less paperwork to submit to
HM Revenue and Customs
Accountancy costs are typically lower
for sole traders because the finances
tend to be simpler
Your business accounts are not made
public








You're liable for any business debt,
which can affect your personal wealth
As you will be classed as self-employed,
your tax will be self-assessed
You could pay up to 45% tax if your
revenue exceeds £150,000 a year
You will earn less than if you ran a
limited company with the same
turnover
Raising finance may be more difficult.
Funders tend to prefer financing
limited companies

PARTNERSHIP
A partnership is a business that is formed by two or more people, who are all personally liable for
any debts, loans, assets and losses that the business incurs.
If a partnership is unable to pay a creditor, the partners' personal assets and savings can be seized
for payment of the debt, much in the same way as a sole trader.
In general, profits made by the company are shared equally between the partners who run the
business. However, most businesses will draw up a partnership agreement that can specify how
profits (and losses) are shared between the partners.
In the event of a death or departure of one or more partners, the partnership may either terminate,
or the share of the departed partner is purchased or given to the other remaining partners.
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PROS









CONS
You all have a mutual interest in the
business
You can pool your skills and talents for
the benefit of the business
Difficult decisions can be discussed,
and different perspectives gained
It's not so lonely
Each partner can utilise their own
expertise to benefit the business
The costs of starting the business may
be shared between the partners.
You have someone to motivate you
when the chips are down
Raising finance is easier for
partnerships than it is for sole traders










Disagreements and differing views can
slow down the decision-making
process
Different personal goals may make the
long-term goal of the business difficult
to agree on. One partner may want an
exit strategy when the other does not
Remaining partners can be liable for
debts in the case of another partner
departing the business
You don't have full control over the
business
Friendship can be strained if the
partners cannot agree

LIMITED COMPANY
A private company limited by shares (more commonly known as a 'limited company') is a business
that has incorporated under the laws of England and Wales, Scotland, and Ireland.
Within the company, there are shareholders who have limited liability, where a person's financial
liability is limited to a fixed sum. Essentially, this means that if the company loses money, or is sued,
then the plaintiffs are suing the company, and not the owners of the company. The owner's personal
assets are effectively protected in the case of the company's insolvency.
"Limited by shares" means that the company consists of shareholders, whose liability is only limited
to the capital that they originally invested in the company - the value of the shares that were issued
to them. Should the company fail, only the money invested in the limited company will be lost.
Limited companies can take two forms - 'private' or 'public'. Most companies form a private limited
company, where its shares are not offered to the general public. When a company offers its shares
on the stock exchange, the company becomes a public limited company.
It is usually a requirement to have the suffix "Limited" or "Ltd." as part of the company name.
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PROS










CONS
Shareholders (the owners) don't have
any personal liability for company
debts
There is a certain 'gravitas' and prestige
that makes limited company appear
more professional and trustworthy
than sole traders / partnerships
Selling a limited company is easier than
a sole trader business
Shares can be sold to raise additional
finance for the business
Limited companies can establish
pension schemes for their employees
Corporation tax is relatively low, so
more profit is retained by the business
Shares can be offered to employees










Accounting processes can be more
complex, with much more paperwork
required
A professional accountant may be
required
There are annual administrative fees to
be paid
Setting up a limited company usually
incurs costs
Directors are taxed under PAYE, and
the National Insurance contributions
are higher than for sole traders
There is more regulation and red-tape
than sole traders

LIMITED LIABILITY PARTNERSHIP
A limited liability partnership (sometimes abbreviated to LLP) is another type of partnership, only
without the liabilities that can occur with standard partnerships.
Think of it as a fusion of a limited company and a partnership. In a LLP, one partner is not liable for
any other partner's actions which result in financial or legal implications. This is the opposite of a
standard partnership, where partners are responsible for the other partners.
This means, that as with a limited company, each partner in a LLP cannot lose more than they invest,
with the exception of fraudulent activity or wrongful trading practices.
When it comes to tax, a limited liability partnership does not pay corporation taxt. LLP income is
distributed to the partners as self-employed persons, rather than as PAYE employees. Partners are
each responsible for paying their own tax.
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PROS








CONS
Partners have limited liability, with the
exception of fraudulent activity
Individual partners are treated as selfemployed for tax purposes
Partners enjoy the same statutory
rights and protections as regular
employees
The advantages arising from being a
limited company and partnership are
combined into one
There is no PAYE or corporation tax to
be paid








The cost of setting up a limited liability
partnership is more than a standard
partnership
Profit is taxed as income
The company must begin to trade
within one year following registration,
or risk being 'struck off'
Partners must disclose their income

GIVE YOUR BUSINESS A NAME
If you're setting up a business, then you need to choose a name for your business.
You've probably got a pretty good idea what you're going to call your business, but this section will
help you to decide whether that name is right for your business.
Choosing a name is an exciting part of any start-up, and it's fun to throw all those names onto the
table to decide which one is best.
First, you'll need to consider what you can, and can't use. There are some limitations set out in law,
so read this part carefully before you proceed.

WHAT NAME CAN'T I USE?
When deciding a registered name for your business, you can't:






Use a name with a 'sensitive' word or expression, unless you get permission
Suggest a connection with government or a local authority
Use an offensive name
Use the exact same name as an existing company. Use the Companies House register to see
if a name has been taken
Use a name that is very similar to another registered name, unless it is part of the same
group as the company with the existing name, or have written confirmation that the
company has no objection to your business name

BUSINESS NAMES
You are allowed to trade using a different name to your official, registered company name. This is
known as a 'business name'.
However, business names must not:


Include 'limited', 'Ltd' etc after the name
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Be the same as an existing trade mark
Contain a sensitive work or expression, unless you get permission

DECIDING ON A NAME
Now comes the fun part. Once you've understood what you can - and can't - call your business, it's
time to name your business and bring it to life.
So, what's in a name? Well, quite a lot. Some businesses choose an inappropriate name and are
forced to change it further down the line. Others hit the right note straight away, so it's worth
thinking carefully about your choice.
First, you'll need to think about what message you're trying to communicate. If you provide
professional services to a business market, then "Whoopie Doo Widgets" may be inappropriate - it
might just send out the wrong signals to potential customers. Likewise, using the name "Smith & Son
Widgets" won't resonate with your audience if you're targeting the young, affluent types.
Always ask yourself the following questions when considering a business name:
"What will my target audience feel when they hear my name?"
"Can people guess the correct spelling?"
"Will people get a sense of what I offer when they say my name?"
"How will people feel when they say your business name in front of their friends?"
"Is it unique?"
"Does it have positive connotations?"
Go back to your Elevator Pitch and see whether the name you're considering sits nicely with what
you've written. Does it tie in well? Does it communicate your value proposition? Does it help explain
WHO you are?
It's very tempting to go with a fabricated name that doesn't really mean anything at all. There are
plenty of businesses that do pull off a weird name that's completely made up, but you'll need to
back that up with an exceptional marketing plan and core message that surrounds your business
name with your brand/service. Otherwise, you may struggle to get yourself heard in an already busy
marketplace. Consider using a mix of real, dictionary words that people understand.
Avoid using geographic names that convey your business' physical location, for example, "Cheshire
Widgets". What would happen if your business moved location, or you wanted to expand into other
counties? You'd have to rebrand, meaning that you could potentially lose business.
Stay away from long-winded business names. Using the name "Hard Disk Data Recovery Services"
may explain in full what your business is about, but it doesn't exactly run off the tongue, does it?
Shortening it to "ProData Recovery" still conveys the business model, yet feels catchier, is easier to
remember, and is also much more appealing.
Consider the business name "Computing Tabulating Recording Corporation". Doesn't strike the right
chords, does it? Yet the company had a re-think, and are today known as "IBM", and we all know
who they are now.
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Let's have another one. If you stumbled across "Jerry's Guide to the World Wide Web", the chances
are that you're imagining an amateur outfit website. 'Jerry' saw sense, and re-branded to "Yahoo". A
wise move.

STUCK FOR IDEAS?
Sometimes, even those that have started many companies still get stuck naming their business idea.
Here are a few tips if you're having problems finding your dream business name:
Sleep on it. Don't drive yourself up the wall with frustration because you've been trying to find the
best name. Stop what you're doing, go and do something completely different. Get an early night.
It's surprising how often a fantastic name springs to mind when you're not thinking about it.
Ask around. People love to help thinking of ideas for business names. Ask your friends down the
pub. Ask family. Pop round to your neighbours. You never know when someone's going to have that
flash of inspiration and come up trumps.
Hire a professional. A good business name expert can definitely make your business fly. However,
they can also charge a small fortune. It's not unusual for companies to charge tens of thousands of
pounds researching business names. They know trademark laws inside out, so whilst their services
may be worth the investment, it's usually outside the reach of most start-ups.
Use a business name generator. Ok, this one is very hit-and-miss, but may pay off. There are some
services online that you can use to artificially generate business names once you've given them a
few keywords about your service. Use them with caution, as they can't take into consideration your
target market. Here are some of them:







Wordoid
NameMesh
Cool Name Ideas
Naminum
GoSpaces Business Name Generator
Panabee

DON'T FORGET YOUR DOMAIN NAME
Whilst you're in the name-generating process, your mind should already be thinking about your
website, if you're going to create one (which you should). Some of the above business name
generators are multi-purpose, allowing you to check whether the associated domain name is
available for registration. Other services to try are:





Domainr
Lean Domain Search
BuyDomains.com
Lastly

Your company name is important, but is nowhere near as important as your business itself. You may
have the greatest business name on earth, but if your business idea, plan and activities don't match
your name, then it will all mean nothing. Having a mind-blowing business name (or domain name)
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isn't the be-all-and-end-all. You have to back it up by providing your customers with an exceptional
service. That's what will envelope your business name in trust and credibility.
For more information about naming your startup, The Next Web has a wonderful guide to how to
approach the naming process at http://thenextweb.com/entrepreneur/2012/04/22/before-namingyour-startup-read-this/

DECIDE YOUR TEAM STRUCTURE
Fill in missing skills gaps with co-founders or team members.

BUILDING A TEAM
As you begin to take your new business from a basic idea through to getting it ready to launch, you'll
be making a lot of decisions. It's hard work building a new business, and there is a lot of choices to
make.
We all think we're the best person to make all the decisions, and quite often we're right. However,
we can't get everything right first time, so sharing those early decisions with someone else can make
all the difference.
How you build your initial team in the early stages can often have a huge impact on the success of
your business.
Ask yourself the following questions, which will help you to decide how to structure your team:





Will I be able to run my new business single-handedly?
What skills am I missing to ensure that there are no obvious gaps in the business?
Are there any courses I can take to help me to fill any of these gaps?
Do I have enough time to operate every aspect of my business?

Every business has different workflow processes. Every new owner has new skills, and only you will
be able to decide whether you need to take on additional staff or partners to ensure that your
business can satisfy the needs of your future customers.
Consider whether bringing in co-founders will help you to alleviate some of the workload. Whilst it's
tempting to bring in a huge team of people in the early stages, starting a new business is not without
risks, so try to avoid hiring too many co-founders and employees early on. You need to test the
water with your product/service before you grow your team.
Many lenders and financiers advise bringing in an experienced team early on, but that's not always
the best advice. However, if you decide to take on a co-founder or team members, ensure that they
are able (and willing) to diversify their skills to help out in various areas of your business. Hiring staff
who are only skilled in one specific area may not be the best idea. You'll be asking these people to
undertake work that is outside of their scope, so you should seek out people who are multi-skilled.
Once your business is established and making a profit you should consider bringing in other more
specialised roles.
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ORGANISATIONAL STRUCTURE
In the early stages of your business, you'll want to keep your organisational structure as simple as
you can. Managing employees can be a complex task in itself, so avoid hiring people for vanity
purposes. Only hire the skills you are absolutely sure are missing in your business.
If you decide to take on more than just a handful of employees, make sure that you put together an
organisational chart that shows how their roles are linked to others in your business, as well as
showing their level of responsibility. This ensures that there is no confusion between members of
your team.
If you need to create a simple online organisational chart, we live Organimi.com, where you can
produce a basic chart for up to 75 people free of charge. We also like creately, which allows you to
also add images to create more visual organisational charts. Creately also has a free plan, for up to 5
diagrams.
Always bear in mind that organisational charts are one-dimensional, and people are not. Allow
people to discuss how they fit into your business, and don't be too rigid, or you'll end of with a team
of rigid employees. In the early stages of your new business you'll be asking your team members to
be flexible, so keep your organisational chart flexible too.
If you've got MS Office or OpenOffice (free alternative to Office), you can produce organisational
charts simply and quickly.

OUTSOURCING WORK
With the advent of online freelance directories, hiring temporary staff to help build your business is
also worth considering. With these services, you can outsource much of the mundane work to
others, leaving you to concentrate on the important aspects of your business.
They are also particularly helpful in filling in any gaps in your business, especially those that are
temporary requirements.
Here are a handful of online freelance directories where you can hire experts:





PeoplePerHour - A community of curated freelance talent available to work for you at a
moments notice.
Fiverr - The world's largest marketplace for creative and professional services, starting from
$5.
Upwork - Tell them what your ongoing needs are, and Upwork will match you with experts.
Freelancer - Post a project you need completing and freelancers will bid for the work within
minutes.

WHO SHOULD I HIRE?
Only YOU know who you should hire in the early stages of your business, because you are the only
person who is able to determine which skills you may be missing. Hiring the right people at the right
time is key. Startups.co.uk has produced an excellent guide to who you should consider hiring for
your management team. These include:


An adviser
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An advisory board
A sales manager
A marketing manager
A finance manager / Chief financial officer (CFO)
A Chief executive officer (CEO)
A Chief operating/operations officer (COO)
A board of directors

Of course, if you're running a small sole-trader business, then the above team is not necessary.

INSURE YOUR BUSINESS
Avoid future difficulties by getting insured before you start trading.
Getting business insurance is an absolute necessity for most businesses, especially if you plan on
employing people within your new company.
For those who don't employ people, it's still worth looking at taking out insurance for your business.
Uninsured losses could mean that you have to close your doors, as well as leave you in financial
difficulties.
There are several common types of business insurance that you may wish to consider:

BUILDINGS INSURANCE
Your business premises is crucial to the running of your business, so you should take every necessary
step to protect it in the event that an insurance claim needs to be made. Don't forget to include
everything in your insurance policy, including:




Fixtures
Fittings
Storefront (security fittings, signage etc)

If you have taken additional measures to secure your business premises against fire and burglary
(such as security shutters and 5-lever mortice locks), you should be able to get a discounted
insurance policy, so don't overlook security when setting up buildings insurance.

EMPLOYERS' LIABILITY
This will cover your business against any illness or injury that has occurred as a result of your
business. It is worth noting again, that employers' liability is required - by law - if you employ
someone at your business.
The only exception to this is if you are the only person employed by the business, and that person
owns more than half of the share capital.
It is standard practice to take out insurance that covers your business for up to £10 million. You are
normally required to take out a minimum cover level of £5 million.
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PROFESSIONAL INDEMNITY INSURANCE
If you have a specialist skill, professional indemnity insurance will protect you and your business
should a customer or client make a claim against you for bad advice or a mistake that you've made.
It is normal for insurance companies to provide cover levels of professional indemnity from £50,000
to £5 million.
Who should take out professional indemnity insurance?
Those that offer professional services, such as business/IT consultants, accountants, financial
advisors and journalists.

PUBLIC LIABILITY INSURANCE
If you're dealing with the public (e.g. you own a shop), then public liability insurance will protect
your business against claims made by the public (customers or visitors) for an injury or property
damage.
It also covers your business if you customer’s property is damaged in any way whilst you are visiting
their workplace or home.
Public liability insurance is one of the most important policies to take out. Even non-serious
accidents can result in claims that could make your business bankrupt. Although public liability
insurance is not a legal requirement, some clients will insist that you have it before they work with
you.

SHOP INSURANCE
A specialist insurance product that's designed for retailers, whether based on the web or at a
physical location. The most common type of shop insurance is for contents and stock - which need
to be covered for any eventuality, such as fire, theft or flooding at your premises.
Check with your insurance company if you have stock levels that differ based on the season, to see if
they are able to uplift the value of your stock by a fixed percentage during busy times. Many
businesses will hold extra stock at certain times of the year such as Easter or Christmas.

COMMERCIAL VEHICLE INSURANCE
If you operate a van or lorry, this insurance will ensure that your vehicle stays on the road. Van
insurance cover means that you're covered for breakdowns, accident repairs, and in some cases, will
insure you for travel across the EU.

LICENCE TO TRADE
Find out whether you need to obtain a licence - essential for some trades.
Some businesses need to obtain particular licences in order to carry out their business. Licences may
need to be obtained for businesses that fall in the following categories:



Alcohol licensing
Controlled drugs
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Entertainment
Medicines
Oil and gas
Precursor chemicals

Even if your business does not necessarily fall into the above categories, it's wise to check with the
government's Licence Finder, which allows you to access the application forms that are required to
gain the licences.
If you begin to trade without gaining a licence, you may be fined or imprisoned for not conforming.
Find out if you need a licence for your business with Licence Finder on gov.uk.

COMPANY REGISTRATION
Register your company with the relevant authorities (HMRC & Companies House).
When you start a new business you need to ensure that the government are aware for legal reasons.
To do this, you should register your new business with HMRC and/or Companies House when you
start trading. If you have already started selling your product/service, or have already made a
purchase for business purposes, then now is the time to do so, if you haven't already done so.
Failing to register before you start trading may result in penalties for registering your business late.

REGISTERING A SOLE-TRADER
Register with HMRC no later than the 5th October after the end of your first tax year (assuming your
tax year ends on 5th April each year) to avoid being charged a late penalty.
Even if you have already completed your self-assessment tax return you are still required to register
your business with HMRC.
The process is quick and easy, and should take around 10-15 minutes to complete.
What will I need?
1.
2.
3.

Your business details (company name / address etc.)
Your personal details (personal name / address etc.)
Your National Insurance (NI) number. If you have lost your NI number, use the gov.uk
service to find it)

You do not need to inform Companies House when setting up a sole trader business.

REGISTERING A PARTNERSHIP
Registering a partnership is slightly different to registering as a sole-trader company. First, you'll
need to decide between the partners which person will be the 'nominated partner'. This person will
be registered with HMRC for the purposes of self-assessment tax, and will be responsible for filing
tax returns.
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Partnerships can register with HMRC online, or by filling in and returning the SA400 Self-Assessment
form. The partner nominated by the partnership to receive and submit partnership forms must sign
the form.
Because a partnership is not normally incorporated, you do not need to notify Companies House
that your partnership has started trading.

REGISTERING A LIMITED COMPANY
When you are starting a limited company (or limited liability partnership), you need to register with
both HMRC and Companies House to let them know you have started trading.
Registering a limited company isn't as scary as it sounds, although there are more steps involved
than if you were operating as a sole trader or 'ordinary' partnership.
You can register in different ways:
1.
2.
3.
4.
5.

Yourself, directly through Companies House and HMRC
Using a company formations agent
A list of government-approved agents is available on the gov.uk website.
Through your accountant
Through smarta.com, who operate a company setup service

In order to register a limited company, you will need to provide the personal details of at least one
director (whose name must appear in the company's Articles of Association). This director must be
aged 16 or over.
You will also need to supply:






An Articles of Association form (which describes the business management structure)
A Memorandum of Association (describing the company's business activities)
Details of the directors, company Secretary
The company's registered office
Declaration of Compliance with the Requirements of the Companies Act (a document which
shows you meet all legal requirements)

If you have any issues registering your new business, seek the guidance of a solicitor.
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CHECKLIST - REGISTRATION
Go through the following checklist and tick when you have completed each task.
DECIDE YOUR BUSINESS STRUCTURE
Choose whether you want to be a sole trader, partnership, limited company or limited
liability partnership.
DECIDE YOUR BUSINESS NAME
Think carefully about whether your chosen name reflects your business.
CHECK LEGALITIES
Ensure the name you have chosen for your business is permitted for use.
CHOOSE YOUR TEAM
Decide whether you will need help to run your business. If you do, who will be helping
you?
CREATE AN ORGANOGRAM
If you’re creating a team for your business, put together an organisational chart to
show how roles interact with each other.
OUTSOURCE WORK IF REQUIRED
If you think you’ll need temporary assistance to help you to start and grow, consider
who you will be outsourcing work to.
BUSINESS INSURANCE
Find out if you need any type of insurance to run your business.
BUSINESS LICENCES
Find out if you need a licence for your business. Visit www.gov.uk/licence-finder
REGISTER WITH HMRC
Register your business as a sole trader, partnership or limited company through the
HMRC website.
REGISTER WITH COMPANIES HOUSE
If you intend to operate a limited company, visit the Companies House website and
register with them.
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Finance
DETERMINE YOUR PRICING
How you price your products or services will be the difference between turning a profit and
operating at a loss. There are instances where your initial sales are made at a loss, but you should
always avoid this. The only time to consider initial sales made below cost are when you know the
lifetime value of your customers so can recoup your initial costs of customer acquisition over the
lifespan of your customers.
When you're first starting though, pricing is often the most difficult part. It needs to strike a good
chord with customers with perceived value.
What you never want to do is price match based on what your competitors are charging. The reason
being is operational costs. No business will have the same overheads. Established businesses have
likely been through numerous cost reduction exercises to lower their overheads, thus enabling to
keep their prices competitive.
For you to compete, you need to take complete control of your overheads to keep them as low as
possible. From there, there are only two pricing models you can explore based on your business
type.

THE COST PLUS MARK-UP PRICING MODEL
This is best used for businesses with products to sell. To use this for pricing your product, you need
to use your fixed and variable costs. You'll also need to know how many units you'll be able to sell.
For example, if you're making your own products, such as manufacturing dog beds, you'll be limited
to the number you can produce. Each machinist may be able to produce perhaps just three units per
week, which will put a ceiling on how much you can produce.
If on the other hand, you're sourcing products, then your only ceiling is how many units your
supplier can get to you for you to take to market. For that reason, there is a huge benefit to
partnering with manufacturers who have significant resources to produce material in bulk.
It's not to say you can't turn a profit from producing your own material. It just means you need to be
realistic with your sales forecasting and have sales targets in place to ensure you maximise your
production output.
HOW COST PLUS WORKS
To use the cost plus mark-up pricing model, you work out your initial costs to produce products and
get them to market and then add a percentage mark-up to all the products you sell. This can be as
simple as price per unit being £100, then tacking on a 50% mark-up to bring your price to £150.
However, a 50% mark-up does not produce a 50% profit. You may have employees, in which case
you'll have PAYE, NI contributions and the cost to run payroll. What you think is a 50% profit, can
quickly dwindle away to 10% or worse still, not be enough to cover your expenses and see you
operating at a loss.
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To ensure profitability, you need to first figure out your breakeven point. Without knowing that, you
risk operating at a loss.

WHAT'S YOUR BREAKEVEN POINT?
Your breakeven point is the point where you only meet your operational expenses and don't turn a
profit. Many businesses in the first couple of years of trading struggle to move past the breakeven
point and for some it's what causes them to cease trading.
You absolutely need to know your breakeven point because without meeting it, you're going to run
into financial problems - fast. Not a good place to be. You always want to be sure that all creditors
are being paid when amounts are due. Otherwise, you'll be hammered with interest fees, penalties,
and lose any opportunity you have for securing better deals such as interest reductions, or improved
service level agreements.
Your breakeven point is a culmination of all your variable expenses to produce or source your
products.
For example, if it costs you £18 per unit, that's what you need to charge. Anything less and you're in
trouble because if your unit price doesn't meet your costs, every sale results in more losses
accumulating. A loss of £1 per unit over a thousand units sold monthly will see your business losing a
grand a month. It's business suicide so you cannot approach pricing without knowing your
breakeven point.
Start with how much it costs to produce or source your products, and then add on your fixed
expenses, like your rent, storage, distribution costs and marketing etc.
What you're effectively doing with cost plus pricing is ensuring your minimum price meets your
breakeven point, and then your mark-up is a contribution towards your fixed costs like your rent and
electricity.
Your mark-up will never be your profit because you need it to contribute to your overheads, while
still leaving some profit left over.
The problem you're likely to run into is this - you arrive at a cost that is far higher than what your
competitors are charging. That makes your offer unattractive to consumers. When this happens, do
not be tempted to lower your mark-up because the first rule in business is to cut costs before you
cut your mark-up. If you can lower your rent by moving to a smaller location, then do that. If you can
drop expensive suppliers in favour of budget friendly suppliers, do that.
Your profits are the lifeblood of your business and you need to protect them at all costs.

DO NOT PRICE MATCH WITH COMPETITORS
Look at your competition and the prices they charge but don't price match with them because
they've the experience going for them and will have significantly less expenditure.
The three areas you should be focusing on are:
1.
2.

The total value your customers will perceive your product to be
What it costs you to make, or source that product and get it to your customers, which can
include delivery costs or store premises
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3.

What your competitors are already charging for similar products or the same

Starting with the perceived value, there's a number of things you can do to elevate that. Raising
customers' expectations can be as simple as including premium materials in your products. For
example, if you're selling an office chair, weight activated friction castors might prove useful because
they ensure that when the chair is out of use, it's not going to roll away, ideal for offices with
laminate floors that run uneven. Or, use premium grade screws, such as zinc or stainless steel in
place of less than stellar fixings that are prone to quality issues.
The important thing is that you consider all the problems consumers could face, take steps to
mitigate those problems, thus raising the perceived value. The perception of value is where it really
matters for pricing.
You only have to look at any professional service to see the appeal it has. People will fork over
hundreds to a handyman to install a heavy picture frame, because they trust the service will supply
premium grade materials and the job will be done by a professional installer. It's the perception of
value that makes the difference between a £10 product and a £1,000 product. It always helps to
have your sales copy reflect superiority in everything so that the customer expects it to be super
expensive, then when you reveal the price it's lower than the perceived value they placed on it.
When customers are considering any purchase, they will look at the price first, but the more they
learn about the product, they should be feeling that it is great value for money because that's what
will make your sales.
Anything you can do to increase the perceived value is what you should be doing. That may require
you to add in additional steps to your manufacturing or suppliers to ensure maximum value for your
customers, but any additional expense should always be with the aim of increasing perceived value.
Figure out the perceived value of your product, account for your fixed and variable costs, working
out total sales required to meet your breakeven point and add your mark up.
One thing to note is to always price higher than you expect it to sell for because it's far more
accepted by customers for you to reduce your pricing than it is a price increase. There will be
previous customers peeved off about the lower price because they paid more, but you can deal with
those in-house by perhaps offering a discount on future purchases, or issuing a partial refund.

VALUE BASED PRICING EXPLAINED
This is best used for service based businesses. The initial cost you need to account for is time. How
much do you value your time?
This is usually met with a minimum price per hour. That's a good place to start but it's by no means
the end price.
Say for example, you want to be earning £25 per hour. The service you provide will take far more
than that. You have the time to invest into marketing, your operational costs to make your service
available and sustainable, and then be able to pay your taxes as well as your NI contributions. Then
you've your holiday pay to consider, in addition to sick pay because you don't have employer
benefits. You are the employer and need to factor all these into your service.
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For all the above costs, you must be certain you can provide your clients with significant value
because it's the value you're able to provide your clients that ultimately determines the rates you
can comfortably charge.
A good way to benchmark this is to know the ROI your clients can expect to benefit from by using
your services. That's the whole idea of value based pricing. Pricing your services in line with the
value you provide to your clients.

TO SUMMARISE:



If your business involves selling products; use cost plus mark-up for your pricing.
If your business is service based, use value based pricing.

In both circumstances, you need to know your operational costs and price your product or service to
meet your breakeven point and then anything above that becomes profit. Always remember though
that the profit you work into your pricing is never pure profit because you have to account for taxes,
holiday pay, sick pay, insurances and other associated costs with running your business, which will
all eat into your profit margin.
One of the best things you can do is price higher because reduced pricing is always welcomed,
whereas price increases are met with resistance - always. You always want to be starting with a
higher than an anticipated price, because you can then test various price points to find the right
match for your target market.

BUSINESS BANKING
Open a Bank Account and keep your finances separate from personal.
Opening up a business bank account will suddenly make your business seem more real - more
tangible - and is usually an exciting part of the start-up process for most entrepreneurs.
Creating a new account is a straightforward process. Most banks now have teams of business
advisers who are more than happy to sit down with you and discuss the finer details of your new
business account with them. Long gone are the days of stuffy bank managers who don't want your
business. Today's business banking is much more flexible, friendly and welcoming.
Once you have decided which bank you're going to be using, make an appointment with one of the
business banking team, who will help you to determine what account is best for your business.
At the appointment, bring in the following information with you:







Your new business account application form (although sometimes they're happy to fill
these in with you)
Some official identification, such as your driving licence or passport
Your Certificate of Incorporation (if you have registered a limited company)
Your business plan. If it is not yet complete, don't worry. Just bring in a rough idea of what
your business is about
Details of the business owners/partners.
Financial details (a cashflow forecast is very helpful, but at the minimum bring details of
how the business is being financed, and your projected revenue)
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Don't forget that you are the customer, and you are in control. There is no harm in trying to
negotiate a bank account with favourable terms and benefits. Banks are crying out for your business,
so try to find an account that offers free banking for new customers, low charges, and interest paid
when your account is in credit.

KEEP PERSONAL AND BUSINESS FINANCES SEPARATE
Keeping your personal and business finance separate is absolutely essential to allow your business to
grow and thrive. Although many new start-up companies decide to operate their business finance
through their personal bank accounts, it’s an unwise decision, and one that can cause many
problems further down the road.
It's not illegal to use your personal bank account for business purposes, but it can certainly make
your business easier to manage.
Even if you're running a 'hobby' business or part-time venture, there are significant advantages to
keeping your business finance separate from your personal accounts:
1.

2.

3.

Deduction of business expenses. It'll be difficult to explain to HMRC (the tax man) that
you've deducted expenses for tax purposes from your personal bank account. HMRC will
look unfavourably on those that do so.
Keeps your tax turn simpler. Instead of having to go through each withdrawal, expense and
invoice in your personal bank account to determine whether they are for business
purposes, you'll know that each transaction has been for your business. When it comes to
submitting your tax return, it'll be easier and much quicker to calculate the tax owed. In
addition, should HMRC come knocking at your door, you can be confident that your books
are in good shape.
Sense of professionalism. When you're invoicing someone for work completed, you'll be
able to use your company name (e.g. Acme Ltd) for payments. This will make your business
appear more professional than your personal name.

If your business is 'incorporated', i.e. a limited company, then you are legally obliged to use a
dedicated bank account for your company.

WHAT TYPE OF BANK ACCOUNT DO I NEED?
Assuming that you have (wisely) decided to separate your personal and business finances, most high
street banks offer business bank accounts for your start-up.
Primarily, there are two types of account that banks offer to businesses, a current account and a
savings account:
Current accounts are useful for managing your business' day-to-day transactions, such as direct
debits and standing orders, as well as issuing cheques. It is also common for current account holders
to be issued with either a cashpoint card or debit card. Because this type of account is primarily used
to pay for goods/services and receive monies, the rate of interest is typically low (or non-existent)
on your in-credit balance.
Savings accounts are used in order to accrue interest on in-credit balance, and are useful when you
have an excess of cash in your current account, where you can transfer from one to another.
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Note: Whilst it can prove wise to move excess cash from a current account to a savings account,
always ensure that the balance in your current account is significant enough that it can take care of
any unexpected expenditure.
Many high street banks offer a savings account that is automatically created when you open a new
business bank account. Check with your bank's business advisers to see if they offer this facility.

ONLINE BANKING
In today's connected world, virtually all business bank accounts come with online access to your
account, which makes banking much easier to manage on a day-to-day basis, saving countless trips
down to the high street bank, as well as being able to manage your finances 24 hours a day.
Online banking ensures that you can view/manage your current balances, transactions, standing
orders and direct debits through your computer, tablet, or even mobile phone. A bank
representative will be able to set up your account for online banking when you open your account.
Another advantage of online banking is that it reduces the need for paperwork. Most banks have
ditched paper bank statements in favour of offering them online, meaning that it's better for the
environment. You can still ask your bank to send your bank statements through the post, but it's
more convenient to have them stored digitally.

NAMING YOUR BANK ACCOUNT
When you open your business bank account you will be given the option to call your bank account a
name. You can choose to use your business name, e.g. 'Acme Consulting', your personal name (if
you're a sole-trader), or a combination of both, e.g. 'Joe Smith t/a Acme Consulting'. The 't/a' is short
for 'trading as'.
We recommend the latter. Using both your personal name and trading name will allow your bank to
accept cheques made out to either Joe Smith or Acme Consulting.
For limited companies, you should normally only use the official name of the company, as well as
only accepting payments to that name.

OVERDRAFT FACILITIES
Many established businesses make use of an overdraft facility as an 'emergency buffer' in case they
need to go overdrawn. Whilst some banks may not offer this facility to new customers, it's worth
asking your business bank adviser whether you can have a pre-arranged overdraft.
Note that there may be a fee on any agreed overdrafts on your account.

CASHFLOW FORECAST
A cashflow forecast will help you determine your financial needs and help you to meet your targets.
Businesses of all sizes need to know their exact cashflow position at any given time. You need a
cashflow forecast when you're applying for any sort of business finance. It's like your crystal ball, and
it's accurate because it uses past and current data to predict what your future cashflow is going to
look like.
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Knowing how much cash you'll have in the bank at the end of any month is necessary because it
shows you early on if you've a cashflow problem arising. Knowing that, you can get an overdraft or
credit in place and weather the storm until you get back to operating cashflow positive.
The power of this is immense, and has the potential to save you a fortune. The other thing it can do
is let you know if you have the finances available for additional stock intake, or if you need to
upgrade equipment -you'll be in a position to know that your expenses are covered. And if they're
not, to approach short term financing so you don't run into financial penalties due to a failure to
pay. Those notices give your business a bad rep and will damage your credit score, making it difficult
to obtain a line of credit in the future.
When you can spot problems early on, you can prevent bad debt management problems, and all the
negative connotations that come with that.

WHY DO I NEED A CASHFLOW FORECAST?
You are best to get these done early on because as already mentioned, you do need these reports to
access finance. By having a cashflow forecast at the ready, you can simply forward it to any lending
institution, which will help solidify your revenue, proving that you will have available cash in the
future to make your repayments.
The cashflow forecast is not the same as a profit and loss statement. Those are based on true
figures, whereas the cashflow report is on anticipated figures. It's based on real data to predict as
accurately as possible what your cashflow will be in the future.
This is the report to show you exactly how your trading is performing. You can use it to predict
future revenues, costs, and in turn, expected profits. In essence, it's the financial report of
hypotheticals, for which is used to find out if your trading performance is on track to meet your sales
targets for growth. Used wisely, it can help you keep your business operating smoothly and
operating within your financial means.
How to create a cashflow forecast
The manual method of creating a cashflow forecast is to use a spreadsheet. You can do these
monthly, quarterly or annually. You are best to have an annual spreadsheet, but get into the habit of
having a monthly forecast review to ensure that month by month, your forecasting remains up to
date and any glitches in your cashflow are picked up early on.

1. USE THE STARTPAD CASHFLOW FORECAST GENERATOR
Putting together your very first cashflow forecast can be a little confusing for those that have never
done it before.
To help you, we've created a 'Cashflow Forecast Generator', which is a really easy way of forecasting
your cashflow for the twelve months after you launch.
All you need to do is to answer a few questions which ask you what you think your projected sales
figures will be, how much your outgoings are, and how much growth you anticipate, and our system
will put together your Cashflow Forecast for you. Once you've completed it, our Cashflow Forecast
Generator will also add it to your business plan. It's quick, easy, and you don't need to be a finance
genius to use it.
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To get started, click on the button below and it will open up in a window, right here on this page.
Launch Cashflow Forecast Generator

2. USE CLOUD ACCOUNTING SOFTWARE
In today's tech-driven world, manually creating spreadsheets for a cashflow forecast is a long and
tedious process that can be automated using cloud accounting software. What happens here is it
pulls bank feeds directly from your business bank account. That data is used to compile reports, one
of which is your cashflow forecast.
Using cloud based services makes the process super easy to work and fast too. All you have to do is
label figures appropriately and then create your reports. These are far better reports too because
they're updated in real-time to reflect your current cashflow situation. If you're heading into
financial turmoil, it's fast to alert you of potential cashflow problems that could arise.
Some cloud based accounting services include:




Xero
Quickbooks
Sage

3. USE A CASHFLOW FORECAST TEMPLATE
Luckily, there are plenty of places where you can download a free cashflow forecast template on the
web.
Personally, we like the one that has been built by StartupLoans.co.uk. It's a very well built cashflow
forecast that's ideal if you're looking to raise finance for your new business.
Click on the button below to download the template.
Download a template
Whatever goals are laid down in your business plan, you can use your cashflow forecast to ensure
you have the funds to continue with your marketing. Where negative cashflow shows, you can take
proactive steps to ensure that by the time you hit financial turmoil, you have backups in place with
financing to see you through a rough patch.
When you shop for a business loan in a hurry, you're going to be stung hard on interest rates.
Approach banks for loans six months before you hit a problem, and you may just find that your
report instils the confidence in them to provide you the financing you need to continue operating and at favourable rates too.
A cashflow forecast is sensible and shows lenders you can manage your business finances. Without
it, you're operating blind.

RAISING FINANCE
Initial cashflow is essential to get you up and running in the early stages.
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When you’ve a great idea for your business, you’re going to be chomping at the bit to get going. You
can’t just dive right in though, because even if you can self-fund your start-up, you are going to need
to know your finances inside and out, because you can’t operate fully self-funded forever. At some
stage, you’ll need investment to fund growth, or perhaps release cash in a flash to tide you through
a rough patch.
In any case, there’s eleven ways you can explore below on how you can go about raising enough
finance to fund your business and where to turn when you hit the wall and need emergency funding.

1. YOUR OWN SAVINGS
This is the first place to start and where the majority of all businesses begin. Some people use their
redundancy money to finance a start-up, others have savings they can dip into, perhaps shares that
can be sold or bonds that can be cashed in.
Another option is equity release if you own your home, but a better option would be downsize your
property. That way you can sell your house and buy a new one at a cheaper price and use the
difference to fund your start-up.
Your vehicle is another option. If you can sell for a decent price and get a decent run around that’ll
get you by for a bit, consider doing that, especially if you’re driving around in an Audi, Jaguar, or
BMW because a Ford, Peugeot or Renault will get from A to B just the same. Just not as luxurious.

2. FRIENDS AND FAMILY
This is one of the preferred methods for start-up capital, but be warned that things can turn sour
fast. One of the best things you can do is to formalise your agreement with a written contract
ensuring friends and family know the terms they are lending to you on.
It’s advisable not to set a firm repayment schedule, where you’re obliged to pay x amount every
month until the amount is fully repaid. Instead, link your repayments to your business cash flow. An
example could be a friend lends you £10,000 to get started. Most people would say, great – I’ll pay
you back at £300 per month so you’ll have it back in full after three years.
What happens then is you hit cash flow problems, your friend or relative is down the £300 they were
expecting… then it happens again and they feel the strain, worrying they won’t see their savings
returned to them. Friction crops up and fallouts happen.
If on the other hand, you link to your cash flow, you can pay a percentage back, such as 10% of
monthly revenue. So, if a good month sees you invoice £5,000, you can repay £500, and if on a bad
month you’re only bringing in £800, you repay them £80. It’s a more flexible arrangement and that’s
the way it should be with friends and family. Nothing too formal but enough formalities to assure
them that you are taking their investment seriously and will have it paid back.

3. CREDIT CARDS
This is generally not a good idea but it can get you started. You will find that interest rates tend to be
higher but there’s an even bigger problem you need to be aware of.
If you’re setting up a Limited Company and things don’t go as planned; because you’re using a
personal credit card, you’re personally liable for the debts put on the card. Technically, through a
Limited Company if the business fails, it can be put into administration, cease trading and the debts
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go with it. The company is liable while the company exists, but if you’re financing through your
personal credit cards, you’re personally liable.
It’s certainly motivation to keep plugging away to get your business profitable so you can repay the
debts.
Asides from that, your finances aren’t always going to be separated so it’s going to be an accounting
minefield. You’ll have your personal expenses mixed with business expenses and that’s never good.
If you’re entertaining the idea of financing through a credit card, make certain you get a business
credit card and only use it for business purposes.
Most high street lenders will have business credit cards available. You can usually get a couple of
months to pay before interest is applied and there are some with cashback on purchases and
payments made using your card, allowing you to use cashback to reinvest into your business.
The key thing to remember with these is to pay your balance in full each month. If you can’t do that,
when your revenue grows, put more cash towards paying your debt down so you can cut your
interest payments and reach a stage where you are benefiting from interest fee periods and
cashback incentives.

4. BANK LOANS
This is usually the first place people turn to, but nowadays, it’s often a waste of time. Banks are
extremely picky about lending, and super anxious about lending to start-ups because there’s no
track record.
When applying, they will want to see your business plan and you can expect to have to prove your
case that there is a gap in the market, and that you have the skills to fill that gap as well as the
business acumen to manage your financials, and the business.
Interest rates can be high, but you get to retain full equity of your business, which you don’t always
get with other financing options such as angel investing or equity finance.
In all cases, you will not get the full funding. You are expected to put up some of the investment
capital so there is risk to either side. No bank is going to put full investment into your business idea
without you investing yourself.

5. BRIDGING LOAN
These aren’t your best financing option but they are something you should know of because it’s an
alternative to other high interest loans.
You know the way pay day lenders will lend you a small amount and charge sky high interest rates?
Well, these are similar only they’re not as high interest and better for businesses.
They can help you get out of an emergency situation, or pay for something you need, such as broken
equipment while you wait for your insurance to pay out.
The emphasis for this type of finance is short-term. Firms will tell you their terms are typically 12
months for a short-term loan, but ideally, you want out the deal faster. The sooner you pay the loan
back, the sooner you’re done paying the interest, however, keep in mind the small print because
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there may be an early settlement penalty clause to cover for the lost interest over the period of the
loan.
If you need financing to secure a project you can turn around fast, bridging finance might be
suitable. Try other methods first though and use this as a last resort. With many providers, there’s a
fast turnaround anyway so you don’t need to worry about application times since these are typically
agreed within a week or two at the most.

6. VENTURE CAPITAL
If your business has huge potential, and you’ve your goals set extremely high, VCs are where you
want to be exploring.
Venture Capital firms are most prominent in London and mostly interested in tech start-ups. They
will consider most investments though, but your business must be at an attractive level by having
solid accounts to solidify the fact that your business is profitable and can go places.
VC firms are comfortable with high risk investments however your business must be able to cater to
substantial growth. If substantial growth is possible, a VC may be interested in putting investment
into your business and giving you huge support and guidance to help push the boundaries in your
favour and get your business ready for going public, or to the exit stage of selling and cashing in.
It comes at a price though because they will want a stake in your business. Expect to be negotiating
on shares and percentages. If you have a few shareholders in your business, everyone must be
agreed on the equity the VC firm gets. Say for example, there’s four people invested in your
business. Each share is equal with all four partners owning 25% of the company. If a VC comes in and
offers financing on the terms of 40% equity, there’s only going to be 60% left for other shareholders.
In the example of four people owning 25% of the company, each would reduce to 15% ownership.
If the exit strategy involves selling the business, and it goes for £300,000, in that example, the 10%
reduction would essentially cost each partner £30,000.
Since many VC investment firms look for tech start-ups with promise, it makes sense to turn to the
tech world to find out who the big players are.

7. ANGEL INVESTORS
This is the dream of many but realistically, you can write it off your shortlist of funding sources to
investigate if you’re not already started.
Here’s what you need to remember about angel investors. They are investing their own money, they
know there’s a huge risk and they need convincing you’re worthy of their money.
Before formal introductions are made, they need to be intrigued about you. You matter personally
because it’s you and your idea they’ll be investing in.







How professionally networked are you?
How much of your own money have you already invested?
How is your business shaping up so far?
Do you have professional advisors already engaged in your business?
Is your business plan coherent?
Are your accounting systems in place and producing management reports?
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Do you already have a handle on good financial forecasting?

These are all questions you’ll be faced with so naturally, angel investments are more suited to
businesses that have already started and trading to have the key figures, data and people involved
ready to take the business up a notch.
In a nutshell, look for angel investment when your business reaches a ceiling and growth begins to
slow. If you need investment to propel business growth, that’s when to approach angel investors
because they’ll be more intrigued to jump aboard an established business with potential, and help
you push forward and reach bigger goals.
If you’re interested in this type of funding, the Angel Investment Network is where to get connected.

8. CROWDFUNDING
Crowdfunding is a process of obtaining funds from investors, and the public, through fundraising
campaigns.
FundingCentral.org.uk is funded by the Cabinet Office and chose Crowdfunder.co.uk to explain how
the process works. You can find all the guides you need to understand about how crowdfunding
works from this page here.
Another form of crowdfunding is peer-to-peer lending. This is more like a match making service than
it is a lending platform though. The idea works similar to crowdfunding, and it’s now regulated.
Peer-to-peer lending may be due to increase because from April 2016, there’s a new Innovative
Finance ISA coming into effect. It will mean savers can invest and get a tax-free allowance. The new
ISA will allow savers to use this type of investment and get some tax-free allowance on the money
put into investments.
Some of the better-known lenders include:




www.zopa.com
www.fundingcircle.com/uk
www.ratesetter.com

9. SMALL BUSINESS GRANTS
There are grants available to support new businesses. If you’re under 30 years old, consider the
Princes Trust. They’re among the longest running business support groups, assisting young people to
get started in business who are between the ages of 18 and 30.
Another area to look into is www.startuploans.co.uk, which although not a grant, is a way to secure
cheaper financing and get some additional support in your early days of getting your business up
and running.

10. GOVERNMENT SCHEMES
The government is always running some type of initiative to help encourage new business start-ups,
thus help with economy growth. This is one of the first places to check for financing because your
local area may be earmarked for government funding.
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However, you can expect there to be a criterion you need to meet to be accepted by certain
initiatives.
Resources for government funding include:





New Enterprise Allowance
Business Gateway
Finance Support Finder
Regional Growth Fund Program

11. START-UP INCUBATORS AND ACCELERATORS
These are actually two different things, although similarities exist between the two. An incubator
can be anything from shared rent space, a network of other start-up entrepreneurs, office space
providing a range of business services from janitorial to conference rooms. Accelerators though,
these are a different breed, which focus on aiding the growth of a business, hence the term
“accelerator”.
It is possible to find an incubator service that offers you the space, resources and networking
opportunities along with consulting services and management training initiatives to help get your
business into the growth stage faster. Generally, accelerators are a superior type of business startup program. To learn more about this type of funding, Nesta.org.uk has a PDF guide which you can
download free from here.
The Entrepreneur Handbook has a list of incubator centres, and business accelerators.
In all cases of funding, you will need a business plan to get started. As soon as you begin trading, you
must be using solid accounting practices, because it’s your accounts that will dictate how investable
your business is.
The key to future financing is ongoing growth.
For that reason, when you are starting, focus on your business plan and back that up with a
professional marketing plan. That will enable your business to continually grow, become more
profitable and eventually be attractive to investors, who can then help your business push to new
heights and provide you with essential support along your journey.

VAT REGISTRATION
If you expect your turnover to be in excess of £82,000 you need to register for VAT.
It's common to feel overwhelmed and confused when it comes to the topic of VAT, but it needn't be
that way.

WHAT IS VAT?
VAT is a tax that is charged on business transactions that goes into the government coffers. Whether
you're selling to businesses or consumers you'll need to be VAT registered if you meet a certain
turnover (we'll get to that in a minute).
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Businesses that are VAT registered need to charge the tax on any services or goods that are
provided, on top of the selling price. If you purchase anything for your business you are able to claim
the VAT that you paid, assuming that it has been added - some products do not have VAT added to
them.

WHEN SHOULD I REGISTER FOR VAT?
If your business turnover is £81,000 or more, then you will need to register for VAT. If you've been
trading a while and your turnover in the last 12 months exceeded the threshold, then VAT
registration is obligatory. Likewise, if you believe that your company will turn over this amount in
the next 12 months, you'll also need to register for VAT.

WHEN SHOULD I SUBMIT A VAT RETURN?
Every three months you'll need to submit a VAT return to HMRC. This form tells them the 'output
tax' that you have charged to your customers, as well as the 'input tax' that arising from products
that you have bought for your business.
If output tax is higher than the input tax, you'll pay HMRC the difference every three months.
However, if your input tax is lower than the input tax, you'll be able to get a refund from them.

WHERE CAN I LEARN MORE ABOUT VAT?
HMRC have produced an e-learning resource that gives straightforward explanations that will help
make VAT clearer. It explains about charging and reclaiming VAT, different VAT accounting schemes,
keeping records and the VAT rules if you're trading abroad. Click here to view the HMRC Guide to
VAT.

AUTO ENROLMENT
If you employ people, you need to provide them with a pension scheme.

AUTOMATIC ENROLMENT FOR EMPLOYERS
The law on workplace pensions has changed. Under the Pensions Act 2008, every employer in the
UK must put certain staff into a pension scheme and contribute towards it. This is called 'automatic
enrolment'.
Whether you're a hairdresser, an architect or employ a personal care assistant, if you employ at
least one person you are an employer and you have certain legal duties.

WHAT IS AUTOMATIC ENROLMENT?
Automatic Enrolment is a set of new laws which impact all employers in the UK including all small
and micro employers regardless of their number of employees. It means that by law employers now
need to perform certain tasks to first prepare and then on an ongoing basis to ensure they continue
to comply.
All employers have a 'staging date' (effectively the date they need to be meeting the new rules by)
and if you're an employer it's important to find out what your staging date is.
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WHAT IF I DON'T COMPLY?
Non compliance can and has resulted in fines. These start at a £400 one off but quickly escalate to
up to £500 per day for many small business owners if these rules aren't complied with.
The tasks employers need to complete in order to avoid these fines sit in three main areas.
First there's pensions - employers need to select the right pension for their staff and ensure it meets
the rules laid down by "The Pension Regulator"
Second there's payroll - employers need to make sure that they have the right processes (and
software) in order to regularly meet their obligations and
Lastly there's regulation - employers need to perform a number of tasks in order to meet their
obligations under the rules and not doing so means potential fines.

WHERE DO I START WITH AUTOMATIC ENROLMENT?
When it comes to complying with automatic enrolment there's three things you can do in order to
make the process easier:
Prepare early - the earlier you prepare for automatic enrolment the more likely you'll comply
successfully
Understand - It's worth taking some time to understand automatic enrolment and the impact it has
on your business.
Get help if required - There's plenty of support out there for you much of which is available at a low
cost. One such solution is AE in a Box.

HIRE AN ACCOUNTANT
Why you should consider outsourcing your accounting to a professional.
Hiring an accountant is the smart thing to do and you're best to do this before you begin trading.
The reason being that all certified accountants are part of a professional body, and will have sound
knowledge of current tax best practices, grants available, and be able to assist you with the legal set
up for your business.
If there's significant risk involved, you may be advised to operate through a Limited Company,
whereas, if you're contracting, sole proprietorship may be the best route.
There is some controversial advice around that suggests Limited Companies will always protect your
own assets and investment, but it's not always the case. Say for example, you're setting up a service
based business and will be doing contracting work you need to know about and comply with IR35
regulations. This is a law surrounding contracting work to ensure that contractors aren't operating as
disguised employees.
Should the HMRC have any queries about your set up such as your invoicing, your expenses or any
other information you tell them, they can open an investigation, and that can be expensive.
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For this reason, you need to have liability insurance in place to protect your business. An alternative
to insurance is to have proper protection in place at the outset. And that's to consult with an
accountant and also to let them take the reins by dealing with HM Revenue & Customs (HMRC).
The tax office can be difficult to deal with. Not to mention the associated administration time.
Seek professional advice - it's worth it.
Put your best foot forward and consult with an accountant before you begin trading. And speak to a
few people too. Every town will have at least a few accountants. Speak to a few people, get their
advice, and quotes for their services with a formal scope of works detailing what they will do. Some
are tax returns only and advice should you encounter a tax investigation, whereas others provide
more or less a suite of services to include:







The legal set up of your business
Ongoing advice and support
Regular monitoring of your accounts through third party cloud services
End of year filing including Companies House
Payroll service and advice when you need it
And any other services you need to add into your service plan

HOW CAN ACCOUNTANTS HELP START-UPS?
Accountants take care of your admin side of things, but more than anything, their service is more of
a consultancy than it is an admin service. They don't always do your bookkeeping. You're expected
to do that and then they work from your data to do your filing each year.
Accountants keep your business operating on the right side of HMRC and will help you save on your
tax bill. There are creative ways to shape your accounts, move money around using your Personal
Allowances, which help shelter some of your profits from tax.
By starting with an accountancy service in place, you'll have someone there for a lending hand along
your journey. They'll be able to advise you on any financial hurdles you run into. Some are very
flexible with their services and may even help with grant applications, although that is a specialist
service that isn't always offered. Most will refer you to partners such as the Business Gateway or
other organisations they're aware of who can help with certain services they don't cover. Despite
them not covering them, all accountants are a good source to find out about financial services in
your area, for which they can refer you.
If you want your tax returns filed each year, it only costs a few hundred pounds to do so. It's more to
have the consultancy aspect built into your service fee though but it's a worthwhile investment
because the professional service fee is tax deductible. So are many other expenses.
When you are speaking with accountants, ask them what they will be doing upfront, even if you're
only getting the legal set up and annual returns filed on your behalf. Ideally, you want them taking
an advisory role at least annually. Since they're completing and filing your tax returns, they will see
all your expenditure. If there's anything you're paying more for that they feel could be reduced, you
want to know. So at least have your tax filing service followed with a consult to provide advice on
areas of procurement you could be saving.
The only downside you're going to run into is the pricing. The services do come at a cost and most
will not be available freely to consult with you. They will make themselves or a partner available to
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you but that's going to be billable time. Each consult will usually be followed with an invoice for their
time and advice.

CLOUD-BASED ACCOUNTING
One of the best packages you can put in place is to use a cloud service partner. Many accountants
are partnered with Xero or Quickbooks, which are two prominent cloud service providers. Most
accountants have preference for one of those services, are partners with them and when you sign
up to the accountancy service, you're also getting access to the cloud software. You can use this to
collaborate with your accountant. They can log into your accounts at any time and see your financial
situation. Should you need to consult on financial matters, this will save you a lot of time digging
through the paperwork to find the financial reports you need.
Definitely speak with an accountant before you begin trading. You may not need all the services they
are offering, but many will be able to tailor services to suit your business, and customise the service
going forward to cater to the growing needs of your business as you grow.
That's provided you go with a local independent practice though. Generally, you'll find more
personalised support from independent accounting firms, rather than using a franchised branch of a
major accountancy brand. It isn't always the case, but generally speaking, any independent business
is usually a more personalised service and therefore flexible to your needs.
If nothing else, get the consultancy before you start. The majority of accountants provide a free
consult. This is to make sure both you and them are a good fit for partnering together. Take
advantage of the initial offering, but state at the consult that you're reviewing services to find out
what's available and only exploring your options. Once you have spoken to a few accountants,
review each of their offering, the pricing and find out who has the best value proposition for your
business going forward.

HIRE OR OUTSOURCE?
When you're first hiring an accountant, always outsource this task. It is cost effective to outsource
your accounting in your early days. Only when you've grown significantly might it be beneficial to
cease outsourcing and hire an in-house accountant. You'll know when you reach this stage by
reviewing your outsourcing costs for accountancy. If payroll and accountancy fees are costing more
than you could hire someone for, then that's when to start advertising for an in-house accountant.
Until then, it's more cost effective to outsource to a local accountancy firm.

ACCOUNTING SOFTWARE
Most experienced business owners will agree that the most important thing when running a
business is organising your cashflow effectively.
Managing your money wisely means using software that keeps track of your balances, invoices,
payments, VAT and financial transactions, unless you use an accountant to do the grunt work for
you.
What does accounting software do?
A computerised accounting system allows you to see the whole financial well-being of your business,
not just the bank balance at any given time. A good system will allow you to keep track of
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expenditure and income, as well as providing long-term forecasts about your finances. They are a
godsend, especially when it comes to dealing with HMRC.
Before the advent of the internet, there was little choice when it came to software, and it was
typically expensive. However, with the proliferation of cloud-based accounting systems, it's never
been easier to manage your money.
Spending time learning how to use accounting software can pay dividends in time and money, by
allowing you to manage your financial affairs in an efficient way.

HOW MUCH DOES IT COST?
A good accounting package will vary in cost, depending on how complex you want it to be. However,
it can work out significantly less than a qualified accountant, who may charge £50 or more per hour
to manage your books.
Decent cloud-based software (you can access your finances anywhere, using the web) costs as little
as £10 per month, and most services offer a one or two-month free trial so you can find out whether
it meets the needs of your business.

UNDERSTANDING TAX & PAYE
Mention tax to anyone and they'll raise their eyebrows like you've just mentioned a dirty word.
However, tax is an essential part of how our economy keeps running, and as business owners we are
obliged to play our part and contribute to our country by paying our fair share.

WHAT IS TAX?
Derived from the Latin word 'taxo', taxes are imposed by a state upon 'tax-payers', that allow the
state to fund public expenditures, such as roads, education, health services, military, welfare etc.
Tax collection is performed by an agency run by the government - in the UK this agency is known as
HM Revenue and Customs, often shortened to 'HMRC'. Because tax is set in law, taxes that remain
unpaid can result in civil penalties (such as fines) or criminal penalties (such as imprisonment), so it's
wise for the new business owner to be fully conversant with what taxes need to be paid, how much
they need to pay, and when they should be paid.
Those that run a sole-trader or partnership business are required to pay tax on their business profits,
not their personal earnings).
Those that run a limited company are classed as employees, and must pay tax through PAYE (see
below).
Both need to pay National Insurance Contributions (NICs).
Let's have a closer look at the types of tax you'll need to be aware of for your new business:

SELF-ASSESSMENT TAX
If you are self-employed (i.e. you're not running a limited company) then you'll need to pay tax on
your business profits. You do this by submitting a self-assessment tax return every year.

55 | S t a r t P a d

Tax is payable on the profits that your business made in the preceding 12-month accounting period.
You will need to prepare a set of accounts for your business, from which you need to calculate your
taxable income, based on the income and expenses. If you haven't already done so, you also need to
make sure that you have registered your business with HMRC, so that they can send you a tax return
to complete.
For more information about self-assessment tax, the gov.uk website has a wealth of information.

CORPORATION TAX
This is a tax that is imposed on corporations (i.e. limited companies), which are typically set at
different rates than individuals. Companies need to pay the appropriate rate of tax (currently 20%)
based on their income profits and capital profits. Note: corporation tax is set to reduce to 19% in
April 2017, and 17% in April 2020.
The following businesses are required to pay corporation tax:




Limited companies
Foreign companies with a UK branch or office
Clubs, co-operatives or other unincorporated associations (such as community groups or
sports clubs)

If you are intending to incorporate your business into a limited company, then you will need to
register for corporation tax. You can do that on the gov.uk website here.
Corporation tax is required to be paid in full 9 months and 1 day after the end of your accounting
period. For example, if you run your company accounts annually from 1st March, then you should
make your payment no later than the 1st of January the following year. A company tax return must
also be submitted, usually 12 months after the end of your accounting period.
More information on Corporation Tax is available on the gov.uk website.

PAYE
If you are employing anyone in your business, then you normally have to operate PAYE (Pay As You
Earn) as part of your payroll. Like other taxes, PAYE is collected by HMRC.
PAYE is the money that is deducted from wages for tax, which includes both income tax and National
Insurance (NI). Don't be tempted to claim that employees are self-employed through your business HMRC will catch you, and you will be liable for outstanding taxes (and possibly a hefty fine to boot).
A new system has been introduced by HMRC to simplify the way of reporting PAYE, called 'Real Time
Information (RTI)'. Every time a payment is made to an employee, it must be reported via RTI
through their online systems.
In order to register as an employer to pay PAYE, you can do so via the gov.uk website. Remember,
that if you are setting up a limited company and you are the sole director, you're also classed as
employed, meaning that you NEED to register for PAYE.
For more information about PAYE for employers, getting started, reporting, and paying HMRC, visit
the gov.uk section on PAYE.
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NATIONAL INSURANCE CONTRIBUTIONS
NICs are a system of contributions paid by workers and employers that go towards the cost of
certain state benefits, such as pensions, welfare and the NHS.
Everyone needs to pay National Insurance if they are:




Aged 16 or over
Working and earning more than £155 per week
Self-employed and making a profit of £5,965 or more a year

Depending on how much you earn, as well as your employment status, you will be allocated a 'class'
of National Insurance.
Sole traders / partnerships
If you are self-employed (such as a sole-trader), you will pay a flat rate of Class 2 NI contributions,
regardless of how much profit your business makes. In addition, you will also pay Class 4 National
Insurance, which is calculated as a percentage of your annual profits once they've reached a certain
threshold. This will be calculated and collected when you submit your self-assessment tax return.
Limited companies
If you are running a limited company, you are classed as employed, so you will pay Class 1 NI
contributions. This will be collected through your PAYE system.
There is a dedicated section on the gov.uk website that outlines the different NI classes.

PAYMENT PROCESSING
If you're in the business of selling a product or providing a service you'll need to think about how you
will be processing your customer's payments to you.
People are using their credit and debit cards to pay for goods and services more today than they
ever have done in the past. Everyone knows that people don't walk around with a huge wad of cash.
They use credit and debit cards.
Research carried out by YouGov shows that 62% of people carry Â£20 or less in their wallets and
purses, meaning that they rely on their cards to pay for everything from the basics such as their
lunch, to high-value purchases such as cars and luxury goods.
Accepting credit and debit cards is good for business. Let's explore why that is:







It's usually quicker to process a payment by card than it is counting out cash, especially as
use of contactless payments is increasing.
Chip & PIN makes transactions more secure, and provide guaranteed payment for
businesses.
You'll be holding less cash on your premises, meaning that you'll require less security - and
of course fewer trips to the bank to deposit cash.
They reduce the need for cheques, which typically take up to a week to process.
Payment is immediate, meaning that your cashflow is simpler and easier to manage.
Last, but not least - customers WANT to pay by card.
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In short, if you don't accept card payments, then you stand to lose money.

HOW DO I PROCESS CREDIT/DEBIT CARD PAYMENTS?
There are several options for you to consider for your start-up business. All of them require
additional work (some of which may be technical), especially if you want to allow payment to be
made through your website in the case of online shops/services, but by ignoring the need for the
ability to make payments by credit card, you'll be losing money.
Luckily, banks and third-party payment processing companies are making it easier to accept
payments, and it's easier than ever to get up and running.
Always consider your choice of card payment processor carefully, and look at all the options to
ensure that you're getting the best deal available for your new business. Although the ability for
your customers to pay by credit/debit cards is considered essential, always look at the fees that
you'll be faced with. Some providers charge up to 1.5% on your transactions, and whilst this doesn't
seem like a lot, it can add up to be a huge amount when you calculate a 1.5% reduction in gross
revenue.
So, let's have a look at the options available to you, as a start-up business:
MERCHANT ACCOUNT
The traditional way of accepting payment by credit or debit card (such as Visa, Mastercard, Switch,
Solo etc. is called a 'Merchant Account'. These accounts operate in a different way to your
traditional bank account, because it acts as a 'go-between' that processes payments between the
card used in the transaction, and the bank which it was issued.
Card 'readers' are issued by the bank, which you use to process the payment. Once a customer has
decided to pay for goods, they use their credit card in this card reader. Information is transmitted
between the bank and the issuing company (e.g. Mastercard or Visa). Once the transaction has
cleared for payment, the customer's account is debited, and the sale is then complete. However, the
background transaction takes around three days for the money to be paid from the customer's
account.
It is worth noting that the approval process for new merchant accounts is quite rightly very strict, for
security purposes, and it is not uncommon for new businesses to be declined a merchant account.
This is especially the case for new businesses that intend to trade via the web.
If your business has been trading for some time, has a large bank balance, or has an established
credit card processing history, then it is usually easier to be accepted for a merchant account.
However, this is often beyond the scope of new businesses, so you may want to consider the
alternative options, such as third-party payment processing companies and/or mobile card payment
devices, both outlined below.
If you are approved for a merchant account, most providers charge a fee (either one-off or monthly),
as well as a percentage fee on each transaction that is made.
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THIRD-PARTY PAYMENT PROCESSING COMPANIES
A worthwhile alternative to setting up a merchant account, payment processing companies take
away the hard work (and headaches) by processing the payment for you. This is particularly relevant
if you're selling products or providing services through the web.
Instead of having to use your own merchant account, these third-party companies will process the
payment through their own merchant account, in return for a small fee. Depending on the level of
integration you require on your website, this can be a seamless process where the customer won't
even need to leave your website, a branded pop-up window sitting on your web page, or (as seen
with Paypal) as a completely separate browser window which returns customers to your website
after the transaction is complete.
The payment processing company handles all aspects of the transaction, from collecting the
customer's information (credit card details, address, etc.), provide a secure connection, and
processing the payment. In the case of Paypal, adding credit card payment to your company is
relatively simple - just drop a few lines of code into your web page where needed. However, if you
want to provide a more seamless service for your customers there will be varying levels of technical
ability required to embed the payment processing system into your website.
In many cases, it's always wise to talk to your web development company about integrating thirdparty payment processing services into your website.
It’s important to always ensure that you use a SSL certificate on your website to ensure that your
customer's details are encrypted for security purposes.
Most services charge a small percentage fee for each transaction made through their systems. A
worthwhile compromise, considering the hassle it can eliminate.

MOBILE CARD PAYMENT DEVICES
If you are operating from a shop or retail premises, then you can also consider using an 'mPOS'
(mobile point of sale) to process payments for goods.
These mPOS systems connect to your mobile phone to allow you to accept debit/credit card
payments from your customers. Plug the card reader into your mobile phone (or via Bluetooth) and
you're ready to accept card payments using the Chip & PIN system, or in some cases, contactless
payments of up to £30.
Obviously, you'll need to ensure that you have adequate mobile network coverage at your point of
sale (you don't even need a broadband connection), but it's very easy to set up and operate, and you
can accept all major credit and debit cards.
In addition, as long as you've got some network coverage, you can accept card payments wherever
your business takes you, meaning that you can take secure payments on the move. If you've got a
smartphone then some providers also provide an app for you to manage your payments.
As with all other card payment services and merchant accounts, there are small fees to be paid on
each transaction, but they tend to be very competitive when compared to operating a merchant
account.
See our list of 'Resources' for some recommended mPOS systems that you can use for your business.
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CHECKLIST - FINANCE
Go through the following checklist and tick when you have completed each task.
UNDERSTAND PRODUCT PRICING

1

Do you understand the different product pricing models? Choose which model is
the most appropriate for your business.
DECIDE YOUR PRODUCT PRICES

2

Using the knowledge you have gained, decide how much you will be charging
your customers for your products and prices.
RESEARCH BANKS

3

Different banks offer different services and features, so compare the benefits of
each before choosing which one meets your needs.
MAKE A BANK APPOINTMENT

4

Get in touch with the business banking team at the bank you have chosen, and
make an appointment to discuss your business needs.
OPEN A BUSINESS BANK ACCOUNT

5

Once you’ve discussed your options with the business banking team, open a
business bank account.
CREATE A CASHFLOW FORECAST

6

Set aside some time to complete your cashflow forecast. See the appendix for a
cashflow forecast template.
RESEARCH FINANCE OPTIONS

7
8

If you require finance to start your business, compare the different options
available for raising the cash.
APPLIY FOR FINANCE
If applicable, submit your application forms to apply for funding.
REGISTER FOR VAT

9

If your turnover for the next year is expected to be £82,000 or more, register for
VAT with HMRC.
SIGN UP FOR AUTO ENROLMENT

10

If you need to comply with Automatic Enrolment rules, seek assistance with a
qualified accountant.
CONSIDER HIRING AN ACCOUNTANT

11

We recommend seeking help from an accountant before you start trading,
especially if you will be operating a limited company.
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GET TO GRIPS WITH TAX

12

Understand tax, PAYE and National Insurance, and how they apply to your
business. Seek assistance with an accountant if you are unsure.
CHOOSE AN ACCOUNTING PACKAGE

13

If you intend to look after your own accounts, decide which accounting package
suits the needs of your business.
SET UP PAYMENT PROCESSING

14

Explore the different ways that you will be able to take payments from your
customers.
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Workplace
WORKPLACE LOCATION
Where you decide to work is crucial for the success of your new business.
When it comes to deciding where your office or premises is located, the first thing that should come
to mind is the cost involved. It's quite common for premises to be the second largest overhead for
many businesses in the UK (after wages), so it's important to locate your new business somewhere
that is not going to put you out of business.
Of course, we all want to show off with a luxury office in London's Canary Wharf, or a hi-tech retail
unit in The Trafford Centre, but when you're running a start-up business money is tight, and you
need to keep your costs to a minimum. This means that - at least in the short-term - you'll need to
scale back on your expectations and position your workplace in a more cost-effective location.
Nevertheless, deciding where your premises will be is an extremely important factor, especially if
you're starting a business in the retail sector.
Depending on the type of business you'll be operating, there are some very cost-effective places that
you can situate your business. From home-working to coworking spaces, pop-up retail units to
market stalls, there are plenty of places that you can start trading that require little or no investment
for you to test out your products on your target market.
Let's have a look at the options available to you:

HOME-BASED OFFICE
Few people enjoy the work commute. Most workers have to travel a considerable distance to get to
work, travelling by car, bus, train and tube getting to the office. And let's not forget the cost, too.
Commuting is expensive.
Ditch the daily commute by considering whether your home is a suitable location for your
workplace. If you're starting an office-based business, then working from home is an excellent
choice for start-ups, because of the flexibility it offers, as well as the obvious financial savings. It
certainly is the cheapest option on the list.
Some say that using your home as an office portrays a bad impression of a business. Of course, noone really needs to know that you're working from the comfort of your home. You can always use a
mail-forwarding service so that you don't need to use your home address on official documents such
as letters and business cards. Don't be afraid to start off your new-found career as an entrepreneur
at home. Even Richard Branson started some of his earliest business ventures in his own home.
There's nothing to be embarrassed about, as home-working has become a much more accepted
option - more than 60% of entrepreneurs now run their new business from home.
Home-working is best suited for solo business owners who work on their own, such as creative
professionals. Customising your home-based office is a fun and exciting task, and enables you to
create an environment and ambience that is perfect for your working style.
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Working from home comes with many benefits, including:







The ability to set your own opening hours
A 30-second commute to work
Every day is 'dress-down-day' (just don't go to work in your PJs)
You're saving on start-up costs
You can arrange your day around your family commitments
You can claim a percentage of your domestic bills (heating/lighting/broadband etc.) for tax
purposes

You can upscale or downscale quickly, and cost-effectively
It's not for everyone, of course. Working at home in solitary confines can be a lonely existence at
times. One of the most common complaints about working from home is the lack of social contact
with others. So, if you thrive from working with others in the same office, then you could feel lonely
at times.
For others, working from home can often be distracting, as daily routines (such as deliveries,
children, pets etc.) can interfere with your work. It's important that you find a way of isolating
yourself away from these distractions as much as you can. Make your home office a "no-go" area
during your work hours, apart from emergencies of course, and try to create an environment
without distractions.
If you are thinking about employing people at your home premises (or accepting work visitors) then
you need to carry out a health and safety risk assessment
http://www.hse.gov.uk/pubns/indg226.pdf and take out business insurance (public liability
insurance). However, many people who set up a business from their home outsource work,
removing the need for these legal requirements.
If you need to make considerable changes to your property as a result of creating a home-based
office, then you will need to get planning permission from your local council. Always consider your
neighbours, especially if your business involves deliveries to/from your home, if you are
manufacturing goods, or if there will be any noise, smell or disturbances.
It's always best to inform your mortgage provider that you'll be working from home, because some
mortgages forbid home-offices without prior permission.

THE COFFICE
Coffee and connnectivity, anyone? What do you get if you cross an office with coffee? A 'Coffice', of
course. People have been taking advantage of coffee shops to conduct work activities since the
advent of free wi-fi, and working from a coffice is certainly a viable option for you to consider,
especially while you're getting your business up and running.
Instead of commuting to a grey, bland office, there are many who are taking advantage of the
facilities that coffee shops offer to run their start-ups. Coffee, cake, comfort and connectivity is
attracting entrepreneurs in their droves, helping them to keep their costs to an absolute minimum.
Take 'Ziferblat' http://london.ziferblat.net/, a coffee shop in London's Shoreditch for example.
Although Coffices are a relatively new phenemenon in the UK, dedicated coffee shops such as
Ziferblat are being set up to entice people to come in and work. The idea is simple: Wi-Fi and coffee
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is free, but you pay for the time that you spend there. Visitors can clock in when they arrive, and pay
5p per minute for the time they spend there.
More traditional coffee shops are warming to this new trend, too. Starbucks are redesigning some of
their shops so that it caters for people who come in to work, providing them with extra power
sockets and free Wi-Fi. Although many coffee shop proprietors are naturally sceptical about
providing warmth, comfort and a free desk to those who drink a single cup of coffee in the space of
2 or 3 hours, many are warming to the idea.
Our advice - use it, but don't abuse it. Be a nice business owner, buy plenty of coffee and make sure
you recompense the owner.
Check out http://coffices.co to find the perfect Coffice near you.

OFFICE SPACE
If the 'Coffice' or home office doesn't meet your needs for your new business, then you'll need to
consider renting office space in a commercial property.
Perhaps you don't have the space you need at your home, or you're worried that prospective clients
will get the wrong impression by arriving at your front door with children playing outside and the
dog barking. That's a good reason to think about renting office premises.
Although you may want prestigious offices with luxurious furniture, don't blow your budget on
trying to 'show off'. Most decent customers and clients won't be put off with less-than-perfection, as
long as they are confident that you'll be providing them with a quality service or product. If your
business requires a particular 'image', then this is the exception. If you're a designer or interior
design business then you'll want to consider splashing out extra money if it means that you can
secure their business.
When deciding which office location to go for, consider your requirements for at least a year,
especially when it comes to employing people. You don't to be faced with a shortage of office space
if you have a sudden influx of business.
The Offices, Shops and Railway Premises Act 1963 (http://www.legislation.gov.uk/ukpga/1963/41)
outlines the requirements for space, facilities, health and safety, and welfare of people who work in
commercial premises, so make sure that you provide everything that is set out in law.
Always check to see if there are enough power sockets for all your equipment, allowing extra to
allow your business to grow.
Parking considerations must also be addressed. Are there enough spaces for you and future
employees to be able to park their cars, or to accept deliveries? Is there free parking available onsite? Also consider those who will be arriving at the office by public transport. How close is the office
to train stations and bus stops?
An added benefit of renting office space is that it often comes with extra services, such as reception
services, cleaning and administrative services (such as typists, clerks etc). Check to see what services
are available when you make your enquiries so that you know what to expect (and what you can
capitalise on when you move in to help with your workload).
More to consider:
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Is the office in a busy, noisy location?
Are there adequate toilet facilities?
Will it be cool enough in the summer / warm enough in the winter?
Is there enough space to fit in all the desks as well as IT equipment?
Are meeting rooms available (or a local coffee shop)?
Is the office close to convenience stores so people can buy essentials, such as lunch?
Can you afford the office if turnover is not as much as you expected?
Is the premises secure?
Will you have access to the office outside working hours?

RETAIL PREMISES
If you're operating a retail business (a shop) then a high-priority factor in choosing the right premises
is how close you can get it to your potential customers.
It will come as no surprise that the most expensive (and desirable) retail premises are located where
people are shopping, such as retail parks and major shopping centres. These types of premises are
often out of the question for new businesses - at least until you have proven that you have a viable
product that will sell.
To choose the perfect location for your shop you'll need to do your homework first. To avoid failure
at the first hurdle, select several potential locations and make a note of the following:








The cost of rent, business rates, communal services, building maintenance costs, utilities,
insurance and deposit.
The potential footfall, i.e. how many people will pass your shop. Take time to evaluate
passing trade, and whether they are shoppers or office workers.
Potential competitors that could already have loyal customers.
The demographic make-up of local people. Do they fit your target market?
Are you going to be able to make enough noise to stand out in a crowded place? What
signage will you be using to attract customers?
Are you allowed to place any advertising signs (e.g. 'A Boards') in front of the shop to
attract customers?
Will your product be a good fit for the location? For example, newsagents are often found
close to transport hubs, such as train and bus stations.

If you're going to be located away from main thoroughfares, then consider how customers will be
travelling to your premises. Try to locate your shop close to a car park (or better still with it's own
parking spaces) to ensure that it's convenient to get to your premises.
If you're setting up a shop and you're going to be employing staff, then make sure you read "Office
Space" above, as much of it applies to retail premises.

POP-UP SHOPS
If you haven't heard of pop-up shops yet, then be prepared. Telecoms company EE polled 2,000
people who were planning to start a business, and found that nearly a third of them would be
starting their life as a pop-up shop.
What are pop-up shops? Pretty much any retail unit that is considered to be temporary, as it
happens. It could be a sandwich van, a coffee stall, or a fashion shop taking out a short-term let.
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Whilst this is nothing new, the phrase 'pop-up shop' has been invented to describe the millions of
new short-term retail outlets that will be potentially occupying our high streets over the coming
years. Everyone's heard of Innocent Drinks. They're almost a household brand today, but several
years ago they started as a 'pop-up' retail unit at a music festival. Thanks to their unique way of
validating their business idea (they asked customers to throw their empties into Yes/No bins) and
their low-cost pop-up solution, Innocent Drinks were able to sell their empire for a whopping £100
million to Coca-Cola in 2013.
And in Burnham Deepdale on the Norfolk coast, the tiny village has been kept alive by pop-up shops,
who are "selling everything from beer to buttons". Locals and visitors alike are lapping it up.
For the entrepreneurs behind the pop-ups, they're a fantastic way to test out viable business ideas
but without the huge cost of setting up a permanent location on the high street.
There are now websites dedicated to helping entrepreneurs find temporary space to explore
business ideas. AppearHere exists to help people find space to set up pop-up shops. To date, there
are more than 1,000 spaces available to rent.

WORKPLACE REGULATIONS
Adhere to health and safety regulations if you are employing others.
If you are employing people at your workplace location, then you must, *must*, adhere to the
regulations set out in the Health & Safety at Work Act 1974 (HASAWA).

WHAT IS HASAWA 1974?
This primary piece of legislation covers occupational health and safety in Great Britain. Although it's
in place by law, it's a straightforward regulation, and it should become a daily part of managing your
business to protect your workers from harm, and at the same time protect the future success of
your business.
Following the guidance in the regulations is usually enough to comply with the law. As an employer,
you first need to appoint someone who can manage the health and safety duties. This can be
yourself, if you wish, or you can designate another member of your staff. If you feel that no-one in
your team is able to manage the health and safety aspect of your business, you can also consider
seeking external help or advice.

SAFETY OF YOUR TEAM
Your team are an essential part of your business, and they need to be able to go about their tasks
without risks to their health.
As an employer, you must give your workers the right information, instruction, training and
necessary competence. Not only will this help you comply with the law, but it can also contribute to
the success of your business.
As an employer, it is your responsibility to provide:
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information that is easy to understand and follow so workers are aware of the hazards and
risks they face, the measures in place to control the risks, and how to follow any emergency
procedures
clear instructions so everyone working for you knows what they are expected to do
adequate health and safety training that is relevant and effective. This should take place
during work hours and must be provided free of charge
an appropriate level of supervision, which is particularly vital for new, inexperienced and
young workers

Source: Health & Safety Executive

SAFETY IN YOUR WORKPLACE
Whilst your team's safety is paramount, you also need to comply with health and safety regulations
in your work environment too.
It sounds like it's a lot of paperwork, but it isn't complicated, and certainly won't take too much time
to comply.
The regulations cover the whole range of workplaces, which include shops, offices, factories,
construction sites, schools, hotels, hospitals and even places of entertainment. Pretty much
anywhere where people are carrying out their work. However, it does not cover domestic premises.
Things that you need to consider for health and safety purposes:







Lighting
Heating
Ventilation
Temperature
Toilets
Washing Facilities

HOW DO I COMPLY WITH HASAWA?
To ensure that your business is in compliance with the HASAWA regulations, employers must:










Carry out a risk assessment to determine what could harm you and your employees in your
workplace
Explain how risks can be controlled
Outline who is responsible for controlling these risks
Work with your health and safety representatives to ensure everyone is protected against
harm
Give your employees health and safety training they need to do their job
Provide employees with safety equipment and protective clothing (if needed), ensuring
they are well kept
Provide your staff with clean and adequate toilet, washing and drinking facilities
Ensure that adequate first-aid facilities are available in the workplace
Report major injuries and fatalities to the the Health and Safety Executive on 0345 300
9923. Other injuries, diseases and dangerous incidents can be submitted online at
www.hse.gov.uk.
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Get insurance cover for injuries or illnesses that occur at your workplace, and display a copy
of the policy certificate in a prominent place

For more information about complying with HASAWA regulations, download the introductory
booklet or visit the Health and Safety Toolbox on the HSE Website.
A range of free and paid-for posters, leaflets and pocket cards are also available on the HSE website.

TELECOMMUNICATIONS
Handle your customer enquiries professionally and efficiently.
Unless you conduct every single aspect of your new business on the internet (which is highly
unlikely), you'll need to ensure that you have a basic telecommunications setup installed at your
desk from the outset.
Before you go out and invest hundreds - or thousands - of pounds in new telecommunications
systems, think about what you'll really need to conduct your business, and stick to the basics. If you
find later on you need extra infrastructure to cope with demand, then you can scale up wherever
necessary.

TELEPHONE SYSTEM - YOUR OPTIONS
There are four different options to enable you to take calls from clients and customers:





Fixed landline
Mobile phone
VoIP telephone
PBX

FIXED LANDLINE
Most new businesses need a landline as the very minimal telecommunications setup. When your
potential customers visit your website they will in all likelihood want to get in touch by phone.
Having a 'contact us' page without a phone number can look like you're an amateur outfit, so get
yourself a landline (i.e. fixed phone line).
Go ahead and use your existing landline, if you wish. There's nothing wrong with using your home
phone to conduct business, although it can prove troublesome if other members of your household
want to use it for private purposes. It's also quite odd for friends and family who phone you up for a
chat and you answer with, "Hello Acme Consulting, how can I help you?" In addition, you'll probably
want to keep your home number private.
If you want, you can consider asking BT to install an additional telephone line to your office.
However, this usually involves signing a new contract. Then there's the additional cost. BT charge
around Â£130 to install a new line, and you'll need to pay the monthly line rental at around Â£20
per month.
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MOBILE PHONE
Alternatively, you can use your mobile phone number, which is equally as viable. However, this can
also look untrustworthy to potential customers and clients, unless of course your new start-up
means you'll be away from your office most of the time. In addition, mobile phones tend to be more
expensive to run than a landline.
However, operating your business from a mobile phone does give you an added degree of flexibility.
Want to work in a coffee shop for the afternoon? Want to take the day off but want to remain
available for business? A mobile phone is a handy tool for start-ups.
If you have a fixed business landline then do consider diverting your business calls to your mobile
phone, which means you'll always be available to take that huge order you're waiting for.

VOIP TELEPHONE
Rather than using a fixed telephone line to make and receive phone calls, VoIP (voice over internet
protocol) uses your internet connection.
This means that you won't need to pay any line rental for your telephones, and calls to both national
and international phone numbers are much cheaper. When you're running a start-up business, it's
easy to run out of cash, so VoIP is highly recommended.
Although there are plenty of choices when it comes to setting up your VoIP telephone system, there
are several that come highly recommended thanks to their trust and reputation, including:
Skype - Free audio, video and messaging for businesses. Can support up to 25 people on group audio
calls. Instant setup. Users can upgrade to Skype for Business, giving you professional meetings and
collaboration tools that integrate with Office apps.
Google Hangouts - Call other Hangout users free of charge, with support for up to 10 people in a
group call. Low cost calls to any number in the world.
Viber - Send free messages and make free calls to other Viber users on any device and network in
any country. No registration required, and can integrate with your own contact list.
ICQ - A simple way to communicate, and nothing extra. Free audio and video calls, group chats and
more.
VOXOX - A great alternative to Skype, particularly for small businesses. Free calls to other VOXOX
users, and low-cost calls to any landline or mobile number in the world.

PBX SYSTEM
If you are starting a larger business then a PBX (private branch exchange) can be installed at your
office which will be able to handle multiple telephone use. A PBX allows businesses to share a
number of external phone numbers, whilst switching calls between users on local lines. They remove
the need for each phone to have a fixed line.
A good PBX system will also offer additional benefits for business owners, such as call forwarding,
auto-attendant, call transfer, and conference calling.
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The down-side to PBXs is that they are costly to install. A small PBX system with just two lines and
five extensions can cost up to £200 to install, on top of the call charges and line rental. Unless you
are considering starting a large business then installing a PBX is usually not advised.

IT EQUIPMENT
You’d think that kitting out a new office with the best tech gadgets would cost a fortune. It doesn’t
need to be when you know what you’re after before you go window shopping. That approach will
have you buying what looks like a good deal, only to find your new tech becomes a bottleneck, or as
retailers put it – buyer’s remorse. Something you won’t have with these…
8 IT Essentials that Will Work Smarter for You

PERSONAL COMPUTER (PC)
If you know your computers, you’ll know that PC stands for Personal Computer. Don’t be fooled by
the term though because these are great for business. What’s more is that they’re far less expensive
to repair than laptops due to having more size and space to work with. Techs love these machines.
As with all computers, there are different terms given to each.
What’s best for you will be based largely on the budget you have available, which won’t always let
you buy what you need, but you can always get a great start when you know the technical
components you need.
Look for:


A lot of memory

You need memory in two places of your computer, the Random Access Memory (RAM) and your
hard drive.
When you load any programs on your computer, it’s loaded using the RAM available. This is for
operating purposes. The more programs you use at the same time; the more RAM you need. For
business purposes, you could be using quite a bit therefore, it’s advisable to buy a PC with more
than 4GB memory.
The memory specs given on the specifications for PCs refer to the RAM, which covers your operating
system such as Windows 10 and any products you need such as Antivirus programs, which will
always use RAM space.
Some programs you don’t need such as desktop notifications for email and social media but others
are essential. Just know that the higher the memory, the more programs you can run
simultaneously. Lacking memory will cause the system to become unresponsive, by which time you’ll
have a nightmare experience as your computer constantly crashes, which for business, means you’re
losing productivity.
The other aspect to memory is your hard drive. Look for terabytes (TB) in this area.
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COMPUTER MEMORY JARGON EXPLAINED
In computer terminology used for describing memory, there are a few things to understand. The first
is that everything begins with bits.









A bit is a binary digit and the plural for it is not bits, but bytes
One byte is equal to eight bits
One character is one byte, so any letter is one byte
KB stands for Kilobyte, representing 1,024 bytes. One KB is the equivalent to a 128character (1024/8 = 128) text document download. That’s less than a tweet. You’ll be
downloading a lot, and you will not find any computer that only offers KB of memory
because it’s simply not enough.
MB is megabytes and represents 1,024 Kilobytes
GB is gigabytes, representing 1,024 Megabytes
TB is terabytes, representing 1,024 Gigabytes.

The above are the most common terms for memory you’ll see when you’re looking to buy a PC.
You’ll mostly find that 2-GB, 4-GB, 8-GB and 16-GB are widely available. This is only the RAM space
and not what you store your files on. RAM is used for operating programs. This is different from
storing executable files, which are used to launch a program. RAM runs programs; the hard drive
stores the files only.
The Hard Drive
When you save files to your computer, it’s the hard drive they are stored to. The more memory you
have on your hard drive, the more files you can store before you need to buy a memory stick and
save to that because your computers’ memory is full.
On the hard drive, it’s ideal to have at least one terabyte available as you’ll likely have a lot of files
stored to it, as well as perhaps software installed to assist with your admin and other tasks.
Other features to look for in a business PC:
Wireless Connectivity - Printers are going wireless, and there are wireless mousses and keyboards
too letting you minimise cables, which is a factor for health and safety but even if you’re setting up a
home office, you’re best to minimise cables anyway.
Built in Wi-Fi - If you make the mistake of buying a PC without Wi-Fi, you’ll need to connect through
an Ethernet cable. That’s the thick yellow one that comes with your router for you to access the
internet.
Should your PC not have Wi-Fi built in, it will need to be placed near to your telephone socket, which
if you don’t have one in the room you plan to set your office up in, it’ll cost you more to get an extra
socket installed by BT. That is unless it’s equipped with Bluetooth or wireless connectivity and your
router is too.
That’s why you need a Wi-Fi ready PC. Without it, you’re at the mercy of your telephone socket
location. Where that is, you’ll need to work around that space.
On a final note:
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If you’re going to buy your PC new, shop for deals that give you free access to cloud backups.
Sometimes you can get as long as one year of premium back up services included as part of your
purchase. It really does pay to shop around.

SURGE PROTECTOR
You need to know what you’re looking for in a surge protector because they are not all the same.
Here’s what you need to know about surge protectors:




They are insurance for your IT equipment
They do not all last a lifetime
They can be the equivalent to a fuse and work once, or they can act like a circuit breaker
and last a lifetime.

To explain:
During an electrical spike, the fuse blows; cutting off the electrical supply to the device. A fuse
absorbs all the electrical current thrown at it. As such, it blows. You need to replace the fuse to get
your device working again. In terms of surge protectors, you need to replace it with a new unit to
turn your protection back on again.
Higher-end models will detect the spike, offer auto-cut-off preventing electrical currents reaching
your appliances, but at the same time, they’re not absorbing the excess voltage because it powers
off when a spike is detected.
These types are ideal because as soon as the event is over, you can get back to normal operations.
About warranties:
Manufacturers and retailers offer warranty protection. You’ll know the standard types of warranties
for kitchen appliances. They work the same for surge protectors with one additional step. The
warranty offers to provide you with compensation up the value of the appliances you plug into it, if
they become damaged due to the failure of the surge protector.
There’s one problem with surge protector warranties: You’ll be asked to prove the device failed.
Good luck with that.
Electrical spikes don’t happen too often, so instead of paying extra for a warranty that’s likely to do
you no good; buy two and keep one for backup purposes. Use it the first time you see any indicator
that you’re not protected. Then replace your replacement.

DESKTOP CALCULATOR
Much of the work you do at your computer will be number crunching. Your computer will have a
calculator app installed, however they are basic.
Desktop calculators for a business are available with buttons for quick tax calculations. Another
feature and likely the most important function on your calculator is the N-key Rollover function. This
ensures that you don’t accidentally press a button, thus preventing errors in your calculations. For
business purposes, you absolutely need that to prevent any financial errors in your bookkeeping and
accounts management.
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HEADPHONES WITH MICROPHONE
Only include this if you plan to use VoIP for communications.
You’d be surprised how much you can save on your telephone bills when you use VoIP. However, to
use this you will need a microphone. You can get one that sits on your desk, however, for
convenience, use a headset with the microphone and it’ll give you clearer communication on both
ends too.
Always test your headset before VoIP conferencing on calls for business to ensure you have a clear
sound when you speak.

ALL IN ONE PRINTER
When you’re starting out, you will not have complex printing requirements. Once you’ve scaled
though, then revise your printing requirements as it may be more cost efficient to outsource. That’s
only applicable to volume printing though.
Until then, you’ll get by just fine with a decent all-in-one printer.
By all-in-one we mean print, fax and scan.
Look for:
High DPI - DPI stands for dots per inch, the higher the DPI, the better quality of print. 1200 DPI is
pretty standard.
Decent PPM - A decent page per minute (PPM) is essential. Otherwise you’d be waiting forever for
pages to print. The better the motor is powering the printer; the more pages it’ll be able to print per
minute.
For a business printer, you’ll want the above plus the considerations below:
Internal Memory - Just as computers use memory, so too do business printers. The higher the
memory, the more RAM they have available, meaning you can send multiple print jobs to it, then
they’ll be stored, processed, and eventually printed, the higher the RAM, the better performance.
There’s also the ability to store your print jobs on the printer memory. For all-in-one printers, this
will mean that any document you print, scan, or fax – a copy of it will remain on the memory of the
printer. When you’re replacing a printer that has built-in memory, remember to scrub the hard drive
as a data security precaution.
Network printing capability - For use in an office with more than just yourself, or even it is just you
operating as a sole proprietor, the networking ability on a printer will let you print without a wired
connection. Without this feature, you’ll need to hook the printer to your computer, or other device
via a USB cable. In essence, with a business printer, you’re connecting it onto your network
infrastructure.
Duplex printing capability - Printing single-sided is a waste of paper and a waste of your money. To
save on paper usage costs, make sure your printer can print to both sides of the paper, which is
what duplex printing means in print lingo.
Paper tray capacity - All printers will tell you the amount of paper the tray can accommodate. They
can also have more than the one paper tray. The higher the capacity, the less time you’ll spend
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topping up the paper supply. Business printers usually have room for 250 sheets of paper, however
there are some models that can store up to 1,000 sheets or more.
Paper handling requirements - A manual feed paper tray is ideal for business printers as the main
paper input tray can be configured for use with A4 paper. For other sizes, you can direct your print
jobs to the manual feed paper tray allowing you to print on different sized sheets of paper,
envelopes, flyers or whatever you need to print to.

PORTABLE COMPUTER
It used to be that if you wanted a computer for traveling, you needed to invest in a laptop. Now you
have more options, although a laptop is still a good one.
You definitely want to have a computer you can take with you to appointments, business meetings,
or if you’re a tradesperson for providing quotations at initial client consultations.
Your options for mobile computers include:
Laptop - This option gives you the most functionality since laptops are computers. They’re built for
mobility. Lightweight and functional, they give you plenty of screen space for easy viewing, all the
functionality of your desktop PC, while being light on the weight side with plenty of carry cases
available. The only thing to remember with laptops is they can be easily damaged when you’re
moving around, so definitely invest in laptop case to protect it when you’re on the go.
Netbook - Netbooks are much more than readers or for surfing the net for entertainment purposes
only. They’re much more like touch screen laptops. What’s more is they come with legacy ports.
Usually three so you can use a Netbook on the go and then connect it to your PC to transfer any data
you’ve stored on it.
Hybrid - A hybrid computer is a laptop and a touch screen in one. If you prefer to work on a laptop
but don’t fancy carrying it around, perhaps because it’s bulky or too heavy - With a hybrid, the
screen detaches from the keyboard and still functions using a touch screen instead of the keyboard.
Then when you want to switch back, just reattach the screen and you’re good to go.
Tablet - A tablet is just a larger version of a Netbook. By larger, that’s in terms of screen size and in
some models - the Central Processing Unit (CPU).
By far, the most important aspect of any mobile computer is the CPU.
Computers run with clock cycles represented by the GHz. One Gigahertz is equal to one billon beats
per second. That’s what meant by the clock of a computer. Not the actual clock that tells you the
time.
When buying a laptop, tablet or netbook - the higher the GHz is - the more power the machine has.
AMD and Intel were the first two companies to introduce the Gigahertz chips. Before that, the chips
were Megahertz (MHz). Therefore, if you’re after performance, look for a AMD or Intel processor as
those brands are the most experienced with high performance CPU chips. The same applies to all
types of computers.
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SMART PHONE
Smart phones are now powerhouses for businesses. Take the Microsoft Lumia 950 and 950 XL
mobile phones for example. There’s a high price tag attached for a reason. These phones attach to a
docking station and next thing you’ve a full-blown PC experience.
You don’t need a Microsoft smart phone but you do need some important features on a smart
phone for business.




Good memory space
Good CPU
Enhanced Security

Most business smart phones cover the first two bases pretty well, but for security, that’s the field
Blackberry is known for. The brand is still kicking about and pumping out phones.
If you don’t know your systems…




Android is Google
Microsoft is Windows
Apple is iOS

Blackberry has their own proprietary Blackberry Operating System
Any other operating system isn’t worth your effort because the majority of apps are developed for
the above operating systems since those are the major ones in the UK. Don’t go with an unknown
brand with an operating system not listed above, because you’ll find the apps are from developers
overseas for whatever country of origin made the phone.
WHICH OPERATING SYSTEM IS BEST?
Android phones may offer great functionality, but you need to remember that the app marketplace
is open. It’s unlike the iPhone apps, which is monitored for quality. You need to be careful with what
apps you install with Android. Always check the permissions you are giving app developers access to.
Many of them are intensive, requiring access to your contacts, browsing data, and pretty much track
you online.
Honestly, the data people freely share is unbelievable. They do it because they don’t pay attention
to these notices designed to alert you that you’re going to permit your personal data to be shared
across the internet.
The only other operating system worth considering is Windows. The phones aren’t the best looking
but it’s functionality that matters for your business. In terms of productivity, any Windows Phone
you buy now that uses the Windows 10 operating system, will give you access to all your Microsoft
Office products, such as Skype and the ability to open and edit Microsoft Word documents.
The only thing you need to be careful of with any smart phone you use for business is the app
installations you put on it because you need to consider the security of all your business data,
including other devices on your network.
If you’re wondering why iPhone isn’t listed, it’s because of their operating system. Everything with
Apple products requires apps to work with their operating system. You’ll find yourself using a variety
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of applications to help you run your business, and you don’t want to find something you’d like to
use, only to find it’s not compatible with iOS devices.
Nearly all software that is available for business is developed to work with the Windows or Android
Operating System. For Apple products, it requires developers to devote their time to develop apps
exclusive for use on Apple products. You get much more bang for your buck with Microsoft. Even if
you don’t like the brand, you can’t deny they know their stuff when it comes to Office Applications.
That’s now fully mobile compatible on the Windows 10 Operating System.

CROSS CUT SHREDDER
For security purposes, you shouldn’t be throwing your information out willy-nilly. We all know the
risks with identity theft, and other forms of digital theft. Your only protection offline against your
data being nicked is to shred everything that goes out.
That includes old cards too.
Cross cut shredders are the safest because unlike strips, cross cutting makes it much more difficult
for anyone to piece together the shredded remnants.

TAXES, VAT AND WHAT-NOT…
Remember that any of the technology you buy exclusively for business is a tax-deductible expense.
Choose carefully though because six phones in one financial year is likely to get you recommended
for therapy after a HMRC investigation. Going through too much tech and fast could trigger an
investigation into your expense filing. To stay on the safe side, hire an accountant and provide him
or her with your receipts. Then anything they suspect is likely to raise flags, it’s in their best interest
to tell you.
Get the right technology into your business during the early stages of development and it’ll help you
grow your business much faster.

IMPORTANT: PAT TESTING
The Electricity at Work Regulations 1989 require that any electrical equipment that has the potential
to cause injury is maintained in a safe condition.

MISCELLANEOUS EQUIPMENT
Essential furniture pieces to create a comfortable, functional smart office.
Most will view the office furnishings as being their place of work and decide to furnish it in their own
taste. That’s all well and good, until you realise that your clients are walking away breath-taken for
all the wrong reasons.
You need your office to seat and impress clients, while ensuring it’s a functioning workspace for you
too.
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YOUR DESK
Go large if you can with this one because too small a workspace and not enough storage have only
one outcome, a cluttered desk. It’s not going to help your productivity and it’s most certainly not
going to impress any clients meeting you in your office.
If you’re thinking, but it’s a home office, this still applies because the more cluttered your desk is,
the more distractions you have, and the less productive you’ll be.

YOUR SEATING
Even if your office won’t be your primary workspace, but instead used only for your admin work, you
still need to keep comfort in mind because every business has extensive admin work going on.
Expect at least ten hours a week doing admin and that’s only a couple of hours a day. Even if you
spend one hour a day on admin, comfort is essential to getting the most done in the smallest
window of time you have.
Ideally, have a desk chair you can raise and lower to suit your preferred working height. Adjustable
backrests can help make your sitting position more comfortable while helping you work in a position
that’s easy on your back. Arm rests are ideal for when you’re reading documents, watching a
seminar, presentation, or product video.

YOUR CLIENTS SEATING
This is only applicable if you plan to invite clients to your office. For some new start businesses,
they’re work is exclusively done remotely.
If you plan to have clients meet you in your office, you can’t be seen to be running around looking
for a temporary chair for them to sit on.
You’ll need seating to accommodate your clients meeting with you. Have two in case they bring
along a companion such as his or her assistant to be taking notes as the meeting progresses.
Don’t forget to have some seating available at a designated waiting area. A sofa is becoming the
norm in waiting areas, rather than wooden chairs.
One other thing to remember for your clients seating opposite you at your desk is to ensure they
don’t feel intimidated. Yes, you’re the boss, but you don’t want to sit your clients down on a four
legged chair with no headrest opposite you sitting on a director’s chair- all superior.
That’s fine if you’re trying to intimidate but it’s not advised. You have your seating addressing
comfort so do the same for your clients and seat them on a desk chair, with arm rests and adjustable
height positioning. You can skip the reclining function because they won’t need that.

STORAGE CABINETS
Most office furnishings for storage offer filing cabinets as your best solution. They are but they’re
not your only solution. The only upside to a filing cabinet is that it’s lockable. On the downside, it’s
often too office-y as they are a far cry from sexy, inviting and aesthetically appealing.
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Instead, ensure you have storage areas somewhere in your office for your paperwork. Just
remember that anything other than metal doesn’t offer the same fire protection.
You could use a dresser table, a chest of drawers, a wardrobe with shelving, wicker baskets, or faux
leather storage boxes.
The important thing is that your paperwork has a dedicated storage area so it’s not lying around
your desk or in neat little piles in the four corners of your office.
Using storage boxes instead of filing cabinets can help create a cosy feel to your office.

A SAFE WITH 90-MINUTE OR LONGER FIRE PROTECTION
For all your important documents and your petty cash, you’ll want a safe in your office. None despite what retailers tell you – are fire proof.
What they do have is a time limit for fire protection. Once that time’s reached, the inside area will
reach a temperature high enough to alight or start to disintegrate.
A 90-minute fire protection safe should be long enough for any fires to be brought under control and
the room temperature to be reduced.

BOOKCASE
The longer you’re in business, the more books you’ll collect. What better way to show your
dedication to any clients entering your workspace your devotion to your industry?
With a bookcase, you can display all your business related books. What’s more is that its open shelf
display areas so you don’t need to load it with books and in fact, you’re best not to.
Instead, have some books on it, small smart decorations, some framed photographs, perhaps a bowl
with some Pot Pourri to keep it smelling fresh, a lamp for additional lighting, and anything else that
takes your fancy.
It’s your workspace therefore you may as well make it feel cosy.

WHITEBOARD
There’s a lot to be said about whiteboards. These are idea machines. Whenever you come across a
problem, you may already turn to pen and paper to write things down and write down possible
solutions. Pretty much what’s involved in brainstorming.
The whiteboard is your brainstorming partner. Just let loose with your ideas, rub out the rubbish
ones, keep the smarter ones, and then expand.
Do you like to use mind mapping software?
Draw your own mind maps on the whiteboard and colour code them so you can see instantly what’s
important.
If you like the idea but don’t like the look of a whiteboard in your office, then buy a magnetic one.
That way you can get a poster slightly smaller than the white screen, use the magnets to attach it
over the whiteboard when you’re not using it and you have yourself a temporary poster frame that’s
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removable to uncover a full sized white board. It is also ideal if you want to hide your writing away
from others. Attach the poster over it to keep your ideas away from prying eyes.

SOFTWARE
Let's face it, for every aspect of running a business there's an app, programme or piece of software
that can make things easier to manage. However, when you're starting a new business, the choice of
software can be overwhelming, and it's difficult to know which piece of software is best for your
growing needs.
We're going to assume that as a new business owner cash is high up on your list of priorities, so we'll
bear that mind as we go through this task.

OFFICE SUITES
Also known as office productivity software, office suites are dedicated to producing and managing
everyday office information, such as documents, databases, worksheets, and charts.
Office suites are a collection of bundled productivity software that are used for word processing,
database, presentation and spreadsheet operations.
Here are some popular, low-cost or recommended office suites:
Microsoft Office - (£££) Still the benchmark for which other office suites are judged against, and the
leader of the pack. Now available with an Office 365 subscription (£59.99 per year / £5.99 a month),
or one-time purchase of £119.99. MS Office has everything you need to run your business, including
Word (word processing), Excel (spreadsheets), PowerPoint (presentations), Access (databases),
OneNote, Outlook (emails) and Publisher (desktop publishing)
Google Apps for Work (£) Google have brought together all the tools needed to run a business in
one place with Google Apps for Work. For $5 a month users can get profefssional business email
(with 30 GB of storage), Calendar (to arrange meetings), word processing with Docs, spreadsheets,
professional presentations, video meetings, and 'Sites' OpenOffice - (FREE) Quite possibly the best open source (free) alternative to Microsoft Office, which
has everything that business owners need to run their businesses effectively. OpenOffice has tools
for creating word documents, graphics, databases, spreadsheets and presentations. An added
benefit of OpenOffice is that it can work with MS Office documents, meaning you get the best of MS
Office but without the cost. The only downside is that it doesn't feel as 'professional' as MS Office.
Nevertheless, OpenOffice is highly recommended, especially for cash-strapped entrepreneurs.
LibreOffice - (FREE/Donation) Once part of OpenOffice, LibreOffice set up in 2010 with the same
underlying code as OpenOffice, although it offers more advanced features and functionality than its
counterpart. It's got a clean interface and is packed with feature-rich tools to enhance your
productivity. Tools include Writer (word processing), Calc (spreadsheets), Impress (presentations),
Draw (vector graphics and flowcharts), Base (databases), and Math (formula editing).
WPS Office - (FREE/£79.99 Lifetime Licence) Billed as the "best Microsoft Office alternative" by PC
World, WPS Office runs three essential tools - Writer (word processing), Spreadsheets, and
Presentation. WPS Office also gives you the ability to create multi-page ebooks, add watermarks to
documents, convert PDF files and many more useful features. Along with OpenOffice and
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LibreOffice, WPS Office can view, edit and create almost any document type, including DOCX, XLSX,
PPTX and Google Docs. Customer service is said to be excellent, although we can't vouch for this.

ACCOUNTING SOFTWARE
There used to be just two viable pieces of software for business owners to manage their money and they were Quickbooks and Sage.
Today, there are plenty of free and cheap alternatives to the 'Big Two', which will help you to keep
track of your tax, VAT, invoices and cashflow:
KashFlow - A simple but clear piece of software that also offers a free bookkeeping course worth
Â£200 when you sign up. The best part of KashFlow is that it allows you to file your VAT returns
through the software. Just run the report to calculate your VAT, enter your HMRC details and submit
direct to HMRC. This is a huge advantage. Winners of the Best Accounting Software and Finance
Application at the Software Satisfaction Awards, as well as a host of other awards over the years.

Cost: £5 - £15 per month, depending on level of subscription.
QuickBooks Pro - Still a popular choice for many businesses due to its reputation as an industryleader. However, popularity has been slipping in recent years due to the prevalence of cloud-based
(and cheaper) apps offering similar functionality. QuickBooks works on all your devices - phone,
tablet and of course, your desktop PC.

Cost: £6 - £15 per month for cloud-based accounting.
Sage 50 Accounts Essentials - Another very popular choice thanks to Sage's longevity and market
penetration. this piece of software is their best trick up their sleeve, and is able to cater for any type
of business. Ideal for start-ups and small businesses of 5-20 employees, Sage 50 Accounts Essentials
effectively takes the hassle out of managing cashflow and VAT, and you can create professional
invoices and quotes at the click of a button

Cost: from £15 per month
FreeAgent - Ideal for very small business users (contractors and freelancers) and their accountants,
FreeAgent brings everything together, from invoice and expense management, through to VAT,
payroll and self-assessment tax return filing. We particularly like the fact that you can track your
expenses in a hassle-free way. Just snap a picture of your receipt and it's uploaded and stored on
FreeAgent for future use. Automatic bank feeds will connect to your online bank and import all your
transactions into your online accounts to give you a live view of your business cash flow.

Cost: £19 - £29 per month + VAT
ClearBooks - Touted as a serious alternative to FreeAgent, Xero and KashFlow, ClearBooks is
targeted towards the small business user. A clear but intuitive platform (created by accountants, for
accountants) for managing your small business accounting needs, ClearBooks is used by more than
9,000 small business owners across the country. All the usual functionality has been built in,
including invoicing, expenses, financial reports, payroll, tax submissions and even online HR tools.
Winners of various awards, including the Smarta 100 Awards, British Accountancy Awards 2014, and
finalist of the Business Finance Awards 2015.
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Cost: Accounting from £7.40 per month, Payroll from £5.20 per month, HR
from £5.20 per month (plus VAT).
Xero - Having become very popular in Australia and New Zealand, Xero is gaining a lot of ground
here in the UK, too, thanks to its simple, clear and intuitive layout. Tailored for the needs of small to
mid-sized businesses, features include billing, invoicing, expense reporting and payroll. Usefully,
Xero has also been integrated with more than 400 other applications to help with CRM, Point-ofSale, inventory management and business operation, making it a viable alternative to even the big
players in the accountancy sphere.

Cost: £4.50 - £12.50 per month (with a 30-day free trial)
EMAIL
Take our advice - if you're using a free email service (such as Hotmail or Gmail) to send and receive
business correspondence, then you're doing your business a dis-service. Consider the following two
email addresses:



acme_john@hotmail.com
john@acmeconsulting.com

Which of the above email addresses appears more professional? Do yourself (and your business) a
favour and don't use a free email provider, even if you've had it for years and it contains all your
business contacts. Your email address is also your brand, so don't try to skimp and save. If you have
a domain name for your business, it's simple to add email to your package, and costs as little as Â£1
per month.
Assuming you're using a business email address, then you will probably need an email 'client' - a
piece of software that can send and retrieve your emails.
Here are some of the more popular:
Outlook - Brought to you by software giants Microsoft, Outlook has been in operation for years, and
remains one of the most popular email clients on the market. It allows you to go beyond the basic
email tasks, by synchronising your calendar items, appointments, contacts and tasks (as well as your
emails, of course). You can get the latest version of Outlook 2016 with an Office 365 subscription.

Cost: £££
Thunderbird - Ever heard of Firefox, the web browser? Of course you have. Thunderbird is the email
client built by Mozilla, the people behind Firefox, and it's an incredibly powerful piece of software,
especially considering it's 100% free. Configuring your email accounts is quick and painless, requiring
just your email address and password. There are more than 1,000 add-ons that can be added to
Thunderbird for various extra features, such as integration with social networks, news reading,
calendar tools and security. A StartPad favourite.

Cost: Free
eM Client - Despite the clunky name, em Client is a no-frills email program that appears similar to
Outlook. If you want a basic email client that does everything you want, and nothing more, then this
program is a handy addition to your desktop. It integrates with all major services, including Gmail,
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Exchange, iCloud and Outlook. Rated one of the best free software products of 2011, according to
PC Magazine.

Cost: Free
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CHECKLIST - WORKPLACE
Go through the following checklist and tick when you have completed each task.

1

DECIDE YOUR WORKPLACE LOCATION
Choose which location is best for your business, as well as your finances.
DECIDE YOUR TEAM MEMBERS

2

Look for skills gaps in your business, and aim to fill them with skilled staff who
share your vision.
CONSIDER OUTSOURCING

3

If you have a temporary need for particular skills, look at ways that you can
outsource the work.
INSTALL YOUR TELEPHONE SYSTEM

4

Compare the choices available for your telephone system, and get it up-andrunning ready for business.
COMPLY WITH HASAWA

5
6

If required, ensure you adhere to regulations set out in the Health and Safety at
Work Act 1974.
SET UP YOUR IT SYSTEM
Decide what IT essentials will help you to work smarter.
CONSIDER PURCHASE OPTIONS FOR IT

7

Find out if you can save money by purchasing second-hand equipment or
leasing. Shop around for the best deals.
CREATE A COMFORTABLE OFFICE

8

Make sure that you have a suitable office that you’re not afraid to invite clients
to. Don’t go overboard on spending a fortune on un-necessary fittings.
INSTALL OFFICE SUITE SOFTWARE

9

Compare both paid-for and free office suites to help you manage your business
documents.
INSTALL ACCOUNTING SOFTWARE

10

Compare the different accounting software packages to see which one is best
for your business.
INSTALL EMAIL CLIENT

11

Compare the options for email software to help you maintain contact with
prospects, suppliers and customers.
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Marketing
MARKETING PLAN
Think of your business goals as your end-destination. Your marketing plan is your Sat Nav that will
direct your business through the growth stages to reach those goals. Without a marketing plan, all
you really have is another idea and no way to make it a reality.
The start-up business that's ready for growth has a clear direction to get into the market and start
selling. The marketing plan is that blueprint. It lays out the plan of action to get your idea, be it a
service or tangible product into the market, for sale, and letting people know about it. If nobody
knows, you're not going to get your business launched.
When you set out to start your business, you'll have clear business goals in mind. Well, the
marketing plan is your how-to manual to drive your business continually towards those goals. Since
it serves as a roadmap for growth, it's also the details in this plan that will be used when you reach
the stage of developing your own sales team.
People will want to see how you expect them to do their job.
Now, think for a second about job descriptions. You'll have read plenty of those in your time. You'll
know employers are very clear about applicant criteria. For sales positions, that description for the
applicant criteria is constructed using the data contained within the in-house blueprint for revenue
growth. That's the marketing plan.
It's this plan that lets you hire the best sales staff, give them the intel they need about your target
demographics and let them get to work supercharging your business - all because you've written the
blueprint for them.
Even if you're a one man/woman show, you'll still need this to steer your business to your very first
sale.
Why you need a marketing plan early on:





Direction from the get go
The data allows you to be strategic with your growth plans
New opportunities can be identified and capitalised on
You can identify target distribution channels and you can use your marketing plan to
develop strategic partnerships.

Most of all:
Selling gets lot easier when you've a user manual that not only you can use but every sales associate
you hire, or consult with further down the line can be handed. It's the ultimate blueprint that shows
them how your service or product gets from your mind and office, and into the hands of paying
customers.
And, without one, you can forget about putting together a sales team. No reputable sales reps will
go near a company that hasn't explored how to get to market.
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Think about this; who's the most affordable to hire - a sales rep or a marketing manager?
That right there is a saving of thousands if you just take the time early on to put together a
marketing plan, because without one, you'll wind up needing to bring in a marketing manager just to
put your materials together. That'll be much later than it could be with one because this is the one
document to put your business on the fast track.

WHAT A MARKETING PLAN SHOULD INCLUDE
You can never go too broad but you can go too narrow with this.
The first thing you need to do is get your mind in the right place. Sales and marketing go hand in
hand, until you hit the first thing your marketing plan should include. Take the "ing" out of
marketing.
MARKET
That's your key focus, the market.
What's the top market sector? If your business idea is to sell wedding dresses, you're in the bridal
space. That's a lot of ground to cover if you plan on targeting every soon-to-be bride.
So you need to get narrower to reach consumers.
MARKET SEGMENTATION
Businesses can survive and thrive with just one segment of one market. Corporations serve multiple
but in-house, the marketing teams all work with different segments or they'll at least manage
budgets and campaigns with a variety of segments, each segment having its own marketing budget.
What is market segmentation?
You'll have heard the phrase "divide and conquer", right? Well, that's what you're doing with market
segmentation. You take the broad market that you want to reach, for example brides, and you go
narrower until your offer is so specific the purchase becomes a no brainer for your customer.
Sticking with the bridal theme, there are typically two types. The full shebang and the quick one
down the registry office. For the informal weddings, it's casual wedding dresses the consumer will be
shopping for. Not luxurious bridal gowns.
When you start putting your marketing plan together, it might surprise you to learn that who you
thought were competitors, aren't really competing for the market segment you're interested in.
Market segmentation is just corporate lingo for divide and conquer. Its battlefield tested and always
works so it's crucial to include in your marketing plan.
MARKET DYNAMICS
You need to know about seasonal effects on the market. If sales spike at Christmas and decline in
the summer, you most certainly do not want to be increasing expenditure when the market
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dynamics don't allow for increased sales. Gardening is a good example of market dynamics being
affected by patterns. You are going to find it difficult to sell grass seeds in November.
Those three market areas (the broad market, market segment, and your market dynamics) are the
three essentials you need to include in your marketing plan. From there, you can continually add
different aspects, but the next logical thing is to make sense of your data.
Do that with...
A MISSION STATEMENT
There are three things you need in this section that the above three aspects shape:
1.
2.
3.

The market segment you're entering
What you're bringing to that market (product or service)
How you're going to do it (Unique Selling Proposition)

There's no need to complicate this part. One sentence or a paragraph for each is enough to provide
clarity on your offer.
WORKING IN THE MARKETING STRATEGIES
A marketing plan has strategies in it but the entire plan is not going to work as effectively if you skip
the above steps.
When you research deep into the market you're about to enter, you can't help but learn more about
your customers. Like where they frequent online, such as Facebook or Pinterest. Facebook is
conversational and more engaged, whereas Pinterest is visual. Both are effective marketing
channels, but only if that's where your customers are reachable.
Age is a factor too. If you're selling mobility aids, you can hardly expect a stall at a tradeshow to
bring customers to you. But, that doesn't wipe tradeshows off the list because you could still use
that to attract B2B sales through joint venture partnerships.
Marketing strategies are simply any activity - and always a combination of activities- used to
increase awareness of your product, service, and offering. Offline, online, or both together - direct
mail, email, networking and all other forms of advertising are all strategies to increase brand
awareness. The strategies alone do not create a marketing plan. The initial steps of assessing the
market help shape the strategies you include in your plan.

MARKETING GOALS
Never forget your budget. Marketing has expenses so make your goals quantifiable. Track and
measure as much of your marketing activities as possible, because the data will show you your best
marketing channels, such as Facebook, Google Adwords, or a Press Release service.
Without knowing where your budget is going, you won't be able to produce the best ROI from it.
Don't try to perfect your marketing plan. It's never going to be complete and it's not meant to be.
This is one of those fluid plans that need constant monitoring and measuring to ensure that your
marketing activities are focused on achieving your marketing goals. Remember, it's your marketing
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goals that will make your business goals a reality, and that is why you need this early on in your
start-up, ideally before launching.
Know your competitors
Deep competitor research techniques will give your start-up the edge.
As a new start up, you need every unfair advantage you can get. Competitive research is the way you
do that. Forewarning though, this stuff is addictive because you can uncover far more than you're
expecting when you begin this process.
One piece of data leads you onto another mysterious search into complete abyss. So much so that
by the time you come out the other end, you're armed with more insight and knowledge of your
competitors' business than they know themselves.
When you look at a business from the outside, pretty much picking it apart, the process could go on
forever because after every insight you discover, you ask yourself the same question.
Why?
This is the stuff that's not taught in the curriculum. They are business skills that seem only to be
picked up through trial and error. After the business is started, road blocks are identified, then it's
the question of Why?
What happened? We surveyed our customers and 98% of them were satisfied, yet repeat sales are
declining. Why?
What are your competitor's customer satisfaction ratings? Higher or lower and why is that? What
are they doing that you aren't that you likely ought to be doing something about?
THE COST SAVING ADVANTAGES
You know the way entrepreneurs are always advised of the fact that if there's no competition, it's a
risky venture because it might prove not to be profitable? That it's a red flag of a non-profitable
venture? Well, this is why you're best not to be the first to market in any industry.
There's no proof. When there's no proof of concept, you're lacking credibility, likely to lose
investment opportunities, and even pay higher for business loans, because your business plan and
marketing plan is essentially built on quicksand.
Unchartered territory is best reserved for venture capitalists and only when experienced business
research analysts have conducted numerous studies to test the viability of a possible venture.
First to market means bearing the brunt of the marketing costs, and often the educational costs to
train customers on service or product usage, not to mention putting the support resources in place
to provide customer support and keep the customer acquisition cost as low as possible.
This is the real reason you're best to be behind competition when starting, because while they're
leading, you're drafting. Derek Halpern of Social Triggers explained this perfectly when he flat out
stated that the person in second place was on TOP of the person in first place.
And he's not talking theory either when he says it.
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Do you follow Formula 1? Tour de France perhaps? The person in front is confronting the friction
head on. Behind them is a slipstream where the person in second place is just coasting right along,
waiting for the perfect timing to pounce. They're maintaining the same speed all the time while
using less fuel. Energy is conserved when you're not the front runner.
Leaders have a huge amount of friction to contend with. They hit the barriers that slow projects
down resulting in them being slower to market, while you're tagging along behind them, learning
from the expensive mistakes they're making, jumping all over it and monopolising on their failures.
They do say business is cut throat so if you don't feel good exploiting the weaknesses of others, get
over it.
It's this competitive research that will help you keep your business floating along even in tough
times.
From basics to advanced competitive research techniques

1. MONITOR THE MENTIONS
Alerts are what you need to set up as early on as possible. You want to know the instant anything is
mentioned about any of your competition. You can set up alerts within social media sites including
Facebook, Twitter and Google Plus.
You can also use Google Alerts to monitor the rest of the internet. The good thing with Google alerts
is you can set it up to suit your schedule. This can be as it happens, or you can check in once a week,
month or quarter.
By doing this, you can harvest a lot of key data. For example, a number of companies publish annual
reports, case studies, run press releases etc. There's also businesses that track marketing dynamics
showing spikes in consumer spending, and that's the period they'll go pretty full on with marketing
campaigns.
TV ads being run, events being sponsored, radio advertising, direct mail shots, running social media
contests such as lucky draws or giveaway events for winners and huge incentives through the
company newsletter. So be on your competitor's newsletter to get the up to date information on
what they're up to and when.
Keep dates of all marketing activities you learn about because you can use that information further
down the line and be first to market with your marketing campaign. It might never be as big as some
corporates with huge budgets, but for case reviews, and annual reports, especially when you've built
a network in the industry to get your voice heard, you're no longer making noise. You're following
the path that's been successful before, will be again, but the only difference is, you have done the
legwork to make sure the spotlight is on your material. It's much more effective when there's none
of your major competitors doing a huge campaign when you're still focusing on launching.
For those who don't have the luxury of a year to wait recording publication dates, you can use the
Google Advanced Search tool and limit your results to only include material published within one
year. Put the company name within quotation marks to restrict your results to only their brand
name.
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2. REVERSE ENGINEERING WITH BACKLINKS
Links control the internet. The more you have, that are relevant to your industry and not associated
with anything dodgy, the better your website tends to fair in search engines. It's a vote system
where the more referring sites that link to your domain, or any page on your website, the more
authoritative it's expected to be. However, this isn't about search engines. It's about PR.
It's about finding the sources citing the material your competition is producing. There are some tools
that are free, others premium and then there are the freemium services that sit in the middle.




On the high end side of backlink checkers, there's ahrefs.com
On the free side, there's openlinkprofiler.org
On the freemium side, there's SEMRush.com

These services show the pages linking to your competitors' website, some of which can be rather
interesting.
For example, you may find that the links are actually affiliated, meaning the partner websites linking
are being compensated in some way. These can be identified when the link you click contains a ?
after the domain extension. A domain extension is the letters preceding the dot in the URL.
For StartPad, our extension is .biz. An affiliate link will usually have a ?. However, they don't always
and even when a question mark is there, it's just to stop commands being sent to a browser. A
question mark just indicates that something is being tracked. It's nothing you need to know too
much about when you're launching your business, unless it's part of your launch plan for a faster
way into the market. However, for established firms, there may be affiliate programs in place which
compensate others for promoting their offers, which can explain why they appear to gain
momentum on new product launches fairly fast. They have a partnership program in place. Yours
could be as simple as refer a friend, or some sort of loyalty program.
Another thing you may find is consistently landing on 404 errors, which just means you're trying to
access a page that's either been deleted or moved. This can be indicative of a special event. Perhaps
a launch with a fast action discount for the few days after, which the offer has been deleted or
archived.
The other thing you want to look for on the sites linking to your competition is the author of the
content. The person who wrote the piece may actually be contracted as part of a marketing
campaign and sometimes they're not tied down with non-compete agreements. If that is the case,
you'll have found yourself someone you know has experience in marketing within your industry and
you don't always have to offer employment to benefit from their services, because they may be
independent contractors.
Bottom line, you can learn a lot from website links about your competition.

3. REVIEWS
Frequent these sites often. Especially Trust Pilot and Yelp, but also do your due diligence because
some industries have their own watchdogs, where people go to voice their opinions. Don't neglect
employer review sites. Glassdoor.co.uk is a popular platform for employees to sing their praises or
voice their disgust. When you have a vacancy, you may want to consider using these types of sites to
scout for talent no longer working for your competitor and bring them into your company.
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4. INDUSTRY/TRADE ASSOCIATIONS
The majority of professional industries have trade bodies, and networking groups. You need to be a
part of these to keep your ears to the ground. Trade associations with active members often get to
discuss emerging markets a long time before they actually get to market. You only find some of the
more sensitive information by those within your network.
There's a trap you need to know of though. Shady characters may try to pull the wool over your eyes
and tell you that the network is so powerful, you can't fail to succeed. And for that privilege, it'll cost
a large entrance fee.
Yes, that does happen but there are some good eggs still around in the majority of sectors where the
price of entry is actually more for accountability and to ensure you're not wasting everyone's time.
Bear in mind with this approach that it is for networking with your peers. It's not a spy network so
you'll need to have two faces to do this. Your public persona, the honest you, and the private eye
investigator, wrangling into circles to get the inside scoop on how companies are operating so you
can plan an effective or perhaps aggressive marketing campaign.
What should also be pointed out here is that you aren't doing competitive research to steal
customers away, or poach employees. Your networking must always reflect your professionalism,
show good business etiquette and the utmost respect for everyone you communicate with. When
you do it right there's no poaching staff or stealing customers involved. Instead you win customers
and those will be the ones who stick with you, because they made their own decision to trust you.
There's no snake oil salesman tactics involved. You're only gathering intelligence on the fly and then
using it strategically to gain the upper hand.

5. USE YOUR OWN RESOURCES
Your existing customers and even prospects on your email list or the telephone numbers you have to
follow up with, use them to your advantage because there is no way they are all totally loyal. Poll
them for data.








Where did you hear about our company?
Before you heard about us, where did you buy from?
Why was that?
How would you rate the customer support?
Would you refer others to your previous supplier?
Did you refer others to your previous supplier?
Why was that?

See how nearly all questions can have a follow up with a why question? That's what you always want
to be seeking. The why behind why a business is going places, forward or back.

6. CONFERENCES
Most industries have conferences taking place. Attend these for networking, but visit the stalls of
your competitors and observe their interactions with customers. See how they interact. Are they
pushy, salesy or really conversational with insightful data about their offering? Obviously, be taking
mental notes and don't pull up a chair and sit with pen and paper in hand jotting down your notes
on their behaviour.
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7. BECOME A CUSTOMER
You will never fully experience your competitors' sales process without first going through it
yourself. Become a customer, test the customer support, test the returns policy, and put them
through their paces to find any weak links in the process.
You might also find that the only offers on the front end are entry point sales to get customers in the
door.
What you'll quickly discover in business is the customer acquisition cost doesn't matter. Companies
spend hundreds, sometimes thousands getting customers in the front door. The real profit lies in the
lifetime value of your customer. If formulas are what you're after for a shortcut, there are none, but
the closest you'll get to one is this:
CAC < LTV
What it means is the 'Customer Acquisition Cost' (CAC) must always be less than the Lifetime Value
(LTV) of your customer. If you're spending £50 per customer acquired and the lifetime value is only
£30, you won't last long. If it takes you £100 to acquire a new customer and the lifetime value is
£3000, then you're good as gold. Always be shooting to lower your CAC and continually improve
your service by being better than your competition to increase the lifetime value of your customers.
The more research into your competitors you do, the better chance you'll have of learning from
their lead on what works and doesn't, helping you spend strategically, while uncovering all their
shortfalls so you can improve your own offer and value to your customers.
It is possible to lower your CAC and improve your LTV and that's the goal you should always strive
for. Competitor research techniques are how you make the most of being the rising star, drafting
behind the efforts of your competitors.

COMPANY IMAGE
A professional company logo and name can make all the difference.
A logo is so much more than a small design used on your marketing material. Never approach a
professional designer and ask them to create a logo for company x, without providing extensive
data.
Here’s the thing most people neglect to recognise in creative professionals. The graphic design
industry is hot because these are the experts that actually build the brands that lead their respective
areas of expertise.
Think big from the get go. Think small, you’ll get small to no results. Think big and you get the
benefit of the upper hand.
Why such a strong emphasis on logo design? It’s guilty by association. A flaky logo constructed of a
stock vector image with overlay text is not the look you want to be shooting for. It’s amateur at best
and that’s what your brand will be associated with.
You need to budget for a graphic designer. You cannot do this alone because there’s more goes into
the design than you could begin to imagine.
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We’ll give you an idea of what it entails though and why it’s such a strong performance indicator.

LET’S START WITH SKETCHING.
Sketching is the logical place to start with logo design because it’s what designers do when they start
a project. The sketching can be done freehand, or using software like Adobe Photoshop, which is
one of the flashiest on the market. It doesn’t come cheap though, and there’s a huge learning curve
to using it. You can fast track your learning with paid training resources, but when accounting for
either your productive downtime spent trying to learn to use the software, then tack on the
licensing fees to buy Photoshop, you’re likely to find even a half decent logo designer will work out
cheaper. And since they’re experienced, you get that as an added value.
Don’t skimp on logo prices because the designers who are worth doing business with, will walk away
and rightly so. If you can’t take your logo seriously, they won’t take you seriously. Or they’ll just take
your money because you never bothered to do your homework and handed free reins to them on
your company identity.
They may also hike their rates if you dare give them sketchy details about your business. This line of
work is known for candid characters, with some of the best lacking communication skills so don’t
expect in depth discussions. That’s not to say every designer is a terrible communicator. It’s just to
let you know that you can’t always get the whole package, an artistically talented creative
professional who can consult with you too.
That’s a big ask.
Expect to be leading the way and providing them with crystal clear direction and constructive
feedback. Don’t be afraid with feedback either because the first sketches are rarely spot on. It
usually takes a few runs to tweak the initial design.

WHY LOGO DESIGNERS ARE SO FUSSY ABOUT THEIR WORK
The work logo designers do does not get enough credit. They are brand builders. Well, they’re on
equal footing with the MDs anyway.
For your brand, it’s your story and all brands have their story. Thing is though, you can’t very well
attach a company story to every single accessory, stationery, and apparel your customers come into
contact with. That’s where your website and company brochures play their part.
They’re the information sources that your customers can use to identify your brand and build
consumer confidence in your brand.
Your logo is there to amplify that confidence.
Think of the last person you met with for the first time. Did you judge them? Did they make an
impression on you?
Chances are they did and you probably didn’t feel comfortable with first name terms. Greetings
were likely exchanged formally using their title. Mr, Mrs, or Dr. You may have even left that first
meeting with those same formalities. Over time though, trust is established, the relationship
strengthens and you’re welcomed to use first name terms.

92 | S t a r t P a d

Well, that’s what your logo is doing. Your first impression is the logo. Eventually, if you stamp an
envelope and send a letter to any of your customers, they will know it is mail from your company
before they open the envelope.
It’s on your website design, it’s the direct mailshot, and on the personalised pens and desktop
calendars displayed on the desks in receptions.
Your brand is built based on repetition.
Real design, proven, and simplistic is what you need to be talking to a logo designer about.

WHAT SHOULD YOUR DISCUSSION COVER?
Your discussion will cover your brand. It’s your brands story that the logo is going to reflect. It can
take dozens of sketches to get things moving along. It’s a super creative process that can’t be
rushed, so don’t put the pressure on your designer. Give them plenty of time to produce your initial
sketches.
They will want the back story of your company. Great designers might even go as far as asking you if
you’d mind providing them with a copy of your business plan, or at least your marketing plan
because that will give them the insight of your buyer persona. That’s the people your logo needs to
engage with on an emotional level. Ask them if there are any supporting materials that would assist
them. They will be glad of the offer because it provides them with clarity of what they need the
design to capture when people see it.
You won’t always get the first design sketch to review in colour. The reason being that some
designers feel it’s a rule that the design needs to look better in black than it does in colour. Which is
a really good point to keep in mind because for any digital documents others are printing out most
will opt for black and white print to cut the cost of colour printing. If it looks good in colour and poor
in black, it’s not going to work with the same impact it should be having.
Black design is what you want first.
The design should be crisp, memorable and simple.
Then it’s about getting the right typography.
Typography is just how your writing is shown in digital text. The text on this page is all typography.
Sans Fonts and Helvetica are popular choices to use within logos as they are fairly distinctive and
work well with layers and print out just as they look.
Any documents you’ve created in MS Word, or other writing program, such as Google Docs, when
you change the font, you’re changing the typography. The next time you’re creating a document,
change the font and see what effect it has. You’ll quickly realise that some will completely ruin your
piece, while others will make it more reader friendly.
Logo designers know the psychology behind typography and the colours used in logos too. Well, any
logo designer you’re interested in working with anyway.

WORKING IN COLOUR THEORY
Without your designer being knowledgeable on colour theory, psychology and the effect colours
have on consumer behaviour, you’re best not to let them work with you on their first project using
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it. In fact, ask upfront about their knowledge on colour and psychology because if they don’t have
that, you’ll need another designer to work colour into your logo to get it right.
Colour is a science in itself.
It matters because each different colour and variation of it invokes emotions when our eyes see
them. Like McDonalds using red and yellow prominently, with their logo being associated with the
arch design.
In terms of colour psychology, red is considered to be a physical colour, meaning it inspires action.
Yellow on the other hand, well that’s considered an emotional colour. Now when you consider the
action part of red, and tack on the emotional element yellow is thought to invoke, well, that right
there could be why people are emotionally eating on junk food.
You can find out more about colour and associated psychology at http://www.colouraffects.co.uk/psychological-properties-of-colours
However, bear in mind that logo designers with experience should be knowledgeable on this topic.
Quiz them.
There’s no hard and fast rule on what colour works best because it depends on your industry.
Dentists need to offer calm and that’s reflected with outdoor colours, usually blues and greens. If
you’ve been unfortunate and landed in hospital, you may recall the staff uniforms - greens and
blues.
Retail though, different again. B&Q, for example, use orange. That’s a mix of red and yellow rolled
into one. It’s physical and it’s emotional, just the right sort of mix for the DIYer wanting to improve
their home. There’s an emotional element to the projects they do at home, and the subtlety of red
blended with yellow could be the action part. When you shop there, you can’t help but look at
things and think how they’d look in your home and all the possibilities you could do with stuff, either
inside or in the garden. Then you get assistants with bright orange aprons, drumming the branding
in again.
Colour really does matter for your final logo design. It should be built into your budget prior to
launch because the instant you start marketing your business, that’s the logo people will associate
your company with.
Change it later and it will not have the power of repetition, which is what makes them such a
powerful marketing tool. In fact, it’s probably the most powerful because with the raw file, there are
hundreds of things you can do with it. It’s never just going to be that little design on the top corner
of your website. It’ll be on all your company material. When you get it (sorry, your logo designer gets
it) spot on, you’ll be raring to get your stuff sent out to prospects.

DON’T SKIMP ON LOGO DESIGN
Probably the best advice is to be super respectful for the work logo designers do. We’re talking
specifically about logo designers here though. Not the broader category of graphic designers.
A logo designer has been through their own marketing plan, narrowed down to the specific field of
logos and focused on it exclusively. Those are the experts you need to be working with. Not general
creative types who know their way around Photoshop.
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BUSINESS STATIONERY
Getting your first business cards and letterheads is a huge step.
There are few times more exciting in the start-up process than when your brand new pack of
stationery arrives at your door. It's a wonderful feeling, and gives you a sense that your new
business is 'finally real'.
You'll no doubt get an urge to rush out and give a business card to everyone you know to celebrate
their arrival. Go ahead, indulge yourself (without depleting all your stock).
Your brand new business stationery is a highly effective tool in your marketing arsenal, and can
make all the difference in whether you attract and retain new customers, so even before you get
them designed and printed, take some time to understand how to put together a professional
stationery pack, and what you should do with it once it arrives.

THE BASICS
The first and foremost thing you'll need to think about is how your business will be portrayed on
your business stationery. Above all, it must scream 'trust'. Without trust you're going nowhere, so
even if you're thinking about funky, eye-catching and ultra-modern shapes for your stationery, you
must ensure that the first thing you convey is trustworthiness.
To do this, your stationery needs to look good. It needs to look professional. It needs to convey what
you do. And lastly, but equally as important it needs to leave a positive, lasting impression about you
and your business.
Of course, you have free reign to design your business stationery in any way, shape or form as you
wish. Just remember to answer the following questions as you're going through the creative process:






"Does it convey trust?"
"Does it look professional"
"Does it say what the business does?"
"Will it leave people with a positive impression?"
What stationery will I need?

You may require some or most of the following items in your business stationery, depending on your
market sector:











Business cards (essential)
Letterheads (essential)
Compliment slips
Invoices
Purchase orders
Receipts
Flyers and leaflets
Printed envelopes
Brochures
Address labels
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DIY KITS - WORTH THE PAPER THEY'RE PRINTED ON?
If you've ever been into one of the larger stationery superstores then you'll have seen the range of
DIY stationery kits that you can take home and print using your desktop inkjet printer.
Typically, these kits stand out a mile because they're made of flimsy, lower-quality materials, or
because most inkjet printers are nowhere near production print quality. We've all been handed
paper-like business cards with a serrated edge where they've been pulled apart by hand. They don't
set a good example, and give the wrong impression.
Our advice is to stay away from the home kits and spend a little getting your business stationery
produced by a professional printing company. It costs very little to get the basic stationery printed
nowadays.

BUSINESS CARDS
Always carry around several professionally-printed business cards with you at all times. You'll lose
count of the times that you meet a prospective customer or partner, and wish you had a card with
you, so keep a couple in your wallet or purse. Put a couple in your jacket pocket too.
Most business cards are standard size - 84mm x 55mm, meaning they're easy to put into a wallet or
jacket pocket. However, there has been an explosion of unusual shapes and sizes over the last few
years, which can also help to leave a lasting impression. If you're going to use an alternative size or
shape, make sure that you get a professional designer to ensure that it doesn't look tacky.
There's a temptation to put all manner of information on a business card, but keep it clean, simple,
and legible. Don't go too overboard with putting your Twitter handle, Facebook page, Pinterest
profile, SnapChat address etc., on your card. Limit it to what's completely necessary for your market,
and make sure that you can read it clearly by using text at least 8 pt. Anything smaller will be
problematic.

THE LEGAL STUFF
As with most aspects of running a limited company, there are legal considerations even when it
comes to producing your business stationery.
So, if you're considering (or have already set up) a limited company, make sure that you comply with
the following legal requirements:
Your company name must be shown on all company documents, publicity and letters.
On business letters, order forms and websites, you must show the company's registered number,
the registered office address, where the company is registered, and whether it is a limited company
(using Ltd or Limited).
If you want to include the directors' names, you must list all of them.
If you want to show your company's share capital, you must say how much is 'paid up'.
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UNDERSTANDING SALES
How you handle sales enquiries and customers is crucial.
To many, the concept of sales and marketing are the same thing, and to a degree they are correct.
However, you should see sales and marketing as separate business activities - and selling really does
deserve a lesson in itself, as it's an important skill to learn as your business grows.
The primary goal of marketing is to raise awareness (and to generate interest) in your
product/service, and to create prospective customers (leads). Marketing activities typically include:
market research, advertising, social media and pricing.
Sales, on the other hand, is the actual process of converting the interested shopper into a real
customer, i.e. when you make the actual sale.

SALES FUNNEL PROCESS
In order to convert someone into a customer, there are several stages that you should be aware of.
Professional sales people are experts in these stages - called 'sales funnel processes', and whilst you
don't need to be an expert salesperson to convert prospects into customers, it's worth knowing
about the sales funnel process, which should help you convert someone who has shown some
interest in your product into someone who hands their cash over to you.

SALES FUNNEL LEAD
Sales lead: This is someone (or a company) who you haven't spoken to, but could be someone who
is in your target market list of 'potential' customers. If this individual is outside of your target
market, then in most cases it is not wise to pursue the lead. Spend all your time on your target
audience, and you'll have greater success.
Prospect: Someone who has specifically shown an interest in your company, your product or your
service. This could be someone who has signed up to receive your email newsletter, someone who
has emailed you about your product, or perhaps someone that is currently browsing your products
in your shop. In other words, someone who you have had physical contact with.
Qualified prospect: Possibly the most important stage of your sales funnel process, and arguably the
most difficult. Turning a prospect into a 'qualified prospect' means that your potential customer has
demonstrated that they have an actual need for your product or service, that it fits their needs, and
that they have the money available to purchase from you.
Let's have a look at the questions you'll need to ask yourself to determine whether your prospect is
'qualified':





Does this buyer have the budget for my product?
Do they have the authority to buy?
Are they ready to buy now (or very soon)?
Will this sale make money?

If you can confidently say 'yes' to the above questions, then congratulations - you have a qualified
buyer. But, the process doesn't stop there.
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Committed: If your customer has agreed to the sale (either verbally, written, or via a form on your
website), then you're almost there. You then need to determine the fine details of the sale, including
price, delivery and of course payment. Note that at any stage of putting together this 'contract' your
prospect can pull out of the deal at any time, and you'll be back to square one, so ensure that you're
both happy with the terms of sale.
Transacted: This happens when the prospect pays for your product, or when a contract has been
signed by both parties. Congratulations, you've got a customer..

DEALING WITH PROSPECTS
No matter what your product is, or who your prospective customer is the most important thing to
remember is to get as much knowledge of them before you interact with them.
If the customer is approaching you (such as in a shop) then your primary goal is to find out as much
information as you can about their needs, pain points, and motivations. When you first meet these
types of customer, the chances are that you'll know very little about them. This is where you need to
shut up - and listen.
Don't go pre-empting their needs by interrupting them at the first opportunity. Take your time and
listen to everything they have to say, as it will reveal a huge amount about what problem they need
to solve. Once you have a good understanding of their needs, take the time to explain the benefits
of your product or service., backing it up with the main features. Always ensure that you explain the
benefits before the features - it's basic human instinct to want to know "what's in it for me" before
learning more about the product itself.
If you're visiting your prospective customer (perhaps at their workplace, then you can give yourself a
head-start by finding out as much about them in advance of your visit. Find out as much as you can
about their turnover, available budget, buying cycles, purchasing power and background/history.
This will help you to understand their needs and anticipate any objections they may have towards
your product. Take a look at their current activities (such as their marketing activities), which will
give you a good indication of their marketing budgets. Do they tend to spend a lot of money on their
marketing activities? If so, there's a good chance that quality is high up on their list of priorities.
Always take along product prototypes, drawings, illustrations, presentations etc. to make sure your
prospect can find out as much about you and your product as possible.
However, don't overwhelm them with irrelevant details. Keep it short and to-the-point,
remembering the purpose of your visit, i.e. your goal of getting their order - without being pushy.

ASKING QUESTIONS
Whenever you approach a prospective customer, your goal is to first establish rapport. Demonstrate
that you're approachable and easy to do business with by being polite, presentable, professional but
personable. As the old saying goes, "people buy from people", so be yourself. Be friendly and
approachable.
The next task when dealing with a prospect is to find out what their needs are, and to use this
knowledge to outline the benefits and features of your product. You can do this by using 'open' and
'closed' questions:
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OPEN QUESTIONS
Open questions are those that require more than a 'yes' or a 'no' to answer, such as 'where', 'why',
'who', and 'how'. These types of question illicit information about your prospect that will help you to
decide which benefits and features are most important to them. Use open questions early on when
dealing with prospects to help guide the process.

CLOSED QUESTIONS
Closed questions are those that only require a 'yes' or a 'no', and are useful when you're in the
closing stages of dealing with a prospect. For example, if you've explained what the benefits and
features are (ensuring they they meet the needs of the prospect), then you can edge them closer to
getting the sale by asking a closed question, such as "Do you prefer the black or the red widget?", or
"Will you need 1 or 2 widgets?". If however your prospect is undecided then it's time to ask some
more open questions as they probably aren't ready to buy just yet, and need more questions
answering before they reach for their chequebook.

CLOSING THE SALE
The only person who decides whether to buy your product is the prospect themselves. Once they've
made up their mind to buy something, there are usually subtle clues that they are ready, so be
prepared to look out for them.
Some of the time the clues are non-verbal, such as standing up, nodding their head in agreement,
leaning forward towards you, or jingling their pocket for change. Other times they will be verbal,
such as "that looks really useful", or "how many have you got in stock".
When you see these signs, it's time to stop talking, and start listening again. Answer any final
questions or concerns they may have, and deliver your closing question, which should be in the form
of a question that determines whether a sale is about to be made (or not):





Would you like the blue widget?
How many widgets do you want today?
When would you like your new widgets delivered?
Who will be paying for these widgets?

Closing questions such as these are designed to illicit a final response as to whether they want to
buy from you - or not. Of course, if the prospect is still undecided, then don't get frustrated if you
end up back at square one - they clearly still have some questions that remain unanswered. Help the
customer understand your product, its benefits and features, and go through the process again.

HANDLING OBJECTIONS
Even if you've done your very best to portray the benefits and features of your product, your
prospect looks like they will agree to a sale, and you're ready to get the cash register ringing,
sometimes the inevitable happens - the sale is lost.
This happens to even the very best sales people - sometimes without warning, so don't get
downhearted when it happens. You won't be able to turn every prospect into a customer, and you'll
get plenty of people who won't buy. That's the nature of sales. Either learn from the experience (if
you recognise that something in the sales process went wrong), or move on quickly. Everyone who

99 | S t a r t P a d

has worked in a sales environment will tell you that rejections are difficult at first, but they soon
learn that they must dust themselves off, hold their head high and concentrate on where the next
sale is coming from. Sales arise from a 'law of average' perspective. For every ten prospect that you
deal with, you may only be able to get one or two sales.
When your prospects say "no" to you, remember to make a note of what their objection was. This
will help you to both streamline your sales pitch, as well as identify areas where you can improve
your product or service.
Sometimes the objection will be about the price you're pitching your product at. If this is the case,
then make sure you reiterate the benefits of your product to the prospect. As a business owner,
you're free to negotiate a lower price, of course. However, under no circumstance should you price
your product at lower than cost price, unless of course there is a very good reason to do so, such as
securing future orders. Make sure you are aware of your minimum price - and stick to it like glue.

SOCIAL MEDIA
These days, you cannot plan to start a business without incorporating social media. It’s just plain
crazy to ignore it. There are far too many people consuming content across social media for you to
turn a blind eye to it. Consumer behaviour is influenced by the content on these channels.
Now, there are going to be some people who just feel that it’s not smart to mix business with
pleasure and to that, we say, you’re not. If you think you are, you’re approaching it all wrong.
Think of social media as an always open networking event. Imagine being able to go to your local
football stadium, or even a theatre and as soon as you walk in, it’s filled with people from your line
of work or have a crossover into your vertical, thousands of people with a commonality.
That’s what social media is. It’s an always on networking event with an open-door policy.
The businesses that get it wrong get slammed hard.
If this is your first business start-up, forget what you think you know about social media because you
don’t know. When you’re in business, your corporate identity belongs on these channels. Whenever
anyone interested in your product or service wants to learn more, they’ll often turn to these
platforms to weed you out and see what you’re all about.
Don’t think that because you’re the founder of a company and have a business page that your
personal profile is game for any banter. It’s not because people who want to find out more about
the person behind a business can find you easily.
Professional etiquette must be adhered to on all your social channels if you’re to stand a fighting
chance of making social media work for your business.

HOW DO YOU CONDUCT YOURSELF ON SOCIAL MEDIA?
It should be like you would at any networking event. You wouldn’t show up wearing a hoodie and
swaggering around like you own the joint. You mind your P’s and Q’s, you meet and greet, you swap
business cards, exchange pleasantries, learn a thing or two from the people you meet and then head
on your merry way. You do that on social media. You go in looking to network.
Be friendly, inquisitive, and inviting.
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What you do not do is blanket every single new follower to your Twitter profile with a hard sell
pitch.
There is no selling on social media, nor is there pushing people towards a lead capture page. If social
networking were meant for marketing, they’d allow you to add your email sign up form right onto
your profile pages. They don’t though because you do not need email addresses from your
followers.
You’re in here to make friends. Not make people gasp in shock at your inappropriate behaviour and
complete lack of social media etiquette. In fact, if you try to hard sell, you risk your account being
terminated. All major social networks have house rules you need to follow. Too many to mention,
but so long as you’re always mindful that these platforms are for sharing, learning, collaborating and
providing support to other members of the community, you’ll be grand.
Always remember, every time you log into any social network, you’re entering someone else’s
property. On top of that, these places are really personal to users so you must be respectful at all
times. That includes any posts you disagree with, being polite in any comments you make.

WHAT PLATFORMS ARE THERE AND WHICH IS BEST FOR YOUR BUSINESS?
The main platforms and uses are:
Facebook – Best for B2C businesses
This is the biggest by far, but, it’s not the best for ROI. Limit your time here. Despite the huge size of
the platform, it’s actually really close-knit. People mainly converse with close friends and family and
rarely with businesses on an ongoing basis.
Still use it with a business page though because most of your customers will be on here. Its best use
for business is to extend your customer support. Any problems, people can simply send a message
to you through Facebook. Be sure to respond.
Twitter – Best for B2B businesses
Twitter is a learning environment. People go here to share information they find useful and feel their
followers will find helpful. It’s where a lot of experts are active, participate frequently and grow their
professional network. This is where links are shared freely so a web reading related to your field of
expertise, this is the place to share it, including your own.
Google Plus – Good for all businesses
While G+ can be a good fit for a number of businesses, the most active on here are passionate areas
such as health, wealth, food, music etc. A good way to establish if this is the right fit for you is to use
the views on YouTube videos about your market to assess the viability of the platform. If there’s a
lot of people viewing videos, then there’s a good chance the Google Plus platform could work well
for you because the YouTube videos are often connected to the user profiles on Google Plus.
Linkedin – Best for larger clientele
If all you’re interested in is using social media for selling, this is where you need to be. It’s the only
social network where selling your product and services is actually expected. If you’re in B2B, you
cannot be without LinkedIn.
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Pinterest – Best for photography
As well as where your target demographics prefer visual content rather than written copy or videos.
That being said, there is a feature inside Pinterest that lets you create secret boards. This is handy
for you if you’re going to create your own content for business blogging. Any visual graphics, or even
quotes can be saved, which you can then turn to for a number of research pieces to create your own
content with to support your content marketing efforts.

TERRIBLE MISTAKES TO AVOID AT ALL COSTS










As already discussed, hard sells are not suitable to any social network. You cannot be
promoting free consultations or soliciting clients on social media.
You also don’t want to be spreading yourself across every network. It’s handy to have
profiles on them all, just to establish your brand identity if nothing else. However, you don’t
need to be active everywhere. Find the best platform that’s right for your business and
focus your networking there.
Never, ever, ever buy followers, shares, or likes.
Don’t forget to personalise your profile.
Focusing on the wrong platforms. Use the descriptions above for the big five to choose the
best fit for your business. Match the platform to your target market segment.
Not measuring your ROI can be an expensive error. You can spend hours on social media if
you are not careful. There are apps available you can plug into your browser to restrict the
time you spend on social networking sites.
Not being smart about the fights you pick and any debates you get caught up in…

Avoid the mistakes, stick to the house rules, focus on networking and forget sales through social
media and you’ll find it can really support your marketing efforts. When done right, with careful
planning, you can create a huge PR buzz on social media, get people talking and position your brand
at the centre of a social storm for huge publicity.

MANAGE YOUR CUSTOMERS
Your customers need looking after so they come back to you again.
Think big from the get-go because if your launch goes full-steam-ahead, you must have processes in
place to ensure your growth can be maintained.
Keeping the pace with a fast-growing start-up requires systems to be in place from the start. You
need your sales process mapped out, tools in place to assist with customer management, and don’t
forget you need to manage your suppliers too.
For those starting in the B2B sector, there’s an extra step you need to cover and that’s to consider
how your service or product affects your customer’s customer.
Think about print as an example. Many businesses find the printing process far too demanding to
manage it all in-house, and it’s actually cheaper at some point just to outsource the entire print
management.
For that, there are a number of Managed Print Service suppliers able to come into your office and
set systems up to take care of your entire print processes. These suppliers are selling a product and a
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service to other businesses that directly impacts on each of their clients’ customers. The material
being printed by sales departments is relied on for lead generation so the print quality must be topnotch. Asides from that, maintenance is covered in the service level agreements, and if there’s a
break down, technicians are usually on-site within a specified time frame to get the machines up and
running as fast as possible.
You cannot ignore the impact a service or product has on your customer’s customer.

SYSTEM PROCESSES
This is the part that makes everything tick along just nicely. The right process in place helps you
streamline everything. From prospecting customers from the top level of your sales funnel right
through to the bottom rung and then to closing.
Once the sale is closed, you’re not off the hook and this is why you’re best to have tools in place to
assist your streamlining processes. Customer Relationship Management tools do this, which we’ll
cover later.
Before that though, you need to understand why system processes matter.
In the ideal world, these processes are mapped out and implemented before you launch because the
faster your growth, the faster you’re going to need to bring in hired help.
What kind of hired help might you need?






Sales reps
Marketing teams
Customer service reps
Technical support staff
Key account managers

Bringing any employee into your business without processes in place, leaves them guessing and
winging it with your customers and suppliers. Start with the process though and you can hand the
reins over to almost anyone and they’ll know exactly what your in-house process is. These are what
will keep your business consistent with customer expectations.

CRMS AND WHY YOU NEED THEM
Well, you don’t exactly need them but provided you have the right tool in place to support your
system processes, you’ll see a positive ROI on your investment when you use a CRM (Customer
Relationship Management program).
There’s no shortage of CRMs available. The market is dominated by a few top performers, but they
aren’t always the most cost effective.
Some CRM providers include:
Hubspot - This is at the top end of the CRM software spectrum. It costs thousands annually to have
these tools available. They offer more than customer relationship management though because it’s
more of a suite of tools to help with lead generation, or as they call it – inbound marketing. This isn’t
something you want to be using from the get go because it’s just not cost efficient unless you have
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the start-up capital to bring in the big guns. This is designed more for the growing businesses with
capital to invest.
Salesforce - This again, is designed to streamline sales. The emphasis is on putting sales processes in
place so that you know who is where in your sales funnel.
Insightly - This is one not to be overlooked when you’re starting because it is cost effective, although
it doesn’t come with all the bells and whistles you get with premium CRM providers, like Salesforce
and Hubspot.
Insightly is more for contact management and it is cloud based. Pricing is per user and low cost. As
your team grows though, that’s when you might want to switch up a gear to a more substantial
offering that brings your CRM to another level with sales tools to help sustain business growth.
Zoho - Zoho can be super cost effective to start with because for up to ten users, it’s free. The free
plan lets you manage leads, contacts, and integrates with social media, which is all you really need
to manage communications across multiple channels.
Sage - Sage has been the longest in the field and now offer cloud based service packages. Manage
contacts and leads, get forecasting and reporting tools, and its optimised for mobile performance so
with this in your corner, you can make smart business decisions while you’re on the go.

INTEGRATIONS
There are two companies you may want to consider before investing in any CRM software. Those
are Google and Microsoft, both of which you will be familiar with. What you may not be familiar
with is the suite of tools they offer to small and growing businesses.
Microsoft - If you’re familiar with Microsoft products, you’ll know that Office is pretty much the
flagship product. That’s now cloud based with Microsoft Office 365, enabling teams to share,
collaborate, video conference and offers many more features for businesses.
Google - Google offer similar to Office 365, although there are no download options. Everything is
cloud based through Google Apps for Work. You get the same type of products, only not as feature
packed. Such as Google Documents in place of Microsoft Word. Google Hangouts in place of Skype
video conferencing. Google Sheets in place of Excel. You get the picture. Microsoft pretty much
dominates in terms of office applications and tools, whereas Google provides the essentials without
the additional added extras typically integrated with Microsoft tools for the admin and marketing
side of your operations.
Currently the pricing is similar for both.
Google apps for work has two plans:



Base is £3.30 per month
Premium is £6.60 per month

Microsoft has three pricing plans:




Office 365 Business Essentials is £3.10 per month
Office 365 Business is £7 per month
Office 365 Business Premium is £7.80 per month
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All pricing is per user per month and paid annually so it’s not as cheap as it looks. Grow your team to
include 10 people, and your pricing goes up by ten. Suddenly £7.80 per month for Office 365
Business Premium costs your business £936 annually to continue using them.
However, it’s not always all your staff that needs access to these. At the very least, you can have
these tools in place for your management, aka, your business critical employees.

WHY INTEGRATIONS ARE IMPORTANT?
They are important because of email and contacts. No matter what your business is, you’ll be in
contact with customers. You need to manage those contacts. With Microsoft, you’ll be using Outlook
to manage your email and with Google, it’s Gmail.
Both can integrate with CRM tools and this is what you need because with one email account, your
customer profiles inside your CRM dashboard can list all their contact details like Twitter username,
Facebook profile, Linkedin profile, Pinterest, etc.
The point is that it brings communication into one central dashboard.
Whether you integrate through Microsoft Office 365 or Google Apps, the system is the same. Every
contact you receive is documented in your CRM software and you can customise it as much as you
need to.
For sales, you can assign tasks to leads and label each so you know where they are in the sales
process. An example would be a fresh lead, you reply and open the conversation, and then you
move it to a prospecting task. Inside there, you assign stages to follow up.
1.
2.
3.

Follow up one is to get the basics about how you can assist.
Follow up two, do you have any questions?
Follow up three, contact to arrange a time to discuss things on the phone or schedule a
video conference.

Can you see how the system processes begin to play out in reality?
It’s this type of system that allows you systematically and strategically to move people through each
step of your sales process and finally close your sales.
When it comes around to your quarterly reviews, you’ll have the data there to know how you’re
doing, and data is the currency of business.
CRM tools will let you get the percentages of sales closed, prospects lost, revenue per customer and
all that good stuff.
An important part to note is lifetime value (LTV) per customer. If you identify one customer as
providing substantial revenue to your business, then it makes sense that that’s a customer to
prioritise support for, so you may decide that to protect your business from any potential significant
loss in revenue to appoint a key account manager to ensure high LTV customers get priority and the
best support level you can offer, through personalised support just for them.
You wouldn’t know the LTV of your customers if you didn’t have systems in place to record, measure
and report data. That’s what CRM software does.
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You can start out with the very basics for a low cost, and as your business grows, you can always
scale it up to more sophisticated systems with more powerful features to help you continually grow
your business.
It all starts with the processes. Put the systems in place to start, measure customer satisfaction,
continue improving on that, keep your communication channels open and bring everything together
into one dashboard so you can see the data of all conversations, including phone calls, video
conferencing, email, social media and any number of ways customers communicate with your
business.
Keeping track of all communications across various channels used to be a nightmare to track, but
with CRM software, combined with system processes, it’s a breeze.
The more you can systemise your business, you faster you’ll be able to grow, and best of all, they
help you fast track the on-boarding of new employees.
At the heart of customer management is communication. There’s a number of ways you can do that
including phone support, help desks, email integrations, mail, and video. To ensure consistency in
communications, use CRM software to bring all channels together keeping conversations linked. Get
a complaint through social media, respond and move to email support.
Having these systems in place before you launch is good practice because it’ll let you keep on top of
issues that could otherwise become a PR nightmare if issues aren’t addressed promptly and
efficiently.

UNDERSTAND ONLINE SALES
Understanding how the online sales process can work for your new business.
Everything you do prior to launching your business must be grounded around sales. However, and
this is a biggie, you need to you strike a fine balance between sales and value. People are tuned out
to blatant promotional material. That applies to all your copy online and offline.
The simplest way to strike a good balance in your copy is to always be value orientated.
To give you a solid example of value orientated copy, take a look at the sales page for power suggest
pro (https://www.powersuggestpro.com/). Watch the video if you like but the most important
aspect for you to understand is how that sales page works. In particular, the headlines that span
right across the page.
The more you read, the more you learn, and the more intrigued you become about the product. It
shows, without a shadow of a doubt, the creator knows his market; the challenges people are facing
and shows them why what he has can help. There's a high visual element, because the sales copy is
long. It's a huge piece of copywriting and hits every nail that needs struck. It's likely that for every
time you scroll down the page to read more about it, you learn something new.
Why this is a solid example:
1.
2.
3.

It's written in a me to you format
Its strength is laying it on thick with what's possible
If you don't buy the product, you're still leaving with loads of information on keyword
research
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4.
5.

The important parts are a different colour making it easy to scan the content.
This is the stuff that makes sales, material that gets people thinking.

HOW TO CREATE THIS STYLE OF COPY
Review your marketing and business plan frequently. Remember why you do what you do and don't
be motivated by pound signs alone. Always focus on the value your offering has for customers.
What's in it for them? Frankly, if you put you first, people see right through it.
Now you can go the old school way and go hard core with direct sales, strong call to actions all over
the place, full blown video sales letters (VSLs) with the high production costs that come with them.
Done right, they can be effective, but you're more likely to find that your lifetime value per customer
is not as high as you could have it.
You need your first customers to stick around and you do that by keeping the value coming. Top
class support is essential.
The value you put out freely always comes back tenfold because it's much easier to sell to existing
customers than it is to new prospects.

FACTORING FOR CUSTOMER SERVICE
This is something you need to consider when you're pricing your product or service. You must be
budgeting for customer care, because the instant you open your shopping cart to accept your first
customers, that's their first experience with a brand-new business they know nothing about.
How do you feel when you do business with a company you've only recently heard of? Especially
when there's a countdown offer when a certain discount disappears. You get excited perhaps, then
you get peeved off, then you might go researching some more. Looking through reviews, checking
YouTube for personal testimonials, maybe even running down a few of the people mentioned who
endorse the product to find out if they can be trusted.
For pricey products, customers who come with card in hand ready to buy are often already sold
before they even land on your sales copy. That's because of the way online sales work these days.
Everything you ever need to know is a mouse click away. If it's not, people assume there's a trust
issue because there's no identity.

THE PSYCHOLOGY OF THE SALE
Brand identity is what you need before you open shop. You need to have your social media pages
set up and be active on them. Facebook, Pinterest and Google Plus for the B2C stuff and for B2B, you
want to be active on Twitter and on LinkedIn, especially LinkedIn because that's where all the
serious players in business are and where they first head to check out a person or company they're
interested in doing business with.
They need to know there's a real person and have a sense that they can openly contact you without
being hit with a sales pitch.
Conversations sell!
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People buy from people they like, know and trust. Everything else like CRMs, landing pages, opt in
reports, conversion focused design on your websiteâ€¦ those are bells and whistles, and they are
important because without them, prospecting is difficult.
At the heart of sales, lies the four Ps. These have been around for centuries and will continue to be
the foundations of a solid sales process.
The four principles of sales
1) PERSONAL
When sales reps are in the field, there's no real script guaranteed to close a set number of sales. The
first rule of sales is to listen to the buyer before launching into a spiel about how great a product or
service is. The truth is it really doesn't matter until you know the exact needs of the customer you're
speaking too. That's the same today as it was a century ago. Listen.
All that's changed is the tools we have available and the amount of opportunities there are to really
hear your customers. People are posting their problems in forums, across social media, and some
consumers are really heavy on the personality side of the internet and instead of blogging about
current issues, they're v-logging, which is the term used for video blogging. YouTube is packed full of
discussion videos where people are just voicing their opinion. There's even unboxing reviews where
they buy an item online and video everything from the unboxing, logging the contents, going
through the instructions and making sure things work right out the box.
For you, as a start-up business, that's great news. You can amplify your personalisation across
multiple channels. You can use all the same social networks, be active, or have a support team or
single staff member focus on raising brand awareness across focused discussion groups.
For the tools to enhance your personalisation there's autoresponders that can take care of
thousands of subscribers to your email list. You can host podcasts, interview experts that people
want to hear talk about pressing issues.
Heck, you can even start your own forum.
Autoresponders can tie in to Customer Relationship Management tools so no matter how lengthy a
conversation gets, you can always flick through previous correspondence to remind yourself of that
one customers most pressing issue without having to do the walk of shame when you have to ask for
clarification numerous times because there's just too many customers to remember everything
about each of them.
In many cases, you don't even need to create imaginary personas to help your sales and customer
service. You can have contact cards with their picture attached. Most people already have their face
across social media anyway.
That's a superb way to hone in on making your communications personal. When you're sitting
behind a screen typing emails, it's all too easy to de-humanise the process and reply like a robot.
2) PERCEPTION
Pre-sales perception is all you have to go on. You need your customer to feel excited about doing
business with you. To be confident that they're making the best decision to go with you over any
other options there are available.
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If you're in the B2B sector, perception is even more important, because when it comes to
procurement, you aren't dealing with one person. You're dealing with a panel of professionals and
have to impress on the majority. That' s just to have your proposal short-listed for consideration and
progress through to the next round where you're haggled for the best pricing and terms.
How do you create the perception of value?
Polish everything. Professional contracts on company letterheads, outstanding logo design, superior
sales copy, elegant visual appeal with both your online properties and your product packaging.
3) PERFORMANCE
There's no point trying to flog a dead horse. If your product or service doesn't live up to the
perceived value you create, the sale isn't going to last.
It needs to deliver on its promise and when it doesn't you should have a fool proof, and no quibble
guarantee to ensure that the risk is on you.
Consumers have plenty of options open to them. Plenty more fish in the sea as the saying goes.
A good way you can strengthen your sales process and take some control over your brand
reputation is to segment your customer list by using an email management service. These can
integrate with shopping carts.
When you set your sales process up, once payment has been accepted, and the order placed, you
can then automatically have your customers put into a customer only list. From here, you could put
systems in place for an email to be sent perhaps after 3 days to inquire if the order has been
received. That shows you care. If you get too many no responses, simply set it to send after four
days or look into faster shipping options to keep your customers happy.
Now, where many businesses are not using the full power of email or even SMS marketing services is
following up after the sale. This is the most important time for your customer and it's where you can
really outsmart your competitors. What you do is when you know your customers have their order,
or they've used your service, you then follow up with them to ask them about any problems.
You may have bought before from a company and then the next time you heard from them, they ask
you to go to Trust Pilot to provide an authentic review of your experience and the product. This is
just darn right dangerous. Play with fire and you'll get burnt.
Be smart with reviews. Don't ask any customers to post a review before you've went through a solid
customer care policy, ensuring every customer you deal with feels listened to, and are at the very
least happy with your service even if the product was faulty or just flat out failed to satisfy.
Without putting customer care first, and being timely in your after sales support, it's more likely that
negative reviews will surface. That will hurt your sales further down the line.
Be proactive and ensure top quality service through a thorough after sales support program.
The major plus of being proactive is your customers will tell you what they're unhappy about. Use
that information to pass onto your team and work on improving the product or service. Let your
suppliers know about issues that crop up that they need to address.

109 | S t a r t P a d

4) PROOF
Proof is what your reviews provide. Testimonials are another powerful tool to have in your sales kit.
Just make sure that if you're using testimonials for any purpose, that you have your customer's
permission to use it.
Stick with the four principles of sales and never forget that even though your sales process is
primarily online, not everything is automated. There's real people behind every sale you make and
with that comes responsibility to provide after sales support. The more your customer base grows,
invest in your customer care team, train your staff on support issues and always keep on top of
things. It's the only way to ensure that your customer acquisition cost always provides a positive ROI
because you'll have repeat customers.
For those who don't buy again, their positive experience will be reflected in what they tell others
and that's going to lower your cost to acquire new customers because you'll begin to get steady
referrals coming to you.

CHECKLIST - MARKETING
Go through the following checklist and tick when you have completed each task.
FILL IN YOUR MARKETING PLAN

1
2

Complete as many fields in the marketing plan as you can. Don’t worry if you
are missing information just yet.
MONITOR YOUR COMPETITION
Set up Google Alerts to monitor your competition.

3

CHECK FOR COMPANY REVIEWS
Check online to see what your competitor’s customers are saying about them.

4

JOIN TRADE ASSOCIATIONS
Search for associations listed on The Trade Association Forum website.

5

VISIT TRADE EXHIBITIONS
Search ExpoDatabase for exhibitions that you can attend.

6

BE YOUR COMPETITOR’S CUSTOMER
Consider buying from your competitors to experience how they do business.
SKETCH SOME ROUGH LOGO IDEAS

7

Get creative with a blank sheet of paper and doodle away until you create a logo
that looks appropriate for your business.
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DECIDE ON A COLOUR SCHEME

8

Bearing in mind what emotions are conveyed with different colours, choose a
colour palette that looks good for your business.
HIRE A DESIGNER

9
10

Submit your ideas to a professional designer and ask them if they are
appropriate. Hire the designer to perfect your logo.
CHOOSE YOUR STATIONERY
At the very least, create your business cards, letter heads and invoices.
ORDER OTHER STATIONERY

11

Get your other business stationery professionally printed, including
flyers/leaflets, compliment slips, posters, envelopes etc. Shop around for deals.
LEARN THE BASICS OF SELLING

12

Understand the fundamentals of selling to your customers. You’ll sell more if
you know how to sell effectively.
REGISTER A DOMAIN NAME

13

Choose a domain name that represents your business. Don’t choose a gimmicky
name. Keep it short, simple and understandable.
CHOOSE A HOSTING COMPANY

14

If you envisage high levels of traffic to your website, consider choosing a highspec server to host your website.
SKETCH YOUR WEBSITE

15

Decide how you want your website to look. Sketch it on a piece of paper. Create
a flowchart of the pages that you’ll need.
SUBMIT YOUR WEB DESIGN TO A DESIGNER

16

Give your draft website proposal to a web designer and ask them to create your
website.
Or
If you are creating a website using a website building service such as Wix,
Squarespace etc., go ahead and build the website.
SET UP YOUR SOCIAL MEDIA PAGES

17

Create a page for your business on Facebook (don’t use your personal page as
you risk being banned). Create a Twitter account for your business,
remembering to add your logo and business details.
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CONSIDER OTHER SOCIAL MEDIA OPTIONS

18

Decide whether creating other social media accounts such as Pinterest, Google+
is appropriate for your business.
START USING CRM SOFTWARE

19
20

Manage your customers and suppliers effectively with Customer Relationship
Management (CRM) software.
LEARN PRINCIPLES OF ONLINE SALES
Understand how your market uses the internet to purchase what they need.
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Support
JOIN ENTERPRISE NATION
In life, some things are well worth doing....
Such as learning how to drive a car, taking your first holiday with friends, or buying your first house.
As a new business owner, there are other things you really should consider doing, and joining
Enterprise Nation is absolutely one of these.

WHO ARE ENTERPRISE NATION
Enterprise Nation is an organisation that has been set up to create a more entrepreneurial society in
the UK. They are there to support you and your business from start-up to growth through their
community of start-ups, small companies and enterprise experts.
Since they launched in 2005, Enterprise Nation have helped thousands of people start and grow
their businesses, and led by founder Emma Jones MBE, Enterprise Nation has and continues to be a
leading campaigning voice for small business with the Government.

WHO IS EMMA JONES?
Emma is the best-selling author of a number of business books, including Spare Room Start-Up,
Working 5 to 9, Go Global, Turn Your Talent into a Business, and the StartUp Kit. She co-founded
Enterprise Nation in 2011 after a career with international accounting firm Arthur Andersen, before
starting her own business in 2000, which was successfully sold two years later.
Today, Enterprise Nation works across the UK with help and support from 'Champions'. From the
North East to South West, the Champions are business owners in their own right, and highly
connected in their communities. They host events and meet-ups, and introduce small businesses to
the benefits of joining Enterprise Nation.
In November 2015, Emma was appointed by the UK Prime Minister as a Business Ambassador with a
focus on increasing international trade. She hosts the popular one-day business class StartUp
Saturday in London, and speaks at several other business events.
BENEFITS OF JOINING ENTERPRISE NATION






Expert Advice - weekly online member masterclasses and access to thousands of experts via
Enterprise Nation's marketplace.
Campaigning - representing your views to government on the topics that matter most.
Peer Support - collaborate online via member-only forums and meet in person at regional
member meet-ups
Events - discounts on and priority access to 100+ small business events each year.
Offers & Discounts - save over £1000 with exclusive offers and discounts on small business
essentials.
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Tools & Guides - Access free ebooks, a library of recorded webinars and other resources to
help you start and grow your business.
Three free 30-minute expert consultation calls.

HOW MUCH DOES MEMBERSHIP COST?
Membership of Enterprise Nation costs £30 per year.

HOW DO I JOIN ENTERPRISE NATION?
Simply visit the Enterprise Nation website and specify if you are a Start-Up or a Small Business.
Joining takes just a minute or two.

CHAMBERS OF COMMERCE
Joining your local chambers of commerce brings additional benefits.
Whether you're looking to engage with thousands of small businesses, get your message across to
large companies, or raise your profile among businesses in particular parts of the UK, the British
Chambers of Commerce (BCC), and accredited chamber network can help.

WHO ARE THE BRITISH CHAMBERS OF COMMERCE?
The British Chambers of Commerce is a dynamic, high-profile and independent business network,
with chambers across the UK. Local chambers sit at the heart of the community, working with
businesses of all sizes, and representing all sectors. Their mission is to make the chamber network
an essential part of growing business; we do this by sharing opportunities, knowledge and expertise.
The British Chambers of Commerce (BCC) is the national voice of local business. It sits at the heart of
a nationwide network of 52 local Accredited Chambers of Commerce, serving tens of thousands of
business members across the UK.
The BCC is a strong campaigning voice for the interests of business, delivers services that help
business grow, and is the premier private sector source of advice and support for international
trade.
The BCC has been growing British business for more than 150 years, providing companies with
practical support, useful connections and valuable access to new ideas and innovations. Even though
they are not for profit, they're powerfully placed to help those who are.

YOUR NEAREST CHAMBERS OF COMMERCE
The following Chambers of Commerce are located in your area. Get in touch with them to discuss
what help and support they may be able to provide for your new business:

RELEVANT TRAINING
Skills up to scratch? How 'upskilling' can grow your business.
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Upskilling is actually just learning. If that title up there mentioned the word learning, you wouldn’t
be reading this. Learning just sounds too boring. However, if you’re to get a real shot at making your
business a success, you’d better get into the habit of learning.

LEARNING ON THE JOB
This is by far the best way to learn a new skill. Over the course of your business life, you’ll pick up a
tonne. Every employee you hire will bring with him, or her, a new set of skills. Usually those are the
skills that you’re lacking. It’s the reason you hire staff in the first place, although it’s also a great time
saver to have your admin stuff done, technical expertise on hand and someone there to man the
phone lines and direct calls to the right destination etc.
Until you start hiring people, you’ll never truly have people management skills. You may have held a
supervisory or even managerial position before, but not on the scale of a small business owner.
As a time- starved small business owner, you quickly realise that you need to be on top of cash flow,
business development, project management, administration, accounts… it all adds to a hefty
workload, for which will cost you an arm and a leg to hire every single person you need to complete
every skill set your business needs to survive.
What you learn on the job will influence the areas you choose to upskill on.

LEARNING FROM YOUR PEERS
People you work with, including your partners, your suppliers, other business owners in your
network, and your customers - learn from them.
Everyone knows something and often what others know you don’t. The only way you’ll learn from
others is to ask for help. Seek out mentors, join groups for SMBs, get networking and never stop
asking questions because you’ll never know everything.
You don’t need to know everything about every single topic, but you do need to know a little bit
about a lot of things to at least understand what you’re doing.

LEARNING ONLINE
If all you learn from your employees and peers is that you’re lacking a particular skill set, the best
place to turn that knowledge into action is online.
You can get crash courses on many business-related topics online.
Some are not for a UK audience specifically, but there are worldwide best practices, and strategic
tips you can learn from others across the globe because the principles of business remain the same
all over the world. The only exceptions are your tax filings, and with UK specific regulated industries.
For marketing, sales, copywriting, advertising, networking, social media, website setups, analytics,
and technical security – you will find courses online to learn about them.
Udemy.com has the largest library of online courses. There are other sites, but that is by far the
largest. Plug in what you want to learn and you’ll be presented with a list of courses to choose from.
Kindle isn’t to be neglected either because there’s a plethora of business books in there.
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Speaking of books, get into the habit of reading for at least a half hour once you’re tucked up in bed.
You’ll find yourself able to get through a book every couple of weeks, at least twenty-five in a year.

LEARNING AT COLLEGE
Call or email your local college and ask them to send you out a brochure of their courses for next
season. You’ll be pleasantly surprised to see the amount of business related short courses there are.
Some are only three months with others taking a few years to complete part-time, which can be
done at night school and you get a qualification at the end of it.
While you don’t want to think about this when you’re building your business, the added advantage
of part-time formal study is the qualification at the end of it. That can be your back-up plan if things
go the wrong way and you need to get a job.
StartPad has a dedicated section for finding courses that are running across the length and breadth
of the UK. Click on the button below to browse courses available to you:

WHY CONTINUOUS LEARNING?
The more you can get done by yourself, the less overhead you have by reducing staff and
outsourcing expenditure.
There’s no doubt you need to keep learning. But what about, you ask? There’s so many stuff to
manage…
Identify the tasks you find interesting and would enjoy taking care of yourself when you’re managing
your business, and identify the ones you hate.
The tasks that peak your interest, upskill and learn more about it, become better at it, and increase
your efficiencies when completing that task.
The ones you hate doing, put those on a list to outsource. Then decide to hire a contractor or find
the funding to finance a job opening and get advertising. You’ll likely need a crash course on writing
compelling job ads to get quality candidates applying though.
It’s surprising how many areas you’re able to upskill your knowledge base on. There are certainly
plenty of things to learn and more than enough for you to keep learning for the rest of your life. For
that reason, the very first thing to learn about is how you prefer to learn.




Reading
Visual
Classroom

Or mix and match to keep your learning varied and you engaged in the process.
Whatever you do, don’t stop learning. The instant you stop learning new things, your business will
stop growing.

JOIN NATIONAL ENTERPRISE NETWORK
A unique membership body that provides independent, impartial advice.
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When you're starting out, getting impartial, independent advice and support is crucial to the success
of your business.
Luckily, an organisation exists that is dedicated to providing advice, support and training when
starting a new business. The National Enterprise Network (www.nationalenterprisenetwork.org)
consists of a network of members who help people looking for core support in starting up.
These independent, not-for-profit organisations provide new startups with specialist business
advice, including funding, training, free seminars, skills development and assistance with marketing
and access to grants.

GET MENTORING HELP
Mentors help you to determine the best strategies for your business.
It doesn't matter how good you are at running a business. At some point you'll need some help and
support. Even if things are ticking over nicely in your business, having a mentor can bring great
benefits.
You might be at the stage where you want to chat about a new idea. Or you may have specific
questions about a particular area of business. Or you might be trying to break into a new industry or
market sector. All these challenges are best tackled when you have the help and guidance of an
experienced mentor to help you make the right decisions.
"If you ask any successful businessperson, they will always have had a great mentor at some point
along the road. If you want success then it takes hard work, hard work and more hard work. But it
also takes a little help along the way. If you are determined and enthusiastic then people will
support you." Sir Richard Branson

WHY YOU REALLY NEED A MENTOR
A mentor isn't someone that's just there to listen to your concerns. They will typically be an
experienced business person who has also faced the same challenges that are facing you.
They can help you to:







Avoid costly mistakes
To connect you with others in the business world to help your business grow
Grow your skillset, by passing on their knowledge, such as marketing, sales, finance or
partnerships
To brainstorm new and innovative ideas that can disrupt the market - and work out
whether they are viable ideas
Stay on the right path towards your business goals, motivating and inspiring you when
necessary
Keep your spirits up

Going it alone in business can be a lonely time for many, so having someone you can chat to - in
confidence - can provide a significant boost to your well-being.
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WHO ARE THESE MENTORS?
Good mentors come from all areas of industry and from all walks of life, but the most effective (for
start-ups) are those that have actually built successful businesses themselves. Those that have gone
through the process of starting up. Those that have made mistakes, and have overcome similar
obstacles in their own journey to success.

WHERE CAN I FIND A MENTOR?
PRINCES TRUST ENTERPRISE PROGRAMME
If you're lucky enough to be in the 18-30 age group, then take a look at the Princes Trust Enterprise
Programme. This organisation provides both training and mentoring support to those who have a
business idea. They also give you the opportunity to apply for a low-interest start-up loan, if they
feel that your idea is viable and sustainable.
CHAMBERS OF COMMERCE
Some local chambers of commerce provide mentoring services free of charge. To find your local
chamber of commerce, visit the website of the British Chambers of Commerce.
TRADE ASSOCIATIONS
If your area of business is represented by a trade association, it is worth checking with them to see if
they offer any mentoring programmes. See the Trade Association Forum to find out any associations
in your industry sector.
MENTORSME
An online service that is designed to help you find a business mentor in a fast, easy way, MentorsMe
is Britain's first online gateway for small and medium-sized enterprises looking for mentoring
services.
INSTITUTE OF ENTERPRISE AND ENTREPRENEURS
Ask questions and get answers from people who have experienced similar issues in their own
businesses with The IOEE for Entrepreneurs. If you're just starting out in business then you're able to
join as an Affiliate Member for just £50. If you've been in business for a few years and are looking to
expand, then you can join as an associate or full member.

GET NETWORKING
Why networking is crucial to business growth (and how to do it right).
Networking is how you get work. It’s the same when you’re on the hunt for a job as an employee,
and it’s the same when you’re running your business. The only difference is your business is reliant
on the results your business gets.
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The fastest growing businesses do so because they are connected. You have got to get your business
known before you can get the order books up.
If nobody knows you from Adam, you’re never going to gain traction.
You likely know that already and the only reason you’re not networking is either a) It scares the hell
out of you or b) you don’t have a clue where to start.
If you’re in camp a) you’re going to need to get over that and the best way to do that is to get
yourself into self-help groups. Seek out confidence classes and groups, anxiety help groups, selfempowerment etc. It’s still networking but for different reasons.
Use self-help networking to Upskill yourself into camp B and then apply the networking information
listed below...
Before that, you’ll likely need reassurance that you’re on the right tracks and that networking is
something to spend your time on. After all, there’s a lot to get done and you don’t really want to
strap yourself down with meetings.

WHY NETWORKING MATTERS
Networking not only matters, but it’s imperative to the growth of your business. You won’t get far
on your own. You need customers; you need partners, suppliers, merchants, marketplaces, a sales
force, testimonials, word of mouth marketing and a heck of a lot more.
In other words, you need people.
The only way you’re going to connect with people is to go to them and share yourself, your business,
opinions and views on all things important to you.
People do business with people they like, know and trust. You’ll likely have heard that before, and
then asked yourself how to get people to like, know and trust you.
You do that by just being yourself. Don’t fall for all the hot tips on networking telling you to be as
quirky as possible, do handshake tricks and all that malarkey.
If it’s not what you usually do when you meet people, don’t do it.
Be yourself; be open, and here’s the secret to successful networking…
Listen!
That’s it.
It’s the same when you deal with customers, clients, partners and suppliers. Listen to the objections,
their opinions, what they have to say and chime in on the conversation.
The worst advice ever that’s circulating is to blanket your business cards to everyone in the room.
That’s useless because they’ll get tossed. The only people you should be leaving your card with are
those you’ve took the time to personally meet and greet. Those who didn’t get a chance to talk
deeper with you and express interest, ask for their card first. If they’re interested, they’ll ask you for
your card too, and if they don’t, they’re not worth following up with because you’ll likely get
stonewalled.
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Personally speak to people at events, and when you’ve been in a conversation for over a few
minutes, hand your business card over.
The way people remember you are when you actively listen to what they have to say, express
genuine interest and make a connection. Business cards don’t make connections. You do. Don’t
waste cards at events on people who don’t know. Introduce yourself first, spend time talking to
them and swap business cards when you’re parting.

WHERE DO I FIND NETWORKING EVENTS FOR MY BUSINESS?
MEETUP.COM
The largest of all is meetup.com. Plug in your area or postcode; search the site to find a group, like a
business networking group or a group of other business owners in your industry or a neighbouring
sector. For example, if you’re running a dog waking business, then any pet related business group
would be perfect for networking.
4NETWORKING.BIZ
This group has over five thousand business networking events every year. You can attend only the
local groups expand your horizon to attend regional events, or go the full-hog and attend national
networking events. Their promotional video claims that each member gets one-on-one time with at
least three contacts for ten-minutes at each two-hour meet up.
If public speaking freaks you out, this is the network to gain experience in that area. When you
attend the meetings, every member gets a 40-second time slot allocated to present what they do.
That’s your pitch, but it’s more impressive to describe what your business does and the benefits,
then why you enjoy doing what you do.
Make your 40-seconds count. You’re not pitching for sales, your pitching for interest. Then those
who are talk to you for ten-minutes. The rest, you can exchange your cards, connect on LinkedIn and
follow-up at a later date.
YOUR LOCAL CHAMBER OF COMMERCE
Many people see this listed as great for networking then think it’s only applicable to the US and
Canada. Despite popular misconception, new starts need to realise (and fast) that the UK is a
thriving business economy, especially for start-ups.
Just go to http://www.britishchambers.org.uk/find-your-chamber and search for your local
chamber.
The results will give you the Chamber address and contact details. Reach out to them to become a
member and get more information from them. They are a powerhouse for businesses and one not
to be neglected. They represent every size of business so there are some great opportunities in here.
Some events are free, but others where some big guns will be in attendance are what they call
prestige events. Those aren’t cheap. Attend the free networking events, tradeshows and any
seminars or fairly priced workshops to keep your skills updated, while networking at the same time.
Make your membership to this group count because it can make a huge impact on your business.
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THE FEDERATION OF SMALL BUSINESS (FSB)
This is a group that can do wonders for your business. Like the Chamber of Commerce, it’s another
powerful group and is heard by the government. If you want to give your business a voice, affect
your local community and have your opinions heard at government level, this is a group that could
make that happen.
Before that though, they provide you with a bunch of support to grow your business and it isn’t
limited to networking events. That’s only part of the deal you get from the FSB.

DO YOU NEED A MENTOR?
Mentors are great if you can find them. If you’re under 30 years old, you can get mentoring from the
Princes Trust. If you’re under 25 and live in Scotland, you’ll get mentoring from The Prince's Scottish
Youth Business Trust.
Everyone else, http://rockstargroup.co.uk/mentors/ is where you’ll find the details of available
mentors throughout the UK.

KEEP THESE NETWORKING TIPS IN MIND
Just get it done - Thinking about attending doesn’t do any good. You need to be in attendance and
participating. Never mind the fear. You’ll have many fears to overcome throughout business life so
make a start and get over your fear of speaking early because you’ll doing a lot of this.
Never be closing - In sales, there’s a saying “always be closing”. That does not apply to networking.
Networking is the relationship opener. It’s more like speed dating. You get a set time to impress
people and make a connection, exchange contact details and follow up at a later time and date.
Don’t be telling porkies - You’d be surprised the lengths people go to be remembered. Naming
clients is not something you want to do if it isn’t true. Don’t make up stories to impress people
because you’ll be found out.
Ask and answer questions in online communities - Networking isn’t limited to offline meetups. It
takes place online via forums, blog comments and groups on social media. When you join these
groups, don’t just be asking questions consistently. Answer the questions of others as best you can.
You’ll get more interaction in groups when you’re providing value and asking intelligent questions.
Don’t take time for granted - Everyone in business networks have their own business to run,
sometimes more than one. They’re as time strapped as you and are networking for business growth
and to learn from others in the community. If you have a question, research it first online to see if
you can find the answer.
People in networking groups get extremely twitchy when a member asks a dumb question. Sure,
they’ll tell you no question is stupid, but ask a stupid question and you’ll find it’s just not true.
Always research online for answers to your questions, before asking your network, otherwise, you
risk being seen as a time consumer and not a helper. The helper group within a group is the group
you need to be a part of. Not the taker group. Nearly all social groups have those two groups within
it, the givers and the takers. For best results, be in the middle. Asking questions and answering when
you have the knowledge. If you don’t, research for others and be perceived as knowing your stuff.
You’ll always be learning anyway.
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CHECKLIST - SUPPORT
Go through the following checklist and tick when you have completed each task.
JOIN ENTERPRISE NATION

1

Head over to Enterprise Nation (www.enterprisenation.com) and sign up as a
member. Membership is just £4 per month.
JOIN YOUR LOCAL CHAMBERS OF COMMERCE

2

Consider joining your local British Chambers of Commerce for help and support
while you start and grow your business.
JOIN NATIONAL ENTERPRISE NETWORK

3
4

Consider joining National Enterprise Network for help and support with your
business.
JOIN A MENTORING PROGRAMME
Consider hiring a mentor or joining a mentoring programme.

5

FIND LOCAL NETWORKING GROUPS
Consider joining one of many local small business networking groups.
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Launch
Congratulations. You’ve got your business model in great shape, and you’re ready for launch.
Most new business owners get to this point and expect the floodgates to open and a torrent of
customers queueing up at the door.
Unfortunately, it doesn’t happen this way. This is the beginning of your journey as a new business,
and there’s still a lot of hard work ahead of you.
But don’t let that get you down. Although the hard work is about to begin, you’ll be glad to know
that the activities you’ll be undertaking from here on are exciting, especially as you begin to win
your very first customers.
Before the internet, a lot of businesses had to rely on PR agencies to get the word out about a new
business. These PR agencies would take the time to craft a press release, create a list of potential
journalists, and get the press release under the noses of the journalists.
Those days are long gone, even though there is a huge amount of value in hiring a PR agency to
spread the word about you. Today, there are far more avenues available to you. The internet has
created a whole new spectrum of outlets where you can win new customers. They are there, if you
know where to look for them.
Today, it’s more difficult than ever to get your business in front of the customer. Businesses are
fighting for eyeballs. On the other hand, given the sheer breadth and depth of the internet, there
are plenty of different ways that you can reach your target market. Sometimes you need to think
out of the box to reach them. Look carefully, and there are plenty of free ways to reach them.
A successful launch often comes down to having an effective marketing strategy, so that you can
identify and target customers who are most likely to want to buy your products. Remember
creating a persona earlier on? This is why it’s so important to have a good knowledge of who your
customers are, what their needs/pain-points/motivations are, and just as importantly, where they
can be found.
Knowing this is key to a successful launch. Get your new business in front of the wrong people and
you don’t stand a chance of creating a successful business, because you won’t be selling anything
soon.
Hopefully, you’ll have set aside some money to spend on your initial marketing activities. However,
very few start-ups have huge budgets to spend on their marketing, and fewer people behind these
businesses have the experience in marketing that is needed to find success.
Some of the tactics outlined in this chapter cost money. Many don’t. Remember, you can start
small by tackling the free advertising routes before you invest more in the costly ones. This makes
particular sense because in the early stages you’ll probably be making lots of mistakes as you try –
and fail – to get your product in front of your target market. Don’t worry, even seasoned marketers
make mistakes. It’s all part of learning how to run your business.
Work your way through the marketing activities outlined in this chapter. It’s important to
remember that marketing is an ongoing activity – it never stops. Dive in and out of the activities
whenever you can.
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BUSINESS DIRECTORIES
Listing your start-up in a business directory can create brand awareness.
In order to generate new customers, you need to ensure that people are aware that you exist in the
first place. Whilst all new businesses would love to propel themselves to the top of Google in a
matter of days, that doesn't happen in real life. Extra work has to be undertaken to promote your
business in other areas of the web. One such place is within the thousands of online business
directories. However, these websites are not all equal - there are good ones, and there are bad ones.
Adding your business to the bad ones can often result in damaging your future search engine
optimisation efforts, or worse still - your credibility. We've outlines some of the best online business
directories. Go ahead and register with the following directories, and add your business. Most are
free, and can provide valuable first-time customers or visitors to your website.

LIST OF ONLINE BUSINESS DIRECTORIES
GOOGLE PLACES HIGHLY RECOMMENDED
Quite possibly the largest and most important directory that you should be adding your business to.
Your business details will appear in search listings for geographic search queries, Google Maps, etc.
Highly recommended.
THOMSON LOCAL HIGHLY RECOMMENDED
Thomson Local has been in operation for years in the UK, and has a reputation for accuracy and
trustworthiness. Adding your business details to Thomson Local will mean your business details are
also advertised across their network of partner websites and mobile phone apps.
YELP RECOMMENDED
Founded in 2004 to help people find local businesses, Yelp attract in excess of more than 85 million
unique visitors a year - on mobile devices alone! The website itself suggests that on average, annual
incremental revenue generated by a free business listing on Yelp increases by $8,000 (around
£5,500) a year.
YELL.COM RECOMMENDED
Known and trusted by millions of people across the UK, Yell.com is one of the most important
business directories on the web. A free listing on this site can often bring in a steady stream of
potential enquiries. Upgrading to a paid listing can bring in a good number of new customers.
SCOOT
As well as offering their own online business directory, leading online search company Scoot
partners with other online publishers such as The Mirror, The Sun, The Independent and Touch Local
to power their business listings, meaning that businesses can be found in various places around the
web.
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FREEINDEX
Not as well-known as other popular business directories, but growing in popularity and reputation.
Users can rate your services, meaning that others can determine how trustworthy companies are.
BUSINESS MAGNET
A decent - if relatively unknown - business directory that have been running for more than a decade
in the UK. The directory claims to achieve more traffic per advertiser than any other B2B directory,
although this is a claim that we can't verify. Still recommended. A free listing is available.
LINKEDIN COMPANIES
It's worth making use of social network LinkedIn to promote your business. You can add your
company easily enough as long as you are an official representative of the company, and that you
have the right to act on behalf of your company.
APPLEGATE
A business directory that's been around for years, Applegate has a good reputation for quality, even
though their design won't blow you away. 412,000 companies are already listed in the directory, and
you can add your new business in just a few minutes.
FIND THE NEEDLE
Despite its quirky name, Findtheneedle is a trusted business directory that's been online since 2004,
when they published their database of specialist industry contacts onto the web. More than 5,000
businesses subscribe to the website, and is now 'one of the largest and most visited business to
business directories in the UK'.
OTHER REPUTABLE BUSINESS DIRECTORIES
If you've made your way through the list of business directories above, and have finished adding
your business details, then why not go right ahead and submit to the following, too. Remember, the
more directories your business is added to, the easier it is for your future customers to find you.












City Listings
FreeIndex
UK Small Business Directory
Bizwiki
Cyclex
Hotfrog
192.com
PinBud
118118.com
Opendi
Yalwa
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STAY AWAY FROM 'LINK FARMS'
You may remember earlier that we said not all business directories are equal. Unfortunately, many
of these websites have been misused (i.e. spammed), and no longer hold any value.
Typically, many of the poorer directories turned into 'link farms' - places where unscrupulous
website owners would add a link to their website for the sole purpose of getting a link (which can
influence Google ranking). This gave these web directories a poor reputation with little added value.
As a result, Google started to purge their search index of these low-value directory websites, and the
businesses that utilised them also suffered as a result.
If you stumble across a new business directory, take a while to browse the website, and consider
whether the directory is legitimate. As yourself whether you feel the site is just a 'bunch of website
links', or does it provide greater value? Always think before you leap.

INFLUENCER MARKETING
If you know anything about the internet, you’ll know that in every niche there are certain people
who seem to hog the highlight. These people (who may almost have celebrity status) have gained
huge followers online, and their audience hang on every word they say.
Daniel Priestley, author of the best-selling book Key Person of Influence, calls them “Key People of
Influence”. They tend to be highly valued, and well known. And they are always the ones that seem
to get all the publicity.

They get invited on trips away. People buy them dinner and drinks and give them
VIP treatment. They are treated with respect, and others listen when they speak.
These people are in demand; they don’t chase opportunities; they curate them.
Daniel Priestley, Key Person of Influence

More and more start-ups are beginning to harness the power of these influencers. So much so, that
the phrase ‘Influencer Marketing’ soon became the hottest trend in marketing.
We’re hearing a lot about influencer marketing in recent years, thanks to the internet, but it isn’t a
new phenomenon. As early as the 1950s, Chanel were hiring Elizabeth Taylor to endorse their
perfume. Back then, celebrities were found mainly in the fashion, TV and movie industries. Today,
influencers come in all different shapes and sizes. They could be popular bloggers, celebrities,
writers, industry experts or even Youtube video stars.
Lifestyle brand FabFitFun used influencer marketing to gain real traction for their range of beauty,
fashion and fitness products. The company launched an ambassador programme, hand-picking
bloggers in their target market and approaching them with editorial content to publish on their
blogs. They also launched a influencer marketing programme to promote one of their Spring
Fashion Collections. As a result, they’re now collaborating with more than a thousand influencers,
who write about the FabFitFun products and create a sustainable source of sales.
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Because influencers have an engaged, loyal base of followers and fans, start-ups can connect with
these people to spread awareness of their business, their products and services. Influencers hold
power right in their hands, whether we like it or not.
As many as 20% of women active on social media are motivated to consider products that have been
promoted by bloggers they follow, says The Shelf. That’s significantly more than the 13% who are
influenced by celebrity endorsements.
With the simplicity of the internet, they can tell hundreds of thousands of people about your
product instantly, creating a huge customer base within seconds. They can also help you to educate
your target market and counteract any negative feedback.
But why are more and more businesses choosing to use influencers in their marketing activities?
People that shop online often compare products and services from more than one website. Part of
this research and comparison comes in the shape of blogs and review websites. Bloggers are the
third most consulted consumer decision tools for online shoppers, according to The Shelf, a service
that connects brands with influencers. And, according to their research, for every $1 spent on
influencer marketing, there is a average return of $6.85. That’s a huge return on investment.
It’s no wonder that 52% of companies now have a budget set aside for influencer marketing.

HOW TO FIND YOUR IDEAL INFLUENCER
asdf

SEARCH GOVERNMENT CONTRACTS
Find opportunities to sell your products/services to the public sector.
The government regularly publishes a list of opportunities to allow you to sell your products or
services to the public sector.
All contracts that are worth more than £10,000 are published on the government-run Contracts
Finder.
StartPad aggregates this data each day so that you don't have to visit the government website to
search for available contracts - you can do it right here.

ADVERTISE
An overview of advertising for the new business start-up.
The saying ‘perception is everything’ applies to advertising too. It’s strange how it works… it just
does. No explanation for the phenomenon.
The closest explanation is this:
If you can afford to advertise, business must be good!
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Here’s the thing though...
Of all the advertising tactics for small business owners, in particular in the spectrum of the new
business start-up, advertising information tends to focus on the free advertising you can do.








Facebook
Twitter
Email
Events (some free but not all)
Flyers
Outreach
Referrals

The above are free ways to advertise your business. Problem is, everyone’s doing it.
To advertise efficiently, you need to get your cheque book out and start paying, probably not what
you want to hear, so let’s explain.

WHY YOU SHOULD BE BUDGETING FOR PAID ADVERTISING CAMPAIGNS
It creates the perception your business is doing well because you have the cash flow to run ad
campaigns for brand awareness and product promotion.
It’s the only way you’re going to be able to measure performance, track results, tweak and increase
conversions.
You get to assign a specific cost to your lead acquisitions. When you know how much it costs to
generate a new lead, you can budget more efficiently. It’s the difference between knowing that you
can put down £50 on an ad campaign, knowing you’ve a 3% conversion rate and you’ll eventually
generate three sales from that fifty quid and turn x amount profit. Try doing that with your social
media marketing.
You control who sees your message. It’s called targeting and without it, you’re flying blind. You need
to target your ads to the exact client you want to attract.
Used with the right ad networks, you can re-target every prospect across the internet.
Amplification is your strongest motivator to start paying advertising channels. Everything you do is
magnified because journalists can approach you, reference you in their pieces, contact you for an
interview (since you’re perceived to be doing good), increase social interaction with fans, likes and
new followers to further add to your businesses credibility, and if you’ve employees, they can share
your ad to show how great your marketing is and to kind of prove they have job security and pride in
their workplace. Those employee shares are highly beneficial when you need to do a recruitment
drive in the future.
It’s the fastest way to the market with educational content. The majority of your digital marketing
will (or should be) educational content. PDF reports for download on signup, blog posts, videos,
infographics, and actionable advice. When you have those and spring your ad campaign into action
to promote your content, you’ll get readers fast. Forget Google. SEO takes time and that’s time that
you don’t have to get your message to people and get your first clients/customers signed up.
Enough of the reasons why you should be advertising and get into the where’s of advertising…
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First though…

DEVELOP AN ADVERTISING STRATEGY
Anything that involves you dipping into your cash flow, you need strategies to ensure you’re not
wasting money. If you get results from half your ad spend, and have no clue where the other half is
being drained, you’re never going to make improvements.
For your advertising strategy, you need to identify where you’ll spend your advertising budget. Make
your list as big as you can because it’s largely trial and error when you begin. The advertisers you do
well with keep and the ones that blow, drop them.
Have at least one advertising campaign running constantly. If one week, you’ve a radio ad, follow up
the following week with a newspaper ad.
Not going to lie, you need to define your budget with this and work within it as best you can. There
may be a spell when you don’t have the cash flow to run your ad campaigns. If that is the case, put
some cash aside from your revenue to pay for advertising.
Don’t take the short-term approach to this and use it to fast track business growth and then stop.
The best time to be advertising is when you have strong cash flow in place, but the only way you’re
going to get to that position is to get started advertising.
The most cost efficient will be digital advertising because you get the largest reach, often lower cost
per click, and plenty of control over who sees your ads to ensure the only people clicking are people
you know from your research will be interested in what you have to offer.
Make your offer so compelling they can’t help but contact you but never ever run an ad online
without a call to action. That’s forehead slapping Stupid. (That capital S is not a typo).
Places to advertise your new business:













Pay-per-click - Google, Bing, Facebook
Radio advertising
Newspaper advertisements
Vehicle advertising
Taxis, buses and other people's cars can be done by using
http://www.carquids.com/brands.
Bill board advertising
TV advertising
If your area has a local channel, that's where to focus on as it's far more affordable. If not,
watch the adverts to find the local companies near you advertising on it, then aim to
partner with them. Partnering for charity events such as sponsored walks, or a footie match
between two firms, or a fun day are just a few ideas you can use to partner for more
exposure and piggy back off the increased exposure the paying advertiser is generating
from their campaign. Just don’t tell them how great their ad you saw on the telly was.
They’ll see right through what you’re doing and perceive you as trying to cheat them. Just
do normal outreach with them to peak their interest in partnering for an event.
Shopping centre display stands
Banners at your local football clubs park
Advertising space in the toilets of restaurants
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Bingo halls
Train stations (and on the trains)
In bus shelters
Retail spaces
In stores
At service stations
At the petrol pumps
Leisure centres
Public washrooms
Fast food takeaway packaging (strike a partnership)
Sponsored banner ad on the vehicle of private delivery drivers with their own vehicle
Brand some carrier bags and give them to local stores. Since it’s a 5p charge for a carrier
bag now, the only way around that is with a bag for life. You can buy them custom printed
for £0.30 for a run of 500, so for a £150 ad spend you could get 500 branded bags for life
and give them to your local store owner. They can include them free with purchases of £5
or more or whatever price they like. The important thing is they’re getting into people’s
homes with your brand logo on them and they aren’t going to be thrown out. It’s only a
matter of time before more businesses begin leveraging the advertising space on bags for
life. When they do, the prices will increase for the printing.
Customise some beer mats for your local pub…

You get the picture. There’s no shortage of ways to get advertising.
In fact, there’s far too many for you to include them all. It’d be far too expensive, therefore
unrealistic.
Go through the ideas above, add any you know and would like to try and create a list of places you’d
like to experiment with running ads and then get enquiring.
If you’re finding it overwhelming, you might want to approach an advertising agency.
The important thing is that you do something.
If you’re advertising online, it can get expensive fast if you choose the wrong settings or something
for your ad campaigns.
Any platform online you plan to use for advertising, contact support and ask if they have training
available. The majority will have educational resources and often there are other courses available
you can buy too.
There’s plenty of information for free, but be careful with those freebie ones as they’re often for
lead generation purposes to sell you on a service later with little to no responsibility taken in the
information published and made available to you.
Do what you can to verify information you learn about online advertising before you go spending
your budget. In some cases, such as with Google Adwords and Facebook advertising, following the
wrong advice can get your account banned. So choose carefully who you take your advice from.

PRESS RELEASE
How to use press releases to gain publicity from journalists.
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A press release is the only document that’ll get your business in the press. When writing these
documents, you need to throw out what you’ve been doing with all your other content material.
Blog posts, email newsletters, video scripts, sales pages etc. are all written for your target audience.
A press release is not to address your audience at all. The target audience of a press release is news
reporters/journalists. What those readers need is news and that’s what your press release needs to
deliver to journalists.
Most business owners and those you ask in your network about how to advertise your business,
you’ll always be told by someone, if not many, that the best way to get attention to is to write and
distribute a press release.
The challenge though is finding a topic to issue a press release on.
To overcome the topic challenge, copy and paste this…
25 topics worthy of press releases for media attention
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.

New volunteers being sought
New product
New hire
New book release
News about an event you're hosting or a part of
News about a sponsor partnership
News about partnerships
News about new suppliers
News about funding
News about radio interviews
News about any media exposure because media exposure leads to more media exposure
News about a career fair or job fair your business is part of
News about a company acquisition
News about a successful crowdfunding campaign
An exhibition stand your business has secured at an event
Gala events
Charity golf tournament
Grand opening
Award ceremony
New website or redesign
News about layoffs
New board members approved
An office relocation
A business expansion
News about the release of your annual financials and your business plans for the future

With the topics covered, all there’s left to do is write your press release.

HOW TO WRITE A PRESS RELEASE FOR THE ATTENTION OF JOURNALISTS
The simplest way to create a compelling press release is to start from the end and work backwards.
From the end, you want to fill out the following data:
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A CONTACT NAME FOR JOURNALISTS TO REACH SOMEONE WITH ANY FOLLOW UPS
Remember the aim of the press release is to get the attention of journalists. Just like every piece of
content you create for your business should include a call to action, do the same with your press
release.
This is the part that many businesses get wrong. They address consumers and clients in the press
release using the call to action. Click here for more information. See our full range of products here.
Etc.
Completely off the mark. Consumers don’t read press releases. Journalists do. Make your call to
action applicable to your reader.
Example PR 'call-to-action':
Should you have any questions, please don’t hesitate to contact Joe Bloggs at joe[@]company.com.
Please direct any interview requests to media.company.com or telephone: 00000 000000

MAKE YOUR RELEASE DATE CLEAR
As you’ll know, the media are regulated and seem to work with their own industry lingo. Many of
which you’ll never truly understand what they mean. There’s two terms you need to know before
you submit a press release anywhere.
FOR IMMEDIATE RELEASE
This one does just what it says. Once your Press Release distribution company receives your press
release, they look for the date and time you want it to be released. It won’t appear anywhere until
it’s made clear you’ve okay-d the piece to be published. If you don’t care when it’s released and just
want it distributed as soon as, just put For Immediate Release at the top of your document.
UNDER STRICT EMBARGO
If you do give a darn about when it goes live to the public, this sentence gives media firms clear
instructions of when they can publish. This is important when you are forward planning for a
product launch or anything you want to keep under the radar until you want the information public.
For example: a company acquisition that’s just been agreed and in final stages. You can issue the
press release to the media and instruct them to keep it strictly under wraps until a specific date. For
example:
Under Strict Embargo Until 30TH MAY 2016, 0900 HOURS GMT
The date and the time of the release is controlled when you use the phrase Under Strict Embargo.
You can leave strict out but just to be clear in case there’s juniors in the firm undergoing training,
place strict to ensure they know it’s important and if they’re unsure to get clarification.
Embargoes are used in many situations from government to corporate enterprises, policy
announcements in trade journals, medical journals and many other situations. The primary purpose
is to ensure accuracy in the content.
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Journalists prefer to work with these types of releases as it gives them more confidence that what
they’re reporting is accurate. Beyond that though, they’re getting access to the story before it
breaks, giving the first initial scoop, which must be kept secret until the date and time you specify
for the embargo period to end.

YOUR HEAD OFFICE ADDRESS
Your press release will be distributed online, so you need to tell the media where it is applicable to.
You don’t need your full address, just the city where the story is originating from, which is usually
your companies head office location.
Example: London, UK
This will let other media outlets know there’s news breaking that’s within the areas they report. For
example, The Guardian, The Telegraph, The London Gazette and so on. Without stating your area,
you’ll miss getting the attention of your local reporters.

A PARAGRAPH ABOUT YOUR COMPANY
Your company bio goes at the end of your press release. This is where you state your company
name, trading name (if different), the city, the year founded, website address and a brief mission
statement. Set your line spacing for this part as single line.

YOUR NEWS
Your news is the body of your press release and it’s the entire reason for issuing it. Whatever it is,
make a few bullet points about what’s happening in your business and then expand on them.
For example:
Title: StartPad.Biz Launches Recruitment Drive
To include:
Ambitious entrepreneurs
Generous allowance and benefits package
State of the art open space office
Content Body: (this should be formatted with double line spacing). To write this part, go to your few
bullets and begin expanding.
Have a quote from a spokesperson
Every press release must have at least one quote from a spokesperson of the business. If you’re on
your own, you quote yourself. For example, Chris Haycock says… “insert your comment”. It’s as
though you’re speaking to the journalist reporting. You’re only making it look like you’re being cited
by a reporter.
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REVISE THE TITLE
In the media, headlines are everything. You must have a strong compelling headline to grab the
attention of reporters. To give you an example of the above StartPad.Biz Launches Recruitment
Drive title, that wouldn’t stand a chance.
A press release headline really needs to hit it out the ball park. Formatting for the title is bold and
centred.
Boss Decides to Hire Entrepreneurs; then Support them to Walk Out the Door!

IMPORTANT FACTS FIRST
Remember you’re writing to capture the interest of journalists. They don’t like to be kept waiting so
get your best and most powerful punchlines right in there in the opening paragraph.
Stick them to your words.
Chris Haycock of StartPad.Biz is on a mission to provide good pay to entrepreneurs ready to
start their own business. He may be the first to actively support candidates walk out their
jobs, by providing partial financing through better pay and shorter work hours.
Example press release
Under Strict Embargo Until:
30TH MAY 2016
0900 HOURS GMT
Media Contact
Your Name
Company Name
Boss Decides to Hire Entrepreneurs; then Support them to Walk out the Door!
[May 30th 2016 London, UK] Chris Haycock of StartPad.Biz is on a mission to provide good
pay to entrepreneurs ready to start their own business. He may be the first to actively
support candidates walk out their jobs, by providing partial financing through better pay
and shorter work hours.
StartPad.biz is seeking entrepreneurial employees. They know everyone starts somewhere.
This is a great opportunity for those seeking to go out on their own to get in on the action
and learn from mentors in-house. When they’re ready to leave and form their own
business, they’ll be given the support to branch out on their own.
Allowances on offer are beyond the typical customer service salary packages. Startup.biz
founder Chris Haycock says “Financing a start-up is the most challenging aspect. In
recognition of this, we feel it’s important to bring aboard entrepreneurial candidates who
can help us grow our business, and in return, we help our employees to start and grow their
businesses”.
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In an unforgiving industry where business is cut-throat, the key to winning is onboarding
people with talents to move the business forward. It’s a partnership with employees, where
nobody’s the boss.
Entrepreneurial candidates must be able to express their own business vision in his or her
application to be considered for the role. Anyone interested without the ambition to
branch out and start their own business; this isn’t the right position.
Startup.biz is only looking for the entrepreneurial candidates with drive, focus and
determination to succeed.
About Start Pad
StartPad was founded by Chris Haycock and Fay Easton in 2016. Its primary goal is to help
budding entrepreneurs to take their idea from launchpad to liftoff. The StartPad platform
provides new business owners with everything they need to take their idea through all the
stages of starting up, whilst at the same time building their business plan. It’s a
collaboration approach that brings new start business owners together, providing a support
hub for information, advice, and a place to discover strategic business growth strategies to
fast track new businesses, getting them ready for investment stage.
Visit StartPad.biz to find out more, or see our careers page for our latest positions.
Should you have any questions, please don’t hesitate to contact Joe Bloggs at
joe[@]company.com. Please direct any interview requests to media.company.com or
telephone: 00000 000000
###
(The above is completely fictional)
Those three hash tag symbols represent the end of your press release.

WHERE TO SUBMIT YOUR PRESS RELEASE
For UK SMBs, there’s only one source you want to be using to be using to get your press release
working for your business.
https://www.journalism.co.uk/press-release-distribution/s72/
Whichever PR Distribution Service you use, make sure to find out how many journalists they have
subscribed to their service. Anyone news outlet will get you into Google News, but it’s pointless if
the publications don’t have journalists reading the material.
Distribution services may claim to be able to boost your exposure, get your content syndicated here,
there, and everywhere, but that is not your job.
Your only job is to get your press release in front of people who work in the media and those are
journalists. In the UK they are registered and members of Journalism.co.uk, thousands of them.
Google news may feel like it’d be great to get your story on but it’s not your field of expertise. Feed
some bait to the media pros, entice them to take a bite and reach out to you for an interview.
It’s then the job of the journalist to take your story wider.
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Press releases are not for SEO purposes. They were used for a while to boost organic search
rankings, but they aren’t as good for that now. What you’ve learned here about the purpose of press
releases is the reason why. Those who tried to game Google made up news that nobody cared
about. They appeared on syndication sites and were never picked up by journalists.
Don’t write your press release for your customers, or for search engine fodder. Use it to report on
genuine news to attract the attention of journalists.
When you peak the interests of journalists, they’ll pick your story out, then set about to do their job
and get more publicity for your business through additional reporting and further exposure for you
through interviews.

BUILD YOUR BRAND
Now you're up and running, it's time to build your brand.
Put what you think you know about branding to the side and read this because what you think you
know may well be wrong.
Why so?
Because the vast majority of small businesses stay small, don’t grow and hit the wall because they
think they know it all.
Colourful website, professional logos, custom typography and your brand colours stamped on every
accessory lying around on office desks.
Those are all advertising tools. They are not what your brand is. Business owners often think they’re
branding when all they do is advertise.
Marketing your business is a walk in the park in comparison to building a brand. Building a brand
takes time, devoted attention, careful planning and consistent execution.
The difference between building a brand and advertising a brand
Your brand has three things going on:




A vision
Company values
A mission statement

Please pay close attention to this next part, because this is what builds businesses.
You do not solely advertise your products and services. You market the heck out of your brand.
Watch the ads on TV to see how the big brands do it. You’ll never see an ad running on TV without
learning something about the company selling it. The product may be prominent but you’ll begin to
notice the most prominent aspect of them all is the company name, style, and snippets of what the
brand stands for. Many will even throw in their slogan for good measure just to be sure their brand
is remembered. Not the product or the price. The brand!
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HOW TO SET OUT TO BUILD BRAND AWARENESS
You go out and tell the world what your brand stands for. Stand up and take pride in your company’s
core values, tell the world you’re on a mission and share your mission statement. You do not need to
take a controversial stand on anything. You do need to stay consistent.
There’s a reason the mission word is followed by statement. Make yours an almighty powerful
statement and then go to town advertising it.

HAVE A VISION
…Here’s something else to think about - Aligning your own vision with that of your business.

You’re the one in the driving seat of your business and that means you’re in control of your destiny.
Embrace it!




Think big
Think global
Think partnerships

More than anything – think value.
Every part of your brand should scream value to your customers.

VALUE ISN'T CHEAP
In a store, the word value reflects the cheaper stuff on the shelves, the white label products.
Value goes beyond price though. It’s also how your staff greets your customers, delivering your
service or product on time, resolving disputes diplomatically, and creating a public persona for your
business.
Your businesses public persona is your brand. That’s what you’re building.
Make your company persona something that people can recognise, just as a new hire can meet their
new supervisor and instantly take a dislike to their new job, so too can customers on their first
introduction to your business.
Your value proposition, mission and vison statements are the driving force of your brand. Everything
is else is just marketing. Advertising a product or service will get expensive fast. The only way you’re
going to lower your overheads in the marketing division is to get your prospects remembering your
brand.
Bring people to your business through any form of marketing, capture their interest and then
promote your brand to them.

WHO TO PROMOTE YOUR BUSINESS TO?
Well, that’s where you need to know where you want to be. It’s all about your positioning. If you’re
doing nothing different and selling commodities, you’re competing head on with price alone and you
won’t last long doing that. Your competition has been around a lot longer than you and will win
hands down because you won’t be able to sustain aggressive marketing.
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What you need to do is break into the industry in the smallest of areas just to get your foot in the
door.
Here’s a really quick example:
Imagine your business is opening a pet store. There are already a couple of giant pet stores in your
town and you want to open with less stock, higher prices and fewer support staff.
Not a good position. Let’s say you focus on dogs, cats and goldfish - you can move in with a
personalised service, using a slogan like….
Your local pet store that feeds, waters, and exercises pets
In your store, you’ve experienced animal experts manning the floor, partnerships with local dog
walkers who provide you with dietary details of the pets they take care of when their owners are
away, and you’ve the local pet and house sitters providing a service.
You’d really be in a position to beat out the bigger competition because you’re in there at a local
level, supporting and being involved within the community, and not as a corporate giant with
employees that don’t give a darn about the company employing them. They’re only there for
minimum wage.
You go in somewhere in the sector with something different than the rest. Find a space in your
sector that no other firm is serving a need, or if they are, make sure they suck at it and then do the
job a whole lot better and beat them on service. You’ll never win a price war. Service delivery is
where it matters.
Build your vision for your business and then set about making it a reality. Doesn’t matter how big
you shoot because you just break things down to manageable steps.
Create your brand persona first and from there, you build on it.
Then create your business tagline/slogan. Choose the colours to represent what your brand stands
for, and do the same with your company logo. Each of your marketing tools will be advertising your
brand and much of that is determined by your position in the market.
Go small and completely dominate, then grow your business.
Remember…




Mission
Value
Vision

Get statements written down for each of those and give some serious thought to where you want to
position your business. When you have the three statements crafted, then look at your marketing
channels.
In any product promotion you’re advertising always keep your brand in mind because it’s what will
make your brand memorable, which the vast majority of smaller sized businesses providing services
and products aren’t doing.
Companies are memorable. Not the goods and services.
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CREATE A NEWSLETTER
Email newsletters are part of email marketing. They’re only one aspect of it, but they are the most
important.
The reason: They keep your subscribers engaged in your business and feeling a part of it.
With your email marketing campaigns, you can use your list to create a variety of types of emails.
1.
2.
3.

Some will be promotional (recommended 10% of all emails)
Some will be educational (recommended 90% of all emails)
Some will be news (recommended weekly or monthly)

The last part about your company news is what your newsletter is. These don’t fall into the part of
an auto-responder follow-up sequence. Those are used for evergreen content. That’s content that is
relevant whenever you send it.
With newsletters, they are not evergreen. They are timely. They are based on the most current
happenings in your business and industry at the time you send them.
They are not solely focused on one topic. They contain snippets of information with links to read
more at wherever the information is published online. It can be your content, it can the content of
others, and it can be your customer reviews.
So long as it’s news, it will fit into an email newsletter.

WHY EMAIL NEWSLETTERS MATTER
Email newsletters are your ticket to highly engaged customers. Those on your list will be getting tons
of emails landing in their inbox. As such, very few get any attention.
The reason businesses struggle is they look at email marketing as direct mail. The emails sent are
designed to sell, sell, and sell some more. As a result, the campaigns and R.O.I blows!
With all forms of email marketing, there is only one metric that matters and that is your click
through rate. Marketers will tell you it’s the open rate, but to be honest, if people open your email
and then do nothing, they’d be as well not opening it all. Therefore, you do need strong and
compelling subject lines, but you need to engage on a high level to get a good CTR. The higher your
click-through-rate is, the more engaged your subscribers are.
That is the only thing that matters because engaged subscribers become customers.
Always be looking to improve your CTR.

WHAT TO WRITE ABOUT IN YOUR EMAIL NEWSLETTER?
There’s three items that will highly increase your CTR using an email newsletter.Those are:
1.
2.
3.

News
Most Popular content
Recommended reading
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Your news is top of the list, if you have received an award and want to share your success with your
subscribers (as you should be), that goes top and it’s the featured part of your newsletter.
Next you have the most popular content in your industry that’s only recently been published. This is
where your social media and your network come in. The more people you’re connected to, the more
looped-in to current events you’ll be. What you learn from your network, it’s your job to loop in your
subscribers into your field.
If there’s an event taking place that you or a company representative of your business will be
attending, or speaking at, that’s company news too. Therefore, include that front and foremost in
your newsletter.
If it’s another business, it’s recommended reading. If it’s something that’s setting the media ablaze,
share it with your subscribers in your most popular content section.
You may be thinking at this stage that your emails are going to contain a lot of links – well, yes they
are and they should too.
Research from Silverpop.com showed that the secret sauce to boost your click through rate is to give
your subscribers plenty of links to click. The vast majority will be yours and recommended is
maximum is 21 links. With more links, you can obtain a near 20% CTR. That’s high! Most marketers
are lucky to get 5%.
Of course, you need a well-designed template for your newsletter to get any interaction happening.
Lucky for you, there’s already good designs incorporated into the major email marketing platforms.
To name a few:




Aweber
MailChimp
Get Response

Each of those services has pre-designed templates you can use and customise too.

WHY YOU NEED AN EMAIL MARKETING SERVICE PROVIDER
It’s actually an auto-responder provider you use for your newsletters. You need these service
providers in your toolkit because without them, you’ll never be able to manage your campaigns.




You need your sign-up forms to collect email addresses
Then manage those email contacts
Then segment your lists to deliver relevant content only to your subscribers

The main reason you need a specialist email marketing provider is to keep you in compliance with
email marketing regulations.
You cannot go sending emails to just anyone. You must have permission before you can send a
promotional email. This is done using double opt-in. Your subscriber opts in to receive your emails,
and then they need to click on a confirmation link sent by your email marketing provider, for which
they click to express their permission to you to receive your emails.
There’s two pieces of legislation you need to be aware of before you start email marketing:
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1.
2.

Article 13 of the EU’s Directive on Privacy and Electronic Communications
CAN-SPAM Act 2003

Both require you to get permission from subscribers before you add them to a contact list. It’s
because of this that in some marketing circles that email marketing is referred to as permission
marketing.
As you’re going to be using an email marketing service provider to create, send and manage your
newsletters, the best place to learn about them is from the providers themselves.
Any service provider who doesn’t provide you intensive support articles, tutorials and other learning
materials, they aren’t worth bothering with.
The three service providers mentioned each have a library of resources for you to learn about email
marketing.

FORGE PARTNERSHIPS
The single fastest way to accelerate growth in your company.
To gain ground fast, you can forget ploughing money into advertising, digital and email marketing
campaigns, or even thinking about attracting outside investment.
The surest way to accelerate the growth of your new start is to forge a partnership.
It’s called a strategic alliance.
Let’s break those two words down to help you understand how you can leverage this powerful
growth tactic to accelerate your business growth.

STRATEGIC
If this word isn’t in your vocabulary, learn it. Much of what you do in your bushiness will be strategic.
It involves planning. Very careful planning and you’re thinking about the long-term picture when
you’re doing this.

ALLIANCE
A quick definition for the word alliance: “…a union or association formed for mutual benefit,
especially between countries or organisations.”
There’s not much else needs said beyond the definition of the word.
Where it matters is when you put the two above words together to form a strategic alliance and
then your business is going to get somewhere, and faster than you’d expect to get it done
independently.
Here’s what matters when it comes to partnering with other small businesses
…Or corporate giants if you can get one or more on board

Three things…
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People or companies must complement each other’s strengths. Or another way to look at it is to
cancel out each other’s weaknesses.
Partners, individuals or firms will be reliant on each other to get the job done. Think how Xero works
with accountants. Accountants need the Xero software and Xero need accountants for clients to use
their software. Without the partnership, both couldn’t deliver on the service qualities and
efficiencies provided to customers.
One firm will be better in some areas and the other better in others. A good example of this is a web
development firm. Designers may be great at the graphical side of things, but the writers are the
ones who are great at content to make the websites work. It enables a full package to be delivered
and faster because of the collaboration. Or to go back to the Xero example, accountants know
nothing about software development. Xero aren’t accountants. They’re software developers. That’s
a strategic alliance. Look how fast they got their product to market. And on a global scale in just a
few years.
There’s no question about it. You need to forge alliances with other business owners. It’s the fastest
business acceleration tactic that’s time-tested and proven to work.
Coke did it when they partnered with Proctor & Gamble.
A struggling company called Ericsson turned their fortunes around by partnering with Sony to create
the Sony Ericsson mobile handset.
Just this year, the giant software company IBM announced its global partnership with Box – a leader
in the cloud storage sector.
There’ll be millions more of examples where partnerships have rocked entire industries. If you’re not
at least investigating partnerships, you’ve a huge threat on your hands because the first of your
competitors to strike a good partnership deal will beat you and that’s a fight you cannot win during
your early days of starting your business. You won’t have the capital nor the expertise to beat a well
collaborated competitor.
Your only way to gain the biggest unfair advantage in your field is to beat your competition with
strategy.

DEVELOPING YOUR STRATEGY TO FORM STRATEGIC ALLIANCES
START WITH YOUR OWN SWOT ANALYSIS
What you’re looking for is your company’s strengths and weaknesses. You need to know those
before you approach anyone to discuss a partnership. They’ll want to know exactly what you’re
going to bring to the table, your strengths and your weaknesses.
As mentioned, your strengths should cancel out your competitors’ weaknesses and vice versa.
Understand that you’re going to be exposed to your vulnerabilities.
One thing you must do is get off your high horse. It’s well known that entrepreneurs are confident in
their abilities. When you’re discussing any partnership, you will be vulnerable because you need to
be completely transparent about your weaknesses. It’s not the best of discussions but if you aren’t
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completely transparent, any potential partners will walk away. You’re not expected to be great in
every department.
YOUR WEAKNESSES ARE YOUR BIGGEST ASSET.
There’s no perfect business in existence. There are always threats and weaknesses. When
approaching partnerships, those weaknesses are the strongest assets because it’s the foundations to
build on.
OBEY THE ULTIMATE RULE OF PARTNERSHIPS.
“Do unto others as you’d have them do unto you” A biblical reference that applies to business

partnerships. Treat your partners the way you expect to be treated and ensure they’re on the same
ground. It’s called ethics and without it, the partnership won’t work.
DECIDE IF YOU’LL BE PARTNERING FORMALLY OR INFORMALLY
You can go about partnerships formally or informally. For a formal approach, you’ll need a business
advisor, or perhaps your accountant could help. This would entail setting up a new business entity as
a Limited Partnership. Definitely seek professional advice before you enter into a formal business
setup.
The simpler way is through informal partnerships. The only thing both parties need to do is write up
an outline that both parties agree on, detailing who is responsible for what activities, the
expectations, responsibilities and a code of ethics, because the partnership will affect the customers
of both parties. None can be seen to be inappropriately conducting themselves or letting customer
service slip.
TREAT YOUR PARTNERS AS YOU DO YOUR LIFE PARTNER.
If you’ve never been dragged to marriage counselling, there’s a good chance you’re doing something
right. And if you feel you’re heading in that direction because you’re spending too much time on
your business, then remember this...
The best marriages are those where both people go beyond the minimal commitments, like no
cheating. Instead, each person does something every day to make his or her partner feel that little
bit happier.
Always deliver more than you commit to in your contractual agreements.
DEVOTE PLENTY OF ENERGY INTO SUSTAINING THE RELATIONSHIP
For a partnership to be successful in the long-term, it takes a lot of perseverance. There will be
hiccups along the way, for which you’ll need to be open and discuss challenges. Never brush
anything under the carpet. Transparency is crucial.
Now, when things are running smooth and there’s a huge win for both parties, don’t let it go
unnoticed, especially if it’s a big contract with a healthy profit for both parties. Share the wealth and
include any employees with a little cash bonus to reward all parties involved and not just the two
people that shook hands to make the partnership happen.
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Keep everyone in each business happy and the best way to do that in business is to share the
wealth. If it means throwing an office party with complimentary food and beverages, go for it.

IN CONCLUSION
It’ll take you years to hire all the experts you need to get extensive knowledge inside your business
to handle every aspect of it. The fastest way to increase expertise within your business is to onboard the talent through strategic partnering.
Connect with businesses that will compliment your product or service. It could be anything from
customer help desk support, to packaging firms, or even couriers to get your shipping faster and at a
more favourable price.
Figure out what’s pushing your prices up for your customers and work out what sort of companies
would be ideal to bring your costs down, while bringing outside expertise to your business. Of
course, remember to account for your own expertise and figure out what you can do for other
businesses. Once you’ve identified likely candidates, do outreach to open discussions and get the
ball rolling.
Many a business would jump at the chance of a partnership. They just haven’t the knowledge or
time to investigate how to go about it.
Talk to them and you can both figure out the best way forward for mutual benefit, while doing
what’s right for customers of both companies too.
In partnerships – everybody wins! That’s the aim of the game.
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CHECKLIST - LAUNCH
Go through the following checklist and tick when you have completed each task.
UNDERSTAND PRODUCT PRICING

1

Do you understand the different product pricing models? Choose which model is
the most appropriate for your business.
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Blast Off!
Closing statements and summary. To be written.
Good luck with your venture.
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