
Index

• Numbers •
80/20 rule (Pareto Principle), 94

• A •
accounts payable, 184
accounts receivable, 179
accrual basis accounting, 186
accumulated depreciation, 181–182
accumulated retained earnings, 185
accured expenses payable, 184
ACES questions, 64–65
action plan

benefi ts of creating, 12
charting a turnaround, 238–240
checklist, 281
monitoring and reviewing, 309–311
for a one-person business, 217
putting it all together, 279–280
putting the plan to work, 21
small business, 225

Adobe Reader software, 342
advice, seeking, 26–27, 285–286
advisor, management style, 304–305
AFAR, Internet marketing, 221–222
Amazon

branding statement, 161
creating a customer profi le, 266
as e-business success, 261
establishing a sense of values, 68
establishing an identity, 52
traditional business operations, 267
values proposition, 268

angel investors, 233–234, 327
annual review, business plan, 309–311
appendixes, business plan, 21
Apple Computers, new opportunities, 41
Assessing Your Sale Readiness, Business 

Transferability (Form 11-4, CD-ROM), 243
assets, 178–179

• B •
balance sheet

about the, 178–179
creating your own, 186
current assets, 179–181
current liabilities, 183–184
estimated balance sheet, 195
fi xed assets, 181–182
intangibles, 182
long-term liabilities, 184
owner’s equity, 184–185
total assets, 183
total liabilities and equity, 185

Balance Sheet, Company (Form 8-2, 
CD-ROM), 180

bank fi nancing. See fi nancial planning
BankAmericard, business change, 147
bankruptcy, 183
barriers to entry, 83–84
Barriers to Entry Checklist (Form 4-2, 

CDE-ROM), 84–85
Basic Business Defi nition Framework 

(Form 3-1, CD-ROM), 52–53
Basic Market Segmentation Framework 

(Form 4-8, CD-ROM), 94, 96
behavioral patterns, customer, 85–88, 88
benchmarks, 12, 23–24
Biggest Competitors and Their Likely 

Moves, Our (Form 4-14, CD-ROM), 105
Bill and Melinda Gates Foundation, 257
Bing, branding statement, 161
blueprint

benefi ts of creating a, 12
business organization, 297–299
business-planning as a, 17–18

Board of Directors (BOD), 143
board of trustees, nonprofi t, 253–255
boss, management style, 304–305
“the bottom line”, 177
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brainstorming
creativity idea blender, 32–35
is a team effort, 36–38
keeping track of ideas, 28
for new products/services, 32
for solutions to challenges, 35–36

Brand Statements Worksheet, Positioning 
and (Form 7-1, CD-ROM), 148

branding. See positioning and branding
bridge fi nancing, 272
British Petroleum (BP), sense of values, 68
Brounstein, Marty (Coaching & Mentoring 

For Dummies), 307
budgeting. See forecasting and budgeting
buildings and equipment

depreciation, 188
as fi xed assets, 181

business. See also small business
barriers to entry, 83
begins with a defi nition, 51–53
creating the business model, 53–55
environmental impacts, 105–106
goals and objectives, 62–67
mission statement, 55–62
positioning and branding, 160–162
responding to change, 147–149
staying focused, 150
values statement, 67–72
vision statement, 72–73

Business Challenges Questionnaire (Form 
2-3, CD-ROM), 35–36

Business Competitors, Our (Form 4-10, 
CD-ROM), 100

Business Customer Profi le (Form 4-9, 
CD-ROM), 96–97

Business Defi nition Framework, Basic 
(Form 3-1, CD-ROM), 52–53

business environment
analyzing your industry, 80–82
B2B customers, 96–97
barriers to entry, 83–84
checklist, 281
defi ning the competition, 100–105
defi ning the customer, 84–90
defi ning the market, 98–100
e-business, 264–266
environmental consciousness, 105–106

for a one-person business, 214–215
preparing for change, 226–227
sharpening customer focus, 90–96
small business, 221–222

Business Expenses  (IRS Publ. 535), 225
business fi nancing. See fi nancial planning; 

fi nancing, business
Business Goals, Checklist of Common 

(Form 3-8, CD-ROM), 65–66
Business Goals, Our Major (Form 3-9, 

CD-ROM), 66–67
business groups. See nonprofi t 

organizations; professional groups/
organizations

business ideas
brainstorming, 31–40
evaluating, 329–332
identifying opportunities, 40–44
performing a reality check, 45–49
reviewing the fi nished plan, 333–336
using a questionnaire, 36–38

business intelligence
assessing the competition, 157–158
collecting, 99–105

business mergers/sales, 241–243
business model. See also established 

business; small business
controlling costs, 123
creating the, 53–55, 122–124
defi ning your own, 12, 117–118
diagnosing problems, 237–238
e-business, 263
e-business planning and, 266, 270–271
generating revenue, 120–121
nonprofi t organizations, 120
one-person business, 113, 201–205
planning an exit strategy, 125, 128
planning for growth, 124–125, 126–127
pricing your product, 121–122
reaching for profi tability, 118–119
responding to change and trends, 79–82
timing cash fl ow, 120

Business Model Questionnaire (Form 5-6, 
CD-ROM), 122–123

business networking. See networking
Business Networking Resources, Checklist 

of (Form 9-5, CD-ROM), 215
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business opportunity. See also business 
ideas; SWOT analysis

change in society leads to, 41
competition creates, 157–158
evaluating, 41–42
listening to customers for, 40–41
narrowing the choices, 42–44
performing a reality check, 45–49

Business Opportunity Evaluation 
Questionnaire (Form 2-4, CD-ROM), 
41–43

Business Opportunity Framework (Form 
2-5, CD-ROM), 42, 44

business organization. See also 
management/leadership

applying the plan to, 297–298
assessing capabilities, 110–114
basic structures, 145–146, 298–299
describing capabilities, 143, 145
duties and responsibilities, 299–300
employee training, 307–308
leadership and motivation, 304–306
organizational chart, 145
planning for change, 309–313
promoting teamwork, 303–304
succession plans, 308–309
systems and procedures, 300–302

Business Owner’s Toolkit, 283
business plan. See also information and 

resources
about actually writing the, 279–280
addressing entry barriers, 83–84
alternative versions, 293–294
B2B considerations, 96–97
conducting an industry analysis, 79–82
creating a customer profi le, 94–94
describing products/services, 131–134
encouraging feedback, 311–312
fi nancing the, 323–327
for e-business, 261–263
for established business, 231–232
for nonprofi t organizations, 245–246, 

245–251
for one-person business, 201–204, 213–217
for small business, 220–225
making money with, 15
market segmentation, 94–96

monitoring and reviewing, 309–311
planning for change, 312–313
reviewing the fi nal draft, 333–336
reviewing the working draft, 294–295
target audience, 16–19, 290–294
timetable/time frame, 23–24
warning signs/red fl ags, 317–321

Business Plan Audiences, Checklist of 
(Form 1-3, CD-ROM), 17, 19

business plan components. See also 
specifi c individual components

about the common elements, 20–21
action plan, 12, 217, 225, 298
appendixes, 292–293
business environment, 80–84
checklist, 280–282
company description, 216, 222–223, 298
company overview, 133, 135, 214, 239, 294
company strategy, 109–117, 298
executive summary, 124, 125, 232, 234, 

289, 292
FAQs, 22–23
fi nancial review, 118–119, 237–240
marketing strategy, 153–159, 170, 223, 259

Business Plan Components Checklist 
(Form 14-1, CD-ROM), 281–282, 295

Business Plan, Major Components in a 
Typical (Form 1-5, CD-ROM), 20–21

Business Plan Target Audience Guidelines 
(Form 14-3, CD-ROM), 295

Business Plan Target Audiences and Key 
Messages (Form 1-4, CD-ROM), 18

Business Plan Tracker (Form 1-7, CD-ROM), 
27–28

business planning process
avoiding jargon, 1, 290–291
beginning the, 9–11
benefi ts of, 12
as a blueprint, 17–18, 297–299
brainstorming, 31–40
defi ning your situation, 11–12, 131–132
e-business expansion of, 273–275
focusing on a message, 17–18, 132–134
identifying a target, 16–17
information and resources, 25–26
keeping track of, 27–29, 289–290
ongoing process of, 23–24, 295, 309–313
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business planning process (continued)

putting it all together, 279–280
seeking expert advice, 26–27, 285–286

Business Planning Situations, Typical 
(Form 1-1, CD-ROM), 12–15

business planning team
delegating responsibility, 287–288
establishing priorities, 289
ground rules and procedures, 288
tracking progress, 289–290

Business Planning Wish List (Form 1-2, 
CD-ROM), 15–16

Business Plans For Dummies (Tiffany & 
Peterson), 67, 146, 282

business résumé, 12, 143
business schools, as planning resource, 25
business software, 285
business strategy

evaluating new ideas, 329–332
growth strategies, 234
nonprofi t organizations, 254, 257, 259
reviewing the fi nished plan, 336
small business, 223
warning signs/red fl ags, 320–321
web-presence as, 262–263, 267

Business Transferability: Assessing Your Sale 
Readiness (Form 11-4, CD-ROM), 243

Business Use of Your Home (IRS Publication 
587), 211

business-to-business customers (B2B)
developing a profi le, 94–96
market segmentation and, 156–157
purchasing habits, 99–100

buyer groups, 94–96
buying behaviors

business plan analysis, 20
market segmentation and, 156–157
understanding customer, 12

buzzwords, avoiding, 58

• C •
CACI Sourcebook of ZIP Code 

Demographics, 89
capital investment. See investment capital
Cash Flow Statement, Company (Form 8-3, 

CD-ROM), 192

cash/cash reserves
forecasting and budgeting, 194–196
as liquid assets, 179, 190
nonprofi t organizations, 258–259

cash-fl ow statement
about the, 186–187
creating your own, 191
net change in cash position, 190
projected cash fl ow, 195–196
total funds in, 187
total funds out, 187–189
tracking liquid assets, 190

CD-ROM
about using, 1–2
fi le formats, 339
forms at a glance, 339–342
other included software, 342
system requirements, 337
troubleshooting, 343
use with MacIntosh, 338
use with Windows, 338

charitable organizations. See nonprofi t 
organizations

checklist. 
business plan, 13–15, 20–21
business plan tracker, 27–28
priorities and wish list, 16
timetable/time frame, 24

Checklist, Barriers to Entry (Form 4-2, 
CDE-ROM), 83–85

Checklist, Business Plan Components 
(Form 14-1, CD-ROM), 281–282, 295

Checklist, Common Systems and Procedures 
(Form 15-2, CD-ROM), 302, 313

Checklist, Customer Service (Form 7-6, 
CD-ROM), 167

Checklist, Distribution Strategy (Form 7-3, 
CD-ROM), 165

Checklist, Employee Retention (Form 10-4, 
CD-ROM), 230

Checklist, Employee Training Resource 
(Form 15-4, CD-ROM), 308, 313

Checklist, Job Recruiting (Form 10-3, 
CD-ROM), 230

Checklist, Pricing Strategy (Form 7-4, 
CD-ROM), 166

Checklist, Product Strategy (Form 7-2, 
CD-ROM), 164
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Checklist, Product/Service Description 
(Form 6-1, CD-ROM), 132–133

Checklist, Resources for Growth (Form 5-7, 
CD-ROM), 125, 126

Checklist, Self-Employed Expense (Form 
9-3, CD-ROM), 210

Checklist, Working Draft (Form 14-4, 
CD-ROM), 295

Checklist for Managing Change (Form 15-5, 
CD-ROM), 313

Checklist of Business Networking 
Resources (Form 9-5, CD-ROM), 215

Checklist of Common Business Goals 
(Form 3-8, CD-ROM), 65–66

Checklist of Common Business Plan 
Audiences (Form 1-3, CD-ROM), 17, 19

Checklist of Common Exit Strategies (Form 
5-9, CD-ROM), 125, 128

Checklist of Common Warning Signs (Form 
11-2, CD-ROM), 236, 243

Checklist of Key Steps in Planning an 
E-Business (Form 13-1, CD-ROM), 276

Checklist of Management and Leadership 
Traits (Form 15-3, CD-ROM), 313

Checklist of Nonprofi t Marketing Strategies 
(Form 12-6, CD-ROM), 260

Checklist of Responsibilities of a Nonprofi t 
Board (Form 12-4, CD-ROM), 260

Checklist of Typical Grant Proposal 
Sections (Form 12-5, CD-ROM), 260

Chief Executive Offi cer (CEO), 143, 253
Chief Financial Offi cer (CFO), 27, 143
Chief Operating Offi cer (COO), 143
Chief Professional Offi cer (CPO), 253
Chief Technology Offi cer (CTO), 143
Chief Volunteer Offi cer (CVO), 253
Chronicle Research Services, 81
Coaching & Mentoring For Dummies 

(Brounstein), 307
Coca-Cola Company, sense of values, 68
colleague, management style, 304–305
commercial line of credit, 325
Common Systems and Procedures Checklist 

(Form 15-2, CD-ROM), 302, 313
Company Balance Sheet (Form 8-2, 

CD-ROM), 180
Company Cash Flow Statement (Form 8-3, 

CD-ROM), 192

company description
business plan component, 21
checklist, 281
one-person business, 216
small business, 222–223

Company Income Statement (Form 8-1, 
CD-ROM), 175

Company Opportunities and Threats (Form 
5-3, CD-ROM), 114–115

company overview, 20, 281
company strategy

assess opportunities/threats, 114–115
assess strengths/weaknesses, 110–114
checklist, 281
defi ning the business model, 117–124
employee feedback, 311–312
exit strategy, 125–128
for growth, 10–11
growth strategy, 124–125
marketing, 12
monitoring and reviewing, 309–311
for a one-person business, 216
as part of business plan, 21
SWOT analysis, 115–117
when a turnaround is needed, 238–240

Company Strengths and Weaknesses Grid 
(Form 5-2, CD-ROM), 112–114

Company Strengths and Weaknesses 
Survey (Form 5-1, CD-ROM), 111

Company SWOT Analysis Grid (Form 5-4, 
CD-ROM), 115–117

competition
as barrier to entry, 83–84
benefi ts of understanding, 12, 100
business plan analysis, 20
collecting intelligence on, 101–103
as employee motivator, 305–306
evaluating new ideas, 331
gaining market share, 157–158
to grow or not to grow?, 227–228
location and environment, 221–222
staying ahead of, 103–105
testing the fi nished plan, 336
warning signs/red fl ags, 319

Competitive Intelligence Checklist (Form 
4-11, CD-ROM), 101, 102

Competitor Tracking Form (Form 4-13, 
CD-ROM), 103
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Competitors and Their Likely Moves, Our 
Biggest (Form 4-14, CD-ROM), 105

Competitors Questionnaire, Potential 
Stealth (Form 4-12, CD-ROM), 101–104

consultants. See also mentor/mentoring
for fresh ideas, 39
nonprofi t organizations, 255
as part of management team, 143
turnaround professionals, 237

Consumer Reports, 54
contingency planning, 264
cost analysis

benefi ts of conducting, 12
controlling costs, 122
e-business, 264–266
evaluating new ideas, 332
for a one-person business, 205–212
regular versus one-time costs, 224
warning signs/red fl ags, 317–318
website development, 274–275

cost of goods acquired, 188
Council of Better Business Bureaus 

Foundation, 258
creativity quotient, 35
Cumulative List of Organizations (IRS Publ. 

78), 249
current assets, 179–181
current liabilities, 183–184
Customer Intelligence Checklist (Form 4-4, 

CD-ROM), 90–92
customer loyalty

as barrier to entry, 84–86
environmental consciousness and, 106
good service creates, 113, 154, 266, 268
marketing strategy builds, 154
warning signs/red fl ags, 320

customer profi le
benefi ts of understanding, 12
business plan analysis, 20
business-to-business, 94–96
creating the, 84–86
describing an ideal, 93–94
developing focus, 90–92
e-business, 263, 266
marketing plan and, 156–157
for new business ideas, 331

reviewing the fi nished plan, 333–336
secondary research, 86–90
segmenting into buyer groups, 94–96

Customer Profi le, Business (Form 4-9, 
CD-ROM), 96–97

Customer Profi le Questionnaire (Form 4-3, 
CD-ROM), 85–90

Customer Questionnaire, Ideal (Form 4-6, 
CD-ROM), 93–96

customer service
assessing capabilities, 110–114
creating an environment of, 167
e-business, 265–266
systems and procedures, 300–302

Customer Service Checklist (Form 7-6, 
CD-ROM), 167

Customer Snapshot (Form 4-5, CD-ROM), 92
Customers, Distinguishing Traits of Ideal 

(Form 4-7, CD-ROM), 94

• D •
demographics

customer profi le, 85, 87–88
preparing for change, 226–227

depreciation expenses, 176
direct competitors, 157–158
Distinguishing Traits of Ideal Customers 

(Form 4-7, CD-ROM), 94
distribution and delivery

assessing capabilities, 110–114
describing capabilities, 140–142
responding to change, 149
systems and procedures, 300–302

Distribution and Delivery Survey (Form 6-7, 
CD-ROM), 142

Distribution Strategy Checklist (Form 7-3, 
CD-ROM), 165

distribution strategy, 164–165
distributions to owner, 188
divide and conquer, organizational model, 

146, 298
dividend and interest income, 187
donors. See grants and donors
dot.com crash of 2000, 261, 272
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• E •
Eastman Kodak, business identity, 52
EBIT (earnings before interest and taxes), 177
e-business. See also Amazon

about conducting, 261–262
business model, 263, 270–271
business planning, 262–263
business planning issues, 264–266
creating a customer profi le, 266–267
dot.com crash, 261, 272
establishing value, 267–269
expansion to include, 273
fi nding the money for, 270, 272–273
forecasting and budgeting, 274–275
online retailing, 274
social networking and, 275

E-Business, Checklist of Key Steps in 
Planning an (Form 13-1, CD-ROM), 276

E-Business Model Construction Worksheet 
(Form 13-4, CD-ROM), 271, 276

E-Business Value Proposition Worksheet 
(Form 13-3, CD-ROM), 269, 276

ecofriendly practices, 105–106
economic factors

as barrier to entry, 83
business-planning process, 10
during economic downturns, 247
preparing for change, 226–227
starting in a business downturn, 22–23

economy of scale, 84
Edison, Thomas, 40, 330
80/20 rule, 94
elevator speech, 134–135
Elevator Speech Planning Questionnaire 

(Form 6-2, CD-ROM), 136
employee handbook, 12
Employee Retention Checklist (Form 10-4, 

CD-ROM), 230
Employee Training Resource Checklist 

(Form 15-4, CD-ROM), 308, 313
employees

creating sense of ownership, 56, 303
e-business planning and, 264–266

encouraging feedback, 311–313
growth strategy, 227–228
keeping them informed, 240–241
mentoring programs, 307
in mergers or sales, 242
morale, 319
motivation and performance, 305–306, 335
planning for, 222
promoting teamwork, 303–305
training and skill development, 307–308

endowment funds, 258–259
Entrepreneur of the Year Awards, 15
entry barriers. See barriers to entry
environment. See business environment
environmental regulation, 105–106
equipment leasing, 325
equity, owner’s, 178–179, 184–185
established business. See also business; 

business model; small business
about planning in, 231–232
adding e-business to, 273–275
bank fi nancing, 232–233
diagnosing problems, 235–238
growth strategy, 234
investor capital, 233–234
transferability, 241–242
turnaround strategies, 238–240

estimated balance sheet, 195
ethics, as part of values statement, 73–74
evaluating, business ideas, 329–332
Evaluating Your Home Offi ce Options 

(Form 9-4, CD-ROM), 211
Examples of Real-World Mission 

Statements (Form 3-4, CD-ROM), 60–61
Examples of Real-World Nonprofi t Mission 

Statements, 260
Examples of Real-World Vision Statements 

(Form 3-12, CD-ROM), 72–73
executive summary, 20, 289
Exit Strategies, Checklist of Common (Form 

5-9, CD-ROM), 125, 128
exit strategy, 241–243. See also succession 

plans
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• F •
family and friends, as funding source, 324
family-run business, 228–229
feedback, employee, 303–304, 311–313
fi nancial planning. See also fi nancing, 

business
defi ning purpose and strategy, 222–223
established business, 232–234
one-person business, 205–212
small business, 219
start-up costs, 223–225

Financial Projection Worksheet, Quick 
(Form 5-5, CD-ROM), 118–119

fi nancial review
charting a turnaround, 238–240
checklist, 281
diagnosing problems with, 237–238
nonprofi t organizations, 247, 258–259
for a one-person business, 216
as part of business plan, 21
reviewing the fi nished plan, 333–336
staying in the black, 118–119
warning signs/red fl ags, 317–318

fi nancial statements. See also forecasting 
and budgeting

about the key terms, 173–174
balance sheet, 174, 178–186
cash-fl ow statement, 174, 186–191
income statement, 174–178
monitoring and reviewing, 309–311
nonprofi t organizations, 259
small business, 223–225
software programs, 285

Financial Times , 54
fi nancing, business

e-business, 270, 272–273
established business, 232–233
funding the plan, 323–327
translating the jargon, 272

fi rst-stage fi nancing, 272
fi xed assets, 181–182
fi xed costs, 118
forecasting and budgeting

e-business, 264–266, 274–275
estimated balance sheet, 195
fi nancial, 191, 193–194
marketing plan, 158–159

master budget, 196–197
pro forma income statement, 194–195
projected cash fl ow, 195–196
warning signs/red fl ags, 317–318

Form 1-1, CD-ROM (Typical Business-
Planning Situations), 12–15

Form 1-2, CD-ROM (Business-Planning Wish 
List), 15–16

Form 1-3, CD-ROM (Checklist of Common 
Business Plan Audiences), 17, 19

Form 1-4, CD-ROM (Business Plan Target 
Audiences and Key Messages), 18

Form 1-5, CD-ROM (Major Components in a 
Typical Business Plan), 20–21

Form 1-6, CD-ROM (Business Plan Time 
Frame Questionnaire), 23–24

Form 1-7, CD-ROM (Business Plan Tracker), 
27–28

Form 2-1, CD-ROM (My Favorite Things), 33
Form 2-2, CD-ROM (The Idea Blender), 

34–35
Form 2-3, CD-ROM (Business Challenges 

Questionnaire), 35–36
Form 2-4, CD-ROM (Business Opportunity 

Evaluation Questionnaire), 41–43
Form 2-5, CD-ROM (Business Opportunity 

Framework), 42, 44
Form 2-6, CD-ROM (Personal Strengths and 

Weaknesses Survey), 46–48
Form 2-7, CD-ROM (Personal Strengths and 

Weaknesses Grid), 48–49
Form 3-1, CD-ROM (Basic Business 

Defi nition Framework), 52–53
Form 3-2, CD-ROM (Our Mission Statement 

Questionnaire), 55–56
Form 3-3, CD-ROM (Our Mission Statement 

Framework), 56–58
Form 3-4, CD-ROM (Examples of Real-World 

Mission Statements), 60–61
Form 3-5, CD-ROM (Our Mission 

Statement), 58–59
Form 3-6, CD-ROM (Goals and Objectives 

Flowchart), 63–64
Form 3-7, CD-ROM (Goals and Objectives 

based on ACES), 64–65
Form 3-8, CD-ROM (Checklist of Common 

Business Goals), 65–66

29_438541-bindex.indd   35229_438541-bindex.indd   352 3/30/10   4:40 PM3/30/10   4:40 PM



353353 Index

Form 3-9, CD-ROM (Our Major Business 
Goals), 66–67

Form 3-10, CD-ROM (Values 
Questionnaire), 69–72

Form 3-11, CD-ROM (Our Values 
Statement), 69

Form 3-12, CD-ROM (Examples of Real-
World Vision Statements), 72–73

Form 3-13, CD-ROM (Our Vision 
Statement), 73

Form 4-1, CD-ROM (Industry Analysis 
Questionnaire, 80–82

Form 4-2, CD-ROM (Barriers to Entry 
Checklist), 83–85

Form 4-3, CD-ROM (Customer Profi le 
Questionnaire), 85–90

Form 4-4, CD-ROM (Customer Intelligence 
Checklist), 90–92

Form 4-5, CD-ROM (Customer Snapshot), 92
Form 4-6, CD-ROM (Ideal Customer 

Questionnaire), 93–96
Form 4-7, CD-ROM (Distinguishing Traits of 

Ideal Customers), 94
Form 4-8, CD-ROM (Basic Market 

Segmentation Framework), 94, 96
Form 4-9, CD-ROM (Business Customer 

Profi le), 96–97
Form 4-10, CD-ROM (Our Biggest 

Competitors), 100
Form 4-11, CD-ROM (Competitive 

Intelligence Checklist), 101, 102
Form 4-12, CD-ROM (Potential Stealth 

Competitors Questionnaire), 101–103
Form 4-13, CD-ROM (Competitor Tracking 

Form), 103
Form 4-14, CD-ROM (Our Biggest 

Competitors and Their Likely 
Moves), 105

Form 5-1, CD-ROM (Company Strengths 
and Weaknesses Survey), 111

Form 5-2, CD-ROM (Company Strengths 
and Weaknesses Grid), 112–114

Form 5-3, CD-ROM (Company 
Opportunities and Threats), 114–115

Form 5-4, CD-ROM (Company SWOT 
Analysis Grid), 115–117

Form 5-5, CD-ROM (Quick Financial 
Projection Worksheet), 118–119

Form 5-6, CD-ROM (Business Model 
Questionnaire), 122–123

Form 5-7, CD-ROM (Resources for Growth 
Checklist), 125, 126

Form 5-8, CD-ROM (Planning for Growth 
Questionnaire), 125, 127

Form 5-9, CD-ROM (Checklist of Common 
Exit Strategies), 125, 128

Form 6-1, CD-ROM (Product/Service 
Description Checklist), 132–133

Form 6-2, CD-ROM (Elevator Speech 
Planning Questionnaire), 134–136

Form 6-3, CD-ROM (Operations Planning 
Survey-Location), 139–140

Form 6-4, CD-ROM (Operations Planning 
Survey-Equipment), 139–140

Form 6-5, CD-ROM (Operations Planning 
Survey-Labor), 139–140

Form 6-6, CD-ROM (Operations Planning 
Survey-Process), 139–140

Form 6-7, CD-ROM (Distribution and 
Delivery Survey), 141–142

Form 6-8, CD-ROM (Management Team 
Member Profi le), 144

Form 7-1, CD-ROM (Positioning and Brand 
Statements Worksheet), 148

Form 7-2, CD-ROM (Product Strategy 
Checklist), 164

Form 7-3, CD-ROM (Distribution Strategy 
Checklist), 165

Form 7-4, CD-ROM (Pricing Strategy 
Checklist), 166

Form 7-5, CD-ROM (Promotion Strategy 
Worksheet), 169

Form 7-6, CD-ROM (Customer Service 
Checklist), 167

Form 8-1, CD-ROM (Company Income 
Statement), 175

Form 8-2, CD-ROM (Company Balance 
Sheet), 180

Form 8-3, CD-ROM (Company Cash Flow 
Statement), 192

Form 9-1, CD-ROM (Is Self-Employment 
Right For You?), 203

Form 9-2, CD-ROM (Tasks and Time 
Survey), 208

Form 9-3, CD-ROM (Self-Employed Expense 
Checklist), 210
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Form 9-4, CD-ROM (Evaluating Your Home 
Offi ce Options), 211

Form 9-5, CD-ROM (Checklist of Business 
Networking Resources), 215

Form 10-1, CD-ROM (Start-Up Costs 
Worksheet for Small Business), 230

Form 10-2, CD-ROM (Job Description 
Profi le), 230

Form 10-4, CD-ROM (Employee Retention 
Checklist), 230

Form 10-5, CD-ROM (Tips on Promoting 
Teamwork), 230

Form 11-1, CD-ROM (Growth Strategies 
Worksheet), 243

Form 11-2, CD-ROM (Checklist of Common 
Warning Signs), 236, 243

Form 11-3, CD-ROM (Selling Yur Business 
Worksheet), 243

Form 11-4, CD-ROM (Business 
Transferability: Assessing Your Sale 
Readiness), 243

Form 12-1, CD-ROM (Nonprofi t Planning 
Worksheet), 260

Form 12-2, CD-ROM (Examples of Real-World 
Nonprofi t Mission Statements), 260

Form 12-3, CD-ROM (Ideal Individual Donor 
Questionnaire), 260

Form 12-4, CD-ROM (Checklist of 
Responsibilities of a Nonprofi t 
Board), 260

Form 12-5, CD-ROM (Checklist of Typical 
Grant Proposal Sections), 260

Form 12-6, CD-ROM (Checklist of Nonprofi t 
Marketing Strategies), 260

Form 13-1, CD-Rom (Checklist of Key Steps 
in Planning an E-Business), 276

Form 13-2, CD-ROM (Online Customer 
Profi le), 276

Form 13-3, CD-ROM (E-Business Value 
Proposition Worksheet), 269, 276

Form 13-4, CD-ROM (E-Business Model 
Construction Worksheet), 271, 276

Form 13-5, CD-ROM (Checklist of Popular 
Tools for Viral Marketing Strategy), 276

Form 14-1, CD-ROM (Business Plan 
Components Checklist), 281–282, 295

Form 14-2, CD-ROM (Master Plan Tracking 
Sheet), 295

Form 14-3, CD-ROM (Business Plan Target 
Audience Guidelines), 295

Form 14-4, CD-ROM (Working Draft 
Checklist), 295

Form 15-1, CD-ROM (Goals and Objectives 
Assignment Chart), 300, 313

Form 15-2, CD-ROM (Common Systems and 
Procedures Checklist), 302, 313

Form 15-3, CD-ROM (Checklist of 
Management and Leadership Traits), 313

Form 15-4, CD-ROM (Employee Training 
Resource Checklist), 308, 313

Form 15-5, CD-ROM (Checklist for 
Managing Change), 313

form follows function, organizational 
model, 145–146, 298

“form follows function” structure, 145–146
four P’s (marketing mix), 162–168
frequently asked questions (FAQ), 22–23
fundraising

nonprofi t organizations, 256–259
solicitation example, 251
strategies for reaching donors, 254

• G •
geographics

customer profi le, 85, 87–88
location and environment, 221–222

The Gillette Company, business model, 54
Goals, Checklist of Common Business 

(Form 3-8, CD-ROM), 65–66
goals and objectives. See also mission 

statement; vision statement
about setting, 62–63
charting a turnaround, 238–240
defi ning milestones, 23–24
employee feedback, 311–312
focusing on the doable, 240
marketing plan, 159–160
matching responsibilities to, 299–300
mission statement, 63–64
monitoring and reviewing, 309–311
nonprofi t organizations, 249–251
one-person business, 214
reviewing the fi nished plan, 333–336

Goals and Objectives Assignment Chart 
(Form 15-1, CD-ROM), 300, 313
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Goals and Objectives based on ACES (Form 
3-7, CD-ROM), 64–65

Goals and Objectives Flowchart (Form 3-6, 
CD-ROM), 63–64

“Going Green”, 105–106
going-out-of-business, 10. See also exit 

strategy
goodwill, as intangible asset, 182
Google, as e-business success, 261
Google AdSense website, 54
Gookin, Dan (PCs For Dummies), 337
government regulation. See environmental 

regulation; regulations and trade 
restrictions

government-backed loan programs. See 
Small Business Administration (SBA)

Grant Proposal Sections, Checklist of 
Typical (Form 12-5, CD-ROM), 260

grant proposals, 255
grants and donors

donor diversifi cation, 257
during economic downturns, 247
staying accountable to, 258–259

gross profi ts, 176, 317–318
gross revenue, 175–176
Growth Checklist, Resources for (Form 5-7, 

CD-ROM), 125, 126
Growth Questionnaire, Planning for (Form 

5-8, CD-ROM), 125, 127
Growth Strategies Worksheet (Form 11-1, 

CD-ROM), 243
growth strategy

business-planning process, 10–11
established business, 234
market segmentation as, 156–157
responding to change, 147–149
small business, 227–228
staying focused, 150
warning signs/red fl ags, 321

• H •
Hiam, Alexander (Marketing For Dummies)
higher education, business model, 81
Home Offi ce Options, Evaluating Your 

(Form 9-4, CD-ROM), 211
hype and hyperbole, avoiding, 58

• I •
IBM, business change, 147
icons, using the, 4–5
idea. See brainstorming; business ideas
The Idea Blender (Form 2-2, CD-ROM), 

34–35
Ideal Customer Questionnaire (Form 4-6, 

CD-ROM), 93–96
Ideal Customers, Distinguishing Traits of 

(Form 4-7, CD-ROM), 94
Ideal Individual Donor Questionnaire 

(Form 12-3, CD-ROM), 260
iMacs For Dummies (Pogue), 337
“in the black”, 118
income statement

about the, 174
creating your own, 178
gross profi t, 176
gross revenue, 175–176
net profi t/earnings/income, 177
operating profi t, 176–177
pro forma income statement, 194–195
profi t before taxes, 177

Income Statement, Company (Form 8-1, 
CD-ROM), 175

independent contractors, 211
industry analysis

benefi ts of conducting, 12
for a one-person business, 214–216
as part of business plan, 20
seeing the big-picture, 79–82

Industry Analysis Questionnaire (Form 4-1, 
CD-ROM), 80–82

industry associations. See nonprofi t 
organizations; professional groups/
organizations

industry trade journals, 25
industry trade shows and symposiums, 26
information and resources. See also 

Internet; websites
business planning, 25–26
business planning publications, 282–283
business software, 285
charting growth patterns, 98–99
customer research, 86–90
employee training programs, 307–308
promotion strategy, 168
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information and resources (continued)

seeking expert advice, 26 27, 285–286
web-based research, 284
websites, list of, 283

Initial Public Offering (IPO), 185, 272
intangibles, 182
interest expense, 188
Internal Revenue Service. See also taxes

business plan resources, 283
fi nancial guidance publications, 225
tax-exempt nonprofi ts, 248–249

Internet. See also e-business; websites
business plan resources, 25, 284
creating e-business, 221
dot.com crash of 2000, 261, 272
marketing strategy, 168, 170
social networking, 222

Internet Nonprofi t Center, 283
inventories, 181
invested capital, 185, 187
investment capital

angel investors, 233–234, 327
bank loans, 324–325
family, friends and customers, 324
forming partnerships for, 326
lease-to-buy, 325
line of credit, 325
personal assets as, 323
SBA loans as, 326
venture capitalists, 233–234, 326–327

investment portfolio, 179, 190
iPhone

branding statement, 161
example of new opportunity, 41

• J •
jargon

avoiding, 1, 290–291
business fi nancing, 272
nonprofi t organizations, 249
reviewing the fi nished plan, 335–336

Job Description Profi le (Form 10-2, 
CD-ROM), 230

job descriptions, 299–300
Job Recruiting Checklist (Form 10-3, 

CD-ROM), 230

• K •
Kauffman Center for Entrepreneurial 

Leadership, 15
key message, identifying the, 17–18
Kindle e-book reader, 52, 68

• L •
land, as fi xed assets, 181
law of maldistribution (Pareto Principle), 94
LCS system, business ideas, 36–38
lease-to-buy options, 325
LEED Green Building ratings, 105–106
legal issues, nonprofi t, 248–249
LEXUS/NEXUS, 26
liabilities, 178–179, 183–184
libraries, as planning resource, 25
line of credit, 325
liquidity/liquid assets, 179
loans. See fi nancing, business
location. See business environment
long-term debt reduction, 188
long-term liabilities, 184
loyalty, values statement, 73–74. See also 

customer loyalty

• M •
Macs For Dummies (Pogue), 337
Major Components in a Typical Business 

Plan (Form 1-5, CD-ROM), 20–21
Management and Leadership Traits, 

Checklist of (Form 15-3, CD-ROM), 313
Management Team Member Profi le (Form 

6-8, CD-ROM), 144
management/leadership. See also business 

organization
assembling the planning team, 287–290
assessing capabilities, 110–114
creating teamwork, 303–304
describing capabilities, 143–146
developing employee skills, 307–308
duties and responsibilities, 299–300
family-run business, 228–229
growth strategy, 227–228
in mergers or sales, 241–243
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motivation and performance, 305–306
nonprofi t organizations, 253–255
styles, 304–305
succession plans, 241–243, 308–309
turnaround professionals, 237

Managing Change, Checklist for (Form 15-5, 
CD-ROM), 313

market segmentation
buyer groups, 94–96
buyer groups and, 156–157
developing customer intelligence, 90–92

Market Segmentation Framework, Basic 
(Form 4-8, CD-ROM), 94, 96

market share, 157–158
Marketing For Dummies (Hiam), 168
Marketing Strategies, Checklist of 

Nonprofi t (Form 12-6, CD-ROM), 260
Marketing Strategy, Checklist of Popular 

Tools for Viral (Form 13-5, CD-ROM), 276
marketing/marketing strategy

assessing capabilities, 110–114
as barrier to entry, 83
benefi ts of understanding, 12
business-planning process, 9–10
charting growth patterns, 98–99
components of the process, 154–155
creating a plan, 153–154
dealing with competition, 100–105
developing your niche, 162
forecasting business conditions, 158–159
four P’s elements, 162–168
“Going Green” as, 105–106
Internet, 168, 170
nonprofi t organizations, 259
as part of business plan, 21
setting goals and objectives, 159–160
social networking and, 275
systems and procedures, 300–302
tracking trends, 99–100
warning signs/red fl ags, 317–318

master budget, 196–197
Master Plan Tracking Sheet (Form 14-2, 

CD-ROM), 290, 295
matrix, organizational model, 146, 298
McDonald’s Corporation, example 

competitive strategy, 104

mentor/mentoring. See also consultants
developing employee skills, 307–308
getting a second opinion, 45
seeking expert advice, 26–27, 285–286
self-help groups, 286

mergers/sale, business, 241–243
mezzanine fi nancing, 272
Microsoft Windows ME Millennium Edition 

For Dummies (Rathbone), 337
Microsoft Word fi les, 339
milestones (benchmarks)

business plan tracker, 27–28
defi ning, 23–24

mission statement. See also goals and 
objectives; vision statement

benefi ts of having, 12
creating/writing, 55–61
employee feedback, 311–312
nonprofi t organizations, 246–248
one-person business, 214
as part of business plan, 20
small business, 222–223

Mission Statement Framework, Our (Form 
3-3, CD-ROM), 56–58

Mission Statement, Our (Form 3-5, 
CD-ROM), 58–59

Mission Statement Questionnaire, Our 
(Form 3-2, CD-ROM), 55–56

Mission Statements, Examples of Real-
World (Form 3-4, CD-ROM), 60–61

morale, employee, 319
motivation, employee, 305–306
My Favorite Things (Form 2-1, CD-ROM), 33

• N •
National Charities Information Bureau, 258
National Federation of Independent 

Business (NFB), 283
net change in cash position, 190
net profi t/earnings/income, 174, 177
networking

creating e-business, 222
fi nding potential customers, 1
for a one-person business, 215
as planning resource, 26
seeking expert advice, 26–27, 285–286
viral marketing and, 275
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The New York Times, 26
newspapers, as planning resource, 26
niche marketing, 162
Nolo.com (legal information), 283
Nonprofi t Board, Checklist of 

Responsibilities of a (Form 12-4, 
CD-ROM), 260

nonprofi t corporations, 248
Nonprofi t Marketing Strategies, Checklist 

of (Form 12-6, CD-ROM), 260
Nonprofi t Mission Statements, Examples of 

Real-World (Form 12-2, CD-ROM), 260
nonprofi t organizations

business model, 120
business planning in, 23–24, 245–246
creating the legal structure, 248–249
fundraising, 256–257
goals and objectives, 249–251
grant proposals, 255
grants and donors, 257
jargon, 249
managing cash/cash reserves, 258–259
managing overhead, 258
marketing/marketing strategy, 259
mission and vision statements, 246–248
operations, 251–253
organization and management, 253–255
research & development (R&D), 255–256
website links for, 283

Nonprofi t Planning Worksheet (Form 12-1, 
CD-ROM), 260

• O •
objectives. See goals and objectives
one-person business. See also small 

business
appraising strengths/weaknesses, 46–49
assessing capabilities, 113, 201–202
business plan, 203–204, 213–217
funding the business plan, 323–327
keys to success, 202
legal issues, 204–205
pricing/billing/collections, 205–212
pros and cons of, 203
systems and procedures, 301
treating it like a business, 212–213

one-time start-up costs, 224
online business. See e-business; Internet

Online Customer Profi le (Form 13-2, 
CD-ROM), 276

OpenOffi ce.org software, 342
operating expenses, 176
operating income (EBIT), 177
operating profi ts, 176–177, 317–318
operations

assessing capabilities, 110–114
bricks-and-mortar e-business, 267
describing capabilities, 139–140
responding to change, 147–149
systems and procedures, 300–302
warning signs/red fl ags, 317–318

Operations Planning Survey-Equipment 
(Form 6-4, CD-ROM), 139–140

Operations Planning Survey-Labor (Form 
6-5, CD-ROM), 139–140

Operations Planning Survey-Location 
(Form 6-3, CD-ROM), 139–140

Operations Planning Survey-Process (Form 
6-6, CD-ROM), 139–140

organization/organizational models. See 
business organization

outside equity, 185
outsourcing, 84
overhead expenses, 188, 258
overview, business plan, 3–4
owner’s equity, 184–185
ownership, creating a sense of, 56, 303, 

305–306

• P •
“the pack”, organizational model, 145, 298
Palo Alto Software (business plans), 283
Pareto Principle, 94
partnerships, funding the plan by, 326
patents, 83
PCs For Dummies (Gookin), 337
PDF fi les (Adobe), 339
personal assets, funding the plan with, 323
personal creativity quotient, 35
Personal Strengths and Weaknesses Grid 

(Form 2-7, CD-ROM)), 48–49
Personal Strengths and Weaknesses Survey 

(Form 2-6, CD-ROM)), 46–48
Peterson, Steven (Business Plans For 

Dummies), 67, 146, 282
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Planning for Growth Questionnaire (Form 
5-8, CD-ROM), 125, 127

planning horizon, 23–24
Pogue, David (iMacs For Dummies), 337
Pogue, David (Macs For Dummies), 337
population statistics, 98–99
Positioning and Brand Statements 

Worksheet (Form 7-1, CD-ROM), 148
positioning and branding

defi ning your own, 160–162
responding to change, 147–148

positive cash position, 187
Potential Stealth Competitors 

Questionnaire (Form 4-12, CD-ROM), 
101–104

prepaid expenses, 181
pricing strategy

business model, 121–122
marketing plan and, 165–166
one-person business, 205–212

Pricing Strategy Checklist (Form 7-4, 
CD-ROM), 166

pride of ownership, 305–306
pro forma income statement, 194–195
product strategy, 163–164, 265
Product Strategy Checklist (Form 7-2, 

CD-ROM), 164
products and services

brainstorming for launch, 32
business-planning process, 9–10
responding to change and trends, 147–149

Product/Service Description Checklist 
(Form 6-1, CD-ROM), 132–133

professional groups/organizations, 26
profi t analysis

benefi ts of conducting, 12
e-business, 265
evaluating new ideas, 332
fi nancial projections, 118–120
role of business model, 53–55
warning signs/red fl ags, 317–318

profi t before taxes, 177
profi ts, 174–176
projected cash fl ow, 195–196
promotion strategy (marketing plan), 168
Promotion Strategy Worksheet (Form 7-5, 

CD-ROM), 169
psychographics (behavioral pattern), 

85–88

• Q •
Quick Financial Projection Worksheet 

(Form 5-5, CD-ROM), 118–119

• R •
Rathbone, Andy, 337
reality check, 45–49
receipts on sales, 187
red fl ags, business plan, 317–321
“red ink”, 118
regulations and trade restrictions

as barrier to entry, 83
preparing for changes to, 226–227

research and development (R&D)
assessing capabilities, 110–114
describing capabilities, 137–138
evaluating business ideas, 329–332
nonprofi t organizations, 255–256
systems and procedures, 300–302
web-based resources, 284

Resources for Growth Checklist (Form 5-7, 
CD-ROM), 125, 126

retail online business. See e-business
retainers, 206
return on investment (ROI), 233–234
revenue analysis, 12
road map, business plan as a, 12
royalties, 206

• S •
Schenck, Barbara Findlay (Small Business 

Marketing For Dummies), 154–155, 168, 
223, 282

Search and research companies, 26
second opinion, getting a, 45
secondary research, customer profi le, 

86–90
second-stage fi nancing, 272
Section 501 tax-exempt nonprofi ts, 248–249
seed fi nancing, 272
self-appraisal. See strengths and weakness
Self-Employed Expense Checklist (Form 

9-3, CD-ROM), 210
self-employment. See one-person business
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Self-Employment Right For You, Is? (Form 
9-1, CD-ROM), 203

Selling Your Business Worksheet (Form 
11-3, CD-ROM), 243

Service Corps of Retired Executives 
(SCORE), 283, 285–286

sidebars, using the, 2
situation analysis, 156
small business. See also business; business 

model; established business; one-
person business

about defi ning, 219
action plan, 225
description and purpose, 222–223
family-run operations, 228–229
fi guring out the fi nances, 223–225
funding the business plan, 323–327
to grow or not to grow?, 227–228
importance of a plan, 220
location and environment, 221–222
plotting a strategy, 223
preparing for change, 225–227
systems and procedures, 301

Small Business Administration (SBA)
business plan resources, 26, 283
defi nition of small business, 219
loan programs, 224, 326
research assistance, 89
as source of advice, 285–286

Small Business Development Center, 89
Small Business Marketing For Dummies 

(Schenck), 154–155, 168, 223, 282
Small Business Tax Workshop (IRS Publ. 

1066), 225
social networking. See networking
SOHO (small offi ce/home offi ce). See one-

person business
sole proprietorships. See one-person 

business; small business
SRDS Lifestyle Market Analysis, 89
stakeholders, identifying, 291. See also 

target audience
standard operating procedures, 300–302
start-up businesses

business fi nancing, 272
business-planning process, 9–10
in an economic downturn, 22–23

fi nancial planning, 223–225
funding the business plan, 323–327

Start-Up Costs Worksheet for Small 
Business (Form 10-1, CD-ROM), 230

stealth competitors
gaining market share from, 157–158
identifying, 99–105

stock-purchase plans, 305
stragegic business units (SBU), 146
strengths and weakness. See also SWOT 

analysis
assessing capabilities, 12, 18, 110–114, 

329–330
conducting a self-appraisal, 46–49
describing capabilities, 137–146

Strengths and Weaknesses Grid, Company 
(Form 5-2, CD-ROM), 112–114

Strengths and Weaknesses Survey, 
Company (Form 5-1, CD-ROM), 111

succession plans
business transferability, 241–242
family-run business, 228–229
leadership transition issues, 308–309
management changes, 242–243

SWOT analysis
conducting, 109–110
diagnosing problems, 237–238
e-business, 262–263
monitoring and reviewing, 309–311
opportunities and threats, 114–115, 158
steps for completing, 115–117 
strengths and weaknesses, 110–114

SWOT Analysis Grid, Company (Form 5-4, 
CD-ROM), 116

systems and procedures, 300–302

• T •
target audience

addressing specifi c interests, 291–294
checklist, 19
focusing on a key message, 17–18
identifying, 16–17
stakeholder groups, 291

Target Audience Guidelines, Business Plan 
(Form 14-3, CD-ROM), 295
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Tasks and Time Survey (Form 9-2, 
CE-ROM), 208

Tax Guide for Small Business (IRS Publ. 
334), 225

taxes, 188, 211. See also Internal Revenue 
Service

tax-exempt nonprofi ts, 248–249
Tax-Exempt Status for Your Organization 

(IRS Publ. 557), 249
teamwork

applying the plan to, 303–304
business growth and, 227–229
commitment and pride of ownership, 

305–306
effective leadership creates, 304–305
family-run business, 228–229
training programs create, 307–308

Teamwork, Tips on Promoting (Form 10-5, 
CD-ROM), 230

technical support, CD-ROM, 343
technology. See also information and 

resources; Internet
business software, 285
e-business planning and, 262–263
preparing for change, 226–227
warning signs/red fl ags, 320

Tiffany, Paul (Business Plans For Dummies), 
67, 146, 282

timetable/time frame
benefi ts of establishing, 12
business plan, 23–24
business planning team, 287–289
e-business, 264–266
expenses and income, 120
generating revenue, 120–121
reviewing the fi nished plan, 333–336
turnaround plans, 238–240
warning signs/red fl ags, 319

Tips on Promoting Teamwork (Form 10-5, 
CD-ROM), 230

Tools for Viral Marketing Strategy, 
Checklist of Popular (Form 13-5, 
CD-ROM), 276

total assets, 183
total liabilities and equity, 185
total owner’s equity, 185
trade journals, 25

trade restrictions and regulations, 83
trade shows and symposiums, 26
troubleshooting, CD-ROM, 343
trust, values statement, 73–74
Turnaround Management Association, 237
turnaround plans

business-planning process, 10
communicating, 241
established business, 235–237
management/leadership in, 240
timetable/time frame, 238–240

Twitter, branding statement, 161
Typical Business-Planning Situations (Form 

1-1, CD-ROM), 12–15

• V •
value proposition (product strategy), 163, 

265. See also customer loyalty
Value Proposition Worksheet, E-Business 

(Form 13-3, CD-ROM), 269, 276
values

benefi ts of stating, 12, 67
creating a sense of, 68, 73
nonprofi t organizations, 246–248
putting them into practice, 73–74
why they matter, 68–69
writing a statement of, 69–72

Values Questionnaire (Form 3-10, 
CD-ROM), 69–72

Values Statement, Our (Form 3-11, 
CD-ROM), 69

variable costs, 118
venture capital

funding the plan, 233–234, 326–327
translating the jargon, 272

viral marketing, 275
Viral Marketing Strategy, Checklist 

of Popular Tools for (Form 13-5, 
CD-ROM), 276

VISA, business change, 147
vision statement. See also goals and 

objectives; mission statement
benefi ts, 12
business plan, 20
creating commitment and direction, 305
employee feedback, 311–312
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vision statement (continued)

nonprofi t organizations, 246–248
one-person business, 214
putting it into practice, 73–74
small business, 222–223
writing the, 72–73

Vision Statement, Examples of Real-World 
(Form 3-12, CD-ROM), 72–73

Vision Statement, Our (Form 3-13, 
CD-ROM), 73

• W •
The Wall Street Journal

business model, 54
as business-planning resource, 26, 211

Wal-Mart Stores, Inc., competitive 
strategy, 104

warning signs, business plan, 317–321
Warning Signs, Checklist of Common (Form 

11-2, CD-ROM), 236, 243
website development, 274–275
websites. See also exit strategy; 

information and resources; Internet
e-business and networking, 221–222
federal population statistics, 98
Google AdSense, 54
Internal Revenue Service, 211, 225
Internet Nonprofi t Center, 283
National Federation of Independent 

Business (NFB), 283
Nolo.com (legal information), 283
Palo Alto Software, 283
SCORE, 283
Small Business Administration, 26, 224
Small Business Development Center, 89
Turnaround Management Association, 237
Wiley Technical Support, 343
Wise Giving Alliance, 258
zip code areas, 98

Wiley
Business Plans For Dummies (Tiffany & 

Peterson), 67, 146, 282
Coaching & Mentoring For Dummies 

(Brounstein), 307
iMacs For Dummies (Pogue), 337
Macs For Dummies (Pogue), 337

Marketing For Dummies (Hiam), 168
Microsoft Windows ME Millennium Edition 

For Dummies (Rathbone), 337
PCs For Dummies (Gookin), 337
Small Business Marketing For Dummies 

(Schenck), 154–155, 168, 223, 282
Wiley Product Technical Support, 343
Windows 95 For Dummies (Rathbone), 337
Windows 98 For Dummies (Rathbone), 337
Windows 2000 Professional For Dummies 

(Rathbone), 337
Williams-Sonoma, sense of values, 73
Windows 95 For Dummies (Rathbone), 337
Windows 98 For Dummies (Rathbone), 337
Windows 2000 Professional For Dummies 

(Rathbone), 337
Wise Giving Alliance (website), 258
wish list, business-planning, 15–16
work environment

business ideas within, 38–40
ecofriendly practices, 105–106

working capital, 184
Working Draft Checklist (Form 14-4, 

CD-ROM), 295
worksheet. See checklist
Worksheet, E-Business Model Construction 

(Form 13-4, CD-ROM), 271, 276
Worksheet, E-Business Value Proposition 

(Form 13-3, CD-ROM), 269, 276
Worksheet, Growth Strategies (Form 11-1, 

CD-ROM), 243
Worksheet, Nonprofi t Planning (Form 12-1, 

CD-ROM), 260
Worksheet, Positioning and Brand 

Statements (Form 7-1, CD-ROM), 148
Worksheet, Promotion Strategy (Form 7-5, 

CD-ROM), 169
Worksheet, Quick Financial Projection 

(Form 5-5, CD-ROM), 118–119
Worksheet, Selling Your Business (Form 

11-3, CD-ROM), 243
Worksheet for Small Business, Start-Up 

Costs (Form 10-1, CD-ROM), 230

• Z •
Zappos, example of positioning, 161
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