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BE THE
ELEPHANT

THE SUMMARY IN BRIEF

In busnes, there’s no stending still. Thetrick isto becomean elephant—
big enoughto méake a difference, healthy enoughto withstand finandal cur-
rents strong enoughto influence your market and smartenoughto avoid the
pitfalls of growth. This means growing your conpany to a size tha’s asbig as
you want. Elephants comein different sizes. Evenif you genuinely wishto stay
smdl, you nedal to bemmethe elephant in your néghborhoodYou canbean
elephant — and re@ the benefits — withoutbeing in the Fortune500.

Whatever size you are, you will havebuilt-in cashreserves and accesgo
resour@sthatas a smdler company you could not expeet to enjoy. You will
hawe moreemployees, but theywill make your life easier by providing you
(and themsdves) greaterjob security. You might have more day-o-dayprob
lems butyou’ll havemore peopleto handle them for you and more revenueto
pay for processesandassigance.

With Be the Elephant best-séling author SteveKaplan provides a
bushes-graving playbookfor every entrepreneur, CEO, sdes professonal,
smdl businessownerand manage

This summary takesthe mystery andfear out of growing bigger It shows
you how to addresspotential downsides, point by point Kaplan offers lessamsin
strengthening saks,abusness’ front line He showsanyonechargedwith grow-
ing any part of a businesshow to avoidthetwin dilemmas inhaent in growth:
grow too dowly and wither, or grow too fast and losecontrol.

INTHIS SUMMARY, YOU WILL LEARN:

» How to solve thereal issues faced by today's businessowners, salespro-
fessionals andmanaers

* How to implement a process to grow your businesssdely andefficiently.

» How to maximize the value of your producs, your savices and your busk
nes as awhole

* Why growth requiresprocesses tha all ow you to execute on al faces of
your new, biggerbusiness

Publishedby SoundviewExecutiveBook SummariesP.O.Box 1053,Concordville,PA 19331USA
© 2007 SoundviewExecutiveBook Summaies« All rightsresered. Reproductinin wholeor pat is prohibited.



THE COMPLETE SUMMARY: BE THE ELEPHANT

by Steve Kaplan

Beginnings

It hgppers every day. Busineseslarge and smallthat
are not growing are dying, oneby one.Costsare rising;
profits are strinking. Technologyis changing Businessis
becoming global. Custonersaredriving outto the new
big-box storesto buy their food, clothing, furniture, hard
ware, paint andlumber. Standingstill, refusing to consider
growing, is like setting up alemonadestandin the middle
of abusy highway. Now you see it, now you don't.

Many ownersin manyindudriesthink that,as long as
they're paying thebills, everythng is rosy. Their ambk
tionsaremodestiheylike theidea of staying smdl, not
makingtoo muchnoise,not tempting the fates.But their
decsionto staysmal isn't really alifestyle choice —
andit certainly isn’t a soundbusness decsion, either.
It's achoicemotivaied by fear.

Courageto Change

If you're the ownerandwantyour businessto be a
suces, you've gotto find the courageto change.
Otherwise you hawe to rely on luck to stayafloat, or
hopefor a miracleif you expect to grow. You may be
doingall right now because/ou know the business
inside out, but whathappensf youfall ill or decideto
leawe the business?

Those working for companis on the Snal Trail must
take a cardul look attheir personhgods. If theirlong-
termgods includefinancial sucessor caea advane-
ment,they shouldthink aboutmovingon — ewvenif it’s
afamily businessvherefamilial loyalty mustbe
weighedaganst careersucces.

Growth is not only desrable,but necessary.To last,
you haveto grow. If you don't grow, thenit's probaly
only amatte of time until your businessbites the dust.

Map It Outor Mess It Up

Fitnessfanaic ThomasLeary owned Vitrex, a health
productsstorein Phoenix,Ariz. His life misgon wasto
convertcomplacentcouchpotaoesinto musculariron
menlike himself. Vitrex washis dreeam — a placewhere
he could make theworld healthier oneconvert atatime.

Tom'’s cugomer basewas local. He decidedto expand

beyondhis oneretail store by targeting custamerswho
boughtvitamins and other health-related products over
the Internd. He set up his Web site, completewith an
online point-of-sale program, e-commerce andfulfill -
ment software and a strong search engine preserce, and
kicked it off with a massive online advertising canpaign.

Saks quickly poured in. In just 13 months, Vitrex’s
annud sales increased from $325,000t0 $1.1million.
Businesswasgreat — sogreatthat Tom caughtgrowth
feve. He expandedhis produd line remodded his retall
spaeandaddel staff to handlethe newbusnessHe
had to work 15 hoursa dayinstead of 10, but hewas
living large and loving life.

Thingsseamed to go smoothly for anoteryear Then
it happeed. It started with a few randomcall s from
cusgomerswho were upsé becausetheywere being
billedfor ordersthey hadn’t yet received. Thenthe vol-
ume of online orde's causal outages and downtime on
theWeb site. Internetsales plummeted as online buyers
grewwary and spreal theword.

After four months of this, Vitrex had wasted away. So
much of the compary’s energy and attention hadbeen
shifted to the newinitiatives tha longtime cusibmers
felt theywere beng neglected. Tom's story is a cauton
ary tale for anybodyin busness who wants to grow.
Growth withoutplanning is risky bushes — often
riskier than not growing at all.

Tom could have createda more robust invertory
(cortinuedon page3)
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Summary: BE THE ELEPHANT

Begnnings
(continued from page 2)

supply andsystem completewith backup suppliers;
developeda cugomerservicefunctionto respondjuick-
ly to theissues andanticipatedhe effectsthatthe
increag in volume might haveon his Web site. He didn't
think of thesepotentialproblemsuntil it wastoo late.

To Bethe Elephant

Therearethreeessentl factorsfor sugainale, suc
cesful growth:

* Sales Salesrevenue,onceit has coveral expenses,
yieldsprofit thatcanbe usedto conpensée yourself
andothersto reinvestin the business

« Infrastructure. Without a solid organizationd infra-
strucure, your businesswill quickly hit limits on cus
tomersavice andproduction,miss growth opportuni
ties swdlow up bothyour professonal andpersona life
andevendestroyitself.

» Knowledge.Learnwhatis important andwhatisn't,
whatto do andwhatto expectin return.

The secretto successfugrowth is to approachit as a
solid, well thoughtout projed, the same way you would
approacthstating a new business from scrach. Growing
sucessfully takesideas effort, action and commitment
to longtermgoals. m

On Solid Ground

A busness modelis a setof scheduksthatdemon
straesspecifically how your busnessis going to make
monegy. It quantifiesthe assumptinsyou’re makingthat
leadto your profit projectons. It weaves togetheryour
produd, pricing, expensesprofits, risks, incomesoures
andcas-flow timing. It's alive documaet, atool that
you should useto shapeyour busness for sucess.

Most of the businesglecisbnsyou make will befar
moreeffective if theyarebasedon a soundbusiness
modd. Beforeyou eventhink aboutexpandingyour
budness now’s thetime to seeif it's on solid ground—
andif it isn’t, to find somesolid ground.

Staying Red

Whenanalyzingyour currentbusines modd, the first
thing you mustunderstandls this: You havea hugebias
toward believingit will succed. Beingobjecive and
open to criticism aboutyour busness modelcan be dif-
ficult, especially onceyour bushnes is up and running.
Herearethefive keysto a gronvth mind-se:

1. Acknowledge the downside. Undersandhow hard
it is to creae and own a succesful business Many busk
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nesses collapsewithin thefirst year or two.

2. Consult with others. Evduating your business
should be ateam effort. Businesses whoseowners are
recepive to input fare beter thanthosewhoseowners try
to do everything themselves. Network in your industry.

3. Think numbers. The best way to minimize guess
work isto shoot for spedfics. Don't rest until you can
cite statistics or other hard numbes to supportor refute
your assimptions If you bdieve,for exanple, that con-
sumeas will switch to your coffee shopbeauseof better
qudity ard lower prices, proveit. Interview 100 cus-
tomers from other coffee esablishmentsanddo the mah.

4. Invite criticism. Every busness analysis need a
devil’'s advocake — someore who doults everything,
pokes holes everywhete andcomesup with pitfalls.
Suround yourself with peoplewho will tell you what they
really think, notjug whatthey think you wantto hear.

5. Temper your enthusiasm with reason. Strive to be
pragnmaic, even stoic, whenevaluaing your business.

The Guts of the Modd

Assumptionsare simply the numbers — ard theratio-
nde behindthem — tha you plug into your bushess
modelto find the answer to the question of whether
your busnesswill survive, thrive or die. Theyare
refinededimates based on thoroughresearch andverifi-
able fact. Two kindsof assunptionsare revenue
assnptions— usal to devdop your overdl sakspro-
jedions— and costassumpions— a bre&down of
opeaating expengsand the costof goodssold.

For effective businessmodeing anddecision making,
you'll nedl to plug these assumptionsinto several
scheduks — daa tables — thatare the componentsof a
standad busness modd. If you're not careful, you can
overload and go a bit crazy with information. Thetrick
isto sift throughthe maze of daa andfocusonly on
wha you need.

Four Statementsto Live By

You need to havea goodenoughgra$ of the numbers
to know how mudh moneyyou’re going to bringin, to
make soundbusinessdecisionsandto ensurethatyou
can med your payroll and pay bills. Your one consant
istha numbers don' lie — if your assumptionsare
correct and you know what to look for.

Here arefour statementsthatare esential for success
in bugness:

1. Projected revenue statement. This sortsyour
company’s total projected revenues into sepaate rev-
enuestreams each onits own line, month by month,
(continuedon page4)
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On Sdid Ground
(continued from page 3)

What's the Downside?

Here are the steps you should take to assess the

potential risks to your business:

1. Identify every possible risk you can think of, no
matter how remote it may seem.

2. Assess how much control you have over each
risk.

3. Rate both the likelihood that you’ll encounter
each risk and the severity of the consequences
that will arise if you do.

4. Review the list to consider ways of mitigating
each risk should it become a reality.

eitherusng a straght-line appro&h (annualrevenuefor
the streamdivided by 12 monthg or seasondy, taking
your busness’speaksandvalleysinto acount.

2. Projected cash-flow statement. This notonly
showsyou how muchcashyour busnesswill generae
monh by month,butit alsogivesyou a snapshoof
your busness’opemting budgetandtells you whether
andwhen your businesswill startturninga profit.

3. Projected income (profit/l os9 statement. This
showsrevenues,grossprofits, opaating expenss,
EBITDA (earningsbeforeinterest, taxes, depredation
andamortzation) andnetincomeon oneschedie.

4. Projected balance sheet.This providesa snapshot
of a busiresss financialcondtion at a given time, usu
ally theend of afiscal year. m

For information on the business assessment model,
go to: http://my.summary.com

The Role of Sales

Since sdespele areon thefront linesin contacting
custoners they should know morethan anyoneelseabout
wha cusbmess need.In thinking aheal, in sniffing out
opportunities, in planningfor new produds, sevicesand
makets, a good saksteamis your eyes, earsand nos.
Salespeple should go everywlereandtalk to eveyone.

Thefollowing principleswill hdp esteblish a sales
culturein your businesghatwill foster maximumsuc
cesful growth:

1. Do your homework. Beforeyou seek information
from cugomers learnasmuchasyou canaboutindustry
trends soyou canaskinformed,intellig entquestions.

2. Anticipate customerneeds You'll needto devdop
strong,long-termrelationshipswith your customes.
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3. Expand your network. Work hard to branchout
throughyour current custoners

4. Motivate sales Give your sales force a stakein
devdoping new busness.Oneway to accomplish thisis
by giving them — in addition to the standardcommis-
sion on all sdes — a percentage of the profits from the
newbusines.

5. Devdop your talent. Promot interndly. Give
opporunities to thoseat lower levds.

The Rule of Go

Oneideatha can help guide bushessgrowth deck
sionsisthe“Rule of Go”: If anew produd, serviceor
concept can't be presoldto custoners, it shauld notbe
devdopedor introduedto the marketplace. If it can,
thenitsaGO! =

As Big asYou Can Be

There is asimple, systenatic process to grow your
businessthatinvadves evaluating how your busnessnow
operates and assessingtherelative merits of horizontal
and vettical growth, where your best opporturitieslie and
the risk and potential of a given growth straegy. It also
involvesleaning how to keep tradk of the growth process
and its resuts. This procedurelays the foundaton for
chargesthat leadto subsanial and sustinabk growth.

Thefirst step isto ak yourséf: How does my busk
ness make money?You haveto be able to say exactly
wha it istha you are selling and exactly whoit is that
you are selling to.

To peform an in-deph andysis of how your bushness
makesmoney you need to identify in sufficient detal
al thethingsyou're doing thatcausemoneyto come to
you.You need to be able to desaibe in some detal your
cugomers— the peopk or enities tha buy your prod
ucts or services

Your reverue sourcescan be categorizedfor ea® of
andysis and planring. Groups of similar reverue sources
form areverue stream. If you're operding a busines
with only a few product lines you might identify asfew
asthreeto five revente sources ard you might group
these into one, two or threerevenue streans.

Rewenue Streamsand Their Sources

In orde to derive your revenuestreams, you'll need
inputfrom your sdes force, opeations personneland
accouning department.

First, list your soures of revenue Write down every
way thatyou take in money whether from sdesor other

(continuedon pageb)
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As Big asYou Can Be
(continued from page 4)

source. Next, analyzeyour revenuesources and group
theminto revenuestreams.

Now thatyou've identified your revenue streamsyour
next stepis to idenify who your current customersre.
First, define a customebasefor each revenuestream.
Be spedfic. Next, consdereachrevenuestreamindivid-
udly. Onceyou've analyzedhow you make moneyand
whomyou makeit from, it’ stime to detemine the best
growth strateyy to foll ow.

Horizontal andVertical Growth

Therearetwo possble growth strategies. Vertical
growth entails focusing on your currentcustomersand
getting themto buy new produds or sevices.
Horizontal growth involvesfinding new customes to
buy existing prodLcts or services.

With avertical growth strategyyou find new produds
andservices thatappealto the cusomes you dready
have. Thefollowing tacticswill help you idenify new
offeringsfor your business:

* Sell more of the same produds or savices to your
exiging customers.

 Extend your line to offer currentcusbmersa new
prodict or senice that either conplements or upgrades
prodict or senice you've dreadybeenoffering.

» Dewelop entirdy new produds or servicesto appea
to your existing custoners’ demogrghic and psydo-
gragphic profiles.

The Growth Matri x

A growth matix canassemblall yourinformationto
hdp you decideon the bestgrowth strategyfor your

Advantagesof Internally and
Externally Driven Growth

The advantages of internally driven growth include:

e Growth based on company core expertise
 FEasier to plan

e More passion about the idea

* Easier to pull the trigger, because it’s your idea.

The advantages of externally driven growth include:

 Success rate much higher than with internal
development

» Gustomer more likely to fund your growth

* High potential for new areas of growth and new
revenue streams across many industries and
markets.

Soundview Executive Book Summaries®

busnes. This matrix organizes your information in

sut away tha you will see white space in areasyou
are not saving with producs, servicesor cusbmers.
This white spae represents opportuniiesfor growth.

Draw a matrix for each revenuestrean. Eachmatrix
has a horizontd axis and a vertical axis. Acrossthetop
of thematrix for your firstrevenuestrean, listthe target
cugomer groupsyou've identifiedfor tha revenue
stream Thesewill represent opporunities for horizongl
growth. Down theleft side list your produds andser
vices tha make up this revenuestrean. These will
reveal opportunities for vertical growth.

Operational Mandates

Many companieshavebeea able to grow by simply
expandig or adding a revenuestreamto indudean
opeaationd mandae. The beauty of thisis that oftenit’s
easy to get custonersto pre-buy this service or product
because they are already usingit indirectly.

Cusbmerswho are buying Abel’s corrugaed boxes
receive themfrom Abel, sotheyareprobaly already
using Abd asa shippe, even thoughthe cods arebaked
into the price. It’s not much of aleap to persuadea cus
tomer to useAbel’s shipping servicesfor shipping
somrething else— becausethe cusome is adreadyhav
ing agoodshippng expeaiene with Abel.

If youlook at your busiess, you'll probaly find
opeaationd mandaes tha hawe the potenial to become
profitable revenuestreams.

Risk Versus Reward

Now that you've openedup al that white spaceand
disooverad awealth of opportunties in your business,
it's time to see which ones will give you your bestshot
at succesgul growth. You'll see right away that sone of
themare intringcally riskier or lessprecticd thanoth-
ers; you can put theseaside and concentrate on the five
or sothatyou think hawe the gredest promse. Rankthe
opporunities in terms of thar probaility of success.
Then you’'ll know which ones to chaseand which to
erase Evaluae each growth opportunty by comparing
its potential risk with its possble rewards.

For eachpotential growth option, condder the upside:
finances, repution, organization, long-erm impactand
any other postives you can think of. After considering
the upsde of each growth opporunity, realistically
examnethediffi culties andrisks In mog casesif you
do an objective andysis and keep your bushessand
personal objectives in mind, you can awid the fatal mis-
takesthatmany busnesses make.

(continuedon page6)
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As Big asYou Can Be
(continued from page 5)

Start It and Chart It

Now it is time to implementyour initiative. Here are
the eightessentiapartsof a suaessful acion plan,in
chronologicalpriority:

1. Theteam.Whendeveloping your actionplan,
includeall therelevantdepartments andpeople
within your bushes, regardlessof its size.

2. Leadership. Whowill lea this new effort?

3. Organization. Map out a detailed opeatioral
processthat will enableyou to ddiver onthe new
busness

4. Current businessWhatdo you needto doto keep
current cusomers happyandfeeling cared for?

5. Task timeline. Draw up atimeline of key action
stgpsandcritical dates.

6. Accouwntability. Assigneverytask tha nealsto be
accomplishedo specific people. Getthe names
andtaskson paper.

7. Communication. Keepall employeesinformed
about wha's going on with the newbushesseffort.

8. Measirin g successAny growth planneedsto be
gaugedcontinualy for its effectivenes. =

Creating Value

Value is anintangble quality that a prospetive cus
tomerassigns,oftenunconsciouly, to something he or
sheis thinking of buying. If the productor servie you
areoffering appeargo havethe “right” value, then you
have a sale.

By idertifying therealreasongour cusomas buy
whatthey buy, you'll be able to tailor your selling propc
sition (the “why” they shouldbuy) to each custome base.

Custoner Categolies

First, you needto know which category your customers
fit in. Customer needs canbe divided into four categories.
Rerrenmberthat no cateyory is inherently superiorandthat
custonerscanshft from onecategory to anotherA qualk
ty seekerat Macys mightbea price seeker at Blockbuster
ard a satsfacton seekeiat Joe'sPizzaParlor.

Quality seekersbuy only when theyfind whatthey
conside the bestproductout there Price is secondsy.

Savice seekers needto feel you careaboutthem,
will do thingsfor themandwon't forget aboutthem
afterthey buy. They wantto know thatany problems
will be addressedright anay.

6
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Price seekers want to get thelowest price, even
thoughthey may be able to afford better quality and
higherprices. Thedeal is whatexdtes them.

Satisfadion sekers are motivated by status, securiy
and the approwal of others. The sdisfaction seekerwants
to feel safeandenjoy a senseof bdonging.

Once you understand how your customes percave
value, you've laid the foundaton for the nexttwo stegpsin
becaming an elephant: devdoping the perfect unique sdl-
ing proposition and communicding it to theworld.

What Makes You So Special ?

Your tak now isto help your cusomerscometo your
value condusion by creating oneor moreuniqueseling
propostions (USP3. Then, throughbranding you can
communicate the value to your customers in orderto
entice them to buy your produ¢. USPsandbranding
give your sdes force ways to objectify and quantfy
value. There are no better sales tools aval able.

The USPisthe qudity that makes your productor
saviceriseabowe therest. It can be soméhing tangble
— higha-qudity ingredients, lower pricing, overnight
ddivery — or an abgraction, like a promiseto make
your life morefulfil ling or your face younger-boking.
Wha mattersis tha your USPmotivatescusomersto
puttheir handsin ther wallets by appealing deepy,
even unongiously, to oneor more of their needs.

Creaing the Perfect USP

Here is a simple but effective series of steps to draw
up aUSPcreation chatt tha helps organize your efforts:

Step1: List your rationale for creatinga USP For
exanple, if you own a marketing company, and a potert
tial cusome asks whehe its promotond materials,
productsamples and offerswould adualy reachthe
handsof its intended conaume's, you might focuson a
USPfor ddivery.

Step 2: Deter mine the cusomer category you're
tryi ng to satisfy. Nextto each rationde, indicae the
relevantcustormer needs

Step 3: Dewelop potential USPs. For each rationale,
ask yourself which of your compary’s elemens or oper
ationsmight solve the problem Thencombthrough
each oneof thesefeatures. Beforeyou know it, you'll
havea list of potentiadl USPs

Step4: Sdect the bed USP. Runeach of the potent
tial USPsthroughthe following six tests andrule out
thosethatdon’t pass responseto rationak, responseo
cugomer needs ease of implementation, time frame,
cog and risks.

(continuedon page7)
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Creating Value
(continued from page 6)

The NameGame

Naming the value developedy the USP allows you
to communtcatethatvalueto your cugomer.Your
objective is to createa namefor your distinctive proc
ud, savice, attributeor proces — along with anaura
of quaity, valueor status— andmakeyour target cus
tomerfamiliar with it.

This brandname communcaesthe identity andper
sonalty of your USP. If you suaeed, your brand name
or logowill instill anexpectationafeeling of desire,a
percepton of value,in any prospet who seesit.

Here is a procesdor do-it-yourself branding:

1. List USPdetails. Jotdown as many details as you
canaboutyour USP — what it does,how it
works, whatit standsfor.

2. Convert details to pops Popsarepuncly, reduc
tive decriptionsof the details.

3. Review customer needs. List the custoner needs
relevantto the USP.

4. Compile a working list. For each USP, shootfor
atleag 20 nanmeson your working list.

5. Ted names.Poll cusbmersandprospets.

6. Seled a name.Reviewthe criteria soyou’re com-
fortablewith your deckion.

7. Promote the name. Market andadvertise the
brand to your custoners.
The Strategc Alliance Puzzk

Strategicallianesgive your businessthe oppatunity
to grow by providing moreprodicts andservicesto

more cusgomers thanyou canoffer onyour own. You get
these capahilitiesby aligning with another company. A
strategc allianceis an agreenert with one or more other
enities to conduct certain kinds of businesstogetherfor
mutud benefit, under specific terms. Virtudly arny bus-
nes of any size canform a succesful alliance.

Strategic alliances take many forms. Often theyare
simple, noncontactud agreements between businesses
to work towarda comnon god or to addressmarket
demand in the mod effective way possble. Oneform
this agreement cantake is between coequal partners,
with the businessescontributing similar amounts of
resources dividing the authority andresponsibiity,
shaing the expensesand splitting the profits.

Another type of straegicalliance is the consortum, in
which two or more businesses coopeate but onebusk
nesstakesthelead. m

For information on five reasons to create a USP,
go to: http://my.summary.com

Killer Mistakes

Entrepreneurs, almostby definition, are driven, but
thetruly sucessful are those who motivate and inspire
othersto pushbeyondther limits. Herearethe keysto
effective leadership duringtimes of compay growth:

1. Lead by example. Your employees will taketheir
cues from wha you do, notwhat you sgy.

2. Be consistent. Your employees need to know what
to expectfrom you. If you're rationd onedayand
volatile the next, or if you changethe rulesof the game

(continuedon page8)

Strategic Alliances Chart

The following chart illustrates how several companies have enhanced their offerings by forming strategic alliances
with other companies. In each of these cases, the alliance provided mutual benefit to each business.

Company Partner

Current Capability

Enhanced by Alliance

Bill's Pizza Star Power

Aunt Jamie’s Cookies Yan’s Gifts & Cakes

Barnes & Noble Starbucks

ADT Engineering ABCO Design

Pizza in & delivery

Homemade baked
goods and a card

Book sales

Building highways

Soundview Executive Book Summaries®

One source — deliver
pizza and a movie

One source — cards,
cookies, & cakes for all
occasions

Increased traffic — buy a
book, have coffee

Added capability to pursue
government contracts




Summary: BE THE ELEPHANT

Killer Mi stakes
(continued from page 7)

without warning or apparenteason, thoseyou're trying
to leadmay becomeconfusedandineffective.

3. Be approachable. It's a hugemistaketo isolate
youreelf.

4. Maintain the homefront. Nurtureandsupport
employees’personalives.

5. Excel durin g adversity. Whenhandledpropely,
advergty canbring your teamtogeterin waysthat
winning nevercould. Herearesevenstepsto handling a
problem: remain calm, stall, dig, andyze, plan,exeate
andcommunicateyour decision.

No oneis perfect,but always trying to be a better
leade is a necessargteptoward devdoping an effective
andharmonousorganizationwhere all employeesstay
focusal anddeliver on the samegoat growth.

Nedecting Your Processes

Jug askeeing your body’s processesworking prop-
erly is the key to maintiningyour physica andmental
health, designingandmaintaining goodbusiness
processes bringsmultiple bendits for the health of your
companyWell thoughtout processesenale you to
managegrowth andbuild the organization. They help
you devdop goodemployeesimaintain productand ser-
vice qualty and getthe bestprice for your company
shouldyou decideto sellit.

This pathof self-destructbon can be awidedif you
takethetime up front to putin place the processesneal-
edto handlethe growth. Procesesarethefounddion of
your busness;you can’t exped the processs of a
smaler businessto supportthe larger structureyour
busnessis bemming.

ProcesBuilding

Here is afive-stepprogramfor successful process
building:

Step 1: Createan overview map of a central or key
process of your company,utlining in generalwhatthe
companymustdo from the beginning throughthe end
of the process.

Step 2: Go through eachstepon the processmapand
chartout the actiors requiredto compléde that step.

Step 3: Look for waysto combinetass for higher
efficiency.

Step 4: Re-examineyour procesesin light of your
growth expectéions— andmultiply throughput(such
asordersand sales)oy three,justto be safe

Step 5: Createyour “new” processmap.Incorporate
8

theinformaion from thefirst
four stepsto desgn your new
work flow.

Corrupting the Culture

scfioviw RECOMMENDED
& READING List

If you liked Be the
Elephant, you’ll also like:

1. Bag the Elephant by Steve
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It's almost inevitale thatthe
culture will change when the
company grows.Adding enploy-
€esor processes to your current
businesschanges the way things
are done The more newemploy-
ees,new persandities andnew
processesthe bigger the poten-
tial for ashft in culture. If it's
managed properly, growth can
improve the environment; if not,
it can corrupt the culture

How do you keep growth
from corruptingthe culture?
First, by being awareof thedan
ge. Thekeyisto acknowledge

Kaplan. Kaplan shows
owners of small and
medium-sized businesses
how to land the huge
account — the elephant.

2. Small Giants by Bo

Burlingham. /nc. maga-
zine editor Bo Burlingham
shows how unconvention-
al people run purpose-
driven companies.

3. Never Bet the Farm by

Anthony L. laquinto and
Stephen Spinelli Jr. The
authors celebrate entre-
preneurship in its entirety,
presenting a framework
that can help entrepre-
neurs reduce risks and
simplify decision making.

thatyour culture will change You'll need to getoutin
front of it and lead the organiation througha smooth
trangtion. Don't get blindsded, or elseyou’ll endup
conduding damege control — a very precariouspost

tionto bein.
Smoothing Out the Bumps

Here arethe meaauresto taketo ensuretha a conpa
ny’'s culturewill ewlve smoohly and make a successful

trangtion to greater growth:

1. Respect the microscope Your every move will be
andyzed,andthe moresucaessyour compary achieves,

the moreintensethe sautiny.

2. Share the spotlight. Never forget tha no mater
how goodyou are, you cannotdoit by yourslf.

3. Involve others in shaping the business. As you
planfor expansion, indudeyour best, most productve,
mostdedicaed people in your discussions

4. Promotefrom within. It sendsa beter message.

5. Communicate effectively. Communicate success
with the whole team — newcusbmes, sdes records,

industy reviews

Implementing growth reaches its criticd stagewhen
your plans go into the handsof your enployees.Thisis
addicatk and vulnerale timefor bothyour conpany
and the individuds who make it work. Take careto have
al the basescovered, andas many lieutenants asposst
ble on boad for the effort, before you enter this phase.
If youdo,you'll haveyour best shotat making your
chosngrowth straegyaroaingsuces. =




