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INTRODUCTION

Thishandbook isdesignedfor individua swho havebeeninbusinessfor oneyear or more. Its
intentisto providetheadditional information necessary to assist ownersinthesuccessful devel opmentand
growthof their business. However, itisnotintended asa" stand-alone" document. Inorder forittobe
most effective, it should beusedinconjunctionwith attendanceat OSBD C/SCORE workshopsorin
concertwith other handbooksdevel oped by OSBDC/SCORE that deal specifically withthemosttypical
problemareasfor small business.

The" Managing Your Small Business' handbook and itscompanionworkshop both focus
heavily ontheareasof:

Management,

Business & Strategic Planning,
Human Resource Development, and
Marketing & Advertising.

Thehandbook sharesinformation ontheskillsand knowledgerequiredto besuccessful intheabovenoted
areas, whiletheworkshop bringstogether expertsinthearea to sharehel pful hintsand successful business
techniquesaswell asprovidehands-on practi cethrough casestudies.

Other handbooksdeve oped by the OSBD C/SCORE providein-depthinformationonthefollowing
individud topics.
" Getting Started In Business: A Step By Step Guide" - addresses the issues of how to

start a business; from choosing what type of business to enter to choosing its legal format to step-
by-step guidelines for getting it started, and raising capital.

"The ABC's Of Marketing & Advertising" - defines marketing and advertising as well as
their cousins public relations and publicity and shares basic information on how to choose the best
form of advertising for a business, product, or service.

"Human Resource Development” - addresses the issues associated with having
employees: hiring, paperwork requirements, evaluation, conflict resolution, firing, and much more.

" A Sample Employee Manual" - shows the areas that should be addressed in an employee
manual, provides sample policy statements, and clarifies employment regulations and laws.

" From Conception To Reality: An Inventor's Packet" - is designed to assist individuals
who have an idea or concept that they want to market, but have no idea how to make it happen.
The handbook provides information on intellectual property, shares articles and other tidbits that
should help inventors steer clear of scam groups, and provides forms guidelines to help get the
idea off of the ground.



Workshopspresented annually by OSBDC/SCORE include(but arenot limitedto):

Starting Y our Own Business- a companion workshop to the step-by-step guide with the
same title, addressing the same issues covered in that handbook, but from a slightly different
perspective, by experts in the area. A morning workshop (8:00 a.m. to 12:00 p.m.) typically presented
three times a year in January, May, and September. Cost: $10/individual or $15/couple, sharing
one handbook.

The ABC'sOf Marketing & Advertising - a companion workshop to the handbook with the
same name, focusing heavily on image development. Participants help develop their own business
cards and advertising copy. An all day workshop (8:00 a.m. to 5:00 p.m.) typically presented once a
year in the October/November time frame. Cost: $25/person

Under standing Your Small Business Tax Rights& Responsibilities- covers tax information
from both the state (sales and employment) and federal levels. An all day workshop (9:00 a.m. to
4:00 p.m.) typically presented on the first Wednesday of every month except June, July, August, and
December. FREE

Other workshopsmay bepresentedif requestsaresufficient:

Human Resour ce Development - a companion workshop to the handbook with the same
name, focusing on:

- Writing job descriptions,

- Developing an Employee Manual,

- Interviewing techniques,

- Making good hiring decisions,

- Handling problem employees,

- Conflict resolution,

- Conducting performance eval uations, and
- Firing without fear.

Two full-day (8:00 a.m. to 5:00 p.m.) workshops or eight, two-hour evening workshops. Cost: $40/
individual or $50/couple sharing one handbook.

I nventor'sWor kshop - covers information on how to get an invention ready for the market-
place. A half-day or evening workshop. FREE

Still other workshopsmay bedevel oped based upon multiplerequestsof OSBDC/SCORE personnel.

Inadditionto handbooksandworkshops, both OSBDC and SCORE (together and separately)
provideFREE one-on-onecounselinginall areasof businessandinvention devel opment.

Wesincerely hopethishandbook will provideyouwithsomeuseful informationasyou devel opand
grow your businessfor thetwenty-first century. If wecan beof assistanceat any time, pleasedo not
hesitatetogiveusacall (580) 213-3197.

-ij-
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What Is A Good Manager?

Over thelast severa decadesmany different
studieshavebeen conducted todeterminewhat makes
agood manager. Leadershipability isnearly aways
attachedtothosedeemedto beeffectivemanagers, but
doesthat mean that you must bealeader to beagood
manager? Thevoteisgtill outonthatissue. Thetruthis
that themorewestudy "management” thelessweseem
totruly know aboutit. Eventheexpertscan'tagreeon
thesubject. For thepurposesof thisbook, however, we
are going to take the high road and work under the
assumption that: Management isnot atalent or a
gift, butaskill that can beacquired. Wearedefining
management as the ability to handle and direct
people, products, and/or services. Management
Finaly, wearetakingtheapproachthat saysleadership
isessentia togood management skills.

Asyouconsider opening your ownbusiness, it is important that you carefully examine your
management capabilities. If youareuncertainof your ability toeffectively useany oneof theseskills, now
isthetimeto cultivatethem; beforeyouopenyour business. Torunabusinesssuccessfully, certaincapa-
bilitiesareessential. Theseinclude:

1) Planning

2) Organizing

3) Leading

4) Delegating

5) Controlling

Planning istheframework that allowsyoutointegratethedecisionsyou makefor your business.
Itinvolvesthedevel opment of effectivegoal sand obj ectivesfor bringing that futureabout. Itisarational,
systematic method of decisionmakingand problem solving. 1t combinesexperience, knowledge, and skill
withrealisticassessmentsof whereyouareinrel ationshiptowhereyouwouldliketobe. It pointsout the
risksyoufaceinchartingacourseintoanunknownfutureandit hel pstoidentify thehazardsaswell asthe
opportunitiesthat can determineyour chancesof success. It showsyou how toturnopportunitiesinto
attai nablegoal swithin specified periodsof timeandit hel psyour busi nessreach critical milestones. Itforces
youtothink of thefutureintermsof factsinstead of fantasies.

Planning, however, requirescertainelementsinorder for ittobesuccessful. Itrequiresinvol vement
by peoplewho areinherently curious, whotaketimetofigureout why thingsaretheway they are. Ittakes
new ideas, new strategies, and new waysof applyingoldideasto currentissues. It requiresanelement of
intellectual competitionandthegive-and-takeof everyonewhoisinvolved. Ittakesan ability tocopewith
criticismandtohandlergjectionfromall levels. Ittakeslogic, reason, perseverance, and confidenceinthe
business'sahility tosucceedinanunknownfuture. Itrequiresathirst for knowledgeabout trendsinthe
industry andacommitment to continued research.

Any businessor strategic plan must answer thequestions. Who, what, when, where, why, and
how. Established goal sshould specifically identify areaswherekey resultsarerequired; set objectives
and strategiesfor achievingthoseresults; and devel oppolicies, programs, and proceduresthat will make

theobjectivespossible.
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Planning and poker havealotincommon. They bothcall for decisionsthat areoftenbasedon
incompl eteand sometimesinaccurateinformation. Andthey areboth affected by chance. Nonethel ess,
hereareseveninitial planningstrategiesthat will helpyouget started toward asuccessful future:

1) Develop the planning habit. Plan everything your business does until the process
becomes second nature. Start with simple day-to-day activities and then work your way up to a
long-range strategic plan. Learn to prioritize goals, objectives, and tasks. Leave no more to chance
than is absolutely necessary.

2) Ask for help. Know what you have to do to complete your goals and objectives and what
kinds of help you are going to need from others. Delegate complete authority and responsibility to
people who know what you are doing and who are willing to help you achieve your goals. Give them
crystal-clear instructions, then back off and let them do the best they can.

3) Beaccurate. Base your plan on concrete facts and real situations. Know the difference
between the way things are and the way you want them to be. Get the best information available,
then draw up realistic estimates of your chances for success.

4) Be perceptive. Be on the alert for new opportunities and take advantage of them when-
ever you can. Anticipate obstacles and devise effective means of getting rid of them. Develop
alternate plans to deal with contingencies. Know where you are every step of the way.

5) Keepit simple. Plans should be simple, well organized, and clearly understandable. All
goals, objectives, and tasks should be well-defined. Timetables should be realistic. Resources
should be attainable.

6) Strengthen your skills. Do not leave your plan to chance. If you don't have the skill,
discipline, or expertise to carry it out, take the time to acquire them. Strive for greater competency
through daily practice and additional study.

7) Beflexible. Be responsive to every possibility. Modify, change, and/or revise your plans
if they prove to be unworkable or obsolete. Avoid the functionally and psychologically destructive
stress of inflexibility.

Itisamazingthenumber of peoplewhowill gointobusinesswithout any kind of planineffect.
They honestly seenoneedto plan; at | east until thebusinessbeginstofalter andgounder. Sometimes
they will then wonder " Should | have taken the time to do a business plan? Would that have made
anydifference?" Theanswerisawaysthesame: A resoundingY ES! But, planning should continue
beyondtheinitial businessplan. Itshouldbeanintegral part of every businessyear. Thisisreferredtoas
strategicplanninganditisevery bitasimportant astheinitial businessplanning phase.

Planning benefitsabus nessintoo many numerouswaysto mention, but hereareafew that stand
out abovetherest. It:

- Directs by making you to think about the promise of the future rather than failures of the past.

- Ties all efforts and aspirations together in a simple, easily understood, well-balanced program.

- Sets standards for performance, measuring progress, and figuring out how the business is doing.
- Clarifies vision by helping figure out what you really want and cutting through the red tape.
- Prepares your business by outlining the tools needed.

- Reveals the truth about how tasks and activities interact to ensure success in the overall quest.

- Stimulates business by leading onward and upward; circumventing dead-ends and blind alleys.

- Improves morale, attitudes, and relationships by giving the business a sense of security.



When asked why he spent somuchtimein planningand thinking about thefuture, Charles
Kettering, then chairman of General Motors, replied” My interest isinthefuturebecausethatiswhere
| amgoingto spend therest of mylife." Andsoitiswithyour business: Y our futureliesahead of you.
Thetimetotakeyour first stepisnow. Recognizethepower inplanningandthepromisethat it holdsfor
controllingyour businesssfutureand, whileyouareatit, remember thesekey points. Planning:

- Is meaningless without taking the actions necessary to implement it.

- Is an ongoing processes that evolves continually based on performance and feedback.

- May not ensure success, but will greatly increase its probability.

- Ensures others are knowledgeable and committed; efforts necessary to make the plan work.

Organizing, isoneof thoseskill stowhichfew small businessesgivecredence; particularly with
regardto"structure.” Thisisshort cited becausemost truly successful businessesuseorganizational
structure- - generally depictedinchart form- - tolet everyonewithintheir organizationknow "where
they stand." Thesechartsclearly explainthechainof command. They alsoallow communicationstoflow
up, down, andacross, invol ving everyonewithinthebus nessinsomeformat. Thismethodology isjustas
applicabletosmall business, evenwhentheorganizationismuchsmaller; only oneor two people.

Organizational soinvolvesdividingworkinto meaningful componentsand devel opingamechanism
forintegratingtheresults. Whether abusi nessistwo peopl eor two hundred, theremust beamechanism
whichallowsfor the divisionof work; explainstheroleof staff members; andoutlinesthevertical and
horizontal rel ationshi psthat indicateauthority, responsi bility, and accountability. Andthatis,inessence,
what organizationisall about.

However, findingandimplementingtheappropriateorganizationa designisnotalwaysaneasy
process. Thereisnoone"best" way to organizeabusinessstructurally or to organizeprocesses. These
structuresand processesshoul d ultimatel y flow frombusi nessplanning; asameansfor achieving established
goal sand obj ectiveswithinset parameters. Infact, planningwithout organizationisausel essprocess. By
thesametoken, organizationwithout planningisequally asinane.

Inappropriateor lack of any formal organizationwill mostlikely leadtobusinessfailure. Forthis
reasonitisvital that sufficienttime, energy, andthought begiventothisexercise. Anddon'tforgettoallow
forflexibility. Adaptability will play akey roleinbusinessesof thenext century becauseof the ever
accel erating changeof pacethat continuestorapidly occur aongmany businessdimensions.

Leading. Ingeneral, theamount of work that will ultimately berequiredto implement any
businessplanwill beafunction of themanager'sability toinfluencesubordinates, peers, and any other
individuasinvolvedinthebusiness. Assumingthat adequatefinances, technol ogy, andresourcesare
availabl e, theremainingcomponentistheability of themanager toeffectively tapthosehumanresources.
Thisiswhereleading comesinto play andwhy wearetakingthestand that |eadershipability is animportant
part of effectivemanagement.

Trueleadersunderstandthat oftenthepeopleinthetrencheshaveagreat deal to contributeto
any planning process, aswell astheability to seepossi bl eorgani zational flawsthat managerscannot see.
Theseindividua smay haveinformation, perspectives, andideasthat canactualy improvethe overall
businessprocess. Andthey canprovideareality check that testsfeasibility.

Emergingintoday'sworkforceisanew breed of worker. They aremoreself-reliant, independent,
and creativethanany previousgeneration. They expect morefromtheir managers, morefocusonquality of
lifeissues; moreautonomy intheir work; and morerecognitionthat they areanimportant part of theoverall
organization. Tosucceedinthenew century, managerswill havetomakeahugeeffort to captureand hold

theattentionandinterest of thisworker. c



Twenty-first century workersare highly computer literateand understandstheenormouspotential
of thetechnology available. They areagenerationusedtoimmediatefeedback andinstant gratificationand,
becauseof that, they offer someexcitingand difficult challengesfor tomorrow'smanagers. Althoughthey
recognizetheneedfor andthevalueof hardwork and are willingtowork hard, they will not wait quietly
whilemanagement decidestotakeaction. Lead THEM or get of theway and they will taketheleadership
rolefromyou.

Just likemanagement skills, |eadership skillscomenaturally to somepeopl e, but they arefew and
far between. Andjust likemanagement skills, leadership canbecultivated. Itisn't easy anditwon't happen
over night, but it canbedone.

Therehavebeenthousandsof studiesonleadershipwithtwomajor questionsgenerally addressed:

1) Who becomes a leader?
2) Which leaders are most effective?

Theconsensusonthefirst questionseemstobethat |eaders possesscertain characteristicsandtraits;
athoughexactly whichtraitsand characteri sticsseemstobethesubj ect of mg or debate. Somepeoplebdieve
that bright leadersdobetter thannot sobrightleadersand that | eaderswith energy, enthusiasm, andinterpersonal
skillsstand out abovetherest. But evenafter exhaustivestudy thereappearstobenoreal definitiveproof to
validatethosetheories. | nstead, what seemstobefar moreimportantisamatch betweenleadershipanda
particular setting. For exampl e, interpersonal skills are importantwhentherearel otsof different typesof people
involvedandwhengroupinteractionisimportant. Task skillshel pwhenstructuringanddirectionsarerequired.
Ultimately thismeansthat factorssuchastheamount of structureinthetask, theinteractionrequired, andthe
power of theleader seemtomakeadifferenceintermsof whatleadership” styl€' worksbest.

Evidencesuggest that every |eadership stylehasitsplaceand that no onestyl eistheabsol utebest.
Insomecases|eadersneedtoadjust their styletofit thesetting andin other casesthey must changethe
settingtofittheir style. Below arelisted someof themost commonleadership styles:

1) Leading by Following. Leading by following is an interactive process. The more
subordinates (those being led) exhibit competence and self-control, the more the leader can
delegate authority (and become a follower). This kind of leadership style is particularly important
in areas that are crucial for organizational success and for maintaining healthy working conditions
and high morale. Leading by following is the whole basis for the "team" approach; which allows
those with the best abilities, skills, and knowledge in a particular area to take the lead in that
area and then drop back and take a follower role in areas which he or she is not as strong. This
approach gives everyone a chance to excel as well as be supportive of their team members.

2) Trickle Up Leadership. People feel important when they are asked for their opinion.
It gives them a sense of control; it often helps clarify issues; and it even helps them to better
understand what decisions are being made and why. While participative management may not
always increase effectiveness, it increases job satisfaction in almost every instance. The tricky
part for leaders is determining what degree of participation is best in any given situation. Quality
circles, autonomous work teams, job enrichment, and job ownership are all examples of different
levels of participation. But determining which level is right for any given situation requires solid
diagnostic skills. Unfortunately, managers do not always have that skill in their leadership repetoire
which can lead to trouble. If a situation is improperly diagnosed, the manager could be left with a
decision to either over rule participants' decision or get stuck with a decision that he or she does
not believe is in the best interest of everyone involved.



3) Membership. Everyone has strengths and weaknesses and personality quirks that
make them unique. However, sometimes from a leadership perspective, these differences and
quirks can present problems; making some people an easy fit with the leader while others don't
fit at all. This often causes leaders to gravitate toward certain people within the group (those with
whom they fit well), while ignoring others (those with whom they do not fit well). This wreaks of
"favoritism" as far as subordinates are concerned, which creates a whole new set of problems.

In reality, the leader should be flexing his or her style to meet each individual in the group in order
to motivate and maximize each individual's participation as a "member" of the group. That is what
leadership is all about.

4) TheTerminator. Unfortunately there are times when a leader has to put his/her foot
down and basically set the rules; thereby terminating group participation. It is not the best style of
leadership, nor is it the worse. It just is!

5) Open Door Leader. Some leaders do not set up formal participative groups like quality
circles or work teams. They may not even formally seek out the opinions of their co-workers. What
they do, however, is make themselves accessible. This kind of open-door policy serves several
important functions. It:

- Provides employees with an opportunity to air their problems; either personal or professional.
For thiskind of policy to work, however, there must be trust between employer and employee.
The employee must believe that whatever he or she says, it will remain private. This, therefore,
requires the manager to build a system that both encourages and protects the employee.

- Fecilitatesinteraction and the exchange of ideas one an individual, one-to-one, personal level.
Thiskind of interaction serves to build employee esteem in the best way possible. It also often
stimulates shy or timid employees, who would never speak out in agroup situation, to share
their idess.

- Hasasignificant symbolic value. It sends out the message that the manager is available, interested,
and cares about what subordinates have to say. (Note: Research shows this style of |eadership
is represented most often in companies where people report that "like to work.")

Whatever |eadership stylechosen, all leadershavecertainthingsincommonthat set themapart
fromtheaveragemanager. L eadersareableto present avision of thefuturethat stimul ates, excites, and
motivatestheirfollowers. They areinnovativeandoriginal. Managersareoften copies' of other managers,
but leadersareawaysoriginal. Managerstendtofocusonsystemsand structure. Leadersmoreoften
focuson people. Managersrely oncontrol whileleadersseek toinspiretrust. Managershaveashort-
rangeview of things. L eadersprefer along-rangeperspective. Managerseyethebottomline, while
|leaderskeeptheir eyeonthehorizon. Managerssometimesaccept thestatusquo, but leadersalways
challengeit. Managersstrivetodothingsright. Leadersprefer todotheright thing.

Delegating isnotaskill that comeseasily for most managers. A pessimisticview of others
capabilitiesrestrainsmanagersfromdel egating taskstothem. Negativeconsequencestothisstyleof
management abound. By failingtodel egate, managersruntherisk of stiflingemployeemotivationand
constrainingtheir growth. Worseyet, by not all owingemployeestodowhat they aretrainedtodo,
managers short changethemsel ves,; oftenstrainingtheir mental andphysical limitations.

Effectivede egationrequiresthat managershavecl ear expectationssothat thereareno surprises.
If only resultscount, then thereshoul d be no second guessing about means. If thereisconcernabout
method aswell asresults, thenit should bemadecl ear at theoutset. Delegationworksbest if amanager
givesuptheauthority necessary for accomplishingthetask andretainstheultimateresponsibility for the
subordinate'swork. Thisisasubtlepower point, but onethat needsto beemphasi zed.

-7-



Delegationisnot just pushingwork down. Whenyouaredel egating, youareconsultingand
developingaswell asassigningwork. Open, twoway communicationisabsolutely vital. Another vital
factorisempowerment. Del egation- - without empowerment- - islikethe Energizer Bunny without his
Energizer battery. Itjustwon'twork. Empowermentisthestepthat transfersauthority fromthemanager
tothe employee, thereby giving theemployeethe power to accomplishwhatever needstobedone. Itis,
therefore, themost crucia stepineffectivedel egation.

Managerswhoreally seek toempower their empl oyeesfollow theseconcepts. They:

1) Create a communication process that is complete, consistent, and clearly understood;
describing as fully as possible the project or task that needs to be accomplished and outlining
the expected results. In addition, they share all the information needed to get the job started, or
at the very least let the employee know where the information can be obtained. Finally, they
explain who else will be involved in the project and describe the scope of each individual's role.

2) Agreeon standards of performance and timetables. Even if the scope of the assignment
has already been determined, good managers understand that it is important to get the employee's
input on standards and set a reasonable timetable for completion of the assignment.

3) Supply the appropriate training, information, and tools to necessary to successfully
accomplish the job. If special training or assistance is required, good managers make sure that
it is available and they share information about how and when it can be obtained. Additionally, they
provide employees with the tools they will need to do the job sufficiently.

4) Define parameters, spelling out any budget constraints or other parameters that might
affect the outcome of the job.

5) Create controlsthat are guidelines for flexibility. When periodic reports are expected,
good managers let employees know exactly what they expect, clearly spelling out any control
factors that should be used.

6) Spell out the amount of authority being delegated and provide for positive feedback,
balancing it according to the complexity of the task, their confidence in the employee; and their
need to keep others informed.

7) Make certain others know who isin charge. It is important not to become a communi-
cations block between the person to whom authority is delegated and others who will be involved
or affected by the outcome.

8) Encourage and promote a sense of responsibility, telling employees how important
they are to the overall process. Additionally, they encourage employees to praise one another.

9) Listen to employeesall the time, understanding that they cannot be haphazard in their
practices.

10) Trust their employees, knowing that if they expect performance, more often than not
that is what they will get. On the flip side, they understand that if they expect failure, then that is
what they will get.

Controlling. Thefinal key of good managementiscontrol. Someonemust haveathoroughand
continuousknowledgeof how each goal and objectiveof theplanistobeachieved. Only throughan
effectivecontrol processcanyoumakecertainthat all of the directionsgivenarebeing properly followed,
step by step, andthat theoverall established goal sand objectivesarebeing properly met.
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Good managersfocusonkey goal sand action plans, concentrating bothon"what" isaccomplished
- - theoutput or results- - and "how" itisdone- - legal means, use of resources, moral eof participants.
When outcomesaredifficulttomeasure, itissometimesnecessary tofocusmoreonbehavior, assuming
that appropriatebehavior will leadto good organi zational performance. Whilethemeansusedto control
processcan behighly programmed, mechanistic, and/or computerized, controllingbehaviorinvolves
subjectiveimpressions. Inthisinstance, humanjudgmentisrequiredtoestablishstandardsandtodecide
whenbehaviorisinappropriate.

I ndirect control scanplay amajor roleinmaintainingbehavior withinallowablelimits. Strong
organi zationa culturesleadtohomogeneousva uesystems, internalizationof groupnorms, andthe
acceptanceof guidelinesandlimits. Direct controlsal soplay aroleinbothrestrainingandguiding behavior.
Laws, regulations, policies, and proceduresareal meansof controllingthebehavior of individua sand
organizations.

Control processescan bespecificandtight whenthey needtobe. For example, quality isoftena
functionof precisionmanufacturingtoclosetol erances. Ontheother hand, maintaining customer goodwill
atadesiredlevel isnot asstraight forward. Regardlessof theeaseor difficulty of measuring performance,
theprocessisthesame. Goal sand plansmust beevident and understood. Theremust besomemeansfor
measuring results, progress, or conditions. Andtheremust besomemeansof adjusting theprocessinorder
toget back ontarget. Renewedor redirected effort, new materials, or new equi pment may berequired.
Thisisstill aformof control. Somekind of changemust bepossibleor thecontrol processismeaningless.

Tommy L asorda, manager of theL osAngelesDodgers, oncedescribed good managementislike
holding adovein your hand. "Sgueezeto tight and you kill it. Hold it too loose and it fliesaway."
Thisistheessenceof good controlling - - enough, but not too much. With humanbehavior, overcontrol
canbedevastatingintermsof bothimmediateandlong-runeffects. Ontheother hand, alaissezfaire
approachcanbeequally detrimental. Theart of management combinessufficient attentiontokeepeither
individual and/or organizationendeavorswithinalowablelimitswithenoughcorrectiontofacilitatelearning.
However, nothingiscontrolled somuchthat effort andimprovement arestifled. Withthatinmind, here
areafew key pointstoremember:

1) Controlling is intertwined with and dependent upon goals and plans.

2) The positive connotation of control - - guiding - - has a better psychological effect on
people than the negative connotation - - curbing or restraining.

3) Concentrate on monitoring relevant criteria, key goals, important plans, and behavior.

4) Use indirect control whenever feasible. Rely on self-control as much as possible.

5) Use direct controls like budget reviews, performance appraisals, and quality inspections
carefully so that correction and guidance can occur without causing dysfunctional
resentment.

Statisticsgathered by theU.S. Small BusinessAdministration (SBA) indicatethat 98 percent of the
small businessesthat fail withinany givenyear, do sobecauseof poor management; inparticular, thelack
of asolidbusinessplan. Keepthisfactinmindasyou proceed throughthisbook. Remember, if your
inclinationistodiscount theinformationshared herein or theFREE businesscounseling offeredtoyou by
theSmall BusinessDevelopment Center (SBDC); whilethechoiceiscertainly yours, makesureyou
understandall of thepossibleconsequencestoyour business.



Therearesevera other habitsthat expertsagreewill "help" makeabetter manager. Whilethere
isnodefinitiveproof that thecultivation of thesehabitswill ensureexceptiona management skills, thereis
proof that avast mgority of highly effectivepeoplehavethem. Withthatinmind, what haveyougot tolose?

1) Createavision. Your ultimate goal is to be successful in business. A vision provides
people with a framework to make and understand:

Decisions,

- Goals,

- Plans,

Resource allocations,
Trade-offs, and

- Priorities.

You want to be able to develop a sufficient customer base that allows you to sell your product or service.
A vision will help you determine at what level that needs to occur. If you haven't considered exactly what
you want to achieve, then you haven't looked carefully at the big picture. Do you want to remain a small
business - - selling just enough of your product/service to make a living - - or do you want your business
to grow and become a Fortune 500 company? What exactly is the end result you wish to achieve? If
you have a clear vision of that, you are well on the way to knowing "how" to go about achieving it.

2) Definevalues. Rules are inherent in everything we do; even in management. These
rules - - or values - -establish the ground rules. Values help to:

- Establish the do's and don'ts's essentia to the organization.
- Provide apath for achieving the established vision.
- Offer ways for people to self-regulate their actions and practices.

3) Put first thingsfirst. You can not begin your business in the middle of the process.
Beginning without a business plan in mind and without following a set procedure, is beginning a
business that is doomed to fail. Do you want to lose your money? Can your ego stand shattering
of this nature? What do you stand to lose if you fail? These are just some of the questions you
must face if you choose to jump in with both feet without an good plan of action in mind.

4) Think win/win. Make a conscious decision to set your business up in a win/win
scenario. You want to win by achieving your goals and objectives and by being successful in
business. That fact is unquestionable. But, keep in mind that your potential customers want to
win as well. That means, whatever your product or service, it should fulfill an existing need for
your potential customer base. You have to understand exactly what that need is. Is it a new
product or service? Is it a better product or service? Is it a cheaper product or service? If you
don't know specifically what that need is and how respond to it, then you aren't concerned about
the second half of the win/win scenario. Instead, you are setting up a win/lose scenario. How
long will your customers stick with you if they don't feel you are concerned about their needs?

5) Understand before you try to be understood. So many small businesses open up each
year, trying to compete in a market where the owner has no experience, no knowledge, and in some
instances, no real interest. What a loss of time, money, and energy! The truth is that if you don't
have a thorough understanding of your product or service and how it works, what needs it answers,
who its customers are, what is competition is, and a thousand other questions, you should give up
before you begin. You will not succeed! How can you possibly explain your product or service - -
and its value - - to your customer, if you don't understand it yourself? This comes from experience
and knowledge. These are certainly things you can "get," but not after you open your business's doors.
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5) Taketheinitiative. You might think that's what you're doing by opening your own
business. Well, that might be true. It all depends upon "how" you go about opening your business.
Do you do it your way without paying any attention to tried and true business practices? Do you
copy someone else's business success and hope you can fake your way through and that the
market is sufficient to sustain your business? Or do you do everything within your power to prepare
yourself before you open your business? Taking initiative means much more than just doing
something. It means being fully aware of the consequences, preparing for them; and knowing how
to overcome possible problems along the way. It means taking advantage of every resource that
is offered to you, especially when it is free like those of SBDC or SCORE. You cannot, and will
not achieve business success, without a thorough knowledge of the business, without sufficient
research of all the potential options, and with constant planning, implementation, testing, and revision.

6) Exercise good problem solving techniques. Managers face new problems every day.
Facing them head-on, requires good problem solving techniques that are organized and carefully
implemented. The first step is to clearly and concisely identify "what the problem is.” Once that
has been achieved, then collect all of the information and data possible that might be helpful in
solving the problem (or that might hinder the problem solving process). Finally, using creative
thinking, start listing as many solutions to the problem as possible. No evaluation or elimination
is done during this phase of problem solving. Instead begin testing each possible solution that has
been identified. Sometimes, as solutions are tested, one will stand out as the best answer to the
problem. However, more often than not, the final solution will be a combination of one or more of
the possible solutions identified. Finally, put the solution into action. If the problem is solved then
you know you have chosen the right solution. If the problem continues, however, or if it is only
partially solved, then your solution was faulty and must be modified until the problem is eliminated.
In other words, begin the process again and continue until you solve the problem.

TIME MANAGEMENT

Timemanagementisavita aspect of overall management. Itinvolvestheeffectiveutilizationof life's
mostimportant asset. Itisnot managing theclock but rather managing oursel veswithrespect totheclock.
Effectivetimemanagement doesnot mean that weshoul d beconstant clock watchersand attempt to
scheduleevery minutenor doesit meanthat all of our timeshouldbeusedworking. Thekey ideasbehind
timemanagementare:

1) To think more about how we want to use our time.
2) To work smarter but not longer and harder.

3) To do more of the things we really want to do.

4) To enjoy our lives a great deal more.

Few peopl eactually know how they usetheir time. Evenfewer still recognizethetruecost of
timeonvariousactivities. Other peopleand eventsmakedemandsuponour time. Ineffectivetime
management, wearenot just managing oursel ves, wearea sointeractingwith other peopleand events.
Thatiswhat makestimemanagement soimportant andyet sofrustrating. Wehavetheallocationproblem
of dedingwithaninflexibleandirretrievableresource. Timemanagementiscontinuousthroughout our lives.

Thereisno quick fix tolearninghow tomanagetime. Itinvolvesanaysis, planimplementation,
andcontrol. Butthereisoneconstant; all of uscanlearntobemoreeffectivemanagersof our time.
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Below aresomesuggestedtechniques:

- Make a list of your 10 most important goals and prioritize them.

- Convert long range plans into shorter project plans on a quarterly, monthly, or weekly basis.
- Make atime analysis, diagnosing how you spend your time. (Keep atime diary for two weeks.)
- Compare actual use with how you want to spend time, looking for discrepancies.

- Set priorities, eliminating low priority items, delegating, and reducing time wasters.

- Learn to say no if activities do not fit into your existing schedule.

- Develop a daily to-do list and prioritize it to do the most important things first.

- Do not procrastinate: If it is important, do it NOW!

- Include slack time for handling emergencies and contingencies.

- Accumulate discretionary blocks of time to accomplish significant tasks.

- Avoid over commitment which leads to rapid burnout.

- Do not be a perfectionist: Perfection cannot be obtained, so you will get frustrated.

- Treat time as a valuable resource and precious commodity.

By nomeans, havewecovered everything you needto beagood manager, but if you cultivatethe
skillscoveredwithinthissection, alongwith someadditional onesthat will beidentifiedintheHuman
Resourcesection, youwill bewell onyour way.

Keepinmindthat thereisno" surefire" way to ensuresuccessful management. But, onethingis
certain: Youcan'tjust"wing"it. It'snotfair toyou, thepeoplewhofinancedyour business, ortoyour
customersforyoutotry. Careenoughto prepare. If youdo, youwill increaseyour chancesof business
successsevera timesover.
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Why Do A Strategic Plan?

Asnotedintheprevioussection of thishandbook,
planningistheprimary functionof management and should
leaddll of itsother functions. Unfortunately, overthelastfew
years, thecrush of other management "fadsandtheories' has
caused many managerstolosesight of thisbasicconcept.

Redlistically, businesses are involved in making
decisionsand recording resultsof activitieson analmost
daily basis. Without someformof formalizedplaninplace,
thereisnorea way toeval uatetheresultsof thosedecisions.
Thestrategicplan, however, serveswell asthismechanism
allowingfutureactionstobebasedonarevised planrather
thanonrevisedingtinct. Theprocessisbest summarizedas.

1) PLAN - prepare for the future
2) ACT - make decisions

3) EVALUATE - compare results to the plan St rateg i C P I anS

4) CONTROL - check the usefulness of the plan

Operatingwithout astrategi ¢ plan breaksthiscontinuousprocessand, asaresult, meansthat
busi nessesend up managing by reactingtoeventsrather than by anti cipating and planningfor them.
Therefore, the importance of planning cannot beoveremphasized. Itforcesanorganizationtotake
anobjective, critical, unemotional | ook at theway it doesbusinessby:

- ldentifying areas of strength and weakness;

- Pinpointing needs that might otherwise overlooked;

- Spotting opportunities to begin plans for goal achievement; and

- Recognizing problems by identifying their source, and suggesting ways to solve them.

Thecompleted strategi cplanisanoperatingtool which, if properly used, will hel pmanagethebusiness,
aswdl | as ensureitssuccess. It servesbothasacontinuingfeasibility study and asablueprint for action.

Strategicplanningisadynamic, thinking process. It beginsby definingthebusinesssvisionandthen
outlinesthecorestrategi esnecessary to ensureconsi stent and meaningful operating plansand budgets.
Those, inturn, driveachievement and measurement of thevision.

Businessesembarking onstrategic planningmust first decidewhat isdrivingtheplan. Isitanevent,
aprocess, achangeinroles, or achangeintheway thebusinessisrun? Onethingiscertain- - whateveris
drivingtheplan- - strategicplanning alwaysresultsinasignificant change. For thisreason, wearegoing
tobeginby approaching strategi c planningfroma’" changemanagement” point of view.

CHANGE MANAGEMENT

M anagersinrecent yearshavebeen caughtinawhirlpool of changethat hasoftendiminishedtheir
financial resources, reducedtheir staff, cut their training budget, andincreasedtheir persona workload.
They havewitnessed theelimination of | |layersof management and support staff, which oftenincluded
friendsandtrusted associates. And many of thesechangeshavecreated chaosrather than efficiency. For
thisreasonthey havelearnedtofear changeand; therefore, tofear strategicplanning. Luckily, anequal
number of managersactually understandtheneedfor changetotakeplace.
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Changeisactually healthy and positivewhenitiswell planned and whenthosewho areaffected
by itarecommitted totheobjectivesitisdesignedtoachieve. Under thesecircumstanceschangetendsto
actually stabilizeconditionsrather than upset them. 1t keepstheorganizationintouchwiththechanging
realitiesof theworldrather thanonacomfortableroadto disaster.

Businessesmust continually evolve. Whether they areexpanding, contracting, exploring, or
eliminating, businessesthat desiretokeep upwith- - or surpass- - their competitionhavetochange. It
isatimefor new visions, strategi es, programs, and actions- - revol ution, rather thanevol ution. Businesses
that seek tosurviveintheupcoming century must:

1) Achieve success; not just try to prevent failure.
2) Plan proactively for - - and take care of - - the company's future.
3) Create teamwork which involves self-initiative and empowerment.

Managing changeisnever easy, butit canbedoneanddonewell if italsoinvolveseffectivestrategic
planning. However, beforeyou canevenbegin, youmust understandthefollowing:

1) Who and/or what is behind the change? Regardless of who is behind the change, its
success or failure depends on you - - the manager. Manage the change successfully, and you will
have a great accomplishment to your credit and the confidence to continue harnessing the power of
change which will make your employees more receptive to it the next time.

The "what" that most often drives change includes:

- Outdated equipment,

The product line needs an overhaul,

The economy,

Customers have changed their needs and/or expectations,
A prevailing attitude needs adjustment.

Understanding both who and what is behind the change will help master the change process.

2) Who needsto be involved to make the change happen? Contrary to popular belief,
decrees from the top are generally not the way to make successful changes happen. You greatly
increase your chances of a productive change by establishing a proactive change team. A team
can touch more bases than any one individual and, if managed properly, will be able to elicit more
support for the change from other employees, resulting in a win/win situation. (Note: Seeinformation
on team building included in the Human Resource Section of this handbook.)

3) What changes can be managed? Actually all changes can, and need, to be managed.
If you manage change well, it will show. Your results will speak for themselves.

Changedemandsattentiontodetail. Otherwise, itwill causetension, confusion, andultimately,
counter productivity. Y oucannot expect any changeto besuccessful unlessyouplanitproficiently,
implementitstrategically, andeva uateitfully. Hereisanexampleof agood six-step changeprocess:

Sep1: Clarifytheneedfor change. Searchfor thevalid reasonsthat change needsto occur.
If theproposed changeiscrestive, youwill beabletoeasily uncover theorganizational cuesthatindicate
changeneedstotakeplace. For example, perhapssal esaredipping or customershavebeen steadily
complaining. Such"cues' areredflagsthat indicateachangeneedstotakeplace. If your proposed
changeisproactive, youwill needtodecidewhat opportunities, benefits, and/or advantageswill occur
asaresult of thechange. For example, will enacting thechangehel pyour businessgainagreater market
share?
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Sep2: Definethedesiredresults. Changethat occurswithout specific goal sismismanaged
andwill never liveuptoexpectations. Clearly definingdesiredresultswill pointyouintheright direction.

1) Decide on the desired outcome. What do you hope the change will do? Are you
trying to increase sales; increase productivity; or improve public relations? Are you
trying to cut costs?

2) Determine its feasibility. Address the question of feasibility before you get full swing
into the change. You don't want to discover after the fact that the costly and/or time-
consuming change you implemented won't result in your desired outcome.

3) Consider its evaluation. Without evaluation, you won't be able to prove that the
goals were met or that the outcome was favorable, so how are you going to evaluate?

4) Recognize who will be affected. If you ignore those whom the change affects,
watch out for problems further down the road. They WILL find a way to sabotage you.

Step 3:_Prepareachangeaction plan. Onceyou definewhat you want change to accomplish,
itistimeto put achangeplantogether. Todothis, youwill needto:

1) Analyze the impacts and requirements and
2) Organize the plan.

Analyzingtheimpact of changeandwhat isneeded to successfully implementit, will startyouon
your way tomanaging it. Somemanagersneglect thisstep, consideringit awasteof time. Itisn't.
Analyzingimpact and requirementsiscritical to productivechange. Considerthefollowing:

1) What will be impacted and how? Check to see if these areas will be affected:

- The organizationa mission, values, culture, and/or organizational structure;
- Human resources (in terms of skill or training requirements);

- Management practices or employee roles or responsibilities;

- Products or services.

Onceyouhaveidentifiedwhat your changewill impact, determinehow itwill beimpacted.
Maybeyouwill discover that youneedtoredesignyour organi zational structure, clarify your mission,
rewritejobdescriptions, etc. By taking careof theseissuesbeforeyouimplement thechange, youwon't
havetoretraceyour steps. It will saveyoualot of time, money, and stress.

2) How will the plan be monitored? Who will direct the change? Who should be
involved in identifying and resolving key issues? What kind of tracking system will
be used? What methods will be used to incorporate additional points into the change
plan? These considerations will help you ensure that the change will do exactly what
it is supposed to do - - lead to the desired goal.

Onceyou havecompl eted theanal ysisof your plan'simpactsand requirements, you areready to
writeyour changeplanindetail. Thisiswhereyou describethespecificsof whowill dowhat andwhen.
Inwritingyour changeplan, consider thesequestions.

3) What will the change action plan require?

- Time,

- Money,

Acting managers,
Consultants,

New or altered roles.
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2) What process and format will be used? Outline the major activities and specific responsibilities.

3) How will the change plan move forward? When you intend to implement any change
in any business or organization, it must be organized.

Sep4: Implement theplan. Atthispoint you areready to put the planinto action. Takethese
pointsintoconsideration:

1) Monitor the plan. You must keep a careful watch on the status of the change.
Whether it is being implemented over two weeks or two years, if you aren't monitoring
it, there is a greater chance it will veer off its course and not reach the desired destination.

2) Communicate the progress. Remember that the more you involve your employees,
the better. Therefore, don't ignore their input or disregard their views on how the change
is progressing.

3) Determine any changes that need to be made. While monitoring your plan, you
may uncover some tasks that need changing. If you did your homework in step 3,
then you will have a contingency plan just in case.

4) Adjust targets. If changes are required, targets may also need to be altered.

Sep5: Sabilizetheoutcome. Y ou havehurdled the greatest obstacles, but you still havetwo
stepslefttodo. Y ou haveinvestedtime, thebusinesssmoney, and your management skillsinthechange
process. Y ou haveimplemented your changeand you havereached your goal. Don't stop now!

Offer recognitiontotheemployeeswhodeserveit. Thisrecognitionshouldbeseparatefrom
theincentivesyou provided during theimplementati on of thechange. Thoseincentivesenabledyouto
moveaheadfaster; recognitionwill ensurethat your changedoesn't movebackward. Remember, those
employeeswhowerenot assupportivewill bewatchingclosaly. By recognizingyour changesupporters,
your next changewill beeas er tomanage.

Sep6: Assesstheprocess. Only onestepremainsinyour effort to successfully managechange;
assessingtheprocess. Y ou needto eval uateyour compl etechangemanagement process. | dentify which
stepswerethesmoothest and which onesyoufoundto bethemost difficult. Thiswill makeyoumorethan
onestep ahead next timeyou need toimplement thechangeprocess.

Itisimportant tokeepinmindthat changeisnever static. Itwill requireadjustmentsfromtimeto
time. Consider:

1) Establishing systems for managers and associates to suggest improvements;
2) ldentifying responsibilities for gathering future suggestions; and/or
3) Providing rewards for improvement suggestions.

Successfully managing changerequiresemployeecommitment every step of theprocess. Whether
youareintheplanning, implementation, or eval uation phase, youmust awayscons der thishuman aspect.
Thepeopleaspectsareinlargepart responsiblefor thesuccessof change. Part and parcel of managinga
changeismanagingthepeopleyour changeimpacts. Organi zationsthat encourageandrewardinnovation
and participationfindahigher degreeof commitment andinvol vement amongtheir empl oyees. Think about
what itwould meantoyour businessif all employeeswerecommitted tothecauseof improvement.

Oddly enough, itisnot changeitself that employeesresist. Itistheir attitudesabout changethat
determinewhether or not they will resist. Changeaffectspeopleindifferentways, based ontheir attitudes
andperceptions. Itisimportant torealizethat attitudesareboth cognitiveand highly emotional. Our minds
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formtheattitudesand weoftenreacttothemonagut level. Someemployee'sperceptionsmay bederived
from common misconceptionsabout changeor fromafeeling of certaintypesof losssuchas:

Misconception Communication Repair
Change is the result of something negative. Assure employees of the strengths they bring to the change.
Change means learning something "new."  Change may only mean using existing skills/behaviors a new way.

Change means loss of security. Tell employeeshow thefit within the change.

Change means loss of competence. Assure employees they will receive the necessary training.
Change means broken relationships. Explain how the changewill benefit everyone.

Change means loss of direction. Make the mission, goals, and objectives clear from the beginning.
Change means |oss of territory. L et employeesknow wherethere new territory is.

Eachlossdescribed abovehasacost attachedtoit. Any losscantrigger anemotional responsethat
resemblesgrief. Y oumust hel pemployeesmovepast their lossto acceptanceand tomoveforward.

Peoplearenot weak or old-fashionedif they experiencel osscaused by change. Thisisanormal
part of transition. Infact, peoplewho do not display any feeling of lossoften saveit up and becomeover-
comeby aseemingly small transition. Itishealthier to expressand acknowledgelosswhenit occursto
thoseinvolved canmovethroughthetransition processmorequickly.

Misconceptionsand | ossissuesaside, peopleunfortunately haveanatural tendency toresist change.
Anticipating, managing, and overcomingthisresistanceisthekey tosuccessful change. Y ouwon'tbeable
toavoid somedegreeof resistance, but understanding thereasonsbehindit and working toward agoal of
commitmentwill point youtoward productivechangemanagement. Thefollowingfivestepsillustratehow
youcanget buy-inforthechangeyouwanttoimplement:

Sep 1. Explainwhy changeisneeded. Peopleare more receptiveto change when they under-
standwhy itisneeded. Explainhow they will beaffected; notinnegativetermsbut intermsof benefit.

Sep 2: Encouragetwo-way communication. Get their reactionsand resistance out in the open.
Clear upany misunderstandingsand misconceptions. Respondto objectionsinpositiveterms.

Sep 3: Gather suggestionsto help put the changeinto effect. Eliminate personal fears of the
unknown by gettingtheminvolvedinthesuccess. Givethemasenseof control.

Sep4. Agreeonanactionplan. Don'tjust establish commitment and accountability, focus
onopportunitiesand desired outcomes.

Sep 5: Evaluate progressand reinforcethe process. Ensurethat changeisprogressing. Make
adjustmentsasneeded. Providerecognitionfor support. Reinforceprogressby publicizing success.

Employeesrespondtochangeinavariety of ways; bothnegativeand positive. Theseinclude:

Negative Positive
Absenteeism Motivation

Errors Less errors

Anger Enthusiasm
Morecomplaints Lesscomplaints
Transfer requests Transfer requests
Comingtowork late Comingtowork earlier
Resignation Askingformoreresponsibility
Stubbornness Cooperation

Apathy Excitement
Withdrawal Assertiveness
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Asamanager, youwill beabletoimproveempl oyeeresponseto changeif youcanidentify why
theyresistitinthefirst place. Takealook at thefollowingfivepersonalities. Y oumay observeoneor all
of themin your employees resistanceto change. Wehavea soincluded somestrategiesthat should help
youturnpotentia obstacl esintoopportunities:

Characteristics Strategies
1) Scroogeitis Focus on economics Provide incentives
Hear through their wallets, not their ears Ensurefinancial security

Increase earning potential
Provide cost/benefit analysis

2) Buried Treasure Don't understand purpose and benefits Clarify benefits
Not involved in the process Involve in process

3) Ugly Baby They are parental of their methods Avoid negative comments
They feel "their baby" iscriticized Focus on enhancements

Recognize past as foundation
to be built upon

4) Defensive Fences They take the change personally Stroke their egos
Feelings of incompetence are stirred Ask for their help/advice
Demonstrate advantages
5) Comfortable Habits They feel safe, secure, comfortable Focus on enhancements
They don't feel it isbroke, why fix it? Find good in current ways
Provide taste-test of change
Relate change to goals

Indl instances, changewill moveempl oyeesthroughfour phasesof transition:

1) Denial,

2) Resistance,

3) Exploration, and
4) Commitment.

Thedenia stagecanbeprolongedif employeeshavenot been encouragedtoregister their reactions
or if management expectsthemto movedirectly intothechangewithout proper transition. Denia isharmful
becauseitimpedesthenatural progressionof healingfromalosstomovingforward. Employeesstay
focused ontheway thingswere; refusingto explorehow they canor needtochange. Duringthisstage, it
isimportant to shareasmuchinformation about thechangeaspossible. L et employeesknownwhat to
expect and suggest actionsthat they cantaketo adjust tothechange. Givethemtimetoletthingssinkin,
andthen scheduled aplanning sessiontotalk thingsover.

Resi stanceoccurswhen peoplehavemoved through thenumbnessof denia andbeginto experi-
enceself-doubt, anger, depression, anxiety, frustration, fear, or uncertainty becauseof thechange. Some
businesschangesaresimilar innatureto adeath experience. For example, if acompany issold, merged,
or hasmultiplelayoffs, theexpectations, hopes, promises, and actual work goesthrough something close
toadeathfor certainemployees. Peoplefocusonthepersonal impact of thechangeonthem. Thiscauses
productivity todropdrastically. Italsocausespeopl etoreact negatively and beupset. Managershear
lotsof grumblingandthepersonne department isextrabusy withcomplaints.

Resi stanceisusually unpleasant for management. Itisnot easy toendurecomplaintsor suffer
blamefromemployees. Sometimes, managersencouragetheir teamtoremaininthedenial stagebecause
itiseasier for themtomanage. Ontheother hand, resistanceisasignthat thegroup hasleft that stateandis
ready tomovethroughchange. Atthispoint,itisimperativethat managerslisten, acknowledgefeelings,
respond empathetically, and encouragesupport. Donottry totalk peopleout of their feelingsor tell them
tochangeor pull together. If youaccept their response, they will continuetotell youhow they arefeeling.

Thiswill better helpyourespondtotheir concerns. 20



Whileitisdifficultforacompany toopenly experiencenegativeexpressions, thatisexactly what
hel psminimizechangeimpact. Allowingpeopletoexpresstheir fegingsandto sharetheir experiences
makesthisphasepassmuchfaster. Peoplebelievethey aretheonly onewhofeel acertainway, or think
their reactionsaremoreintensethantheir colleagues. Whenthey sharethosefeelingswithotherswhofeel
thesame, they feel validated and aremorequickly abletomoveon.

Duringtheexploration phase, energy isrel eased aspeoplefocustheir attention onthefutureand
towardtheexterna environment onceagain. Thereisuncertainty duringthisphase, including stressamong
thosewho need alot of structure. However, peopletendtodraw ontheir internal creativeenergy tofigure
out waystocapitalizeonthefuture. Thisphasecanultimately beexcitingandexhilarating. It cancreate
powerful new bondsinawork group. Duringthisstate, focuson prioritiesand provideany necessary
training. Conduct brainstorming, visioning, and planning sessions. Set someshort-termgoal sthat can
beeasi |y accomplished sothat workerscan beginto experience somedegreeof success.

After searching, testing, experimenting, and expl oringanew formbeginstoemerge. Whenthis
happens, theindividual or groupisready for commitment. Duringthisphaseemployeesareready to
focusonachangeplan. They arewillingtorecreatetheir missionand buildactionplansto makethe
changework. They arepreparedtolearn new waystowork together and haverenegotiated rolesand
expectations. Thevaluesand actionsneededto committoanew phaseof productivity areinplace. This
isthephaseduringwhichemployeesarewillingtosolidly identify withaset of goal sand beclear about
how toreachthem. Now you can begin settinglong-termgoals. Concentrateonteambuilding. Create
amissionstatement. V alidateand reward thoserespondingtothechange.

Becausechangeisinevitabl e, thechallengeislearningtomovethroughthechangetransitionas
easly andcreatively aspossible. What hel pspeopl enavigatethrough unknownterritory isamap of what
they canexpect, andinformation onwaysto respond most effectively tothe predi ctablechal lengesthat
arepresented. Thatiswhy aneffectiveandwell-organized changeprocessissoimportant.

Inthenext century, saying " We'vealwaysdoneit that way," will beasurefireway to ensure
failurefor your business. Timeshavechanged. Businessescannolonger affordtostall whenitcomesto

copingwiththecompetition. Changeisnecessary; tokeepupwithchangingtimes.

FACTOIDS

1) Inthe past decade, 30 million Americans have been dislocated by restructuring.

2) Companies expect to cut an average of 15 percent of their workforce before
the year 2001.

3) Since 1980, Fortune 500 companies have shed 3.2 million jobs.

4) Inthe pastfive years, more than 12,000 U.S. companies and corporate divisions
have changed hands

5) 70 percent of mergers end up as financial failures.
6) U.S. manufacturing needs to increase productivity dramatically to remain
competitive with foreign industry.

On pages 25 through 27 of this handbook is a " Change Action Plan Outline."
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MANAGING CHANGE THROUGH STRATEGIC PLANNING:

A StrategicPlan, whilesimilarinnaturetoaChangeActionPlan, isapproachedfromadightly
different point of few. Below, wehaveoutlinedatypical StrategicPlan.

Sepl: DevelopaVision Satement. Envisionwhat theideal futurefor your businesswould be
without thecurrent limitationsexperienced by your business. Focusonyour key desiresand concepts, not
ontheexactwordingat thispoint.

Step 2: DraftaMission Statement. A mission statement tendsto bemorerealistic thanavision
statement. It shouldanswer threekey questions:

1) Who do we serve?
2) What do we produce?
3) Why do we exist?

It should befeasi ble, understandabl e, and concise; broad and continuinginnature, but not sobroad asto
bemeaningless. It shouldbestatedintermsof output rather than activitiesand worded specifically and
purposefully. Forexample:

The mission of Management, Marketing, Training Solutions, Inc. is to serve business and
industry (our customers) through the development of management, marketing, and training
programs (our products/services) tailored specifically to the individual needs of our customers
(why we exist).

Sep 3: Articulate CoreValues. Thegoal istodevelop aconsensusfor your desired organiza-
tional values. Oncethevaluesareagreed upon, developalist of actionitems. Keepinmind, however,
that noonecanrealistically expect thebehavior of empl oyeesto changeovernight tomatchthenew values.
Twelveto 18 monthsisoftennecessary tochangebehaviorsfully.

Sep4: Key SuccessFactors. Theseshould bequantifiable outcomemeasuresof successin
achievingany team, department, or organizational vision, mission, and corevaluesonayear-by-year basis.
Thisstepisnecessary toensurethat youarecontinual ly movingtowardachievingyour ideal futurevision.
Havingconcretefactorswill helpyouanswer critical questionslikethese:

- How do | know if | am successful?
- How do | know if | am getting into trouble?
- If off course, what corrective actions should | take?

Inorder todevel op key successfactors, youmust decidewhich areasdefinesuccessfor your business.
Isit:

Customer satisfaction?
Financial remuneration?
Employee satisfaction?
Competitive improvement?
Something else?

Oncetheseareashavebeendefined, specific measurementsandtargetsshoul d beestablished. Consider
[imitingthenumber of measuresto 10. Thiswill helpyoufocusonwhatisreally importanttoyour business's
success. A lack of focusisthemajor probleminamost all typesof strategicplaning. Key successfactors
should alwaysmeasurethemostimportant (not what i seasy tomeasure) factors.
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Itiscrucial tothisstepthat you understand different andinnovativewaysyou canmeasurea most
anything. Therefore, successfactorsmust bespecificand quantifiablemeasures, generaly inoneof four aress:

1) Quality,

2) Quantity,
3) Time, or
4) Cost.

For each areathat definessuccess, set ameasurableoutcometarget or successgoal for thefinal yearin
your plan. Thisshouldberealisticandagoal that youarecommittedtoachieving. Oncethatisdone,
developbaselinetarget datafor thecurrentyear. Finally, setinplaceasystemfor measuring, tracking,
andreportingthesekey successfactorsonaregular basis.

Sep 5: Analyze Where Your Business|s|n Relationship To Where You Want It To Be. This
steptakesstock of thecurrent conditionsof your business.

Whiletherearemany waysto conduct anorganizationa analysis, themost clear andsimpleway is
todoanassessment of internal strengthsand weaknessesand external opportunitiesandthreats. Then,
examinethegapsbetweenthi sassessment andtheorgani zation'svisionfor strategicand actionimplications.

Onceyou haveanayzedyour businessscurrent state, review it withtheplanningteamand any
other applicablestakeholders. Makeadditionsor changesasnecessary. Findly, fill intheactionsrequired
by eachitemlisted.

Sep6: Develop Core Strategies. Thisstep bridgesthe gap betweenthevisionyou havefor
your businessandwhereit currentlyis. Thesestrategiesbecometheorganizingframework toguidethe
remainder of theplanning process. Thefewer thestrategiesthebetter.

Bewareof strategiesthat areonly cost-cutting measures. Thesemightincludereorganizations,
layoffs, businessreengineering, and budget cutbacks. Cuttingmay benecessary, butitisnot sufficientfor
success. Long-termstrategiesbuildfor thefutureandfocusonquality productsand servicesthat satisfy
thecustomer. Both cuttingandbuilding strategiesareneeded.

Involveall of thestakehol dersinthisdevel opmental step. If youwant thesestrategiestowork,
theremust beconsensus.

Besuretowritestrategiesintheactivetense, withan actionverb andinacompl etesentence. It
must becrystal clear what actionsyoudesire. 1f youdidyour planning processthoroughly uptothispoint,
thislist shouldbeeasy todevel op. Y ouhaveprobably beendiscussingtheminformally throughout the
planningprocess.

Sep7: Putlt All Together. All thepiecesshould now bein placeto put your strategic plan
together. Consistency inorganizing departments, teams, and sections(if they apply) under thesamecore
strategiesisthekey toanintegrated and thoroughimplementation of your plan. Forasmall business,
however, it should besufficienttocompleteoneplanfor theentirebusiness.

Sep8: Develop ABudget. Onceyour strategic planiscompleted, thenyoumust establisha
budget that will allow youto meet your new plan.

Sep9: Implement ThePlan. Thisstepfocuseson the processof educating and organizing to
managetheimplementation of thestrategic plan. Refer back totheinformationonimplementingchange
forthisprocess.
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Sep 10: Srategic Review And Update. By thispoint you should have devel oped an excellent
strategicplanfor your business. Now, your mainplanningtaskistoreviewitandupdateitannually as
necessary. Review periodically toverify your vision, mission, and corevalues, aswell to check your key
successfactorsand corestrategies.

Timesareachanging. . .and changeisapart of every manager'slife. However, changecanbe
properly managedthrougheffectiveandefficient strategic planning.

On pages 28 through 31 is an " Srategic Plan" outline.
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CHANGE ACTION PLAN

Clarify theneedfor change. Statespecifically how itwill impact empl oyees, department(s),
andtheoverall organization. Don'tforgettolistthe"humanfactors' that will beaffected by change.

Describeyour vision of thebest possibleoutcome. What doyour want thechangeto accomplish?

What arethestrengthsof your group/department inundertaking thischange?

What aretheobstacl esto change?

Listthestepsfor:

Communication:
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Dealing with Resistance:

Getting Employees Involved:

Leadership:

6. What isthetimetabl efor change?

7. What new skills, knowledge, and attitudesareneeded tomakethischange?
Sills:
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Knowledge:

Attitudes;

8. Howwill youacknowledge, recogni ze, and cel ebratethischange?
9. What incentiveswill youusetoencouragechange?

10.  Whatrewardswill youoffer positiverespondents?

11.  Howwill youassessthechange?
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STRATEGIC PLAN

1 DevelopaVision Statement?

2. DraftaMiss on Statement; answeringthefollowingquestions:

Why do we exist?

\Whom do we serve?

What do we produce as outcome benefits?

3. Listcorevalues:
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Definesuccessfor your business:

Key Success Factor

BasdlineYear Target

PlanningHorizon Year Target

Conduct acurrent stateassessment; thenconvert strategiesintoactions.

Strengths Action
W eaknesses Action
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Opportunities Action
Threats Action

Establishcorestrategies.
Changing strategies:

From

Continuing strategies:
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7. Put your plantogether:

Date: Strategy #:

Fiscal Y ear:

Strategic Action Support/Resources Who Is Who Is When How to
Required Responsible Involved Done Measure

Status

8. Put together aresourceallocationplan:

Expense
Marketing/sdes

Cost of goodssold
Generd/Adminigrative
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What If | Need Employees?

Many small busi nessesbeginwithout givingal ot of
thoughttohiringemployees. They assumetheywill doall the
work themselves, get assistancefromfriendsor family, or
smply contract out special jobsonan"asneeded" basis. For
somesmall businessventures, thisscenario might work.
However, for successful small businesses, whogrow atan
averagerateor faster, thescenarioquickly breaksdown. At
some point the hiring of additional personnel becomesa
necessity. After all, 87 percent of all jobsexpectedtobe
createdintheUnited Statesbetween now andtheyear 2005
areprojectedtocomefromsmall business.

A common misconceptionamong small business P e rS O n n e I

ownersisthat"If1 onlyhireoneor twoemployees, | won't

haveto deal with personnel problems.” Wrong! It makesno differenceif you hireone, five, ten,
twenty, or onehundred empl oyees, your respons bilitiesasanempl oyer remainbasi cally thesame.
Theserespons bilitieswill includepayingandfilingtax returnsfor federal and stateunempl oyment taxes,
socia security taxes, aswell asincometax withholdingfor wages. Inaddition, youwill berequiredto
comply withworkers compensationlaws, employeehealthand safety laws, antidiscriminationlaws, U.S.
immigrationlaws, andavariety of other stateandfederal regulations.

Theimportant thingtoremember withregardto empl oyeesisthestrict and absol uteadherenceto
federal and, inmany instances, statelabor regulations. Personnel policiesand proceduresareconstantly
beingupgraded and changed to meet new situations, respondingto emerging problems, anddealingwith
existingissues. Whether youareanextremely small business, withonly oneemployee, or adightly larger
one, withfiveor moreempl oyees, you must comply withlabor laws.

Often, thefirstissueis"Howdo you definean employee?" Ultimately, whenanemployer-
employeerelationshipexists, it doesn't matter what itiscalled. Theemployeemay beareferredtoasa
partner, an agent, or evenacontractor. It alsodoesnot matter how paymentsaremeasured or paid or
what they arecalled - -wages, salaries, etc., - - or whether theemployeeworksfull or parttime. Noris
thereany employeeclassdifferentiation. Anemployeecanbeamanager, asupervisor, atechnician, a
commonlaborer, or any other of dozensof titles. Thereal problemcomesintoplay intryingtodetermine
thedifferencebetweenanindependent contractor and anemployee. Thel RSposes20questionsto
determineif anemployeeor independent contractor rel ationshipexists:

1. Are instructions given?

2. Is training provided?

3. Are services integrated into business?
4. Are services rendered personally?
5. Are assistants hired by business?
6. Is there a continuing relationship?
7. Who sets the hours of work?

8. lIs full-time work required?

9. Is the work done on the premises?
10. Who sets the order or sequence?
11. Are reports required?

12. How are payments made?
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13. How are expenses covered?

14. Who provides materials/equipment?

15. Does the person have an investment in the business?
16. Does the person work for more than one person or firm?
17. Is there a potential for loss?

18. Are services offered to the general public?

19. Can the person be fired?

20. Does the person have the right to quit?

A good general ruleof thumbto definean empl oyeeversusanindependent contractor isthis: If
the employer has the legal right to control the method and result of the service provided, the
individual heis controlling is considered to be an employee.

RECRUITING EMPLOYEES

Good employeesmakethedifferencebetweenasuccessful businessandamarginal one. Itis
important toknow wheretofind qualified employeesand wherethosepotentia employeescanreceive
training, if needed.

Oneof thefirst thingsyou should do beforehiringempl oyees, istoask several questions:

1) How many employees do | need? In determining how many employees to hire, it is
important to determine whether those employees will be classified as:

- Full time, part-time, or temporary
- Entry or advanced-level, and
- Exempt or nonexempt.

2) What skills are needed in order to perform the work | need done? In every job
there are certain skills, attitudes, and personality traits that make for a better employee.
What are they? Beyond that, are there other requirements of the position that are not
typically associated with the job? (For example, a secretary is not usually expected
to make sales calls. That would be considered an unusual requirement for that position)

3) What education or training is available for employees? In identifying the education
and/or training required of employees, it is important to think in terms of requirements
both prior to job start and after hire. Some education and/or training may be necessary
before you can even hire an employee; some can be provided on-the-job.

4) How will the required education or training be accomplished? Once the required
on-the-job education and/or training has been identified, then it is important to consider
"how" it will be accomplished. Will it be done:

In-house,

By contract,

Through local education agencies, or
By some other mechanism.

5) What will the employee(s) do? Many employers do not bother with written job
descriptions. The problem then becomes that they can't give candidates a clear
picture of what is expected from employees (in general) or from someone in the
job (in particular) In the long run, a well thought out job description can save employers
time, money, and effort; even though writing it might be a short-term headache.
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Smart business people will take the time to transfer this information into a written job
description which spells out the specific duties and tasks required. Many cases of
employment discrimination can easily arise when these requirements are not clear to
individuals who consider themselves good candidates for a job that is vaguely identified.

6) What are the base wages or salaries | can afford to pay? The wages (or salary),
benefits, and training, added together, account for the overall cost of an employee. It
is important to know what that bottom line cost is to the business. Is it feasible? If not,
then you have to back up and rethink the issue to determine how to make it affordable.
(e.g., making the position part-time, cutting benefits, etc.)

7) How should | advertise for employees? Hiring a quality employee is not an easy task.

Therefore, it is important to determine - - up front - - what resources are available to find
one.

8) What "process"” will | use for hiring employees? Itis also important to determine
what hiring process will be used before interviewing begins. This means making a
determination how many applications will be accepted (the screening process); how
many candidates will be interviewed and by what method (the interview process); and
how a final decision will be made (the decision process).

Onceall of thesequestionsareanswered, youwill haveacl earer pictureof what theemployee
shouldbe, what (s)heisgoingto cost - - intermsof timeand money - - and what benefitswill bederived
fromhavingtheemployeeif theright hireismade. Keepinmind, that thecostsassociated with having
employeesaremuch greater thanthewagespaid. Therearecostsrequired by law, aswell asmany

optional costsgearedtoward hel pingyoukeep good employees. All of thesemust betakeninto consid-
erationbeforemaking any personnd hires.

Thereareavariety of |abor lawsthat areadmini stered by the Department of Labor. Wewill talk
about themost common onesinthishandbook.

Fair Labor Standards Act

FL SA establishestheminimumwagefor full-time, nonexempt empl oyees, establishesovertimepay
at not lessthan oneand onehalf timesthe (nonexempt) employee'sregul ar rateafter eight hoursaday orin
excessof forty hourswithinastandardwork week; setsthedefinition of nonexempt employees; covers
equal pay for equal work; and covers child labor laws. (Note: Hospital and residential care facilities
may adopt, by agreement of their employees, a fourteen-day overtime period in lieu of the seven-day

work week, if employees are paid at least one and one half their regular rate for hours worked over
eight a day or 80 in a 14-day period.)

FL SA doesnotrequire:

- Vacation, holiday, severance, or sick pay;

- A discharge notice or reason for discharge;

Holiday or vacation leave;

Premium pay rates for weekend or holiday work;

Pay raises or fringe benefits; or

A limit on hours of work for employees 16 years of age or older.

Thesearemattersfor agreement betweentheempl oyer andtheempl oyee.
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Child Labor

Althoughthewordingisdightly different, theFair Labor StandardsAct (FL SA) and Oklahoma
ChildLabor Lawsaresimilar. They differinthat FL SA statesthat a14 or 15 year old canonly work upto
40hoursinanon school week; whilestatelaw setsthemaximumat 48 hours. Additionally, Oklahomahas
acompul sory school attendancelaw that must not beviol atedin order toemploy aminor.

Child Labor Lawsapply tominorsbetweentheagesof 14and17. However, therearedifferent
regulationsfor each agegroup. Minorsunder 14 yearsof agemay not beemployed, whileworkerswho
arel8or aboveareconsidered adultsand covered by regul ationspertainingtotheworkforceingeneral .

Student workers between the ages of 14 and 15 are permitted to work 3 hours on school
days and 8 hours on other days, not to exceed 18 hours per week when school isin session.
They are prohibited from working between the hours of 7:00 p.m. to 7:00 am. When school is
not in session, these workers are permitted to work 8 hours a day, not to exceed 40 hours per
week and are prohibited from working hours between 9:00 p.m. to 7:00 a.m.

Workers who are between the ages of 16 and 17 are not regulated on the number of hours
they may work per day and there are no prohibited hours for this age group whether or not school
isin session.

A " Certificate of Employment" must beon filefor each child 14-15 yearsof age. Theseare

obtained from the school superintendent. Proof of ageisrequiredfor thoseunder 19. A " Certificateof
Employment” isan acceptabl e proof of age.

Prohibited Occupations - Ages 14 & 15

- manufacturing occupation
- mining operation
- processing occupation
- workplace where goods are manufactured, mined, or otherwise processed
- public messenger service
- operation of tending or hoisting apparatus or any power driven machinery
- occupations found and declared to be hazardous
- occupations involving transportation of persons or property
- occupations involving warehousing and storage
- occupations involving public utilities
- construction occupations
- retail, food service, or gasoline service occupations involving:
- work performed in or near boilers or engine rooms
- work in connection with maintenance repair
- outside window washing that involvesworking from window sills
- any work that requires use of ladders, scaffolds, or their substitutes
- cooking or baking (except sodafountains, lunch counters, snack bars, or cafeteria service counters)
- operating, setting up, or maintaining power sicers, choppers, cutters, and bakery mixers
- work in freezers or meat coolers
- preparing meatsfor sde (except for wrapping, sedling, and stocking when performed in other areas)
- loading and unloading goods to and from trucks, railroad cars, or conveyors
- occupations in warehouses except office and clerical work
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Prohibited Occupations - Ages 16 & 17

Minorsunder 18 may not be employed in any hazardous nonagricultural occupation or occupation that is
considered detrimental to health and well-being. This minimum age applies even when the minor is employed
by the parent or guardian. Prohibited occupationsincludeworkingin:

- manufacturing and storing explosives

- motor vehicle driving and outside help

-mining

- logging and sawmilling

- power driven woodworking machinery

- exposure to radioactive substances

- power driven hoisting services

- power driven metal forming, punching, and shearing machines

- slaughtering, meat packing, processing, or rendering

- power driven bakery machinery

- manufacturing brick, tile, and kindled products

- power driven circular saws and guillotine shears

- wrecking, demolition, and shipwrecking operations

- roofing operations

- excavation operations

Asanemployer, youmust becognizant of all of your obligationsunder federal and statel awsthat
prohibit employment di scrimination based uponanumber of issues. Equal employment opportunityis
thelaw! Whilesuchantidiscriminationlawsapply toevery aspect of therel ationship between anemployer
andemployeelikecompensation, promotions, work assignments, working conditions, andfiring practices, it
isinthehiring processthat most small businessesmaketheir major mistakes. Besurethat you, and others

whomightdohiringforyou, awareof al applicablestatutes:

CIVIL RIGHTS ACT

" prohibits against employment discrimination in hiring, firing, compensation and terms,
conditions, privileges of employment on the basis of race, color, religion, sex, or national origin
.. .. prohibits any business practice that is not based on a job requirement which has unequal
consequences for persons of a different race, color, religion, sex, or national origin."

AGE DISCRIMINATION ACT

"it isunlawful for an employer to fail to, refuse to hire, to discharge, or otherwise discriminate

against individuals 40 years of age or older with respect to compensation, terms, conditions, or

privileges of employment because of age. . . . to forcibly retire an employee. . .to give preference
because of age to one person over another within the protected age group.”

AMERICANS WITH DISABILITIES ACT

" prohibits private employers from discriminating against individuals with disabilities. . .
prohibits retaliation against an employee for taking any action pursuant to the act. . .requires
employers to provide reasonable accommodations to the disabled including making existing
facilities accessible. . .to provide special equipment and training. . .to arrange part-time or
modified work schedulesin order to employ the disabled.”

Note: This act now encompasses what was formerly known as the "Pregnancy Discrimination Act.”
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Itisal soimportant to notethat busi nessesthat wishtodobusi nesswiththefederal government
arerequiredtoadopt affirmativeaction programstoempl oyeeminorities, women, peoplewithdisabilities,
andVietnamveterans. Theseaffirmativeaction programsgoway beyondjust themereeliminationof
discrimination. Under theseprograms, employersmust consciously makeaneffort tohiremorewomen
and minority group membersandto upgradethepay andresponsi bility level sof groupsthat havehistorically
been the subject of discrimination. (Note: EEOC poster P/E-1 must be posted where employees can
see it at all times. Contact the OSBDC office for information on obtaining this poster.)

Asanemployer youarerequiredtokeep detail ed recordsregarding your reasonsfor hiring (or
not hiring), promoting (or not promoting), andincreas ng compensati on (or notincreas ng compensation)
onall employees. Thisdocumentationisnecessary intheeventthat your firmisever requiredtoprove
that it hasnot discriminated against certainjob applicantsor employees. Thebest method of keeping such
recordsisthroughaformalized empl oyeemanual that clearly documentsyour company'spoliciesand
procedureswithregardto personnel issues. Onceestablished, andfollowedtotheletter, suchdocumenta-
tion is difficult to dispute. (Note: The OSBDC office has a " Sample Employee Manual” that can help
with easy development of your company's manual. The cost is $5.00: our cost for replacement paper.)

Otherissuesyoumust keepinmindasanemployer include:

FAMILY AND MEDICAL LEAVE ACT

" entitles employees to take up to 12 weeks of unpaid, job-protected leave each year for
specified family and medical reasons. The leave entitlement isfor: the birth or placement
of a child for adoption or foster care; the care of an immediate family member (spouse,
child, or parent) with a serious health condition or of the employee who is unable to
work because of a serious health condition."

(Note: U.S G.P.O. Poster 363-608 - Your Rights Under The Family and Medical Leave Act of 1993
must be posted where all employees may see it. Contact the OSBDC office for information on obtaining
this poster.)

EMPLOYEE POLYGRAPH PROTECTION ACT

" prohibits most private employers from using lie detector tests either for pre-employment
screening or during the course of employment.”

(Note: WH Publication 1462 - Employee Polygraph Protection Act must be posted where all employees
can readily see it. Contact the OSBDC office for information on obtaining this poster.)

OCCUPATIONAL SAFETY & HEALTH PROTECTION ACT

" provides job safety and health protection for workers by promoting safe and healthful
working conditions."

(Note:  GPO Poster 355-763 OL3 - Job Safety and Protection must be posted where all employees can
readily see it. Contact the OSBDC office for information on obtaining this poster.)
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HIRING PRACTICES

Thepurposeof thefollowinginformationisto provideyouwithasmuchknowledgeaspossibleto
avoiddiscriminatory issues.

Placing Ads

Inplacinga”helpwanted" ad, or inlistingopeningswith employment agencies, itisimportantto
avoidanythingthat would seemdiscriminatory innature. Thiswouldincludereferencessuchasthese:

- Race or national origin, including any references to "native language"

- Sex classifications such as "female secretary wanted. . . "

- Age such as "mature woman, over 40, or "recent high school graduate"
- Marital status such as "married man. . ."

Also, remember that adsmust be placed wheredi sabl edindividual scanlearn about theavailableposition;
must not di scouragethem fromapplying; and must givethemaccesstothebusiness.

Job Application and Interview "Do" and "Don'ts"

Employment appli cationsandinterviewsmust al soavoi d di scriminatory questionsand/or references.
Thefollowinginformationcannot berequested:

- The applicant's Social Security number;

- Whether an applicant is single, married, divorced, or widowed; has children, is pregnant,

or plans to have children, the age of children or child care arrangements;

- An applicant's maiden name, spouse's name, or if the name has national or religious affiliation;

- Any questions relating directly to race or color;

- Whether the applicant is male or female; if the applicant is gay or heterosexual,

- The applicant's age, birth date, graduation date, or any question designed to calculate age;

- The applicant's religious preference; church or parish; names of clergy; religious holidays;
or place of birth;

- Ifthe applicantis a U.S. citizen; if (s)he, his/her spouse or parents are native or naturalized,;
request dates of naturalization or application papers; any question about national origin
including birthplace of applicant, spouse, parents, or grandparents or date of citizenship;

- For non job-related educational requirements or the racial, national, or religious affiliation of
schools attended;

- Native language or how an applicant may have learned a foreign language;

- Whether or not the applicant is disabled;

- Whether or not the applicant has any health related conditions;

- Physical characteristics like height or weight;

- For a photograph of the applicant (or take pictures during interview);

- If an applicant has ever filed for unemployment benefits;

- Labor union affiliation;

- Whether the applicant owns or rents the home or who resides with him/her;

- Mode or method of transportation to work;

- Club or organizational affiliation designed to reveal applicant's religion, race, color, or national origin;

- The applicant's willingness to work religious holidays;

- For specific references from anyone reflecting the candidate's color, race, religion, sex,
national origin, or ancestry;

- Type of military discharge or affiliation with foreign military branches; for service record copies;

- If an applicant has ever been arrested

- ANY NON-JOB RELATED QUESTION
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Applicationsandjobinterviewsshouldask questionslike:

- What formal training have you had?

- What practical experience have you had?

- What are your strengths and limitations regarding the position you are applying for?
- Why do you want to work for us?

- Why do you want to leave your present ob?

- What do you like best and least about your present job?

- Are there any job conditions or situations that make you uneasy?

- What kind of people do you get along with best?

- What kind of people do you find it most difficult to get along with?

- What have you done in your present job that you are most proud of?

- What do you expect to, and not to, do in the position you are applying for?

- What salary range are you looking for?

- Do you have any questions?

- Where would you like to be in one year? Five years? Ten years?

- What salary range are you looking for?

- Tell me about yourself.

- Tell me about a typical day in your present (or last) job.

- What type of criticism has your former manager given you?

- If you could have made improvements in your last job, what would they have been?
- How do you think you could improve yourself?

- Describe the best person who ever worked for you or you ever worked for.

- What kind of people annoy you?

- How do you think your previous experience ties in with the job we have open?

- Describe emergencies in some of your jobs for which you had to reschedule your time.
- In what way would you like our company to assist you if you join us?

- What is your long-term ambition or goal in life?

(Note: A list of possible interview questions, and questions that may not be asked during interview (or
on application forms) is included in this handbook on page 66.)

With proper screening, you- - theemployer - - canweed out themaj ority of applicationsand settle
onthenumber of candidatesto beinterviewed; generally threetofive. If thescreeningprocessfailsto
significantly reducethenumber of candidates, another |ook should betakenat the" minimumqudiifications.”
Ininstanceswherealargenumber of qualified candidatesareavailable, youcanaffordtobealittiemore
choosy withregardto preferences.

Someemployersusean applicant ratingforminconjunctionwiththeinterview process. Theform
helpstocrystallizethoughtsabout each candidateby ratingthemontheir experience, abilities, and/or
aptitudes. Onceall of thecandidateshaveinterviewed, theformisanexcellent referencetool tomeasure
candidatesagainst oneanother. Thiscanbeextremely hel pful inmakingfinal selectionchoices. (Note: A
sample Application Rating Form is provided on page 67.)

Itisimportant tobethoroughly preparedfor theinterview processbeforeinterviewsareschedul ed.
Herearesometips:

1) Have all the needed information at your fingertips. This generally includes the application
form, a preestablished set of interview questions, and the salary range and benefits
package being offered.
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2) Avoid typical interview pitfalls such as making unfavorable comments during the interview,
failing to use a uniform process, or making selection decisions based on issues other
than job qualifications.

3) To ensure a positive interview ask open-ended questions that require explanations and
allow the applicant to respond at his or her own pace.

Herearesomethingstolook forin"body language” duringthejobinterview.

Signs of nervousness: tilting, jumpiness, nail biting, tics, slouching in chair, hand movements;
Grooming. Observe shoes, fingernails, makeup, hair, clothing choice, cleanliness, neatness;
Use of pat phrases or verbal crutches like "to tell the truth,” "frankly," "basically,” and "you know;
Lapse of memory: inability to remember dates, job changes, and important events.

Background and referencechecksshoul d beperformedtofollow-up ontheinformation provided

by thecandidate. Thesechecksarehel pful inweedingout unqualified candidatesand narrowingthefieldto
oneor twochoices. Aswithall aspectsof theinterview, background and referencechecksmust be
handledcarefully. Tolessenthepossibility of steppingover lega boundaries:

1) Collect only information that is relevant to the job the applicant is applying for;

2) Reveal the information obtained only to those making the selection decision;

3) Establish a clear set of procedures on how the information will be collected and used;

4) Avoid attempts to collect information from sources the applicants has not authorized; and
5) Collect information in person or by phone, rather than in writing.

Onceapplicationsarereviewed, interviewsareconducted, and background checksperformed, an

employer should havesufficientinformationonwhichtobaseahiringdecision. However, itisimportant to

remember that the candidate chosen may or may not accept theposition. (S)hemay havereceiveda

received abetter offer or may wishtonegotiateempl oyment conditions. For thisreason, itisimportant to
predeterminewhichissues(e.g., duties, pay, benefits, hours, vacations, titles, or responsibilities) youare
willingtonegotiate. Onceall issueshavebeen clarified and approved by both parties, aformal job offer can
bemade. Assumingthecandidateaccepts, then notify other candidatesthat theposition hasbeenfilled.

If, ontheother hand, thechosen candidate declines, you must decidewhether or nottomoveontothenext
rated candidateor begintheentireprocessagain. Thisdecisionwill likely hingeonthequality of thenext

candidateinline.

Thehiring processiscompl ex and timeconsuming; bothfor theempl oyer aswell astheapplicant.
A successful "hire" will resultinahighly motivated, qualifiedemployeewhothoroughly understandshisor

her roleinthecompany and bothfeel sand respondslikeanimportant part of thebusi nessteam.

Intheback of thissectionyouwill find someadditional informationto hel panswer someof themost

oftenasked questionsand commonly expressed concernsabout hiringemployees. Y ouwill asofind
worksheets, checklists, and sampleformsgearedtoward assistingyouwithyour personnel decisions.
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| Have Employees, Now What Do | Do?

Personnel filesmust bekept oneachemployeehired. Thisfileshouldcontainthefollowing
information:
1. Background information such as applications, resumes, certifications, license, permits,
letters of recommendation, etc.

2. Required records and pay and benefit information such as Immigration & Naturalization
form 1-9, federal form W-4, time sheets, sick and/or annual leave forms, etc.; and

3. Performance appraisal records.

Note: See the "General Personnel Information” sheet on pages 68 and 69 for information on how to obtain the
necessaryforms.

Another important part of havingempl oyeesisclear communication. Oneof thebest methodsof
openingcommuni cationwith new empl oyeesand mai ntai ningit throughout thelifeof therelationshipis
throughan EmployeeManual. Thisdocument explainshow thecompany managesitsempl oyees; spells
out theestablished rulesand regul ations; and makesclear all general expectations. Italsoletsemployees
know how they "fit" intotheoveral | organi zationa structureof thebusi ness; what thechainof commandis,
andwhat optionsthey haveavailabletothem.

Unfortunately, small businessoftenassumesthat isdoesnot need suchaguideline, thinking 1 only
haveoneemployee. Why gotoall that trouble?' A coupleof reasonsstand out abovetherest. First, the
moreinformationthat isdocumented about how empl oyeesarehandled withinacompany, thesmpleritis
todefend company actionsincourt, if theneed arises. Second, the EmployeeManual isoneof thebest
communicationtool sthat can exist betweenempl oyer andemployee.

Thefirst part of any EmployeeManual shouldoutlineitspurpose, wel cometheempl oyeetothe
company, and provideabrief overview of thebusiness. Theamount and detail of theinformationincluded
inthissectionwill depend, inpart, ontheageand sizeof thecompany. Small, or young, companieswill
likely requiremuchlessinformationthanlarger, well established ones. Withinthesebus nesses, new
employeeswill havemoreof anopportunity tointeract directly with other empl oyeesand withmanagement.
Thiswill helptheseindividua stoquickly gainthecompany'sperspective. However, companieswith 10
or moreempl oyeesoften possessamoreimpersona work environment. Intheseinstances, any assi stance
theEmployeeManual canbeprovidetohel p new employeesunderstand thecompany isimportant.

Itisalwaysagoodideato beginthemanual withawel comeletter fromthecompany'sowner. The
letter setsthe"tone" of themanual aswell asintroducesthe phil osophy of thecompany. It shouldbeshort
andtothepoint but genuineinnature; thanking theempl oyeefor sel ectingthecompany and stressing hisor
her roleasapart of theoverall organizational structure.

Thebulk of theEmployeeManual should bededicated tothecompany'spersonnel policiesand
procedures. It must giveemployeesacl ear pictureof the"process' that will beusedtoguide, counsd,
andmanagethem.

All stateshavetheir ownlawsandregul ationsthat affect theempl oyeerecruitment and sel ection
process. Oftentheselawsarederived fromapplicablefederal laws. Insomecases, however, states
imposeadditional requirementsor broadened coverage. All policiesand procedureslaid out withthe
manual must adhereclosely tobothfederal and statelaw.

-44-



Policy itemsthat shoul d becovered withinan EmployeeManual include:

1) Personnel procedures,

2) Equal employment opportunity information,

3) Method of employee recruitment and selection,
4) Employment classifications,

5) Employment issues,

6) Employment benefits, and

7) Job descriptions.

Personnel proceduresrefer toitemssuchas:

- Who (within the company) will handle personnel matters;
- What records will be kept in the employee's file; and
- What the chain of command or procedural guidelines are.

Depending uponthesizeof thebusi ness, theremay or may not beaseparateindividual whois
designatedtobeinchargeof employees. However, whoever theappointedindividual is, eachemployee
shouldunderstandwhoitisthat hasfinal say withregardto employmentissues.

Somecompanieshavea™chainof command” or procedural guidelinetobefollowedwithregard
topersonnel issues. If thiskind of procedureexists, compani esneedtoincludethat informationwithinthe
EmployeeManud.

Equal employment opportunity referstofederal and statelawsthat prohibit discriminationin
employment. Theselawsrelatenot only tohiring practices, but al sodefinetheempl oyer'sobligationswith
regard to compensation, promotion, typeof work assigned, andworking conditions. Every Employee
Manua mustincludean equal employment opportunity policy that bas cally affirmsthecompany'sintentto
comply withEEOC and AffirmativeActionlawsandregulations.

M ost humanresourceexpertsrecommend that an EmployeeManual outlinethecompany'sintended
method of employment recruitment and selection. Theintent of suchapolicy istoclarify themethodol-
ogy usedinobtaining new employeesaswel | asfor selecting empl oyeesfor in-housepromotion.

Employment classificationsdefinethe"type" of positionswithinthecompany (e.g., full-time,
part-time, temporary, exempt, nonexempt, etc.) Theseshouldbespelledout clearly and distinctly within
every EmployeeManudl.

Employmentissuesdeal withthemethod and waysthat empl oyeeswill betreatedwithinthe
company. Thissectiongeneral includesthingslikeinformationon:

Work schedules,
Meal times,

Breaks, and
Absence natification.

Employeebenefitsgreatly enhanceempl oyeemora eand of tentimesleadtogreater productivity. A
company'sability tooffer benefits,inadditiontowagesand sal aries, often determinesthebusinesssability
toattract and keepgood employees. Therefore, thesebenefit packagesshouldbehighlighted withinany
EmployeeManud.
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Benefitscangenerally bedividedintofour parts:
1) Required benefits: those required by either federal or state law; such as:

- Jury duty,

- Military leave of absence,
- Family and medical leave,
- Workers compensation,

- Disability leave, and

- Pregnancy leave.

2) Standard benefits: those offered by the majority of U.S. businesses; such as:

- Holidays,

- Vacation,

- Sick leave,

- Funeral leave,
- Personal leave,
- Insurance,

3) Favorable benefits: those that are popular with most employees; such as:

-Voting, and
- Educational assistance.

4) Optional benefits: those that creative, forward-thinking companies include.

Employment policiesrefer tothosemi scel laneouspolicieswithwhichtheemployeemay needto
befamiliar. Examplesof suchpoliciesinclude:

- Personnel use of company property;

- Dress code;

- Employee visitors, phone calls, or mail;
- Housekeeping rules;

- Promotion procedure; and

- Grievance procedure.

Another important part of having employeeswithinyour businessishumanresourcedevel opment.
Asanemployer, you areresponsible- - to acertain extent - - for themaintenanceand care of your
employees. That goesfar beyondjust | ettingthemknow what you expect fromthemand what youwill
providefor them. Itincludesresponsibility for their continued devel opment bothasindividualsand as
workerswithinagivenfield.

(Note: The OSBDC/SCORE office has a " Sample Employee Manual" that can be purchased for $5.00. It contains all of
the necessary information - - and written policies - - necessary to put an Employee Manual together. For more,
information, call the OSBDC office, (580) 213-3197.)

HUMAN RELATIONS

Somebusi nessesunderestimatethe problemsthat poor humanrel ationscause. They concentrate
on productivity andignorethefact that they, and their empl oyees, areapart of acompl ex teamstructure
whichcanonly operateefficiently when humanrel ationshipsaregiventheproper amount of attention.
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Thedynamicsof humanrelationsissuchthat itisessential to maintaincooperativeeffortsamong
all membersof theorgani zation. Thismeansthat employersmust beabletorel atewiththeir empl oyees,
aswell aswiththeir customer. It al someansthat employeesmust beabletorel atewith boththeir employer
andtheir customer. Thequality of theseinteractiverel ationshipswill influencetheproductivity of each
individua withinthestructureand ultimately thesuccessful nessof thebusi ness.

Human rel ationsissuesspan abroad boundry of problems. Someresultfromageneral |ack of
educationor inappropriatetraining. Somearecaused by alack of motivation. Still othersresultfrom
problem- - or merely inconsi derate- -employees. Obvioudy wecannot realistically addressevery human
relationsissuewithinthishandbook. What wecando, however, i stouch uponthemaost common; which,
coincidently, areall withinemployer control. Theseinclude:

1) Lack of motivation;
2) Lack of teamwork;
3) Problem employees;
4) Conflict on-the-job;
5) Performance;

6) Discipline; and

7) Termination.

Whilethereisnoquick fix withregardtoany of theseissues, onethingisfor certain, ignoringthem
or refusingtodeal withthemwill not makethemgoaway. Whatever theissue, it needsto beapproached
headon.

Motivation. Motivational problems often stemfromthefact that employerstendto assumethat
money, benefits, and good working conditionsaretheonly motivationthat empl oyeesshould needtodo
theirjobwell. Inactuality, thatisfar fromthetruth. Money, benefits, and working conditionssimply
"satisfy" anemployee'sneedtopay hills, their ability to providemedical coveragefor their family, andtheir
wanttobetreatedfairly asahumanbeing. Motivationissomethingall together different. Evenmoreto
thepoint, what motivatesoneemployeeisvery likely differentfromwhat motivatesanother.

Todeterminehow tomotivateempl oyees, employersmust first examinewhy their employeesare
not currently respondingtheway they want. Thereareseveral primary reasonswhy thisoccurs:

1) They Don't Know " Why" They Should Do It. This relates to an employer's request for
doing a project, process, or job a certain way. It can be overcome it by explaining what the benefits
are to the organization for doing it that way; the consequences for doing it incorrectly; and/or what
the benefits are to the employee for doing it as asked.

2) They Don't Know " How" To Do It. Employers assume that "telling" an employee to do
something is sufficient. But "telling" is not the same as teaching them how to do it. Demonstrating
a project, process, or job is a form of teaching but for the employee to actually "learn," the task must
be practiced. Assigning a supervisor or mentor to work with the employee until the task is learned is
a good way to overcome the problem.

3) They Don't Know" What" They are Supposed To Do. This is a problem when job
descriptions are not provided. The distinction between what the employer has assigned as the
employee's "responsibility” and what the employee thinks (s)he is supposed to "do" is unclear.
Whenever employers hear the phrase "that's not my job," they should recognize this particular
problem. It can be overcome by providing employees with a clear cut job description which outlines
in detail their duties and responsibilities.
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4) They Think Something Else IsMore Important. Few employees come to work with a
built in knowledge of how to prioritize. If employers fail to get the point across that one job has
precedence over another, employees may incorrectly assume that something else holds a higher
priority. This can be solved by prioritizing for them.

5) Therels No Positive Consequence For Them Doing It. Employers often create this
problem. A good example would be requesting an employee stay late to finish a report; thereby
implying it is of high priority; then failing to immediately read the report once it is submitted; thereby
implying it's low priority. The message sent to the employee is mixed. (S)he expected the boss to
immediately read the report (positive consequence).

6) They Think They Are Doing It. When employees don't receive feedback they believe
what they are doing is what is expected. In other words, they think they are doing their job correctly.
This issue can be easily resolved through regular performance evaluations which spell out what the
employee is doing right as well as what they are doing wrong.

7) They Are Rewarded For Not Doing It or They Are Punished For Doing What They
Are Supposed To Do. Employers often assign the most difficult tasks to the same people because
those individuals do a good job. They also tend to assign easy work to individuals who can't seem
to perform at the required level. Either way sends a bad message. Assigning difficult tasks over
and over to the same individuals, because they took the initiative to do them well, is a form of punish-
ment for achieving. In the same respect, refusing to assign difficult tasks to people who routinely
perform badly, rewards them for unacceptable work performance.

8) They Anticipate A Negative Consequence For Doing It or There Is No Negative
Consequence To Them For Poor Performance. Some employees lack confidence in themselves
and need to be bolstered. They are afraid of failure and, therefore, unwilling to take chances.
Other employees don't perform because they have gotten by with "sliding" before and think they
can again. They have never been called on their lack of performance. These problems can be
handled through performance evaluations.

9) Obstacles Beyond Their Control. Sometimes employees can't perform a project,
process, or task because of obstacles beyond their control. A good example would be lack of the
necessary resources. Employers must realize that, in order for an employee to perform at the
desired level, (s)he must have the resources available to them.

10) Their Personal Limits Prevent Them From Performing. Employees are sometimes
asked to perform tasks they can't perform because of personal limits. For example, a five foot,
ninety pound female may not be physically able to lift a one hundred twenty pound box of supplies.
Employers must be careful to match tasks with capabilities.

11) Personal Problems. Sometimes temporary personal problems interfere with an
employee's performance. This is human nature. Unless it becomes chronic, it should be overlooked.

12) No One Could Do It. Occasionally employers are unrealistic with their requests. A
good example would be giving a secretary an eighty page report and telling her it must be done
within two hours. Even at one hundred words per minute, it can't be done. Employers must set
realistic, achievable goals.

Another key tomotivatingempl oyeesisunderstanding thedifferencebetween motivatorsand
satisfiers. Every worker wantstofeel good about doing hisor her job; that is, they needtofeel satisfied.
Satisfiersaremadeup of several factors, but can berelated tothefivelevel sof need:

1) Tosurvive. In employment terms this can be equated to the wage or salary earned.

Employees need enough money to live on.
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2. To have security. This relates to the benefits employees want as a part of employment;
particularly those that relate to job security and retirement security.

3. Tobelong. This is less tangible, but non the less important. Employees need to feel like
an important part of their community; both personally and professionally, whatever their job may be.

4. Prestige. This relates to the human need for dignity. All of us need to feel like we "matter”
in all aspects of life.

5. Sdf-fulfillment. A feeling of self-worth may be the most important need of all. It is what
gets us up each morning and keeps us going every day.

Motivators, ontheother hand, arethingsthat stimul ateempl oyeesinto actionon-the-job. True
motivatorsincludethingslike:

1. Recognition of job contribution. Most human beings crave recognition. They want
to know that others - - especially their employers - - have noticed their hard work, acknowledge
their contributions, and appreciate their talents. In most instances recognition does not have to
be anything grand.

2. Positive reinforcement. We unfortunately live in a world where a large majority of
bosses tend to criticize, condemn, and complain; never forgetting about negative performance, but
seldom, if ever, recognizing positive performance. Even those that do recognize good performance
often take it for granted. Human beings, on the other hand thrive on positive praise. It feeds egos
and helps make us feel good about ourselves. Without it we tend to feel inferior, resentful, and hurt.
Basic leadership rules say that focusing on positive things, giving attention and appreciation to the
good things people do, reinforces their desire to "do the right thing." Good employers will look for
praise worthy situations, keeping the following in mind:

3. Genuine caring. Nothing short of total job satisfaction, fosters employee motivation like
genuine caring. Employees that know - - without a doubt - - that their employer cards about their
health and well being will nearly always go the extra mile; working harder, longer, and with less error.
Such genuine care can be expressed through simple acts of kindness.

4. Opportunity for growth. Few of us want to remain i the same job forever. Therefore,
when given the opportunity for advancement - - whether in learning or in job position - - most of us
will not only welcome it, but give it our all. It is simply human nature to want to excel.

A few peoplewon't bemotivated by traditional methods. Thisisparticularly trueof employees
who havebeenwiththeir company for many years. They havegoneasfar asthey cangoandthey know
it. They, unfortunately, alsoknow that isisunlikely they will befired aslong asthey meet theminimumjob
performancestandards. M ost businessesrefer totheseindividualsas” coasters.”

A successful approachtomotivating coastersisto providethemwithachallenging assignment
or project that they cansink their teethinto. For thesetypesof employees, challengescan bepowerful
motivators.

Employerswhoprovideasolid mixtureof both" satisfiers' and"motivators' createjob satisfaction:
Thegreatest motivator of all. Employeesthat arehappy intheir jobs, arealwaysmotivated. However,
what will constitutejob satisfaction- - justlikemotivation - - will vary fromemployeetoempl oyeeand
fromjobtojob. Itisanillusivething; but onethingiscertain. Employerswhotakethetimetofindthe
magicmotivationcombination, generdly haveexcel lentemployeesforlife.
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Team Building. Fromthebeginning of time, peoplehaveformed groups. Thosegroupshave
beenthebasisfor family living, protection, wagingwar, government, recreation, andwork. Group behavior
hasranged fromtotal chaostothesublime. However, over thecourseof thelast few decadesit has
becomeapparent that groupsenjoy their greatest successwhenthey becomeproductiveunits, referredto
as"teams.”

Withinthecontext of theteam each member playsan assigned rolewhichisbased uponhisor her
talentand capabilities. Whenmemberscometogether tointegratetheir skills, accentuatetheir strengths,
and minimizetheir weaknessesteam obj ectivesarea most alwaysachieved. Ontheother hand, when
groupsplay asindividudsthey usualyfail.

Effectiveteamwork knowsnolevel. Itisjust asimportant amongtop executivesasitisamong
middlemanagers, firstlinesupervisors, or therank andfile. Theabsenceof teamwork at any level, or
betweenlevels, will limittheorgani zati on'seffectivenessand caneventually kill any company. Oneof
themostimportant aspectsof team buildingismaking certainthat you havechosentheright teammembers.
Toassurethis:

1) Analyze job requirements thoroughly;

2) Identify the needed skills, knowledge, and attitudes;

3) Prepare a description of the teamwork concept;

4) Make certain each applicant understands all of the requirements;

5) Evaluate facts; avoiding premature conclusions or stereotyping applicants; and
6) Hire people that have the potential to succeed in the position.

Hiringtheright peoplefor theteam, however, isnot enough. They must a sobetrainedtofunction
together asateam. Someemployersareeffectivetrainers, othersarenot. Whether trainingisprovided
in-houseor elsewhere, itisanessentia part of theteam building process.

Aneffectivetrainingprogramshoul d:

1) Include a periodic performance review of each employee against expectations;
jointly identifying training that will help strengthen the results.

2) Listen to and support an employees' growth objectives whenever it is possible.

3) Reinforce the importance of training;

4) Create an atmosphere where the employee can learn;

5) Help employees develop an action plan that they can apply directly to their jobs;

6) Let employees evaluate the program; recommending whether or not it is suitable
for other members of the team;

7) Allows employees to apply techniques and methods learned during training; and
8) Rewards employees for applying their newly acquired skills.

Problem-solvingisanother important pieceof thetraining puzzle. It shouldbetaught at every level
of anorganization. Theprocesstaught shouldbesimpleandtothepoint:

Sepl. Statetheproblem. Sometimesthereal problem doesnot surfaceuntil all of thefacts
havebeengatheredandanayzed. Therefore, teamsoftenbeginwitha"supposition™ that may ultimately
beconfirmed or corrected.
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Sep 2. Gather facts, feelings, and opinions. Thisisthe"who, what, when where, why, and
how" of theprocess.

Sep 3. Restatetheproblem. Thefactsmay changetheoriginal supposition.

Sep4. I dentify alternativesolutions. Generateideas. Do not eliminate any possible solutions
until several havebeendiscussed.

Sep5. Evaluatealternatives. Determinewhichalternativeprovidestheoptimum solution.
| dentify thepotential risks. Analyzewhether or not thecostsareinkeepingwiththebenefits. Finaly,
analyzewhether or not thechosen solutionislikely to createany new problems.

Sep6. I mplement thedecision. Determinewho must beinvolved andto what extent. Identify
thedepth of theinvolvement (how), whenitwill occur, andwhere. Determineonwhomthesolutionislikely
toimpact, what might gowrong, and how theresultswill bereported and verified.

Sep7. Evaluatetheresults. Testthesolutionagainstthedesiredresults. Modify thesolution
if better resultsareneeded.

Improved resultscan beobtained fromateaminvol vedin problem sol ving techniqueswhereopen
communicationisexpected and team membersareencouragedtochallengeideas. A successful solution
fromateamisfar moreeffectivethanany singlesol utionoffered by oneindividual .

Gainingemployeefocusand commitment for theteameffortisalsovital. Itisimportantto
remember, however, that commitment cannot beforced or commanded: It must beearned. 1t develops
throughafeelingof self-involvement. Peoplewill only becomecommittedtoateamwhenthey fedl that
they areall owedto contributetotheteam'ssuccess. Onceactively involvedingoal settingand problem
solving, asenseof ownershipisdevel oped. Employeesfeel moreimportant; but morethanthat, they feel
"needed" whenever they havearesponsibility for theendresult. Whenmembershelpdesignthesystems
andthemethodsused by theteam, they understand why control sareimportant and makeacommitment
tosupportthem. Thisisespecially truewhenthey know itispossibletoreviseor improvecontrol swhen-
everitisrequired.

Teamcollaborationhasmany benefitswhenitisused effectively. Ithelpstobuildanawareness
of theteam members interdependence. When peopl erecogni zethebenefitsof hel ping oneancther, and
realizewhatisexpected, they will work together toachievecommongoals. Theeffortisnonthreatening.
Aspeoplebeginworkingtogether to achievetheestablished goals, they beginto stimul ateeach other to
higher levelsof accomplishment. Freshideasaregenerated andtested, and theteam'sproductivity exceed
any combinedeffortsof employeesworkingindividualy.

Collaborationbuildsandrei nforcesrecognitionand mutual support withinateam. Peoplehavean
opportunity to seetheeffect of their effort and theeffortsof othersontheendresult. Individualsoftengan
confidencewhenthey know otherssharetheir viewsandareactinginconcert withthem.

Puttingateamtogether, devel opingthepersonal skillsof itsmembers, andtrainingthemhowto
work together effectively areonly thefirst stepsinteambuilding. Thesemust besustai ned by continuous
anaysi sof theresultsand through correspondi ng adj ustmentsin member contributionsandintheoveral
gameplan.

Few peoplewho achieveaposition of |eadership canclaim soleresponsibility for their accomplish-
ment. Someonehel pedthem. Someonewhoknew their goalsandwhowaswillingto devotesomeeffort
tothesatisfactionof thosegoal s, wasactiveintheir life. Thisactionmight havebeensubtle, natural, and so
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well organized or soclearly wovenintothefabricof therelationships, thatitisvisibleonly inretrospect.
These"mentors" who havethekind of positiveimpact on othersintheteam, recognizethat ahel ping
relationshipisfundamenta tothedevel opment of any strong organi zation. Their mentoring attitudemay
comeintheformof reassuranceor empathy; inlisteningandreflecting; or moredirectly by issuing
challenges, del egating responsi bilities, or providingopportunitiesfor peopletogrow and devel op by
learningfromtheir ownsuccessandtheir ownmistakes.

Employerswhoarecommittedto effectiveteam buil ding seethementoring functionnot asaluxury
tobecarried out whentimepermits, but asan absolutenecessity. They realizeitisthekey toincrease
productivity aswell astotheoverall strength of thecompany becauseit providesopportunitiesfor indivi-
dual stodemonstratetheir competenceandimprovetheir contributiontotheteameffort.

Handling Problem Employees. A problememployeeisonewho doesnot fully meetthe
established performancestandardsof hisor her job. Problememployeescomeinvaryingdegrees, from
relatively simpletovery difficult. Followingisadescriptionof someof themost commontypesof degrees
of problememployees:

1) The New Employee. This employee starts out not knowing what is expected and takes a
while to become competent. This employee needs training and guidance to function. With guidance
and support, employers can minimize mistakes made by this employee, but without guidance, this
small degree of problem employee may get bigger over time.

2) Thelnconsistent Employee. This employee performs in streaks: good days, bad days;
good weeks; bad weeks; good months; bad months. (S)he is capable and can perform most
aspects of the job well, but does not do them on a consistent basis. This employee performs best
just before his or her annual evaluation. Then, after a good review and a decent raise, begins to let
his or her performance slip down again.

3) TheUnbalanced Employee. This employee is generally strong in one aspect of the job
- - most often technical skill or ingenuity - - but weak in other aspects like behavior. (S)he is often
a talented worker, but because (s)he can't get along with others, lacks balance in job performance.

4) The Mediocre Employee. This employee performs the basics. (S)he handles routine
tasks at a minimum level but cannot complete work that requires high quality and makes no effort to
do more.

5) The Marginal Employee. (S)he falls below minimum expectations in the critical aspects
of the job. This problem employee tends to slide by, wasting time. More often than not, other than
when conduct is a problem, this employee is quiet and invisible; thriving best in a large department
where it is easy to get lost in the crowd.

6) Thelntolerable Employee. This employee does very little work right or on time. His/Her
output is low; absenteeism is high; and behavior is disruptive.

Within each degree of problem employee, falsmore specificidentificationslike” Sarcastic Sam,
Sensitive Sadlly, Temperamental Terry, or Negative Ned." Problem employeescomeinal shapesand sizes;
all levelsand degrees AND every businesshasthem. Thekey to resolving performance problems- - in
taking the problemout of theemployee- - isan ability identify the specific problem and deal withit quickly
and effectively, initsearly stages, whileit iseasiest to correct.

-52-



Belowisalist of sgnsthat problem employeescommonly exhibit:

1) Work output decreases. This might occur slowly, over a matter of months, or rapidly,
over a matter of weeks.

2) Work quality declines. Errors in work increase; work is incomplete and/or sloppy.
3) Due dates are missed. Assignments, tasks, or projects are completed late or not at all.
4) Little or no initiative is shown. The employee has to be pushed to get him or her to work.

5) Complaints increase. The employee complains about every decision made, task
assigned; everything is wrong according to his or her standards.

6) Tougher tasks and assignments are avoided. The employee doesn't volunteer for
additional work, complains about difficult tasks, and refuses to participate in teamwork.

7) Interaction with other employees decreases. Whenever possible the employee
works alone, avoids contact with other employees, and declines group interaction.

8) Ability to follow directions decreases. Instructions have to be repeated time and
time again. The employee invents reasons why things cannot be done.

9) Defensiveness or irritability increases. The ability to have a calm or rational
conversation with the employee is difficult. Mood swings become more pronounced.

10) Cooperation diminishes. Getting along and working with other employees becomes
difficult. Conflicts start to happen.

11) Others are blamed for mistakes and failures. The employee does not accept
responsibility for his or her actions and is quick to find fault with others.

12) Absences from his/her desk increase. The employee is not around when needed
and others do not know where to find him/her.

13) Negative feedback from others increases. Other employees or customers tell
about difficulties and disappointment they have in trying to deal with this employee.

14) Absenteeism and tardiness increase. The employee calls in "sick" as often as
possible; arrives late to work; and leaves eatrly.

Whatever the source of the problem employee, onethingiscertain: It must bedeatwith. The
problem, however, isoften escal ated because employersdeal withitincorrectly. Some chooseto ded
with problemsby "wishingthem away.” Still othersuse an avoidance method: "It'sreally not so bad!"
Themost common approach today isthe"threat approach.” Noneof these approacheswork particularly
well. A far morepractical - - and successful - - approachis" correctiveintervention.”

Thecorrectiveintervention gpproach givesavote of confidenceto theemployee. 1t assumes
- - and rightfully so - - that most employeesreally do want to know when they arenot performing upto
their anticipated level. Hereisan exampleof agood, working intervention model :

Sep 1. Identify and define the performance problem. Focuson the performancein question.

Sep 2. Outlinetheimpact of the problem. Definetheimpact on factorslike productivity, quality,
service, and other important businessaspects. Explainthe effect of the problem on other employeesthat
areimpacted by it.
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Sep 3. Analyzethereasonsfor the problem. Thisanaysis may feed back into what we covered
earlier inthissection "Reasons Employees Don't Do What They Are Supposed To Do." Isoneof these
reasonsin effect? If so, how and why and what can be done about it?

Sep 4. Definethe expected performance standard. Performance problems sometimes exist
becausethe performance standard isunclear. Quite often the problemisthat theemployer hasfalledto
communicate what the performance standardsare. Standards should be stated in clear and measurable
terms. Employersshould never assumethat employeesalready know what isexpected.

Sep 5. Exploreideasfor a solution. Employeeinvolvement isimportantinthisstep. Thetruth
isemployeesoften come up with better ideas than employerswhen it comesto improving their own
performance standards- - oncethey thoroughly understand that aproblem existsand what the problemis.

Sep 6. Write an improvement plan, with anticipated actions and target dates. The plan
should spell out thefollowing points:

1. The area that needs improvement.

2. The step-by-step action plan: What the employee has to do and by what date.

3. Consequences: Both positive (for achieving the goals) and negative (for failing)

4. Follow-up time: The date when the employee and employer will sit down and
review the status of the plan.

Theintervention model worksif threekey principlesarefollowed:

1) Take corrective, NOT punitive action. The emphasis should be on improvement.
Corrective efforts should focus on the actions the employer wants and expects from the employee.
Punishment will not tell the employee how to improve his or her performance.

2) Counsel and coach before using discipline. The employer should bring performance
concerns to the attention of the employee in a timely manner. It is equally important that (s)he
coach and counsel the employee to improve the performance problem BEFORE any disciplinary
action is considered. Disciplinary action should be reserved for situations when improvement,
\within a reasonable amount of time, does not occur. It should come as a logical consequence
which is spelled out in advance. Arbitrary actions leave the employer open for suit and destroy
credibility with the remaining employees.

3) Befirm, befair, and do care. Performance problems should be addressed directly, in
the early stage. (Firm) Consequences should be carried out as spelled out. There should be both
positive and negative consequences. (Fair) Most importantly, the employee should be treated as a
human being. (Care)

Inapplying theprinciplesof theintervention modd, termination comesonly after al other efforts
havefailed. Termination must befor just cause. Thereasonfor dismissal must beclear toal involved. We
will cover thismore under Evaluating Employees.

Unfortunately, many businesseswill aso encounter problem empl oyeeswith more deep-seeded
issuesthat may not be solved with summary solutions. Again, wecannot possibly addressall of thedifferent
typesof issuesthat might fall into thiscategory inthishandbook. We have chosen across-section of these
problemsand tried to outlinewaysof dealing withthem.

Stress. Therearedifferent levelsof stress. Somelevelsare minor and only requiresmple
remedies such astaking abreak or changing pace. Other stressissuesare more seriousand require
longer-term remedieslikeexercise or relaxation techniques.
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Burnout. Likeany energy source known, peopleexperience burnout. Unlikelight bulbs, however,
they don't shinebrightly one minute and then suddenly go out. Burnout in human beings happens subtly,
amost imperceptibly. Although someburnoutsare severe enough to benoticedimmediately; resultingin
heart attacks, ulcers, or mental breakdowns, most happen dowly over aperiod of time. These burnouts
manifest themsalvesinalack of enthusiasm, energy, or motivation. Employeescall in sick moreoftenor
showing adread at coming towork at al, and an eagernessto leavewhen theday isdone. Although
burnout ismost often caused by stress, other thingscantrigger it aswell: Promisesthat were never kept;
too much or unrewarded work; excessive, long hours; and lack of timeoff are prime causes of burnout.

Substance Abuse. Onein every ten workers has either an acohol or substance abuse problem.
Thisisnot asituationthat can beignored. TheU.S. Department of Health and Human Services suggests
thefollowing approach inits pamphlet " Supervisor's Guide on Alcohol Abuse." The samestepseasily
apply to drug abuse.

1) Don't apologize for discussing the matter. Job performance is involved.

2) Encourage employees to explain why work performance, behavior, or attendance
is deteriorating. This provides an opportunity to discuss the use of alcohol or drugs.

3) Don't discuss a person's right to use controlled substances or make it moral issue.
Substance abuse is a disease that, left untreated, can lead to more serious illnesses.

4) Don't suggest the employee use moderation or change habits. According to AA,
alcoholics can't change their drinking habit without help. This is equally true of those who
abuse drugs. They must make the decision to stop drinking and take steps to get help.

5) Don't be distracted by excuses. The problem is the substance abuse itself and how it
affects work, behavior, and attendance on the job.

6) Remember that substance abusers, like any other sick people, should be given an
opportunity for treatment and rehabilitation.

7) Emphasize that the primary concern is work performance. Point out that, if the
employee's behavior doesn't improve, disciplinary steps will be taken.

8) Recognize that the decision to seek assistance is the employee's responsibility.

Employee Assistance Programs (EA Ps) are ofteninstituted to help empl oyees deal with personal
problemsthat interferewith job productivity. These programsoffer company-sponsored counseling
services provided by outside expertsthat areretained on an as-needed basis. Generally, such programsare
instituted for more serious human rel ations problemslike alcohol or drug abuse. However, moreand more
companiesarerecognizing thevalidity of having such programsavailablefor lessserious problemsaswell;
such asstressmanagement or burnout. This preventative agpproach often helpsto derail more serious
problems. Additionaly, sincethe number of insurance companiesthat recognizethevaue of EAP programs
isgrowing every year, it isbecoming amore cost effective empl oyee benefit.

Handling Conflict. Wearedefining conflict asasituation that ariseswhich causes an employee
torespondinan"upset” manner. Thisisdifferent fromtheearlier information provided on handling "difficult”
employeeswho haveapsychol ogical need to get attention by disruptive and negative means.

Even the most reasonabl e empl oyee, when upset, has periods of unreasonableness. Itisthereason
behind the behavior - - what made them upset - - that must be explored. Sometimesthey are upset for
good reasons; sometimesthey arenot. Either way, inworkingtoresolvethestuationitisimperativeto
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know what caused the empl oyee to become upset. Below are some of the most common reasonsthat
individua sbecomeupset. Many of them areavoidable. Employersmight begin by exploring how to solve
thesekind of existing Situations.

Annoyancesthat employershave someresponsibility for causingincludethefollowing. Employee:

1) Was made promisesthat weren't kept. If an employer promises an employee something
and then goes back on his/her word, the employee has a right to be upset. In this situation, have
alternative solutions in mind to remedy the situation as quickly as possible.

2) Isoverlytired, stressed, frustrated, or burned out. Sometimes employers expect
employees to work 12 hours a day, 7 days a week without getting tired. That simply isn't
reasonable. Under such situations, any employee may become upset.

3) Wastreated indifferently, rudely, discouteously, or condescendingly. Sometimes we
are not aware that our actions appear indifferent, rude, or condescending. Employers must be
aware of how they come across to employees.

4) Isused to no onelistening unless (s)he makes a fuss. If an employee has to make a
fuss to be heard, then this will become their normal method of operation. They will believe it is their
only opportunity. Employers should never give into employee strong-arm tactics. Instead, they
should encourage calm, rational interchange.

5) Was prjudically treated because of her/his hair, clothes, makeup, etc.. Except for
unusual situations where employees take advantage (e.g., mohawk haircuts, short shorts, clown-
like makeup) prejudicial judgments should be discouraged in the workplace. Individuality is important
and should be encouraged.

6) Feelsher/hisintegrity or honesty in under question. Even when employees are
suspected of dishonesty, they should be treated with respect and dignity.

Other situationsmay occur that employershavelittle or no responsibility for causing. However,
these situationsmay still stimulate conflict that must be dealt with. Theseinclude situationssuch asthe

employee

1) Had expectations that were not met. This may or may not be exacerbated by the
employer. The employee may just misinterpret the situation. Either way, the individual may be
frustrated. Employers should do what they can to help employees work through misunderstandings.

2) Feelslike avictim; having no power or control over higher life.Employers have little
control over this problem. It usually stems from more deep rooted problems in the employees life.
However, in situations that apply to the work environment, the employer might lend his/her support in
helping the employee work through the situation.

3) Wastold one thing by one staff member and something different by another. This may
or may not be something that the employer can do something about. It could simply be a misunder-
standing. On the other hand, it might send up a red flare. When different employees give different
answers to the same question, it is important to find out why.

4) Acted upon something told by a staff member that was not correct. This may or may
not be something that the employer can correct. What should not occur is a situation that leads to
"he said," "she said." If, however, it can be proven that an employee deliberately misled another,
then action should be taken to clear up the situation.

-56-



5) Isembarrassed at having done something incorrectly.. Every employee should have
permission to make mistakes. All human beings willl Employers should never publicly humiliate
employees for making an error. In fact, they should privately inform them of the mistake while also
reinforcing the employees good work.

6) Had "words" with someone. This comes from personal rather than professional conflict.
While it has no place in the workplace, it will occasionally occur. Employers should stress the
expected behaviors of employees in such situations.

Theremay be occasi onswhen an enraged empl oyee threatens an employer, or becomesviolent.
Employersneed to watch for potentia violent behavior by reading employee'snonverbal communication - -
clenchedfists, tight lips, agitated tone of voice, tensebody posture, flared nogtrils, red face, and wide-open
eyes. Employersshould not try to dedl with employeesinthissituation; particularly sinceit may bedifficult
to gagewhether or not alcohol or drugsareinvolved. Inthissituation, employersshould excusethemselves
with apretenseand immediately call security or thepolice. 1tisbetter torisk feeling stupid thanto end up
inthehospita.

Usethefollowing stepswhenever dealing with anindividua whoisupset:

1) Listen with patience and empathy;

2) Face the employee;

3) Look him/her in the eye;

4) Make certain body posture, voice tone, and facial expression express concern;
5) Avoid words that might start a fight;

6) Make sure tone of voice is not condescending or impatient;

7) Don't take things personally.

Handling conflict, whether itistheform of a"problem™ employeeor an " upset” employeeisnot
easy. Most human beingshate conflict, of any sort. They will try al sortsof meansto avoidit. Avoidance,
rather than actually helping the situation, may actualy serveasameansto escalateit further. 1tisoneof
four commonly used - - but ineffective- - tendencies:

1) Avoiding,

2) Overreacting,

3) Complaining, and
4) Lecturing.

Avoiding smply putsthematter off. It doesnot deal withtheroot of the problem. Instead:

- The problem may get worse. Employees will assume the behavior is acceptable.
Some will even view it as an invitation to escalate the behavior.

- Credibility drops and respect is lost. When employers avoid dealing with the bad
behavior, the respect and credibility is often lost among good employees.

- It makes "firing" that much harder. Problem employees are eventually terminated.
The termination process becomes easier if those employees have received prior warning.

- Self-respect may be lost. Chronic avoiders even get disgusted with themselves.

Overreacting istheunnecessarily harsh or emotiona manner inwhich someemployersdump their
frustration on employees. It most ofteninvolves verba abuse. Becausefrustration and anger are primary
emotional responses, it isunrealistic to expect peopleto completely stop overreacting especialy whenitisa
well-established habit. Thereare, however, some compelling reasonsto keep it down to aminimum:
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1) It can have bad physiological effects. Anger triggers certain responses in the body. The
pulse increases, blood pressure goes up, adrenaline pumps, pupils dilate, etc. The body mobilizes
for a fight. Research indicates that if this process happens too much, it courts a myriad of physical
ailments like ulcers, high blood pressure, and headache.

2) Itdoesn't work. Overreacting has no lasting effect on employee behavior. They may
respond in the short term to acts of temperament, but given a day or two, the behavior will return to
normal.

3) Employees|ose respect for employers who overreact. They will start withholding
information, become passive-aggressive, or lose their initiative.

4) Itisdestructive. Every company has individuals who are sensitive or vulnerable. These
individuals will "take to heart" every hurtful, mean, nasty comment made, even those of overreacting
employers who may not mean everything they spew out in anger. This can cause permanent
psychological, emotional, and mental damage to those individuals; sometimes battering their self-
image beyond repair.

Complaining, asweuseit here, refersto the act of unloading frustration about the problem
generated by one employee on another employee (who generally hasnothing to do with thesituation). Like
its predecessors, however, complaining isa so ineffective becausetheemployer is.

1) Talkingtothewrong person. They should be talking to the employee with the problem;
not anyone or everyone else.

2) Riskinglossof respect. Just like with other ineffective tendencies, employees will lose
respect for employers who do nothing more than complain about a problem.

3) Wasting time. Complaining doesn't change a thing. It doesn't move the employer even
one step closer to solving the problem.

L ecturingreferstotelling of employees, often in acondescending and patronizing tone, what they
already know or are not ready to hear. Therearealot of reasonswhy lecturing isbad but, essentially, they
all boil downto"it'sabigturnoff.” All of ushavebeenlecturedtoal our lives. It started with our parents.
It was perpetuated by our teachersand professors. Our coachesand religiousleaderspiledit oneven
thicker. By thetimewe enter theworkplace, wearesick of it. We don't want to betalked at; wewant to
betalked and listened to.

Employeesneed to believethat their thoughts, opinions, and fedlingsareasimportant astheir
employers. For thisreason, itisimportant that employerslearn to curb the use of ineffective tendencies.
Wewill exploremore positivetechniques aswedeal with criticism and employee performancereviews.

Employee Performance Reviews. Performanceevaluationsareintended to record an
employee'swork performanceover aspecific period of time. Such eva uations should be conducted at
regular intervasfor al employees. However, fromtimetotime, additional performance eva uationsmay
also come about dueto anidentified empl oyee performance problem which occursin between regularly
scheduled review intervals. Either way, any report used asapart of aperformancereview should offer a
fair evaluation of theemployee's performanceintermsof thewhat it takesto carry out the duties of thejob.
It cannot, by law, reflect any biastoward racid, ethnic, religious, or gender preferencesor discriminatory
practices.
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Before any performancereview takesplace, it isimportant that employers- - or whoever istasked
with performing thereview - - properly preparefor themeeting. Thisrequiresthem to take sometime
requiresthem to take sometimethinking about the empl oyee's past and present work performance and
then trandating that analysi sto the standards established by the performance
evaluation form. Note: A sample evaluation formis included on page 70.

Inthe event that a performance problem hasbeenidentified, it isimportant to gage theimpact of the
performanceproblemintermsof:

Productivity and efficiency;

Quality;

Service; and/or

Any other important business impact.

Thenext stepistofigure out thereason for the performance problem. Inal most every instance,
performance problemsliewithin one of those reason previoudly identified as\Why EmployeesDon't Do
What They Are Supposed To Do (pages47 and 48). Depending upon the reason identified asthe root
of the problem, theemployer'simpact on it may be greater than the employer would liketo admit. The
point isnot to place blamefor the problem (either on theemployer or theemployee). Theissueiswhat
the employer'sinfluence hasbeen versuswhat it may need to be. Itispossible- - and probable- - that
the method or mode of the employer'sinfluence may need to change.

Next, theemployer must definethe expected performance standard. Theoriginal set standard must
tell theemployeewhat level of performanceisexpected in clear and measurableterms. Theemployer must
succinctly identify how theemployee's current performancelevd differsfromthat standard. Intheevent that
the standard has changed, the empl oyer must be prepared to explain the reason behind the change so that
employeethoroughly understands and acceptsit.

Theemployer should dwaysexplore solutionsto the problem. Thepointisnot to nail downa
specific solution, but to providealist of possibledternativesto the employee and then get theemployee's
input and cooperation in determining the solution that ischosen.

Thefinal stepistodraft aplanfor performanceimprovement. Theplan should spell out the
following points

1) The goal or area that needs improvement;
2) The step-by-step action to be taken;

3) Consequences for failure to improve; and
4) Follow-up measurements that will be taken.

Theintent of thedraft planisnot to set everything in concrete, but to offer ablueprint for
negotiation of therequired change.

At thispoint, employersmay want to usetheir analysisto completethe performanceevauation
form. Thiswill depend, somewhat, on the purpose of the eval uation; whether itisto deal withanimmediate
crisgsor for routine performancereview.

Oncetheemployer has carefully analyzed the performance problem and compl eted the performance
evaluationform (if applicable), itistimeto set ameeting with theemployee. Thisisthemost crucia part of
thereview process. |f handled correctly, thereview can lead to abetter understanding between employee
and employer. If handled poorly, thetotal vaueof thereview isdiminished considerably.
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Certain common mistakes should be avoided in setting up the performanceinterview.
Employersshould not:

1) Ask their secretariesto set up the meeting. This establishes a negative tone from the
outset. First of all, employees will feel confused and resentful for not being shown the respect of
having direct contact with the employer. Second, secretaries may feel resentful for being putin a
potentially uncomfortable situation. Third, when an employer relinquishes control over the process,
(s)he loses some credibility.

2) Send a memorandum. Memos arouse anxiety because they sound so ominous and they
cause resentment because they are so formal and impersonal.

3) Combinethe " asking" time with the " meeting' time.. This takes employees by
surprise, derails them from whatever they were working on at the time, and leads to feelings of
resentment.

4) Say too much or too little. When too much is said, the employee may get dragged
into responding to questions and comments about the interview . When enough is not said, the
message is ambiguous and ambiguity often leads to anxiety. Discussions regarding work perfor-
mance are anxiety-producing enough. It doesn't need any more assistance.

5) Make light of the meeting. The employee may misinterpret the remarks and think the
meeting is not important.

6) Set up the meeting while angry or upset. As tempting as it is to read the riot act to
someone right after a mistake is made, it isn't the best time to actually do it. The employee will feel
resentful or intimidated or both and the employer will have to undo a lot of unnecessary damage
before the actual issue of performance can be effectively addressed.

Certainimportant points should al so be kept in mind:

1) Approach the employee privately. Performance reviews should always be done in private.

2) Explain the purpose of the meeting. Briefly, but calmly, explain that the purpose of
the meeting is a performance review. Tell the employee what preparation will be done
for the meeting and suggest how the employee might want to prepare.

3) Arrange atime and place to meet. The employer's office is not always the best
location, especially if it is anticipated that the employee will not take the situation well.
Consider a private conference room or other secluded location that allows either
party to excuse himself/herself if the need arises.

4) End on a positive note. Smile, shake hands, and say something like "I'll look forward
to seeing you."

Getting the meeting off to agood start is not complicated if these basic pointsare
followed:

1) Minimize distractions and potential interruptions. Have calls held; let others know
not to disturb the meeting; shut the door (if possible); and clear the desk.

2) Make the person feel comfortable and welcome. Smile and set the employee at
ease. Engage in small talk of interest to the employee (e.g., about his/her family,
hobby, or other interest). Sit face-to-face, not across a desk or table.

3) Structure the meeting for the employee. Outline the purpose of the meeting and
describe briefly what is going to happen.
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The performance analysis devel oped, or the performance eval uation form compl eted,
serves asthe basic guidefor the performanceinterview. Employersshould begin by stating the
positives by |etting the employee know what isbeing donewell. Then, asthe actual review
begins, employers should make every attempt to establish as much agreement along the way
aspossible. Thiswill givethe employee asensethat thetwo are working together asateam.

It isalso important that the employer be ready to shift from a presenting modeto alistening
mode whenever necessary to keep the employee'sreceptivity going. Finally, theemployer
should get the employee's reactionsto the analysis, aswell asto the drafted performance plan.
Thishelpsto make certain that the employee has understood what was said. It also givesthe
employee an opportunity to provide his/her input into the process, in general, and specifically
into the plan. Negotiation at thispointiscritical. There must be something built into the plan
for both parties.

Sep 1. What the employee would liketo work on. Thisputsthe ball into the employee's
court; offering them an option and away to saveface.

Sep 2: Suggestions about what the employer would like the employee to work on. Once the
employee hashad his/her say, theemployer should havetheirs. If thetwo sidesagree, al the better. If they
don't, theemployeeisfar morelikely to bereceptiveto theemployer's point.

Sep 3. Srikeabargain. Thisiswhere negotiation beginsto comeinto play. Theemployee
hashad his’her say; ashasthe employer. Now, somehow, the two points need to cometogether toforma
common plan that both sides can livewith.

Sep4: What the employer should work on. Two way communicationisimperative.
Employersoften have much to do with employee performance problems. Thisisan opportunity for the
employeeto et theemployer know how you can do abetter job in helping him/her.

Sep 5: Suggestions about what the employer can do to help the employee. Employerswho
have donethe performance analysis correctly have aready identified waysthat they can do abetter job for
their employees. Itisimportant that they sharethat information with theemployee. Thiswill generatea
deeper employee/employer respect.

Sep 6. Srikeanother bargain. Just likethe bargain struck to improve the employee's perfor-
mance, another should be struck on how the employer can better help the employee.

Once aperformance agreement has been hammered out and both employer and employee know
what isexpected of them, itistimeto bringtheinterview toaclose. Likethe beginning of theinterview,
theclosing should end on apositive note. Follow-up procedures and/or meetings should be confirmed
and employersshould |et employeesknow they appreciated thetimetogether.

Whether itisdoneformally or informally, follow-upisimperative. Sinceboththeemployer and
theemployeehavegonetoalot of troubleto deal with the performanceissue, now isnot thetimeto let
theball drop. In most instancesacombination of both short-term and long-term follow-up isapplicable.
Short-termfollow-upisgenerally that which isagreed upon during the performancereview. 1t may involve
another review meeting within aspecific set period of time. Long-termfollow-up, ontheother hand, may
smply betheannual (or other) performancereview asestablished for al company employees.

-61-



Whatever thefollow-up arrangement, empl oyeesthat successfully meet or exceed al of theagreed
upon changes of aperformancereview should berewarded. Rewards can beassmpleasheartfelt praise
for doing abetter job BUT areward isimportant for both the employee and the employer. For the
employee, it will provided much needed positive reinforcement. For theemployer it will makefor amuch
easer timewhen the next performancereview isrequired.

When theemployeeisunsuccessful in meeting the agreed upon performance changes, disciplinary
actionsmay berequired.

Disciplining Employees. Disciplineissometimesrequired aspart of the effort to correct
employee performance problems. Disciplinary actionisdefined asaformal action of consequences,
documented for therecord and carried out, to halt aperformance problem from continuing and to point
itinadirection of improvement.

Formal disciplinary actionismost effective - - and providesthe most protection for acompany - -
whenitisdeliveredinalogica sequence. Theconsequencesfor an employee'sfailuretoimproveneedsto
be spelled out inadvance. Evenin casesof aseverenature, disciplinary action should not comeasa
surprise. Sincethe 1980'sthe most common employment lawsuit agai nst empl oyers hasbeen wrongful
termination. Employeeswin these casesfar more often than not, generally dueto mistakesthe employers
madein handling performance problem situations. Thesesituationsalmost dwaysdedt with an employers:

1) Lack of documentation of the actual problem;
2) Inability to tell the employee what to do to improve; or

3) Arbitrary actions that were viewed as unfair (i.e., without logical consequence; promises
that were not kept, or punishment for exercising employment rights)

Therefore, it isrecommended that employerscarrying out formal disciplinary actionfollow the stepsof a
progressive, disciplinary plan - - which spell out the consequencesfor poor performance. Such plans,
used effectively, canminimize potentid lawsuits.

Every step of disciplinary action should befollowed-up inwriting; eveninformal verba warnings.
Standard techniquesgolikethis:

1) Verbal warning. Employer notes the warning on his/her calendar or writes out an
accountingof it up and puts it in the employee's personnel file.

2) Disciplinary warning. Employer details all key points, in writing; meets with the
employee and goes over the warning and all of its potential consequences; both parties
sign off on the document. Note: A sample discipline worksheet is included in the handbook.

3) Final warning. Employer again meets with employee, reemphasizing the implications
of the employee's unwillingness to correct the performance problem, sets a deadline
for improvement to occur; and requires employee to sign off on the written document.

4) (OPTIONAL) Suspension. Employer suspends employee for a specified period of time
without pay. Employee agrees, in writing, to meet all performance standards upon return
to work or to submit letter of resignation.

5) Termination. Employee is terminated according to the steps formally outlined by the
progressive disciplinary plan.

Intheevent that all of these steps provefruitless, termination may bethe only resort.
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Termination. Employeeswho have experienced the steps of progressive disciplineasoutlined
inthe previous section of thishandbook should not be surprised when they get fired. Presumably, at every
step dong theway, they wereinformed what the next step would be.

Companiesthat use additiona "probation™ and/or "suspension” stepsgotheextramileinevery
attempt to salvage an employee'sjob. During suspension - - the next-to-the-last stagein thedisciplinary
process- - employersmust makeit perfectly clear that, if the employee doesnot improvein thedesignated
performance, thefina stepisunavoidable. That stepistermination.

Becausetheissue of firing employeesis so sensitive, employers must make certainthey doit with
asmuch diplomacy aspossible. Terminationworksbest whenit comesasthelast step of good faith efforts
to try and improve performanceissues or asaconsegquence for employee actions of asevere nature.
However, aswe noted before, occasion situationswill arisethat are so severein naturethat they warrant
immediatetermination.

The Employee Manua isan extremely val uable document with regard to termination issues. It
should spell out, in no uncertain terms, not only the expected job performance, work attitudesand behav-
iors, attendance requirements, etc. required of employeesBUT a sothosethings- - intermsof attitudes,
behaviors, or performance- - that are unacceptable. In particular, the manual should spell out what kinds
of issuesare severe enough to warrant immediate termination (e.g., drug or a cohol abuse on-the-job, theft,
insubordination, etc.) Thebottom lineisto make certain that employeesthoroughly understand everything
that isexpected of them aswell aseverything that will not betol erated.

Terminationisnever agood thing. With thisin mind, employersneed to beextremely sensitivein
handling termination situations. Employersshould never terminate;

1) If they have made the decision alone. Human resource specialists and/or attorneys
should be contacted prior to taking this final action.

2) Unlessall documentation isin order. Hasty actions taken to get rid of someone WILL
come back to haunt you in one way or another.

3) Whilein a state of anger or distress. When the times comes to terminate someone, it is
important that employers be totally in control.

Avoidingtheabove"nevers' of termination help to minimizean employer'spotentia legd ligbilities
and avoid unnecessary (and often timesunwarranted) chargesof discrimination.

Just likewith performance eva uations, preparation for atermination meeting isessentia. The
following suggestionsare offered to hel p employersprepare:

1) Review all of the documentation. Employers must be fully aware of all the reasons for
the termination.

2) Review the employee's personality. If a potential blowup is in the making, it is best to
know about it in advance.

3) Review firing problems of the past. All employers have problems with firing. By
reviewing what went wrong and what worked, they stand a better chance the next time.

4) Check the company's policies and procedures manual. A reminder of the stated policies
and procedures is always a good idea. In the event that the company doesn't have such a manual,
contact a human resource specialist or attorney for advice.
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5) Relax. Employers who are tense are far more likely to escalate a tense situation.

6) Find a private place for the meeting. This procedure should be done as privately as
possible. Find a place where the door can be shut and others are not likely to over hear.

7) Keep cool. Employees who are about to be fired will pull out all of the stops; begging for
another chance, threatening law suit, etc. Employers must remain cool.

8) Invite another person to witness the termination. A person being fired may say or do
inappropriate things or the employee may antagonize the employer into doing or saying something
inappropriate. Either way, a witness may be needed.

Findly, inhandling theactua termination conference, the employer should:
1) Note termination is the final step or consequence. Show this in documented form.
2) Give reasons why the action is taken. Show this in documented form, as well.

3) Give the employee a chance to talk. Employers must be willing to listen. In most
cases the situation is not easy for the employee. Allowing him/her open communication
relieves emotions and keeps the meeting on a more human level.

4) Focus reasons for termination on performance. Never attack the person.

5) Stay in control. Conduct the meeting at a time of day that will be least disruptive
to the work environment.

In most organi zations, when theterminating meeting i sfinished, the employeeisexpected to
outprocess and handleadministrative detail sfor completing the separation procedure.

Even though it seemsthat having employeesisfar moretroublethanitisworth, they areapart of
doing business. Thekey to making surethat agood employee/femployer relationship existsisredly quite
smple

1) Plan. Any good business or strategic plan should contain goals and objectives for
human resources. Planning should include how many people will be needed, what kind of
personnel will be needed, what wages/salaries and benefits will be offered, etc.

2) Hiretheright people. When in doubt, hire "attitude.” Technical skills, for the most part,
can be taught. Attitude, on the other hand, is hard to change once it is firmly ingrained.

3) Make certain that every employee understands hisher role in, and importance to,
the business. This includes a clear-cut job description and established policies and procedures.

4) Provide TLC (Training, Leading, Coaching) to all employees.. Employees cannot and
will not perform skills or exhibit behaviors and attitudes in which they have not been trained. Nor will
they perform the way the employer expects if (s)he does not "lead by example." Finally, it is the
employer's job to serve as coach; to recognize the talents of his/her team players and to put the
right people in the right place at the right time. It is also his/her responsibility to provide positive
reinforcement for appropriate behavior.

5) Motivate and reward. Everyone needs be be both "satisfied" and "motivated.” Itis part
of an employer's job to recognize the motivational tools that turn his/her employees on. The result
can be an unstoppable team effort.
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6) Evaluate. Employees cannot improve if they do not know what they are doing wrong.
Nor are they likely to continue positive traits if they do not know those traits are appreciated.

7) Discipline before termination. Employees are human beings. They will make mistakes.
If those mistakes can be corrected, they should be given the opportunity to do so. Effective disci-
pline often times makes for an outstanding employee. Termination should always be a last resort.

In short, employersneed to think Win:Winin deding with their employees: Not only intermsof
winning for the businessor winning for the customer, but aso winning for theemployee. If everyonewins,
everyoneishappy. Happy employeesand happy customers can makefor avery happy - - and successful

- - business.

Onthefollowing pagesare someadditional formsand information that may be helpful in handling
employees.
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INTERVIEW QUESTIONS

You MAY Ask

You MAY NOT Ask

Name The applicant's name and if he or If awoman is "Miss," "Mrs.," or "Ms." An applicant's
she was formerly employed under maiden name. If the applicant's name has anational or
any other name. religiousorigin. The spouse's name.

Family Status NONE Whether or not the applicant is single, married, divorced,
or widowed; has any children, is pregnant, or plansto have
children. Theage of children or child care arrangements.

Address For acurrent and previous address and Whether the applicant owns or rents the home or who

PhoneNumber length of residence. For aphone number resides with him or her.

or how applicant can be reached.

Race NONE Any questions relating to race or color.

Sex NONE If the applicant ismale or female; gay or heterosexual.

Age NONE The applicant's age, date of birth, graduation date(s), or
any question designed to cal cul ate age.

Religion NONE (Note: You may inquire whether The applicant's religious preference or beliefs; what church

or not the applicant isavailable for or parish) they attend; the names of their clergy; their

weekend work.) religious holidays; or their place of birth.
Citizenship or If the applicant's U.S. residenceislegal. If applicant isa U.S. citizen. Whether or not the applicant,
Nationality (Note: After an offer to hire has been his or her spouse or parents are native born or naturalized.

made, you can ask for proof of U.S.
citizenship or INSauthorization to
workinthe U.S)

For copies of naturalization or application papers. Anything
do with national origin, including birthplace of applicant,
spouse, parents, or grandparents or date of citizenship.

Arrestsor Crime

If the applicant has ever been

If the applicant hasever been arrested.

Conviction convicted of afelony.

Disability If the applicant is able to perform the If the applicant is disabled. (Upon noting a disability)
essential functions of the job. How disabled the applicant is; or any question about dis-

ability, other than those pertaining to ability to do the job.

Education Names of schools attended and level of For non job-related educational requirementsor theracial,
education. If the applicant hasforeign national, or religious affiliation of schools attended. How
language skills (if relevant to the job). foreign language skillswere attained.

Hesalth If the applicant is able to perform the Whether or not the applicant has any health conditions.
essential functions of the job. (Note: You may not set a minimum or maximum weight,

height, or arbitrary set of physical requirements.)

Height/Weight NONE Any questions with regard to non job-related inquiries.

Physical Data The applicant to prove the ability to do Any questions regarding disability. The applicant to prove
certain job-related physical functions. an ability to do a non-job-related physical function.

Military Service If the applicant served in the military; the | Thetype of discharge received , or about any servicein
skillslearned; and the rank attained. foreign military branches. For copies of servicerecords.

Work Schedule The applicant's willingness to work sched- | The applicant's willingness to work religious holidays.
ules. If the applicant has military duties.

Organizational About current organizational membership | About any organizational affiliation that would reveal the

Affiliations and offices held. applicant'sreligion, race, color, or national origin.

References The applicant for general and work related For specific references that would reflect the applicant's
references. color, race, religion, sex, national origin, or ancestry.

Photos NONE (Note: Once hired, you may ask for | Ask that a picture be submitted or take pictures of appli
apicture aslong as you pay for it.) cantsduring interview.

Other Any job-related question. Any non-job-related question.
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Applicant's name:

Applicant Rating Form

Date available:

Position applied for:

Interviewer(s):

Department:

Salary range:

Requested salary:

CATEGORY RATING
POOR BELOW AVERAGE| AVERAGE ABOVE AVERAGE | GOOD FXCELLENT
(0) (1) (2) (3) 4) (5)
WORK EXPERIENCE:
Overall
Relevant to position

Accomplishments

Leadership ability

Other

EDUCATION/TRAINING:

Relevant academics

Relevant technical training

Other

CHARACTERISTICS:

Initiative

Stability

Personality

Other

INTERVIEW PREPARATION:

Knowledge of company

Relevance of questions

Strengths and Weaknesses:

Strengths:

Weaknesses:

Interests:

Personal Qualities,

Other Comments
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GENERAL PERSONNEL INFORMATION

FORM REQUIREMENTS
Employer Identification Number

If you are required to report employment taxes, you will need an Employer |dentification Number
(EIN). You must useit on all of theitems sent to the IRS or the SSA. Note: If you took over an existing
business, do not use that employer's number; apply for your own. If you do not receive the number beforethereturnis
due, write "Applied For" and the date you applied in the space shown for the number.

Additionally many bankswill not allow you to open a business account without this number. It can be
obtained by completing aform SS-4 and contacting:

Internal Revenue Service Center
Austin, Texas
1-800-829-3676

Employment Eligibility Verification

Immigration laws require that al-9 Form be on file for every employee on the payroll. Thisform
verifies employees legal right to work inthe U.S. It can be obtained by contacting:

Immigration and Naturalization Service Office
4149 Highline Blvd., Suite 300
Oklahoma City, Oklahoma 73108
(405) 231-4121

First offensesfor failure to have this form on file may bring fines of between $250 to $2,000. Chronic
offendersof thelaw will likely face criminal penalties, including up to six monthsin prison.

Workers Compensation

A businessisrequired to obtain workers compensation for its employees. Employersfailing to obtain
such insurance will be subject to legal sanctions. Rateswill vary asto the type of work, based upon potential
for injury. For example, the rate on an employee who is a construction worker is higher than the rate for an
officeworker. For more information on workers compensation, contact:

The Statel nsurance Fund
410 N. Walnut
Oklahoma City, Oklahoma 73152
(405) 232-7663

Note: Form 1A - Oklahoma Workers' Compensation Notice and Instructions to Employers and Employees must be
posted and maintained by employersin one or more conspicuous places. Contact the OSBDC office, 242-7989 for
information on obtaining this poster.

Federal Wages

Wages subject to federal taxesinclude all pay, cash, or other forms, given an employee for services.
Thisincludes salaries, vacation, bonuses, and commissions. It does not matter whether the pay is based on the
hour, day, week, month, or year, or on a piecework or percentage plan.

Withholding and other datais noted on the following reports:

W-4 - Withholding Certificate - retained for employer's records
W-9 - Taxpayer ldentification Certificate - for use with independent contractors
W-2 - End-of-the-Year Withholding Summary - sent to SSA at the end of the year
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Form 940 - Federal Unemployment Tax (FUTA) - filed quarterly (over $100); annually (under $100)
Form 941 - FICA - filed quarterly
Form 1099 - End-of-the-Year Summary - for payments of over $600 to independent contractors

Use the deposit form that has the proper pre-inscribed identifying information for the tax indicated. If
you use the wrong deposit form, your payment will be credited to the wrong account and you may be billed for
taxes you have aready paid.

If you need additional forms, you can order them from the Internal Revenue Service Center where
you file your return. Do this by using as an order blank on of the pre-inscribed forms you have. In the box
labeled "Tax Period Ending", enter the date your tax period ends and, in the space labeled "Bank Name/Date
Stamp" write the number of additional formsyou need.

For moreinformation, contact:

U.S. Department of Labor
4001 N. Lincoln Blvd.
Oklahoma City, Oklahoma 73105-5212
(405) 521-3756

Office of Handicapped Concerns
4300 N. Lincoln Blvd.
Oklahoma City, Oklahoma 73105
(405) 521-3756

State Wage Laws

All Oklahoma employers that meet any of the basic coverage provisions below are liable under the
OklahomaEmployment Security Act:

having had one or more employees for 20 different weeks during the calendar year

having paid $1,500.00 in wages during a calendar quarter during a calendar year

having liability under the Federal Unemployment Tax Act

agricultural employer having 10 or more employees for 20 different calendar weeks during a
calendar year, or has paid $20,000.00 in wages during a calendar year

o domestic employer (household, fraternities and sororities) having paid $1,000.00 in wages during
a calendar quarter within a calendar year

O O O o

All new employerswill pay a statutory rate of three and one-tenth (3.1%) until they become eligible for an
experience rating contribution rate after two calendar years of coverage. The taxable amount will be deter-
mined each year and will be based on fifty percent of the average yearly wage.

Upon receipt of the completed OES-1, an account will be established for the employing unit, a
registration number assigned and reporting forms forwarded as they become due.

For moreinformation, contact:

Oklahoma Department of Labor
4001 N. Lincoln Blvd.
Oklahoma City, Oklahoma 73105-5212
(405) 528-1500

Oklahoma Tax Commission
2501 Lincoln Blvd.
Oklahoma City, Oklahoma 73194-0015
(405) 521-3108

Oklahoma Employment Security Commission
200 Will Rogers Building
Oklahoma City, Oklahoma 73105
(405) 557-7136
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Last review date:

PERFORMANCE EVALUATION

This review date:

Name: Title:

Supervisor: Date Hired:

(Rated on a scale of 1 to 5 as follows: 5-exceeds job requirements, 4-meets and sometimes exceeds job requirements,
3-just meets job requirements, 2-inconsistent in meeting job requirements, and 1-does not meet job requirements.)

Skill or Task 5 4 3 2 1

Work Volume; speed and consistency of output

Quality of Work; carrying out assignments

Job Cooperation; interest and enthusiasm shown

Ability to Work With Others; interaction with other employees

Adaptability; ability to perform variety of assignments

Job Knowledge; understanding of job requirements

Initiative; self-starting capabilities

Overall Performance

Comments regarding any of the above:

Attendance: __ problem __ no problem Comments:

What are the employee's strengths?

What are the employee's weaknesses?

What training or education would benefit the employee?

Other comments:

Recommendations?

Employer's Signature Employee's Signature
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BENEFITSPACKAGES

One of the most difficult decisions employersfaceis deciding what, if any, employee benefitsto offer.
To many employees, abenefits package is asimportant as the wage or salary. For this reason, benefits
become a key issue to those employers who want to hold on to their good employees. In this section we have
included information relating to the most common empl oyee benefits.

VACATION LEAVE is probably the most important piece of a benefit package in that it benefits employ-
ees and employers. Employees who take time off to relax return to the workplace with renewed strength and
enthusiasm which generally translates into increased production.

The amount of allocated vacation time varies from employer to employer. Currently a standard vacation
is two (2) weeks, granted after one year of employment. However, many companies use a vacation scale
geared toward rewarding their long-term employees. The average scale looks like this:

Two (2) weeksfor workers employed from oneto four years;
Three (3) weeksfor workers employed from fiveto nine years; and
Four (4) weeksfor workers employed over ten years.

Other companies allow more liberal use of vacation time, giving employees options like taking one day per
month or one week after six months of employment. Some companies allow employees to use vacation time for
long-term (one week or more) illness in place of, or in addition to, sick leave. However, these companies
generally set a limit on the amount of time that can be used this way to prevent employees from "going into the
hole" with either sick or vacation time.

Ultimately, decisions regarding whether or not to grant vacation leave lies with individual
employers. The Fair Labor Standard's Act (FLSA) does not require granting of vacation leave.

SICK LEAVE is another appreciated employee benefit. Most employees cannot afford to take time off
from work because of sickness. Consequently, they continue to work while they are sick and risk spreading
their illness to other employees.

Like vacation time, the amount of sick leave granted varies from employer to employer. The current
average falls around eight hours per month or 96 hours per year. Some companies allow a portion or all unused
sick leave to be carried over from one year to the next, often setting a cap of 144 hours in any given year. Other
companies don't allow sick leave carry over but do let employee's trade-in unused sick leave for vacation time;
usually two hours additional vacation time for every unused sick day. Still other companies do not allow sick
leave carry over or trade in.

Inrecent years, more progressive companies have amended their sick leave policies to allow employees
to use sick leave time to care for ill children or other disabled family members. Most companies also allow use
of sick leave for doctor, dental, psychological, or physical therapy appointments. Ultimately, however, the
decision regarding sick leave is left up to the employer. The FLSA does not require employers to grant any sick
leave allowance.

HOLIDAY LEAVE is another common employee benefit. However, the holidays observed varies greatly
from industry to industry as well as from employer to employer. Federal employees automatically receive all
presetfederal holidays off. The standard holiday time for non-federal employees falls between seven and eleven
days per year. Some of the more common holidays are: New Year's Day, Martin Luther King Day, President's
Day, Memorial Day, Independence Day, Labor Day, Veterans' Day, Thanksgiving Day, Christmas Eve, and
Christmas Day.

Some businesses make allowances for religious holidays by allowing employees to use either sick leave or
vacation leave to observe those holidays. A few businesses, particularly in the retail area, allow only a few

holidays - - generally Thanksgiving Day, Christmas Day, and Easter - - off, but reward employees who work
standard holidays either time and a half or double time for the hours.
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Some businesses make allowances for religious holidays by allowing employees to use either sick
leave or vacation leave to observe those holidays. A few businesses, particularly in the retail area, allow only a
few holidays - - generally Thanksgiving Day, Christmas Day, and Easter - - off, but reward employees who work
standard holidays either time and a half or double time for the hours worked. Very few businesses require
employees to work all standard holidays without some form of compensation. As with most employee benefits,
however, decisions regarding holiday leave is up to individual employers. The FLSA does not require granting of
holiday leave.

COMPENSATORY TIME is often misused. Often referred to as "comp time," compensatory time, in
its legal form, is granted to exempt, and certain approved nonexempt employees to offset time worked over
eight hours within a given work day or over 40 hours within a given work week. Comp time may also be granted
as a reward to either exempt or nonexempt employees for completion of a special project or as a bonus for a job
well done. Unfortunately, however, comp time is often used to offset time worked by nonexempt employees over
eight hours within a work day or totalling more than 40 hours within a work week. This use of comp time is in
direct violation of FLSA procedures which state that nonexempt employees are subject to overtime pay for all
time worked over eight hours within a work day or totalling more than 40 hours within a work week.

PERSONAL LEAVE is a relatively new employee benefit. Itis generally granted for special situations
such as deaths in the family; doctor, dental, or psychological appointments, etc. (which are too short in nature
for sick leave usage or when sick leave is not a benefit); parent-teacher conferences; and other necessary
meetings which must be held during normal work hours.

While some businesses pay employees even during personal leave, others simply grant the time off
without pay. In either instance, the amount of personal leave (if granted at all) may vary from employee to
employee based upon their job description, title, or length of time with the company. The FLSA does not
regulate personalleave.

TUITION REIMBURSEMENT is becoming more popular as a method to ensure that employees keep
current with skill changes in their jobs. While a few companies will reimburse employees across the board for
any course work taken - - whether it helps them in their jobs or not - - most employers require that course work
be job-related.

It is common for employers to set a standard to which employees must perform (generally a "C" average
or better), the number of course hours reimbursable within a given time period, and a cap on the amount of
tuition that will be reimbursed.

LIFE INSURANCE benefits have become more frequent now that most insurers provide group rates at
low costs even for groups of ten or fewer employees.

If employees are required to pay part of the group insurance cost, Oklahoma law requires that seventy-
five percent (75%) of all employees agree to the coverage. If the business pays group insurance premiums
covering all employees up to $50,000.00, the cost is deductible for federal income tax purposes but the value of
the benefit is not taxable to employees. Additionally, most group plans will permit employees leaving the
company to convert the plan if done within 30 days.

MEDICAL INSURANCE including group health helps to reduce labor turnover. Group health insurance
costs much less and provides more coverage for the worker than individual contracts. In addition, if the em-
ployer pays the entire cost of the insurance, individual employees can't be dropped from a group plan unless the
entire group is canceled.

Both group life and medical insurance provided as employee benefits must conform to standards
established by both state and federal statues. These requirements may be obtained from thefollowing:

Oklahoma I nsurance Department
1901 N. Walnut
Oklahoma City, OK 73105
(405) 521-2828
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Pre-Employment Reference Check

Applicant: Position:
Company contacted: Phone no:
Person contacted: Title of contact:
Relationship to employee: Employee's title:
Approximate starting date: Approximate ending date:

Employee's duties:

Reason employee left company:

RATING CATEGORY POOR BELOW AVERAGE| AVERAGE WBOVE AVERAGE| GOOD [EXCELLENT
©) ) @) ®3) (4) ®)

Attendance

Quality of work

Quantity of work

Cooperation

Acceptance of Responsibility

Taking Initiative

Attention to Detail

Ability to Learn

Ability to Follow Directions

Follow Through

Overall

What did you consider this employee's strong points?

What did you consider this employee's weak points?

In what areas could this employee improve?

Would you rehire this employee? __ YES NO __ UNCERTAIN

Other Comments:

-73-



Application for Employment

Our policy isto provide equal employment opportunitiesto all qualified personswithout regard to race, creed, color,
religious belief, sex, age, national origin, ancestry, physical, or mental disability or veteran status.

Name:

LAST FIRST MIDDLE
Street Address:
City: State: ZIP: Phone:

Position Applied For:

How did you hear about this opening?

When Can You Start?

Areyoulookingfor full-timeemployment? _ YES __ NOIf not, what hours are you available?

What wage/salary are you looking for?

Have you ever been convicted of afelony? ~ YES _ NO If yes, explain.

Education School and Location | Major | Degree or Diploma

High Schoal

College

University

Other

Other Skills:

Emgloxment Histou

Company Name: Address:
Phone:
Dates: Wage/Saary: Title:
Name of Supervisor: May wecontact? = YES _ NO
Responsibilities:
Reason For Leaving:

Company Name: Address:

Phone:
Dates: Wage/Saary: Title:
Name of Supervisor: May wecontact? _ YES _ NO

Responsibilities:

Reason For Leaving:
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Company Name:

Address:

Phone:
Dates: Wage/Salary: Title:
Name of Supervisor: May we contact? _ YES __ NO
Responsibilities:
Reason For Leaving:
Company Name: Address:
Phone:
Dates: Wage/Saary: Title:
Name of Supervisor: May we contact? _ YES __ NO
Responsibilities:
Reason For Leaving:
Company Name: Address:
Phone:
Dates: Wage/Saary: Title:
Name of Supervisor: May we contact? _ YES __ NO
Responsibilities:
Reason For Leaving:
Reference Names Address Phone No.

| certify that the facts set forth in this application for employment are true and complete to the best of my
knowledge. | understand that if | am employed, fal se statements on this application shall be considered
sufficient cause for dismissal. Thiscompany is hereby authorized to make any investigations of my prior

educational and employment history.

| understand that employment is"at will" which meansthat either | or this company can terminate the employ-
ment relationship at any time, with or without prior notice, and for any reason not prohibited by statue. All
employment is continued on that basis. | understand that no supervisor, manager, or executive of this company
other than the president has any authority to alter the foregoing.

Signature Date
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Marketing & Advertising: What Is The Difference?

A lot of confusion exists about the difference
between marketing and advertising. Many businesses
assumethetwo areinterchangeable. They arenot.

Marketing is an activity intended to create an
interest in and a need to purchase a product or service.

Advertising is justone of the technical tools
used in marketing to accomplish that task. There are
many others; public relations and publicity to name two.

Marketing iscritical tothelifeof any business
but that isparticularly trueof small business. To =
be truly successful, small business must beable to M ar kEt N g
identify their customers wantsand needsand then &
meet them whilestill making a profit. To do that
business must beginwith a basic analysis of what I
it hasto offer itspotential consumers. Whatever Ad ve rt 1SN g
the product or service, there must be something
uniqueabout it; something that will make customers
willing to pay theasking price.

To succeed in business- - and to makealiving at it - - businesses must carve out a
mar ket niche. Withinthat niche, they must devel op asgood areputation for “making widgets'
as Coke does for making sodas or as Gillette doesfor cutting off stubborn whiskers.

Marketing analysts do not always usethe sameterminology or divide market research
into the same categories. The categorieswewill usein this handbook tend to overlap some-
what; however, each pinpointsaspecific marketing area that isimportant when developinga
marketing plan. These are often referred to asthe Four P's:

1. PROBE: consumer research.

2. PRODUCT: the goods, services, and ideas that embody the benefits that consumers
seek. This includes packaging, name, logo, and the product itself.

3. PRICING: the value placed on a product or service. This is often affected by

competitors' pricing; but also includes the psychological issue of pricing and considers
the segment being solicited.

4. PROMOTION: getting the story out.

Each of the above generates questionsthat must be answered in order to develop good
marketing strategies and put together asolid marketing plan. However, weare also going to
add another component - - Customer Service. Itisinthisareathat small business hasits best
opportunity to over comethe obstacles and seemingly major advantagesthat bigger business
offers: Foritisinthisareathat big businessisfailing miserably.
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Probe. Marketingsurveysareonemethod of probinginto consumer'swantsand needsby
hel pingyoutodetermine:

- Product/Service acceptability,
- Name recognition,

- Consumer interest, and/or

- Value of the product or service.

However, becautious! Toreachatarget market, and get back validresults, marketing surveysmust be
conducted of potential customers; not family andfriends. Thesesurveyscanbeaccomplishedthroughthe
mail, by telephone, or through either personal or groupinterviews.

Another method usedto determinecustomer needs iseval uation of industry trends. This kind of
eval uation can bedonethrough contacting tradeand professional associationsintheindustry tofindout the
perceived demandfor theproduct or service. Thesegroupscan al so beagood sourceof information
regardingcurrent pricingtrends.

A final method of determining customer needisthrough eval uation of thecompetition. What
products or services are moving well for them? What are their prices? What kinds of problems
have they encountered? What is the knowledge level of their employees? How do they display
theproduct? Answerstothese questions, will hel p determinetheweakest linksand suggest waysto
strengthen them.  (Note: A Customer Competition Analysis form is provided for you on page 88 of
this handbook.)

Customer identificationisTHE primary goal of all mar ket planning. Whenmarketing
researchisdonecorrectly, amarket ssgment or group of customersisidentified. Thismarket,isgenerally
describedindemographicand psychographicterms. Demographicsoutlineacustomer’s:

- Age. Compare the target market's average age to the age group that is currently dictating
market trends. Determine if the comparison is positive, negative, or uncertain.

- Sex. Determine who is more likely to buy your product or service: a man or a woman.
The answer to this question will greatly influence the advertising tools you will choose.

- Ethnic Background. Analyze whether your product or service is more likely to be
purchased by a particular ethnic group. Ethnic origin may greatly influence your population base.
If it does, product preferences, population shifts and language may vary. These variances may
effect your target market.

- Education. The education of customers often points to changes in product preference.
People with higher education levels may have more specialized tastes. Determine if this effects
your target market.

- Occupation. Like education, occupation may influence buying trends.

- Income. As mentioned above, people with more education, and those in certain occupa-
tions, will likely have a higher income. This may greatly influence their buying trends.

- Family status. If traditional families, or nontraditional groups like single people living alone
or unmarried people living together influence your product or service, determine specifically what the
influences are.

- Geographic location. Find out where your customers shop; where they live or work. If they
shop where they work, it won't do you any good to provide the product or service in the location
where they live.
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Whiletraditiona demographicswill helpyoudetermine”where" your customersareand " how™
they buy, they will nottell you"why" they buy what they buy. Thisiswerepsychographicscomesin.
Psychographi csgiveyouapsychological profileof your customer sothat you candetermine"why" people
will buy certainproductsover others. Itanalyzes:

1) Life-style This relates to a customer's activities, interests, and opinions which may reflect
on how they spend their leisure time. This, in turn, may influence their buying patterns.

2) Behavior Degree of community involvement, political activity, etc. reflects a customer's
values while their degree of cautiousness, skepticism, or ambition may reflect on their buying
patterns.

3) Self-concept. This reflects both how the customer sees himself and how he wants to
be seen. Self-concept may influence a customer's buying patterns. For example, if he sees
himself, and wants others to see him as a success, he may feel the need to buy a Mercedes Benz
when a Pontiac might do just as well.

4) Buying style. It is important to find out how often customers purchase and the reason
for buying. New products are often purchased by individuals whose buying style is adventuresome
and open.

Psychographicinformationisparticularly valuableinhel pingtoselect advertisngmediaandin
designingadvertisementsbecauseit canhel pidentify thebuying behavior of potential consumers. For
example, if apersonisambitious, (s)hewill tendtobuy " status-support” products. 1f thepersonenjoys
socid activities, (s)hewill begood customersfor liquor, wineglasses, and cookery items. If theperson
isaloner, (s)hewill gravitatetoward privateentertainment formslikepersona computers, model building,
andthelike.

L argecompaniesandindependent researchershavedoneal ot of researchinto both demographic
and pyschographicinformation. University librariesaregood sourcesfor researchingtheirinformation.
Tradeassociationsandrel ated businessorgani zationscan al so providerel evant demographi cand psycho-
graphicdata. Lastly, magazine"mediakits' often providethiskindof information.

Ultimately, beforebeginningany kindof marketingstrategy - - includingformal market planning
- -itisimperativethat youfind out asmuch about your potential market (or customer) aspossible. But
alsoremember that mar ketingisadynamicprocess. Customersmove, life-styleschange, incomesvary.
Towork effectively, market research cannot beused simply asaonetimeshot that you useto put together
amarketingplan; refer toitfor awhile; andthenforget all aboutit. Foryour businessto besuccessful, it
must continuetodomar ket planningthroughout thelifeof thebusiness.

Product. Toeffectively market aproduct or service, you must begin by determiningwhat makesit
unique. Thiscanbeachieveby answering severa questions.

- Is the product or service offered by anyone else?

Does the product or service satisfy an "unfulfilled" need?

Will the product or service create a trend?

Is it environmentally sensitive (e.g., a gas station or dry cleaning establishment)?
Does it play to the customers' sense of value?

Does the product or service occupy a special niche?

Is a moral issue involved?

Is it patentable? (Note: a product may be patentable; a service is not.)
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- Is the marketing technique used to promote the product or service different?
- Is customer service different?
- Does it use my special talents?

Oncethesequestionsareanswered, youwill haveacl earer pictureof what theproduct or service's
key marketing points are. (Note: refer to the questionnaire on page 89 of the handbook to help you
pin down these answers.)

Pricing isamarketingdecis onthat combinesthemarket researchcompletedin”probing” withfinancial
analysis. Tobetruly successful, businessmust pricetheir productsand servicesinsuchaway asto:

1) Allow a profit margin for the business,
2) Be competitive with other businesses, and
3) Suit the customer's budget.

Pricing caneither makeor break abusiness. If thepriceiswrong, itwon't matter if everythingelseisright.
But how doesonego about deciding uponaprice?

Therearetwoimportant factorstokeepinmindwhenestablishingapricing structure. Thefirst
isthepricecelling; which representsthepricethat themarket determinestheproduct or servicewill
successfully sell for. Thisidentifiesthetop pricecustomerswill typically pay for particul ar goodsor
services. Market research and competitiveanalysi sshould beusedto determinepricingtrendsand
strategiesof similiar businesses. Thesecondispricefloor; whichrepresentsall of thecostsassociated
withrunningthebusiness. Thisisthepricebel owwhichbusinesscannot sell theproduct and still make
thenecessary profit.

Successful businessestraditionally operatesomewherebetweenthepriceceilingandthepricefloor;
allowingamarginfor returns, damage, sales, and discounts.

Therearea sopsychological factorsinvolvedinpricing. Retailersuse odd number pricing ($499
rather than $500) becausethedifferencebetweenthepricesisperceived asbeing greater thanonedollar.
Psychologistseven suggest that every number haspsychol ogical qualitiesthat affect priceperception. For
example, thenumber 8isround and symmetrical; soothingand calm, whilethenumber 7isangularandcalls
attentiontoitself. Consequently, inpsychol ogical terms, 8.8%financing may bemoreappeaingthan 7.7%.

Perceivedval ueisyet another pricingfactor. Withmanufactured goods, perceivedvaluemight be
measuredintermsof greater durability or longer warranty. Perceivedva uecaneasily beenhanced by
packaging, advertising, and promotion. Determining perceivedvaluewill amost certainly requiretheuse
of market research.

Pricecanalsoplay amajor roleinproduct or servicepromotion. Discountsandrebatescanhelp
increasesalesvolume. Thereareeveninstanceswhereariseinpricehasactually increased market share.
Butkeepinmindthat promotional pricingissomewnhat limited by government regulation. If abusiness
advertisesfantasticdiscounts, thecustomer'ssavingsmust bereal . "Rainchecks' must beofferedfor
specialy priceditemsthat quickly sell out. Promotional pricingisalsoimportant whenintroducinganew
product or service. However, remember that itiseasier tolower apricethanraiseit. Sellingbelowthe
competitionmay initially improvesal esvolume, but could cost al ot of customerswhen pricesareraised
after thepromotional periodends.
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Pricechangescanrespondto shiftsinthemarket, costincreases, or theneed for moreprofit.
However, itisimportant to antici patetheimpact of apricechangebeforeitismade:

- How will the sales force react?

- Will the change have a noticeable effect on competition?
How will if affect distributors or dealers?

Will suppliers charge more if prices are increased?

Are there special government regulations to be considered?
How will customers react to a price change?

Ultimately thereisnot onemagicformulafor establishingapricingstructure. A lot of thingshaveto
be taken into consideration. However, on page 90 of this handbook is information that may be hel pful
in determining pricing for products and services.

Promotion. Twoelementsareinvolvedindecidingtheimpressionthat acustomer will make
about abusinessanditsproductsor services. | dentity refersto how the customer comparesabusinessto
itscompetitionwhileimagereferstotheemotional or psychological feelingthat acustomer hasabout the
businessproduct, or service.

Names- - of companies- - aswell astheir productsor services, can beavery important part
of abusinesssidentity. For that reason, many companiesregister their businessand/or product/service
names. However, itisimportant toremember that, if thenameof aproductisakey part of theoverall
marketing strategy, thenit should beregistered beforetheproductisfully devel oped. Thishel psprevent
thecompetitionfrom capitalizingontheuseof thename.

Product names- - sometimesreferred to asbrand names- - should be strong, easy to pronounce
andspell, distinctive, and descriptive. Thesenamesprovideamethod of identifyingthespecificgoodsor
servicesof aparticular seller. Therightstosell brand namesareprotected by commonlaw, butitisstill a
goodideato obtai nfurther protection by registeringthenamewiththe Patent and Trademark Office.
Keepinmind, however, that thelegal registration processiscomplex. Therulesincludethat abrand
namemust beusedininterstatecommercebeforeit canbeprotected.

Somebrand namesbecomesofamiliar that they becomegeneric. "Aspirin” wasoncesmply a
brandname, aswas"nylon" and" cellophane.” "Kleenex," whichisaninventedword, isalmost asgeneric
as"Xerox" which hasbecomebothaverbandanoun.

Trademarks, likebrand names, hel pmakeaproduct or servicemorenoticeableand distinctivein
the marketplace. A trademark isdefined as"any word, name, symbol, device or combination ther eof,
adopted and used by a manufacturer or merchant to identify his goods and distinguish them from
thosemanufactured or sold by others." Agoodtrademark, will beeasily recognizableforitsvisual
representation of a company or product. (Note: Information on how to trademark is included on pages
91 through 93 of this handbook.)

However, thereal identity of acompany actually stemsfromtheimagethat it createswithits
customersby listeningtotheir wantsand needsand then meetingthem oncethey havebeenidentified.
Failureto achievethat singlegoal - - no matter how good the company'sproposed imagemay be- -
will leavethebus nesswithanegativeidentity intheeyesof theconsumer.

If imageisanimportant factorinacompany'smarketing strategy, theservicesof aprofessional
artist, computer graphi csspecialist, or ad agency todesignthepackaging, trademark, logo, and various

promotiona materia swill likely yieldhighdividends.
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A business'simage- - whichwill eventually becomeanintegral part of itsoverall identity - -is
reflectedinitschosenlogo, busi nesssignage, employeeuniforms, styleof promotiona materias, and
packaging. Thesethings, whentiedtogether, areoftenreferredtoasan"imagepackage.” Thedifferent
combinationschosenfor thispackagecreateanimagefor thebusinessand makeboth promotional and
packaging materialsmoreeasily recognizable. Intoday'sincreasingly competitiveworld, itisimportantto
berecogni zed, remembered, and viewed asan established business.

Alogo isa symbol that represents the business. It provides a quick way of getting people
to notice and remember a business. In choosing a logo, it isimportant to make sure that the design
is appropriate to the business and that the artwork istimely. Most printers have a book of current,
standard logosonfile. For more specialized designs, consider hiring a professional artist, working
with a high school or college student, or working with a computer graphics specialist. But keepin
mind, if alogo designisoriginal, it might be advisable to consider registering it with the Copyright
Office or the Patent and Trademark Officein D.C.

Logotype refersto the type style used in the writing of the business name. The type size,
placement, and style can communicate a great deal about a company. For example, a capitalized
bold typeface projects the image of an aggressive company with a foothold in the marketplace.

It will likely inspire confidence. Modern, bold type will project a high-tech image of efficiency.
Antique lettering will project an old-fashioned, more casual feeling, etc.

Adopting company colorsis yet another way of influencing graphic identity. The colors
chosen can set the tone of marketing materials. The use of color in marketing can be powerful;
however, be certain that the colors chosen reflect the image the company wants to project.
(Note: On pages 94 and 95 of the handbook is additional information on color analysis.)

Signs are yet another way of promoting a graphic identity. They should include the company
logo, logotype, and colors. Because signs are a written invitation to the public, they should be
colorful, easily recognizable, and easy to remember. McDonald's "golden arches,” for an example,
began as a part of the building design. Later they became giant neon signs. Today, they formthe
big "M" that appears on all McDonald's products. The "sign of the golden arches" has changed
over the years, but it remains the symbol of the McDonald's legend.

Promotional materials should also reflect the company'simage. Snce a businesssidentityis
most often based upon its paper correspondence, materials such as stationery, business cards, and
envel opes are second only to annual salesin a list of items that convey a company's image.

From the day business opensits doors, there are certain materials that are absolutely essen-
tial to properly represent a company'simage. They are:

- Business Cards. The common business card is the most universally used business
tool in the world. Not only does it give a business credibility, it also serves as a visual
reminder of the business and its products or services. A business card is like a mini-
billboard. It should tell:

1) What the business is;

2) Who to contact;

3) When the products and services are available;
4) Where the is business located;

5) Why they need that product or service;, and

6) How to get the products or services.
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In developing a business card:

1) Thelogo must be descriptive.

2) The company hame must be legible and in the correct logotype.

3) A contact person's name and phone number must be given.

4) Include a statement about the product or service offered (if it's not obvious).
5) The overal appearance of the card must be pleasing.

6) The card should be one the customer will remember

- Stationery. Most companies generate sufficient correspondence to warrant the
development of company stationery. Stationery, like business cards, lends credibility to a
company's image. Stationery should include the company name, address, telephone and
fax numbers (except on the envelope), and if desired, the owner's name and title.

Other inval uablepromotional material sarelisted bel ow intheorder of importancerankedby a
survey of 1,500 small busi nessesthroughout thecountry:

- Signage (building, window, and/or vehicle)

- Mailing Labels (for materials sent other than company stationery)

- Brochures/Flyers

- Business Forms (invoices, statements, purchase order, checks, contracts, etc.)
- Give Aways (promotional "gimmicks" like key chains, pens/pencils, cups, etc.)

- Presentation Materials (folders, binders, name badges, etc.)

- Displays

Why Do | Need To Know My Customer?

Customersarenot thefrostingonthecake. They arethecake! Thefrostingisanimproved
businessreputationand higher profitsfor your bus nessbecauseyou havedoneaquality jobincustomer
service. Treat your customerswell andyouwill beinbusinessfor many years. Treat them poorly and
eventually they will runyouout of business. Thechoiceisultimately yours, but chancesareyou arenot
goingintobusinesstolosemoney; sodeal withthisfact or giveupyour dream hereand now!

Two primary dimensionsmakeup qual ity customer service:

1) The procedural side, which consists of the established systems and procedures to
deliver products or services.

2) The personal side, which consists of how service personnel - - using attitude, behavior,
and verbal skill - - interact with customers.

Quality customer servicerequiresbusi nesstotakefour primary steps:

Sepl: Transmit a Positive Attitudeto Others. Thisactually beginswith the appearancethat
youmakewhenacustomer first meetsyou. Theoldadageistrue: "Y ounever get asecond chanceto
makeafirstimpression." Makethewrongimpressionandtherewon't beasecond chance.

Thefollowing may affect theappearanceyou present to customers:

1) Dress: Including "how" you look and "what" image you project.

Women generally will project a stronger, more powerful image if they wear a suit which
consists of a jacket and skirt or jacket, blouse, and skirt; rather than a pant set, dress, or
skirt and blouse. They project a more laid-back, casual image when they wear pants and
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skirt and blouse. They project a more laid-back, casual image when they wear pants and
a blouse, a skirt and blouse, or a dress. Additionally, women are expected to have a much
broader wardrobe base then men. Men, can get by with only four to five major wardrobe
changes. In rural areas, men can just as easily project a strong, powerful image with a
sports coat, slacks, and tie as with suit and tie. A much more casual image is projected
when they wear just a dress shirt, tie, and slacks. Color also comes into play with regard
to dress. Power colors for women are charcoal gray, blue (from royal to navy), black,
purple, (from royal to deep), and red. Power colors for men are charcoal gray, blue black,
and brown. Bright colors worn either by men or women tend to make people nervous, ,
uncertain or put off. Pastel colors, while putting people more at ease, also tend to be
extremely laidback; which may make the sale harder to make. Other things like beards,
mustaches, makeup, haircuts, etc. and accessories like sunglasses, jewelry, ties, etc. can
have a major impact in the area of dress; as can nose hair, ear hair, body odor, too much
cologne or after shave, circles under the eyes, bad breath, etc.

2) Visual/Stance Cues: Including "what" the other person sees when (s)he looks at you as
a whole and body language.

Crossing arms stiffly over the chest indicates a "closed" stance; that there is no room for
another person or object. Arms held out in a dightly curved position indicates strong
boundaries with a defined opening that says "come in." Leg stance, open or closed, tends
to indicate much the same thing. If legs are open and arms are closed, that indicates an
incongruity. People are not likely to buy from some one who projects that kind of uncer-
tain image.

3) Eye Contact: Whether or not you look at the person you are talking to.

Looking at somebody when they are talking says you are interested. Looking at somebody
when you are talking indicates you believe in what you are saying and in yourself. Looking
away when someone else is talking indicates distraction. Looking down or away when you
are talking to someone indicates that you don't believe in what you are saying, don't believe
in yourself, or that you are lying.

4) Handshake: The contact you make with another.

A limp or brusgue handshake indicates disinterest. A crushing handshake indicates an
intent to over power. A wet handshake indicates nervousness, uncertainty of what you're
about to say. A firm handshake indicates confidence.

Y ou canalso send apositiveattitudethrough the sound of your voice. Thetoneof your voice, or
how you say somethingisoften moreimportant thanthewordsyou actually use. 1f you speak tooloudly,
youwill appear pushy. Speakingtoo softly indicatetimidity andlack of believeinwhat youaresayingorin
yourself. Speakingtoodowly insultstheindividual youaretalkingwith by indicatingthat they ares ow or
stupid. Speakingtooquicklyindicatesthat youareunsureof what youaresaying.

Theskill withwhichyouusethetel ephoneisal soimportant because:

1) You have only your voice to rely on. Body language, written messages, and visual aids
are not available.

2) When you are on the phone with a customer you are the single representative of your
company. In other words, you ARE your business.

Finally, youcan send apositiveattitudeby staying energized. Customer servicerequiresthe
exertionof emotional 1abor. Emotional labor takesitstoll onyour energy level just likephysical labor.
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It makesyoutired. Therefore, itisimportant that you counteract that by doing something that hel psyou
reenergizeyoul.

Sep2: Identify the Needs of Your Customers. Itisimportant to understand thetiming
requirementsof your customersinorder todeliver quality customer service. Customers,whoareina
hurry becausethey areonatimeschedul e, resent it whenyoumoves owly, respond at your leisure, or
spendyour timetal king onthephoneinstead of waiting onthem. Attentivenessistheskill of understanding
what your customersmay need andwant. It goesbeyondtimelinessand anticipationbecauseitrequires
youto"tune-in" tothehumanneedsof thoseyou serve.

Just likeyou, customershavebasicneeds. They need:

1) To be understood. Those who select your service need to feel that they are
communicating effectively. This means the messages they send should be interpreted
correctly. Emotions or language barriers can get in the way of proper understanding.

2) To feel welcome. Anyone doing business with you who feels like an outsider will not
return. People need to feel you are happy to see them and that their business is
important to you.

3) To feel important. Ego and self-esteem are powerful human needs. We all like to
feel important. Anything you do to make a guest feel special is a step in the right direction.

4) To be comfortable. Customers need physical comfort; a place to wait, rest, talk, or do
business. They also need psychological comfort; the assurance they will be taken care
of properly, and the confidence you will meet their needs.

Skill listeningisal soanimportant part of thisstep. Fivewaystobeabetter listener include:

1) Stop talking;

2) Avoid distractions;

3) Concentrate on what the other person is saying;
4) Look for the "real" meaning; and

5) Provide feedback to the sender.

Thefinal way of identifying customer needsisto obtain customer feedback. Ask customerswhat
they want; what they think; how they feel; if they havesuggestions; etc. All of usliketobeaskedfor our
opinion. Itisapowerful marketingtool.

Sep 3: Providefor the Needs of Those Doing Businesswith You. Y ou have gained al the
informationyou need to accomplishthisinthestepsabove. Now putitall intoaction. Anddon'tforget
thebackupdutiesthat makeeverything elsepossible. Thesegenerally includesthingslikestocking, filing,
answeringthephone, cleaningup, etc. Finally, don'tforget to preparefor theunexpected. Everything
doesn'talwaysgotheway it should. Havebackup plansineffect for every possiblecontingency.

Sep4: Obtain Return Business. Inorder to accomplishthisstep, itisimportant to understand
thereasonsthat customersdo not return. Statisticsindicatethefoll owing break-out:

- 1% of lost customer die;

- 3% move away;

- 4% just naturally float from place to place;

- 5% change on a friend's recommendation;

- 9% can buy it cheaper somewhere else;

- 10% are chronic complainers; but

68% go elsewhere because the people they dealt with were indifferent to their needs.
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Animportant part of obtaining returnbusinessisdependability. If youclaimaproduct or service
doesacertainthing, makesureyouback upthat claim. Lyingto customersisasurefireway tosendthem
packing; andthey will takeal ot of other customerswiththemthroughword-of-mouth.

Next, do what you can to satisfy those customers who complain:

1) Listen carefully to their complaint;

2) Repeat the complaint back to them and get their acknowledgment you heard it correctly;
3) Apologize for the problem (Yes, even if it wasn't YOUR fault!);

4) Acknowledge the customer's feelings (anger, frustration, disappointment, etc.);

5) Explain what action you will take to correct the problem; and

6) thank the customer for bringing it to your attention.

Herearesomestartling stati sticsthat il ustratetheimportanceof solving customer complaints.

FACTOIDS

1. Only 4% of customers complain. 91% of customers who have a problem will just go
away because they feel complaining will not do any good.

2. For every complaint your business receives, there are 26 others with unresolved
complaints or problems; six of which are serious problems.

3. Most customers who complain will do business with you again if you resolve their
complaint. They are, in fact, more likely to refer other people to you than non complainers.

4. A dissatisfied customer will tell as many as 10 people about the situation. Approxi-
mately 13% of those will tell up to 20 more people about the problem. Thisis a
significant amount of negative advertising. Can you afford it?

5. Happy customers will tell approximately five people about their positive experience.

6. It costs five times more to attract new customers than to retain old ones. Customer
loyalty and the lifetime value of a customer can be worth up to 10 times as much as the
price of a single purchase.

7. Businesses that provide superior customer service can charge more, realize greater
profits, increase their market share, and have customers willingly pay more for their
products simply because of the good service. In fact, those businesses can gain up to
6% a year in market share by simply providing good service.

8. The lifetime value of a customer, or the amount of purchases that customer would make
over 10 years, is worth more than the cost of returning their purchase price on one item.

9. Customer service is governed by the rule of 10's. If it costs $10,000 to get a new
customer, it generally takes only 10 seconds to lose one, and 10 years to get over it
or for the problem to be resolved.

Learnhowto convert difficult customerstoyour side. Thiscanbeachievedby:

1) Not taking it personally. This is hard to learn, but remember, they are not attacking
you personally.
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2) Remain calm and listen carefully. Take a deep breath and plan your words before
you speak. Paraphrase what they have said to make sure you heard them correctly.

3. Focuson the problem: Not the person. Try to figure out what this person needs and
satisfy the need in some way if you can. Let them know what you CAN DO.

4. Reward yourself for turning a difficult customer into a happy one.

Finally, takeoneextraservicestep. Becreativeand comeupwithyouown signaturecustomer
servicestep. Itwill makeadifference; whateveritis. Thisstepisimportant tocustomer retention. Here
areafewideas:

1) Frequent buyer programs reward customers who buy from you frequently. The
rewards do not have to expensive or lavish, they must have to show the customer you
appreciate their business. Be sure it si easy for all of your regular customers to benefit
from the program. For example: Provide a customer "punch card" that is punched each
time the customer makes a purchase. After 10 purchases, give them a 10% discount off
their next purchase or present them with a small token "gift."

2) Frequent referral programs rewards people who provide you with referrals. The
reward is designed to reinforce that behavior. For example: After one referral, send the
customer a thank you card; after two, call and thank them personally; after three, send
flowers or a gift basket; after four, send them a gift certificate (less than $25); etc.

3) Personal letters/Thank you cards are always a good way to foster customer retention.

4) Recognition programs involve getting to know your customers. Learn and use their
names. If that isn't possible, at least learn to recognize them as regular customers. Go
out of your way to learn about new customers. The key is to do this in a natural way so
that each customer feels and believes you are taking a special and sincere interest in him

or her.
Moreformalizedrecognitionprogramincludethingslike:

- Special sales, just for current customers;

- Contests;
- VIP cards for your best customers;

Tosummarizecustomer service, onpages96through 101 isalistentitled"50WaysToKeep
Y our CustomersFor Life." Follow that andyouwill achievemaximum customer service.

CEOsof Fortune 500 companiesall haveat least onethingin common. They agree
that marketing is one of the most important functionsin any business. For that reason, nearly
50 cents of every consumer dollar made goestoward marketing and advertising. Ontheflip
side, surveysof failing businessesreveal that little, and in someinstances no, marketing and
advertising ever took place. Notice any interesting correlations?

Thetruth of the matter isthis. Businessesthat operate without using good marketing
principalsin conjunction with solid advertising standards, had better find areliable crystal ball,
aGenie'slamp, or avery powerful magic wand. Without the use of marketing and advertising
- - or agreat deal of magic - - the businessis doomed to fail!
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If your customer(s) are other businesses, describe their:

Industry:

Annual Sales Volume:

Number of Employees:

Age of the Business:

Minimum Purchase Amount:

If your customer(s) are members of the general public, describe their:

Marital Status:

Sex: Age Range: Race:
Income Level: Religion:
Activities:

What distance will your customers be willing to travel to buy from you?

What distance are you willing to travel to sell to your customers?

How many of the customers described live within the geographical limits you have set?

What number of potential customers do you believe will purchase the products or
services that you offer either from you or one of your competitors?

What percentage of that number do you believe will purchase from your company?

Multiply the number of potential customers you believe will purchase the products or services that you offer from
either you or one of your competitors with the percentage you believe will purchase those products or services
fromyou. This number represents your potential customer base.

How many purchases will the average customer make during a year?

How much will the average customer be willing to spend on each purchase?

Multiply the number of purchases the average customer will make with the amount the customer will be willing to
spend. This number represents the amount the average customer will spend each year.

Multiply the number you determined will be your customers each year with the amount each customer will be
willing to spend each year. This number represents your expected annual sales volume.
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What does the product do?

Why was it developed, invented, or produced?

What problem does it solve?

How often is it used and where?

How is it made?

What are its ingredients, pieces, components?

What features are truly distinctive?

How is it designed?

9. What is its shape? size? texture?
10.
11.
12.
13.
15.
17.
18.
20.
21
22.
23.
24,
25.
26.
27.
28.
29.
30.
3L
33.
34.
35.

Does it have models, styles, colors, flavors?

Are there any other options, decisions, choices?

How is it packaged?

Isit safe? yes _ no 14. How well isit made?

How well does it work? 16. Haswon any awards?

What do customers say?

When is it purchased? 19. Why is it purchased?

Isitseasonal? _ yes _ no Why?

Isit considered amagjor purchase? ~ yes ~ no Why?

Where is it brought?

What is its distribution system?

Isthere a problem with freshness, date, style? ~ yes  no Which and why?
What changes have been made? Why?

In what category doesit fit? 27. Isit amarket leader or afollower?

What's its share of the market? 28.What's the state of the industry?

Are there any outside economic influences? =~ yes _ no What?

Doesit have any competitors? _ yes _ no Who?

Do they compete directly or with a product substitute?

How much does the product cost? 32. Isthe price competitive? _ yes

How does this product different from competitors?

no

In what ways is it alike?

What makes is more saleable?
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PRICING STRATEGIES

Price setting is not aguessing game. In order to price your product or service competitively - - which
is necessary if you want to stay in business - - you must have areal "feel" for the marketplace. This does not
come easily: It is necessary to do all the market research possible before setting your price range. However,
here are afew helpful hints that might make this process easier for you:

Pricing low is a good strategy if items are: Pricing high is a good strategy if items are:

o widely used 0 rare or customized

0 usable for a long time 0 outmoded rapidly

0 not very durable o durable over many years

o used for only one thing o versatile, with multiple uses

o low-tech (not changed often) o high-tech (changed and upgraded often)

o fast moving with a high turnover o slow moving with a low turnover

0 a source of long-term profits 0 a source of short-term profits

0 sold in a highly competitive market o0 sold in a market with little competition

o part of a line of related products 0 a stand-alone product

o compatible with few or no services 0 compatible with sellable services

0 an impulse or emergency item

Pricing low is agood strategy if you, Pricing high is agood strategy if you,

as a manufacturer or distributor want: as a manufacturer or distributor want:

0 tointroduce a new capital-intensive product 0 to introduce a new labor-intensive product whose
whose unit cost will decrease with volume unit cost will increase with volume production

0 a simple distribution system involving o a complex distribution system involving
a single distributor multiple levels of distributors

o0 a large or mass market share o a small, select market share of upscale buyers

o little or no use or promotional support o0 considerable use of promotional support
through advertising and sales activities advertising and sales activities

0 entry into a well-developed market 0 entry into a poorly developed market penetrating
penetrating many industries few industries

0 entry into a mature, highly competitive market 0 entry into a new or developing market

0 easy market penetration o high profits for the short-term only

The downside of "low-balling" pricesisthat alow price does not aways generate volume sales. The
downside of "high-balling" priceisthat it discourages some buyers, attracts competition, and may wrongly
assume availability of buyerswilling to pay ahigher pricefor higher quality. Also, be awarethat price shifting
can raise or lower demand sales for certain kinds of products, but have little or no effect on other products.
For example, lowering the price of paper clips would not induce customers to buy and consume more than they
would otherwise. On the other hand, lowering the price of laptop computers may stimulate greater demand
and a higher volume of sales.

Demand for these products changes Demand for these products does not change
when prices are raised or lowered: when prices are raised or lowered:

o products for which substitutes are available o products for which no substitutes are available

o high ticket items o low ticket items

0 luxury goods 0 necessity goods; staples

o high durable items 0 not very durable items

0 products that satisfy hard-to-fulfill needs 0 products that satisfy easy-to-fulfill needs

o0 products that buyers can postpone buying o0 products that buyers need not and can't postpone

Note: Other pricing ideas and strategies are available through the "ABC's of Marketing & Advertis-
ing" handbook produced by the Oklahoma Small Business Development Center. The cost is $7.50
(cost of replacement paper).
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TRADEMARK/SERVICE MARK |MARK (Word(s) and/or Design) CLASS NO.

APPLICATION, PRINCIPAL
REGISTER, WITH DECLARATION

TO THE ASSISTANT SECRETARY AND COMMISSIONER OF PATENTS AND TRADEMARKS:

(If known)

APPLICANT'S NAME:

APPLICANT'S BUSINESS ADDRESS:

(Display address exactly asit
should appear on registration)

APPLICANT'SENTITY TYPE: (Check oneand supply requested infor mation)
Individual - Citizen of (County):

Partnership - State where organized (Country, if appropriate):
Names and Citizenship (Country) of General Partners:

Corporation - State (Country, if appropriate) of Incorporation:
Other (Specify Nature of Entity and Domicile):
GOODS AND/OR SERVICES:

Applicant requests registration of the trademark/service mark shown in the accompanying drawing in the United States Patent and
Trademark Office on the Principal Register established by the Act of July 5, 1946 (15 U.S.C. 1051 et. seq., as amended) for the
following goods/services (SPECIFIC GOODSAND/OR SERVICESMUST BE INSERTED HERE):

BASIS FOR APPLICATION: (Check boxeswhich apply, but never both the first and second boxes, and supply
requested information related to each box checked.)

[] Applicant is using the mark in commerce on or in connection with the above identified goods/services. (15 U.S.C.,
1051 (a), asamended.) Three specimens showing the mark as used in commerce are submitted with this application.
o Dateof first use of the mark in commerce which the U.S. Congress may regul ate (for example, interstate
or between the U.S. and a foreign country):
0 Specify the type of commerce:

(for example, interstate or between the U.S. and a specified foreign country)

o Date of first use anywhere (the same as or before use in commerce date):
0 Specify manner or mode of use of mark on or in connection with the goods/services:

(for example, trademark is applied to labels, service mark will be used in advertisements)

Applicant has a bonafide intention to use the mark in commerce on or in connection with the above identified goods/

services (15 U.S.C. 1051(b), as amended.)
0 Specify intended manner or mode of use of mark on or in connection with the goods/services:

(for example, trademark is applied to labels, service mark will be used in advertisements)
Applicant has a bonafide intention to use the mark in commerce on or in connection with the above identified goods/

services, and asserts aclaim of priority based upon aforeign application in accordance with 15 U.S.C. 1126(d), as amended.
0 Country of foreign filing: o Dateof foreign filing:
Applicant has a bonafide intention to use the mark in commerce on or in connection with the above identified goods/
services and, accompanying this application, submits a certification or certified copy of aforeign registration in accordance
with U.S.C. 1126(e), as amended:
0 Country of foreignfiling: 0 Dateof foreign filing:

NOTE: Declaration, on Reverse Side, MUST be Signed

PTO Form 1478 (REV. 5/91) U.S. DEPARTMENT OF COMMERCE/Patent and Trademark Office
OMB No. 06510009 (Exp. 6/92)



DECLARATION

The undersigned being hereby warned that willful false statements and the like so made are punishable
by fine or imprisonment, or both, under 18 U.S.C., 1001, and that such willful false statements may
jeopardizethevalidity of the gpplication or any resulting registration, declaresthat he/sheisproperly
authorized to execute this application on behalf of the applicant; he/she believes the applicant to bethe
owner of the trademark/service mark sought to be registered, or, if the application isbeing filed under 15
U.S.C. 1051(b), hefshe believes applicant to be entitled to use such mark in commerce; to the best of hig/
her knowledge and believes no other person, firm, corporation, or association hastheright to use the
aboveidentified mark in commerce, either intheidentical form thereof or in such near resemblance
thereto asto belikely, when used on or in connection with the goods/services of such other person, to
cause confusion, or to cause mistake, or to deceive; and that al statements made of his’her own knowl-
edge aretrue and that all statements made on information and belief are believed to be true.

SGNATURE

TELEPHONENUMBER PRINTORTYPENAMEAND POSITION

INSTRUCTIONSAND INFORMATION FORAPPLICANT

TO RECEIVE A FILING DATE, THE APPLICATION MUST BE COMPLETED AND
SIGNED BY THE APPLICANT AND SUBMITTED ALONG WITH:

1 The prescribe FEE ($20.00) for each class of goods/services listed in the application;

2. A DRAWING PAGE displaying the mark in conformance with 37 CFR 2.52;

3. If the application is based on use of the mark in commerce, THREE (3) SPECIMENS
(evidence) of the mark as used in commerce for each class of goods/services listed in the
application. All three specimens may bein the nature of: (@) labels showing the mark
which are placed on the goods; (b) photographs of the mark as it appears on the goods;
(c) brochures or advertisements showing the mark as used in connection with the

services.
An APPLICATION WITH DECLARATION (this form) - The application must be
signed in order for the application to receive afiling date. Only the following person may
sign the declaration, depending on the applicant'slegal entity: (a) theindividual applicant;
(b) an officer of the corporate applicant; (c) one general partner of a partnership
applicant; (d) all joint applicants.

SEND APPLICATION FORM, DRAWING, PAGE, FEE, AND SPECIMENS (IF
APPROPRIATE) TO:

U.S. DEPARTMENT OF COMMERCE
Patent and Trademark Office, Box TRADEMARK
Washington, D.C. 20231

Additional information concerning the requirementsfor filing an applicationisavailableina
booklet entitled Basic Facts About Trademarks, which may be obtained by writing to the above
address or by calling (703) 557-4636.

Thisform isestimated to take 15 minutesto complete. Timewill vary depending upon the needs of the individual case. Any comments on the amount of time you require to complete
thisform should be sent to the Office of M anagement Organization, U.S. Patent and Trademark Office, U.S. Department of Commerce, Washington, D.C., 20231, and to the Office of
Information and Regulatory Affairs, Office of Management and Budget, Washington, D. C. 20503.




FEE: $25.00
FILE IN DUPLICATE

PRINT CLEARLY REGISTRATIONOFTRADEMARK
CERTIFICATE NO.

\\FOR OFFICE USE ONLY

TO: THE SECRETARY OF STATE OF THE STATE OF OKLAHOMA, 101 STATE CAPITOL,
OKLAHOMA CITY, OK 73105. (PHONE: 405-521-3911)

1. Applicant'sfull and exact name:

2. Applicant'saddress:

Street Address City State County ZipCode
3. Applicantis:

() anindividual doingbusinessas:
() incorporatedinthe state of:

() otherlegal entity:
(If the applicant is a partnership or entity, list the name and address of each partner, principal officer
or trustee in extra space provided on the reverse side of this form.)

4. Thetrademark nameand/or designis:

5. A description of goodsor servicesusedinconnectionwiththetrademark:

6. Thestatutory classification of suchgoodsor servicesis:
Class Number: Class Name:

7. Themodeor manner inwhich suchtrademark isusedin connectionwithgoodsor servicesis.

and onespecimenof facsimileof themark asactually usesl SATTACHEDHERETO.

8. Thedateof first useof thetrademark by applicant or applicant'spredecessor is:
() Anywhere: ; and (b) in Oklahoma:

9. Theapplicantistheowner of said trademark and no other person, firm, corporation, or association
hastheright to usesuchtrademark inthe State of Oklahoma, either intheidentical formorinsuch
near resemblancethereto asmight be cal cul ated to deceive or be mistaken.

10. Theapplicant being of lawful ageand beingfirst duly swornon oath saysthat hehasread the
aboveandforegoing applicationandisfamiliar withthecontentsthereof, and that thefactstherein set
fortharetrueand correct.

Applicant'ssignatureandtitle:
Stateof: ) County of: )
Subscribed and sworn to beforemethis day of , 19 , by:

My Commissionexpires:
(NOTARY SEAL) NOTARY PUBLIC
(SOSFORM 0045-3/90)




COLORINSIGHTS

GENERAL INSIGHT:

Children react favorably to bright colorswhile adultsfavor duller or softer tones.
The more educated and higher the income, the more delicate the color preference.
Themoreilliterate and poor theindividual, the more brilliant the color preference.

SPECIFIC INSIGHT:

Ydlow

- is considered a color for children.

- is perceived as "temporary" in "taxicab yellow" form
(therefore, a bank wouldn't want to use it )

- causes a physical muscular drawback when mixed with black.

- is the fastest color for you eye to see and has high retention power.

- does not always cheer you up; contrary to popular belief.

- has a tendency to reduce the apparent expense of an object, so you would not
want to use where high value needs to be projected.

Red
- attracts attention and stimulates buying action. It should be used with care
because of its power.
- in a blue-based raspberry form, is preferred by women.
- in a yellow-based tomato soup form, is preferred by men.
Pink
- produces a brain chemical that calms agitated, angry people.
- was Hitler's favorite color.
White

- means purity and virginity to the western world.
- means death and mourning for Asiatics.
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Blue

is associated with cool, sky, sea; things that are calm.

is liked by most people in the U.S.

produces measurable amounts of tranquillizing hormones.
is associated with dependability and sincerity.

has low retention powers.

Orange
- has a high tendency to clash with other colors.
- appeals to the widest general market.
- has extensive appeal, but creates its appeal by appearing inexpensive.
- has high retentive power.
Dark Green
- appeals to the very highest market, when used alone.
- is perceived as a spacious color, making small areas appear larger.
- is used to perceive items as "high quality."
Violet
- used in excess, can dampen commitment to purchase.
- is used to achieve special effects.
Black
- used on colored paper, increases legibility.
POWER COLORS
For Women: For Men:
1) Charcoal Gray 1) Blue(Deepto Navy)
2) Blue(Royal toNavy) 2) Black
3) Black 3) Charcoa Gray
4) Purple(Royal to Deep) 4) Brown
5) Red
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10

11.

12.

50 WAYS TO KEEP YOUR CUSTOMERS

Create a service-oriented culture. Everyone in the company must be customer oriented. Every
employee must realize that they work for the customer, and that their job is to ensure the ultimate
satisfaction of the customer. Everything elseis superfluous.

Have a service vision. A vision isvital to the success of any business. A vision is more than just a
philosophy of doing business. The vision must be the corporate cultural ethic. Everyone must believe
and live the vision for the company to prove excellent customer service and keep customersfor life.
Management may develop the vision, but the staff must make it aredlity.

. Total support. True success comes from total organizational support. It may be top management who

decides to embark on a customer service program, but it is the employees who implement the program.
If these people don't support the initiative, the program won't work.

. Paliciesin writing. To benefit both your customers and your employees, put your service policiesin

writing. Thisway, there can be no mistakes or misunderstandings. Be aware, however, that your
employees should have the authority to grant discretionary exceptionsto the policies when the need
arises, Remember, polices are guidelines, and they must remain flexible.

. Empower employees. Give your employees the authority to go with their responsibilities of satisfying

and keeping the customer. Allow them to make decisions on the spot and support those decisions.
Remember, their job is to satisfy the customer and keep them coming back. They should not have
to look for you or a manager every time a customer needs something out of the ordinary.

. Employeetraining. Train, train, and retrain to retain employees. Give them on-the-job training, off-the

job training, tapes, books, seminars, workshops, anything that will help them to do their jobs better. While
you may find a qualified person who has just graduated from school, nothing prepares a person better for
handling customers than the training they receive on-the-job and in practically applied training programs.

. Market the service program. All of your marketing should communicate that you provide superior

customer service, areinterested only in total customer satisfaction, and will do everything possible to keep
your customers. This message must be stated in everything you send out to the public and the trades.

. Hiregood people. Hire people who are good and well qualified. Innate people skills go along way

toward helping your staff provide superior customer service and retain your customers.

. Don't make customers pay for service. Pay for anything related to customer service, including

shipping charges on returns, long distance telephone calls, postage, and anything else. 1f you don't pay for
the cost of service, your competition will, and then your customers will become their customers.

. Reward loyalty. What gets rewarded gets one. If you reward both customers and employees for their
loyalty, they both will stay with you along time. The rewards must be perceived as valuable by the
recipient, but they do not have to cost you much money.

Inspect what you expect. What gets measured gets done. Measure the performance of your staff
and you will see anincrease in performance levels, quality, and productivity. You will alsp ultimately
see anincreasein profitability.

Set standards of performance. Let everyone know exactly what they must do to provide superior
customer service. Make these standards as objective and measureable as possible, even though you
may provide an intangible service. When people achieve these performance levels, customer retention
and loyalty will naturally follow.

-06-



13. Tradejobs. Have your employees work in other departments. They will develop an appreciation for
what other people in the company do, and therefore no employee will blame another for a customer
problem. In fact, since the employees have experience in other areas, they will be able to solve more
problems and satisfy more customers on the spot.

14. Crosstrain. Trainyour employeesin other people'sjobs. They will be able to provide more assistance
to customers as to each other, plus you will become less dependent on "irreplaceable" employees when
they are not at work.

15. Make service easily accessible. Make your customer service easy for the customer to access. Have
them reach a person on the telephone as soon as they call in, or have them speak with an employee who
can help them as soon as they arrive at your place of business. Do not make it hard for customers to
cometo you. They may decide not to do business with you again.

16. Provide user friendly service. Also make your customer service easy to use. The customer is the
reason for your business, hot someone who isin the way of doing business. Make the customer feel and
know they can bring a problem to your attention, voice acomplaint, get it resolved as quickly as possible,
and receive superb treatment during all of the contacts with your company.

17. Design flexibility into your service policies. Keep your policies flexible, because each customer
and situation is different. Y our employees must know they can modify awritten or stated policy to
ensure the customer's total satisfaction at any given moment, and you must support your employees
decisions and actions in these situations.

18. Educate the customer. Do hot assume the customer knows what you know. Use every customer
contact as a chance to educate the customer about something related to your business. Even if you
are just educating them about your great return policy, teach them. They will be appreciative and
show this by continuing to do business with you.

19. Handle complaints properly. Acknowledge the customer is upset, listen carefully, assure them you are
going everything possible to resolve their complaint, and then resolveit. Then, when they express
appreciation for your efforts, use the opportunity to increase their loyalty. Thank them for bringing the
problem to your attention, apologize again for the problem, and try to sell them something else.

20. Turn complaintsinto additional sales. The customer is most receptive to continuing to do business
with you after you resolved a complaint. Using this opportunity to make a saleis both ethical and
practical. Your customerswill appreciate your interest in them. They will probably buy from you
now and go out and tell their friends how well and quickly you handled their problem. 'Y ou will
devel op areputation with customers of credibility, reliability, and honesty.

21. Train your employeesto do it right the first time. Repair, rework, and additional free services are
costly. Doing it right the first time guarantees greater profitability, happier customers, and more long-
term customers. If you must do something over again, do it even "righter" the second time.

22. Every customer has a lifetime value. When a customer buys from you, that purchase is not a one
time, one price deal. Consider the potential that customer brings to your business. How much money
could that customer spend with you over alifetime? That amount isthe lifetime value of a customer
and that is the type and level of service they should receive every time they do business with you.

23. Beg for customer feedback. It isnot enough to send out surveys or leave comment cards at the cash
register. Y ou must get as much customer feedback as possible, even if you have to beg for it. If
customers are asked their opinion and see that you have implemented their suggestions, they will not
only continue to do business with you, they will recommend that friends come to you also. Do what-
ever you can to solicit their opinions and comments, and then act on their ideas.
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24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

Identify customer values, beliefs, and standards. Your service programs must be geared to the
values, beliefs, and standards of your customers. If customer values and your values conflict, invite
your customers into the business for a discussion to find out why the difference exists and what can
be done about it. Then decideif you must modify your position to maintain customer satisfaction
and loyalty. However, you should never compromise your ethics and values to satisfy a customer.

Get and use employee ideas. Y our employees have daily contact with your customers and know more
about what the need, want, and expect than you or any other manager could every hope to know. Get
feedback from your employees, listen carefully to their suggestions, and implement as many as possible.
Research shows that the best service companies not only get more ideas from their employees, they use
more of them. This makes employees feel wanted and cared about and shows them that you think as
much of your internal customers as you do your external customers.

Be fair and consistent. Customers may not always like or agree with what you do for them, but as
long as you treat each one fairly and consistently, they will respect you for it. Consistency enhances
your credibility and reliability which are essential for building loyalty and retaining customers.

Underpromise and overdeliver. Customers expectations can be unrealistically raised when
businesses overpromise and underdeliver. Usually, the business cannot meet expectations, and the
customer goes away disappointed. But if you set realistic expectations for the customer and then
exceed them, the customer is more than satisfied. Do not, however, underpromise to the extent that you
insult your customers. They will see through you in aminute and take their business somewhere else.

Compete on benefits, not products or prices. Customers can find another product at a lower price,
somehow, somewhere. Therefore, you must remind your customers of the benefits of doing business
with you. Features are found in every product, but benefits are unique to the way you do business.

High touch is more important than high tech. High tech gets people to say "WOW," but it doesn't
get them to care about other people. Y our business needs high touch to survive. Stay close to your
customers. Get to know them well. The closer you are to your customers, the longer they will do
business with you. After all, when you show you care, you become like one of the family.

Ask customerswhat they want. Constantly ask your customers what they want, what you can do for
them, and how you can do it better. They may want a new product or service, extended hours or just
something minor that will make them happier. Y ou will never know unlessyou ask. After you ask, you
must give them what they want. They will reward your generosity with loyalty.

Daily service management. Every employeein every department isinvolved in providing superior
service to achieve the ultimate goal - - keeping the customer for life. Do everything possible to make
everyone's job easier so that they can give the customers what they want. If there is a problem during
the day, make the necessary adjustments and resolve it quickly.

Know the cost of losing a customer. All employees should know the lifetime value of your customers,
the cost of losing even one of them, and the effect that |oss can have on your business. Consider
rewarding your employees if they retain your customers over a longer-than-average time period.

Know the competition. What kind of customer service do they provide? How are they retaining their
customers? Are they offering more benefits, better service, or are they just being nicer to the customer?
Find out, and if they're doing something you aren't, then do it. If it works for them, it will work for you.

Conduct market research. You can never have enough information about your customers. Do
surveys, interviews, whatever it takes to find out what the market place wants. Then adapt your
business accordingly. Information is not power unless you know how to useit.
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35.

36.

37.

38.

39.

40.

41.

42.

43.

45,

46.

Conduct internal assessments. Constantly evaluate your company's customer service satisfaction and
retention. Interview your employees, have them fill out questionnaires, ask your customers how you
are doing, and then use this information to improve your service and retention efforts.

Know what your customers need, want, and expect. Businesses run into problems when they think
customers need, want, or expect one thing when they really require something else altogether. These
gapsin perceptions about service delivery ultimately disappoint customers. Find out what the customer

needs, wants, and expects and then give it to them.

Find, nurture, and display customer champions. Every business has one, two, or several employees
who are true customer champions. Find out who these people are, nurture and support them, and then
make them role models for everyone elseto follow. Reward their behavior. The rest of your staff will
upgrade their service performance to thislevel to receive similar rewards. Theresult isahighly
motivated, service-oriented staff and a group of satisfied and loyal customers.

Effective communication is critical to success. Every problem between people is the result of poor
communication. Train your people to develop effective communication skills: how to listen first, how
to speak so others will listen, how to understand others before trying to be understood, how to receive
and give feedback, and how to develop rapport with customers.

Rapport is the key to successful communication. The technical skills of communication can be
acquired and used, but without rapport there is no communication. The skills of developing rapport
can be taught and your employees should learn them. When employees and customers have rapport,
thereisafeeling of trust and a desire to continue to do business.

Smile. Smilingisimportant when serving customers. Smileswill usually smilein return, but smileswill
not guaranteed quality customer service. Smiling must be something employees do because it makes
them feel good, and it makes their customers feel good.

Make customers feel important. The more important you make customers feel, the better they will
feel about doing business with you. Call them by name, ask them to tell you about themselves and ask
questions about their accomplishments. Y our reward will be alifetime customer.

Promote your customers. With their permission, of course, use your customers in your marketing and
promotion efforts. Let them tell their story to other customers and prospects. This third party
endorsement fosters tremendous credibility, and your customerswill love being involved.

Create a customer council. Like aboard of directors or focus group, the council should meet regularly
to scrutinize your business and the service you provide. The council makes suggestions on which you act.

. Market frequent buyer programs. To get customers excited about doing business with you, start a

reward program for frequent buyers. Y ou can use coupons, punch cards, or anything else that helps
keep track of customer activity. When purchases reach a certain level, reward customers with a gift,
a deep discount coupon, afree product, or service or something more expensive; like atrip.

Accept only excellence. If you expect average performance and service, that is exactly what you
will get. Therefore, set your expectations higher. Accept only excellent performance and train
employeesto achieve these levels of performance. Good enough should never be good enough.

Employees are customers too. Employees are internal customers, your first line of customers, and
each of them has a customer somewhere in the value chain. Each and every employee must provide
excellent customer service to each other so that they all can provide superior service to external
customers. Thisisthe only way to guarantee customer satisfaction and retention.
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47.

48.

49.

50.

Let customers know you care. Send them thank you cards, holiday cards, and anything else you can
think of to show them you care. Never let them forget your name. Teach them that whenever they
need something, they can come to you for it because you care. Spend both time and money marketing
your caring attitude to your customers.

Make serviceresultsvisible. Visibility enhances credibility and credibility is only enhanced by
improved performance. Post your customer comment cards and letters for all to see. Create a testi-
monial book for customersto read. Post employees' performance results in their lounge or locker room.
Make service results visible so that your employees will constantly improve and your customerswill be

the beneficiaries of the improved service.

Go the extra mile. When customers want something from you, give it to them. Then do something
extra. They ill be grateful and you will have along term customer.

Marketing and customer service go hand in hand. All marketing efforts should communicate your
customer service message. In today's competitive marketplace, the only thing that differentiates
companiesisthe level and quality of their customer service, and thisisthe major criteria people use

to decide whether or not to continue purchasing from that company. Customer serviceisavery
effective and powerful tool, and marketing is a very effective and powerful customer service tool.
Combined, the two will help you keep your customersfor life.
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PROSPECT INFO

A. Demographics

Age S S Race:

Marital Status: Religion:

Palitics: Income:

Occupation:

Education:

Social Class:

B. Psychographics

Life-style

What's this person's basic need?

What's a leisure time activity for this person?

What products is he/she thinking about buying?

What TV programs does he/she watch?

What magazines does he/she read?

C. Consumer Characteristics (PUT A CHECK MARK IN THE YES OR NO COLUMN)
YES NO

Brand loyal
Cautious
Conformist
Ecologist
Economy minded
Experimenter
Impulsive
Persuasible
Planner
Style Conscious

D. Do you know anyone, friend or relative, who fits that profile? Who? Summarize that person's
characteristics.
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How Does Advertising Fit Into the Picture?

Advertisingisoneof thetool susedto sell aproduct or service. Itisacomplex component because
itincludesall of themeansand methodsof communi cation necessary to present theproduct or servicetothe
marketplace. Theultimatepur poseof advertisingistocommunicateeffectively with atar get
mar ket inorder tomaximizebusinesspr ofits. Thisisachievedthroughimagebuilding, gainingpublic
acceptance, andthen selling theproduct or service.

Advertisingtools, likemarketing should bedes gned specifically tomeet theparticul ar needsof
your businessandyour budget. Y our advertising planisavital part of any marketing effort. Onceyou
know whoyour target audienceis, what they will buy, when they tend to make purchases, wherethey
usually make purchases, and why they makethem, thenyou can zeroin onthebest advertisingtool stouse.

Advertisngmethodsdiffer accordingtothemedium, audience, and cost. Someformsof advertisngmay
bemoreeffectiveforyour businessthanothers. Thefollowingrepresentstherankedorder of importanceas
perceivedby theaveragesmal business(accordingtotheU.S. Chamber of Commerce). Thesewillinclude:

- Word -of-Mouth & Networking

- Handouts (business cards, flyers, brochures, etc.)
- Promotions (e.g., special sales, coupons, etc.)

- Direct Mail (post cards, flyers, brochures, etc.)

- Newspaper Ads

- Yellow Pages

- Radio Spots

- Television Spots

- Outdoor Ads (billboards, transit signage)

Whileitisn't necessary tohireanadvertisingagency todevel op advertisingproducts, keepinmindthat the
productsyou choosewill represent your business. They should beof thehighest quality you can afford.

Also, justlikemarketing, advertising requiresplanning. Itinvolvestheestablishment of goalsand
objectives. Therearetwocommonadvertisnggoals:

1) Your message must be delivered successfully to the target audience.
2) Good advertising strives to get the maximum response from prospective customers
for the least amount of cost.

Typically, advertising objectivesshoul daccomplishoneor moreof thefollowing:

1) Sell a specified amount of product within a set period of time

2) Position your product within the market

3) Educate about the product

4) Change or improve the image of the product or the company, as a whole

5) Get a specific number of responses (e.g., replies, new customers, telephone calls, etc.)

Any adverti sement requiresyouto determinethemarketing messagefor thead. Strongadvertisingis
based on clearly defined messages; a thoughthestyleof themessagemay vary acrossmarket segment.

Oncethisiscomplete, you can choosethemediaplacement for thead:

1) Newspaper,
2) Magazine,

3) Direct Mail,
3) Television,

4) Radio,

5) Outdoor, or

6) Electronic
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Y our choiceof mediashould bebased onthefollowing:

- The sources most likely to be seen or heard by your target audience;

- The information obtained through media kits from each media possibility identified:;
- The "right" impact and price tag to meet your needs;

- Timing; and

- The exposure you receive for your money.

Print Ads. Effectiveprintadscontaintwomainel ements:

1) A strong, visual element, and
2) A short, succinct headline.

Other elementsthat further improvetherecognitionand readership of print adsinclude:

3) Color,
4) Size, and
5) Position.

Studiesindicatethat full-col or adsget themost attentionfrom readerswhileblack and whiteadsget the
least; larger adsget noticemorethan smaller ads, withtheexception of classifieds; and somepagesinboth
thenewspaper andinmagazi nestendto get moreattentionthan others.

Newspaper adsreachalargeaudience, arelessexpensivethan magazineads, and caneasily be
changed. However, they haveashortlifespan. Small, wordy, or boringadswill likely beoverlooked.
Largedisplay adsarenoticed, but areal somoreexpensive. Ratesaretypically based on:

- Circulation. The more people who read the paper, the more advertising costs.

- Size. In pages or in column inches.

- Color changes. Ads are quoted for black-and-white with color ads costing more.
- Special placement. If you want a special section of the paper, it will cost more.

Thebest placetorunadsinanewspaper arelistedinorder of preference:

1) Page two or three of the news section;

2) The back page of any section (except for multisectional classifieds);
3) The first three pages of any section;

4) Pages four and up of the news section;

5) Feature pages including comics, sports, entertainment, etc.

Herearesomeadditional pointstokeepinmind:
1) Usethe TV guide. It stays with the reader for a week and gets more attention than other sections.
2) Avoid running ads midweek. Prices are attractive BUT most readers don't read them.

3) Remember your customer. If both men and women purchase your product, avoid running ads in
specialty sections like "sports."

4) Check previous versions, before signing up for a periodic special interest section. If it contains
maostly ads and a few, poorly written articles, skip it. Readers won't read it.

5) Consider adding color to your add if it will make the ad stand out more.
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Magazineadsaremor complex. If you plan multiplefour-color ads, you may want tousean ad
agency or designfirmto produceand placethem. If thead doesn'tlook good, it won't get noticed. Rates
arebased onthesamegeneral factorsasnewspapers:

- Circulation. The higher the magazine's circulation, the more advertising will cost.
Size. In pages or fractions of pages.

Color. Important in magazine ads.

Frequency of insertion. A onetime ad or a reoccurring one.

Placement. Some sections get more attention and, therefore, cost more.

Thebest placetorunadsinmagazinesarelistedinorder of preference:

1) The inside front cover;

2) The back cover;

3) The first few pages of the magazine;

4) Across from the issue's feature article or cover story;
5) The inside back cover;

6) The first 25% of the magazine;

7) The next 50% of the magazine; and

8) The last 25% of the magazine.

Herearesomeadditional pointstokeepinmind:

1) Investigate all possible magazines before buying an expensive ad.
2) Atear-away business reply card will make the magazine pop open to your ad's page.

Radio adsshould begeared toward aspecific demographicaudience. A station'smediakitwill
specify thedemographi csof itsaudienceandthereach of thestation. Radioadsmust get andkeepthe
listener'sinterest until themessagehasbeendelivered. Y ouarepaintedapictureinthemind. Thisrequires
quality writingand professional delivery and asmuch creativity asyou canmuster ontheair. Thecommon
elementinall successful radioadvertisingisacompelling conversation, joke, debate, story, orjingle. Below
aresuggested el ementsthat hel p createasuccessful radiocommercial:

1) Aninteresting, provocative, or unusual sound affect;

2) Music;

3) A story or testimonial;

4) Impressive or unusual voice talent;

5) Combining elements to tell a story that is interest and compelling;
6) Comedy.

Therearetwo basi c stepsfor matching aradio stationtoyour target audience:

1) Determine when your audience is listening. If you are selling a cure for insomnia,
late night or early morning are when those receptive to your message will be listening.

2) Match your product to the station's programming and listening profile. If your
commercial promotes luxury cars, run a spot during a popular show on investing money.

Thebest timestorunradioadvertisinginclude:

1) During drive time (to and from work).

2) Saturday and Sunday mornings.

3) During work hours.

4) During a specialty show that applies to your product or service.
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Hereareafew morepointstokeepinmind:

1) Running an ad frequently over a few weeks works better than running it less over months.
2) Many stations run several commercials sequentially. Ask to be the first commercial aired.
3) Commercials running in the middle often work better than at the beginning or end of a show.
4) Radio fans quickly tire of the same commercial airing over and over; change copy frequently.
5) Before agreeing to have your commercial read life, listen to the announcer who will read it.

Television adsshould begearedtoward aspecific demographicaudience. Televisioncanreach
largesegmentsof atarget audience, but thead must beasinterestingastheprogramduringwhichitairs.
M ost Americanswatchal ot of tel evision and havebecome connoi sseursof themedium. They subcon-
sciously knowwhenacommercial isnot uptosnuff. Elementsthat hel patel evisionad get noticedinclude:

- Dazzling, provocative, or unusual visuals, sound effects, and music;
A complete story line;

A high human interest factor;

Action and movement;

Advanced computer-based animation;

Famous acting talent; and

Comedy.

Therearethreewaystopurchasetelevisonairtime:

1) Sponsor a program.
2) Join a group of advertisers buying a number of spots within a program.
3) Spot advertising.

Thebesttimestorunte evisonadsinclude:

1) During prime time programming - - beginning at 7:00 p.m. and running until 10:00 p.m.;
2. During the news, particularly evening and late evening shows;

3. During sporting events like Monday Night Football, (NOT local bowling tournaments);
4. On news channels during times of crisis;

5. During movies with commercial breaks of no more than three spots in a row;

6. During specialty shows that pertain to your product; and

7. During soap operas and daytime programming.

Hereareafew other tipsto keepinmind.

1) Running an ad frequently over weeks is more effective than running it less over months.
2) Some stations group commercials together, giving the audience time to leave. Avoid them.
3) If your product appeals to an upscale group, statistics indicate they watch a lot of movies.

4) Commercials running during a show work better than at the beginning or end of the show.
5) Viewers tire of the same commercial. Do different commercials or variations thereof.

6) Itis important to be noticed, but loud/brash commercials offend viewers.

7. Avoid "do-it-yourself" ads. (Unless they are bad enough to be funny.)

Outdoor Ads arebased onthelength of commitment and number of placements. Ratesvary
withthedisplay'ssize, demographics, andlocation. A strong headlineandvisual areimportantandthe
designmust becrispandclear. A highly effectiveapproachtodesignfor outdoor adsisthe"T" principal,
withtheheadlinerepresentingthetop of the" T" andthevisual representingtheperpendicular linethat meets
thetop.
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Thebest placetorunbillboardadsarelistedintheorder of preference:

1) Along major arterials and near major intersections;

2) Along heavily commuted freeway routes, preferably with few other competing billboards;
3) In cities with limited public transit options that force people to drive their cards;

4) During warm weather, when people are out driving; and

5) Painted on walls in districts with no competing billboards.

Thebest placetoruntransitadsare:

1) Inside or on the outside of transit vehicles in cities when there is significant transit traffic;
2) In lighted shelters on major arterials if the ad can be seen by approaching motorists;

3) Atthe end of corridors, stairs, and escalators where pedestrians walk toward the ad; and
4) In airport walkways, especially if you offer products or services to travelers.

ADVERTISING DESIGN

Every promotional itemand selling activity shouldreinforcethepremiseand thegoal sof your
marketingand/or advertisingcampaign. Advertisements, just likeany marketing pieceyoumight design,
shouldbecoordinatedto matchthe"image" youwant to project.

Asyoucomposeyour ad - - whether itisfor print, electronic, visual, or sound, therearekeep
pointsyoushouldaleayskeepinmind:

1) Aim your advertising message directly at the people who can benefit from your product
or service. If you have accomplished your marketing adequately, you will already have a clear
picture of who this customer is. If you do not, back up and start over again. You are not ready to
advertise.

2) Noone, single ad can reach everyone you want to reach. It just isn't possible. We all
have different likes and dislikes, styles, tastes, and so on. So don't try to please every body. It can't
be done.

3) Put yoursdf in the position of your prospect. Don't go overboard trying to explain the
brilliance of your product or service. Just tell your customer what they need and want to know.

4) The amount ofmoney spent on promotional materials has no relation to the ability of
the piece to accomplish its objective. This is true of brochures, flyers, advertisements; literally
everything. Focus your time and money on developing really good materials. Budget the luxury
items like color, upscale paper, etc. carefully to make the most use of your money. But remember
this, if the message isn't any good, it won't matter how much you spend on "bells and
whistles."

3) Don't create a memorable advertisement; create an advertisement that makes your
product or service memorable. Be sure your priorities are straight. You are trying to sell your prod-
uct or service, not the promotional item you are developing.

6) Don't be clever just for the sake of being clever. Sometimes "cutesy" just isn't the way
to go. In some instances you can offend your potential audience. Use wit and humor carefully and
make sure it hits the right target market.

7) Aim for an immediate impact. You have less than three seconds to get a reader's
attention for any print ad and less than five seconds to gain a listener or viewer's attention for radio
or television ads, so get to the point.
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8) Lessisusually more. Avoid clutter. If the reader's eye wanders trying to figure out the ad,
they won't read it.

9) Limit each piece to a single objective. The more points you try to make in an ad, the
more you dilute its purpose.

10) Limit the emphasis used throughout the ad. If you accentuate too much, you'll end up
accentuating nothing.

Indesigningthead, consider thefollowing:

- Color Choice

If you have a small marketing and advertising budget, consider using colored paper stock for
your materials with either black or a colored ink. A deep burgundy ink on ivory or gray paper, a deep
blue ink on light blue or gray paper, or a brown ink on a beige or tan paper looks much more upscale
than black ink on white paper and it generally costs very little more. If you must use black ink, try it
on a gray or ivory, good quality paper.

If you can afford to spend dlightly more, think about using two colors of ink. A deep burgundy
and blue ink on gray paper. Black and red ink on white paper, or two shades of brown ink on beige
paper can make for a very upscale appearance. However, be careful on mixing ink and paper colors.
Black, red, burgundy and blue inks look good on white, ivory, or gray papers. Brown and green inks
look best on ivory, beige, or tan papers.

- Paper Choice

The paper you choose for promotional materials has a great deal of importance on the final
outcome of your marketing and advertising campaign. After design choice, the choice of paper is the
next most important decision you will make. In most instances, your envelope is the first thing people
will see with your company name on it; the letterhead is second.

The difference in cost between an average letterhead stock and a very expensive letterhead
stock is approximately one cent per sheet. That is only $10 per thousand sheets and yet, it can make a
big difference in dollars for your business. Weigh whether or not that nominal cost can be helpful to
your business. But, in any instance, make sure you use at least a 25% rag bond, or a good fancy
finish text sheet and that your second sheets and envelopes match the letterhead itself. Copy paper for
letterhead or second sheets will not do. It will send a terribly negative message about your business.

- Type Style(s)

Choose a logotype that suits your company name and the image you want to project. All other
type styles that you mix with your logotype must be compatible.

- Layout

The way you arrange key pieces of information such as your company's name, address, phone
number, and FAX number, on your letterhead, will say something about your business. Whatever
layout you choose, be prepared to live with it for a very long time. A company image takes time to
create and even more time to change.

Use the basic elements of your chosen layout in every piece of printed material you produce.
- Logo
If you have a company logo, it should be a part of every promotional piece you develop.
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Creatingdirect mail advertisementsrequiresalittlemore™ crafting” toensurethat thead will get
read, rather thanimmediately dumpedin“file13." Hereareafew mainpointstokeepinmindif youchoose
thisformof advertising:

1) Focus on your main point. Zero in on what you want the piece to achievement.
Tell the person what you want him or her to do.

2) Write the piece from the reader's point of view. Answer the guestion: "What's in it for me?"
3) Stress benefits. Point out how your product or service will make the reader's life easier.

4) Make the piece eye-catching and easy to read. Get to the point fast and be as brief
as possible. People are busy and don't want their time to be wasted.

5) Create an attention-grabbing beginning. You have three seconds to get the reader's
attention. Don't waste it!

6) Create the right image. The quality of paper, the color of ink, and the type style will say
as much about your piece as its copy. Make sure they are coordinated to send the image
you want to project.

7) Make your pieces short. Few people will bother to read more than one page.
8) Use a picture of graphic of the product. lllustrations help to sell the product.

9) Spell out the terms of the offer. Tell the client how much it will cost, over what period
of time, etc. Let them know if credit is available, whether you take checks; everyhing
needed for them to make an informed decision. Be sure to tell them if there is a deadline.

10) Personalize each piece. People are more impressed by a personalized piece.

11) Use a post script. Many reader's will read the first paragraph then skip to the P.S.
Therefore, both should contain the overall gist of the offer.

12) Follow-up. Follow each direct mail piece with a letter, another piece, or a phone call.
Potential clients must become familiar with your business.

Beforeplacinganad, consider thesepoints:

1) When will the customers begin buying? Not all products or services are purchased
continually; some are seasonal in nature. If limitations of any kind apply to what you are
selling, consider this point before placing any advertisements. What good will it do to
advertise Christmas trees in July?

2) When will sales of the product peak and taper off? Some products or services sell
better at certain times than others. You might not NEED to advertise when sales are
strong, but you do when the customer tends to forget you are there.

3) Select the right things to advertise. For example:

- Select itemsthat are in demand right now (or create the demand)
- Select items which are stocked in depth.

- Select items that are worthy of advertising.

- Select itemsthat are typical of the store.

- Select items that are the best values.

- Coordinate the price lines.

- Don't go overboard on clearance items.

- Keep with the store image.

- Follow the basic essentials of good layout and ad copy.
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Tofinalizethoughtsabout advertising, let'sgoback toastatement madeearlier inthishandbook:
"Y our areyour company'smost valuablemarketingtool." Y ouarea soyour company'smost va uable
advertisement. Inalot of rural areas- - and Enid, Oklahomaisno exception - - word-of-mouth advertising
isthestrongest form of advertisementthereis. Y ou, your customers, and your employeeshavethat power-
ful tool at your fingertipseachandevery day. Useit! Herearesomepointersfor "networking" through
word-of-mouthadvertising:

1) Join key civic or trade organizations that have members with whom you can do
business. Organizations (like Chambers of Commerce) are great places to meet people with
whom you can do business. Get your name and your company hame out there.

2) Become an active member of any group you join. Don't join a group to get your name on
the roster. Network people by attending meetings and functions and talking with them. Better yet,
actively participate in the group's activities, serve on committees - - take a leadership role. It's the
best way to get your name known.

3) Make a point of meeting new people. Don't confine your networking to just the people who
are in the organization or group you have joined. By participating in their activities and functions, you
will broaden your network circle considerably. Make a point of talking with those people as well.

4) Refer businesses to those you meet. Don't just think of yourself and your business. Make
a mental note when you meet other business people and, whenever possible, refer your business - -
and any other business you might run across that fits their category - - to them. They will remember
your kindness and follow suit.

5) Carry your business cardswith you at all times. Since you never know when you will run
across someone that might be a prospective client, carry your business cards with you at all times.
Be prepared!

6) Make sure you get a business card from every contact your make. Since it is difficult to
remember everyone you meet, ask them for their business card. Jot a few notes on the back to jog
your memory about who they are, what they do, etc. Compose a file of all the business cards you
pick up and use that file for referral businesses whenever possible.

7) Have a pen or pencil and paper handly at all times. Again, you never know when you
might want to make a few notes, or jot down some information for a potential client, so be prepared.

8) Wear a name tage with both your name and your company's name. Most people hate
wearing them, but name tags are a good way for people to notice your name and your company's
name. Remember some people are auditory by nature (i.e., they'll remember by hearing), but others
are visual by nature (i.e., they'll remember by "seeing").

9) Follow-up appropriate contacts with a phone call and put them on a mailing list. It is
smart business, to follow up contacts that could turn into future clients. Call them and let them know
you enjoyed meeting them and hope to do business with them. Whether they do business with you
right away or not, they are still "potential" customers.

Whilewehavenot addressed other marketingtool s(e.g., publicrelations, publicity, etc.) formallyin
thisparticular handbook, they areadditional tool sat your disposal insuccessfully marketing your business
andthey aremoreadequately addressedin SBDC/SCORE's"ABC'sOf Marketing & Advertising,”
workshopandhandbook. If youareinterestedinthem- - or moreindepthinformationonmarketingand
advertising - - contact the OSBDC/SCORE office.
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OTHERASSISTANCEPROGRAMS

For general
business information:

Small Business Administration (District Office)
210 Park Avenue, Suite 1300

OklahomaCity, OK 73102

(405) 231-5521

Small Business Development Center
(Enid Satellite, NWOSU)

100 S. University Avenue

Enid, OK 73701

(405) 242-7989

Service Corps of Retired Executives (SCORE)
100 S. University Avenue

Enid, OK 73701

(405) 242-7989

Teamwork Oklahoma

P.O. Box 26980
OklahomaCity, OK 73126-0980
1-800-522-6154

Oklahoma Department of Commerce
P.O. Box 26980

OklahomaCity, OK 73126-0980

(405) 843-9770

Oklahoma Home Based Business Association
P.O. Box 1335

Durant, OK 74702

1-800-658-2823

Better Business Bureau
17 S. Dewey
OklahomaCity, OK 73102
(405) 239-5954

National Federation of Independent Business
53 Century Boulevard

Nashville, TN 37214

1-800-634-2669

U.S. Chamber of Commerce
Southwestern Regional Office
4835 LBJ Freeway, Suite 750
Dallas, TX 75234

For incorporation or to reserve
a company name:

Secretary of State

101 State Capitol
OklahomaCity, OK 73105
(405) 521-3911

For general employment info:

Oklahoma Employment Security Commission
(for poster information)

200Will RogersBuilding

OklahomaCity, OK 73105

(405) 557-0200 or 1-800-522-8008

Oklahoma Department of Labor
4001 N. Lincoln Boulevard
OklahomaCity, OK 73105-5212
(405) 528-1500

U.S. Department of Labor
Employment StandardsAdministration
200 Constitution Avenue, NW
Washington, D.C. 20210

Equal Employment Opportunity Commission
(Regional Office)
(405) 231-4911

Equal Opportunity Employment Commission
Pennsylvania Avenue & 6th Street N.W.
Washington, D. C. 20580

(202) 522-8008

Oklahoma Department of Human Services
2400 N. Lincoln Boulevard

OklahomaCity, OK 73125

(405) 521-3646

Oklahoma Human Rights Commission
2101 N. Lincoln Boulevard, Room 480
OklahomaCity, OK 73105

(405) 521-2360
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For worker's compensation:

State Insurance Fund
410 N. Walnut
OklahomaCity, OK 73152
(405) 232-7663

Oklahoma Workers Compensation Court
1915 N. Stiles Avenue

OklahomaCity, OK 73105

(405) 557-7600

For immigration information:

Immigration and Naturalization
Oklahoma Office
(405) 942-8670

U.S. Immigration and Naturalization Service
7101 N. Stemmons Freeway

Dallas, TX 75247

(214) 767-7012

For information on ADA:

Office of Handicapped Concerns
4300N. Lincoln Boulevard
OklahomaCity, OK 73105

(405) 521-3756

For information on disaster loans:

Small Business Administration
Disaster Office

Ddlas, TX

1-800-473-0477

For state tax information:

Oklahoma Tax Commission
2501 LincolnBoulevard
OklahomaCity, OK 73194-0015
(405) 521-3279

For federal tax information:

Internal Revenue Service
1-800-829-1040 (Questions)
1-800-829-3676 (Formsand Publications)

For information on doing business
with the federal government:

U.S. Department of Commerce

Office of Business Liaison

14th Street & Constitution Avenue NW, Rm 5898C
Washington, D.C. 20230

For information on EPA regulations:

U.S. Environmental Protection Agency
Small BusinessOmbudsman

401 M Street SW

Washington, D.C. 20460

(202) 260-2080

For environmental regulation info:

Oklahoma Department of Environmental Quality
1000 N.E. Tenth Street

OklahomaCity, OK 73117-1212

(405) 271-1400

Oklahoma Water Resources Board
600 N. Harvey Avenue
OklahomaCity, OK 73101-0150

(405) 231-2500

For transportation information:

Oklahoma Department of Transportation
200 NE 21st

Oklahoma City, OK 73105

(405) 521-2579

For occupational safety &
health information:

U.S. Department of Labor-OSHA
420 West Main, Suite 300

Oklahoma City, OK 73102

(405) 231-5351

For packaging/labeling information:

U.S. Food and Drug Administration

FDA Center for Food Safety and Applied Nutrition
200 Charles Street, SW

Washington, D.C. 20402
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For information on bar coding: Securities and Exchange Commission

_ _ 450 Fifth Street N.W.
Uniform Product Code C_ou"ncjll, Inc. Washington, D.C. 20549
8163 Old Y ankee Road, Suite"J (202) 272-2000

Dayton, OH 45459
(513) 435-3870

For information on product safety:

Consumer Product Safety Commission
PublicationsRequest
Washington, D.C. 20207

For information on import/export:

Federal Trade Commission

6th Street & Pennsylvania Avenue, NW
Suite700

Washington, D.C. 20580

(202) 326-2222

Other contacts:

Oklahoma Conservation Commission
2800 N. Lincoln Blvd., Suite 160
OklahomaCity, OK 73105

(405) 521-2385

Oklahoma Corporation Commission
2101 N. LincolnBlvd.

OklahomaCity, OK 73105

(405) 521-2211

Oklahoma Capital Investment Board
301 NW 63rd

OklahomaCity, Ok 73116

(405) 848-9456

Oklahoma Department of Health
1000 N.E. 10th Street
OklahomaCity, OK 73152

(405) 271-5600

Oklahoma Industrial Finance Authority
301 NW 63rd

OklahomaCity, OK 73116

(405) 842-1145

Interstate Commerce Commission
12th Street & Constitution N.W.
Washington, D.C. 20423

(202) 927-5350
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GLOSSARYOFBUSINESSTERMS

-A-
Account - awritten or verbal agreement to purchase and take delivery or a product or service;
making payments as arranged (e.g., prepay, check, charge, etc.)
Account Balance - the difference between the payment made and the amount owed on an account.

Accountant - askilled financial record keeper.

Accounts Payable - money which isowed to an individual or businessfor goods or services which have
been received but not yet paid for.

Accounts Receivable - money owed to anindividual or business for goods or services which have been
received but not yet paid for.

Advertising (Ad) - methodology buy which goods or services are brought to the public's notice for the
purpose of inducing them to purchase.

Articles of Incorporation - alegal document filed with the state which sets forth the purposes and regula-
tionsfor acorporation.

Assets - anything of worth that is owned and can be converted to cash.

Audit - an examination of accounting documentsfor the purpose of reaching an informed opinion concerning
their appropriateness.

-B-
Bad Debts - money owed that cannot be collected.

Balance - the amount of money remaining in an account.

Balance Sheet - Anitemized statement which lists the total assets and liabilities of agiven business at a
givenmomentintime.

Bank Statement - amonthly statement of account which a bank renders to each of its depositors.
Bar code - electronic code that marks products with data.
Benefits - set of "value add-ons" to supplement wages and/or salaries.

Bill of Sale - aformal legal document which conveystitle or right or interest in specific property form the
seller to the buyer.

Bond - an insurance contract against financial loss caused by the act or default of a business.
Board of Directors - those individuals elected by the stockholders of a corporation to manage the business.
Bookkeeping - the process of recording business transactions into the accounting records.

Brand - adesign, mark, symbol, or other device which distinguishes oneline of products or type of goods
from that of the competitor.

Break-Even - the point of business activity when total revenue equals total expense.
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Budget - an estimate of the income and expenses for a future period of time.
Business - type of work or commerce.
Business Goals - objective to be reached for.

Business Interruption Insurance - atype of insurance that protects business against losses arising out of
legal liability for death, injury, or damage to the person or property of others caused by negligence.

Business Plan - ablueprint of how a businesswill be operated.
Business Purpose - the intent or objective of the business.

Bylaws - aset of rulesthat govern an organization'sinternal affairs.

-C-
Capital - money availabletoinvest.

Capital Equipment - equipment which is used to manufacture a product, provide a service, or sell, store,
and delivery merchandise.

Cash - money in hand or readily available.
Cash Flow - the actual movement of cash within a business.
Cash Receipts - money received from customers.

Chamber of Commerce - an organization of business people designed to advance the interests of its
members at the local, state, and/or federal levels.

Chief Executive Officer - generally the board chairman or president of a corporation.

Chief Financial Officer - individual, within an organization, in charge of abusinesssfinancial future.
Collateral - something of value given or held as a pledge against a debt or obligation.

Commission - a percentage of the income which an agent receives as compensation for services.
Competition - rival business.

Contract - alegal agreement between two or more parties.

Copyright - exclusiverights.

Corporation - an organization formed for the purposes of business enterprise; treated as a separate legal
entity.

Co-signer - joint signer of aloan agreement who pledges to meet established obligations in the event of a
loan default.

Cost of Goods Sold - the direct cost to the business owner of those items which will be sold to customers.
Credit - adebt allowing customers to make a purchase with the promise to pay later.
Credit Line - the maximum amount of credit or money extended to a customer.

Customer - person who purchases a product or service.
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-D-
DBA (Doing Business As) - announcement of a business's intent to do business under a certain name.
Debt - money which is owed.
Default - failure to pay adebt or meet an obligation.
Deficit - excessliabilities over assets resulting in a negative net worth.
Depreciation - adecrease in value of capita items, through age, wear and tear, and deterioration.
Desktop Publishing - computer generated materias (e.g., newsletters, brochures, pamphlets, etc.)
Direct Mail - marketing goods and services directly to the consumer through the mail.

Disability Insurance - type of insurance that pays employees for time lost because of work-related injuries
or sickness.

Discount - adeduction from the stated price of a product or service.

Distributor - middleman, wholesaler, agent, or company distributing goodsto dealers or companies.

-E-
Employee - individual who worksfor abusiness.
Employer - one who employees.
Entrepreneur - an innovator of business enterprise.
Equipment - property used in carrying on operations (other than land, buildings, or improvements).
Equity - afinancial investment in abusiness.

Existing Business - abusiness that has already been established and is currently operating.

_F-

Facsimile (Fax) - an electronically transmitted message.

Fictitious Name - see"DBA."

Fidelity Bonds - atype of insurance that protects against loss due to the dishonesty of employees.
Financial Statements - documentsthat show the financial situation os an individual or abusiness.
Fixed Assets - those assets which don't vary from one period to the next.

Fixed Expenses - those costs which don't vary from one period to the next.

Franchise - business which has a continuing relationship with a parent company.

G-

Guarantee - apledge by athird party to repay aloan in the event that the borrower cannot.
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-H-
Hazardous Waste - dangerous refuse left from the operation of business.

Home-Based Business - abusinessthat isrun out of a private residence.

Human Resources - employees of an organization (see personnel).

-|-
Image Package - set of business materials used to promote the image of the company.

Incorporation - the method by which a corporation is formed.

Income Statement - afinancial document showing how much money came in as revenue and how much
money went out as expense.

Industry - type of manufacture of commerce.
Interest - the cost of borrowing money.
Inventory - alist of assets being held.

Invest - to lay out money for any purpose from which a profit is expected.

_J-

Job - occupation.

-L-
Lease - A long-term rental agreement.
Liability Insurance - risk protection for actionsfor which abusinessisliable.
License - formal permission to accomplish something.

Limited Liability Company - alega business entity combining the investor friendly aspects of apartnership
an a corporation.

Limited Liability Partnership - anew legal form of business without aformalized definition in place at
thistime.

Limited Partnership - alegal partnership where some owners are allowed to assume responsibility only up
to the amount invested.

Liquidate - To convert property to cash.
Loan - money lent with interest.

Loan Agreement - adocument which states what a business can and cannot do while it owes money to the
lender.

Long-Term Liabilities - theliabilities (expenses) which will not mature within the next year.
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-M-
Management - the art of conducting and supervising a business.

Market Niche - awell-defined group of customers for whom a particular product or service is particularly
suitable.

Marketing - the activitiesinvolved in the buying and selling of a product or service.

Merchandise - goods bought and sold in a business.

-N-
Net - what is left after deducting all expenses from the gross.

Net Worth - thetota value of abusinessin financial terms.

Note - adocument that is recognized as legal evidence of debt.

Operating Costs - expenses arising out of current business activity.

Overhead - cost of materials and services not directly adding to or identifiable with the product or service
beingsold.

-P-
Partnership - alegal businessrelationship of two or moreindividualswho share responsihilities, resources,

profits, and losses.

Partnership Agreement - alegal agreement that spells out the arrangements between partners; who will
do what; how money is put into and taken out of the partnership.

Patent - certificate of exclusive rightsto an invention or innovation.
Payroll - record of financial remunerations of employees.

Permit - formal permission to accomplish something.

Personnel - employees of an organization.

Petty Cash - cash expenditures which are too small to justify writing a business check; but are tax deduct-
ible.

Prepaid Expenses - expenses that are paid in advance for items not yet received.
President - chief officer of a corporation.

Price - amount for which something is sold.

Principal - the amount of money borrowed in a debt agreement.

Profit - the difference between what is earned and what is owed.

Product - something produced.
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Profit & Loss Statement - alist of the total amount of revenue and expenditures.
Profit Margin - the difference between a selling price and cost.

Property Insurance - type of insurance that protects property against loss caused by the actual destruction
of apart or al of the property by fire, windstorm, explosion, falling aircraft, riot and other perils.

Psychographics - the study of psychological factors which affect the purchasing patterns of consumers.

-R-
Receivable - ready for payment.
Resume - Retail - selling directly to the consumer.
Retirement - withdrawing from working life.

Revenue - total sales during a stated period.

-S-
Salary - regular set payment for an employee.

Sales Representative - anindependent salesperson who directs efforts to selling products or services to
others but is not an employee of the company he or she represents.

Secretary - assistant to a business official.

Security - collateral whichis promised to alender as protection in case the borrower defaults on aloan.
Service - activity on behalf of a person, organization, or cause.

Service Business - aretail business which deals in activities for the benefit of others.

Share - one of the equal partsinto which the ownership of acorporation is divided.

Short-Term Notes - loans that come due in one year or less.

Sole Proprietorship - business legal structure in which one individual (or a husband/wife team) ownsthe
business.

Startup Expenses - those expenses it takes to get ready to open doors for a business.

Stock - an ownership sharein acorporation.

-T-
Target Market - individuals who are potential customers for the goods and services of a business.
Terms of Sale - the conditions concerning payment for a purchase.
Telemarketing - marketing goods or services directly to the consumer viathe telephone.
Trade Credit - permission to buy from suppliers an open account.
Trademark - asymbol representing a specific business or product.
Training - job related education.

Treasurer - handler of funds.
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Venture Capital - money invested in enterprises that do not have access to traditional sources of capital.

Vice President - second chief officer of a corporation.

Volume - Money invested in enterprises that do not have access to traditional sources of capital.

-W-
Wage - pay given to an employee for services performed.
Wholesale - sellingfor resell.
Worker's Compensation - insurance that protects employees in the event of job-related accidents.

Working Capital - the excess of current assets over current liabilities.

_7-

Zone - an areadesignated by city in which businesses can or cannot operate.
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