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TODAY,  YOU’RE A  

SMALL BUSINESS GURU.

We understand your day is full of making calls, solving problems 

and running all over the place making your small business work. 

The last thing on your mind should be IT concerns. That’s where 

we come in with IT and communication solutions. At CenturyLink, 

we’re here for you. Ready to take care of your Internet and Voice 

needs so you can focus every bit of your attention towards making 

your business boom.

We’re providing you with customized technology options based on 

your unique small business needs. And since your business never 

sleeps, neither do we. Our tech support is 24/7/365, so you can 

rest easy knowing that we’re here whenever you need us.

This means you’re getting tremendous products and tremendous 

services – at a fair price.

We’re only a call away.

Call 866.336.2378 

Click centurylink.com/small-business

©
 2012 CenturyLink, Inc. All Rights Reserved.
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TODAY, I TRACKED 
INVENTORY, MADE 
PAYMENTS AND 
SAVED MONEY. 
TODAY, I AM THE COMMANDER OF MY BUDGET.

Call 866.336.2378
Click centurylink.com/small-business

Offer ends 09/30/2012. Available to new High-Speed Internet business customers subscribing to the CoreConnect® Bundle. Listed rate of $20.00/mo. includes High-Speed Internet at up to 12 Mbps and requires the purchase of a  
CoreConnect® Bundle including unlimited local and domestic long distance calling and additional features with a 36-month term commitment for all services (after which the rate reverts to the then-current standard rate). Price Lock 
Guarantee – Applies only to the monthly recurring charges for the 36-month term for the listed services; excludes all taxes, fees and surcharges, monthly recurring fees for modem/router and professional installation, and shipping 
and handling fee for customer’s modem or router. Offer requires customer to remain in good standing and terminates if customer changes its account in any manner, including any change to the required CenturyLink services (canceled, 
upgraded, downgraded), telephone number change, or change of physical location of any installed service (including customer moves from location of installed services). General – Services and offers not available everywhere. 
CenturyLink may change or cancel services or substitute similar services at its sole discretion without notice. Offer, plans and stated rates are subject to change and may vary by service area. Requires credit approval and deposit 
may be required. Offer may not be combined with other offers. Additional restrictions apply. Terms and Conditions – All products and services listed are governed by tariffs, terms of service, or terms and conditions posted at  
www.centurylink.com/Pages/AboutUs/Legal/. Monthly Rate – Monthly rate applies while customer subscribes to all qualifying services. If one (1) or more services are cancelled, the standard monthly fee will apply to each remaining 
service. High-Speed Internet – An activation fee may apply and an early termination fee will apply in the amount of $300. Customers must accept High-Speed Internet Subscriber Agreement or Business-Class High-Speed Internet terms 
and conditions, as applicable. Download speeds will range from 85% to 100% of the listed download speeds due to conditions outside of network control, including customer location, websites accessed, Internet congestion and customer 
equipment. Consistent speed claim and private direct connection claim as well as claim that your connection to CenturyLink’s network is 100% yours is based on CenturyLink providing HSI subscribers with a dedicated, virtual-circuit 
connection to the CenturyLink central office. CoreConnect® – Business Phone – Applies to 1 business phone line with direct-dial local and nationwide voice calling, designated calling features and unlimited nationwide long distance 
service, including all U.S. states, Puerto Rico, Guam, and US Virgin Islands; excludes data and facsimile services (including dial-up Internet connections), conference lines, directory and operator assistance, chat lines, pay-per-call, calling 
card use. Restrictions on number of local and long distance packages/plans per account apply. Usage may be monitored, and customer may be required to show compliance if usage exceeds 3,000 minutes/mo. or non-compliance indicated. 
International calling billed separately. Taxes, Fees and Surcharges – Applicable taxes, fees and surcharges apply, including a carrier Universal Service charge, carrier cost recovery surcharges and state and local fees that vary by area 
and certain in-state surcharges. Cost recovery fees are not taxes or government-required charges for use. Taxes, fees and surcharges apply based on standard monthly, non promotional, rates. © 2012 CenturyLink, Inc. All Rights Reserved.

High-Speed Internet
3 years. 1 price.

when you bundle with CoreConnect®

WANT EVEN MORE BUSINESS SAVINGS?
Read on for the CenturyLink® CoreConnect® advantage.
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Think Green!
As you enjoy the information and advertising offers in this magazine, keep 

in mind we make a concerted effort to bring this to you in an  environmentally 
responsible way.

This starts with the paper we use for this edition. The wood fiber to make 
the paper comes from sustainable forests. For every tree harvested to make this 
paper, a new tree is grown. In addition, this has been independently certified to 
the Forest Stewardship Council (FSC) standard.

The printer we utilize also has many initiatives and programs, including 
certifications with Forest Stewardship Council (FSC) Rainforest Alliance (RAC) and 
Partnership for a Clean Environment (PACE). What’s more, the printer uses soy 
based inks as well as direct-to-plate imaging and digital proofing, which saves 
film, chemicals and energy.

We provide just this one copy of the magazine for your use. Please remem-
ber to recycle. Visit www.earth911.com for recycling information.

Publisher Disclaimer: Welcome Home Magazine. Copyright 2012. All rights reserved. 
Reproduction in whole or in part without prior written permission is strictly prohibited. While 
every precaution has been taken to ensure the accuracy of the editorial information included 
at press time, neither the publisher nor the editor shall be liable for damages arising out of 
errors or omissions. The opinions express herein are those of the authors and do not necessarily 
represent those of the distributor. www.welcomehomemag.com (800) 972-2585
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THE ENTREPRENEURIAL SPIRIT
Successful entrepreneurs share these 10 character traits.

There are common characteristics that 
many share with other business own-
ers who succeed where others have 

failed. We’ve identifi ed 10 such character 
traits that often provide the underpinnings 
to success.

1. Inner drive Chances are good that if 
you ask an entrepreneur when they knew 
they would someday 
be their own boss, 
they would answer, 
“always.” There is 
an inner drive to 
succeed that is the 
hallmark of a true 
entrepreneur. This 
desire to excel often 
spreads beyond their 
professional lives and 
many times you will 
see a hard-working, 
hard-playing entre-
preneur who is involved in competitive 
sports or other adrenaline-fueled pursuits.

2. Passionate If you don’t have passion 
for what you do, you will have trouble 
making your business successful. Passion 
is contagious, and your customers and 
vendors will immediately respond to 
enthusiasm.

3. Strong intuition Everyone has intu-
ition but not everyone is tuned into their 
inner voice and acts accordingly. Many 
business owners have honed their instincts 
to help them succeed and are not afraid 
of going with their gut, when it comes to 
making critical decisions.

4. Risk taker Entrepreneurs are natural 
risk takers. No matter how confi dent they 
are in their business plan and their abili-
ties, all entrepreneurs understand there is 
risk in starting any business. They have a 
high tolerance for uncertainty, which sets 
them apart from people who don’t have 
the entrepreneurial spirit.

5. Perseverance The nature of a small 
business is having both ups and downs. 
Successful entrepreneurs weather the 
tough times, learn from mistakes and move 

forward. They are not deterred by setbacks, 
even if the company’s success is in ques-
tion. Even when a setback occurs, they go 
back to the drawing board and try again.

6. Imaginative Great entrepreneurs 
aren’t necessarily interested in reinvent-
ing the wheel. Instead, they are motivated 
to make the wheel work better or faster. 

It takes imagina-
tion and creativity to 
keep your business 
on the cutting edge 
and ahead of your 
competition.

7. Detail-oriented 
Successful business 
owners may be vision-
ary, but they don’t 
ignore the little things. 
Being detail oriented 
will help you keep 

track of what’s going on in all aspects 
of your business so that you can identify 
potential problems and address them 
before they become disasters.

8. Positive Thinker No one wants to do 
business with someone who is all doom 
and gloom. Waking up each day with a 
positive attitude will energize your staff, 
stoke your passion, and keep your custom-
ers wanting more.

9. Budget-savvy No business can succeed 
without leadership that understands 
numbers and keeps the cash fl owing. 
You don’t have to be an accountant or a 
seasoned bookkeeper, but you do need to 
understand how to create a budget and 
have the discipline to follow it.

10. Goal-oriented Successful entre-
preneurs not only keep their eye on the 
prize, they defi ne the prize. They are 
big-picture thinkers who set objectives, 
develop a strategy for success and then 
execute. The most successful business 
owners set short-term and long-term 
goals and regularly revise and refi ne their 
goals. This habit keeps them focused and 
motivated, which is essential to running a 
top-notch organization.
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a business. Therefore you need to assess 
whether the money you’re spending has 
a return on the investment and prioritize 
accordingly. On the same token, refus-

ing to spend any money 
to build your business also 
is foolish. Find a happy 
medium and seek others’ 
opinions on whether some-
thing is worth the expense.

Don’t put contracts over 
people. Unfortunately, 

some people can’t or will not honor a 
contract. It’s shocking but true. Business 
deals are based on relationships and rela-
tionships are never set in stone. Success-
ful business owners know that while a 
contract is good, it’s the relationship that 
has the most value.

Don’t be a late adopter. Technology is 
evolving every day and changing business 
along with it. Maybe the idea of social 
marketing is scary. Or perhaps Web 2.0 
was hard to get your head around. Don’t 
dismiss technology because it seems like 
it’s too diffi cult to understand or imple-
ment. Staying technologically savvy is 
good business because your customers 
will certainly notice if you don’t.

AVOIDING COMMON MISTAKES
Learn from others on your path to success.

Here are some of the most common 
mistakes made by small business 
owners. Take note and hopefully 

your can avoid these pitfalls.

You think everyone wants or needs 
your product or service. No doubt what 
you offer is great and it’s exciting that 
someone is interested in doing business 
with you. Or you relish the chance to make 
the impossible sale. But is any business 
— good business? The answer is simply 
no. Don’t waste your time trying to sell 
to people who don’t need your product. 
And worst of all, don’t take on a customer 
or client who is much more trouble than 
they’re worth. There are some customers 
who aren’t satisfi ed with the basic service 
that was agreed upon. They’ll expect all 
sorts of extra work and deliverables that 
was never in the original contract. These 
are the people who inspired the saying, 
“Give ‘em an inch and they’ll take a mile.” 
If you think this new customer is going to 
be a leech, pass on them. Let your competi-
tors take on the headache.

Shotgun marketing never works. No 
one expects you to be a marketing guru, 
but not having a marketing plan and stick-
ing to it makes you vulnerable to trying 
every marketing scheme you encounter 
with no real strategy. This wastes time and 
money, and often will turn off potentially 
great customers. Develop a marketing 
plan and stick to it. If something isn’t 
effective, be fl exible and try another 
approach, but never veer far from your 
vision and objectives.

Tightwad or Big Spender? You have 
to spend money to make money, right? 
While this is true, there must be some 
fi scal discipline to your spending. Money 
can leave your wallet fast when running 

If something isn’t effective, 
be fl exible and try another 

approach, but never veer far from 
your vision and objectives
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PRIORITIZING YOUR GOALS
Setting goals will keep your business on track for success.

If you’ve been putting off sitting down 
and writing your company goals – both 
short and long term down on paper, 

you are not alone. After all, your business 
is booming and keeping you up late every 
night. Who has time for goal setting?

The answer is you. Setting goals is 
one of the most important ways to keep 
your business focused and on the path 
to success.

Perhaps you’ve heard of “S.M.A.R.T.” 
goals before. If you haven’t, it is a great 
way to develop short and long-term goals 
that can be pursued and achieved instead 
of just listing pie-in-the-sky dreams that 
may never materialize. If you know about 
S.M.A.R.T. goals, this will be a good 
refresher on a proven method of goal 
setting. The premise is that a good goal 
should contain the following fi ve elements:

to attain them, don’t get so overzealous 
that they become impossible feats. Be 
realistic so that when you reach them, you 
can really feel that sense of accomplish-
ment. Ask yourself how these goals can be 
accomplished.

Relevant – Again, a reality check is in 
order here. Choose goals that matter to 
you, your business, your investors, and 
your staff. Do they seem worthwhile? Do 
they match our other efforts? Relevant 
goals will inspire your team and drive 
them toward greatness.

Timely – Put a timeframe on your goals 
by establishing a target date. Deadlines 
seem to have a magical quality in motivat-
ing and focusing people. This element of 
goal setting is critical in setting your short-
term goals (3 months or 6 months) as well 
as your long-term goals (1, 3, and 5-year 
goals), This method can also help you 
make progress on daily and weekly goals.

So once you have defi ned your goals, 
prioritizing them is the next step. Your 
highest priority goals are ones that build 
your business and support your organiza-
tion. Which short-term goals are needed 
to reach your long-term goals? Keep 
these ones on the front burner and you 
will see success.

And don’t forget to revisit your 
goals every 3 months or so to reevaluate 
whether they are still specifi c, measurable, 
attainable, relevant, and timely. If not, 
don’t be afraid to make a course correc-
tion and get back on track for success.

Specifi c

Measurable

Attainable

Relevant

Timely

Specifi c – In setting a goal, ask yourself 
what you want to accomplish. Why? Who 
is involved? What is required to reach this 
objective and what are the constraints? 
A fuzzy goal is a bad goal. Be clear and 
unambiguous about what you intend to 
accomplish. Don’t say, “I want to grow my 
business by the end of the year.” Do say, “I 
will increase revenues by 13% and add 45 
new customers by July 1.”

Measurable – How do you know you’re 
winning the game if you don’t know the 
score? You must be able to put numbers 
to your goal so knowing exactly where you 
are fi nancially right now is paramount. 
To set a measurable goal, ask how much, 
how many, and how will you know when 
it is accomplished?

Attainable – What good is a goal if 
you can’t reach it? While your objectives 
should stretch you and give you the drive 



At CenturyLink, we’re here to give you everything  
you need to thrive with a package that’s tailor-made  
for your business.  

THE CORECONNECT® ADVANTAGE:  
MORE CLICKS. MORE CALLS. MORE CUSTOMERS.  

HIGH-SPEED INTERNET 
Ever wish there were more hours in the workday? With speeds up to 12 
Mbps and additional upgrades up to 40 Mbps, it’ll feel like we added a few 
more. Not to mention, you get 24/7 tech support, too. 

WEB PRESENCE
Create your own website with up to 10 Web pages, vanity domain registration, 
easy Web design templates and 5 GB of Web storage space. Plus, get FREE 
online Instant Business Broadcast to help make your online presence stand 
out even more. 

BUSINESS-CLASS EMAIL
Microsoft®-hosted Exchange email lets you connect with clients, customers, 
vendors – even your staff – no matter where they are. You even get an address 
book, calendar, and more. And you can send up to 20 “fax over email” 
pages a month.

NATIONWIDE PHONE
Unlimited Local & Nationwide Calling is the lifeline of most small businesses. 
And with CoreConnect®, your business gets clear connections with no 
dropped calls every time you pick up the phone. And you get up to 15 different 
calling features too, like Call Waiting, Call Forwarding and Voicemail.

TODAY, I FOUND 
EVERYTHING MY 
BUSINESS NEEDS. 
IN ONE PLACE.

Call us today for a free account review. 

Call 866.336.2378 
Click centurylink.com/small-business

Offer ends 09/30/2012. Available to new High-Speed Internet business customers subscribing to the CoreConnect® Bundle. Listed rate of $20.00/mo. includes High-Speed Internet at up to 12 Mbps and requires the purchase of a CoreConnect® 
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modem or router. Offer requires customer to remain in good standing and terminates if customer changes its account in any manner, including any change to the required CenturyLink services (canceled, upgraded, downgraded), telephone number 
change, or change of physical location of any installed service (including customer moves from location of installed services). General – Services and offers not available everywhere. CenturyLink may change or cancel services or substitute 
similar services at its sole discretion without notice. Offer, plans and stated rates are subject to change and may vary by service area. Requires credit approval and deposit may be required. Offer may not be combined with other offers. Additional 
restrictions apply. Terms and Conditions – All products and services listed are governed by tariffs, terms of service, or terms and conditions posted at www.centurylink.com/Pages/AboutUs/Legal/. Monthly Rate – Monthly rate applies while 
customer subscribes to all qualifying services. If one (1) or more services are cancelled, the standard monthly fee will apply to each remaining service. High-Speed Internet – An activation fee may apply and an early termination fee will apply in 
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TODAY, I AM THE PRODUCTIVITY  WHIZ.

High-Speed Internet
3 years. 1 price.

when you bundle with CoreConnect®

BEST VALUE 
LOCK IN YOUR PRICE FOR 3 YEARS! 

the amount of $300. Customers must accept High-Speed Internet Subscriber Agreement or Business-Class High-Speed Internet terms and conditions, as applicable. Download speeds will range from 85% to 100% of the listed download speeds 
due to conditions outside of network control, including customer location, websites accessed, Internet congestion and customer equipment. Consistent speed claim and private direct connection claim as well as claim that your connection to 
CenturyLink’s network is 100% yours is based on CenturyLink providing HSI subscribers with a dedicated, virtual-circuit connection to the CenturyLink central office. CoreConnect® – Business Phone – Applies to 1 business phone line with 
direct-dial local and nationwide voice calling, designated calling features and unlimited nationwide long distance service, including all U.S. states, Puerto Rico, Guam, and US Virgin Islands; excludes data and facsimile services (including dial-up 
Internet connections), conference lines, directory and operator assistance, chat lines, pay-per-call, calling card use. Restrictions on number of local and long distance packages/plans per account apply. Usage may be monitored, and customer may 
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standard monthly, non promotional, rates. © 2012 CenturyLink, Inc. All Rights Reserved.
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There comes a time when you just can’t 
do it all yourself, and you need to bring 
in some help. Here are some tips to 

help you staff up and build a great team.

Nail down your job description. Your 
fi rst move should be establishing exactly 
what your employee will do. One of the 
biggest pitfalls is hiring someone with-
out a fi rm job description, or applicant 
fact sheet, which inevitably will lead to 
confusion and disappointment on both 
sides. Before you advertise, write down 
your goals for the new hire. Do you need 
someone to work part or full time with a 
set schedule or do you just need someone 
to be on standby to fi ll in? Will this person 
meet with clients and manage their own 
projects and responsibilities or will they 
just take on tasks that you provide? Be 
very clear about your needs and expecta-
tions before you start interviews so that 
you can fi nd the best fi t.

Forget the Clone Fantasy. No matter 
how much you’d like someone to be your 
replica, this simply is not realistic. People 
are individuals who have their own work-
ing habits, perspectives and ideas. And, 
truth be told, no employee, no matter 

how loyal, simply will never have the 
personal connection and love of your 
business that you do. When you give up 
the fantasy of fi nding your clone, you can 
then concentrate on looking for someone 
whose habits complement yours.

Time-off policy. Once you’ve defi ned 
your job description, you then need to 
establish time-off policies. How will you 
handle absences, such as illness or vaca-
tion? Ask other small business owners 
about their practices for ideas. Candidates 
will ask you about these policies, and you 
should be fully prepared to answer.

Check yourself. Do you know what 
kind of manager you are? Be objective 
and determine your management style 
and work preferences. When you have 
an honest assessment of what kind of 
boss you are, you will be better prepared 
to fi nd an employee who is a good fi t. 
Remember that employees are interview-
ing you too, and you should be able to tell 
them about yourself and your expectations 
about the job.

Hire attitude not skills. You can always 
teach someone how to do a task, but you 
can’t make someone have a positive and 
can-do disposition. Look for someone 
who is going to not only be productive 
but be a strong and positive force in your 
environment.

Don’t rush things. Hiring a new 
employee is not something that should be 
rushed. Plan ahead so that you can fi nd 
the right person, which often is a long 
process. Build in time for your search, 
interviews, and training before you actu-
ally need that person on board. On the 
same token, if you perfect hire comes 
along, go ahead and make the offer. Don’t 
pass them by if you know this person is 
exactly who you need.

Develop a training program. Before 
you hire someone, make sure you have 
developed a detailed training program. 
Maybe you don’t need a full blown 
manual at this stage, but you should have 
a written training policy. This could include 

READY TO HIRE?
Things to Consider Before Hiring Employees
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one-on-one training for a set number of 
hours or days or they may need to take 
online training to learn certain software. 
Your program should be very specifi c so 
that there will be no misunderstanding 
and frustrations about what is expected of 
the new employee.

Consult your insurer. Don’t be caught 
off guard when it comes to your liability. 
Taking on an employee could carry risk. 
Make sure you speak with your insur-
ance carrier and fi nd out whether you are 
responsible for covering people in your 
offi ce. You may need to obtain workers’ 
compensation insurance. Other things to 
consider: unemployment insurance and 
disability insurance.

Check references and perform back-
ground checks. No matter how sharp 
the applicant or how perfect the resume, 
it is critical for you to check references of 
your fi nal candidates. This step will root 
out inaccuracies or dishonesty in what 
the candidate has told you and often 
reinforces the decision you hope to make. 
Also, don’t skimp on performing a back-
ground check on a potential new hire. 
You have plenty of resources for checking 
up on a candidate, including the inter-
net, local police authorities, insurance or 
investigation companies. You will need the 
applicant’s signature and their full under-
standing that a third party will perform 
a background check on a condition of 
employment.

Building Your Team

Hiring and building your team 
requires more than just hiring a 
bunch of talented people. You 

will need to constantly work at sharing 
your vision, instilling a winning attitude 
throughout the organization and physi-
cally bringing people together in formal 
group meetings where employees are 
allowed to openly discuss issues.

• Have plenty of group meetings, or 
even parties or celebrations. This helps 
people feel like they are part of a 
larger group and helps build solidarity.

• Smaller, regularly scheduled group 
meetings are also important. Here 
people will get some work done and 
decisions will actually be made. These 
smaller meetings make people feel 
like an important part of your team 
and allow a place to give feedback on 
important issues.

• Encourage them to get together at 
times when you are not present.

• Be sure team members are allowed 
to be involved in the hiring of new 
employees.

• If possible, create close proximity of 
offi ces to allow for casual conversa-
tions and bonding.

• Create common goals for profi tability 
and use an incentive-pay plan to drive it.

• Allow team members to work on 
special projects together.

Don’t allow employees with bad atti-
tudes to destroy your team. Don’t 
hesitate to pull that cynical person aside 
and demand an attitude change. Some 
people’s lack of confi dence causes them 
to view constructive criticism as attacks. 
You’ll need to privately and patiently 
point out this defensive behavior while 
also highlighting their strengths. And 
lastly, be on the look out for jealousy 
whenever a new member is hired. Go 
out of your way to tell others how much 
they are appreciated and ask them to 
welcome the new member.
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Double-duty furniture When looking 
for furniture, look for pieces that will offer 
clever storage options. For example, a 
bench not only provides extra seating, it 
offers plenty of storage. Look for benches 
that are designed to hold hanging fi les for 
optimal effi ciency. A dresser can beautifully 
stash offi ce supplies, letterhead, books, 
and other reference materials. Magazine 
racks make attractive fi les while decorative 
boxes can hide 
lots of unsightly 
but important 
clutter. When 
selecting a desk, 
look for maxi-
mum surface 
area because 
you’ll need 
room for your 
computer, space 
for documents 
and other 
tech equipment. Don’t forget to include a 
couple of side chairs for impromptu busi-
ness meetings.

Ergonomics is essential. Just because 
you’re working from home, this is no time 
to abandon ergonomics. Small business 
owners can spend inordinate amounts of 
time at their desks, talking on the phone 
and working on the computer. Don’t be 
afraid to invest in a high quality profes-
sional grade ergonomic chair. Though it will 
be a larger investment, it will be well worth 
it, especially if you work on a computer 
much of the day. Make sure your computer 
screen is the proper length from your eyes 
(24-36 inches) and positioned below or at 
eye level. Are your feet fi rmly planted on 
the fl oor when you’re sitting? If not, adjust 
your chair or get a footrest. Invest in a chair 
that is comfortable and slightly reclined to 
reduce back pressure.

Storage is key. Flexible storage space 
should also be incorporated into your 
home offi ce. You will need dedicated space 
to keep hard copies of important docu-
ments. Opt for a fi ling cabinet on casters 

that can be rolled out of the way when it 
is not needed. If you are working out of a 
spare bedroom, you may want to install a 
shelving system inside the closet. Consider 
getting a wireless printer so it can also be 
stored in the closet rather than taking up 
valuable work space on your desk.

Pay attention to lighting. Good lighting 
can have a profound effect on productiv-

ity and fatigue 
levels. For opti-
mal lighting, 
create layers 
and angles of 
lighting using a 
variety of direct 
and indirect light 
sources. Look for 
sources of glare 
and mitigate it 
by placing ceil-
ing light fi xtures 

either in front of your desk or to the side of 
it. Task lights mounted on your desk or fl ex-
ible desk lamps can also minimize glare.

Privacy matters. Make certain that your 
offi ce area allows for plenty of privacy 
from the rest of your home. Like lighting, 
noise is a subtle but important aspect in 
offi ce design. Consider adding carpeting, 
drapes or offi ce dividers to cut down on 
background noises or consider white noise 
machines to clear the air. The best advice 
for your home offi ce is making sure you 
create a barrier between it and your home 
life. Set offi ce hours and rules about inter-
acting with your family while working. Set 
boundaries that will make the best of your 
business and your family life.

DESIGNING A HOME OFFICE
Design and organizational tips will boost productivity.

Home Offi ce Essentials:
• Computer & High Speed Internet
• Desk & Chair
• Adequate lighting
• Telephone
• 24/7 Tech Support
• Fax, scan, printer, & copier
• Storage
• Anti-virus protection & data back-up
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EXPLORE NEW MEDIA CHOICES
Expand your business reach by leveraging social networking.

As in the past, it will always be 
 important for small business 
owners to invest in advertising, 

send out direct mail, stage events, and 
distribute press releases. But today there 
are additional options with a new media, 
sometimes referred to as social network-
ing and “going viral”.

Even if technology is not your forte, it 
is absolutely necessary that you consider 
taking advantage of the vast tools avail-
able to grow and expand your business in 
today’s 2.0 world.

“Like” your favorites
Whether you employ just one or all of 

them, social networking and new media 
tools can be your best friends when it 
comes to reaching new audiences.

If you harness them properly, these 
tools give you a global platform to dissem-
inate information, build credibility and 
bring in business:

• Blogs
• Microblog (i.e. Twitter)
• Video (i.e. YouTube)
• Podcasts/webinars
• Optimized articles
• Optimized press releases
• Still photography/illustrations/other 

images (i.e. Flickr, Photobucket)
• RSS Feeds
• Social News Sites (i.e. Google News)
• Social Networking Sites 

(i.e. LinkedIn, Facebook)

Single Effort, Big Impact
Leveraging these great modes of 

communication takes a little bit of web 
savvy, but once you get the hang of it, 
you’ll fi nd you can connect many of them 
for even bigger impact with a single effort.

Not on LinkedIn, Facebook, and 
 Twitter? Consider setting up accounts and 
create your own YouTube channel while 
you’re at it. Ask your network to “Like” 
your page and follow you on Twitter.

Then start making your website 
content work for you buy encouraging 
visitors to share content. Consider adding 
a widget, such as AddThis, that automates 
linking to popular sites. Get creative with 

marketing on your social networks — 
hold promotions via Twitter so that your 
followers will be encouraged to repost 
and share with their networks. Remember, 
social networking is a fl uid, viral mode of 
communication that has a domino effect 
with the right content.

If you don’t have a blog on your 
website, get one and start blogging. You 
can control your message, share insights 
and news with customers, as well as report 
on industry trends. Determine key words 
that will increase your search engine rank-
ings and incorporate that into as much 
content as you can on your website. Check 
out a book on search engine optimization 
and fi nd out how to take advantage of this 
invaluable technology.

Use new media to demonstrate what 
your company does, such as posting 
videos, podcasts, or webinars. Consider 
offering sneak previews of your products 
or services. Some companies will take 
photos of new products and post them on 
Flickr to create demand. Ask customers to 
comment on them so you can obtain help-
ful feedback for your business.

Media pitching for the new world
Just because you have all this tech-

nology and social networking capabilities 
at your service, don’t abandon good old 
media relations – just modernize the way 
you do it. Educate yourself on how to 
write effective optimized press releases 
and news announcements and how to get 
them out on the web.
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DO YOU NEED AN ACCOUNTANT?
Hiring an accountant often pays for itself.

With all the great 
tax and book-
keeping software 

available to small business 
owners, it can be tempt-
ing to pass on hiring an 
accountant. But is that a 
good idea?

It really depends on 
the complexity of your 
business, but more often 
than not, having a great 
accountant is one of the 
best investments in your 
business.

Why? According to 
the Small Business Admin-
istration, one out of three businesses that 
go bankrupt cites failures in its fi nancial 
structure for its demise. Plenty of shat-
tered businesses have cut corners, only to 
fi nd they were operating at a loss and not 
a profi t.

Accountants don’t just fi le your taxes. 
Many are qualifi ed to maintain your 
fi nancial records and generate reports. The 
best ones can be a valuable consultant, 
offering advice about your operations and 
potential for growth by accurately analyz-
ing your fi nancial data. Their knowledge 
of legal tax deductions for which you are 
eligible often pays for itself.

So go ahead and tighten your purse 
strings on other parts of your business, 
but don’t be stingy when it comes to 
keeping your fi nancial house in order.

Bookkeeper or Accountant?
In simplest terms, a bookkeeper 

records fi nancial transactions and an 
accountant analyzes those transactions.

And unless you are a numbers whiz or 
want to spend much of your time crunch-
ing your business’ numbers, it’s wise to 
outsource these functions.

If you are a limited liability company, 
have multiple employees, or have a 
complex business structure, chances are 
you want a certifi ed public accountant. 
To keep businesses costs low, consider 
hiring a bookkeeper to do your monthly 
expenses and use an accountant for 

your taxes, planning, and 
compliance with govern-
ment legislation.

Many business owners 
will admit that they have 
neither the skills, experi-
ence, or time to do their 
own books and taxes and 
are happy to turn it over to 
the professionals.

Another benefi t to 
hiring a seasoned accoun-
tant is that he or she can 
represent you if you are 
audited. Often a CPA can 
resolve issues with an 
agent much more effec-

tively than a business owner who is not 
tax code savvy.

Find the right partner
Handing over the fi nancial reins of 

your business to someone else is a scary 
proposition. So make sure you have a 
foundation of trust and open commu-
nication. If you’re in the market for an 
accountant, get referrals from other small 
business owners or local professional 
associations. Here are several ways to keep 
costs down:

  Consider going with a smaller fi rm or 
a private individual, which often are 
less expensive than a large accounting 
fi rm. Be sure to check references and 
know their credentials and experience, 
especially in your industry.

  Ask about the pricing structure. Many 
accountants charge by the hour, which 
you can leverage if your books are in 
good shape.

  Don’t pay high hourly fees for smaller 
tasks that you can do on your own or 
that a more affordable bookkeeper can 
do, such as organizing your fi nancial 
documents and recording transactions.

  Regularly check in with your accoun-
tant to get advice on your business’ 
fi nancial or operational performance. A 
good accountant should also be looped 
in prior to you making a big business 
decision. His or her advice can help you 
avoid costly fi nancial mistakes.
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To turn your customers into your best 
sales force, use these top 10 tips 
to stay ahead of the game and win 

customers over for life.
1. Listening will always be your ace 

in the hole. Take the time to listen to 
what your customer needs or exactly 
what problem he or she is experiencing 
so you can effectively and effi ciently 
help. This goes for fi rst-time customers 
or ones you have been doing business 
with for years.

2. Know and believe in your product. 
If you don’t believe in the product or 
service you provide, no one else will. 
Don’t make customers wait for you 
to fi nd out more information when 
they ask you questions about your 
product or service. Be knowledgeable 
and be confi dent. Your clients will 
respond to your passion.

3. Manners count. Please and thank 
you is a no-brainer, but remember 
to instruct your staff to use age-
appropriate greetings and address 
customers by name, if you know it. A 
little kindness goes a long way when it 
comes to differentiating yourself from 
the competition.

4. Establish rapport. People feel vali-
dated when you take genuine interest 
in them and care about what they say. 
If this is a client you will interact with 
regularly, fi nd out about their children 
or their hobbies. Ask about them next 
time. Your customers will know you see 
them as people and not just as clients.

5. Honesty is the best policy. If you 
know you can’t deliver on a promise, 
don’t say you can. People respect 
honesty more than they do someone 
telling them something they want to 
hear but who doesn’t follow through. 
Make it a policy to go above and 
beyond for your customers, but do so 
honestly and earnestly.

6. Smile! A smile is one of your most 
positive and powerful tools in providing 
top-notch service. It shows you have 
confi dence, pride, and enthusiasm in 
helping others. A smile even comes 

through in a phone conversation, so 
keep those pearly whites on display.

7. Keep your cool. Sometimes, you 
will be confronted with an unhappy 
customer who wants to vent. Refrain 
from becoming defensive. Allow them 
to air their grievances, listen to what 
they are saying and work with them to 
fi gure out a satisfying solution. Custom-
ers want to hear how you can help, 
not that you are not at fault. There’s a 
reason that the phrase, “The customer 
is always right,” has always been the 
calling card of fi ne customer service.

TOP 10 CUSTOMER SERVICE TIPS
A great experience can win customers for life.

8. Lead by example. Your team will 
take its cue from you, so lead by 
example and support your staff in its 
efforts to please clients. For example, 
when you know your clients’ needs, 
you can identify and anticipate what 
they want. Keep the lines of commu-
nication open and make suggestions 
that will help them meet their objec-
tives. Your ability to help your clients 
succeed will be reciprocated with 
loyalty and great referrals.

9. Reinforce positive behavior. Acknowl-
edge excellent customer service within 
your own ranks to reinforce positive 
behavior. Provide adequate training 
and provide incentives to employ-
ees that exceed expectations. Make 
premier customer service a critical 
element in your business culture.

10. Reward loyalty. Finally, don’t just tell 
customers you appreciate their busi-
ness, show them. Create a customer 
retention/loyalty program by offering 
your most loyal customers gifts or 
discounts on future orders.



TODAY, I AM A SMALL BUSINESS 
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Being a small business owner, you have a lot of things on your plate. The IT issues 
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