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			Introduction

			If you don’t think you have the nerve to build a business, stop reading this book. Building a business is scary, if not overwhelming, so you will need nerves of steel to do it. 

			Seriously, starting a business can sometimes be scary and very stressful. However, you can ease the pressure by breaking it into steps. Focus on one thing at a time to make your life much easier. 

			This book will help you understand what it takes to start and run a successful business by breaking down each step. Too much information can lead to confusion and an overwhelming urge to give up. That’s where this book comes in. 

			The first chapter will show you what it means to build your brand. A successful brand is a business that is more than just making money. Next, you’ll start to understand the basics of what it takes to start your business. Each chapter builds on that first one, showing you how to take one thought and naturally progress to the next strategy involved. 

			From developing a strong mission statement to researching the competition, I will explain everything you need to know to build a solid brand. But then I will show you how to sell that brand with a smooth transition. 

			In fact, this book is two parts; Part 1 is all about building a business. Part 2 is about selling that business. So, you’re getting a lot of bang for your buck when you start reading this book. Of course, there are books about building a business and separate books about selling a business, but this one covers both! Because let’s face it, you will inevitably want to sell a business after building it. Whether it’s to retire or start flipping companies, that day will come. 

			Your Brand

			A business’s brand is how your company is recognized. What is your business recognized for? It is not to be confused with your logo or slogan; those are marketing tools. No, your brand is a concept. The thing that determines what people say, think, or feel about your business.

			Within this book, I will discuss a purpose-driven brand. As humans, we are driven by purpose. You know, the meaning of life kind of thing. Why are we here, and how can we make this world a better place? If, as individuals, we feel that we must live our lives to our fullest potential, then businesses should follow the same guidelines. The Oxford Dictionary says that the definition of purpose is “The reason for which something is done or created or for which something exists.” Our sense of purpose, or the reason we exist, drives our likes and dislikes. 

			For example, if our purpose is to pay attention to what the planet needs to continue supporting human life, it would be against that purpose to do business with a company that blindly pollutes and contaminates this world. Therefore, if a company’s target audience wants solutions to pollution or contamination, I will see that my company follows suit as a business owner. 

			Done correctly, your brand will be your company’s most valuable asset. It’s your reputation; a good reputation can be worth millions in business. 

			You will need to keep three things clear while building your brand. First, people will always be skeptical of a purpose-driven brand. When the end goal of your business is to make money, everything you do becomes suspect in the eyes of the public. Even if your company addresses a cause, the public views it as a smoke screen, a ruse. 

			Some simply mix up terms, confusing your purpose, vision, and mission. So, let’s break them down so you can commit them to memory. Because when you know the why, what, and where, you can overcome the negative and focus on your cause. 

			Purpose—your why: Other than to make money, why do you do what you do?

			Vision—your where: Where do you want your brand to go? What does the future of your brand look like?

			Mission—your what: To reach your vision, what are you committed to doing? 

			People trust brands they know. A product with a good brand will fetch a higher price, and the customer is willing to pay that price. Why? Because the brand has an excellent reputation and has created that sense of trust. The trust says:

			
					this product is high quality.

					this product lasts forever.

					this product tastes the best.

					this product is beautiful.

			

			… the bottom line: 

			
					this product is worth every penny.

			

			That’s the kind of brand I want to help you build for your business. I want to see you take your business idea and turn it into a brand that will have customers banging on your door for your services. 
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			Part One

			Growing Your Business

			Chapter 1

			Know What Makes You Different

			You must distinguish what makes you different from all the companies like yours. For example, you’ve decided to open a bookstore. There are many bookstores, so what’s going to set yours apart? What will you do that is different from the rest? Is it what you do or how you do it that’s different? Are your hours what sets you apart? Are you a bookstore that caters to the night owls, the insomniacs, or that person who needs a book to read during their graveyard shift? Whatever it is, you need to know it; then, you need to capitalize on it. Choose the one thing that sets you apart, then focus on it.

			This chapter will help you with more than the what, though. First, I’ll explain what a brand is. Then I’ll go over the reasons for developing a purpose-driven brand. Then I’ll talk about the Golden Circle, as described by Simon Sinek in his TED Talk and his book, Start With Why. There are three aspects to creating your brand that you need to understand. Two are the easiest to recognize. First, you know what you do and probably know how you do it. That is where what makes you different comes in. You sell books is the what, but the how is that special something that sets you apart from everyone else? 

			But the last, most vital part of that Golden Circle is the why; this chapter will explain that to you. 

			Solve a Problem

			You’re probably thinking to yourself; I’ve solved the problem that I think so many people have when it comes to books. You’re going to open a bookstore that caters to late-night shoppers, and maybe you’re even going to set up a few areas in that bookstore where people can sit with a book and read. Maybe, you think, they can rent the book for an hour or two and just read. Perhaps they don’t want to buy the book and don’t want  take it home, and risk misplacing it, so they just rent it and read it right there. That’s a pretty cool idea, you figure. And you’re right; it’s a novel idea. 

			Step One of Problem Solving: How Do I Solve This Problem?

			So, you’ve tackled one of the most critical steps of starting a business. You’ve solved the problem for, hopefully, a large enough percentage of the population. Maybe you’ve figured this out because you took an overnight trip to a new city and found yourself unable to sleep in your hotel room with nothing to read. You got antsy. But you didn’t know where to go, and you certainly didn’t know where you could buy a book. And a book is just one more thing to pack in your suitcase, so that would be a waste of money. Although a late-night bookstore—someplace to rent a book for a couple of hours—that’s something to consider. 

			Now that you’re excited because you’ve found your niche—the what of your business—you realize you’ve never heard people talking about this problem before. So you worry, and the idea of even being able to “sell” your midnight bookstore slash book rental place starts running through your mind. 

			Step Two of Problem Solving: Is This a Shared Problem?

			It might feel weird to talk to people about your idea because, really, how many people will go for it? Will they look at you like you suddenly sprouted a second head, or will they open up and admit they’ve run into the same problem? This would be a good time to Google what you figure is the problem. Maybe search for “is there a bookstore open at midnight near me?” or something along those lines. Doing this will tell you if it’s something that others have searched for or if you’re alone in this adventure. 

			Now it’s getting exciting! You’ve Googled and found that people look for midnight bookstores, and you figure you can bring even more people in when they find out you offer the option just to rent a book rather than sell them. You can even Google “rent a book” and find out what that option looks like. 

			In this step, you’ll want to reach out to people via email, your website, or whatever platform you have available. Marketing your upcoming business is going to be an essential step. But remember, when you start promoting or marketing, don’t scare your potential customers. 

			Naturally, you’ll want to talk about your experiences looking for a bookstore in the middle of the night. Still, you don’t want to frighten people by painting all the awful sleepless nights, wishing you had a book, a comfortable chair to lounge in while drinking some tea, and reading a good book. Instead, you want to let them know that they have a need, you understand that need, and you’re going to fill that need. 

			So rather than focusing on the problem—not having a book in the middle of the night when you can’t sleep and you’re pacing the apartment with nothing to do—instead focus on the solution—curling up in a comfy chair in a relaxing environment with a cup of hot cocoa or tea and a good book.

			Another aspect of this part of problem-solving is that you can get feedback from potential customers. For example, what are they looking for in a midnight bookstore? How are their needs the same yet different from yours, and how can you solve all their problems, rather than just one? 

			Note Your Purpose 

			Your purpose is probably the most vital information you need to start your business and set up your brand. First, remember that your purpose should not be to make money or become famous. Money and fame are simply a result of the business and should not be considered your purpose. Of course, you want to make money; everyone does. But what is the deeper reason? What drives you, motivates you, makes you get out of bed in the morning? What is the drive behind your brand, or should I say, what is your dream? 

			Just wanting to provide someone a place to read a book at midnight isn’t the dream, is it? Because there is probably more to it than that. Does it have to do with a sense of belonging? Is it a desire to give everyone a place to feel welcome, no matter the time of day or night? Bottom line, does sitting in a bookstore at midnight answer some deep-seated need within yourself that you know resonates with others? 

			When trying to solidify your purpose, take a moment to reflect on real-world issues that resonate with you. Authenticity is the key to your purpose, so it should have meaning. Therefore, you’ll “find” your why or purpose rather than “choose” or “strategize.” This purpose must come from your soul. 

			Start with research. Figure out what your target customers consider the biggest problems that need attention, and if one of those is on your list, then you’re on your way. But remember, don’t choose a cause just because it’s got the highest percentage rate of customers who consider it an issue that needs to be solved. Customers can spot a fake right out of the gate, and many companies have been made aware that gaining ground after a major faux pas is one of the most challenging things to do. 

			Let’s look at the history of brands and their purpose. Company brands didn’t always have a purpose unless you count making tons of money and becoming rich and famous. Brands used to determine the rules and largely ignored consumers. But then, the digital revolution rolled around, and internet chat rooms gave consumers a voice. They used that voice and began to vocalize their opinions. Loudly and in great numbers. 

			Companies were forced to pay attention to what their customers wanted. Then, with customers recognizing their own purpose and place in the world, businesses realized they needed to do the same or lose money. Customers wanted to do business with companies that shared their values. So began the purpose behind a brand, something more than just the desire for money or fame. 

			Brands realized their customers cared about the ethics and morals of the companies they did business with. Customers wanted to do business with brands that cared and didn’t plan on letting these big companies get away with their typical unethical practices or sloppy customer service. 

			All of this leads to the why of your business. First, you must know why you want to begin a business, to start a brand. And it must have a deeper meaning than fame and fortune. Let those things be a natural byproduct of your brand, but focus on what you can do for the world. What changes can you make on this planet to improve it for everyone? 

			That’s something to think about as you read this book and is the first, most crucial step toward building your brand. Let’s clarify the steps you must take to find your purpose. I will discuss some of these steps in the next section of this chapter.

			
					Focus on your cause

					Determine your why


					Know your customer’s why


					Analyze your why


			

			To help you understand steps 2 through 4, I have some great words of wisdom from someone who knows what he’s talking about when it comes to a brand purpose, and we will go over those in the next section of this chapter. 

			Know Your Why

			According to Simon Sinek’s Golden Circle, the why is at the center of building your brand. It’s the key to it all, as explained about understanding your purpose. So your purpose is your why. Now, without sounding like I’m telling you what to do, your why is probably not because you want everyone to be able to read a book whenever they want. That is a good reason, but you need to know the specifics of why you want that. 

			Why would it be important to you that everyone has access to a good book, even in the middle of the night? Knowing your why will help you in three areas of your business:

			
					The ability to stand up for some belief that will add value to the lives of others. 

					The ability to stand out in a large group of booksellers.

					The ability to stand firm with a company culture that will show longevity and a clear goal for its company. 

			

			Not everyone knows their why, and some probably don’t care. But when you start with the why, you’re motivated by the right thing. Instead of pursuing wealth and fame, you’ll be on the quest for a dream. Knowing your why will set the stage for a reliable and longtime customer base because your priorities will match theirs, and you will gain their trust. 

			Knowing your customer’s why is the same as yours is part of step 3. For example, we all have a dream, a vision of how we think the world should be, but it doesn’t always match up to someone else’s dream. This is important because you won’t have brand loyalty or customers if you can’t align your why with theirs. I mentioned earlier that you need to know your customers. Again, if customers can’t trust that you understand them, they won’t be interested in what you have to offer. So, no matter how charitable your why is, it won’t matter if your customers don’t buy into it. 

			But now, let’s talk about the three things your why will do for your business. 

			
					When you have a belief that you’re willing to stand up for, you can change lives. No matter how many people come into your bookstore, all it takes is one person whose why matches yours to bring fulfillment and satisfaction. 

					When you think about it, every bookstore is the same, offering books, to coffee, to scones. But following your why can set you apart, make you stand out from the others, and be noticed. And okay, most people who go to bookstores just want a book and probably even a coffee. However, you don’t want to leave anyone out; therefore, being different will help find those people, the insomniacs and night owls, who need what you have to offer in your bookstore. 

					A company built with a clear vision of your goals is a company with a long-term mission. Longevity comes because it’s always going to be a company that fulfills dreams. You want to sell to people who believe what you believe. On top of that, if you hire employees who share your vision, they will work for more than just a paycheck. They will give their heart and soul to their job to keep your dream alive. 

			

			Once you’ve figured out your why and aligned it with your customer’s, you need to analyze it. In other words, put everything together and see if it all lines up. To figure this out, there are some questions that you need to ask yourself. 

			
					Does my purpose contribute to society or the environment positively?

					Who benefits from my contribution to this cause?

					Does my business have a direct connection to the cause?

					Have my customers shown concern for this cause?

					Does the public agree that I am qualified to address this problem?

					Is my leadership team emotionally invested in this cause?

					Will they do everything possible within the company to help this cause?

			

			The answers to these questions must be positive to confirm that your business is qualified and can address the problem at hand. The general public should believe that you have the right to weigh in on the matter. 

			So, know your why because it’s the heart of your business. 

			Chapter 2

			Have a Clear Mission Statement

			Once you’ve found your why, you must make sure you have a clear mission statement—something every business should have. Let the world know what your company does, and more importantly, why. See, there’s that why again. The mission statement is a brief explanation of your dream, and by having one, your midnight bookstore will reach out to those that understand your why.

			A mission statement should reach people outside the parameters of the customer you’re targeting. For example, maybe someone is looking to find out why a bookstore would be open at midnight. Perhaps they’ve never experienced that need to find a book in the middle of the night. But something you’ve said in your mission statement reaches them deeper. You’ve inspired them, and they realize your business is something they can get behind.

			Never underestimate the power of your vision. 

			Remember, you have a story to tell, and it’s probably a long story. However, your mission statement needs to be concise and to the point, and it needs to be memorable. You need to get to the heart of the matter when it comes to your story. So, first, capture your customers’ interest in one to three sentences. Then, put your sentences together using just the right parts of speech. Verbs, adverbs, nouns, and adjectives that paint a picture are the keys to making your mission statement one that will capture attention while getting your story across quickly and vividly. 

			Keep in mind, though, that your mission statement may change over time. Sometimes, as your business grows, your goals change. Maybe your dream gets adjusted a little. So take the time to review your mission statement regularly and update it as needed. Your mission statement does not need to be set in stone. 

			The following are reasons for putting together a mission statement:

			
					Guiding light: The mission statement shows your employees the path to follow as they navigate their work with your business. Knowing what drives a company can offer stability while increasing motivation and productivity. 

					Explains the why: Your mission statement is another way to describe the why behind your business. Remember, there is more to a business than just making money or becoming famous. Your mission statement explains the value behind your company, and your value is what you can do for others by offering the services your business entails. 
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