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Preface

If you’ve been dreaming of leaving your current job to become the chief executive officer of your own small business, you’re retired and want to put your knowledge and talents to work in a new business, or you just want to earn some extra money on the side, then you’ve come to the right place. The book you’re holding is your personal roadmap to becoming a self-employed entrepreneur in your own consulting business. It touches on all the groundwork you’ll need to do to set up that business, from selecting a business name to obtaining business licenses, drumming up work, wrangling financing, and more—tasks that are just as necessary for success as your talents and skills will be when you finally hang out your shingle on that first day on the job.

And that day could be pretty scary. After all, you won’t be getting a paycheck on the following Friday. You won’t have co-workers to commiserate with, or a support staff to cater to your every whim. In fact, possibly for the first time you’ll be handling tasks you’ve never done before, like one consultant we know, who said, “I ran a corporate business, but a lot of things were done automatically for me. I truly didn’t understand [things like] profit and loss statements vs. cash flow statements because I had financial people who worried about those things for me.”

We can help. This book contains information on all the major tasks you’ll encounter on the road to successful self-employment, including the 411 you need on:

     •   Assessing your skills and defining your market

     •   Selecting a legal form of operation and naming your business

     •   Finding business professionals to help run the show

     •   Setting up your home office

     •   Managing daily administrative tasks

     •   Hiring personnel (something that could happen sooner than you think)

     •   Locating professional development resources

     •   Prospecting for clients and promoting your business

     •   Establishing an internet presence

     •   Financing the business and staying in the black

     •   And much more

So no matter whether your consulting business will focus on human resources placement, computer troubleshooting, public relations, meeting planning, or anything else you can dream up, you’re about to join the other 10.4 million people in the United States who have decided to seek their fame and fortune armed only with their own talents, capabilities, ambition, and determination.

Enjoy the ride.


1

The Right Stuff

What exactly is a consultant? The word comes from the Latin word for “to discuss,” while the dictionary defines consultant as “an expert in a particular field who works as an advisor either to a company or to another individual.” Sounds pretty vague, doesn’t it? But interestingly it’s that very vagueness that gives you the leeway to create a consulting business that’s exactly what you want it to be and allows you to do precisely what you want to do.

Businesses certainly understand the value of consultants. According to estimates by Plunkett Research, a provider of industry sector analysis and research, management, scientific, and technical consulting services generated more than $171 billion in revenues in the United States during 2012, while IBISWorld, a provider of industry information, reports that worldwide consulting revenues were $335 billion.

That’s a pretty good indication that the market is wide open for new consultants in virtually every industry.

And there’s more good news. The Bureau of Labor Statistics (BLS), U.S. Department of Labor, Occupational Outlook Handbook, reports that employment in the management analyst (aka consultant) field is expected to grow 22 percent through 2020.

But why exactly are consultants in such high demand? First, companies understand the value consultants bring to their organizations by virtue of their experience, expertise, and knowledge. Second, consultants bring fresh ideas and a fresh perspective to projects. And third, companies that have to lay off workers for economic reasons still need to get the work done despite their reduced labor pool.

Taking the Plunge




For their part, independent consultants have different motivations for taking the plunge into self-employment. Some of them are baby boomers who may have worked for years—or decades—for one or more companies, and simply are ready for a career that will allow them to call the shots for a change. Others, like Bill Metten, a consultant in Delaware, have been laid off or downsized out of a job and decided to seek a new opportunity that will allow them to use the knowledge they’ve acquired on the job.

“I was a senior executive for a chemical company when the industry went to pot in the early 1990s,” says Metten, who founded his public relations/customer service consulting business in 1991. “The company made me an offer I couldn’t refuse, and since I had long harbored the desire to have just a few clients and spoil the dickens out of them, I decided to take the plunge.”

And still others, like Melinda Patrician, a public relations consultant in Arlington, Virginia, discovered that technology made it easier to work as a consultant from home.

“The same technology that has helped me to be successful as a consultant has made it easier for others to do the same,” Patrician says.

Simply put, a consultant’s job is to consult. It really is that simple. But what separates a good consultant from a bad consultant is a passion and drive for excellence. And of course, good consultants should be knowledgeable about the subjects they’re consulting in. You see, in this day and age, anyone can be a consultant in pretty much any field or discipline, from management to wedding coordination, academic course design, professional image, interior design, and much more. All you need to discover is what your particular gift is. For example, are you proficient with computers, by virtue of your job history or personal interests? Do you keep up with the latest in software and hardware, and have the latest and greatest equipment on your own desktop? Are you well versed in web design, blogging, and social networking? And are you able to take the knowledge you’ve gained and turn it into a resource that someone would be willing to pay money for? Then you could be an awesome computer consultant.
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Smart Tip

Before you decide on a consulting specialty, make sure you have a passion for that field. If you can imagine talking with someone for hours at a time about your specialty without referring to notes or books, then you clearly have selected the right field in which to work as a consultant.




 



Or maybe you’re an expert in the fundraising field. Maybe you’ve worked for nonprofit agencies in marketing, public relations, or sales, and over the years you’ve discovered the secret to raising vats of money. It’s possible to turn that kind of fundraising success into a lucrative consulting business, according to John Riddle, a fundraising consultant in Bear, Delaware, who has done just that. Fundraising is growing in small social services agencies, such as soup kitchens and homeless shelters, and in large universities, colleges, and nonprofit hospitals. So once you’ve successfully learned how to write grant proposals to foundations and corporations and gotten a few years of experience under your belt, you could join the ranks of fundraising consultants who are earning six-figure salaries—or even more.

And in case you’re wondering, yes, it is possible to be a consultant in more than one field at the same time. Riddle did this, when he simultaneously built a successful fundraising consulting business while using his writing skills to develop an editorial consulting business. But while this sounds like a great way to earn income fast, it did have its pitfalls. It wasn’t unusual for Riddle to find himself meeting with the board of directors of a nonprofit agency concerning fundraising strategies one day, and the next day showing a client how to break into the publishing world by writing book reviews for a local newspaper. But the truth is, taking on so much when you first launch a business can be exhausting, and Riddle himself confesses that at times he wished he had concentrated on one or the other field and not felt so compelled to work in different areas. Keep that in mind if you find yourself being pulled in too many directions when you start your own consulting business.
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Beware!

If you decide to consult in more than one field, be certain that you can devote enough time and energy to both; otherwise, you run the risk of having both of your consulting specialties fail.







 




’Tis the Reason

Although money often is a key factor when someone decides to become a consultant, there are a few other reasons why people choose this profession:

  [image: ][image: ]  You’re not living your dream. Maybe your dream has been to work on your own and to be your own boss. As a consultant, you’re responsible for your career, not someone else’s.

  [image: ][image: ]  You’re about to lose your job (or have already). Job security is almost a thing of the past, as everyone knows. Gone are the days when you work for the same company for 20 or 30 years, receive your gold watch, and spend your retirement years fishing. As a consultant, you have the power to control your economic future—and ultimate happiness.

  [image: ][image: ]  You have a talent people will pay money for. Suppose you worked for 20 years in a particular profession—say, fundraising or financial management or event planning—and built a reputation for yourself. Odds are, people will pay you for that knowledge and skill.

  [image: ][image: ]  You want an additional source of income. Maybe your goal or desire is to work only part-time as a consultant. Many consultants in this country are successfully supplementing their incomes by practicing on the side. Be advised, however, if your consulting business begins to interfere with your main job, you may have to choose between the two.

  [image: ][image: ]  You believe you can make a difference. Many people become consultants because they know they can do a particular job better than someone else. If you believe in something, nothing should stand in your way!
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Smart Tip

Come up with a list of your own short- and long-term goals, and write them down on paper. Review them, and revise them regularly. By having your goals written down, you’ll be more likely to meet them.






Things to Consider

When it comes right down to it, working as a consultant can be exciting and lucrative. Where else can you work as a self-employed independent operator, set your own hours, and even set your own fees? Of course, you must be willing to devote the time and effort it takes to make a living as a consultant; otherwise, your consulting business will face significant challenges that could sink it even before it gets off the ground.

Consulting is not for the faint of heart, says California trainer and coach Susan Bock who is a past president of the Association of Professional Consultants. “This is not the business arena for someone who enjoys predictability,” she says. “There are no two days or months that are exactly the same, which can be intimidating for some people. But for someone who loves the freedom of working with his or her own clients, it’s a wonderful life, and one that allows for exponential personal and professional growth.”

When considering starting a consulting business, first ask yourself:

     •   What certifications and special licensing will I need? Not every profession requires certification, but acquiring specialized training and a subsequent certification tells clients that you adhere to higher standards. In addition, the state in which you are doing business may require you to register as a consultant or purchase a business license, at the very least, before you start your business.

     •   Am I qualified to become a consultant? Before you hang out your shingle and hope that clients will begin beating down your door to hire you, make sure you have the qualifications necessary to get the job done. If you want to be a computer consultant, for example, make sure you are up to date in the knowledge department with all the trends and changes in the computer industry.

     •   Am I organized enough to become a consultant? Do I like to plan my day? Am I an expert when it comes to time management? You should have answered yes to both of those questions!

     •   Do I like to network? Networking is critical to the success of any type of consultant today. Begin building your network of contacts immediately.

     •   Have I set long- and short-term goals? How do they help me become a consultant? If your goals don’t match up with the time and energy it takes to open and successfully build a consulting business, then reconsider before moving in this direction.

Do You Have What It Takes?

While just about anybody can be a consultant, the best ones possess some important skills, including:

     •   Listening skills: When people talk, do you listen? This may sound like an easy question, but listening is an acquired skill. By carefully listening to your clients’ needs, you’ll be able to better solve their problems.

     •   Investigative skills: You need to have the ability to investigate and uncover the data necessary to complete your consulting assignment. And it takes more than just good Googling skills—you also need an analytical mind, creativity, patience, and perseverance.

     •   Analytical skills: Your ability to understand and analyze complex information relative to your consulting field is paramount to success.

     •   Change skills: You must be a person who embraces change and who can persuade your clients to make the changes necessary to solve their problems.

     •   Action skills: A good consultant must be ready to do whatever it takes to get the job done, when it needs to be done, including on weekends and holidays, or when you’d rather be in Maui combing the beach for seashells.

You’ll learn more about the day-to-day responsibilities of running a consulting business in Chapter 2.
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Bright Idea

Make a list of the top ten reasons why a business should hire you as a consultant. This will help you when you prepare your marketing strategy and pitch your services to clients.






A Brief History of Consulting




It wasn’t until the 1950s that consultants began to emerge in the business world. Until then, consultants could be found mainly in the legal, finance, and employment fields. Then in the early 1960s, the U.S. economy changed from production- to service-oriented, which proved to be the perfect incubator for a new comprehensive consulting industry. Happily, by positioning themselves as experts in their particular fields, consultants found themselves in great demand by companies that needed help but couldn’t justify increasing their payroll to get it.

Then during the economic recession of the late 1970s and early 1980s, corporate America suddenly found it difficult to turn a profit. There seemed to be no other way to boost the bottom line other than by reducing staff. So little by little, businesses began to cut back on operating costs by offering early retirement packages to long-term employees and laying off anyone they felt was expendable.

From a corporate point of view, the thinking was simply “It makes sense to hire a consultant,” since paying a consultant seemed like a cost-effective means of doing business. So not only was there a boost in the demand for consultants, but also many people who had accepted early retirement packages were now setting up shop as consultants, often working for the very businesses that had let them go. At the same time, many consultants were faced with a dilemma most people never have to face: too much business. So rather than turn away a client, independent consultants joined with other consultants in their field, and thus the consulting industry was born.

According to industry experts, here are the top ten reasons organizations hire consultants:

  1.   To obtain specific expertise. Clients typically hire people who have the skills and expertise their own staff lacks, so it really pays to have a track record that speaks for itself. Riddle can attest to this: He knows that every client who has hired him did so partly on the basis of his track record.

  2.   To identify problems. Sometimes employees are too close to a problem inside an organization to recognize it. That’s when a consultant rides in on his or her white horse to save the day.

  3.   To supplement a company’s internal staff. Sometimes business executives discover they can save thousands of dollars a week by hiring consultants when needed rather than hiring full-time employees. They also can save additional money because consultants don’t need benefits. So even though a consultant’s fees are generally higher than an employee’s salary, over the long haul a consultant tends to be a less expensive option.

  4.   To act as a catalyst for change. No one likes change, especially corporate America. But when change is needed, a consultant generally can do things without worrying about the corporate culture, employee morale, or other issues that tend to elicit high emotions and dissention in the ranks.

  5.   To be an objective onlooker. Besides seeing problems from a different perspective than internal staff does, a good consultant provides a fresh, objective viewpoint, then delivers results without being concerned about what workers in the organization might think about the results and how they were achieved.

  6.   To teach. If you have special skills and knowledge, someone will pay you to pass on that knowledge. As a result, it’s very important for you to stay abreast of advances and developments in your chosen field so information can be passed on to clients knowledgeably and authoritatively.
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Smart Tip

A consultant needs to be a good listener. So the next time you’re in a conversation, resist the urge to interrupt with questions or make your own comments until the other person has completely finished talking.




 



  7.   To do a company’s “dirty work.” Let’s face it: No one wants to be the person who has to make staff or program cuts. An impartial outside consultant is the perfect person to handle such unpleasant tasks.

  8.   To bring new life to an organization. Many consultants are retained as idea starters and innovative thinkers. If you’re a subject matter expert who can think on your feet, you can help a company retool or reinvent itself.

  9.   To assist with a business launch. Business development consultants are in high demand by entrepreneurs and visionaries who wish to leave the groundwork—and grunt work—to someone else. In this role, a consultant may also assist with the day-to-day operations of the new venture.

10.   To share contacts. If you know the movers and shakers in business, or have big business or manufacturing contacts abroad, someone will probably want to tap into that knowledge.
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Beware!

Before accepting any consulting assignment, be certain that the potential client isn’t involved in any litigation concerning employment discrimination practices.






The Top Consulting Businesses




Although you can consult in just about any field these days, Attard Communications, a small, homebased business consulting firm, says that the types of consulting businesses that are thriving today include:

     •   Accounting: Businesses of all sizes—and especially small businesses—need everything from bookkeeping to tax preparation, making this a solid career choice for a new consultant.

     •   Advertising: An advertising consultant may be needed to develop strategic ad campaigns, write copy, and make ad buys, in some cases.

     •   Career: Widespread corporate downsizing has created a need for consultants who can help jobseekers reinvent themselves, polish their resumes, and otherwise make themselves irresistible to employers.

     •   Computer consulting: Consultants who are well versed in web page and blog development, software and hardware installation and troubleshooting, internet marketing, and other things cyber-based can build a viable business.

     •   Education: From finding scholarship money and advising kids who are writing their college applications, to assisting school districts with budgetary issues and other matters, an education consultant may find her- or himself in great demand these days.

     •   Executive search: No matter whether the economy is in recession or booming, headhunters (aka executive search consultants) are always in demand.

     •   Human resources: Corporations often need help with personnel issues like conflict resolution, violence in the workplace, sexual harassment awareness, and other people matters—not to mention those downsizing issues mentioned earlier.

     •   Insurance: Advising people about their insurance needs and finding the best policies at the best price remains a field with strong opportunities for new consultants.

     •   Management: Fresh ideas on how to manage a business better are always in demand, especially when a company is facing challenging economic times.

     •   Public relations: Companies thrive on press coverage that puts them in the best possible light, and the consultant who has the tools and contacts to get such coverage can be invaluable.

Other fields with strong possibilities for fledgling consultants include corporate communications, graphic design, editorial writing, marketing, motivational speaking, payroll management, strategic planning, and tax advising.

More Keys to Success




Finally, to be a successful consultant, you must be a successful entrepreneur—someone who’s creative, freethinking, independent, and brave enough to take calculated risks. Erin Blaskie, an author, motivational speaker, and internet marketing specialist at BSETC (bsetc.ca), offers these guidelines for becoming a successful entrepreneur:

     •   Implement ideas fast. “Don’t hold back and don’t dilly-dally with details and with trying to be perfect,” she says. “Get your ideas out there and tweak as you go.”

     •   Use your strengths, and delegate the rest: Don’t try to do everything yourself. Let’s face it—to be successful, you need to learn that you aren’t the best person to do everything in your business. Read The E-Myth Revisited by Michael Gerber for a great take on what it means to wear many hats as an entrepreneur. It’ll make you realize that you should focus on what you’re good at and then delegate the rest. Find the right people, and they’ll pay for themselves.

     •   Surround yourself with a good support system. Learn to surround yourself with positive people, and rid yourself of toxic people.

     •   Do only what you love. Never do anything you don’t love to do. Why not? You run the risk of doing a poor job at it or taking light years to turn things around. Humans aren’t meant to do everything; we’re meant to do the work where our passion lies and where our heart is, because that’s what makes us successful.

     •   Work only with people who energize you. Find clients who inspire and energize you, who embrace your talents, and who understand the way you work.

     •   Limit your overhead. Stay in the green, and you’ll become more successful. Think of how much less stress you’ll have when money isn’t an issue!

     •   Be generous. Don’t be afraid to give away information or help out fellow businesspeople for nothing in return. It feels great, and people will remember you. Dr. Linda Henman, a strategy coach in St. Louis and author of The Magnetic Boss, offers one more crucial piece of advice: “In general, you should have three years of living expenses in savings because a great load of money goes out the door during the three to five years it will take you to launch, and not much comes in,” she says. “If you don’t have a cushion, you’ll be tempted to set your fees too low, which is the #1 mistake consultants make and often the kiss of death.”

Earnings Potential




By now, you must be wondering just how much money you can earn in your new consulting career. The answer is: There’s no way of knowing until you start earning it. The income depends on the type of industry you’re serving (for example, aerospace engineering consulting pays more than education consulting), your location (major metropolitan areas have higher pay scales), and your experience in your field (people pay for know-how).
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Fun Fact

The word entrepreneur comes from two French words: entre, meaning “between,” and prendre, meaning “to take.” As a consultant, you’ll be entering into new ventures and taking new risks—and voilà! That makes you an entrepreneur in the truest sense of the word.




 



But you don’t have to take it on faith that it’s possible to earn a good living as a consultant. The BLS says there were nearly 719,000 management analysts, aka consultants, in 2010 (the last year for which statistics are available) who had a mean annual wage of $78,160. By comparison, the mean annual wage for management, scientific, and technical consultants was $74,440, while the mean annual wage for computer systems design and related consultants was $133,460. And those figures represent people who were employees of firms, not self-employed consultants as you aspire to be. The BLS says the earnings of independent consultants have the potential to be even higher.


 




Quittin’ Time

Before you decide to open up shop, think carefully about why you want to become a consultant. It’s important that you don’t become a consultant for the wrong reasons. For example, if you and your boss aren’t getting along, but you’ve had differences with him or her in the past and have always reached an understanding, then you probably don’t want to leave your job and become a consultant. However, if you’re really dissatisfied with your boss and your company and can envision doing the work more efficiently on your own, then you’re probably a good candidate for starting your own business.




 



Carol Monaco, a Colorado, market research consultant, concurs. “I know consultants who earn $400,000—and others who earn $20,000,” Monaco says. “It all depends on how much effort you put into it.”


2

Bringing Your Specialty to Market

Ask any consultant—or any successful one, anyway—why he or she decided to start a consulting practice, and you’re likely to hear that it was because that person had a particular skill or knowledge that others would find useful. That knowledge might be about anything from healthcare marketing to trade show management; jewelry manufacturing to process engineering—not to mention whatever skill or knowledge you personally have. The fact is, any professional knowledge you’ve acquired in life—whether in traditional job settings or through educational pursuits—potentially can be turned into a value-added service for a client. The trick is to play up that knowledge to its best advantage. So in this chapter, you’ll explore ways to analyze your own skills and turn your specialty into a career, as well as identify the right market for your services so you can specialize for success.

What’s Your Specialty?




It’s important to give this a lot of thought before plunging into a consulting career. One reason why consultants are respected and sought after is because they are perceived as experts in their fields. It’s also the reason why companies will pay the big bucks for their insights and experience. Your mission must be to position yourself as that expert—and to start that process, you need to identify, in an honest and unbiased fashion, the specialized skills you have.

One way to do this is to make up a personal skills inventory. As part of the process, consider what you like and don’t like to do, both personally and professionally, since all insights are valuable in determining your career path.

Here’s what the inventory for a fictitious special event planner might look like:

     •   Things I excel at: Special event and space planning, process engineering, researching, writing, sales, public relations, promotion

     •   Useful skills I possess: Customer service, typing, photography, space planning, ability to describe complex processes in plain English, interior design

     •   Concepts/processes/procedures I have in-depth knowledge about: Contract negotiation, space planning, personnel management, motivation

     •   Things I’d rather be doing: Planning destination weddings, writing, teaching workshops, dancing with the stars, sitting on a beach in Maui, volcano watching

     •   Things wild horses couldn’t make me do: Computer troubleshooting, writing poetry, planning and organizing conventions

You’ll notice that some items appear more than once in the inventory in one form or another. If that happens when you make your own list, consider that an insight into where you should start when you explore your options for creating a profession you will love. If there isn’t any overlap, you may need to take some classes or get some experience in your chosen activity before you make the leap into self-employment.

In the meantime, try your hand at creating your own skills inventory by using the worksheet you’ll find on page 22.

Now that you’ve noted your skills, make a list of every one you have that might be useful to a generic consulting client. (Don’t worry about targeting your list just yet.) Some may include:

     •   Advising people

     •   Analyzing financial information

     •   Brainstorming

     •   Chunking information

     •   Coordinating details

     •   Finding solutions

     •   Interpreting statistics

     •   Making oral presentations

     •   Managing people

     •   Motivating/coaching individuals and teams

     •   Raising funds

     •   Researching information

     •   Selling products or ideas

     •   Teaching

     •   Writing reports

You probably have far more skills than the ones listed here. For more ideas, Google “skills assessment” or “skills inventory” to find lists and questionnaires you can use as idea-starters.

Now in a perfect world, you would take all these skills, scramble them up, and reassemble them like a jigsaw puzzle to create a perfect match with a client company. But that’s not your goal here. Rather, you want to identify exactly what it is that you do well so you don’t take on jobs at which you can’t excel. And you’ll be tempted to do that, especially when you’re starting your business and revenues are low. But be forewarned—if you accept work from a client and don’t perform to expectation, the word will get around and your consulting career could sink faster than you can say, “Man overboard.”

Once you’ve compiled your skills inventory, consider the industries that would benefit most from your skills and abilities. Naturally, you’ll want to start with the industries in which you have experience. For example, if you’ve been employed as a computer consultant in the insurance industry, you’ll definitely want to pitch your computer services to that industry. From there, consider related industries that might have possibilities. That computer consultant, for instance, definitely should consider approaching companies that process insurance claim forms, as well as financial institutions, since they often offer insurance products to their customers as part of their services. Now, does it matter that the computer consultant knows little or nothing about insurance psychobabble, like acceleration clauses and reinsurance? Nope—because the service he will be selling revolves around programming computers, creating websites, and performing routine maintenance tasks, not selling insurance or interpreting the psychobabble. The point is, use your previous experience in the field as a foot in the door of related industries.
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Smart Tip

You’ll be more successful if you focus on serving a single industry when you launch your business, according to Colorado market research consultant Carol Monaco (marketwise insights.com). “The advantage of targeting rather than being a generalist is that you’ll find it easier to explain what you do, and your business will get started faster as a result,” she says.




 



Of course, this doesn’t mean that you shouldn’t pursue jobs in other industries, too. It’s just a good idea to start with a narrow, targeted swath of the business universe rather than using a scattershot approach to landing clients.

Delaware consultant Merrily Schiavone adroitly used this narrow, targeted marketing approach to drum up business when she parlayed her expertise as a newspaper advertising salesperson into a new career as a consultant. It all started when she found herself giving advice to her newspaper clients on how to market their business better.

“I actually started getting clients while I was selling newspaper ad space, and I quickly realized that was a conflict of interest,” Schiavone explains. “So I started a one-person advertising agency.”

Sometimes, just thinking outside the box can help you land in a great new profession, as John Riddle, the fundraising consultant in Bear, Delaware, did. He was working in a payroll department when he discovered that one of his true passions was writing. So after seven years in a job he hated, he went to work for a small public relations firm where he did some promotional writing and event planning. Eventually he started teaching workshops and published newsletters to show people how to break into the world of freelance writing. He has continued to use that communications and public relations experience in his career as a fundraising consultant.
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Beware!

Don’t confuse something you like to do in your spare time with a field of expertise. Hobbies rarely translate into viable consulting businesses. Likewise, don’t choose such an obscure specialty that you’ll find it difficult to find clients. Be sure to do some research and make sure there’s a market for your chosen consulting field.
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Bright Idea

While not every hobby can be turned into a successful consulting business, some actually can make the cut. For example, if you collect antiques, you could use your knowledge of the antiques industry to provide appraisal services.




 



However, one thing you shouldn’t do is to attempt to be all things to all people. And as mentioned earlier, you’ll be tempted, especially in the early days of your new career.

“This is a struggle every emerging consultant faces,” says California trainer and coach Susan Bock. “Being desperate for success, new consultants tend to say yes to everything. But this is the biggest disservice you can do to yourself. Always be very clear about what you can and want to do, and the business will come.”

Defining Your Market




You’ve determined that you have the right experience and you’ve got something to offer. Here’s the next important thing to consider: Your idea may be the best one you’ve ever thought of, but there needs to be a market for your ideas. In other words, someone must be willing and able to pay you for your expert advice.

So here are some thoughts to ponder: Who is your target audience and who are your potential clients? Will you be marketing your consulting services to large corporations? Will your specialty interest only smaller businesses? Or would you like to focus only on nonprofit organizations? You need to consider these questions before you start consulting so you get your business off on the right foot (i.e., the one that moves it forward successfully).

Case in point: Bock realized early on that she preferred working with smaller companies, which prompted her to target her efforts toward only small businesses. “Working with larger organizations is like trying to turn the Titanic,” she says. “Smaller companies—and especially women-owned companies—appealed to me because I can understand and appreciate the issues of both small businesses and women. I also like immediate gratification, which you can’t get working with a big company.”
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Smart Tip

Since the consulting business is all about people, use every opportunity available to develop a relationship with the people you’re working for. Be someone they will come to depend on now and in the future.




 



“I’m a strong believer in identifying a target market,” adds Carol Monaco, a Colorado market research consultant. “The better you target, the better you’ll be able to sell your services. In fact, when clients come to me for help because they’re struggling, I always ask who their target market is. If they say, ‘Everyone,’ I know right away where the problem is.”

Writing a Marketing Plan




You can head off such problems by viewing your market realistically, then targeting your services to the right people. One methodical and sensible way to go about doing that is to prepare a marketing plan, which will become part of your overall business plan (something you’ll read about in Chapter 4). The goal of a marketing plan is to discuss in detail the steps you’ll take to bring a product—or in your case, a service—to the market.

There’s a simple reason for spending time writing such a plan.

“You need a roadmap showing where you’re going,” Monaco says emphatically. “A marketing plan will help you determine how you want to grow your business and where the business is headed, which is important because you can’t just put out your shingle and hope people will flock to you. It just doesn’t happen that way.”

According to the SBA, a marketing plan should include:

     •   A description of your business: Define what you plan to do, where you’ll do it (in a geographical location, in cyberspace, etc.), and who your competition is.

     •   Current information about the marketplace: You need to know who’s currently buying your services, how much in demand they are, and what the prospects are for future sales. At this point, it’s enough to talk in generalities—when you write your business plan, you can be more specific.
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Bright Idea

Need more information and guidance on writing that all-important marketing plan? Visit the SBA at sba.gov, or go to Entrepreneur.com and search for “marketing plan.” You can also find plenty of free marketing plan templates on the internet.




 



     •   A description of your customers: Consider everyone from the CEOs at Fortune 500 companies to small-business owners. Also give some thought to your customer pool’s demographics, which are the various characteristics that define the group. Demographics you’ll want to consider include age, income, occupation, gender, and marital status. To understand why this is important, imagine that you plan to offer consulting services for a simple task like helping people to download tunes to their iPhones. To make this business a success, you’d have to target your marketing efforts to people over the age of about 50, since younger folks generally are tech-savvy and unlikely to need this service. (In fact, they could be your competition!)

     •   Specific strategies for business development and growth: Here’s where you’ll note your plans for launching and growing your business, as well as the specific steps you’ll take to make that happen.
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Bright Idea

Consider sending a survey to a variety of organizations you would like to have as clients. In your survey, ask if they have ever worked with a consultant in the past, and ask them to share as much fee information as possible. And don’t forget to ask them if they were pleased with the consultant’s performance and if they felt they received their money’s worth.




 



     •   Details about your budget: Even if your budget is minuscule, you need to note exactly how you’ll pay for this new venture and what you’ll spend the money on.

     •   Promotional strategies: Be sure to discuss exactly how you’ll promote your services to your target market. It’s also helpful to create a timetable for implementation.


 




Quality Check

Do you have what it takes to succeed as a consultant? Check out the top ten qualities every good consultant possesses:

  1.   Intelligence

  2.   Flexibility

  3.   Critical thinking skills

  4.   Reliability

  5.   Resourcefulness

  6.   Excellent communication skills

  7.   Integrity

  8.   Perseverance

  9.   Sense of humor

10.   Dedication




 



     •   Business objectives: This is an easy one—just make a list of exactly what you want to accomplish with this new venture. This can include anything from “landing five clients on retainer the first year,” to “making a six-figure income in three years,” to “landing a segment on Oprah and becoming the next Dr. Oz.” OK, that last one probably isn’t likely to happen, but you never know. It’s important to have dreams, so write it down anyway.


 




Be Outstanding in Your Field

If you want to score six-figure earnings, you need to become an outstanding consultant. But what makes a consultant outstanding? The best consultants strive to:

  [image: ][image: ]  Eat, drink, and breathe customer service. It may sound like a cliché, but outstanding consultants go the extra mile for their customers. That makes them memorable—and sought after.

  [image: ][image: ]  Keep up with the latest changes in their field of expertise. They read professional journals, attend workshops, and network with other people in their field.

  [image: ][image: ]  Develop the ability to identify problems quickly. They know what they’re talking about. Clients hire them because of their expertise.

  [image: ][image: ]  Look for creative ways to solve problems. “Outside the box” thinking often reaps great rewards—and makes consultants look like superstars!

  [image: ][image: ]  Develop excellent communication skills. They read extensively, attend workshops, practice writing reports—in short, they do whatever it takes to enhance their ability to communicate.

  [image: ][image: ]  Be 100 percent confident that they’ll succeed. There’s no room for uncertainty when they’re doling out advice as a consultant. A consultant who is confident and positive will be in demand.

  [image: ][image: ]  Be professional in everything they do. By always looking and sounding like a polished professional, consultants gain respect from their clients and peers.

  [image: ][image: ]  Be a people person. “I’ve learned that you need to get to know people personally and develop relationships to be a successful consultant,” says Monaco. “People buy from people they like—and such relationships also make my life more interesting!”

  [image: ][image: ]  Practice good management skills. Good managers are experts at time management and do whatever it takes to get the job done.

  [image: ][image: ]  Give clients more than they expect. That makes consultants stand out from the pack.




 



When your marketing plan is polished and proofed, don’t just stick it in a drawer—keep it handy and refer to it frequently. As time goes by, you’ll want to update it to reflect your successes and outline your future plans.
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Beware!

While the government has plenty of factoids and info tidbits at its disposal, the wheels of government turn slowly, so the information tends to be a few years old. But the data still can be useful for your preliminary market research efforts.






Finding Prospects




Once you have all that background information in hand, you can begin the process of identifying specific people or groups of people who might need your services. The best place to start is in your field of expertise. For example, if you, like Riddle, decide to become a fundraising consultant, you could check to see which nonprofit organizations in your town hold fundraisers. They might need help making their fundraisers more successful. Or maybe they don’t hold fundraisers because they don’t know how to do it, or they’re too understaffed to handle all the work involved. Both situations may be viewed as prime opportunities for a fundraising consultant.

Doing some simple market research is another good way to identify prospects, and you can do it at little or no cost. Monaco recommends surveying the journals in the field you’re interested in to see who’s advertising and what those companies are doing. You may find your capabilities are a good match with what they do, and you can then pitch your services to them. Other strategies for scoring free information include contacting industry experts; calling industry associations, which sometimes are willing to share the data they compile; contacting the local chamber of commerce; networking at business functions; and visiting U.S. government sites, like Census.gov and the Bureau of Labor Statistics. The latter offers useful demographic information at bls.gov/bls/demographics.htm.

Once you exhaust the free resources, don’t hesitate to spend a few bucks for the information you still need. “Some information is just worth paying for, especially if you’re planning to seek funding for your business,” Monaco says. “Spending a little money on the right research will help you go down the right path, which is important because time is money.”


 




Skills Inventory Worksheet


1.   Things I excel at:

      [image: ]

2.   Useful skills I possess:

      [image: ]

3.   Concepts/processes/procedures I have in-depth knowledge about:

      [image: ]

4.   Things I’d rather be doing:

      [image: ]

5.   Things wild horses couldn’t make me do:

      [image: ]






 







Skills and Talents Worksheet


Here’s an opportunity to acknowledge the hidden skills and talents you possess that might be useful in your new profession. Go on, don’t be shy—blow your own horn!

1.   What job skills do you possess that are really outstanding? (You might want to refer to the skills inventory for inspiration.)

      [image: ]

2.   What specialized training or education do you have?

      [image: ]

3.   What do you like the most about your present job or occupation?

      [image: ]

4.   What special license(s) do you possess in your present job?

      [image: ]

5.   What have you been told that you do extremely well?

      [image: ]
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Consulting Basics

As you know, it’s possible to consult in virtually any field, both technical and non-technical. Although the issues and problems you’ll consult on will vary depending on your specialty (such as engineering, information technology, human resources, strategic planning, and so on), some aspects of running a consulting business are pretty much the same no matter what your expertise is. This chapter will cover some of the day-to-day functions involved in managing a small consulting practice, as well as strategies for providing excellent customer service.

A Day in the Life




Consultants have three basic functions: to advise clients, to implement solutions, and to teach clients how to do business better in some way. But the life of a consultant consists of much more than this. While it’s likely no two days will be the same, you’ll find there will be certain professional and administrative tasks you’ll do on a regular basis. For instance, you’ll have to prospect for clients and attend to the administrative tasks necessary to keep a small business running. On a typical day, you’ll be on the phone making cold calls. You’ll attend meetings of local associations and/or service groups so you can network for future business. You’ll write proposals to persuade prospective clients to hire you over the competition, and later you’ll negotiate contracts detailing your responsibilities. You’ll also be called on to give quotes that estimate how much your services will cost for specific projects. And when you do win a contract, you’ll spend time mulling over solutions to the proposed problem, then writing a comprehensive report outlining the solutions. (You’ll find a sample report in Chapter 13.) Monotony is one thing you won’t find in the consulting business. “And I like it that way. I like the variety,” says says Susan Bock, a California trainer and coach.

Merrily Schiavone finds herself doing a tremendous amount of emailing to keep her Newark, Delaware advertising consulting business running. “It’s an efficient way to make contacts early in the day, especially since I’m an owl, not a lark, and I prefer to spend the afternoon and evenings doing the creative stuff,” she says.

General office administration duties also will include spending time on the telephone every day fielding inquiries from interested clients and keeping up with paperwork, such as incoming mail and outgoing tax payments (since self-employed people are usually required to make quarterly estimated tax payments). Initially, you most likely will handle your own invoicing and track your receivables (although you’ll find a discussion of how an accountant can help with the financial side of your business in Chapter 5). You’ll also be in charge of paying any bills incurred by the business, advertising your services, and overseeing the work of the employees you hire.

Providing Excellent Customer Service




To succeed as a consultant, you must do everything you can to set yourself apart from the competition. You want to give your clients a reason to say, “I’m really glad I chose this consultant.” In other words, you want your clients to be happy at every stage of the business relationship. One way to ensure that the relationship stays happy is to provide the best customer service on the planet. The best way to do this is by communicating with your client often about whether his or her expectations are being met and if the project is progressing as desired, as Bock does.

“At the end of the first month of a project, I always ask my clients whether they think value is being achieved,” says Bock. “I’ll give them a full refund and won’t proceed any further if I determine it’s not possible to deal with their unrealized expectations.”

Fred Elbel, a web design and computer consultant in Lakewood, Colorado, takes a different approach to customer service: He actually gives information away free as a way to make a favorable impression. “I give a lot of free advice to customers—in fact, sometimes too much,” he admits. “It could be information like how to back up a computer system. But what happens is that clients remember how I helped them, and they’ll call me when they don’t have the time or skill to tackle other problems.” Another example of outstanding customer service comes from Stew Leonard, an entrepreneur who owns a store in Norwalk, Connecticut that’s billed as “The World’s Largest Dairy.” Although he’s not a consultant, his customer service backstory definitely is noteworthy. His store, Stew Leonard’s, combines elements of Disneyland and Dale Carnegie, and it delivers a straightforward message: Have fun!

In Leonard’s case, fun equals big-time profits. A few years ago, he was grossing more than $150 million annually, making his store the most successful supermarket in the country. Customers go out of their way to shop there, and they all agree that the reason is because it’s fun. Fun is just the tip of the iceberg, however; Leonard’s success rests on his scrupulous management and marketing practices, plus a devotion to customer service that borders on the fanatical. As a result, he has won the praise of Fortune 500 executives and has been cited by author Tom Peters in his book In Praise of Excellence.
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Bright Idea

Educate yourself about the latest trends and tips in business by staying current with the latest business books on the market. The information they contain can help you do business better and help your clients do the same. News sites like BusinessWeek.com or Bloomberg.com are also great sources of current information.




 



To understand what his customers want, Leonard usually spends an hour or so each day patrolling his grocery store, which stocks around 1,000 items (compared to an average of 15,000 items found in a larger supermarket). His philosophy is simple: He gives the people only what they want—nothing more, nothing less. People who visit his store never wait in line to check out with their groceries. Leonard makes sure that each of his 29 registers is always open. And he listens to his customers when they tell him something. He treats all customers who walk through his doors as if they’re royalty, because in Leonard’s eyes, they are.
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Smart Tip

You don’t have to be an expert at time management to have a career as a consultant-unless your goal is to cash a lot of checks in a given year. Impeccable organizational skills and time management are both keys to success in self-employment and future career growth.




 



Here’s a story Leonard likes to share about a customer who came into the store during the holiday season. She was trying to return a carton of eggnog that she claimed was spoiled. Leonard told her that about 300 other customers had bought eggnog from the same batch without a problem. In short, he told her she was wrong, and she wouldn’t be getting a refund.

The woman complained that she would never shop at his store again, and after she left the store Leonard realized what a mistake he had made over a 99-cent carton of eggnog. So he decided to memorialize his mistake so he would never forget it. He installed a three-ton granite boulder outside his store on which are carved the store’s two cardinal rules: Rule Number 1: The Customer Is Always Right. Rule Number 2: If The Customer Is Ever Wrong, Go Back And Reread Rule Number 1.

Now, when you think about offering the best customer service possible, remember Stew Leonard. In fact, your goal should be to top his customer service philosophy—if that’s even possible!

Developing a Win-Win Style




To succeed as a consultant, you need to develop a win-win style of management. This means that both you and your client must view everything you do as something positive, a means of moving forward, and/or a way to solve a problem. Your ultimate success depends on your ability to use your inner resources and strengths, as well as your ability to do whatever it takes to solve your clients’ problems and challenges and to be positive and energized while you do it. When you do these things, both you and your client will come out winners.

While solving problems and addressing challenges are certainly a consultant’s main functions, there’s another important task consultants must undertake on the way to success, according to Melinda Patrician, a Virginia public relations consultant. “One thing I highly recommend,” she says, “particularly to women who are consulting for organizations, is to get to know what the power structure is in that organization and get to know the support staff as well as your contact person.”


 




At Your Service

Successful consultants live by these 10 credos:

  1.   Accept full responsibility for your actions. Concentrate on giving your very best, no matter how good, bad, or indifferent your client may be.

  2.   Develop an attitude of optimism and positive expectations. Begin to expect the very best from yourself, and soon others around you will see what a powerful force you present. Remember, optimists are simply people who have learned how to discipline their attitudes to their advantage.

  3.   Motivate yourself to have a “never give up” style. Make your clients feel you’re there for them no matter what. In other words, go above and beyond the call of duty to fulfill your end of the agreement.

  4.   Keep improving your communications skills. When there is a breakdown in communication, chaos results. Practice your listening skills. Sometimes clients may not be clear about what they want, so ask questions so you’re sure you understand what’s expected of you.

  5.   Believe in yourself. When you have a high level of self-esteem, the sky’s the limit.

  6.   Be flexible. Any consultant who can maintain a high degree of flexibility will gain a good reputation and have no trouble attracting new clients.

  7.   Set goals. When you have a plan of action with certain goals in mind, your goals will be easier to achieve. Remember, if you fail to plan, you plan to fail.

  8.   Organize yourself. This will impress your clients and help you become a more successful consultant.

  9.   Seek more than one solution to a problem. You also should always look for creative ways to solve those problems. Walt Disney, a true visionary if ever there was one, was a firm believer in the power of brainstorming; you should be, too!

10.   Be happy! When you’re happy, those around you will be happy, too.




 



That’s good advice, because understanding the organization will help you make better decisions and give better advice. It also helps you to know who the go-to person is when you need input or a decision made relating to the project you’re handling. In addition, when you get to know your contact and his/her support staff, you’re fostering personal relationships that are invaluable. People like to do business with people they like—and when you take the time to ask sincerely about someone’s health or family or activities, you develop important ties with your clients and their support staff.
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Smart Tip

Remember that your customers are the most important aspect of your consulting business; without them, you—and your business—will never survive!




 



On the other hand, don’t feel as though you have to be all things to all people. It’s not humanly possible, and by trying to do so, you actually may be setting yourself up to fail. So before you take on a new consulting job, consider these four common mistakes fledgling consultants make in their enthusiasm and haste to land clients and make a good impression:

     •   You promise more than you can deliver. While all consultants like to think they can solve everyone’s problem on time and under budget, the reality of the business is that you can’t. And once you recognize that fact of the consulting life, you won’t promise too much. It’s very easy to listen to your client talk about the problems in their organization. The hard part comes when you sit down to solve the problems. Don’t offer solutions that you’re not 100 percent sure from the beginning that you can carry out.

     •   You fail to be specific about the role you’ll be playing. Too often a consultant will sign a contract with a client and not have a clear understanding of what the client expects. Make sure you and your client put in writing what tasks you’ll be performing and how you’ll accomplish them. (You’ll find some tips for creating effective contracts in Chapter 13.)

     •   You fail to treat each client as an individual. Far too many consultants rely on boilerplate reports to solve a client’s problem. After all, using a report that was presented to another organization with a similar problem saves a lot of time for the consultant, since all he or she has to do is change the names, dates, and figures. But let’s face it: Everyone’s problems are not the same. If you want to succeed in the consulting world, you must treat all clients and their organizational challenges as unique. So while you can have a general template you use to build a report, don’t use boilerplate language. That shortchanges the client and makes you look unprofessional.
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Smart Tip

Your attitude is your most priceless possession and can make the difference between success and failure as a consultant. Take time for an attitude check every day; it should always be in a positive mode.




 



     •   You are not qualified to get the job done. Occasionally, you may come across a client who offers you a job you know you would like to have (either for the money or for the prestige of working for that particular client), but you may not be qualified to do. Know when you should take a job and when you should turn it down. Or if you’re offered a job you would never be able to do on your own, consider bringing in an associate on a temporary basis to help you. (You’ll find information about hiring additional help in Chapter 7.) As a consultant, it’s your job to market yourself and sell your services to clients who need your help. But at the same time, you must make sure both you and your clients are happy with the results.


 




Secrets of Consulting Success

Erin Blaskie, an author, motivational speaker, and internet marketing specialist, offers these suggestions for becoming a successful entrepreneur:

  [image: ][image: ]  Implement ideas fast. Don’t hold back and don’t dilly-dally with details or try to be perfect. Get ideas out there, and tweak them as you go.

  [image: ][image: ]  Use your strengths, and delegate the rest. Don’t try to do everything yourself. Let’s face it—to be successful, you need to learn that you aren’t the best person to do everything in your business. Read The E-Myth Revisited for a great take on what it means to wear many hats as an entrepreneur. It’ll make you realize that you should focus on what you’re good at and delegate the rest. Find the right people, and they’ll pay for themselves.

  [image: ][image: ]  Surround yourself with a good support system. Associate with positive people, and rid yourself of toxic people.

  [image: ][image: ]  Do only what you love. If you take on work you don’t love, you run the risk of doing a poor job or taking light-years to complete a task. No one is meant or expected to do everything. Rather, we’re meant to do the work we’re passionate about because that makes us successful.

  [image: ][image: ]  Work only with people who energize you. Find clients you’re inspired by, who embrace your talents, and who understand the way you work.

  [image: ][image: ]  Limit your overhead. Stay in the green, and you’ll become more successful. Think of how much less stress you’ll have when money isn’t an issue!

  [image: ][image: ]  Be generous. Don’t be afraid to give away information or help out your fellow businessperson for nothing in return. It feels great, and people will remember you.
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Setting Up Shop

Now that you have a pretty good idea of the background and skills you’ll need to be a successful consultant, it’s time to start laying the groundwork for establishing that business. This chapter covers tasks like setting up a home office, writing a business plan, naming your business, and addressing all those other details necessary to get your fledgling enterprise up and running.

Home Alone




One of the great things about establishing a consulting business is that your new enterprise probably won’t require a large initial capital investment, particularly if you operate from your home. (Certain deed restrictions and local laws may prohibit you from doing this; check with an attorney before you proceed.)

There are many advantages to having a home office, including:

     •   Low overhead expenses: Work at home, and you’ll avoid the high cost of commercial office space rent and utilities—which is important because you won’t yet have a regular client base to help keep those bills paid.

     •   Flexibility: Do you like to work on the weekends so you can have Fridays off? Do you prefer to work vampire hours rather than a 9–5 schedule? Self-employment gives you the flexibility to set your own hours and take time off when you need it—and do it without guilt.

     •   Freedom from rush hour: In addition to steering clear of congested roads and possible road rage during peak drive time, you’ll avoid wasting both time and gasoline languishing in traffic. This is a benefit many homebased entrepreneurs relish. “I’ve had to do an awful lot of driving in my career, so I love working at home—I wouldn’t trade it for the world,” says public relations consultant Bill Metten in Delaware.

     •   Tax-deductibility: You may be able to deduct the part of your home used for business and the related costs (like utilities) with the IRS’s blessing. It has even helpfully simplified the rules. Check www.irs.gov or ask your accountant or income tax preparer for details and to make sure you qualify for this deduction.

Location, Location, Location




And speaking of your home office, it’s recommended that, right from day one, you establish a specific place to work that’s devoted strictly to business and has actual office furniture. The reasons are simple. Having an office gives you a place to go to every day where your work is done—not unlike the setup you may have had when you were working for someone else in corporate America. It also serves as a reminder that real work must be done there to support yourself and your family, something that lessens the allure of outside distractions. Finally, a dedicated space will help you draw the line between your business and home life, which is really important when you’re self-employed. Especially in the early days of a new business, it can be tempting to throw yourself wholeheartedly into the business to the exclusion of your significant other, children, and personal interests. Being able to walk out of the spare bedroom that serves as your office and close the door behind you will help you to have a life—which, if you’ll recall, is probably one of the reasons you decided to start your business in the first place.

“The real benefit of having an office in the basement away from the living areas is that it helps me to concentrate on the job,” says Merrily Schiavone, a Delaware graphic design consultant. “It also keeps me from running upstairs to make a bed!”

If you don’t have the luxury of having a spare room that can be converted into an office, all is not lost. A corner of the living room partitioned off with a screen (available at any home décor store), a closet converted into a workstation, or even a pantry reclaimed from the canned fruit and vegetables will do. Just be sure to pick a place that’s outside the mainstream of family activity, and make sure it’s clear to your spouse and kids that your “special place” is for work only. You’ll also want to make sure your family understands your business phone is sacrosanct and may never be answered by anyone other than you. Got a workspace in mind? You’ll find more information about what it takes to equip it in Chapter 6.


 




Home Court Disadvantages

Although working from home gives you a lot of freedom, running a business from your home isn’t all fun and games. There actually are a few disadvantages to operating from your home, including:

  [image: ][image: ]  Isolation: If you’re used to working in a large office setting with plenty of people, you may experience culture shock when you first open a homebased consulting business. Make sure you develop a network of friends and other associates with whom you can huddle on a regular basis, or join a professional organization like the chamber of commerce.

  [image: ][image: ]  The lure of home responsibilities: You have to be well disciplined to work at home successfully. You must be able to say to yourself, “Self, I’m at work. I will not stop working on this proposal to do the laundry, mow the lawn, or shovel the snow.”

  [image: ][image: ]  Constant interruptions: Family members, friends, and neighbors may not respect your working time and space and may feel they can interrupt you any time they want. You’ll have to inform them politely but firmly that your door isn’t always open.

  [image: ][image: ]  Lack of meeting space: If you’re like many fledgling entrepreneurs, it will be hard enough to find sufficient space for a home office, let alone a conference room. You’ll probably have to make alternate arrangements when meeting with clients.
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Beware!

There’s another good reason to have a dedicated office space: The IRS requires it if you plan to deduct office expenses like the mortgage, utilities, and insurance. In addition, that space must be your principal place of business and must be used only for that purpose.




 



Whatever you do, keep your office based at home as long as possible. “If you have broadband and telephone access there’s no reason to invest in office space—yet,” says Elizabeth Knuppel, a communications consultant in North Carolina. “Hold your meetings at Starbucks or meet clients for lunch or breakfast at a nice hotel until your revenue base can support the cost of a lease.”

It’s a Plan




The last time you went on a two-week beach vacation by car, did you just pack up the kids, toss a few bathing suits into the trunk, and hit the road? Probably not. As you know, it takes careful planning to get to any destination—and that goes double when you’re starting your own business. As a result, one of the very first tasks you should undertake during the startup phase of your consultancy should be the crafting of a carefully constructed business plan. Besides outlining your plans, goals, and strategies, a business plan can be helpful if you ever have to approach a lending institution for funds.

But happily, you don’t have to be a writer to draw up a viable plan—you just need vision and, hopefully, a little analytical skill to help you size up your market and your competition, then create a document that addresses the opportunities. But if you do need assistance, it’s readily available from sources like your local Small Business Development Center (SBDC). To find your local office, log on to www.sba.gov/sbdc, then search for “Business Plan.” You also should check out your local bookstore or library for books or software packages that can simplify the writing process.

Basically, a business plan has seven major components:

  1.   Executive summary: In this section you’ll summarize the entire business plan. Be sure to briefly describe the services you’ll offer in your consultancy, mention the legal form of operation (discussed later in this chapter), and list your goals. Because you may need to seek business financing at some point, you also should mention your plans and strategies for growing the business in this section.

             The easiest way to write the executive summary is to write the rest of the business plan first, then cull the major findings from each section for inclusion in the summary. Try to keep the executive summary brief—usually 300 to 500 words is sufficient—since its purpose is to provide enough information so an interested party can get a general idea of what the report covers without reading it in its entirety.

  2.   Business description: In this section, you’ll give a description of the main tasks you’ll do as a consultant. Depending on the type of business you’re starting, you might mention activities like analyzing clients’ businesses and/or finances, troubleshooting computer problems, handling clients’ public relations activities, and so on. This section is important because it identifies the scope of your responsibilities, which is important both for you and for future investors or bank officers. So be sure to give this section a lot of thought before you start writing.

             In this section, it’s also important to discuss your business objectives (avoid listing “making money” as one of your objectives), project how you plan to grow the business and in what time frame, mention how many employees (if any) you’ll need to operate the business, and so on. Need some help or ideas? The SBDC provides information and advice to small businesses, often at low or no charge, through its Learning Center. Entrepreneur.com also offers many suggestions for creating a viable business plan.

  3.   Market strategies: That soul-searching you did (hopefully) after reading Chapter 2 will come in handy here. In this section you’ll specify exactly who will use your services, then outline a plan for reaching those prospective clients. If you found any statistics related to your target market that might be helpful, you should mention them here. Remember, too, to emphasize any characteristics that make your company unique or innovative. For example, maybe you were a media relations consultant for a Fortune 500 company for a decade. You’ll want to mention that experience and the knowledge you gained during your career, as well as any significant projects and/or clients you handled, since this experience will be valuable to your prospective client base.

  4.   Competitive analysis: Create a list of potential competitors and consider what you’ll do to make your business successful in the same market they serve. Start by identifying the niche market you’ll cover. Do you want to service clients in a particular geographic area? Or maybe companies of a particular size? Whatever you decide, resist the urge to serve too broad a market. As a new business owner, you need to start small so you can focus your efforts effectively without getting overwhelmed.

             Next, try to identify a service your competitors don’t offer so you can include it in your service mix. That’s the best way to put your mark on the market and make more clients interested in using your services. For instance, a computer consultant who makes house calls for installation and repair services when the competition doesn’t should instantly find him- or herself in demand by a certain segment of the computer-using public.

  5.   Design and development plan: In this section, you should outline your plans for developing market opportunities, and set timetables for achieving them. This can be as simple as specifying that you would like to have five clients by the end of the fiscal year and outlining how you’ll land and service them. Specify what resources are necessary to complete this process (money, staffing, etc.).
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Smart Tip

It’s important to write your first business plan yourself rather than farming it out to a business consultant, according to SCORE, a nonprofit association that supports and mentors small business owners. That way, you learn as much as possible about your own business, which in the long run will help you understand how to make it successful.




 



  6.   Operations and management plan: Using the type of information found in Chapter 3, outline the day-to-day operations of your business and provide details about the professional background and expertise of the management team (that’s you). Details about operating expenses should also be included here. Chapter 12 contains a discussion of how to create an income and expense form that you can mine for information that will be suitable for your business plan.

  7.   Financial factors: Even a one-person business owner needs to know where he or she stands financially at all times, so it’s important to create financial documents like an income worksheet, balance sheet, and cash flow statement. Go to www.entrepreneur.com for information on how to develop these forms, or work with an accountant to set them up. Then summarize this information for inclusion in your business plan.

Now, stop right where you are. Are you about to turn the page and never give another thought to constructing a business plan? If so, that’s a bad move. A business plan will help to keep you on track and moving toward your goals. And don’t think it has to be a document that rivals War and Peace. Length isn’t as important as content—so put your ideas down on paper and refer to them often. It’s the best way to make sure your consulting ship keeps steaming toward Port Success.

Making It Legal




Choosing a legal form of business is another one of those decisions you should make early in the business planning process. Basically, there are four types of legal structures: sole proprietorship, partnership, corporation, and limited liability company (LLC). Here’s the 411 on each.

     •   Sole Proprietorship: This is the easiest and least expensive legal structure to adopt, which is why so many startup businesses begin this way. There’s little paperwork—all you do is file Schedule C, Profit or Loss from Business, when you file your personal income taxes, as well as a couple of other tax forms related to business use of your home and tax payments if you choose to deduct expenses. Just keep in mind that the sole proprietor is also personally responsible for all of the business debt, and both personal and business assets are fair game for creditors.

     •   Partnership: Under this form, two or more people share ownership of the company, either in equal or unequal amounts, and each partner is responsible for the business debt. Profits and expenses are recorded on the partners’ individual income tax forms. Partnerships work especially well for people with complementary skills, but there can be disagreements about workloads, responsibility, and other matters, so it’s important to have a partnership agreement drawn up before embarking on this type of venture.

     •   Corporation: A main benefit of a corporation is that business liability against the owner(s) is limited because it’s considered to be an entity separate from the owner(s). A main disadvantage of a corporation is that you have to observe certain corporate formalities, including holding an annual meeting (although it can be at Denny’s rather than in a ballroom at the Hyatt), electing officers, and issuing stock certificates. It’s also more expensive to form a corporation.
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Smart Tip

For more information about forming an LLC, review your state’s laws, fees, and filing information by logging onto the Limited Liability Company Center website at limit-edliabilitycompanycenter.com. The site also contains links to free downloadable documents you may need to file.




 



             There are two types of corporations. The S corp is somewhat more advantageous to a small-business owner because it’s taxed like a partnership and profits/losses are reported through personal income tax forms. However, you have to qualify for S corp status. You’ll also gain an “Inc.” designation with a C corp, as well as the requirement to fill out a lot more paperwork (because of federal, state, and local requirements). Usually you’ll pay higher taxes because both corporate earnings and personal earnings are taxed.

             “I started as a sole proprietor, but discovered some clients preferred to work with a corporation because it’s better for them from a tax perspective,” says Colorado market research consultant Carol Monaco. “Although a corporation does protect your personal assets, setting up a corporation is not just about protecting assets; it’s about being professional.”

     •   Limited Liability Company (LLC): An LLC combines the limited liability of a corporation and the tax benefits of a sole proprietorship or partnership. It’s a good choice for a small-business owner who’s leery about liability but wants to avoid the corporate formalities of a C or S corp.

The legal form you choose will depend on your personal situation and how much risk you’re willing to take. Many consultants, like California trainer and coach Susan Bock, choose to start as a sole proprietor solely because it’s the easiest type of business to form.

“I originally thought I’d work as a sole proprietorship until I had a sense of where I wanted the business to go,” Bock says. “My financial planner and attorney also suggested I wait to make a choice. Eventually, I decided this was the best choice for me.”

The best choice for Schiavone, the Delaware graphic design consultant, was an S corporation because of its many benefits. “Overall it’s just easier for me when it comes to taxes and other matters,” she says.

David McMullen, a computer consultant in California, formed an LLC after operating as a sole proprietor for the first two years. “Every quarter I’ve had revenue growth, and I’m now clearing quite a bit more than when I started,” he says. “Back then, I didn’t feel like forking out the money to become ‘legal,’ but since I don’t want anyone coming after my personal assets, it was time to change my legal status.”

With all the variables involved in selecting the most appropriate form of business for your consultancy, you’ll find it helpful to talk to an attorney. The next chapter provides tips on how to pick an attorney who will meet your needs . . . and your budget.

The Name of the Game




What’s in a name? Plenty, especially if you want your business to be successful.
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Smart Tip

When deciding on a name for your consulting business, be sensitive to how that name might translate into another language. For example, if you will be dealing with non-native-speaking clients (including here in the United States), be sure your business name isn’t offensive when translated into their language.




 



When selecting a trade name for your consulting business, choose carefully. Take a few moments and browse through the local Yellow Pages, which will give you a few good lessons on what not to name your business.

Look under “Consultants,” and you’ll see a wide variety of consulting names—everything from ABC Consulting (do they teach you the alphabet?) and Kite Associates (do they teach you to make kites, or just fly them?) to The Dolphin Consulting Group (insert your favorite “Flipper” joke here). Creativity is fine, but unless your goal is to provide prospects with a good laugh or to confuse potential clients, then take some time choosing a name before hanging out your shingle for all the world to see.

Schiavone came up with the name AdHelp for her consulting business, which reflects the services she provides. “I’m actually helping people with their advertising, so I just put the words ‘ad’ and ‘help’ together,” she says. “And I knew that because the name began with the letter A it would always be listed near the top [of listings].”

Riddle chose Blue Moon Communications as the name of his consulting business because he thought it was catchy and didn’t limit the services he might provide in the future. It also adds a little whimsy and appealed to his sense of fun. Other entrepreneurs have found the monikers for their businesses right in front of their noses—they used variations of their names and counted on their recognition within the community.

Dr. Linda Henman, a strategy coach based in St. Louis and author of The Magnetic Boss, advises choosing a name that combines your own name and the nature of your business. “Not having your name as a part of your company name deprives you of an opportunity to promote your identity,” she says. “On the other hand, using your name alone misses a chance to clarify the nature of your business. I think a combination is best.”
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Beware!

While you can use one of the myriad companies online to file your dba, it’s always cheaper to do it yourself. For instance, a dba obtained at the county courthouse in Macomb County, Michigan, costs $10. But one prominent online company charges $119 for the same services you can take care of yourself on your lunch hour.




 



As a consultant, you want to portray an aura of professionalism, so try to stay away from cutesy names for your company. If you aren’t sure what to call your business, try something simple like “John Doe and Associates” or even “John Doe, Consultant.” Just be sure that when you advertise in the telephone book (both online and paper versions), you’re specific about the type of consulting services you offer. For example, if you offer management consulting services, make sure you’re placed in that category.
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Smart Tip

SBA.gov, the official site of the U.S. Small Business Administration, has a search tool on its site that will connect you to a listing of all the federal, state, and local permits, licenses, and registrations you’ll need to run your business. Simply enter your city and state or ZIP code, and a comprehensive list with links will pop up.






Paper Trail




Once you’ve selected your business name, your next step should be to register it with your local government, usually at the county level. Most states require you to file paperwork to establish your business name as a unique “assumed name,” even if you’re using your own name as part of the company name. Known variously as a fictitious business name or dba, which is short for “doing business as,” an assumed name establishes that you’re the only one permitted to operate under that name in that jurisdiction. An assumed name is also necessary so you can accept and cash checks in your company name, as well as set up a business checking account (which is always recommended, no matter how small your operation may be).

The fee for a dba is nominal, ranging from as little as $10 to around $150. As part of the registration process, the county will do a search of local businesses to ascertain that your name is unique. In case the name you’ve chosen has already been taken (which is not uncommon), be sure to have a couple of extra names in reserve.
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Beware!

If you’re planning to file for a dba for your newly-established corporation, get ready for sticker shock – the cost is much higher. In New York State, for example, the fee to acquire that coveted Certificate of Assumed Name is a cool $1,950.




 



While you’re checking into that dba, you should inquire about any licenses needed to operate legally in your community. In most cases, this is a mere formality—most communities are small-business-friendly and won’t object to your fledgling operation. The exception might be if your business will generate a lot of traffic that could be disruptive to your neighborhood, including employees who aren’t related to you working in your home and parking their vehicles on the street. In that case, you may have to apply for a zoning variance, which is issued by your local government. Variances aren’t automatically granted, so if you intend to entertain a lot of clients or hold frequent business meetings, it might be a better idea to rent office space on an as-needed basis.


 




Net Worthy

It’s probably second nature for you to Google your way to any information you need on a daily basis. So be sure to leverage the power of the internet for your business, too. Start by checking out these helpful websites:

  [image: ][image: ]  Consultant Journal (www.consultantjournal.com): A website with numerous basic resources (some free, some not) for newbie independent consultants. Especially useful for aspiring consultants in any field.

  [image: ][image: ]  Professional Consultants Association (professionalconsultantsassociation.org): This is an excellent resource for consultants in all fields. Members have access to marketing support, a free webpage and hosting, newsletters and ‘zines, among other things.

  [image: ][image: ]  SBA (sba.gov): The SBA is an excellent online resource for consultants who are just starting their own practice. Everything from advice on promoting your business to financial planning is available with the click of your mouse.




 



A business license is also usually inexpensive—perhaps $10 or $20—and is renewable annually. Save yourself some time in line at the county courthouse by checking to see if you can apply for the license online. It’s possible you’ll need other state or even federal licenses to operate, depending on the kind of work you do. Check with your state licensing department for additional information.

You may find the state licensing paperwork requirements to be minimal—or nonexistent, in some states. For example, Jeffery Bartlett, a marketing research consultant in Harrisburg, Pennsylvania, says there’s no special license needed for the work his firm performs, which involves providing focus group facilities to clients, something that requires only a business license to operate.

In addition to a business license, if you’re a consultant in a specialized field (and you know who you are), you may need a professional license to do business. Check with the appropriate state agency for additional information and clarification.


5

Calling in the Professionals

Now that you’re on your way to establishing your consultancy, it’s time to think about the experts you’ll need to keep your business running. At a minimum, you’ll need a trio of professionals on your team: an attorney, an accountant, and an insurance broker. While it can be hard to part with the cash for professional fees this early in the game, it’s a critical move. Hiring skilled professionals will allow you to hand over work that you’re probably not an expert at doing anyway while freeing you to devote all your time to the work you do best.

“If you’re a true entrepreneur, this advice will go against the grain,” says Dr. Linda Henman, a strategy coach in St. Louis and author of The Magnetic Boss. “You are self-reliant, independent, and resourceful, so why do you need help? After all, you can learn what you need to know, right? Probably, but it’s a waste of time, energy, and resources, so hire experts to help so you can work in the areas in which you are the expert.”

Having these pros on your management team is beneficial in yet another way. Professional advisors make your business look much more stable, solid, and professional when it comes time to approach a banker for financial assistance.

Legal Eagle

Most people think of an attorney as someone they hire to get them out of a jam. But as American banker and financier J.P. Morgan said, “I don’t want a lawyer to tell me what I cannot do. I hire him to tell me how to do what I want to do.” For an aspiring entrepreneur, that means having a competent ally to read the fine print of those incomprehensible contracts that no one else reads, and steer you around potential pitfalls caused by legalese. He or she also will be invaluable when you’re drafting contracts of your own, if you have a contract dispute, when you’re negotiating a business loan, or when you’re signing a lease for a lot of money (such as when you decide to move from your home office into a commercial space). An attorney also can help you with tax issues and the process of selecting a business structure.

Colorado market research consultant Carol Monaco offers perhaps the best reason why you need an attorney: “I’m not a lawyer and I don’t play one on TV, so there was no question that I needed a lawyer. In fact, I would never do business without an attorney—that would make me very nervous.”

Unfortunately, a lot of startup entrepreneurs shy away from hiring the attorney they need because they think they can’t afford one. This isn’t necessarily the case. While it’s true that the services of an attorney in a large firm might be beyond the means of a startup consultant, it’s possible to find someone who can work within your financial boundaries. An attorney in a small one- or two-person practice is usually a good bet, as is someone who charges a flat fee for routine work (like writing letters or setting up a corporation) or one who offers a business startup package.

A startup package runs about $500 to $900 and usually includes the initial consultation and all activities related to the incorporation or LLC process, including the filing of paperwork with your state and other corporate formalities. Alternatively, it’s possible to hire an attorney on retainer, which is paid upfront and is drawn against by the attorney as work is completed.

Attorneys typically charge $100 to $450 an hour. The amount varies depending on where you’re doing business. Fortunately, there are simple ways to keep down the cost of legal fees. First, keep calls to your attorney to a minimum, since he or she is on the clock every time you call. For the same reason, be sure to have all the information and documents you need right at hand when you do call or meet. You can also ask your attorney to estimate the amount of time he or she thinks a project will take so there are no surprises later, and you should ask for an itemized statement of services to make sure you’re receiving the services for which you’re being billed.

While you’ll find a lot of attorneys listed online or in the phone book, it’s usually wiser to ask business colleagues or other small-business owners for a recommendation. Your local chamber of commerce or other business organizations may also be good sources of leads, as are attorney referral services, which can be found in most major metropolitan areas.

Bookmakers




Even if you’ve always done your own taxes and can balance your checkbook with ease, you still will need the services of a professional accountant for your business. Keeping the books can be very labor-intensive and siphons off crucial time you’ll need to manage your consultancy. You’ll also find it’s a great relief to be able to count on someone experienced to keep your balance sheet balanced, make sure estimated tax payments are made promptly, and so on. This isn’t to say, however, that you can’t do the basic bookkeeping yourself using a spreadsheet program like Microsoft Excel or QuickBooks. But you’ll want to engage the services of an accountant for the complicated tasks, including creating profit and loss statements, making financial projections, forecasting cash flow, setting up accounting systems, and interpreting tax law.
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Dollar Stretcher

Because you’re not likely to have many legal fees once you’ve incorporated or consulted with an attorney about your legal business structure, you may find it more cost effective to purchase a prepaid legal plan. After paying a small annual fee, you’ll have access to a qualified attorney for services like telephone consultations, letter writing, and contract review. You can find leads to such plans in the Yellow Pages under “Legal Service Plans.”




 



As with attorneys, accountants’ hourly rates vary widely depending on factors such as type of practice, location, expertise, and education. For instance, the Bureau of Labor Statistics says the national median hourly wage is just under $30, while CareerBuilder.com’s website cbsalary.com, says the average hourly rate for an accountant in Concord, New Hampshire, is slightly less than the median at $28.15 per hour. On the other hand, the PCPS/TSCPA National Management of an Accounting Practice Survey says that the average hourly billing rate for accounting firm owners was $179. So obviously it pays to do some due diligence before engaging the services of a professional numbercruncher. Start the process by checking out cbsalary.com, since you can plug in your ZIP code to find out what the locals are earning.
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Smart Tip

To keep your financial management fees under control, ask your accountant to help you set up basic ledgers and record keeping systems for logging data and tracking receivables. If you’re computer savvy, you can easily do this yourself using a software program like QuickBooks Pro.




 



For a referral to a reputable accountant, speak to your attorney, banker, or other local small-business owners, or contact the American Institute of Certified Public Accountants branch in your state. You also can find a professional accountant on the accountant-finder.com website. When choosing an accountant, try to select someone with small-business experience, since he or she is more likely to understand your concerns and finances. You’ll find additional bookkeeping strategies and techniques in Chapter 12.

Going for “Broker”




One of the more surprising things you’ll discover about this business of owning your own business is the amount of insurance you should have to protect your assets and livelihood. That’s why you need to establish a relationship with a capable insurance broker. A broker is usually preferable to an agent, because a broker represents many insurance products from many companies, but an insurance agent is employed by a single company and sells only that company’s products. As a result, you may find that a broker can get you better policies and rates. You can find dozens of insurance broker/agent listings in the Yellow Pages or yellowpages.com, but as with the other professionals discussed here, it’s usually best to ask a business acquaintance or attorney for a referral. To find someone with that all-important small-business acumen, ask to see a client list when you’re shopping around for a broker.
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Smart Tip

Remember to keep the receipt for every item purchased for your business. Besides needing good insurance records in case of a business loss, you’ll need this information at tax time, since everything from office supplies to computer equipment can be added up for a tax deduction on Form 1040, Schedule C.






Once you’ve selected your broker, you’ll want to work closely with him or her to determine exactly how much coverage you’ll need. Basically, the dollar amount of coverage you’ll buy will depend on the amount of risk you’re willing to take; i.e., the more coverage you have, the less likely you are to be stuck making an out-of-pocket payment in the event of a business catastrophe or error.

Getting Covered




Although there’s insurance available to cover just about any contingency that might occur while you’re self-employed (and your agent will be more than happy to sell it to you), small-business owners like consultants generally can’t afford to insure against everything that might go wrong. Nor would you want to. It’s better to purchase just enough coverage to save your company from ruin in the event of a disaster (either manmade or divinely wrought). And tempting though it may be, don’t skimp on important coverage. It’s not worth the risk of losing everything you’ve built to save a few bucks.

Among the types of insurance consultants commonly carry are:

     •   Health: Now that you’re self-employed, you’ll have to shoulder this cost on your own. Fortunately, health insurance premiums are now 100 percent deductible for self-employed persons—and their employees—when they report a net profit on Schedule C, C-EZ, or F. See IRS Publication 535, Business Expenses, for more information.

     •   Disability: If you can’t work due to injury or illness, this insurance will replace a percentage of your gross income. Having this type of policy can mean the difference between staying solvent and going bankrupt when you’re self-employed, yet new business owners tend to forego purchasing disability insurance in the interest of saving money. Don’t make that potentially devastating error.

     •   Life: This type of insurance is important for two reasons: It protects your family or significant other in case of your death, and it may be required before you can obtain a loan from a bank of other financial institution.

     •   General business liability: This is a must because it protects you (and your employees, if applicable) if you’re sued when someone is hurt or accidental damage is caused on or to a client’s property.

     •   Equipment: This type of policy covers damage to or loss of equipment due to fire or theft. It’s a good idea for entrepreneurs who work out of their homes, especially since homeowners’ insurance usually doesn’t cover business equipment. Instead, a separate policy or possibly a rider is needed.

     •   Property: If you’re operating out of a commercial space, you’ll need property insurance to protect both the building you’re working out of (if you own it) and its contents. If you’re working at home, you don’t need this one.

     •   Business interruption: This type of policy pays the cost of your normal business expenses if you’re unable to operate due to a natural disaster (like a hurricane) or a fire, theft, or other insured loss. It may also pay for equipment losses.

     •   Errors and omissions: Imagine how you’d feel if mistakes in the work you did for a client caused him or her financial losses. Then imagine how much worse you’d feel if the client sued you. That’s why you might want to consider buying this type of liability insurance.

     •   Workers’ compensation: This nonnegotiable insurance is required by all 50 states and covers your employees in the event of injury or illness on the job (but not you—as the owner you don’t count as an employee). The amount of coverage necessary and the percentage of salary paid to employees under workers’ comp varies by state.


 




Tech Troubleshooter

There’s one more expert you should consider adding to your stable of business professionals: a savvy and experienced computer consultant. Unless you’re a computer consultant yourself, chances are your knowledge of what makes computers go is pretty limited. That means when something goes wrong, you may not have the foggiest idea how to fix it, and you could waste valuable time trying. A computer expert can help you avoid that kind of aggravation.

“Computer problems can become a black hole,” says Fred Elbel, a Colorado computer consultant. “You end up spending much more time trying to fix them than you can afford. Do you want to develop your business and make money, or spend time on computer problems? It’s usually better to call in an expert.”

To find a knowledgeable computer pro, ask around among your friends and business associates (or even the local computer superstore employees). You’ll want to find someone who makes house calls (which costs more but is worth it because you won’t have to unhook all those cables) and can explain in plain English what’s wrong and how it can be fixed. And by the way, even if you’re a computer consultant, having one on call isn’t a bad idea—after all, that frees you up to consult for other people and make money.




 







Business Insurance Planning Worksheet
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Because managing risk can be a complex issue and because you don’t want to buy less insurance than you need, rely on your insurance broker to help you make some decisions. In the meantime, you’ll find an insurance planning worksheet above that you can use to compare policies and premiums if you’d like to do some of the work on your own.


6

Tools of the Trade

One of the things that makes a consulting business such an attractive option for a fledgling entrepreneur with more ambition and enthusiasm than cash is its low startup costs. You don’t have to tie up big bucks in inventory. You usually don’t need employees (especially in the beginning) to keep the whole show running. You don’t need a commercial office space. You may not even need an expensive professional wardrobe if you won’t have a lot of face-to-face client contact.

But there are definitely some things you’ll need to get the show on the road, both to make your business run more smoothly and to make sure your operation is as professional as possible. This chapter covers everything you might need to run a successful consulting business, from furniture and supplies to technology.
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Dollar Stretcher

Since consulting businesses generally have low startup costs, it can be tempting to sink extra cash into the high-tech computer equipment you’ve always wanted, or an expensive furniture-quality desk. But avoid the urge. It’s always better to keep startup costs as low as possible. You can buy nicer stuff later when your cash flow is actually flowing.




 



To estimate how much cash you’ll need to get your business up and running, use the startup expenses worksheet you’ll find on page 66. This worksheet lists the typical expenses you can expect to incur and has spaces where you can pencil in other projected expenses as you research your startup costs. As you do this exercise, you may find it helpful to refer to the sample startup expenses chart on page 65, which lists the expenses for two hypothetical consulting businesses: Retail Management Consulting, a sole proprietorship and low-end startup, and David Jones and Associates, a high-end startup that operates as an S corporation and has one full-time employee (the owner) and one administrative assistant.

Now here’s a rundown of what you may need to launch the business.

Office Furniture and Equipment




A couple chapters ago, it was suggested that you avoid setting up shop on your dining room table or the ironing board in the laundry room. The reason is simple: No one can work effectively that way. Rather, you need a comfortable, user-friendly space where you can park yourself, possibly for hours on end, and where you’ll have easy access to a computer, office supplies, and the other tools of your trade. Ideally, you should set up a basic office consisting of a desk or computer workstation, an ergonomic office chair, a sturdy two- or four-drawer file cabinet with drawers that extend fully, and perhaps a bookcase or two. Unless you expect to entertain clients in your home office, there’s no reason why you can’t keep your furniture costs down by purchasing inexpensive ready-to-assemble or even secondhand furniture in good condition. Thrift shops are an excellent source of gently used furniture, as are newspaper classifieds, online classifieds like Craigslist (craigslist.com), and auction marketplaces like eBay. (Just be sure to factor in the cost of shipping if you buy on eBay.) If you prefer new furniture, visit an office supply store such as Office Depot or Staples. They carry a wide selection of reasonably priced desks that run as little as $100 to $200 and chairs that cost $75 and up. A computer workstation starts at $100.

Personal Computer and Software

Since most consulting jobs require you to churn out consulting proposals, contracts, reports, invoices, and other documents, a reliable personal computer is a must. (News flash for anyone using an older and slower computer: This means you, too!) Fortunately, you don’t have to spend a lot of money to get a really great computer. For instance, at press time Best Buy was offering the Gateway SX2110 computer with a 500GB hard drive, DVD-RW/CD-RW drive, and a 21.5-inch widescreen flat-screen monitor for only $410. Add on useful extras like a laser or inkjet printer and various supplies, and a complete system may run closer to $6000. Other useful equipment that’s especially necessary for a writer, public relations consultant, or graphic arts designer includes a scanner ($60 to $200, depending on the resolution) and a portable USB flash drive (as little as $7 for an 8 GB Lexar flash drive at OfficeMax) for storing and transporting data. Also, if you deal with art or the written word, you should consider purchasing the largest monitor you can afford, since it can help prevent eyestrain. A 20-inch HP widescreen monitor to go with that system mentioned earlier starts at as little as $139. But that’s by no means the largest monitor around. You can buy a 22-inch monitor for about $130 or less and up to a 30-inch for about $1,400—but you’ll need a really big desk to accommodate them. But unless you’re a techno-geek with a lot of startup funds, there’s really no need to shell out that much cash on a mere monitor.
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Beware!

Home office expenses (like the percentage of your mortgage payment, utility bills, etc., that pertain to your business) are deductible only if you’re organized as a sole proprietorship or S corporation. To take the deduction, you’ll have to file both Form 8829, Expenses for Business Use of Your Home and Schedule C with your taxes.




 



If you expect to be on the road a lot for business, a laptop computer, netbook or tablet generally are a better choice than a desktop model, although a laptop is your best choice standard business operations like forecasting sales and writing reports. At press time Best Buy was offering a Toshiba satellite laptop with a 15.6-inch widescreen display and a 500 GB hard drive, Windows 8 operating system, built-in wireless, and more for under $330. A Samsung netbook with 2 GB of memory was just $265 at Best Buy and is a good choice if you’re interested only in a tool for accessing the internet when you’re on the go. Alternately, an Apple iPad with retina display and 16GB of memory is $499, and is available even at Target and Walmart. Of course, you can do many of the same things as a netbook or iPad with a BlackBerry or iPhone at a much lower cost—as little as $199 for the iPhone 5s. Phones are discussed later in this chapter.

The most commonly used office productivity packages are Microsoft Office Professional and QuickBooks Pro. Microsoft Office Professional for PC includes Word, Excel, PowerPoint, OneNote, Access, Publisher, and Outlook. It currently retails for $399. QuickBooks Pro is an easy-to-use accounting package that keeps your financial records straight, manages your business checking account, and prints checks. The current edition of QuickBooks Pro+ retails for $250 (although it’s possible to find it discounted for less at places like Amazon.com).

Fax Machines

With the overabundance of junk faxes that waste your paper and ink and the fax cards that are standard equipment in most computers, full-size fax machines have become dinosaurs. But they still come in handy to receive those important incoming messages if you don’t want to leave your computer on 24/7. The good news is that fax machines are inexpensive these days—a multifunction HP Officejet machine that also scans, copies, and prints can be had for as low as $90. Be sure to check around before you buy; discount electronics stores like Best Buy usually sell these inkjet fax machines for the best prices.

Home office users often install their fax machines on their regular business phone line, but if you think you’ll use your fax a lot, you may want to put it on a dedicated telephone line. It can cost from $40 to $60 to install a separate line.

Landline Phone

Telephones come in all sizes and price ranges, but avoid the impulse to cut corners on your business phone equipment. Rather, buy the best model you can afford—after all, you’re likely to be on the phone a lot. A standard two-line speakerphone with auto-redial, memory dial, flashing lights, mute button, and other useful features will run $40 to $150, while a top-of-the-line model can cost $250 or more. One good source for high-quality telecommunications equipment is Hello Direct (see Appendix), which specializes in professional business telephones.

Answering Machine

With voice mail, it’s a wonder anyone uses an answering machine anymore. But this old stand-by technology does have its good points, including the fact that you can tell at a glance whether you have a message waiting. A stand-alone digital answering machine costs as little as $20–$30; a cordless phone/answering machine combo runs $40 and up.


 




Home Away from Home

If you can’t work out of your home, but you also can’t afford to lease traditional office space at the genesis of your business, consider an office-sharing arrangement instead. For a monthly fee, you can rent a fully furnished private space (usually 500 square feet or less) in the office building in the neighborhood of your choice. Such rentals often come with everything you need to make a good impression on a prospect or client, including a reception area with a receptionist, a telephone answering service, a conference room, and a genuine business address for mail and package deliveries. For an extra fee, you may be able to obtain administrative support, photocopying, videoconferencing, and other useful business services.

If you don’t need space on an ongoing basis, you may be able to rent space on a per-use basis from an office-sharing company. Under this arrangement, you rent an office space for just a few hours or a day here and there on a first-come, first-served basis. You can find office-sharing companies on yellowpages.com or in the Yellow Pages under Office and Desk Space Rental Service.






Cell Phone

If you already have a smartphone, you can turn it into Business Central by assigning distinctive ring tones to your personal contacts, like your family and friends, and use the phone’s installed ring tone for all other (read: business) calls. If you haven’t yet made the transition to a smartphone, you can pick up a feature-rich iPhone starting at $199 with new cellular service, although you can get other smartphones like the Samsung Gallery Note II for under $150. If you want the latest and greatest, you usually can finance it with your cellular service provider.

As you no doubt know, many of today’s wireless plans generally include unlimited talk and text, and 500MB of data starting at about $70 a month, plus taxes and surcharges. Add more data, and the monthly charge typically goes up $20 or more.

If you have many devices, you might want to consider consolidating all of the services you use onto one plan, which may reduce your overall cost. For example, Verizon offers the Share Everything plan, which allows a small business to connect up to 25 devices. The company’s website gives the example of a small business with four smartphones, two basic phones, two tablets, two notebooks, and unlimited talk and text, plus 20GB of shared data for $430 a month. If you’re starting out as a one-person business, you’ll probably half or fewer of the devices listed here, so your cost would be half of that or less.
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Smart Tip

If your cell phone is used strictly for business, it’s 100 percent deductible on your business taxes.






BlackBerry

BlackBerry used to have a reputation as a serious business device, but it’s considered cooler these days now that is has dropped the keyboard in favor of an iPhone look. And as it happens, BlackBerry can do some things that iPhone can’t. Chief among them: the ability to create two separate personas on the BlackBerry Z10, so you can keep your personal data separate and secure from your business data. The device also allows you to run up to eight applications at one time, while its BlackBerry Hub feature enables you to filter and read all of your messages and notifications in one place. This is handy for selecting only the messages you want to view at a given time, such as all of your Facebook notifications from friends opposed to all of your business email.

Other BlackBerry pluses include a removable battery, the ability to remove and change the memory card without powering the device down, and standard headset-and micro-USB ports. The latter is a huge benefit because it eliminates the need to purchase device-specific headsets and charging cords. BlackBerry Z10 starts at around $350 without a new cellular contract.

Toll-Free Numbers

Toll-free telephone numbers are so cheap that every business can afford to have one, no matter what its size.

John Riddle, the Bear, Delaware fundraising and editorial consultant, believes that, depending on who your target market is, a toll-free number can be the deciding factor in whether your consulting business succeeds. He certainly has used a toll-free number to great advantage. When he was selling ad space in his fundraising newsletters, he discovered that his toll-free number was his secret weapon.

“Many times I asked advertisers why they selected my newsletter to advertise in, and more often than not, their reply was, ‘Because you had a toll-free telephone number,’” Riddle says. “It was my only advantage over the competition.”

Copy Machine

While not an absolute necessity, a copy machine can be a convenient addition to your home office. A basic desktop model costs as little as $150, but a digital model like the Xerox WorkCentre 5325, which kicks out up to 25 copies per minute and faxes, prints, and scans, starts at about $6,100.

Keep in mind, however, that if you need to do a big copying job, especially one that requires collated, stapled, double-sided copies, your best bet is to use somewhere like FedEx Office Online. Your time is better spent consulting than copying.

Supplies you’ll need for your copier include copy paper and toner cartridges, both of which are readily available from your local office supply store. A case of copy paper (10 reams) runs about $35 to $70, and a toner cartridge for a personal copier (which yields about 2,000 copies) is around $100. A digital copier toner cartridge (like for the Xerox copier mentioned earlier) sells for about $180 and makes up to 96,000 copies.

Postage

If you expect to do large or frequent mailings either for yourself or your clients, you should consider investing in a postage meter. You’ll pay at least $20 a month to lease a standard postage meter, and then you’ll pay for postage as you go, either online at usps.com or at the post office. To qualify for bulk mailing discounts, you’ll also need a permit, which is free, but you’ll have to pay an annual bulk mailing fee at every post office where you enter and pay for your mail. For more information, go to usps.com and check out “Business Solutions.” Alternatively, you can rent a small-business postage meter and scale kit like the one sold by Pitney Bowes (pitneyworks.com). The cost to rent this type of equipment starts at $24.99 monthly; you must also ante up for the cost of postage and supplies, such as ink and mailing labels.

You should also have a postage scale to make sure you’re affixing enough postage to your outgoing mail. A digital scale runs $50 for a model that can handle a 10-pound load.
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Smart Tip

It’s not possible to own a postage meter outright; only the USPS and its authorized meter manufacturers can own them. But they’ll be happy to lease you one as long as you keep those monthly payments coming. For more information on postage meter leasing, check out “Postage Meters” on the USPS site at www.usps.com.






Office Supplies

You probably can launch your business using whatever pens, paper, sticky notes, and other office supplies you already have on hand around the house. If you’re short on supplies, you should budget about $30 to get yourself started. And here’s a time-saving tip: The larger office supply chain stores usually will deliver your order of $50 or more directly to your doorstep in about 24 hours and at no extra charge.

ColorPrintingCentral.com can design and produce these items for you. (You’ll find a few companies in the Appendix that you can check out.) To get the most competitive quote, try using an online source like Print Quote USA (printquoteusa.com). All you do is type in the specs for your job, and the website will do the rest. An informal price survey revealed that 1,000 full-color 8½-by-11-inch brochures printed on good-quality paper start at around $200. Business cards start at around $30 for 250 full-color business cards from an office supply superstore like Office Depot, while a box of 250 sheets of one-color custom-printed letterhead on good quality stock costs as little as $110. A box of matching custom-printed envelopes costs about $60.
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Beware!

While it can be tempting to use prepackaged office store stationery to print your own letterhead and business cards, don’t do it. Although you’ll save money by printing these materials on the cheap, the finished product won’t project the kind of professional image you need to inspire confidence in your new clients.






Services

Now that you’ve estimated the cost of all the equipment you’re likely to need, here’s a rundown on what it should cost to make everything operate in tandem:

     •   Landline phone and fax: These expenses run approximately $25 per line per month, as well as about $5 extra for voice mail if it’s not part of a monthly service plan. You also should have call waiting, call forwarding, and caller ID, so check with your regional phone company to find out what types of money-saving packages it offers. You’re also likely to receive a set number of long-distance minutes as part of the package.

     •   Cell phone: Typical monthly smartphone packages run $70 and up for 4GB of sharable data and unlimited talk and texts. But there are other more affordable options. One to check out: FreedomPop, which—wait for it—is free. Really. You simply buy FreedomPop’s bare-bones Android phone for $99, and you’ll receive 200 calling minutes, 500 text messages, and 500MB of data for free. If that’s not enough to cover your appetite for talk and text, $10.99 a month gives you unlimited talk and texting, along with 500MB of data, while $20 buys you 2GB of data, plus unlimited talk and texts. Check the service out at www.freedompop.com.

     •   Toll-free numbers: All the major telecom companies offer toll-free service at reasonable rates. For example, AT&T charges $15 per month and as little as 5.9 cents per minute for state-to-state and regional long distance, plus it’s possible to have your toll-free calls ring on your cell phone. You’ll find contact information for several telecom companies that offer toll-free service in the Appendix.
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Fun Fact

Want to check to see whether you can secure a memorable phone number for your business, like 1-888-CONSULT? (Sorry, that one is already taken.) Then go to AT&T’s website at www.att.com/smallbusiness/businessPhones/tollFree.jsp, where you can plug in the toll-free number of your choice and check availability.




 



     •   Internet: There are many options when it comes to internet service. Basically, there are five ways to connect. A dial-up connection through an ISP is the least expensive at as little as $10 per month, but it’s also the slowest of the options. A DSL line is faster and will cost about $20 per month for basic service. Broadband, which is offered through your local cable TV company, is lightning-fast and fairly reasonable at about $30 a month on top of your regular cable TV bill. Finally, if you’re willing to dump your terrestrial connection, Broadband high-speed satellite internet service is an option if you’re in an area that doesn’t offer cable broadband or DSL (especially if you’re in a rural area). You will need clear access to the southern sky to be able to receive the satellite signals. Two services to investigate: dishNET, which offers entry-level service starting at $40 per month; and HughesNet, which starts at $50 per month. Installation costs vary by region, and a $100 to $150 service activation fee applies.

Vehicle

Even if your consulting practice keeps you in your home office most of the time, eventually you’ll have to hit the road to meet with prospects, oversee projects or events, or schmooze with clients over lunch. For this reason, a well-maintained vehicle is a must. The good news is that you can depreciate the cost of your vehicle when you file your business tax forms. The bad news is, only the percentage of the vehicle that’s actually used for business can be depreciated. So if you’re also using your car or other vehicle for family transportation or other personal use, you’ll have to keep careful written mileage records. Alternately, you can use standard mileage rates to calculate the cost of operating your vehicle for business. In2013, those business miles were deductible at a cost of 56.5 cents per mile. For guidance on depreciation and standard mileage rates, check out IRS Publication 946, How to Depreciate Property; and Publication 463, Travel, Entertainment, Gift & Car Expenses, which can be downloaded from the IRS website at www.irs.gov.
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Beware!

The biggest mistake new consultants make is falling into the trap of “too much too soon,” says Elizabeth Knuppel, a communications consultant in Durham, North Carolina. “Don’t overinvest in infrastructure, such as an office space, furniture, or a fancy flash-animated website, before you’ve earned a single dollar in revenue,” she says. Instead, keep your costs as low as possible.






While you don’t have to drive a dark-colored, conservative sedan to make a good impression, keep in mind that many family vehicles (like the family minivan with Cheerios strewn around the back seat, or a mud-splashed pickup) may not send the message that you’re a serious consultant who can be trusted with your clients’ important work (and consulting dollars). If you can’t afford to buy or lease a new vehicle, at least keep the one you own clean, both inside and out, at all times.
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Smart Tip

If you prefer to keep your personal mail separate from your business mail, a post office box or a box at a mailing center like Mail Boxes Etc. is a great idea. Rental prices vary by location, but you can expect to pay about $20 to $30 a month..




 



The Bottom Line

If you’ve been entering your estimated costs on the startup expenses worksheet on page 66, you’ll have a pretty accurate idea of how much capital it will take to launch your new consulting business. It’s likely the costs will be modest and you’ll be able to finance that startup with personal savings, the way both Susan Bock of California and Merrily Schiavone of Delaware did. But if you think you’re going to need a little financial help, it’s not too soon to start the financing crusade. See Chapter 13 for additional tips on how to obtain financing.


 




Sample Office Equipment and Supplies Expenses
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Office Equipment and Supplies Worksheet
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Sample Startup Expenses
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Startup Expenses Worksheet
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7

Help Wanted

When you first open the doors of your consulting practice, you may be able to handle all the operations by yourself. But as your business grows, you may need help handling administrative details or completing the actual consulting assignments. So as painful as it might be (from a financial standpoint, at least), it might be time to hire some helpers. Think of it this way: Do you really have the time to stuff 1,000 brochures into envelopes and affix mailing labels and postage? Can you afford to spend time filing proposals or updating your prospect list when you could be using that time more effectively marketing your services—and signing up new clients? If not, then you’ll need to bring some help onboard.

There are many benefits to farming out some of your day-to-day responsibilities:

     •   You save time and money better spent on consulting work. By having someone concentrate on the more routine office tasks (opening the mail, filing, answering phones, etc.), you can focus all your efforts on recruiting new clients. After all, would you really want to lose a $500-per-day client because you were too frugal to hire someone to take those brochures mentioned earlier to the post office, or run to the office supply store for legal pads?

     •   You don’t have to worry about being away from the office. If you’re a one-person operation, it’s hard to be on the road marketing your services if you’re worried about clients getting your voice mail. And while you certainly can field those calls by carrying your cell phone with you wherever you go, the files or other information you need might be back in your home office. You’ll seem more responsive to clients’ needs if you can have your assistant respond immediately to requests, even when you’re away.

     •   You have someone who can offer feedback. If you’re an extrovert or someone who thrives on social interaction, you might find it pretty lonely to work by yourself all day, every day. The right employee can provide the human interaction you need, while offering another perspective, providing feedback, and proposing new ideas, all of which can be energizing and stimulating.

A Helping Hand




Since keeping your operating expenses low when you first begin a new business is always advisable, you probably shouldn’t put a regular employee on your payroll in the startup phase. Instead, consider using a virtual assistant service for your temporary administrative needs. Such services are easy to find in the Yellow Pages or by searching on WhitePages.com. Rates for administrative tasks depend on a variety of factors, including how large or small the virtual assistant service is and what types of services it provides. But don’t select a virtual assistant service just because it happens to have the lowest prices in town. Instead, ask for references, preferably from other consultants who have used its services, as well as other small-business owners.

A person from a virtual assistant service doesn’t work directly for you; usually he or she is an employee of or an independent contractor working for that service.


 




Temp Talk

There are several advantages to hiring temporary employees to help out when you’re in a crunch:

  [image: ][image: ]  You can have temporary workers for as long as you want them. They are available to work by the day, week, or month, and you set the start and end dates to suit your project and budget.

  [image: ][image: ]  You can avoid the headaches involved in the hiring process. Just pick up the telephone, and call the employment agency, and everything will be taken care of for you.

  [image: ][image: ]  You don’t have to worry about employee-related expenses, such as taxes, Social Security, and workers’ comp. The temp agency pays them.

  [image: ][image: ]  You pay only for the hours the temps work. Vacation time, personal days, and sick time are all the responsibility of the temporary agency.




 



Today, such administrative people most likely will work off site in their own home office. If you do need someone to work on site with you, you should be able to arrange that, too, but this is likely to result in additional fees.

Another viable option is to bring in a temporary employee. While this option is somewhat pricey, this is sometimes the best solution, especially if your consulting business is seasonal. In addition, when you hire a temp, you don’t have to worry about laying someone off when business slows down, plus the next time you need help, you’ll have an experienced person you can call on.

Another type of employee who should be mentioned here is the independent contractor (aka freelancer or—yes!—consultant). This is a person who also is not on your payroll, but represents you and handles your work as though it’s his or her own. In exchange, you pay the freelancer either an hourly wage or a salary. You’re not obligated to offer benefits, nor do you pay employment taxes, withhold FICA and other taxes, or pony up for workers’ compensation insurance.

If you go this route, beware: The IRS has strict definitions about the difference between an employee and an independent contractor. To make sure you don’t incur any penalties due to misclassifying your freelancer, visit irs.gov and type “independent contractor vs. employees” in the search window. You should also download a copy of Publication 15-A, Employer’s Supplemental Tax Guide from the IRS website at www.irs.gov

The Hiring Process




Temporary employees and independent contractors can be a big help, but the day will come when you’ll need to hire someone on a permanent basis. Basically, you need a perfect employee who shows up for work early, works hard, stays late, and doesn’t worry about overtime or comp time, right? Wrong. To begin with, there’s no such thing as a perfect employee. And that’s OK, because a perfect person would probably drive you nuts anyway. What’s important is that you find the right person for the job, and the way to do that is screen prospects carefully, then choose wisely.

The first step toward finding the right person for your business is to draft an accurate job description that covers all the duties your new employee will handle. When creating the job description, be sure to:

     •   Decide how many hours a week your new employee will work. You may find that at least in the beginning of your venture into employee management, a part-time employee (20 to 30 hours a week) will be sufficient. If you’re really busy, you may need a full-timer (35 to 40 hours a week) right out of the box.

     •   Specify the job title. Titles may not seem important to you, but to some employees, a title is worth as much as the money they’re getting paid. For example, consider the title “administrative assistant” vs. “administrative associate.” Even if the pay and the duties are the same, the “associate” title gives the employee a feeling of importance and ownership.
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Beware!

It’s usually not a good idea to dive into your pool of friends and relatives for potential employees. If you hire them and they don’t work out for some reason, you not only lose an employee—you also lose a friend or you alienate family members.




 



     •   Outline the specific responsibilities the employee will handle. If you don’t include everything upfront, you may run into trouble down the road.

     •   Specify the educational experience required for the job.

     •   Define additional work-related experience required.

     •   Specify to whom the employee will report.

     •   List special physical requirements, if any. For example, if your office regularly receives boxes of books that weigh more than 40 pounds each, indicate that the employee must have the physical strength to lift them.

Screening Applicants

Once you place an ad or let friends and business associates know you have an opening, the resumes should start arriving right away. Although an impressive resume may lead you to believe that a candidate is definitely the one you want to hire, be cautious. It’s easy for job applicants to make themselves look better than they really are through well-crafted resumes. This isn’t to say that most people lie on their resumes—in fact, the Hire Right 2013 Employment Screening Benchmarking Report indicated that two-thirds of employers who responded have encountered resume fraud. So as the employer, you need to take be careful and check claims made on resumes. Also, because your time is valuable, you need to weed out those people who aren’t qualified by checking references once you’ve narrowed down the field. If you find applicants who are impressive on paper, give them a call and talk with them for a few minutes. Screening job applicants by phone will save you wasted hours in the long run. Before you make that telephone call, jot down a few notes and questions you should be prepared to ask, including:

     •   Why do you want the job?

     •   Why are you qualified to take the job?

     •   What’s your best quality?

     •   What are your weaknesses?

If after asking those four questions, you still feel the person may be a good candidate for your consulting business, make an appointment for an in-person interview.
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Smart Tip

Check with your local library and bookstore for publications that show you how to write the perfect job description. One to check out: The Job Description Handbook by Margaret Mader-Clark (Nolo Press), an all-in-one resource for companies of all sizes.






Partnering for Success

Having a business partner is similar to having a spouse. In a marriage, you and your partner need to agree on everything, never have any fights about money, and have the same dreams and goals. Since a marriage can never be that perfect, it’s not realistic to expect to find the perfect business partner, either.

Nevertheless, a partnership can be a wonderful thing if the partners have complementary skills, have similar business goals, and are reasonable and willing to negotiate when it comes to job responsibilities and tasks. It also helps if both partners have similar working habits. For example, if one person is committed to working until the job gets done when it’s crunch time on a big project, but the other prefers to hold “business meetings” during happy hour at Buffalo Wild Wings, the friction that will result can torpedo a partnership pretty fast—and that can be detrimental or even fatal to the business relationships you’ve forged with clients. Finally, it really helps if both partners genuinely like each other. You don’t have to be godparents for each other’s kids or pal around outside the office, but the business relationship definitely will be stronger and more harmonious if you enjoy each other’s company, laugh at each other’s jokes, and really want each other to succeed.

To forge a strong relationship, be sure to draw up a written partnership agreement that spells out each partner’s responsibilities and rights in detail, as well as what happens if one partner leaves the company. This document becomes part of the partnership agreement and is the legal muscle you need to make sure each partner lives up to his or her part of the deal, especially if there ever are any minor (or major) misunderstandings about each partner’s role. Additionally, if you don’t have such an agreement and an argument occurs, the laws that govern your state will take precedence when settling a dispute—and you definitely don’t want that to happen.

Also, it’s crucial to have a partnership agreement if you and your business associate will not be full partners in the venture. Say, for instance, you’ll have the major responsibility for the business, but there’s a fair amount of work you’re not entirely qualified and/or interested in doing. So you might bring on a partner with a 30 percent stake in the business. Or perhaps one of the partners is a silent partner whose checkbook does more talking than he or she does when it comes to business matters. Either way, your partnership agreement needs to state exactly how many shares in the business each partner owns, as well as how the business will handle the departure of one of the partners, both in terms of finances and workload.
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Beware!

While you never want to start a partnership thinking that one day your partner could decide to pull out, set up shop for him- or herself, and literally put you out of business, the reality is, it could happen. An ironclad partnership agreement with a noncompete clause can put those fears to rest.




 



In a perfect world, you’ll pick the right partner, have the same goals and work ethic, and work together enthusiastically to turn your fledgling business into a huge moneymaker. But if you’re concerned about getting all those things right, you might find it’s better to hire an associate consultant instead who will work under your direction, rather than as a business partner. Just make sure you have a noncompete clause in your contract with your associate so if she or he leaves your organization, they will be prohibited from starting a similar consulting business for a specific period of time. (The standard time period is 18 months.)

The Careers in Consulting website at careers-in-business.com says that the pay range for amanagement consultant associate without a bachelor’s degree is $40,000 to $80,000, with compensation related to the size of the firm and the geographical area in which it operates. A bachelor’s degree drives the range up to $60,000 to $75,000. Both salaries may be too rich for your blood when you start your new business (in fact, you’ll probably be ecstatic to earn that much yourself in the early years). However, if you can swing the salary, good places to find an associate are professional associations, industry newsletters, and colleges and universities. Look for enthusiasm, critical thinking, and time management skills, and make sure the candidate is a fast learner.

Anteing Up

Although it’s not necessary to divulge to your candidates how much a job pays at the first interview, it’s definitely something you need to decide before you call in the reinforcements. Obviously, if you’re hiring someone who will have a great deal of responsibility, like an associate who has almost as much responsibility as you do, he or she should be paid more than the person hired to open the mail and answer the phone. By the same token, a full-time associate who has a higher level of responsibility should probably be hired as a salaried rather than an hourly employee—not so you can milk that person for a lot of overtime without pay, but because that’s the more professional way of paying a valued employee.

Coming up with an equitable pay scale can be tricky. According to the BLS (bls.gov), management analysts (aka management consultants) earned a median hourly wage of $37.58 in 2010, the latest year for which figures are available, or $78,160 per year. Secretaries (except those working in the legal, medical, and executive fields) earned $16.66 per hour, while office clerks earned $12.79. Obviously, these hourly wages far exceed the U.S. minimum wage, but you probably won’t want to pay on the low end of the scale, even for the humblest employee. Shoot for a wage somewhere in between the median wages discussed above and the current minimum wage. You can find a list of minimum wages by state on the U.S. Department of Labor’s website at www.dol.gov/whd/minwage/america.htm.

Don’t want to try to guess what’s fair? Then consider calling one of the consultant organizations listed in the Appendix and ask what the average wage is. Chances are, they’ve done surveys and would have that data at hand for specific industries. Alternatively, you could ask other consultants with whom you’re friendly what they’re paying their staff. Most people will be happy to share this kind of information. (Just don’t ask them to divulge client names.) Finally, try a website like CareerBuilder.com (cbsalary.com), where you can find out the average salaries in your area for a wide range of careers.
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Smart Tip

Hiring another consultant as a subcontractor can be a great way to augment or expand the services you offer. Subcontractors can bring specialized skills to the table, which allows you to take on work that you may otherwise not be able to complete yourself.
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Beware!

If you decide to take on a partner, make sure that any checks you write require both of your signatures. This will prevent any surprises when it comes to the financial end of your business.






Fringe Benefits

If you’re really going to do this employee thing right, you also need to consider offering benefits to your new staffer(s). A good benefits package is not only a powerful draw for new hires, but is also a great retention tool. Of course, there’s no denying that benefits can be expensive. Recent figures from the U.S. Department of Labor’s Bureau of Labor Statistics indicated that the average cost of benefits per hour is 29.7 percent, which can be prohibitive for a small-business owner. Your cost is more likely to be around 8 to 10 percent, because you’ll probably offer just the basics. Plus, thanks to the Affordable Care Act, small business owners really don’t have to use health care benefits to attract better, more qualified employees, since everyone now qualifies for health benefits by law.

Benefits typically offered by entrepreneurs in professional fields include:

     •   Group health (in some cases) and life insurance

     •   Vacation and holiday pay

     •   Sick pay

     •   Flexible hours

Other highly desirable benefits include pension plans, profit sharing plans, and Simplified Employee Pension plans. But don’t worry about those particular benefits for now. You’re not likely to offer this level of perks early in your consulting career.

Taxes

No discussion of employees would be complete without addressing the issue of payroll taxes. Employers (even those with only one employee) must withhold several kinds of taxes from employees, including income tax, FICA (aka Social Security), and Medicare. It’s also necessary to keep detailed records about the amounts withheld and when the funds are sent to the IRS (usually on a quarterly basis). For more information about withholding and taxes, pick up a copy of the IRS Publication 15, Employer’s Tax Guide, as well as Publication 583, Starting a Business and Keeping Records. Both are available online from http://www.irs.gov.
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Dollar Stretcher

Check with your local community college to see if there are any student interns who would be able to spend time in your office for a few hours each week. That way you get free or low-cost help, and the student gets valuable hands-on professional experience.




 



Those are just the payroll taxes. As an employer, you also must pay:

     •   The matching portion of the FICA, or Social Security, tax, which in 2013 was 6.2 percent

     •   The matching portion of Medicare taxes (1.45 percent)

     •   State unemployment tax (the amount varies by state)

     •   Self-employment tax on your own earnings (which is the Social Security tax on personal earnings up to $113,700 since you’re self-employed; 15.3 percent in 2013)

     •   Federal Unemployment Tax (FUTA), which pays for unemployment insurance programs (in 2013, another 6.0 percent on the first $7,000 in wages, or just 0.6 percent if you pay state unemployment insurance)

     •   Workers’ compensation insurance (the amount varies by state)
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Bright Idea

It can be hard to keep up with all the changes in employer tax reporting and rates. But the IRS will gladly help. It offers eight publications (including the ones mentioned in this chapter) that cover everything you need to know. For a complete list, go to the Social Security Administration website at www.ssa.gov/OP_Home/handbook, which takes you right to the Online Social Security Handbook.




 



It’s almost enough to make you want to do it all alone, isn’t it? But look on the bright side: If you’re using a minimum-wage staffer, the taxes don’t amount to a lot, and you can recoup the cost by building extra fees into client contracts.


8

Back to School

As you know, one of a consultant’s greatest strengths is his or her knowledge of a particular industry or business. As a result, keeping abreast of changes and innovations in your field is a must if you want to be an effective advisor. One way to do this is by taking classes to update your knowledge, reading publications pertinent to your field, and joining industry-related organizations. Read on for information about the consulting organizations, publications, and certification programs that can help you stay informed and ultimately do business better. You’ll find contact information for each resource discussed here, as well as others, in the Appendix.

Industry Associations




No matter which type of consultancy you’re starting, from information technology to turf grass management, there’s probably an association devoted exclusively to it. Space constraints don’t allow us to delve into a discussion of all those specialized organizations here, so instead, here’s a look at some of the broadbased organizations you may find helpful as you embark on your consulting career.

     •   Association for Consulting Expertise: Based in Maine, this organization promotes the growth of members through collaboration. It offers a mentor program, discounts on memberships and organization events, and more. The annual dues are $125.

     •   Association of Professional Communication Consultants (APCC): OK, so this is one of the more specialized organizations. But communications consulting is such a prominent field that we’re including the organization here. APCC offers a wide range of benefits and resources, including promotional and marketing opportunities, teleseminars, email discussion forums, business tools like sample proposals and contracts, and more. The annual membership fee is $50.

     •   Canadian Association of Management Consultants (CAMC): For our friends to the north, CAMC offers professional development opportunities such as online courses, local workshops and seminars, networking opportunities, a certification program, insurance programs, and more. Annual dues are approximately $499 CAD plus GST.

     •   Professional and Technical Consultants Association (PATCA): The wide-ranging membership of this organization includes independent consultants and principals in small firms in fields ranging from hardware and software engineering to human resources, marketing, management, and other technical and nontechnical fields.

               Three professional reference letters are required with your membership application, and the annual dues are $149. Benefits include monthly networking meetings, professional development seminars, access to the members-only knowledge library and more.

     •   TechServe Alliance: This specialty organization is included on this list because IT consultants are in such high demand. This group offers business tools, including model business contracts, white papers, networking resources, education, discounts on insurance, and an annual conference. Annual dues are $1,350 for businesses with revenues under $2 million, with a one-time initiation fee of $500.

One more organization bears mentioning. The Institute of Management Consultants USA offers many resources for members, including an annual conference, a certification program, a professional development academy, and more. However, you must have at least one year of full-time consulting experience to be eligible for a professional membership, which costs $325 per year with a $50 application fee. You can also join as a guest at no cost to get the lay of the law until you qualify for a professional membership.

Publications and Ezines




Another way to stay current on news, information, events, and trends in the consulting field is by subscribing to industry publications. Some you might consider include:

     •   Consultanting One-on-One: A free weekly ezine from Kennedy Information, a Bloomberg BNA Business, that features an exclusive interview with a consulting industry leader, as well as job posting. Subscribe for free at www.consultingmag.com. Be sure to check out the back issue archive on the site for more 411 you can use.

     •   Consulting Magazine: Sent free of charge to senior-level consultants making the really big bucks (as in seven figures), but you still may be able to qualify before you hit that benchmark. Available digitally, the magazine covers events, thought leadership, industry intelligence, lifestyle issues, and more. Published bimonthly by Kennedy Information. Subscribe (or see if you qualify for that free subscription) at www.consultingmag.com.

     •   Kennedy Consulting Research & Advisory: A free enewsletter from Kennedy Information Inc. with commentary on news concerning the consulting industry. Subscribe at www.kennedyinfo.com/consulting/periodicals/kennedywire.

     •   The Guerrilla Consultant: A monthly newsletter for management consultants. Articles from past issues are available at no charge at http://guerrillaconsulting.com/archive/.
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Dollar Stretcher

You can deduct the cost of professional publications on your business income taxes. Be sure to retain a copy of your canceled check or an invoice paid in full with your tax records as proof of payment.






Certification




Certification from a recognized consulting organization can enhance your reputation and increase your credibility, although in most cases, you must be a practicing consultant for a period of several years (usually five) before you can become certified. You can earn certifications from the Canadian Association of Management Consultants and the Institute of Management Consultants, both of which are discussed above. Capella University also offers a management consulting specialization certification (www.capella.edu).
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Bright Idea

In addition to subscribing to publications relevant to your area of expertise, you need to be a regular reader of publications like The Wall Street Journal, Fortune, and BusinessWeek. They’ll keep you abreast of changes and trends in the business world that can impact your consultancy.






For Further Study




If you prefer to take a more academic approach in your learning, you may be able to start or continue your professional development at the university level. Some universities offer certificates in consultancy through their extended learning or continuing education departments. Among them are American Century University, which offers a management consulting program through its graduate school (acuniversity.edu) and Capella University (capella.edu), which offers a management consulting certificate. You might try contacting your local university or community college to find out if they offer similar programs.

You don’t have to spend big bucks to improve your skills as a consultant or small-business owner. As mentioned earlier, many professional and service organizations offer seminars in various topics of interest to their members, so it pays to keep an eye on their special event calendars to catch their free or low-cost workshops.
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Bright Idea

Pursuing a general business education (or an MBA if you already hold an undergraduate degree) can really give you an edge in your profession. Coursework in marketing, public relations, organizational behavior, and finance can be particularly useful.




 







SCORE!

Imagine a resource that helps you build your business, provides current resources, and connects you with business professionals who can dispense advice and wisdom—and all at no charge. You get all that and more from SCORE, a nationwide association of retired and working volunteers, entrepreneurs, and corporate managers/executives.

This resource partner of the SBA has more than 340 chapters nationwide that offer free one-on-one counseling to entrepreneurs, as well free or inexpensive as online business workshops and webinars on everything from entrepreneurship to small-business taxes, marketing, social media, and more.

“After the workshops, you can grab a counselor and ask specific questions,” says Merrily Schiavone, a Newark, Delaware consultant. “SCORE is just wonderful.”

The organization’s website (www.score.org) also is a treasure trove of information.

It has loads of business resources, including business document templates, a financial management workbook, online workshops, and much more. You need to bookmark this useful website. To contact SCORE, call (800) 634-0245 or email at www.help@score.org.




 




9

Getting the Word Out

Now that you have the basic structure of your new business established (or at least under construction), it’s time to start marketing your services and capabilities to potential clients. After all, if your consulting business has no clients, then you have no business. But you must remember that selling your consulting services isn’t the same as selling a car or a house. In the case of the car or the house, the customer is probably already in the market for one or both of those products. Your job is harder because you’re marketing your services to people who may not even be aware they need those services.

There are a variety of methods with which you need to become both familiar and comfortable so you can get the word out about your business. Here’s a look at some of the conventional methods favored by consultants.

Direct Mail




Direct mail is a powerful way to drum up new business because it’s targeted to exactly the audience you want to reach. You create or rent a targeted prospect list, send your prospective clients a sales letter, brochure, flier, or “lumpy envelope” (discussed later) describing the consulting services you offer, then sit back and wait for the calls to come in. OK, maybe it’s not quite as simple as that. You also must do something to catch the attention of your prospects and pique their interest enough to make them want to call you. Otherwise, your direct mail piece will be just one more piece of junk mail that will end up under the Kit Kat candy wrappers in the “circular file.”

Here are some tips for creating attention-getting direct mail:

     •   Personalize your sales message. Don’t just send a brochure in a plain envelope and hope that the reader will be motivated to open it. Use a mail merge program and address each envelope to the recipient by name. In the same way, your sales letter inside the envelope should be directed to that recipient by name. “Dear Reader” mail is absolutely not acceptable if you want to pique the interest of potential clients.

     •   Put a compelling message on the outside of the envelope. “Free,” “Limited time offer,” and “Act now” are all powerful attention-getters that can induce the recipient to open the envelope. In addition, try mailing your message in something other than a standard #10 white envelope, because that will make the message stand out from the other mailing pieces in your prospect’s mailbox.

     •   Mail a “lumpy envelope.” This is a trick savvy marketers use that practically guarantees that their mail will be opened. The lumpiness comes from a free gift that has been enclosed in the envelope, which can be anything from a pen to a “gift card” good for a few hours of your time so the client can try you out. If at all possible, send a product that relates to your business, like, say, a personalized flash drive if you’re a computer consultant. To find a product that would work for your particular consulting specialty, Google “advertising specialties” or “promotional advertising products.”
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Smart Tip

Affix postage stamps to direct mail envelopes rather than running the envelopes through a postage meter. This makes them look less like junk mail and more like something the recipient actually would want to open.




 



     •   Stress the benefits of your offer, and give all the pertinent details about it in your sales letter. Then make it easy to respond or request information. Give your phone number, fax number, email address, and website URL—and include a postage-paid postcard or envelope, too, so it’s impossible not to get back to you if the interest is there.

     •   Design a snappy, attention-getting piece. Unless you have a marketing or advertising background, you may need help from a professional direct mail writer and/or graphic designer to come up with a sales letter or brochure that will dazzle your readers. Even though it’s hard to part with the cash when you’re launching your business, it’s worth the money to get an experienced writer/designer team to create a provocative mailing piece. Think you’d like to tackle the job yourself? Then see page 87 for a sample direct mail letter and page 89 for a sample brochure.

     •   Don’t be discouraged if you get only a few responses. Believe it or not, a 1 percent response to a direct mail piece is enough to make marketing pros do a little Snoopy dance of joy. Obviously, the more people you mail to, the better that 1 percent will look.

     •   Mail regularly and often. It takes time to establish your consulting “brand,” so be sure to keep your message out there in front of your prospects. In addition, not everyone will be in the market for your services at the moment you contact them, so it’s up to you to keep reminding them that you’re ready and willing to work for them when they are ready.

Identifying Your Target Market

So now you have a great mailing piece and high hopes for landing a lot of lucrative business. Your next step is to identify the right people to whom you should send your marketing pitches.

Back in Chapter 2, you read about how to identify a market for your consulting services. This market should be broad enough to yield plenty of prospects, yet narrow enough to make sure you reach people who really will have a need for your services. Take some time to brainstorm and draw up a list of potential clients. Then start building your mailing list.

The obvious place to start is by compiling a list of names and addresses of every business contact and/or acquaintance you’ve encountered in your professional travels. But in the early days of your new venture, you may find that your network of prospects is rather limited. So you should consider buying a ready-made list of prospects to whom you can send mail or email.
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Beware!

Mailing to the wrong list is the worst mistake a direct mailer can make when prospecting for business. Therefore, make sure you do the appropriate due diligence to identify the right prospect list so you don’t waste money, time, and effort mailing to people who have no interest in your services.




 



Since it’s estimated that there are 50,000 mailing lists available in the United States, the easiest ways to find an appropriate mailing or email list is to go through a list broker One prominent list broker offers access to 200 million consumers (which is nearly two-thirds of the U.S. population). Its list is searchable by important demographics like location, age, and income. To get the ball rolling, you tell the broker how many records you want to purchase, plunk down the cash, and mail or email away.

Because mailing lists are big business, there are many list brokers to choose from. But while you easily can find brokers by searching the internet, you might want to consult a publication like Target Marketing magazine for leads, since that’s where the major (read: reputable) list brokers usually advertise. You also can purchase targeted lists from associations. A good place to start your search is with the Encyclopedia of Associations: National Organizations of the U.S. (GALE Cengage Learning), which has contact information for more than 25,000 membership organizations. Libraries is major cities are likely to have a print copy of this useful resource

When considering who should populate your target market, unleash your creativity. Let’s say your specialty is human resource consulting for small businesses. Clearly, the obvious market for your services would be small-business owners who may not be able to afford their own human resources department. But wait—there are many others who could benefit from your expertise, too. For instance, maybe Local Big Industry (automotive, high-tech, pharmaceutical, and others) is undergoing a transformation due to a slowing or booming economy. So pitch your services to any of the companies impacted by the economic climate, since they may find themselves in a position of having too much work to handle—or they may simply be in need of fresh, outside advice to help them weather the economic storm. Turn every opportunity into a lead and see where they take you.
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Beware!

When you’re building an e-mail contact list, include only those people who’ve given you permission to contact them. In this age of identity theft and Do Not Call lists, people are wary of unsolicited e-mail. Respect prospects’ privacy, and you won’t antagonize them unintentionally and damage your chances of building a future relationship.




 







Sample Direct Mail Letter







September 12, 20xx

Dear Executive Director,

Did you know that in the next 90 days more than $10 million will be donated to nonprofit agencies in Delaware by local foundations? Do you know how to apply for your fair share of these funds?

My name is John Riddle, and I have more than 15 years’ experience as a fundraising professional. I have worked at nonprofit agencies in Delaware, Maryland, and Pennsylvania as a development director, director of special events, and vice president of public relations.

If you need temporary fundraising help for a day, a week, or a few months, call me. As an experienced fundraising professional I can help you meet your fundraising goals by helping you with a plan of action that will work for your agency.

Sincerely,

John Riddle

John Riddle

Fundraising Consultant






Cold Calls




Another way to reach out to prospective clients is through cold calling, which is the process of contacting prospects who weren’t expecting a sales call from you and trying to sell them on your services. Most people absolutely abhor cold calling, and in fact would rather give an oral presentation—wearing a Batman mask—or have oral surgery than pitch their business by phone. But when you’re starting a new consulting business, it’s a good idea to try a mix of techniques to land new business, which means you should put on your Bluetooth or your headset and give it a shot.


 




Brochure Basics

Your brochure should include these five elements:

  1.   Convey clearly what your services are.

  2.   Tell customers why you’re the best.

  3.   Give a few reasons why you should be hired.

  4.   Include some brief biographical information.

  5.   Include some information about who your other clients are.

That’s it. Keep it simple, but do it right. Remember, your brochure represents you in the marketplace, so make sure you polish it before you send it into battle. Your entire consulting career depends on it.




 



There are some ground rules for successful cold calling. First, be prepared to be rejected. It’s nothing personal; it’s just the way things work. Here’s an example. Say you decide on a Monday morning to begin your day by making cold calls to obtain the clients you need to keep your business in a healthy cash flow situation. To get at least one prospect to say yes, you may have to make between 20 and 30 contacts with people who have the authority to hire you.
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Bright Idea

Ask your friends, neighbors, and business associates to save any direct mail pieces they have found interesting and were compelled to open. Start a file and save them, then review the file at least twice a year to generate new ideas that might work for you.




 



Yes, you read that correctly. To get at least one yes, you’ll have to endure an awful lot of nos. Depending on your fee schedule, that figure could be even higher. To increase the chances of getting more yes responses, you must be flexible with your rates. In other words, do whatever it takes to grab that client, even if it means taking less money for the job. After all, that work could lead to repeat business or word-of-mouth referrals, which make that initial reduction in fees a lot easier to accept.

By the way, if you really hate making cold calls, you should know you’re not alone. Merrily Schiavone, a Delaware consultant, is an experienced cold caller who once sold advertising. Yet she, too, dislikes picking up the phone and prospecting for work from people she doesn’t know.


 




Sample Brochure
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Beware!

If you’re planning to use cold calling to solicit consumers for consulting services, you must register on the National Do Not Call Registry at https://telemarketing.donotcall.gov. Fees start at $59 per area code to check your call list against the Do Not Call registry. If you’ll be making business-to-business calls, you can phone away without guilt (or fees).




 



“I prefer to be in a situation where someone knows who I am, which is why I like networking instead,” she says. “With networking, the people you meet typically are ready to request your services, and I get a lot of business that way. But cold calling is a necessary part of doing business that everyone needs to do.”

Next, there are some things you can do to make the cold calling process easier. To begin with, try phoning business contacts between the hours of 6 and 8:30 A.M. A lot of people arrive at the office early to catch up on work before the pressures of a normal day start mounting, so it can be a great time to catch someone when he or she might be more receptive to your sales pitch. Second, practice your pitch, both out loud and in front of a supportive business colleague or friend. Ask for feedback on the effectiveness and sincerity of your delivery, and make adjustments as necessary. Finally, set goals for yourself—say, two cold calls made twice a week. We guarantee that the more you call, the easier it will become—and you might even land some new business along the way.

John Riddle, the Delaware consultant, is a cold calling pro, but he, too, has had to eat some costs to make a sale. When he was working as a fundraising consultant, for instance, he published a series of fundraising newsletters for the nonprofit industry. Every month, the newsletters had just one page of advertising for fundraising products and services of interest to people and organizations intent on raising money for various causes.

Riddle’s usual way of soliciting advertising clients was via direct mail, and most months, he had no trouble selling enough ads to fill the page. But occasionally, he had to hustle and sell those ads by making cold calls.
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Beware!

Be sensitive to what time of day you make cold calls. Never call at dinnertime, and be aware of any difference in time zones. If you’re not sure which time zone you’re calling, plug the area code into an internet browser like Google, and voilà, you’ll know whether you’re calling Michigan or Montana.




 



The most effective pitch he ever made entailed telling potential customers there was only one quarter-page ad left and that the usual selling price for an ad of that size was $400. Then he would floor customers by saying they could name their own price for the space. Some people would pass on that incredible offer, but most could not resist, and the average offer he received for the space was $250 to $350. One potential advertiser offered a mere $25 for the ad space, but when Riddle asked him if that’s all he thought his product was worth, the client ended up making a better offer.
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Dollar Stretcher

Contact publications directed at your target audience to see if they have any special advertising sections scheduled for production in the next few months. They almost always do, and they may have special discount advertising rates. Trade newspapers and journals are the best places to start your search.






The Dark Side of Cold Calling

Still not convinced that cold calling has value? Frank J. Rumbauskas Jr., author of the New York Times bestseller Never Cold Call Again: Achieve Sales Greatness Without Cold Calling (Wiley), agrees with you wholeheartedly. He believes that rather than making those dozens of contacts to get a single appointment with a qualified prospect, you can find better ways to spend your time that reap more rewards and are more appropriate for the twenty-first century. If you’d like to know more about Rumbauskas’ take on cold calling, you can get a free 37-page preview of his book in .pdf form by signing up at www.nevercoldcall.com.


 




Warming Up to Cold Calls

There are a couple tricks you can use to make cold calling a little easier:

  [image: ][image: ]  Prepare a script ahead of time. Write out word-for-word what you expect to say when you get someone on the telephone. Remember, though, that your goal is to get a face-to-face interview and, eventually, a new client. So before you end up stumbling over your sales presentation (either in person or over the telephone), practice it again and again.

  [image: ][image: ]  Be creative in your efforts to reach the decision-maker. Most times you’ll encounter a secretary or administrative assistant who has years of experience turning away cold callers like yourself. But don’t give up. (One of Winston Churchill’s favorite sayings was “Never give up, never give up, never ever give up!” It’s good advice.) To avoid being screened by the secretary, try calling before or after business hours. You may have to call before 8 A.M. or after 5 P.M., but at these times, chances are the decision-makers you’re trying to reach will answer their own phones.






Advertising




Because traditional advertising can be expensive, it’s important to spend your advertising dollars wisely. Jeff Bartlett, a Pennsylvania marketing research consultant, maximizes his advertising dollars by advertising only in the publication produced by an association to which he belongs. “The association publishes what is called the Green Book, which is a directory of research and marketing consulting businesses around the country,” he says. “It has helped me generate new business.”

Other consultants, such as Schiavone, depend on word-of-mouth. “The best form of advertising [for my business] has been word-of-mouth and recommendations from other people,” she says. “I’ve found that being active in organizations like the chamber of commerce generates a lot of leads.”

You may find that all you have to do to get your business rolling is to advertise early in your new career. “When I started out, I wanted to work in the nonprofit field so I initially did some advertising,” says Bill Metten, a Delaware public relations consultant. “But I wasn’t after high-profile clients, and the state is so small that everyone knows everyone else. So now I rely on word-of-mouth to land new business.”

Depending on the type of services you offer, it may be necessary to advertise in specialized trade journals or magazines. Before you spend any money on this, start looking through back issues of professional journals and newspapers related to the fields you specialize in. If you don’t subscribe to those journals or newspapers, visit your nearest university or college library, since chances are good they’ll have them in their collection. Note how many times other consultants have placed those ads. What type of ads did they use? Did they place large display ads? Or did they limit themselves to smaller ads in the publications’ classified sections? Do they use clip art, or are the ads all type? How effective are the ads, in your opinion?

After examining these materials, you can start making decisions about your own advertising efforts. Feel free to adapt the best ideas for use in your ads. Just be careful not to plagiarize anyone else’s work.

In addition to placing ads in the full print run of a publication, you also should consider advertising in any specialty sections that might include a “Consultants Directory” or “Directory of Consulting Services.” (Consulting professionals like Riddle stress that directory advertising is well worth the cost.) To find out if your target publication plans to produce a directory of consulting services, contact its advertising department, and ask for an editorial calendar. Keep in mind, though, that publications can have lead times of as much as six months, so be sure to call for a copy of the editorial calendar no later than August or September if you think you’d like to advertise during the following year.

Another useful though expensive advertising tool is your local Yellow Pages. You’ll automatically receive a line ad (consisting of your company name and phone number) in the Yellow Pages when you install a business phone line, but you might want to consider taking a larger ad in the book.

To determine whether you should advertise, take a look at your local telephone book to see what types of consultants have already placed ads there. Also, when you’re at the library looking through back issues of those professional publications mentioned earlier, browse through some telephone books from other cities (you can usually find a large collection of telephone books in the reference section). Again, take a look at the ads and listings in the Yellow Pages that feature consultants and consulting services. When you first opened a page that listed consultants, did your eyes go directly to the display ads, which are the largest ads on the page? Probably. That’s what a display ad is supposed to do—catch your eye and say “Hey, read me first!” The psychology is simple. By virtue of its size alone, a larger ad will attract more potential clients than a regular classified listing ever will.

There’s another benefit to taking a display ad: People may assume that since you’ve spent extra money on that display ad, you may be more established and even more professional than those consultants who didn’t opt for the large ad. So although you’ll probably want to start with a smaller, more affordable display ad, if your budget permits, you might want to experiment with different sizes of display ads and see which one draws in the most business.

There’s one caveat when it comes to Yellow Pages advertising. There are so many phone companies these days, each with their own directories, that it can be difficult to know which one to choose. “I think the usefulness of a Yellow Pages ad is directly related to geography,” says California trainer and coach Susan Bock. “In a smaller area, it might be useful. But if your area has different service providers and each city has its own phone book, it can be hard to justify the cost of advertising in all of them.”

Newsletters




Newsletters can be an effective tool when it comes to rounding up clients for your consulting business. Through newsletters, you can present news of interest to potential clients and remind former clients that you’re still alive and kicking—and available if they need help again.


 




Anatomy of a Newsletter

A typical newsletter published by a consultant will include:

  [image: ][image: ]  News of importance to the industry: You can collect information from a variety of sources, including magazines, newspapers, professional journals, websites, etc. Just make sure you credit the source of each news item you use.

  [image: ][image: ]  Editorials and opinions: Here’s your chance to sound off on a particular subject related to your consulting field.

  [image: ][image: ]  Tips for success: Tell your readers how they can do their jobs better.




 



OEBPS/images/beware.jpg





OEBPS/images/bright.jpg





OEBPS/images/smart.jpg





OEBPS/images/dollar.jpg





OEBPS/images/f0066-01.jpg
Item

Estimated Cost

Office Equipment, Furniture, Supplies

Business licenses

Phone (line installation charge)

Employee wages and benefits (first six
months)

Startup advertising

Legal services

Insurance (annual cost)

Membership dues

Publications (annual subscriptions)

Online services (broadband)

Website design

Web hosting, domain name (annual
cost)

Subtotal

Miscellaneous expenses (roughly 10%
of total)

Total






OEBPS/images/f0064-01.jpg
Estimated Costs

Office Equipment

Computer/Printer

Software

Microsoft Office

Intuit QuickBooks

Surge Protector

Multipurpose Fax/Scanner/Copier

Copy Machine

Digital Postage Scale

Phone.

Cell Phone

Answering Machine

Office Fumniture






OEBPS/images/f0089-01.jpg
nside Flap Back Cover Front Cover

L RS MARKETING

GOES 0 WORK 45 YOUR MARKETING/

ADVERTISING
CONSULTANTS

‘& Project Plamer
‘o Document Desiger

* Wiitr

o st

‘o Publicity Patner

‘o Quality Asurance Team

“Reach For The Stars*
W will be thee fo you!






OEBPS/images/f0051-01.jpg
Type

Required

Annual Cost

General Business Liability

Equipment

Property (Casualty)

Business Interruption

Errors and Omissions

Workers’ Comp

Yes

Health

Disability

Life

Other

Total Annual Costs






OEBPS/images/line4.jpg





OEBPS/images/f0063-01a.jpg
Desk $80 $300
Chair $50 400
File Cabinet(s) 40 s80
Bookcase(s) $70 $140
Office Supplies

Business Cards 35 53
Brochures 185 $185
Letterhead, Envelopes $130 $130
:\/tucsjceﬂaneeus Supplies (pens, folders| 50 550
Printing/Copier Paper $35 535
Extra Printer Cartridges 530 585
Extra Fax Cartridges S35

Copier Toner $100

CD-RW Discs 15 sis
Mouse Pad $10 10
Total $1,965 53980






OEBPS/images/f0064-01a.jpg
Desk

Chair

File Cabinet(s)

Bookcase(s)

Office Supplies

Business Cards

Brochures

Letterhead, Envelopes

Miscellaneous Supplies (pens, folders,
etc)

Printing/Copier Paper

Extra Printer Cartridges

Extra Fax Cartridges

CopierToner

CD-RW Discs

Mouse Pad

Total






OEBPS/images/9781613082676.jpg
Entrepreneur

Start Your Own

GONSULTING
BUSINESS

Entrepreneur Press and Eileen Figure Sandlin






OEBPS/images/Cover.jpg
‘Everything You Need to
St st Bt
ath Edition

Consulting
Business

jI—
STEP-BY.STEP
STARTUP GUIDES






OEBPS/images/f0065-01.jpg
Retail Management,

David Jones &

e Consultants Associates
Office Equipment, Furniture, Supplies| $1,965 $3,980
Business licenses $30 $30
Phone (line installation charge) S40 $80
;r:zl]zz}et;:;/ages and benefits (first 42500

Startup advertising $250 $500
Legal services $200 $900
Insurance (annual cost) $1,500 $2,500
Mempbership dues $300 $500
Publications (annual subscriptions) $60 $300
Online services (broadband) S40 $40
Website design $1,000 $3,500
XZEB hosting, domain name (annual <60 <60
Subtotal $5,445 $14,890
:\g\;cslfltagtea(]))us expenses (roughly $sa5 $1500
Total $5,990 $16,390






OEBPS/images/f0089-01a.jpg
Inside Spread

ABOUT US

LRS Narkeing . s ounded i
[ "
mating nd adeisng e

Siceis ouning i 196 LR M-
Keting s endevced 0 pgrading
thecqalyof aritinga aers
ingin 8 ighy oot e

When o bie LR S Vet
o irig a edy-made e of
secalists thatcn ke it
ence i your business. Al he com
ponens e et marag:
e copy s, edor, mtia and
advriing ol

Vel eernce and allofus e
et fun o vork i

LetLRS ket asit
soinallhe s of
‘makeing our conpny
crprous

WHAT WE DO...

P re—
confortd suaction ot
o, e e et
wdaberisngitas
g proral .
s T Wehomein-
| R whodineen apatof e
plaingioprie o with e -
| tmtonyou dsere RS Mtkelg
protids bl seree o ooy
N T———
e your s, Velae coaily
ozl il o e s
Sonal spcch Thee qalics -
esayocrete e et pan

Project Planning And
Management

Wepln our coments e e
audence s dfe 5 o, g
e cutes, desgnthedocumen 5
vl and b e gt

Writing

LRS Marking i e,
e, onmports e
mens, i he il ndsends
it o the priner
Editing
Veatthetior
nsitersy, sy
anduabiiy RS
will st
prepaingourart
otk and nkegratng i wihyour st
Quality Assurance

LT ———
andcomypeanss

[r—






OEBPS/images/f0063-01.jpg
Retail Management|  David Jones &
Consultants Associates.

Office Equipment
Computer/Printer 9550 $1.100
Software
Microsoft Office 9500 $500
Intuit QuickBooks $200
Surge Protector $10 $20
Multipurpose Fax/Scanner/Copier 100
Copy Machine 180
Digital Postage Scale $40 $40
Phone $90 150
Cell Phone 40 $100
Answering Machine $25

Office Furniture






OEBPS/images/bull.jpg





OEBPS/images/fun.jpg





