Building Your Business

Keep Up the Work — Even in Tough Times

By Chris Mahimann

uilding your business is one key job requirement of

leaders in any company, every day, regardless of

what the economic times hold. It is easy to get

buried working in your business and not spending
enough time working on your business. While you can get
away with that during the best of times, it can really hammer
you during the more volatile economic conditions we are
experiencing right now.

That does not always mean you should use the exact same
methods you would if you were going through periods of
strong growth and prosperity, but think of it this way: If the
plan you need to follow during tough times is that different,
that should tell you that the plan you were following in better
times was likely not the best plan anyway.

If you are building your business on very sound, proven,
common business sense and consistent, well-executed plans,
they should be providing your company with a positive return
in good times as well as during those more challenging
circumstances. Sometimes a rough patch will be the difficult
reminder that a concrete growth plan is not already in place

for your company, and times like these
are when you could use it the most.

Don't let that be a reason not to
start. Begin the steps to build your way
back to the kind of success you want
to see in your business. Have a plan
that drives you now and also helps you
to make the best of the best times. It
will help you weather the inevitable
changing fortunes that your company
will face in the future.

Chris Mahlmann

Backwards principle

Every business owner since the beginning of commerce (when
caveman marketed sharpened sticks and fire starters) has or will
experience the long-standing mental battle of sales and marketing
strategies they could choose from when their business is going
through a challenging economic environment. Thousands of
companies throughout history, and still today, have made the
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almost predictable, but damaging choice to first cut back on
their marketing.

To many, it is an optional piece of their business plan —
“something we can do when things are going great, but, if
times are tight, let’s pull back there and add it back on when
things are going better.” As any business advisor worth his salt
will tell you, that is exactly opposite of what firms need to be
doing if they want to weather the difficulties and have a shot at
coming out stronger on the other side. Your firm’s marketing
and sales programs, in whatever form they are in, provide the
exposure, connections, education and prospects that feed your
business. This allows you to withstand normal customer turnover
and build upon your company’s base.

If you are already facing tough times due to your customers
pulling back, isn’t new customer growth right at the top of
your list of things to do today?

Focus, improve, innovate

It is, of course, important to focus on those efforts that
provide the biggest bang for the buck to maximize your use of
financial and human capital. These conditions, however, are
the perfect chance to put in place all those programs you have

been meaning to get to, but have not yet tackled. These
include electronic marketing efforts, such as building out your
web site, beginning an educational e-mail newsletter campaign
or adding an electronic component to your print advertising to
help drive some immediate results.
There are personal efforts you can start today that do not
require a ton of time or money:
* Developing or promoting your referral program
* Networking at local or industry events
* Generating some inexpensive public relations
e Calling on some customers you have not dealt with in a while
The results of these programs can provide the resources
for some larger efforts. That gives the company not only the
chance to survive and thrive, but also to step ahead of the
competition, which is more likely than not taking the wrong
but well-worn track and cutting back on its marketing efforts.

INFORMATION LINK

Author: Chris Mahlmann is founder and president of Ideas
in Motion, a Valparaiso company that identifies, designs
and executes plans to grow its clients’ businesses. He
can be contacted at (219) 707-5023 or www.goiim.com
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INDIANA’S LEADING POLITICAL ACTION COMMITTEE
SAYS THANK YOU TO ITS LEADING DONORS:

I Indiona Business for Responsive Government

Torchbearers (more than $20,000)
* Andre Lacy, LDI Ltd.

FOR

* WellPoint, Inc., Andy Morrison
* OneAmerica Financial Partners,

* Barnes & Thornburg LLP, Joe Loftus

Dayton Molendorp and Jerry Semler
* Dean V. White, Whiteco Indstries, Inc.

Platinum Eagles (more than $10,000)

* Doug Bawel, Jasper Engines &
Transmissions Exchange

* BKD, LLP, Ted Dickman

* AT&T, George Fleetwood

* Verizon Communications, Gale Given

* Dick Miller, VRM INVEST

How can I contribute? Contact Mindy Colbert at (317) 264-7538; learn more at www.ibrg.biz
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