Book:  The E-Myth Revisited (1995)

Author:  Michael Gerber

Date:  September 1/01

10 Key Concepts:

1. Why most small business don’t work and what to do about it.

2. Stats – every year over 1 million people start a business – at the end of one year 40% will have failed – within 5 years 80% will have failed – 800,00 – within 5 or more years 80% more will have failed leaving 40,000
3. Ideas as to why they fail

· E Myth – the real reason people start business
· Turn-Key Revolution

· Business Development Process

· The latter two linked

4. Fatal Assumption – if you understand the technical work of business, you understand a business – the two are totally different
5. Three Roles of a person going into business

· Entrepreneur -  creative personality – visionary – change agent – engineer chaos into harmony – the futurist
· Manager – pragmatic – lives in the past – planner, creates order
· Technician – is the doer – lives in the present, loves the feel of things and the fact they get done - methodologist
6. Typical Business – 10 % E, 20% M & 70% T
7. Phases of Business – Infancy, Adolescence, Maturity
8. If your business depends on you, you don’t own a business

9. Entrepreneurial Intention – a true passion for the transformation process will call for: accessing new skill, new understanding, new knowledge, new emotional depth, new wisdom
10. The key is to plan, envision and articulate what you see in the future both for yourself and your employees.  Writ it down! The plan begins to shape the reality = the sign of a mature company.
11. A mature business know how it got to be where it is and what it must do to get where it wants to go. 
12. Entrepreneurial Perspective – have a clear picture of the end in mind, how would it look and act, look and act that way form the beginning.  Model the company from this template
13.  Everyday at IBM – was a day devoted to business development, not doing business.  We didn’t do business, we build one.

14.  Questions the Entrepreneur asks
· How must the business work?

· Sees the business as a system for producing  outside results – for the customer – resulting in profits

· Starts with a picture of a wee-defined future and then comes back to the present with the intention of changing it to match the vision

· Envisions the business in its entirety, which is derived from its parts

· Is an integrated vision of the world

· The present –day world is modeled after his vision

15.  Entrepreneurial Model
· less to do with what’s done, and more to do with how it is done and the way it is delivered

· How will the business look to the customer and stand out from the rest

· The business starts with the customer for whom  the business is created

· the business is the product
16.  Turn-Key Revolution
· the ultimate balanced model of a business works – the franchise phenomenon

· the true product of the business is not what it sells, but how it sells it….the business itself 

· a systems dependent business, not a people dependent business

· where 80% fail in the first five years, 75% of franchises succeed – due to the franchise prototype

· system become the solution & training = key

· thus turn-key operations

· the system isn’t something you bring to the business.  It is something you derive from the process of building a business

· it differentiates from every other business

· Your business is not your life – it is to serve your life
· Work ON your business, rather than in your business
17.  The Franchise game rules
· the model will provide consistent value to your customers, employees, suppliers, and lenders, beyond what they expect

· the model will be operated by people with the lowest level of skill

· the model will stand out as a place of impeccable order

· all work in the model will be documented in operations manuals

· the model will provide uniformly predictable service to the customer

· the model will utilize a uniform color, dress and facilities code

18.  What is value? What people perceive to be.

19.  For ordinary people to do extraordinary things needs a system to compensate for the disparity
20.  Develop those tools and teach people how to use them

21. Order says = people know what they are doing, this place works, trust in the future and now, the structure is in place

22. Operations manual – this is how we do it here

23.  The business must act uniformly – act orderly – absolute consistency to the experience

24. Colors and shapes of your model – make or break your business

25. Colors must be scientifically determined and then used throughout your model – becomes a package

26. A programmed approach to learning what needs to be learned about your business in order to climb – Business Development Process

27. Separate yourself from how you think, feel, and work in your business

28.  Business Development Process = 
· Innovation
· Quantification 
· Orchestration.

29.  Creativity thinks up new thins, Innovation does new things.  Where business is the product, how the business interacts with the customer is more important than what it sells.  Wear – blue suit, pin with red in it, white shirt, black polished shoes….sells more

30.  Touch people on the arm softly

31. What is the best way to do this…..

32.  Determine how many people come through the door – before innovation – how many bought products and what was the dollar value – implement innovation and repeat the process.  Count the number of people who purchase – determine the average value of sale… determine if there was an improvement

33.  Quantify everything – How many do you see each day… How many in the AM.. PM.. How many call each day… call to ask for a price… how many purchase something… how many bought what product… at what time of the day… how many sold each week

34. Integrate your innovation – becomes a standard – mastery – teach it

35.  The master know the process of growing, of change, of transformation, is always moving, never still

36. Process is a metaphor for personal transformation

37.  Business Development Plan = 
· Primary Aim – what do I value most & how do I live it?

· Strategic Objective – what your business has to do for you

· Organizational Strategy
· Managerial Strategy
· People Strategy
· Marketing Strategy
· Systems Strategy.

38.  Strategic Objective
· money

· an opportunity worth pursuing

· What’s my business???

· What feeling will my customers walk away with? – order, power, love?

· People buy feelings.  How your business anticipates those feelings and satisfies them is your product

· Who are my customers/ - Demographics – science of marketplace reality – the who… Psychographics – science of perceived market reality – why your customers buy from you

· Other standards and questions
39.  Organizational Strategy
· organizational chart

· create operating manuals for each position and position contracts
40.  Management Strategies
· designed to produce a marketing result

· consistent

· beyond customer expectation i.e. match, mint, coffee and newspaper

· in an operating manual

41.  People Strategy
· Your whole approach need to emulate your primary aim

· The “how” is critical

· The idea behind the work is more important than the work

· Rules and logic of the game
42.  Marketing Strategy

· know the demographics and psychographics of your customer

· lead generation, lead conversion and client fulfillment
43.  Systems Strategy

· 3 kinds – hard – inanimate, soft – animate, ideas and informative – reports and Cashflow
· powerpoint system – p.239

· powerpoint sales process – p.240

· Reporting

“Meaning is the product of caring.”

