
those qualities and who is really 
qualified to run your business.  

Transferring assets-this is the 
process of transferring your wealth 
from the business to any desig-
nated family members etc. The 
beneficiaries may be different 
from the people to whom you have 
decided to transfer power, so this 
will require explicit instruction and 
planning.  

If you would like more information, 
feel free to contact us. We can 
assist in a smooth transition to 
retirement.  

You may have plenty of thoughts 
about how you will spend your 
retirement...visits with the grand-
children, a trip across country, 
days on the golf green. But have 
you thought about your business?  

Did you know that barely 30 per-
cent of family businesses survive 
into the second generation and 
fewer than 15 percent of them 
endure into the third? A lack of 
solid vision and succession plan-
ning will prevent your business 
from making it into that 30 per-
cent. It’s important not to see your 
retirement as an event but as a 
process that your business must 
go through.  

Typical succession plans have two 
important elements to consider: 

Transferring power-consider who is 
best suited to have control over 
and make decisions about how 
your business operates. While you 
may want your family members to 
receive the wealth concentrated in 
the business, you may not have a 
family member who is qualified or 
who wants to run your business. 
Identifying someone who can run 
the business and continue your 
vision is not a decision to be left to 
happenstance or successful 
schmoozing. Exercise care and 
consider what qualities make a 
good leader, who demonstrates 

Succession Planning Doesn’t Have to Be a Disaster 

4 Elements of a Strong Sales Letter 
Communication is a critical compo-
nent of any sales program. And 
even in the Internet age, a strong 
sales letter still makes an impact 
when written correctly. There are 
four characteristics of a successful 
sales letter: 

1. Has an offer or a product de-
scription that grabs the reader’s 
attention. Use the subject line of 
an email or open with a headline 
in different typeface, font or color 

to grab your readers’ attention.   

2. Lets customers know what you 
can do for them and keeps them 
interested in the details. Use bullet 
points or highlight the benefits of 
your offering. 

3. Illustrates the benefits of the 
product explicitly and features 
testimonies from real users of the 
products. Always ask permission to 
use customer feedback in your 

promotions. Whenever possible, 
site the customer name and any 
pertinent information. 

4. Contains a strong call to action. 
Be clear about how the customer 
can get in touch with you.  

Consider 2 letters and place a 
code to track which one gets the 
most responses.  
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Special points of 
interest: 

� Here are just some of the 
business issues we can help you 
with:  

� How to work ON your business, 
not IN it—following the E-Myth.  

� What it takes to create the 
perfect turn-key operation.  

� How to develop your essential 
business skills. 

� How to create the ideal market-
ing plan. 

� How to build a business that 
works by itself.  

� How to get extraordinary re-
sults from ordinary people.      
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Keeping your financial records 
up to date won't be a problem if 
you do what is necessary on a 
regular basis. The following 
checklist outlines the tasks re-
quired to maintain accurate ac-
counting records. 

Daily: 

1. Total all cash on hand. 

2. Record income. Enter a sum-
mary of sales and cash receipts 
in an income ledger. 

3. Record all payments made by 
cash or check. 

4. Enter deposits in your busi-
ness checkbook to keep the 
balance current. 

5. Record inventory, adding any 
new items received. 

Weekly: 

1. Review accounts receivable, 
and take action to collect . 

2. Review accounts payable, 
remembering to take advantage 

of discounts. 

3. Prepare payroll. (Records 
should include name and ad-
dress of employee, Social Secu-
rity number, number of exemp-
tions, date ending the pay pe-
riod, hours worked, rate of pay, 
total wages, deductions, net pay 
and check number.) 

4. Deduct items sold from inven-
tory, adjusting records to reflect 
the week's sales. 

messages to the well-trained 
salesperson. Train your team to 
pay attention to nonverbal clues 
of displeasure and pleasure. 
These are opportune moments 
to relieve customer concern or 
excite them.  

Some nonverbal clues worth 
watching: 

Closing a deal is an art. Make 
sure your sales team asks a 
closing question and does not 
just end with a script or presen-
tation. This gives your customer 
a sense of authority. Remind 
your sales team to wait for the 
answer before closing. Prospec-
tive customers send important 

Touching or handling the prod-
uct. Testing or trying the product  

Smiling, laughing or becoming 
more relaxed and friendly 

Increasing eye contact with the 
salesperson  

 

Some Basics for Keeping the Books 

Is It Time to Hire Some Help?  

personal life.  

You have trouble meeting dead-
lines.  

You lack the expertise to do it (i.e. 
bookkeeping or advertising).  

Your health is adversely affected 
by workload.  

Your relationships are strained.  

You frequently hire independent 

contractors to complete certain 
tasks.  

You consistently decline work 
that you cannot handle.  

You are preoccupied with menial 
tasks, such as typing and an-
swering phones.  

Knowing when to hire is just as 
critical as knowing whom to hire. 
While small businesses can be 
reluctant to hire additional help, 
it’s critical to hire help when you 
can no longer keep up with your 
business’ rate of growth.  

You need to hire help when: 

You are unable to balance the 
demands of your professional 
life with the demands of your 
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“I have learned the 
novice can often see 
things that the expert 
overlooks. All that is 

necessary is not to be 
afraid of making 
mistakes, or of 

appearing naive.” 
-Abraham Maslow 

Closing a Sale 



Do the following exercise, guar-
anteed to raise an eyebrow. 
There's no trick or surprise. Just 
follow these instructions, and 
answer the questions one at a 
time and as quickly as you can!  

Again, as quickly as you can but 
don't advance until you've done 
each of them. No PEEKING 
ahead.  

Think of a number from 1 to 10  
Multiply that number by 9.If the 
number is a 2-digit number, add 

the digits together. 

Now subtract 5.  

Determine which letter in the 
alphabet corresponds to the 
number you ended up with 
(example: 1=a, 2=b, 3=c, etc.) 

Think of a country that starts 
w i t h  t h a t  l e t t e r .  
Remember the last letter in the 
name o f  tha t  coun t r y .  
Think of the name of an animal 
that starts with that letter.  
Remember the last letter in the 

name of that animal. Think of 
the name of a fruit that starts 
with that letter. Are you thinking 
of a Kangaroo in Denmark eating 
an Orange?  

If not, you're among the 2% of 
the population whose minds are 
different enough to think of 
something else. 98% of people 
will answer with kangaroos in 
Denmark . 

ideas, better relationships and 
stronger services. Establishing 
policies and procedures is the 
first step to managing conflict. 
Take some time to consider how 
you want to handle challenges 
from and within your team. Do 
you have an open door policy 
where team members can talk to 
you about their concerns? 

Another key to successful man-
agement lies in managing con-
flict. Conflict is an inevitable part 
of business and the workplace, 
but it doesn’t have to be crip-
pling. A measure of an organiza-
tion's success is the degree to 
which conflict can be exposed 
and the energies associated with 
it channeled to develop good 

Clearly communicate your phi-
losophy and policies around 
conflict. For example, you may 
welcome differences of opinion 
about work-related issues but 
not tolerate gossiping, insulting 
or attacking verbally someone or 
their position. Be sure to discuss 
this with your team.  

Brainteaser  

What about Conflict? 

A Purchasing Plan for Successful Inventory 
Management 

chases.  

Your purchasing plan should 
account for the depletion of the 
inventory.  Before making a deci-
sion about the level of inventory 
to order, determine how long the 
inventory you have in stock will 
last.  

A good purchasing plan details: 

� When commitments should be 
placed 

� When the first delivery should 
be received 

� When the inventory should be 
peaked 

� When reorders should no 
longer be placed 

� When the item should no 
longer be in stock 

 

Well-planned purchases affect 
the price, delivery and availabil-
ity of products for sale. That’s 
why having a buying plan is criti-
cal to your business’ perform-
ance.  

Successful inventory manage-
ment demands that buying plans 
be formulated early enough to 
allow for intelligent buying with-
out any last minute panic pur-
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"Management is 
about arranging and 
telling. Leadership is 
about nurturing and 

enhancing." 
-Tom Peters 
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you may have noticed or worked for compa-
nies who routinely change their identity. 
That’s a bad sign…a sign that they don’t 
know who or what they are about.  

Always remember, first impressions play a 
major role in the decision-making process. 
Projecting a clear, strong, well-designed vis-
ual identity is essential. 

Your logo and corporate image should reflect 
your industry, your business’ personality and 
your mission. For example, a lawyer would 
not likely reference a smiley face in their 

logo, but an underwear company might.  

Companies in direct contact with consum-

Are logos really all that matter or is it the 
service and product? It would be easy to say 
that your corporate identity has less to do 
with logos and graphic arts than with quality 
of service. But remember, your logo IS your 
corporate identity. It’s what people identify 
with your company, so it’s important and 
complex. 

Simply redesigning a company’s corporate 
image can run into millions when you include 
repainting the livery on company vehicles, 
replacing signage on buildings and redesign-
ing and replacing corporate uniforms. And 

A Logo: Why Does it Matter? 
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ers should express a bolder and more excit-
ing image if they want to stand out from the 
crowd. Virgin Airlines, Gap and Fosters are 
good examples of companies who employ 
such tactics. 

Your company identity should be part of your 
business plan so that the image that you 
project represents the type of company you 
operate. If your business caters to high-end 
clientele, then your image should reflect that. 
If you serve the bargain hunter, having an 
expensive appearance may drive your target 
consumer away. Businesses that promote a 
sense of fun should do so in their logo as 
well.  

About Our Consulting Services   
We are not your ‘average’ accounting firm.  
Far from it.   
 
We are members of the Principa Alliance, an 
international network of consulting account-
ants.  
 
So when you work with us to improve your 
business you're gaining access to a global 
knowledgebase and a wealth of consulting 
experience that is much more powerful than 
any one firm could offer. 

Combining our knowledge of your business, 
the personal relationship we share with our 
clients and the consulting tools, support and 
networking power of the Principa  

Alliance, we can help you achieve more with 
your business than you imagined possible. 

Our goal is to help you build a stronger, more 
profitable business and enjoy a higher quality 
of life as a result.   
 
We can do so much more for you than just 
‘keep the score’.    
 
Contact us today to discuss how we can help 
you build a business that delivers on its 
promise. 

www.odellcrosscpa.com 


