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How much do you reflect on the past when planning for the future? While we shouldn’t 

rely solely on previous events in charting our destinies, history has lessons to tell. I find myself 

 

beginning a new school year at Kendall College and also gearing up for my children to return 

to school. I also associate Fall with my helping clients finalize their own plans and budgets for 

the coming year. Go back through your calendar, emails, and files. Create a timeline of key 

 

deliverables and events. Think about how you can take repeating items to a whole new level of 

performance.

 

 

Fall quarter may be on its way, but be sure you are already planning for next spring!

 

 

 

 

 

 

 

Michelle 
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Inside this issue:

 

 

PLAN B CONSULTING

 

MISSION STATEMENT

 

 

To assist nonprofit organizations and 

small businesses across the U.S. to become 

more effective and more efficient  through 

 

practical business planning, resulting in 

meaningful and measurable impact on 

both the organization and its community. 

 

 

 

Consulting

 

We often apply the 

“SMART” acronym 

to goals as a check 

and balance to ensure 

that we have the best 

chance of succeeding. 

Do you remember 

what the acronym 

stands for?

 

 

 

 

S

pecific

 

   

M

easurable

 

      

A

ctionable

 

         

R

ealistic

 

             

T

imebound

 

Similarly, you can be “smart” 

about making decisions. See page 2 

to consider how the acronym might 

apply to planning for and making 

good decisions.
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How can the “SMART” acronym apply to decision making?

 

 

S is for Specific:  

Be sure to properly identify and then work on the right problem or opportunity. Be specific about 

what you wish to accomplish.

 

 

M is for Measurable:   

Consider the quantifiable impacts of various alternatives, understanding all potential conse-

quences, including opportunity costs.

 

 

A is for Actionable:   

Contemplate how you would act in order to mitigate, avoid, or eliminate uncertainties.

 

 

R is for Realistic:  

Don’t take on more risk than you can reasonably handle. Be clear about your tolerance level.

 

 

T is for Timebound:  

Consider longer

-

term effects of today’s decisions in addition to the more immediate effects. 

Also consider the ripple effects associated with your decision.

 

How do you communicate progress and results to your internal and external stake-

holders? Here are some pointers:

 

 

·

 

Tie progress and results to the performance expectations of those involved and/or 

responsible.

 

·

 

Be flexible and supportive regarding emerging challenges.

 

·

 

Keep reports simple and easy to understand.

 

·

 

Consistently report and communicate progress and results regarding timing, content, 

and audience.

 

·

 

Foster an environment of engagement and improvement, not just monitoring and 

evaluation.

 

·

 

Motivate, challenge, and fairly treat stakeholders to strive for the highest gains.

 

 Susan Marx, featured in my 

Be My Guest section this 

month (p. 3), emails out a 

great monthly newsletter on 

various issues related to 

graphic design and business 

needs. In addition, she has 

also been offering a pro bono 

 

opportunity for 501 c(3) 

 

organizations (Gee, where 

did she get that idea? !) This 

is a great way to gain 

 

assistance with logo creation 

and/or other design. Learn 

more by going to:     

 

 

www.susanmarxdesign.com

 

 

Planning Predicaments:    Moving Beyond Making Lemonade

 

A Smart Decision Making Process

 

Communication Corner

 

Online Plug 

 

of the Month

 

     In a 8/24/09 

New York Times 

article by Beth Court and Jennifer Steinhauer 

(“With Dad Laid Off, Finding Ways to Hold On”), we read about the extreme 

measures fathers are taking to bring in alternative income after many months of 

unemployment

—

 scrounging for auto parts in junk yards to be sold on EBay, 

fixing sprinklers for neighbors, etc. I am torn between feeling impressed by the 

creativity being exhibited and feeling frustrated over the lack of better use of 

such valuable human capital.

 

     How do you plan for such circumstances? What would you do to make lem-

onade out of lemons? How far would you go beyond lemonade? As both recent 

and current history teaches us, now might be a good time to brainstorm alterna-

tive income sources, as you just don’t know if or when the shipment of lemons 

will be left at your door.

 

  

 

Where 

planning 

concepts 

meet 

 

reality
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If you’re not sure what pieces are best needed to promote your 

business, a proficient designer will be able to provide recommendations of what would most beneficial for you. She 

can help you decide what pieces to produce to promote yourself now, and what can wait until a later date.

 

Is this person someone I can get along with? 

 

It sounds obvious, but you'll be much happier if you hire someone 

you’ll enjoy partnering with and who exhibits a professional demeanor.

 

 

Dig a little deeper:

  If you have found someone who satisfies the above requirements you are probably set, but just to 

be sure, dig a little deeper with the following situation

-

specific questions:

 

 

 

 

For website projects:  

Does she do both the design and the coding? If not, does she handle the design and work with 

someone who does the web

-

development? What is their business relationship? Finally, how will the web hosting work 

for your website? What will the process be for future changes and updates?

 

 

 

For print projects:  

Does she have printers and/or paper vendors she works with and recommends? It’s great if she 

has a variety of vendors to choose from, since printers specialize in particular projects and price them differently. Is 

she willing to work with your printer if need be?

 

 Is she willing to look at proofs and/or go on a press check?

 

 

 

If you are creating multiple pieces:  

If you’re working on several marketing projects, try to use the same designer for 

all of them. There’s nothing worse than seeing company branding go through different hands and different looks. Not 

only do you want a professional look, you want a consistent look!

 

 

 

Once you choose your designer, the process will go more smoothly if you can articulate what you want. 

The in-

formation you offer your designer will help her target what you want and prevent a lot of wasted time. As much as you 

can, have the answers to these questions ready.

 

•

       

 What is the goal of the particular marketing piece? 

(To improve sales, increase awareness, promote a 

product, etc.)

 

•

       

Who is your target market?

 (The more detail you can provide, the better.)

?

 

�

       

Who are your major competitors?

 

�

       

What is your budget for the project?

 

�

       

Do you have existing identity elements for her to work with?

 (Logo, color schemes, existing brand look, 

style guide, etc.)

 

�

       

What are some design pieces or web sites you like? 

What are some you don稚? (This will give the designer 

an idea of your particular style)

 

�

       

How will you measure success? 

(Increased sales, increased traffic, etc.)

 

�

       

What痴 your preferred final delivery date for the project?

 

 

 

During the process

: Work to adhere to the timeline you have agreed on. That includes your deliverables as well as 

what your designer has promised you.

 

 

 

Conclusion: 

When you are looking for design services, you don't have to know exactly what you need; that's what a 

design professional is for. We will offer specific solutions according the needs you articulate. Your job is to find a pro-

fessional and know how to work with her. Start by gathering candidates. Before making a decision, view their portfo-

lios, ask a lot of specific questions, and discuss your budget. If you're happy with the solutions they've provided other 

clients, comfortable with the way they present themselves, and think you'd enjoy working with them, hire them! 

 

Finally, keep the process flowing by being able to articulate what you want and having your deliverables ready to go.
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Be My Guest!    Susan Marx (continued)

 

Want to talk to Susan Marx Design about your upcoming projects? Contact us at: susan@susanmarxdesign.com
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We conduct scenario planning for our businesses, but when it comes to our personal lives, we just 

hope for the best. But, if we think about the immediate situation, the next year, and perhaps five years 

from now, what might the best case, worst case, and realistic case scenarios look like? If we are 

 

distressed over a health, financial, or other personal issue, considering and actually writing down 

 

possible impacts may sound scary, but it allows us to create a sense of control and to begin to move 

from just worrying about the unknown to brainstorming solutions.

 

 

While we tend to focus on issues of 

worry, don’t forget about the opportuni-

ties ahead that may have already sprouted 

seedlings today. Consider what is going 

well for you right now

—

 how could that 

affect your future? Again, figure out the 

best, worst, and realistic case scenarios, 

 

projecting the possibilities over the next 

year to five years.

 

 

When you put it all together, you can not 

only see the potential future(s), but you 

can influence those futures.
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·

 

Book Banter 

 

Why Johnny Can’t Brand

, by Bill Schley and Carl Nichols, Jr., 

 

 

 

 

2005.

 

 

This business book classic also has lessons to help you, and Johnny, plan.

 

 

*Positioning is key. "Positioning ... is simply your specialty 

-

 the ability, action, or attribute you offer that others 

don't" (p. 18).

 

A single focus helps foster the idea that you are a devoted producer and helps reassure customers that what you do is 

within your strongest area of expertise.

 

*Consider the five elements of selling. Be sure your product is superlative, important, believable, memorable, and 

 

tangible. (p. 20)

 

*What is your dominant selling idea?  It is the "Shortest, leanest, most succinct verbalization, visualization, or 

 

actualization" (p. 58).  Some examples:  "The only one with a Tootsie Roll center", "The best TV picture", "The most 

famous island for SCUBA", "The fastest car", and "The consumer

-

driven health insurance company" (p. 58).

 

*"Consumers' brains differentiate and choose in a way that narrows like a funnel" To satisfy our needs our brains think 

the following way:  industry 

--

> category 

--

> specialty 

--

> #1 in specialty 

--

> your brand name  (p. 60).

 

*Some key questions to ask yourself include:  "What is the company's real specialty? How does the company articulate 

its specialty now? Where does it rank in sales, product quality, and leadership status in its specialty? What's most impor-

tant to customers when they buy? … What sets the company apart?  What does it do that nobody else does, and how 

 

important is that to the market? ... What does the competition do better?  Does the market know it?” (p. 148). 

 

*Who are some key stakeholders to be sure to consult?  Current customers, past customers, prospects you've pitched to 

and lost, target customer groups you haven’t pitched to yet, job recruits, ex

-

employees, current employees, and industry 

observers, such as analysis, press representatives, newsletter writers, government regulators, and investors. Don’t forget 

to consult your current customers, too! (p. 151)

 

Family 

 

Commitment

 

Professional

 

Development

 

Personal

 

Health

 

Personal

 

Fulfillment

 

 

 

Societal

 

Contributions

 

 

A recent LinkedIn 

posting for the 

group Worldwide 

Management 

 

Consultants asked, 

“What is the worst 

that could happen to 

you professionally?”

 

 

 


[image: image5.wmf]Services include:

 

·

 

Training courses in planning and business management

 

·

 

Personal coaching sessions on business performance and management

 

·

 

Assistance in business plan development, update, review, and/or 

 

revision

 

·

 

Customized market research and competitive intelligence analysis

 

·

 

Strategic facilitation of the planning process

 

·

 

Board retreat facilitation

 

See you in 

 

September!

 

 

This newsletter is intended to provide 

useful information but should not be 

construed as legal or financial fact, 

 

advice, or opinion.

 

Plan B Consulting offers practical business planning assistance 

through consultation, facilitation and training. Client services 

 

incorporate interactive collaboration combined with long

-

term 

follow

-

up and accountability.  To obtain a free, no

-

obligation 

needs assessment, call (630) 291

-

2751 or  e

-

mail: 

 

michelledcoussens@yahoo.com.

 

 

·

 

Consider the Opportunities, But Also Opportunity 

Costs

 

·

 

Be My Guest! An article on making room for the 

 

Latino boom in your business plan by Maria 

 

Martinez, Principal and Specialist at America M. 

 

Selections, Ltd., in Integrated Marketing for 

 

Hispanics.

 

·

 

A book review of 

What’s Stopping You? Shatter the 9 

Most Common Myths Keeping You From Starting 

Your Own Business,

 by Bruce R. Barringer and R. 

Duane Ireland, 2008.

 

·

 

And more!

 

Have an idea or comment to 

share? Have a topic 

 

suggestion or planning 

 

question? Send it in! I would 

love to hear from you!

 

 

 

Be My Guest/Reader 

 

Feature

 

Look for this regularly 

 

featured column to introduce 

you to people and their 

 

planning stories. Have a 

 

planning success or horror 

story? Have some tips for 

others? I would love to 

 

feature you. If you are 

 

interested in being  included 

in a future newsletter, let me 

know if you would like to 

write a guest column or be 

interviewed.

 

Coming in September...

 

 

Know someone who would like to 

subscribe to this newsletter? 

Forward a copy to them.  They can 

then email 

michelledcoussens@yahoo.com and 

put “SUBSCRIBE” as the title of the 

email. Anyone preferring a hard

-

copy mailing of current or back 

issues can send a 

 

self

-

addressed, stamped envelope 

with their request to:

 

 

Plan B Consulting

 

337 N. Prairie

 

Batavia, IL 60510

 

Attn:  Newsletter Request

 

 

E

-

copies of back issues are available 

at no charge, upon request.

 

 

Distribution is never shared with or 

sold to third parties.
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Michelle Coussens
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You Can Manage the Design Process!

 

 

 

Does this sound familiar? You’ve completed a marketing plan and need to get your marketing pieces designed and 

printed or up on the web.

 Not sure how to find a graphic designer

—

or what materials will help you complete your 

plan? The process doesn’t have to be hard. Just follow these steps:

 

 

 

Gather a list of candidates. 

Start by combing your network for people who have had good experiences with design-

ers. You can query a list

-

serve such as Ask Liz Ryan (asklizryan@yahoogroups.com) or a LinkedIn group. You can 

also look at design organization websites such as Chicago Creative Coalition (chicagocreative.org), AIGA Chicago 

(aigachicago.org), or Communication Arts (commarts.com) where designers host online profiles and work samples.

 

 

 

Review some portfolios and narrow your list to candidates whose work combines marketing sense, strong im-

agery, and evidence that they can handle your type of work.

 Lots of designers make pretty images, but you want 

one who will create pieces that communicate specific messages in ways that are appropriate for your audience. Yes, 

look at the pictures, but also read what the designer wrote about each. Do the descriptions clearly articulate the goal of 

each project and how it reached its audience? Is there any evidence that the work resulted in higher sales figures, 

greater attendance at events, or other concrete result? Finally, do you like their style and does the portfolio show they 

have handled your type of marketing piece before?

 

 

Is this person a real designer or just someone who knows how to work a few computer programs? 

Good graphic 

design will boost the effectiveness of your written communication. It maintains your identity, helps you make a sale, 

and reflects well on your business.

 

 Definitely find a designer who also understands the latest technologies but don't 

get stuck with a software geek who knows nothing about design.

 

Interview some candidates and look for these qualities:

 

 

 

Is the designer a good project manager? 

A designer who is a good project manager will help you get your job done in 

a timely way with a minimum of fuss. She’ll move your project along according to a schedule. She'll check in often, 

resolve problems, stay on top of details and make the best use of your time and money. Conversely, a designer who is 

a poor project manager will blow deadlines, miss details, avoid dealing with problems, waste your time, fill you with 

anxiety, and possibly expose you to unexpected costs.

 

 

 

 

You'll need to probe to understand a designer's project management skills. Ask if they can give an estimate.

 

 A good 

manager should be able to provide an estimate upfront. Ask about their relationships with other providers. The person 

you are interviewing should be able to talk about printers, web developers, and writers with whom she works. Ask how 

they work with timelines. Particularly on large projects (3

-

6 months), competent designers provide timelines of when 

they will provide certain deliverables and when you are expected hand over copy, images, and other components. Fi-

nally, ask candidates to explain their design processes. Their answer should involve a process of questioning and re-

search, offering choices of concepts, a period of design/production, procedures to make client changes, and finally the 

way the piece gets into print, or onto the web.

 

 If a candidate can't articulate the process, best to avoid him or her. 

 

 

Is this person a real designer or just someone who knows how to work a few computer programs? 

Good graphic 

design will boost the effectiveness of your written communication. It maintains your identity, helps you make a sale, 

and reflects well on your business.

 

 Definitely find a designer who also understands the latest technologies but don't 

get stuck with a software geek who knows nothing about design.

 

(continued on page 4)
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Be My Guest!   You Can Manage the Design Process! By Susan Marx, 

 

 

 

 

Susan Marx Design
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