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In this issue, I discuss opportunity costs. I find it to be a timely topic to feature even as I plan my 

personal and professional commitments. You’re probably like me in that you receive more 

 

invitations to events, meetings, networking sessions, social gatherings, and school functions 

than you can accept

—

 and you receive invitations for multiple events held at the same time. It is 

tough to balance finding time to attend even those events I find particularly interesting and 

beneficial and to sacrifice the time from other endeavors. And, for me, it is even tougher to take 

time after events to reflect on learnings and to follow

-

up with contacts made. So, I’m trying two 

things to address this:  1)  I wait until the last day allowed to RSVP so I can be really sure to 

consider whether the event works with my schedule and energy level, and 2) I limit the number 

of events I attend per week. 

 

 

 

 

I’ll let you know how my new plan goes! 

 

 

 

 

 

 

 

Michelle 
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more effective and more efficient  through 

 

practical business planning, resulting in 

meaningful and measurable impact on 

both the organization and its community. 

 

 

 

Consulting

 

I bet you can identify 

opportunities, but do 

you always remember 

to consider opportu-

nity costs? Turn to 

page 2 to learn more 

about the give and 

take associated with 

opportunities and the 

choices we make.

 

“Unlike most costs discussed in economics, an opportunity 

cost is not always a number. The opportunity cost of any 

 

action is simply the next best alternative to that action… 

‘What you would have done if you didn’t make the choice 

that you did.’”

 

 

Source:  Economics.about.com/od/opportunitycosts, 9/27/05
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When we do SWOT (Strengths, weaknesses, opportunities, and threats) analysis, we may identify a number of 

 

different opportunities. However, our resources (time, money, people, etc.) are finite

—

 we can’t do everything! We 

can’t take advantage of every opportunity presented. So, we need to prioritize. We often consider the potential 

 

effects (on revenue, profits, number of clients, community impact, etc.) of various options, but typically we forget to 

consider the associated opportunity costs.

 

 

Every time we choose one path, we forego another. By choosing one opportunity, we implicitly make a choice not to 

pursue another. Therefore, in projecting costs and benefits of a potential choice, we should also compare it to what 

may be lost by not pursuing other options. 

 

 

Lastly, we should consider the costs of pursuing one opportunity versus many opportunities. We may be able to 

multi

-

task, but at a certain point, our effectiveness becomes diluted as we are spread across too many distinct 

 

initiatives.  In addition to deciding 

which 

things to do, we need to balance the effectiveness of doing 

many

 things 

versus doing 

fewer

 things.

 

How much do you use humor in your daily conversations? Do you include it in your 

planning exercises, discussions, and communications? It is a great way to put people at 

ease, to bridge relationships, and to foster the sharing of ideas. 

 

 

You don’t have to become a stand

-

up comedian to use humor. Collect antidotes and 

funny (yet relevant) news stories to share with others. Kick

-

off planning meetings with 

an ice

-

breaker. Ask those in brainstorming sessions to come up with silly naming 

 

conventions for products and services. Bring in guest speakers from comedy troupes.

 

 

There are many ways that you can lighten the mood, particularly during long meetings 

or ones focused on sensitive subjects. As long as you keep the humor clean and 

 

politically correct, you can make the experience more enjoyable

—

and ultimately, more 

productive.

 

 

 

(Know any good jokes…?)

 

 I subscribe to GuideStar’s 

newsletter (which is free), 

and I recently received an 

invitation to “attend” a 

 

webinar titled, 

“Strengthening Your 

 

Fundraising Appeals:  

 

Powerful Giving Season 

Communications During a 

Downturn.” 

 

 

Interested in attending? 

 

 

Register by going to:

 

 

https://guidestarusa.webex.com

 

 

 

Planning Predicaments:    Confident or Overconfident?

 

Consider the Opportunities, But Also Opportunity Costs

 

Communication Corner

 

Online Plug 

 

of the Month

 

I recently ran across the following quotation:

 

 

"All that is necessary to break the spell of inertia and frustration is this: Act as 

if it were impossible to fail." 

–

 Dorothea Brande

 

 

Successful entrepreneurs often attribute their success to self

-

confidence. But, I 

wonder if that is truly the reason for their success? I would guess that those 

whose businesses ultimately fail also could have been self

-

confident. In fact, 

businesses may sometimes fail because the owner refuses to face reality and 

continues down a path firmly committed to.

 

 

So, what’s the right balance? When does confidence cross the tipping point to 

 

over

-

confidence?  

 

Where 

planning 

concepts 

meet 

 

reality
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All of us have heard or read about the growth of the Hispanic market in the United States. There are at least 35 million 

Hispanic, representing 13% of the total population, and projections for the future indicate further growth, not just from 

new immigrants, but from second generation Hispanics. Many businesses realize this trend and do not want to miss out 

on the Latino boom. However, going after this market niche has its share of obstacles; to name just a few:  not know-

ing how to go about leveraging the opportunity, not having resources or contacts, and in some cases taking a start

-

and

-

stop approach that leaves a business where it started.

 

If your business thinks that the Hispanic market represents a revenue growth opportunity, you should make it part of 

your planning phase. As your business works on its strategic plan and budget, consider various factors to address the 

Hispanic niche market. Become familiar with key Hispanic market data and facts.  There are many government agen-

cies, research and communication organizations that conduct regular research on this market.  Some facts taken from 

the 2000 U.S. Census are:

 

·

 

Hispanics median age is 27, making them younger than the average American. They live in lager households

 

·

 

They have different levels of acculturation 

 

·

 

Almost 92% speak some Spanish 

 

·

 

Approximately 60% are foreign born 

 

·

 

Hispanics are concentrated in 10 key markets: California, Texas, New York, Florida, Illinois, Arizona, New 

 

Jersey, New Mexico, Colorado and Washington.  New migration trends indicate 5 fast growing states: North 

Carolina, Arkansas, Georgia, Tennessee and Nevada. 

 

·

 

There are various nationalities within the Hispanic market and Mexicans represent approximately 58% of the total 

groups.

 

 

Get to know your customers and use niche marketing

.  Understand where the opportunities are and focus resources 

on key geographic areas.  Get to know your customers by talking to them.  Ask yourself: Where do they live? What are 

their buying habits to link to the most effective media to reach them?  What are the products that they buy and the ser-

vices they need?  

 

Brands and loyalty.  

Hispanics tend to be loyal to brands they know, especially those they used in their country of 

origin but price still matters. While the newest immigrants may look for bargains, they may not be as sensitive as the 

more acculturated Hispanics to rewards and coupons. Word of mouth helps to promote a product in communities that 

rely strongly on the opinions of family and friends.

 

 

Attend local events to understand what customers want and what is relevant in their communities. Use public relations 

to relate and to create buzzing effects for your product.

 

 

(continued on page 4)
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Be My Guest!   

Making Room for the Latino Boom in Your Business Plan 

by Maria 

 

 

 

Martinez, Principal and Specialist in Integrated Marketing for Hispanics, America M. 

 

 

Selections, Ltd.
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Speak the customer’s language

. If you already have Hispanic customers, identify them on your database to commu-

nicate in the most effective manner based on their level of acculturation. There are some cultural differences depend-

ing on the Hispanic origin: Mexican, Puerto Rican, Cuban, Central American, and South American. There are also 

differences in education, acculturation, customs and foods, but language is the tie that binds and defines Hispanics as a 

group, followed by an emphasis on family life and religion. When considering a program, your business should allow a 

budget for translations or Spanish language copy development. In some cases, a bilingual piece will do the work.  

Speak the customer’s language across all channels in a consistent manner.

 

 

Leverage all touch points that make sense to your business

: TV, radio, newspapers, magazines, brochures and sign-

age.  Radio has great appeal to Hispanics. English language magazines with emphasis on Hispanic/Latino culture ap-

peal to youth and women. Do not forget the Internet, gaining more and more users among this market especially the 

youth.

 

 

Social media is making strong inroads into the Hispanic market

. There are various reasons for this trend: age, 

 

collectivist values and relevant content.  Younger Hispanics are active on English or bilingual social media such as 

Facebook and MySpace.  Hispanics in general look to one another to help guide decisions and opinions.  There is 

much information available online to this group either in English or Spanish.  And be aware that the youth plays a key 

role in helping family members who may not be acculturated or may not speak English.  More recent arrivals will need 

more education and guidance.  More acculturated Hispanics will respond more like the general population.

 

 

Test and learn

.  It will help you to roll out a better program to an entire region or larger market area.  If you are in 

Illinois, Chicago is a good place to do test marketing because of a mix closely representing national averages of 

 

Hispanics in the United States.  There are also higher levels of bilingualism in Chicago than in other cities.

 

 

 

In summary

 

Market segmentation and knowing your customer are key factors for a successful Hispanic marketing campaign. To 

make inroads and maintain loyalty, address this market as part of your overall plan, not as an after

-

thought.  Dedicate a 

budget and resources to your plan.  Have a vision even if you start testing with smaller steps.

 

  

 

Follow these 10 steps in your plan for capturing your share of the Latino boom:

 

 

·

 

Become familiar with Hispanic market data

 

·

 

Follow a niche marketing strategy by focusing on where your customers are

 

·

 

Understand your customer needs and product usage

 

·

 

Remember that brand and price matter

 

·

 

Participate in community events to know what is relevant

 

·

 

Speak the customer’s language

 

·

 

Use different touch points to reach your audience

 

·

 

Leverage social media

 

·

 

Test and evaluate before rolling out programs

 

·

 

Develop a strategy, allocate a budget and commit to the plan
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Be My Guest!    Maria Martinez (continued)

 

Maria Martinez is Principal and Specialist in Integrated Marketing for Hispanics at America M. Selections, Ltd.  

 

mariamartinez7000@yahoo.com.  

 


[image: image5.wmf]Personally 

Yours

 

Have you heard of the magic of 

three? I apply this principle to both 

my personal and professional life. I 

try to seek out a new consulting 

 

assignment while I’m in the middle of 

another and wrapping up a third. I 

divide my day into three parts:  daily 

tasks; short

-

term projects; and 

 

long

-

term projects. I check three 

 

social media sites a day

—

 LinkedIn, 

Facebook, and Twitter… I could go 

on and on, but I’m guessing that you 

get the point.

 

 

 

 

 

 

 

 

 

 

What is your magic number?
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Book Banter 

 

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.

 

 

We hear a lot about new business failure, but let’s separate the myths from reality. This book helps do that:

 

·

 

Why do people start businesses? Some examples:  new idea, job loss, birth or change in status of a child, dissatisfied at 

work, moving to a new city, inherited money, experiencing a personal milestone or trauma, and retiring from Corporate 

America (p.7).

 

·

 

There’s risk in everything

—

“It’s important to place starting a business as an alternative to traditional employment in its 

proper perspective. While starting a business involves risk, working for a traditional employer is not risk

-

free.” (p. 24)

 

·

 

There’s never “enough” money. “Many successful business owners, when they reflect back on their start

-

up years, feel 

that having limited funds forced them to focus, become self

-

reliant, and develop a mindset of frugality…” (p. 45)

 

·

 

Having your own business doesn’t mean you’re liberated. “So for people leaving traditional jobs to start their own busi-

nesses, obtaining money from bankers or investors is often like trading one boss for another. You might be freeing your-

self from working for a boss in a traditional sense but could have an equally influential boss in the form of a banker or an 

investor. An additional consideration when taking money from an investor is that you exchange partial ownership in your 

business for funding.” (p. 49)

 

·

 

Some types of businesses have better odds of making it. “Examples of Service Businesses That Are Attractive Alternatives 

for Prospective Business Owners with Limited Funds:  automotive detailing, bookkeeper, bridal consultant, career 

 

counselor, counselor/psychologist, daycare service, eBay Store, executive search firm, financial planner, home inspector, 

interior designer, massage therapist, messenger service, nanny service, online retailer, photographer, property management 

service, public relations consultant, tax preparation service, transcription service, travel agent, and tutoring service. ” (p. 

53)

 

·

 

Don’t try to grow too fast. “A list of indicators that a business is growing too fast…:  borrowing money to pay for routine 

operating expenses; extremely tight profit margins; over

-

stretched staff; quality is slipping; customer complaints are up; 

employees dread coming to work; productivity is falling; the business’s accountants are starting to worry… ” (p. 183)

 

Family 

 

Commitment

 

Professional

 

Development

 

Personal

 

Health

 

Personal

 

Fulfillment

 

 

 

Societal

 

Contributions

 

 

Have you heard of the 

magic of three? I was 

recently reminded in 

Daphne Gray

-

Grant’s 

Power Writing 

 

newsletter 

www.publicationcoach.com:

 

 

“There is something 

magic about the number 

three. It resonates in 

our brain as ‘finished’. 

In fact, I’d say it makes 

us feel complete, round 

and whole.”
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·

 

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 

 

October!

 

 

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 (312) 823

-

8212 or  e

-

mail: 

 

michelledcoussens@yahoo.com.

 

 

·

 

Tips to Stay Focused

 

·

 

Be My Guest! An interview with Bob Berk, Vistage 

International

 

·

 

A book review of 

The Lost Art of Listening:  How 

Learning to Listen Can Improve Relationships

, by 

Michael P. Nichols. 

 

 

·

 

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 October...

 

 

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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