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TOO MUCH OF A GOOD THING?
Quick Thinking Key When Growth Is Fast

By Tom Trush

Ask any group of business owners what
their most important objectives are and you’ll
likely find growth high on their lists. But
at what point does business development
escalate into a problem that interferes with
daily operations?

One instance is when it delays collecting
payment for completed projects, says Susie
Timm, community bank president of UMB
Bank Arizona’s Scottsdale branch. A common
theme she sees with companies experiencing
explosive growth is that they lack an effective
system for collecting receivables. As a result,
business owners come to her for lines of credit
to stay ahead of collection issues.

“They have more money than they’re
collecting, but they still have contracts
they have to execute on, so they need a line
of credit in order to make good on their
existing contracts and pay their employees,”
she explained.

One reason this problem occurs, Timm
added, is that many business owners
are hesitant to hire help or seek trusted
advisors, especially if the additions aren’t
part of their business plan. And while
owners are typically specialists in fields
they start their businesses in, they are rarely
proficient managers, marketing people or
financial experts.

“You can be a one-man band when times
are a little slower,” she said. “But what will
inevitably happen as you have success is that
you realize you can’t do it alone.”

Bob McGee, president of Southwestern
Business Financing Corp., recommends
business owners take time to examine their
profits to make sure they are coming from
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desired sources and determine if the spike in
business will continue.

This task isn’t as simple as it might seem.

“You're asking a business owner who is
happy, who’s growing, making money and
wants to keep growing to step back and really
analyze his own business and the reasons for
the growth. That’s a tough job, for people to

step back and ask, ‘Why
am I really being
successful?””
McGee stressed.
In some instances,
he added, explosive
growth is the result of the
economy or a surge in your sector.

An example he points to is the recent
increase in lodging choices through the
Valley. Leading up to the Super Bowl in
February, several new hotels and motels
opened — all banking on the game being
here every four or five years. However, the
likelihood of that happening is slim.

“A hotel that had great growth the past
couple of years because the economy was
good and things were rolling is not going to
do as well this year,” he warned.

Phoenix-based Ewing Irrigation, a
distributor of landscape, irrigation and
industrial products, is adding 15 locations
in nine new and established markets this
year alone. The rapid growth will take the
company close to 200 nationwide locations,
but it presents challenges for employees who
may be leery of change.

“Train your employees — and then train
them some more,” advises Ewing President
Douglas York. “We’ve found that even those
employees who fear or resist change the most
will embrace change if they receive proper
and frequent training.”

York also points out one very nice by-
product of rapid growth: “People want to
work for a company that is flourishing.”
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MARCOM CORNER:

Your Answers to Marketing
& Communications

TOPIC:

Adding a Blog to Your
Company's Web Site

The next step in your company's Web
presence may very well be a blog. While
getting a blog up and running is fairly simple
technologically speaking, it requires planning
and organizing to be an effective marketing
and communications strategy.

DO answer the question “Why should we

have a blog?" It should go deeper than just
“Everyone else is doing it.” Whether you want
to start a conversation with your users, gather
feedback, position yourself as an industry
expert or for whatever reason, you need to ask
first if this outlet is right for your company.

DO integrate your blog into the template of
your corporate Web site for consistency and
branding.

DON'T give everyone the ability to author
posts. Put someone in charge, at least as an
editor/gatekeeper. If you have an experienced
blogger on staff, they'd be a natural choice.
This can keep unwanted or potentially
embarrassing posts from making it online.

DO get buy-in from your staff. Even if you had
just one person doing all your blogging, they're
going to need input from others throughout
your company. If they don't see a benefit to
cooperating, your blogging will suffer.

DON'T just blog when the mood strikes you.
A corporate blog's specific purpose (whatever
that purpose is) demands planning and an
editorial calendar (much like a corporate
newsletter or magazine). You can still fire off
an impromptu post for breaking news, but
you'll want to plan the bulk of your blogging.

DO measure readership. Web sites like
Technorati and Alexa can help you see if your
blog is growing.

DO moderate comments and DO make sure
you have anti-comment spam software
installed. Obnoxious users and spam
comments can quickly render your blog
unreadable.
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