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Hello!
I am Mike Forney
Mike has been an SBA-sponsored small business counselor since 
2004. 

He sold his New Jersey-based commercial mortgage banking 
business to a national multi-family mortgage company in 2000, was 
then hired as their president and CEO, and helped take that 
company public in 2001.

He retired to Steamboat Springs in 2003 and moved to Fort Collins 
in 2017.

He was a general aviation pilot for more than 50 years and is an 
active children’s storyteller today. 
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Our Agenda Today
1. One-minute introductions
2. Business challenges
3. Business plans for you and me 
4. Cash – Yours and theirs
5. Business resources
6. Workshops/consulting tips
7. Wrap Up
8. Evaluations 
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“
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That’s my agenda.  Yours?

What would you like to learn today?

 ____________________

 ____________________

 ____________________

 ____________________



Small business statistics
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• 32.5 million small U.S. businesses
- Create 1.5 million jobs annually
- 29% formed business “being their own boss”

• High failure rate
- 20% first year
- 50% first five years

• Failure reasons
- Lack of market demand – 42%
- Ran out of cash – 29%
- COVID 19 shuttered 31% of small businesses 



Entrepreneuria l 
challenges
● Insufficient planning/failure to execute

○ Reactive vs. proactive
● Inadequate financing/poor cash management

○ Staying well ahead of cash flow status/needs
● Poor marketing/Ineffective selling techniques

○ Value proposition/effective customer identification
● Lack of management experience

○ Available resources/consider partnerships
● Unrealistic dreams and expectations

○ “Too good to be true?“ It often is. 
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Dun & Bradstreet Survey



“
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A business plan is:
• A way to validate a business idea

• An exercise needed to prove I know
what I’m doing

• A necessary document to acquire financing

• A dynamic tool to manage my business

• Or, is it “an excruciating process that’s a waste of 
time?”



Business plan benefits

• Determines feasibility/desirability

• Forces you to be specific (and honest)

• Decision based on facts, not dreams

• Builds a roadmap to start/grow

• Gains funding from lenders/investors
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Traditional business plan
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• Lender/investor driven
• Extensive narration
• Detailed.  Comprehensive

– Service or product line(s)
– Market analysis
– Organization and management
– Sales strategies
– Financial needs (Short and long-term)
– Extensive financial projections and reports

• Barrier to many start-up entrepreneurs 



“
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Lean start-up business plan
• Can do?  Want to do?
• Value proposition

– Outcomes, not tasks
• Products or services
• Customer segments
• Competition
• Marketing/sales strategy
• Income-expense-cashflow 
• Management skill/credibility



A basic model
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Mission Statement
• Who you are?

• What you do?

• Why you are qualified to do it?

• Who benefits? (Outcomes)?

• What is your financial goal?
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A good mission statement
• Defines your business in 

30 seconds (or less)

• Avoids buzz words or 
empty phrases

• Captures what you stand for

• Three primary components
– Customers
– Employees
– Owners
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Another one…
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• Came to a “Business 101” workshop
• Steamboat Springs

• Recent move from New Zealand
• 28 years old
• Very limited personal assets
• “I have an idea”

• January, 2008

An early client…

Basic concept:  Playground for adults
• Heavy construction equipment standing 

idle
• Farmland available north of Steamboat
• Steamboat destination for visitors and 

corporate retreats



“
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DIG IT (AKA Dig This Las Vegas)

• Mission Statement
Dig This provides exceptional experiences that help 
people forget their lives for a brief moment and regain 
their sense of confidence, accomplishment and 
adventure.



“
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Poor mission statements



Vision Statement

• Where do you want to go?

• What do you want to be?

• How do you plan to get there?
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A good vision statement…

• Projects 3-5 years
into the future

• Dream big

• Focus on success

• Use clear, concise language

• Align it with your values
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Vision statement:  To accelerate the world’s 
transition to sustainable energy



Others…
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Vision Statement: Bring inspiration and 
innovation to every athlete* in the world.  
*If you have a body, you are an athlete.  

Vision Statement: To inspire and nurture the 
human spirit – one person, one cup, and one 
neighborhood at a time. 



What’s your value?
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“
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A VALUE propostion
Not your product or service!
(It’s the value customers get from doing business with you.)



“
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Their VALUE propostions
Not your product or service!
(It’s the value customers get from doing business with you.)

Lowest Price

Happiness

Refreshment

Simplicity



What’s your core value?

• What do people “get from you?
• Lawn service
• Antique car maintenance
• Cleaning service

• Why are you different or better?
• Price?
• Quality?
• Service?
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Exercise: Your core value?
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Break….
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Who’s your customer?
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“
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Customer profile

• What person is a good fit for your services?
– Interests
– Income
– Age
– Location
– Lifestyle

• What drives their purchase?
– Personal loyalty 
– Impulse 
– Lowest price
– Specific need
– Just happened by



Know your customers!
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(Bureau of Labor Statistics)

• Household spending – 100’s of 
products/services
• Who spends the most?
• Which account for the largest share?

• Product-by-product spending trends
• Past
• Present
• Future

www.poudrelibraries.org
• Research –Demographics Now

http://www.poudrelibraries.org/


Selling your wares…
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Marketing Plan

• Who are my customers?
– Customer profile

• What drives their purchase
– Need? Price? Loyalty?

• What is my message?
– Value proposition

• How do I reach them?
– Social media?  Direct?   Referral?

• Who is my competition?
– How am I better?
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Marketing “presence”
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• Selling platforms
• Oracle
• Big Commerce
• Shopify
• Big Commerce
• Web.com
• Squarespace
• Etsy

• Website
• Business legitimacy 
• Product information
• Testimonial home
• Business expertise
• Customer communication
• Sales generation

• Advertising platforms
• Google Ads
• Google Places
• Yelp
• Facebook
• Facebook Messenger
• YouTube
• WhatsApp



What do you use?

33



“
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Pricing your product or service
• Choose what you want to be known for:

• LOWER PRICE?
• HIGHER QUALITY?
• BETTER PERFORMANCE?

• Know all of your expenses 

• Establish and meet your profit margins

• Track what competitors are charging.

• Understand customer expectations



Competitive Analysis
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Who’s minding the store?
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The money game
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Why you?
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• Your personal and business 
assets

• Successful “outcomes”
• Credit score
• Financial capacity
• Business relationships
• Reputation

• Your competencies
• Passion 
• Work ethic
• Problem-solving
• Creativity
• Adaptability
• Communication
• Resilience 



Key management resources
Partners

• Co-owners
• Investors
• Suppliers
• Distributors
• Clients
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Advisors “Kitchen Cabinet”
• Immediate family
• Business associates
• Colleagues
• Informal “board” members

Professionals
• Lawyers
• Accountants
• Insurance agents
• Bankers
• Counselors



“

40

Start up costs

• Capital expenditures
• Insurance
• Professional services
• Equipment and supplies
• Inventory
• Sales and marketing materials
• Internet and social media presence
• Cash reserve



Is it real?   Really?
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Show me the money!
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Realistic projections
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Financing
• Personal assets

– Savings
– Home Equity
– 401 K
– Credit cards

• Three F’s…
• Commercial loan
• SBA guaranteed loans
• Venture Capitalist (equity, not debt)
• Crowd funding
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Five “C’s” of credit

• CAPACITY (Why? What? How?)

• COLLATERAL (Personal assets)

• CREDIT (FICO rating; Character)

• CAPITAL (“Skin in the game.”)

• CIRCUMSTANCES/Conditions 
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Applying for a loan
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New business projections
• Income statements 1-3 yrs
• Cash flow statements 1 yr
• Balance sheets 1-3 yrs

Existing business statements
• Balance sheets (last 3 yrs)
• Income (last 3 yrs)
• Cash flow (12 months

Lender requirements
• Current personal financials
• Prior year tax return
• Review of projected ratios

• Liquidity
• Leverage
• Operating
• Profitability



Business accounting
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Business resource: NAICS
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• Business data base
• Primary business activity
• Keyword describes business

• Industry specific data
• Payroll
• Sales

www.poudrelibraries.org
Research-

http://www.poudrelibraries.org/


Business resource
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https://coloradobusinessresourcebook.com/
(English and Spanish versions)

https://coloradobusinessresourcebook.com/


Business resource: OEDIT
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Business resource: C.S.O.S
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www.coloradosos.gov
www.sos.state.co.us

http://www.coloradosos.gov/
http://www.sos.state.co.us/


Business resource: Library
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Business resource:
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970-204-8429



Business resource: SBDC

54



Sample business plans
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www.bplans.com
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• Partner with SBDC
• Discounts available

• Schedule free session!



WWW.LARIMERSBDC.ORG
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https://larimersbdc.org/what-we-do/consulting/
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https://larimersbdc.org/consultants/
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https://larimersbdc.org/consultants/
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Today’s review
• Business Plans

– Traditional
– Lean startup

• Value proposition
– “Outcomes”

• Financial considerations
– Realistic projections
– Cash flow!

• Valuable resources
– Market research
– Larimer SBDC
– Northern Colorado SCORE
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“
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Your requests?

What would you like to learn today?

 ____________________

 ____________________

 ____________________

 ____________________



Questions?



Who we are & what we do
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High Quality 
Training

Free 
Confidential 
Consulting

Connection 
to Resources

www.LarimerSBDC.org www.score.org



Thank you!
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Please tell your business friends to 
find us at www.larimersbdc.org

Follow Larimer SBDC on social media for upcoming events, 
daily updates, small business tips and insights…



The End
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