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Building Better Businesses 

SMARTer entrepreneurs build better businesses; it is in their DNA, their SMARTer Business DNA. They 

have a clear vision of what a better business looks like, so do their customers, partners, and employees. 

Better businesses meet the entrepreneur's long-term and short-term goals; they are successful, profitable 

and get them out of bed with a smile each day. 

Customers enjoy doing business with them, again and again. Competitors just don't do it quite as well. 

Great products, easy to deal with, reliable and trustworthy are just a few of the positives for customers. 

Employees and partners enjoy working in a better business. The lure of success is contagious; it spreads 

quickly to people working with a better business, helping achieve their personal and business goals. 

SMARTer business DNA flows from entrepreneurs into their businesses. Businesses are shaped by their 

founders DNA. ORACLE shares Larry Ellison's DNA, Microsoft shares Bill Gates, Amazon shares Jeff 

Bezos and Apple shares Steve Jobs DNA.  

As you might expect, the companies are very different, as are their founders, but they share some key 

"genes". They are successful, clearly branded, customer-focused, goal-driven, organised and authentic. 

SMARTer business DNA helps build a better business. Your own unique blend of skills, mindset, quali-

ties, processes, techniques and business principles will, over time, help you mould your business into a 

better business. 

 

“Your work is going to fill a large part of your life, and the only way 
to be truly satisfied is to do what you believe is great work. And the 

only way to do great work is to love what you do. If you haven’t 
found it yet, keep looking. Don’t settle. As with all matters of the 

heart, you’ll know when you find it.”  
 

Steve Jobs 



 

Building Better Businesses 

Building Better Businesses Foundation Series is designed to get you on the road to building your better 

business. Our continuous business improvement process takes you through four key steps: research, 

plan, test, and achieve.  

Analysis and research takes many different forms but, in the foundation series we keep it simple. 
Its all about looking for the answers to key questions about yourself, your business and the market-
place you have chosen. 

Planning is based on the discoveries made in the analysis and research stage. Initially we help you 
plan overall strategy, moving on later to sales and marketing and product and service development 
strategies, 

Testing provides the opportunity to check your plans out before you spend a bunch of money. We 
look at small run A/B testing, test events and several other ways that provide the opportunity to test 
and tune. 

Achieving is the stage where the pedal hits the metal. Its time to shine and this starter helps you 
build and run the business in the SMARTer way. 

 

Good luck; I hope it works for you. 

 

 

“If you do everything that everyone else does in business, you’re go-
ing to lose. The only way to really be ahead is to be different. – 

Larry Ellison 
 

Larry Ellison 



 

Key objectives for Research & Analysis (1.01) 

Understand a bit more about your business and personal objectives 

Create some SMART goals to help achieve your objectives 

Build a better picture of your business situation 

Research and analysis is the first step in becoming a SMARTer Entrepreneur and building a better 

business.  

Research and analysis take two main forms. Primary, where you or an agency collects and analyses 

facts and data directly and secondary research which is based on facts and data that has already 

been collected by someone else. Primary is more expensive and time-consuming but is likely to yield 

better results. Secondary research is less costly and quicker, but the results are likely to be less fo-

cused.  

We are going to research two key areas, you and what you want to get out of the business and the 

marketplace you have chosen. Spend as much time and money as you can because understanding 

both well will give you the best chance of building a better business. 

STEP 1. Research & Analysis (1.01) 



 

Each section starts with a  short article (a) fo-

cussed on the subject sometimes a quote, 

sometimes key objectives. 

 We provide you with an Input page for each 

key question or objective.  

Each input page has a very short article ex-

panding on the subject (c), some business 

coaching questions (d) and a few more helpers 

(e) and, most importantly, a grid to write down 

your discoveries (f).  

We suggest you use a pencil and rubber or post 

it notes to make it easier to change and develop 

your ideas. 

Maybe you prefer a digital approach, If you do 

you can still use the articles, questions and ob-

jectives but capture your output in mind-maps, 

spreadsheets, Word, PowerPoint, in fact almost 

anything. 

(e) 

Input page  

(f) 

How to.. 

Input page (Continuation) 

Just in case you need 

more space 



 

Your Objectives 

You may wonder why we are starting here, asking you what you want to get out of your business, but it's 

the perfect place to start. It is perfect because everything else is designed to make it happen and ensure 

you have the best possible chance of achieving your objectives. 

People have diverse motivations to start a business. Here are a few of the most popular 

• To be your own boss 

• You get to do what you're interested in 

• Working to your own deadlines 

• Getting creative 

• Making people happy 

• Making loads of money 

• Working in a variety of areas 

• Living the dream 

• Becoming an entrepreneur 

• The big dream really can become reality 

 

You may be one of the very few people that has thought this through and knows exactly why they are start-

ing a business and what they want to get out of it. Maybe you are not, in which case spend a bit of time 

thinking things through. 

We suggest you pay particular attention to your financial expectations, what would be out of this world? 

What would be a success? What could you get by on? What is the absolute minimum you can accept? 

Management by objective works - if you know the objec-
tives. Ninety percent of the time you don't.  

 
Peter Drucker 



Entrepreneurs have diverse motivations to start a 

business, and it's worthwhile to work out what 

yours are. Everything else we are going to do we 

will do to give you the best chance of achieving 

your objectives. Pay particular attention to your 

financial expectations, as these will help you scale 

the business to meet them. 

Business coaching 

 Answer these questions as though nobody 

else will see your answers, there are no extra 

points for aspirational answers. 

 Do this over a few days, returning to it and 

developing your answers, for example, if you 

say you want to become an entrepreneur, 

what does this mean? 

 When you look at financial expectations work 

on more then one figure 

 If you feel inclined, prioritise each objective 

from 1 to X, where 1 is most important and X 

is least important. 

Areas to consider 

 Things you want in your personal life 

 Things you want in your business life 

What do you want to get out of your business? 

Your Objectives 

OB:1 



 

Your Objectives 



 

Your SMART Goals 

Time for step two, turning your top objectives into SMART goals. If you set yourself well thought out, writ-

ten SMART goals that are meaningful to you, you are nearly three times more likely to achieve them com-

pared with someone who simply tries hard. Good goals help you focus on what is important, provide a 

sense of direction and purpose and motivate you when the going gets tough.  The goal setting and plan-

ning process gives you more clarity in your decision making and helps you plan how to overcome potential 

obstacles before they arise. 

SMART Goals take you up a gear.  The S in S.M.A.R.T. stands for SPECIFIC. You have a much higher 

chance of achieving a specific goal than a general one. To set a specific goal, ask yourself who is in-

volved? What do I want to achieve? Where will the goal take place? When will it take place?  

The M in S.M.A.R.T. stands for MEASURABLE. Your goal is measurable when it can be quantified. You 

need to establish concrete benchmarks for measuring progress towards each goal you set. When you 

measure your progress, you stay on the road to success, reach your target dates, and experience the 

sense of success that spurs you on to continued effort required to achieve your goal.  

The A in S.M.A.R.T. stands for ACHIEVABLE. Your goal also needs to be realistic and ACHIEVABLE to be 

successful. In other words, it should stretch your abilities but still remain possible.  Attainability may be in-

fluenced by time. Let’s say your goal is to become CEO of your company, this may be unattainable if you 

have just started your career and your timeline is 6 months but totally attainable if it’s a lifetime goal. 

The R in S.M.A.R.T. stands for RELEVANT. Your goal must have relevance to your current position and 

condition to be effective. Ask yourself, is this the right time? Is it worthwhile? Does it matter to me? Will 

achieving this goal contribute to my success? 

The T in S.M.A.R.T. stands for TIME-BOUND. Time is money! Make a tentative plan of everything you do. 

Everybody knows that deadlines are what makes most people switch to action. So install deadlines, for 

yourself and your team, and go after them. Keep the timeline realistic and flexible, that way you can keep 

morale high.  

“Good-to-great companies set their goals and strategies 
based on understanding; comparison companies set their 

goals and strategies based on bravado.”  
 

Jim Collins 



 

Take the objectives from the previous section and 

turn them into SMART goals. Describe, as simply 

as you can, using positive language, the precise 

goals you want to achieve. Use positive language 

and write the goal in a form that is  

• Specific 

• Measurable 

• Attainable 

• Realistic 

• and timely 

Business coaching 

 What is motivating you ? 

 What do you want to achieve ? 

 Be specific 

 Make it measurable 

 Make it attainable 

 Make sure its relevant 

 Set a timeline 

 If you feel inclined, prioritise each goal from 1 

to X, where 1 is most important and X is least 

important. 

Areas to consider 

 Things you want in your personal life 

 Things you want in your business life 

What are your SMART goals? 

Your SMART Goals 

SM:1 



 

Your SMART Goals 



 

Your Business Situation 

Businesses have to research and analyse choices before choosing a path. One way to do this is to do 

a situational analysis also known as a SWOT analysis.  

SWOT is an acronym for Strengths, Weaknesses, Opportunities and Threats 

Strengths and weaknesses are internal to your business—things that you have some control over and 

can change.  For example: factors relating to products, pricing, costs, profitability, performance, quali-

ty, people, skills, adaptability, brands, services, reputation, processes, infrastructure, etc.  

Opportunities and threats are external—things that are going on outside your business, in the larger 

market. For example: factors relating to markets, sectors, audience, fashion, seasonality, trends, com-

petition, economics, politics, society, culture, technology, environmental, media, law, etc  

A SWOT analysis helps you organise your top strengths, weaknesses, opportunities, and threats into 

an organized list and is usually presented in a simple two-by-two grid. It’s an effective, simple and 

practical was to start your planning.   

Your Business Situation 

What are your strengths ? 

What are your weaknesses ? 

What opportunities can you see ? 

What threats can you see ? 



 

Strengths and weaknesses are internal to your 

business—things that you have some control over 

and can change.  For example: factors relating to 

products, pricing, costs, profitability, performance, 

quality, people, skills, adaptability, brands, ser-

vices, reputation, processes, infrastructure, etc.  

Business coaching 

 What is your super-power ? 

 What do you do best?  

 What unique knowledge, talent, or resources 

do you have?  

 What advantages do you have?  

 What do other people say you do well?  

 What resources do you have available?  

 What is your greatest achievement?  

Areas to consider 

 People 

 Processes 

 Skills 

 Communications 

 Products 

 Finance 

 Reputation 

 Knowledge 

What are your strengths? 

Your Business Situation 

SW:1 



 

Strengths and weaknesses are internal to your 

business—things that you have some control over 

and can change.  For example: factors relating to 

products, pricing, costs, profitability, performance, 

quality, people, skills, adaptability, brands, ser-

vices, reputation, processes, infrastructure, etc.  

Business coaching 

 What knowledge, talent, skills and/or re-

sources are you lacking? 

 What disadvantages do you have? 

 What do other people say you don’t do well? 

 What customer complaints have you had 

about your service? 

Areas to consider 

 People 

 Processes 

 Skills 

 Communications 

 Products 

 Finance 

 Reputation 

 Knowledge 

What are your weaknesses ? 

Your Business Situation 

SW:2 



 

Opportunities and threats are external—things that 

are going on outside your business, in the larger 

market. For example: factors relating to markets, 

sectors, audience, fashion, seasonality, trends, 

competition, economics, politics, society, culture, 

technology, environmental, media, law, etc  

Business coaching 

 What opportunities are present today? 

 From which recurring tendencies can you 

profit? 

 Which opportunities are growing? 

 What could be done today that isn’t being 

done? 

 What is missing on the market? 

Areas to consider 

 Customers 

 Market 

 Competition 

 Technology 

 Economy 

 Society 

 Legislation 

What opportunities can you see ? 

Your Business Situation 

SW:3 



 

Opportunities and threats are external—things that 

are going on outside your business, in the larger 

market. For example: factors relating to markets, 

sectors, audience, fashion, seasonality, trends, 

competition, economics, politics, society, culture, 

technology, environmental, media, law, etc  

Business coaching 

 What challenges are present today? 

 Which recurring tendencies can damage you? 

 Which challenges are growing? 

 Which sector is oversupplied? 

Areas to consider 

 Customers 

 Market 

 Competition 

 Technology 

 Economy 

 Society 

 Legislation 

What threats can you see ? 

Your Business Situation 

SW:4 



simon@smarterentrepreneurs.co.uk      www.smarterentrepreneurs.co.uk 

SMARTer entrepreneurs build better businesses 

Better businesses are more successful businesses. They are profitable and delight customers with their 

products and services. Put simply, they have SMARTer business DNA.  

Better businesses are customer-focussed, have clear objectives, and organise their resources to achieve 

them. They are aware of their marketplace and adapt to change with agility and speed. 

SMARTer entrepreneurs build these businesses using SMART goals combined with a continuous busi-

ness improvement cycle.  

SMART goals are Specific, Measurable, Achievable, Relevant and Time-bound.  

• Specific means they have a firm grip on detail. Who, What, Where, Why, When and how are all 

clearly defined. 

• Measurable helps to keep them on track to achieve goals. It generates a sense of achievement 

as they smash goals and prompts review and flex if they don't. 

• Achievable goals stretch their abilities, grow their skills but remain possible. No time is wasted 

grasping for the impossible. 

• Relevant things are worthwhile, matter and contribute to success. They ask themselves this 

question "does it make the boat go faster?". If it does, they do it; if not, they don't. 

• Time is money. Driven by deadlines, entrepreneurs switch on, focus, and ramp up the achieve-

ment process. 

They get SMARTer because they continually improve every aspect of their business. Hope is not a strat-

egy. Continuous cycles of research and analysis, planning, testing make sure of maximum achievement. 

• Research and analysis of the market, the customers they intend to serve, the competition they 

will face and, the partners they plan to work with. 

• Make strategic and tactical plans to drive the business forward. Using the data, knowledge and 

insight gained in the research and analysis phase, they work out how to use the resources at 

their disposal in the most effective way. 

• Test how effective their strategies and plans work on a limited scale. This provides the oppor-

tunity to select the best options, adjust and tune them before committing serious money. 

• Achieve, full steam ahead, all systems go; this is where the magic happens. They are out there 

in the marketplace building a better, more profitable business. 


