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A iVonitoring System to
Control Your Business and
Save Time
fine of the biggest problems that
\Jbusiness owners face is how Lo

handle the barrage of information that
is fed to them on an almost non-stop

basis. lt is simply not possible to keep

track of all the detailed information
that's available and to use it to control
operating results effectively.

One solution to this problem is dele-
gating, but most business owners find
that delegating doesn't really reduce
their need to monitor key operating
data. Often, delegating does not save

time either, because delegated moni-
toring responsibilities still have to be
reviewed.

The answer is to installan internal morr
itoring system that lets you compare a

limited set of key current operating fig-
ures with your projectlons. This system

has two major features. First, it focuses

on where your business is now com-
pared to where you wanted it to be.

This keeps you from getting bogged
down in time-consuming reviews of
last monthl or last year's figures.

The second feature of the system is
that you are not constantly inundated

.o;0\

with data. Critical information is sup-
plied to you on a regular schedule.This

limits your monitoring responsibilities

to tracking only the data that you need

to control your business now Since

most of the major indicators are usu-

ally reviewed weekly or monthly, the
system ultimately saves a great deal of
t|me.

Here are the seven major areas that
most business owners should monitor:

l.5ales. Check tota I yearto-date sales

against projected sales every day. Look
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ThreeWays to A ChecHistfor

Monitor Accounts Effective Advertising

Receivable

f1|e status of a company's accounts
I receivable is critical to its finan-

cial health. Without a good monitor-
ing system, receivables can grow to a
point where they restrict cash floW tie
up capital, and even threaten liquidity.

The key to avoiding accounts receiv-

able problems is to install an advance
warning system that tells you to take
action before receivables get out of
hand. Here are three basic methods
you can use to alert you to potential

receivables problems.

1. Compare the percent of
receivables you collected this

month with the percent you

collected in previous months. lf
the percent collected shows a

steady decline, itb a signal to take

immediate corrective action.

2. Divide your total receivables by
your average daily sales.This will

tell you the number of days sales

are outstanding. lf the number

has been climbing, you may

have a receivables problem.

3. Divide your net annual sales by
your average receivables balance

at the end ofeach month.The

result is called "receivables

turnover': Compare your turnover
with the average turnoverfor
your industry which is usually

available from industry trade

associations. lf your receivables

turnover is lower than the industry

average, itl time to review your

credit and collection policies.

1Fommunications experts agree

\that successful advertisino utilizes
four basic principles. Before 

-you 
ap-

prove your next ad, see how it stacks

up against this checklist.

1. Does your advertising stress
value? Prospective customers want
to be assured that they are getting
a good value for their money. Low
prices alone don't necessarily mean
good value. lt's much better to adver-
tise quality for a low price. Quality can

mean durability, better performance,

more features, etc. Quality plus low
orices means value. and value sells.

2. ls your advertising "news"? Peo-
ple respond to advertising that offers

an attractive new proposition. Price

reductions are attractive news. So is

a new product or service. That's why
the work"new" is the most frequently
used word in advertising.

3. Does your advertising empha-
size personal benefits? Prospective

customers want to be spoken to as

individuals. Make sure your advertis-
ing tells them the personal benefits

they'll get when they buy your prod-

uct or service.

4, Does your advertising have emo-
tional appeal? Buying decisions are

frequently based on emotional factors

such as happiness, well-being, status,

love feat etc. By appealing to people's

emotions, an effective ad can motivate
prospective customers to act






