| You too can do it-good
| ideas are all around you
| on campus
/| By Adam Beaver
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Find a Target Group
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.I: for an addiional 81,000 profit. Although David wasn't exactly an

- treprencur, he did find the right market college student
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Check Out the Competition
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Do It On Your Own
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A n his own Bruee and a partner started a sum
i service for dorm students. Because of the labor involved,

they had to hire five people While Bruce acted as the foreman and

¢ renter and srtnier took charge of books and hiring
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the emplovees, he says, just cared about their $4 an hour “They were
a lot of incompetent people who didn't use common sense

Kerri Silverman, a theater and telecommunications major at IU,
avoided hiring more than one other person for her singing telegram
husiness, "Ears To You." Two years ago, she started singing and danc
ing her way into students' hves on birthdays, anniversaries and oth-
er occasions, sometimes delivering her telegrams taccompanied by
se” outfit

her boyfriend) in a playboy bunny suit, *Kayra of the .
or as a “Tuxedo Girl."

Watch Your Liabilities

Play it safe. If I drop a customer’s expensive stereo during a move,
I'm out of a lot of money. 'm no lawyer but | know enough to buy safe
insurance coverage. Identify what can get you, where you might go
wrong and what it will cost you. Insurance premiums are tax de
ductible (as are professional legal services)

Kevin Saxe, a business senior at the Umiversity of Arizona who
started a T- shirt supply business three years ago, was hit by a httle
known statute. When a customer commussioned him for a “University
of Arizona Official Seal” shirt, he printed the shirts only to discover
that the word “Arizona” used for commercial purposes was reserved
for the school itself—a legal snare that 1s not as rare as you might
think.

Scott Jaffe, another T-shirt entrepreneur, happened to be wearing
one of his creations when somebody offered him $20 for it. Now he re-
lies on his ideas rather than luck. His “Late Night at [U” design com
plete with Lettermanesque “Top 10 List" of IU gossip became part of
his “T-shirt wit” displays in dormitory cafeteria lines

After you've finished your research, evaluate vour resources. Will
you need capital, contacts, skills and equipment? Kevin started with
no money. On his first order he required the customer to pay 50 per
cent down, then hired an artist, bought the shirts and paid the print
er’s deposit. Upon delivery, he collected the outstanding balance, paid
off the printing bill and pocketed a few hundred dollars, which put
him in business.

Learn o Identify Opportunities

Remember too that skills are scarce. While Andre Spenard was at

tending Catholic University in Washington, D.C. he met a real es

tate salesperson who needed homes painted quickly. Andre and his
girlfriend invested $20 in paint brushes and went to work The real

tor had enough colleagues and homes with dirty walls that Andre’
work grew. Later Andre had to buy drop cloths and ladders for the
bigger jobs. An average job came to $2,500. No need for skill, he in

sists: just read the instructions on the paint cans

Keep Ledger Books

You can't do business without customers. If you don't have a room
mate, think about buying an answenng m: uh:n. Many phum- com

panies offer call wamting, a service which signals as other calis try to
get through vour busy line

Always keep your receipts. Any expenses vou incur Lo get vour
business going and keep 1t alive is tax deductible—with a receipt

Include your :-.lrmm:» and expenses in a ledger book single hine
entry or double. Single hine entries merely state to whom the expense
or itncome 18 accounted ]I'II]!‘;i' Line entry allows [or more informa
tion, such as for whom and what the money 15 assigned

Establish

require some proof that vou do in fact own the business

Most banks
My bank ac

cepted my husiness card (don’t worry about a flashy card, just get

1 bank account under vour business nami

your name, business and phone number on it

Find the Price You Can Bear

Here's a quick and simple formula: Take vour overhead (raw maten
| i

als. hired labor cost, answering machine, advertisement « gas

sat minimum wage and add in

ete ), add this to your personal

yvour profit. Next comes a judgment call: how much, over total cost
can you charge”
Ia ~'.:1|.[1|l answer existed, all sport in capitalism would be gone

In order to show vou what the market will bear, compare your goods

or services o any competition. A conservative approach 1s to charge a

little less than the others
Don't wory about raising vour rates once you are in business. [f

your rates are too high p!'ul‘ll.'- will fall instantly and you can cor

your mistakes
Generally, vou should stick to your rates. Consider the professional
quality of your business. Kerri Silverman of “Ears To You™ justifies

because she can sing

rram delivery

her rates (320 per singing L
well and most of us can’t
When vou save time, you save money. Kerri charges by each job
rather than by the hour, as | do. Wnte down vour estimated expenses
per job and decide whether an hourly or per job rate will take less

time

Let It Fly

Flashiness 15 essential when vour flie appears on a busy

bulletin board. For the strongest contrast, | always
use vellow, letter size paper with heavy black
ink. Make it easy and quick to read, and use
a large font for your phone number. Provide
perforated tabs at the bottom so people
can take the business name and number
Never print your rate on fliers
or cards unless vour business has
tested the market and won. Instead, use
wards like “Inexpensive’” and "Quality!”
A few final pointers
Above all, the best adver
tisement 18 keeping your word
Be !'l-.nl_\ to nde the mar
ket's waves that maght foree vour
business to expand or contract
If business goes through the roof
don't lose sleep over a "B
stead of an "A." Have
a positive attitude
And that's
all there
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