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Banking &
Finance

By KRISTINE VAIL

So what does make a business soar? An amaz-
ing, talented CEO? Lots of cash? A great tag
line?

It’s never just one person or one idea. It’s the
synergy found in the perfect combination of tactics
that gives you an advantage over your competitors.

There is a lot of great advice about how to write
a business plan, how to identify your Unique
Selling Proposition (USP), and the use of Social
Media. All these books and articles can be over-
whelming. So you can get your work done, here
are six changes to make today and start to soar.

1. NO SECOND CHANCE TO MAKE A FIRST IMPRESSION

Customers will make most of the major judg-
ments about you and your company within the
first few minutes of meeting you or your compa-
ny’s representatives, including your website and
business card.

According to Roland Madrid, Strategist and
Designer at RossMadrid:

One of the most important things to know
about branding your company is that your calling
card goes beyond your mere business card. It is the
look and feel that you present as an entire success-
ful business that really works to leave a good
impression on any potential new clients.

2. KNOW YOUR CUSTOMERS

Be proactive. Take the time for a personal phone
call at least three times a year. Don’t just send a hol-
iday card with your preprinted signature. Sign up
for Google Alerts and socialmention.com with all
your customers’ names. Whenever a name shows
up, you’ll get an alert. And when they are men-
tioned send them a congratulatory email.

3. OFFER INCENTIVES TO YOUR TEAM

Structure your incentives around whatever your
team members find most rewarding. This may be
cash, paid time off, a new title, merchandise, gift
certificates or travel. Your incentives should
encourage teamwork. Make the time frame short
enough so that team members can visualize the
end result. Think win-win.

4. DEVELOP TARGETS, FORECASTS AND BUDGETS

Developing targets, forecasts and budgets can
be a daunting task if you are not used to doing it
regularly. Set short and long term targets with
your team and make sure everyone understands
and agrees how they will be achieved. 

According to Sherri Cannon, Coach and
Process Facilitator at The Cannon Group: 

Don’t be trapped by outdated terminology or
stale thinking. These are not your friends. Instead,
match your business vision to clear goals. Match
these to areas of responsibility –not role descriptions.

Next, it’s time to put together financial fore-
casts for the same periods. Monitoring deviations
from forecasted numbers allows you to take cor-
rective action more quickly. 

The last step in the process is putting together
your near-term budgets. Build budgets from the
ground up. Ask “how much do you think we need
to budget to achieve our objectives?” rather than
state “here’s your budget!”

5. TRACK YOUR KEY PERFORMANCE INDICATORS

Key Performance Indicators (KPIs) are the statis-
tics you track to determine how well your business
is doing. There’s merit in formalizing your KPIs
and setting up a system to measure and report
them on a daily basis and distribute your KPI
information to everyone on the team.

So let’s look at some alternative KPIs besides the
typical historical financial statements:

Sales – track sales constantly – on a daily basis,
with week-to-date, month-to-date and year-to-date
information. The main value derives from compar-

ing the numbers against budget and prior periods.
Cash – “Cash is King” as the saying goes, so

you will want to track your cash balances, your
accounts receivable and your collections. Likewise,
you will want to keep track of your payables.

Other – Consider KPIs specific to your business
and industry.

6. SAY THANK YOU!

Being successful in business is about building
relationships and an effective way to maintain
long-term relationships is through regular thank-
you letters.

Email has taken over most interpersonal corre-
spondence, so there’s something special about
receiving a personalized card or letter by “snail
mail.” Many successful entrepreneurs send several
cards a day, customized with the company’s logo,
as an efficient way of staying in touch with cus-
tomers, vendors and other contacts. Encourage
your team to do the same – perhaps even make it
company policy! 

Kristine Vail, having worked as a CPA for 17 years,
now shares her expertise with clients at Roschke &
Wall, Business Advisors and CPAs, Inc. She can be
reached at (818) 991-1099 or by email at
Kristine@RoschkeWall.com.

Six Changes ThatWill Help MakeYour Business Soar
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By TAMARA GURNEY

As 2014 quickly approaches, a
common New Year’s resolution is
to take control of your finances.

This year, resolve to plan ahead. First
things first – if you haven’t already, con-
sider making the switch to an independ-
ent, community business bank to take
advantage of the services of a Trusted
Advisor who can assist and advise every
step of the way, any day, all year long. 

To stay on track with your resolution,
here are a few simple steps that I have
learned from one of my own Trusted
Advisors, Darlynn Morgan, president of
the Morgan Law Group. Simple steps to
take each month that will allow you to
achieve your goals at year’s end. Divide
your financial planning into quarters and
easily streamline your financial future. 

First Quarter: January-February-March 

The first step to planning ahead is
looking back. Major changes in your per-
sonal life in the past year can affect this
year’s finances. If you got married, di-
vorced, had a child or grandchild, review
and revise financial and legal considera-
tions that may arise. 

Estate planning can be difficult, but is
crucial to financial peace of mind. Since
estate tax rules and plans can change
every year, take the opportunity to up-
date outdated documents.  

Review major changes in your profes-
sional life, as well. If you started a new

business, changed jobs, or retired, adapt
and adjust your budget accordingly. 

Second Quarter: April-May-June

Reevaluate retirement plans and ask
yourself how much you have now and
how much you need in the future.
Consult your Trusted Advisor to ensure
saving and investment strategies answer
those questions and align with personal
goals, particularly if you have had a
change in your life or circumstances. 

Adequate insurance coverage provides
financial reassurance. Review and update
all policies: homeowners, auto, invest-
ment, property, disability and casualty. 

An important but often overlooked
aspect of personal financial planning is
online banking accessibility. Compile a
comprehensive list of accounts, user-
names and passwords for your reference.
As with all sensitive information, store
the list in an extremely secure location. 

Third Quarter: July-August-September 

Conduct a mid-year review of income
and expenditures. Review January to
June, and adjust accordingly for August
through December. Check your credit re-
port and report any discrepancies to ap-
propriate agencies. A mid-year evaluation
can also reveal if anyone else is using
your identity and trying to obtain credit. 

Request a Personal Earnings and
Benefit Estimate Statement from the
Social Security Administration that sum-
marizes your social security earnings his-

tory and provides an estimate of the ben-
efits to which you are entitled. It is
important to verify that you have been
credited for all of your earnings.

Fourth Quarter: October-November-December 

Get a jump on your taxes in October.
Estimate taxes and take the appropriate
steps to minimize them before years’ end.
Consider making gifts and charitable
donations in the fourth quarter to ensure
timely deductions. In November, start
year-end planning and resolve major is-
sues before December 31st. Finally, re-
view your progress for the year. Recalcu-
late net worth and compare against the

beginning of the year to see how well
you did throughout the year.  

While some of these ideas may not
apply to your particular situation, profes-
sional guidance is always advisable to
determine whether, how and when to
implement any financial strategies.

Tamara Gurney is President & CEO of Mission
Valley Bank, a locally owned, full service com-
munity business bank headquartered in Sun
Valley with branch offices in Valencia and San-
ta Clarita. Gurney is also president of the Cali-
fornia Independent Bankers Association and
can be reached at (818) 394-2300. For more
information visit www.MissionValleyBank.com.

Guide to Planning in 2014 

BANKING & FINANCE

Consider making
the switch to an
independent, 
community 
business bank to
take advantage of
the services of a
Trusted Advisor
who can assist and
advise every step
of the way, any day,
all year long. 
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Community Bank understands the unique challenges that face family-owned 
businesses and today’s entrepreneurs, because it’s ingrained in our own history. 

Charlie and Howard Cook established Community Bank with a mission to 
provide quality financial services and a true sense of Partnership Banking®

to our clients. And for nearly 70 years, we’ve done just that. 

Let us help your business grow and succeed today—and for many years to come.

Family, Business  
and the Pursuit of Success 

cbank.com
877.922.2653

SBA Preferred Lender | Member FDIC | Equal Housing Lender   
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The American Bankers Association
has released the following tips to
help small business owners best

position themselves to obtain small busi-
ness bank loans. These tips provide a rare
glimpse into how bankers think and are
intended to help small business owners
develop a mutually beneficial relation-
ship with a bank, prepare to get loans
and evaluate offers.

1. Get to know bankers at several financial

institutions in your community.

Before requesting a loan, find out
which financial institutions in your mar-
ket make loans to firms like yours. Not all
banks specialize in business loans. Some
specialize in lending only to firms in cer-
tain industries. Others lend only to those
in certain stages of the business life cycle
(no startups, for example). Work with
bankers who understand your industry
and find out how the current financial cri-
sis has affected credit availability in your
community. Not all banks have been
equally affected by today’s financial crisis.

Another reason to deal with banks
experienced in your industry relates to the
financial advice they can offer. Because
these bankers work with firms facing the
same industry-related problems that may
challenge you, they’re in a better position
to provide helpful advice and financial
products tailored to your firm’s needs.
Many times the advice a banker gives is far
more important than the product or serv-
ice they sell. Seek a banker who can give
financial advice that will help you survive
and thrive in today’s economy. In turn,
you should reward that banker with your

business and your loyalty.

2. Be able to articulate your firm’s “value

proposition” to its target markets and your

business plan to reach them.

If you can’t clearly articulate why
other companies or customers should do
business with you and how you’ll effec-
tively compete in your chosen target
market segments, the chances of getting
a loan are slim.

Develop a business plan that has
three different scenarios: best case, most
likely case, and worst case. You want the
banker to understand all three since
you’re asking for support through good
times and bad. Also, be prepared to dis-
cuss in detail the assumptions that
underlie each of these scenarios.

3. Think like a banker.

Understand the risks of operating in
your industry. Have a plan to mitigate those
risks and share it with your banker.
Bankers are going to do a risk analysis any-
way, so it’s important to help them. Most
likely, you can provide a perspective that
the banker hasn’t considered. It’s impor-
tant for the banker to see that you recognize
the risks of operating in your industry and
that you have a plan for dealing with them.

4. Develop at least two ways to repay the

loan.

Bankers look for primary and second-
ary loan repayment sources. For the sake
of your business, you should, too. You
are in the best position to determine possi-
ble repayment alternatives. Be sure to dis-
cuss these options with your banker before

the loan is made. Secondary repayment
resources could include the pledging of
business or personal collateral as well as
the addition of a loan guarantee by the
firm’s owners, suppliers or customers.

The more certainty that the banker
has that the loan will be paid “as agreed,”
the more likely it will be that you not
only receive a favorable loan decision,
but also the best interest rate. Smart busi-
ness owners understand that now is the
time to think about alternative repay-
ment sources, not when their business
gets into trouble.

5. Don’t ask for loans that should be funded

with equity injections.

Bankers aren’t paid to take equity
risks; they get paid to make loans that
will be repaid on time.

The amount of equity you need to
operate your business will depend on sev-
eral factors. One of the most important
relates to your industry and what role
your business plays in that industry. The
amount of equity required for a manufac-
turer will be different from that required
to run a wholesale distribution business.
Retailers in the same industry will also

have different equity requirements.
The stability of the industry is also an

important factor influencing the amount
of equity needed. Firms in stable industries
need less equity than firms operating in
industries undergoing rapid change. The
reason is that firms in stable industries can
carry a higher level of debt due to the
greater certainty of their revenue streams.

Another factor that determines the
amount of equity required for your busi-
ness relates to your firm’s business model.
Some firms offer easy credit terms to
build market share and increase sales.
Other firms operate on a cash-only basis.
The sales terms your firm offers its cus-
tomer base has an important impact on
the amount of equity that your business
will need to operate.

If your product or service is in great
demand, consider asking your customers
for upfront deposits on pending orders or
extending favorable pricing terms to cus-
tomers who pay their invoices within 10
days of receipt.

Another option is to ask suppliers for
favorable terms of sale. Ask if they’ll let
you pay invoices later with no interest or
give you discounts for paying invoices
early. Any additional customer or suppli-
er financing reduces the amount of per-
manent working capital that needs to be
funded with equity contributions from
your firm’s shareholders.

The American Bankers Association represents
banks of all sizes and charters and is the
voice for the nation’s $14 trillion banking
industry and its two million employees.
Learn more at aba.com.

Five Tips to Increase Your Chances of Getting a Small Business Bank Loan

BANKING & FINANCE

Get it as it Happens.
Local Business News from Your Local Business Source.

Follow us: @SFVBJ
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Wells Fargo is making a $1 million
equity equivalent investment
(EQ2) in Grameen America, a

501(c)3 microfinance organization dedicat-
ed to helping women who live in poverty
build small businesses to create better lives
for them and their families. Wells Fargo’s
investment will help Grameen America
expand operations in California and Texas,
and marks the company’s second EQ2 in-
vestment in Grameen America. Since 1998,
Wells Fargo has provided more than $181
million in EQ2 financing to communities
across the nation.

What Wells Fargo’s Investment Means for

Entrepreneurs

Through Wells Fargo’s Equity Equiva-
lent Investment (“EQ2”) program, the
company provides much needed unse-
cured, subordinated, low cost capital to
micro/small business lenders throughout
the nation. In turn, the micro/small busi-
ness lenders utilize the EQ2 funds to
make loans directly to small businesses
and entrepreneurs who do not typically
qualify for conventional bank loans.

EQ2s are patient capital in a form that
resembles a below-market-rate loan. This
limited resource is reserved for Well Fargo
non-profit community development part-
ners that are working to expand afford-
able housing, job creation, and economic
development in the communities where
Wells Fargo does business.

Wells Fargo’s History with EQ2 Investments

Wells Fargo’s previous EQ2 investment
helped Grameen America expand opera-
tions in Charlotte, NC and the San
Francisco Bay Area, providing capital to
support more than 700 microloans rang-
ing from $500-$2,500 to low-income
women to build their businesses. Wells
Fargo also offers retail saving accounts in
select locations to Grameen America’s
members who are encouraged to make
weekly savings deposits as part of the
Grameen America program. Grameen
America works with women living below
the poverty line in underserved commu-
nities who want to start or expand their
small businesses. The average size of a
Grameen America microloan is $2,200.

Why Wells Fargo Supports EQ2 Investments

with Grameen America

“At Wells Fargo, we are only as strong
as the communities we serve,” said Sarah
Bennett, senior vice president and invest-
ment manager at Wells Fargo. “Working
together with Grameen America means

more capital to more entrepreneurs
across the country. We are excited to see
them expand their reach and honored to
be part of so many success stories.” 

Putting the Investment in the Right Hands

To date, Grameen America has dis-
bursed over $109 million in microloans
to more than 19,000 women in New
York, Omaha, Indianapolis, the Bay Area,
Charlotte and Los Angeles. In addition to
microloans, Grameen America offers
members financial training, savings and
credit-building programs to build small

businesses.
“Wells Fargo is a national leader and

partner in supporting our mission to alle-
viate poverty through entrepreneurship
in the United States,” said Grameen
America CEO Stephen A. Vogel. “Their
significant long-term commitment
ensures our ability to create opportunity
for thousands of low-income women.” 

Wells Fargo & Company (NYSE: WFC) is a
nationwide, diversified, community-based
financial services company with $1.5 trillion
in assets. Founded in 1852 and headquar-

tered in San Francisco, Wells Fargo provides
banking, insurance, investments, mortgage,
and consumer and commercial finance
through more than 9,000 stores, 12,000
ATMs, and the Internet (wellsfargo.com),
and has offices in more than 35 countries to
support the bank’s customers who conduct
business in the global economy. With more
than 270,000 team members, Wells Fargo
serves one in three households in the United
States. Wells Fargo’s vision is to satisfy all
customers’ financial needs and help them
succeed financially. Wells Fargo perspectives
are also available at blogs.wellsfargo.com.

Million Dollar Investment in Microloans
to Help Low-Income Women Entrepreneurs

BANKING & FINANCE

‘Wells Fargo is a 

national leader and

partner in supporting

our mission to alleviate

poverty through 

entrepreneurship in

the United States.’ 

STEPHEN A. VOGEL, 

CEO, Grameen America
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