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Introduction

elcome to Starting a Business All-in-One For Dummies, 4th Edition!

It’s a good bet that you share the popular dream of starting your own business and
being your own boss. Increasingly, this dream is becoming more relevant to the
challenges of the economy that has emerged. It’s not just a pie-in-the-sky dream
anymore; starting a business is a reality that has created opportunity and satis-
faction for many people who decided to take the plunge — just as it can for you.

This book presents and explains a wide variety of information, all aimed at enlight-
ening you on what you need to know and ensuring your success. Whether you
need know-how and advice on turning your idea into reality, creating a business
plan and business model, finding funding, picking a legal structure, setting up
your books, marketing and promoting, using Al to do the heavy lifting, or staying
in business for the long haul, you’ll find the help you need here. Most of this book
is applicable to you whether your business is a local business, a start-up corpora-
tion, a franchise, or based out of your home.

The aim of this book is to provide you with the very best ideas, concepts, and tools
for starting and successfully operating your business. Using the info here, you
should be able to create exactly the kind of business you’ve always dreamed of and
find exactly the level of success you’ve always wanted.

About This Book

This book is a generous conglomeration of material from a number of For Dummies
business books, carefully selected with an eye toward getting the new business
owner/entrepreneur up and running. Your current level of business experience
(or lack thereof) doesn’t matter. Don’t worry about not having years of manage-
ment experience under your belt or about not knowing the difference between a
balance sheet and an income statement.
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For a fraction of the amount you’d pay to get an MBA, this book provides you
with an easily understandable road map to today’s most innovative and effec-
tive business techniques and strategies. The information you find here is firmly
grounded in the real world. This book isn’t an abstract collection of theoretical
mumbo-jumbo that sounds good but doesn’t work when you put it to the test.
Instead, you’ll find only the best information, the best strategies, and the best
techniques — the same ones that top business schools teach today. In addi-
tion, we’ve added Al tips and tricks, including what it is, how to generate viable
business ideas, models, and plans, and how to use tools for accounting, taxes,
hiring, content creation, and mentoring.

This book is also meant to be at least a little fun — running a business doesn’t
have to be a bore! In fact, maintaining a sense of humor can be vital when facing
the challenges that all new business owners face from time to time.

A quick note: Sidebars (shaded boxes of text) dig into the details of a given topic,
but they aren’t crucial to understanding it. Feel free to read them or skip them.
You can pass over the text accompanied by the Technical Stuff icon, too. The text
marked with this icon gives some interesting but nonessential information about
starting your own business.

One last thing: Within this book, you may note that some web addresses (URLSs)
break across two lines of text. If you’re reading this book in print and want to visit
one of these web pages, simply key in the web address exactly as it’s noted in the
text, pretending as though the line break doesn’t exist. If you’re reading this as
an e-book, you’ve got it easy — just tap the web address to be taken directly to
the web page.

Foolish Assumptions

2

This book makes a few assumptions about you. For example, you have at least
a passing interest in starting your own business. (Duh.) Maybe you’ve already
started a business and are looking for tips to refine the techniques you’re already
developing. Or perhaps it’s something you think you may want to try and are
looking to read up on it before you make your move. In any case, you’ve come to
the right place.

It’s also safe to assume that you can — or believe you can — produce and deliver
products or services that people will be willing to pay you for. These products and
services can be most anything. You’re limited only by your imagination (and, of
course, your bank account, about which you’ll soon be reading quite a bit).
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started National Screenprint, and, finally, he partnered with an ex-employee in
Fitness and Weight Training Corp. Each of the startups was bootstrapped, and
each was privately held. For a period of exhausting years, Jim involved himself
in the management of all four businesses at the same time. His third business,
National Screenprint, ultimately grew to $25 million in sales and 200 employees.
Relocating to San Diego, Jim began a long-simmering writing career, author-
ing four books (The Brass Tacks Entrepreneur [Owlet], Small Business Management
Guide [Henry Holt & Co.], The Small Business Answer Book [John Wiley & Sons, Inc.],
and Understanding Your Financial Statements [Visuality]) and numerous columns for
business and trade magazines. Citing culture shock, Jim and his wife, Mary — a
sales trainer and longtime business partner — relocated to Bend, Oregon, where
he continued his writing career. He is the coauthor of Small Business For Dummies.

Barbara Findlay Schenck has spent her career helping business owners start,
grow, market, and brand their companies. She’s worked internationally in com-
munity development, served as a college administrator and instructor in Hawaii,
and cofounded an advertising agency in Oregon. She writes marketing advice col-
umns for MSN and participates in programs that help businesses adapt to their
ever-changing media and consumer markets. She is the author of Small Business
Marketing Kit For Dummies and Selling Your Business For Dummies and is the coauthor
of Branding For Dummies and Business Plans Kit For Dummies (John Wiley & Sons,
Inc.). For more information on her background, books, and business advice, visit
her website at www.bizstrong.com.

Michael H. Seid is founder and managing director of Michael H. Seid & Associates
(MSA), the nation’s leading consulting firm specializing in franchising and other
methods of distribution. During his 25+ years in franchising, Michael has been
a senior operations and financial executive or consultant for companies within
the franchise, retail, hospitality, restaurant, and service industries. He has also
been a franchisee. Michael is the past chairman of the International Franchise
Association (IFA) Supplier Forum, a former member of the IFA’s executive com-
mittee, and the first supplier ever directly elected to the IFA’s board of directors.
Michael is a CFE (Certified Franchise Executive) and a nonpracticing CPA. Michael
is a noted author of numerous articles on franchising, an oft-quoted expert in the
field, and a frequent lecturer on the subject of franchising. For more information
on the services offered by MSA, including speaking or consulting services, visit
MSA’s website at www . msawor 1dwide . com. He is the coauthor of Franchise Manage-
ment For Dummies.

Shiv Singh, with over 25 years of accumulating expertise in marketing and busi-
ness, has been instrumental in elevating major brands through innovative mar-
keting strategies, customer engagement mechanisms, and data-driven results. As
the Chief Marketing & Customer Experience Officer at LendingTree, he oversaw
a team of 150 professionals who managed a significant advertising budget and


http://www.bizstrong.com
http://www.msaworldwide.com

reached over 100 million consumers. His experience spans marketing leadership
roles at companies such as the Expedia Group, Visa Inc., and PepsiCo, earning him
recognition as a top CMO by Business Insider and Forbes, among other accolades. He
was also inducted into the American Advertising Federation Hall of Achievement
in 2016. Beyond corporate leadership, Singh contributes as a board member for
United Rentals and as a National Association of Corporate Directors (NACD) Board
Leadership Fellow. Shiv is an advisor to Fortune 1000 companies and an investor
in the start-up ecosystem. He is also co-author with Rohini Luthra of the book
Savvy: Navigating Fake Companies, Fake Leaders and Fake News in the Post-Trust Era.
His work reflects a dedication to generating meaningful impact and innovation
within the industry and communities that he engages with. Shiv’s first book was
Social Media Marketing For Dummies (Wiley), which was reprinted four times and
translated into several languages. He is the author of Marketing with Al For
Dummies (John Wiley & Sons, Inc.).

Paul Tiffany, PhD, was a senior lecturer at the Haas School of Business at the
University of California, Berkeley, for many years. Prior to that, he taught at lead-
ing management schools in the United States as well as Europe and Asia, win-
ning numerous awards for his teaching and scholarship. He received an MBA
from Harvard University and a PhD from the University of California, Berkeley.
Dr. Tiffany offers management consulting and training programs to firms and
organizations throughout the United States and the world. He’s the coauthor of
Business Plans For Dummies (John Wiley & Sons, Inc.).

John A. Tracy, CPA, is Professor of Accounting, Emeritus, at the University of
Colorado in Boulder. Before his 35-year tenure at Boulder, he was on the business
faculty for four years at the University of California at Berkeley. He served as staff
accountant at Ernst & Young and is the author of several books on accounting and
finance, including Accounting For Dummies, Accounting Workbook For Dummies, The
Fast Forward MBA in Finance, and How to Read a Financial Report, and is coauthor
with his son, Tage, of How to Manage Profit and Cash Flow as well as Small Business
Financial Management Kit For Dummies. He received his B.S.C. degree from
Creighton University and earned his MBA and PhD degrees from the University of
Wisconsin. He is a CPA (inactive) in Colorado.

Tage C. Tracy, CPA, is the principal owner of TMK & Associates, an accounting,
financial, and strategic business planning consulting firm focused on supporting
small- to medium-sized businesses since 1993. Tage received his baccalaureate in
accounting in 1985 from the University of Colorado at Boulder with honors. Tage
began his career with Coopers & Lybrand (now merged into PricewaterhouseCoo-
pers). More recently, Tage coauthored Small Business Financial Management Kit For
Dummies and How to Manage Profit and Cash Flow with his father, John Tracy.



Eric Tyson, MBA, has been a personal financial writer, lecturer, and counselor for
the past 25+ years. As his own boss, Eric has worked with and taught people from
a myriad of income levels and backgrounds, so he knows the small-business own-
ership concerns and questions of real folks just like you. After toiling away for
too many years as a management consultant to behemoth financial-service firms,
Eric decided to take his knowledge of the industry and commit himself to making
personal financial management accessible to everyone. Despite being handicapped
by a joint BS in Economics and Biology from Yale and an MBA from Stanford, Eric
remains a master at “keeping it simple.” An accomplished freelance personal-
finance writer and syndicated columnist, Eric is the author or coauthor of numer-
ous For Dummies national bestsellers on investing, personal finance (including for
seniors), and home buying, such as Small Business For Dummies and Small Business
Taxes For Dummies. His book Personal Finance For Dummies won the Benjamin
Franklin Award for Best Business Book. His website is www.erictyson.com.
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