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We are always delighted to hear from a reader who thinks
our message has value for them. Jane Applegate picked up our
Winter 1998 issue and felt it had value for her readers as well.
Her interest was aroused by our article entitled: “8 Key
Budgeting Tips for First Timers.” She assigned a writer to fol-
low up with interviews with Gene Siciliano and with one of
our clients. The result was a featured appearance in Jane’s col-
umn nationwide on June 12,1998. Readers who missed it can
get a copy by fax or email by calling our office.

Jane’s column, Succeeding in Small Business® appears
weekly in dozens of large and small newspapers across the
country, including the Los Angeles Times. ★
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Recent Enga gements:

Gene spoke at “Speak Like
a Pro Day,” the annual

fundraising event of the
Greater Los Angeles Chapter
of the National Speakers
Association in April. His topic
was “10 Steps to a More
Profitable Speaking
Business.” Gene has spoken
before this industry group
each year for the past 6 years.

In June he returned to the
Southern California Chapter
of the Institute of
Management Consultants. His
topic: “Yes,You CAN Make a
Profit.”

Gene presented a newly
developed topic to two audi-
ences recently. The audiences
included the management
team of Jason Natural
Cosmetics, Los Angeles, a
nationally known maker of
hair care products, and APEX,
a senior executive networking
organization in Irvine, CA.

Mi ddle market CEOs are
often in a diffi c u l t

position. Th ey have grow n
their companies successful-
ly, and now they need a
real chief financial offi c e r.
Yet they often are not ex p e-
rienced enough in wo rk i n g
with CFOs to know how to
eva l u ate financial offi c e rs
d u ring the hiring pro c e s s ,
or during actual perfo r-
mance on the job. Learn i n g
by tri a l - a n d - e rror is a ve ry
c o s t ly pro c e s s , and most
would pre fer to learn fro m

o t h e rs ’ ex p e riences wh e n-
ever possibl e. 

Director’s Monthly, the
newsletter of the National
Association of Corporate
Directors, surveyed a cross
section of directors to find
out how they feel about
CFOs and their role in
organizations. We think
you’ll find the results help-
ful in your own assess-
ment. The survey con-
tained just 3 questions:

Financial
Management
How to evaluate your CFO

Please see SPEAKING, p. 2

The
Speaking
Circuit

Thank You, Jane Applegate

Please see CFOs, p. 2



■ 2 July-August 1998

His topic in both presentations was “The
Art of Management Focus.”

Upcoming Enga gements:
August 14 - American Society for

Training and Development, Los Angeles,
CA “The Art of Management Focus”

September 17 - California
Manufacturing Technology Center, City
of Commerce, CA “The Art of
Management Focus”

October 7 - National Association of
Credit Managers, Las Vegas, NV
“Money, Money Everywhere—Yet They
Still Pay Late”

October 27 - Institute of Management
Consultants, Reno, NV “Yes,You CAN
Make a Profit.” This will be the 6th con-
secutive appearance on the platform for
this group’s annual western conference.

November 8 - National Tour
Association, St. Louis, MO “Make the
Grade: How Does Your Company
Perform?” This will be the second
appearance before this association’s
members. 

December 1 - International
Association of Fairs & Exhibits, Las
Vegas, “Dreams to Dollars” ★

S u rvey Question 1. From the Board ’s pers p e c t ive, wh at are the skills and qualities
you value most highly in a CFO? The principal answe rs , in ra n ked ord e r : i n t egri-
t y — i n cluding candor, honesty and indep e n d e n c e, c o m mu n i c ation skills, fi n a n c i a l
s k i l l s , team skills, s t rat egic vision, and positive re l ationships with the financial com-
mu n i t y. 
Survey Question 2. What skills and qualities are most often lacking in the CFO? The
principal answers: comprehensive knowledge of the business, strategic vision and
skills, communication skills, people skills, independence, and management skills. 
Survey Question 3. What are the most critical roles of the CFO? The principal
answers: evaluate and communicate results, manage financial health of the organiza-
tion, understand and participate in strategic planning, ensure accuracy of reporting and
ethical compliance, act as business partner/advisor to the CEO, and challenge man-
agement appropriately.

These results were not much different from a 1998 survey of CEOs by the same
group. If you believe the findings are valid (and we do), then let us ask CEO readers 3
questions of our own:
Our Question 1. Do you actively and specifically take these or similar factors into
account when you assess your CFO's performance for your organization, or when you
are in the market to hire such a person? 
Our Question 2. Do you feel comfortable evaluating your CFO in such areas as finan-
cial skills, strategic planning skills, and ability to ensure accuracy of reporting?
Our Question 3. Do you permit, in fact require, your CFO to function with indepen-
dence, challenging management when the CFO considers it appropriate, without
exacting a price for not following the party line?

For an independent assessment of your financial department's personnel, practices
and procedures, consider us a resource to your board or to yourself.
Call 310-645-1091 to learn more about this fast, powerful tool for evaluating your
organization's most critical technical department. Can you afford to wing it? ★

CFOs, continued from page 1

Business Planning
The Planning Process(es?)

CEOs pay a lot of money to have consultants and advisors help them develop a good
strategic plan. Too often they receive a weighty document written largely by the

consultant, who then collects his check and disappears into the night. Months later
they wonder why nothing has really changed.

We worked with a company last year that had such a document. It was impressive
in depth and detail, and everything in it was logical and seemed like the right thing to
do—for someone, anyway. Of course their staff would need to double in size in order
to implement the plan’s setup requirements and keep up with their burgeoning growth.
As a result it sat on the CEOs bookshelf as a ready demonstration to visitors how
advanced their management team was. Our suggestion to greatly simplify the demands
and timetables in the plan went unheeded, perhaps because the CEO wasn’t willing to
acknowledge he had paid too much for too little. The plan never got off the shelf. And
we wonder why many CEOs don’t trust management consultants.

Top CEOs know that the planning process doesn’t stop when a half-pound of paper
has been consumed. Rather, they’re only halfway across the bridge. There are actually
3 parts to the planning process, and only the complete triad will get you to the other
side. Here’s how we see those parts:
1. The Thought Pro c e s s . Thinking through ex a c t ly wh at are the strat egies that support

your corp o rate mission, and wh at go a l s , milestones and action steps are most like ly to

Please see PLANNING, p. 3

SPEAKING, continued from page 1
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f u l fill those strat egies. This step is
the main reason strat egic planning
fa c i l i t at o rs unive rs a l ly re c o m m e n d
o ff-site re t re ats. The purpose is to
e n able the thinking process to
u n fold without the interruptions that
i nva ri ably occur at the company ’s
place of business. 

2. The Writing Down Process. An
essential step to successful
achievement despite the fact that
95% of US companies fail to do it.
Much of the writing, at least the
drafting, must be done by your top
management team, so that under-
standing and buy-in are unques-
tioned. Several unique benefits are
gained by the writing:

▲ Clarity, in which ambiguities,
inconsistencies and loose ends are
easily identified and resolved,

▲ Roadmap, the clear indication of
which paths to take because they
are likely to get you closer to your
goals, and which ones to avoid
because they could take you in the
opposite direction. 

▲ Communication, the ability to eas-
ily share with others - employees,
investors, etc. - a consistent picture
of what you have planned, so they
can buy into your vision and sup-
port the process, and 

▲ Empowerment, because of the
ability to more clearly see the steps
in the process, you and your man-
agers will gain a stronger belief in
the possibilities than you might
have had without seeing it in print. 

3. The “Using It” P rocess. As an
o p e rating tool, a step missed by
m a ny companies that actually inve s t
in writing a plan. Th ey are instead
d rawn into the old pat t e rns of deci-
sion making on the fly, p e r h ap s
because that feels most familiar or
m o re re s p o n s ive to time pre s s u res. 

A plan not used every day is a truly
expensive dust collector. A pattern of
unplanned decision making can turn
your whole enterprise into a dust col-
lector. ★

Exceptional Trade Sho w s , P a r t 2

“ Most small and middle market companies that exhibit at trade shows do a
poor job of rep resenting themselve s .”

Th at ’s how we started this column last issue. We then went on to share with yo u
some of the wisdom of Randy McDonald, p resident of Mag num Marketing in
Ti bu ro n , CA and one of the country ’s top consultants on trade show marke t i n g. Last
issue we listed tips for pre - s h ow prep a ration and some of the key items to wat ch fo r
d u ring the show. This issue we will finish the “ D u ring the Show ” list and add a few
ideas to fo l l ow up on “After The Show.”

During the Show
6. L ive (not video) Pre s e n t at i o n s . This depends on

the show and the size of your booth, but it is
V E RY effe c t ive in drawing people to your booth
and ke eping them interested while they ' re there.
Trust me, this wo rk s .

7. Booth Cap t a i n . Assign a booth captain with the author-
ity to schedule at t e n d a n c e. If someone wants to take a
b re a k , t h ey should have permission and an estimated time of
re t u rn to ensure the booth is adequat e ly staffed at all times.

8. Qualifying visitors . Try to re c og n i ze unqualified visitors early
so that you can “ d i s e n gage ” and wo rk with qualifi e d
p rospects. Be polite but brief and move on. 

9. C o m m i t m e n t . Focus on getting a commitment fro m
the visitor. Whether your objective is to get an
o rder or simply to get an appointment to pro-
vide a demo or close the sale, you don’t ge t
wh at you don't ask fo r.

10. B e fo re you tear it dow n . B e fo re the show
e n d s , rev i ew the booth and make lists of
things you didn’t like, wh at didn’t wo rk ,
and wh at could have been better. Ta ke pho-
tos if you need to, but don’t re ly on yo u r
m e m o ry. 

After the Show
1 . Leads. Fo l l ow up on leads within 90 days. This "no-bra i n e r," says Randy, is vio-

l ated by more companies than you can count. The re a s o n , not surp ri s i n g ly, i s
u s u a l ly that their sales people think the job is too daunting in such a short time.
The timeframe is not short just because you want to over wo rk your staff, i t ’s
because people fo rget they saw you or simply lose interest unless you re m i n d
them soon afterwa rds. 

2. Review your lists. Act whenever you can to resolve items you noted in 10 above.
If you can’t do it yet, file the idea so you don’t have to re-discover it later. If you
didn’t include a closing room in your booth design, consider it every year until

Sales Talk

Please see TRADE SHOW page 4

PLANNING, continued from page 2
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Large capacity data backup:

Today’s standalone PCs come with very large hard
disk drives, 4GB, 6GB, 8 GB and more of internal

storage. And yet users who don’t have the administrative
security of a network backup protocol don’t adequately
consider how they will back up all that data to protect
their company’s most cherished asset—information.
Small businesses are the most consistent risk takers here,
as if they didn’t have to worry about losing customer
files, receivables records, product cost statistics, strategic
planning models, Bill of Materials details, etc. 

There are two parts to effective backup practice:
1. The first is having a sound company policy that states

clearly that critical data will be backed up daily. Use
several generations of backup for added protection
from faulty tapes and accidentally backing up cor-
rupted files. The practice we follow in our office uses
6 tapes and looks like this:

▲ Beginning of week 1: complete backup all hard dri-
ves containing programs or data onto Tape 1.

▲ Each day in the following week: backup all files modified since the weekend onto
Tape 2.

▲ Beginning of week 2: complete backup all hard drives containing programs or data
onto Tape 3.

▲ Each day in the following week: backup all files modified since the weekend onto
Tape 4.

▲ Beginning of week 3: complete backup all hard drives containing programs or data
onto Tape 5.

▲ Each day in the following week: backup all files modified since the weekend onto
Tape 6.

▲ Beginning of week 4: Begin the cycle again, starting with Tape 1. And so on, and so
on.

2. The second part is being able to back up your data automatically, without an opera-
tor in attendance. That means backup that turns on, backs up, and turns off without
your intervention. And without your having to remember, and take the time to do it,
and lose the use of the system’s full capability while the process is taking place.
Unattended backup means backup that usually takes place during the night, when
the business is closed. Unattended backup means backup that does not require a
second tape to complete. And that, my friends, means buying a PC with a tape
backup capacity that is equal to your usable hard disk drive capacity.

H ow large is that , ex a c t ly? Seagate Te ch n o l ogy makes an internal tape drive that will
hold 4GB of data (8GB compre s s e d ) , p riced at $330 to $390 according to PC Maga z i n e
( S e agate TapeStor Travan 8GB). The draw b a ck is speed, and a full 8GB of data might
t a ke all night to back up and then some. A higher speed—and higher cost—option is a
re m ovable hard drive. While they don’t compress dat a , the best of these devices move as
fast as internal hard drives and hold up to 5GB of data as of this wri t i n g. The cost of one
s u ch unit (Summatec MobileDrive) was $120 plus $560 for a 5GB cart ri d ge. 

Make your data backup automatic, not occasional, with smart use of hardware and
unattended backup options. That way the next system crash horror story making the
rounds won’t be yours. ★

For Your Computers

you can, particularly if your show is
an order-taking event.

3. And more leads. Consider wh at
you can do to fo l l ow up more
e ffe c t ive ly on leads, even if the fo l-
l ow up seems to be going OK.
Consider ways to distri bute leads
m o re quick ly during the show.
Pe r h aps using carbonless fo rm s
and distri buting leads befo re sales
s t a ff even leave the show. Or cat e-
go rizing leads at the show by
d egree of interest to fa c i l i t ate lat e r
fo l l ow up. We l l , you get the idea. 

4 . R ewa rd your best. Tabu l ate yo u r
booth staff’s perfo rmance aga i n s t
the ori ginal go a l s , and rewa rd
those who met or exceeded them.
If no one did, rewa rd those wh o
did best and revisit how you set
your goals for next time. 

If you fo l l ow these sugge s t i o n s , yo u
a re guaranteed to get signifi c a n t ly
m o re benefit out of your trade show
ap p e a rances. The keys are thoro u g h-
ness and dilige n c e. The rewa rd is
gre ater sales for your marketing dollar.
You'll wish eve ry dollar you spent paid
o ff so handsomely. ★

TRADE SHOW, from from page 3


