End of
Financial Year




VerAeaﬂé

Go through your bank statements for the past six months
and identify all the little unnecessary things that you're
subscribed to. For me it's things like newspapers | don't read
or games my kids no longer use. Cancel these.

Renegotiate your phone contract. You'll be amazed how
much money we waste assuming our phone contracts are
current and the best value.

Look at all utilities and insurances in this light and update
what you can.

If your commercial lease is up for renewal, don’t be afraid to
negotiate hard for terms in your favour, especially in the
current climate.

Going through bank statements with a highlighter can really
unearth some unnecessary overheads that you can live
without or renegotiate.



Now is a great time to reflect on how you're travelling with regards
to the people on your team. Or if you're flying solo, think about who
can help you on your mission. Do you have enough staff [ support?
Do you need more in order to achieve the next step in your
business? What are the barriers to making this happen?

It is also time to address your obligations as an employer. What
are your obligations around pay increases? How about casual
employees? Have they met the criteria for being offered
permanent employment?

Thinking about your people, and what you can offer them in the
new financial year (and this isn’t just about money) can be the
beginning of better staff retention, which in turn reduces the need
for desperate recruitment. So you absolutely should be thinking
about your staff at this time of year.

And if you're finding that paying your staff is a burden, it's also
time to look at how your fee structure matches your organisational
structure. Are you charging enough for the most experienced staff
in order to support their higher salaries? Are you charging enough
at the top end so you can also charge enough at the bottom end,

meaning you can afford to also employ less experienced staff.

Meanwhile, take some time to reflect on how your team has FELT
this past financial year. Have you built a culture you love?
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Many business owners tell me they don’t want to engage in
marketing because they're scared to have to turn business away.
What does this tell us? They need to recruit, right? But there’s no staff
to be found! And around and around they go.

Here's the thing. Marketing your business isn’'t just about generating
more business. It's about establishing a meaningful and relatable
presence in the community. This means that your business becomes
a trusted part of the landscape, a service that your commmunity grows
to know, like, and trust.

And this reaps benefits in - you guessed it - recruitment!

So, if you're desperate for staff and you don’'t have a presence on
social media (for example), how are these magical staff going to find
you? And why would they choose you over the thousands of others in

the same boat as you? You're scared you'll have to compete on
money, but you can’t afford that. So you keep drowning in too much
business, too little time, and not enough help. It's the businesses that
potential recruits feel they know (via social media mostly) who have
the edge in this market.

Marketing helps in so many areas of your business and it doesn’t
have to be overly time-consuming or difficult.

The easiest thing in the world is to do a one-minute livestream each

day talking about your day, talking about your team, showing people

what you do, telling them a funny story, or walking them around your
premises. The only thing stopping you is you.
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can be things like:

Number or referrals/enquiries per month.

Number of conversions (initial appointments attended or first sales)
Retention rates (number of sessions attended before client drops off)
Average session fee for appointments

Average sale amount

Go over these for each month and check for trends. These can be trends

for staff performance, trends for “hot” or “cold” business months, and so

on. Try to identify what's driving the trends you identify (obviously taking
Covid-19 into account).

can be things like:

First impression on the phone

Satisfaction with email responses

First impression when entering your premises

Satisfaction with getting their needs met by your business

It's almost impossible for small businesses to get an accurate reflection
on customer performance indicators, so | think it’s really important for
business owners to touch base with what it might feel like to be a new

customer/client/referrer to your business - try seeing
it through their eyes. For example, is your phone answered by a
human or an answering machine (my pet hate) or not at all?? Is the
entry to your premises grubby or warm and welcoming?

Take time at regular intervals throughout the year to check in on all of
these performance indicators.
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At the end of the financial year you will no doubt talk with your
accountant about such topics as profit and loss, GST, and other
delightful things.

| encourage you to keep an eye on your monthly revenue throughout
the year, but if you haven't been doing that, have a look at the month-
by-month figures across the course of the past 12 months. Is there a
positive or negative trend? What factors have influenced that? Going
forward, keep an eye on these numbers, with previously identified
trends in mind.

Have a look at where your clients are coming from. Is there a single
source? What would happen to your business if someone turned this
tap off?

If your business would sink if you're not in control of that tap, then you
need to add extra revenue streams to your business. If you're a
restaurant, do you offer a take away/home delivery option? If you're a
psychologist, are all your referrals reliant on Medicare? If you're a
beautician, do you offer online private tutorials for remote clients?

Identify additional revenue streams that can complement what you
already offer. Not only is it good for cashflow, it can act as a bit of an
insurance policy against loss of other revenue streams beyond your
control. And when identifying additional revenue streams, make sure
they're not costing you money and apply the “work smarter not
harder” principle. You don't want to burn out in the process!



The new financial year provides a great opportunity to
spend time identifying and then nurturing important
relationships to your business. Neighbours, clients,
referrers, and staff - these are all relationships that
contribute to the viability of your business. Look
after them.

Ways to nurture important relationships:

e A handwritten thank you card

e Cross-referring to professional colleagues

e Maintaining good communication

e Marketing in ways that enhance knowledge and
communication (not just sell, sell, sell).

Now is a good time of year to identify these relationships
and touch base (and it means you won't get lost in the sea
of Christmas cards at the end of the year!).
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The new financial year is a good time to stop and look
at where your referrals are coming from, how many
you're receiving, and what you're doing to promote

more.

Look at monthly referral numbers and look for patterns
across the course of the past year. Pre-empt those
trends with regards future marketing efforts,
remembering it takes about three months for
consistent marketing efforts to bear fruit.

Keep monthly referral figures going forward so you
can track the success of marketing efforts and any
other patterns in referral numbers.



