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The Writing Way
Writing and Design Services      

◊    
Marketing Consulting       

◊     
Advertising 

Writing Services

Copywriting
Press Releases
Case Studies
Articles
White Papers
Manuals
Marketing Collateral

Web sites for small businesses
Brochures and pamphlets
Flyers
End of year reports
Stationery and logos
Marketing collateral

Target market, key messages, 
and more. The Writing Way 
can help you get on the best 
path in defining your 
marketing direction, goals, 
and game plan.

Marketing Consulting

Design Services

The Writing Way provides professional, 
quality contract writing and design 
services to companies of all sizes. 

Ads and more. Whether you need to ramp up slowly, or attack a large audience at 
once, we can help you discover the best places to advertise to your target market.

Advertising

801.491.8641 (p)
801.491.8869 (c) 

http://www.thewritingway.com                
info@thewritingway.com

RoundtableSTARTING A BUSINESS

good. You may have had a good month 
collections-wise and a horrible month 
cost-wise. But many, many small com-
panies manage by the bank account. 
Even if you have someone overseeing 
your accounting, as a business owner 
you need to be aware of it and oversee 
it. Know where you are at. 

Bennett, BusinessQ: In the startup 
phase, the business changes quickly. 
How can a business owner manage 
being organized with budgets but also 
being fl exible as things change greatly 
from month to month?

Corbridge, Sign City: Startups still need 
a fi nancial plan so they have something 
to go off of — even if it changes along 
the way. 

McLain, The Writing Way: If you aren’t 
where you need to be fi nancially, you 
may need to wait a little bit longer. 
That’s the fl exibility that a startup 
business calls for. It’s the same with 
advertising. You have to see what’s 
working, and be willing to shift to 
something else. Prices change with the 
economy, so your printing and your 

technology costs may vary. You’ve got 
to be fl exible, but you’ve got to also 
plan appropriately and be prepared to 
make judgment calls. 

Griffi ths, Amber Griffi ths Design: As a 
small business myself, I don’t look at 
things as, ‘Oh, that cost me $1,000.’ 
I look at how many hours of time it 
costs. ‘That will cost me an hour of 
work, that’s only 15 minutes. We can 
afford that because it will only take me 
an hour to earn it.’ 

Kint, Keypoint USA: I’ll just go on re-
cord saying you have to have a budget. 
You should be fl exible, but you can’t 
be fl exible with a budget that you don’t 
have. Not having one at all and calling 
that fl exibility would be foolish. You 
need to have a budget. 

Crowe, QeNets: There’s a fi ne line of 
discipline, which I think is one of the 
tricky areas for business owners. You 
want your accountant to be disciplined. 
You want your sales people to be 
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Decide how much your time is worth. 
How much time do you lose by doing 
tasks yourself? If you do it wrong, then 

how much time do you lose? When 
you make it all about the bottom line, 
it quantifi es it and removes the emo-
tion of, ‘No, I can do this. I’m inde-

pendent. I’m tough.’


