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Foreword 

The start of our business was rocky, each of us have worked in the professional world, had very successful 

careers, and were well educated, yet we continually stumbled across terms and phrases we did not 
understand. We spent hours researching and reading articles, each time one of us saying we wished there 

were a guide to starting a business. Slowly, I realized if my team felt this way, there were many other teams 

who felt the same way. I started polling peers and would often hear “we can’t know everything, yet we are 
expected to”. I knew an answer needed to be found, I knew there had to be a way to empower small 

businesses, nonprofits, and professionals. 

 

Working with a key group of professionals, we created the beginnings of a map, dictionary, and guidebook. 

This is by no means the final version of A Practical Guide to Business Terms. I anticipate several versions 

to come, this is the starting point of this journey. 

 

Each definition is short and includes practical applications. Our goal is to provide you with the beginnings 

of a skill or concept, a jumping off point, to empower you as you begin your journey. All contributors are 

professionals who own their own business, some multiple businesses.  

 

As you come across terms and concepts we have not included, please email us and we will add them to this 

guide. Should you find this guide helpful, please share it with your peers. Some terms have more than one 

definition, I thought where we could provide more than one perspective this would be helpful. Each of us 
have unique perspectives, and we understand things differently. Multiple perspectives will enhance an 

understanding of a term. 

 

Remember, your size should never limit your dreams. You are each capable of more than you could possibly 

imagine. 

 

Last but not least, a sincere and heartfelt thank you to all the people that contributed to this project, it is 

greatly appreciated, and it provides a broader understanding and base. Without your contribution this 

document would not be possible. 

 

Sincerely, 

Sara Orellana-Paape 

sara.paape@3raptorconsulting.com 

Founder and Lead Consultant 
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990 (Form 990) 
Krystal Orellana 

Form 990 is a United States IRS form which provides the public with financial information about a 

nonprofit or foundation. It is often the only source of such information. It is also used by government 

agencies to prevent organizations from abusing their tax-exempt status. The 990 provides an easy way for 

donors and other people interested in supporting a particular cause to find and evaluate the best charities to 
support. It is important to file your 990 on time so as not to lose your tax-exempt status. Not filing on time 

can result in fees and additional paperwork. 


Advertising/Marketing Plan 
Gus Orellana 

Regardless of what line of business the company is in we need advertising and marketing if we want the 

company to prosper and grow. We want our target audience to learn who we are and what we do. 

Having a plan to determine how and where we advertise and market our company is more important now 

than ever before since there are many more venues we can use, and each attracts its own followers and 

readers. 

The plan should include not just “publish monthly …” the specific target audience for our service/product 
should be clearly defined. Based on this information we need to determine how we will proceed, how often, 

and the method we will use. 


Analysis 
Gus Orellana 

Analysis, in one form or another, has been around for over 2,000 years. Aristotle used it, and before him 

others since (ca.) 384–322 B.C. Analysis as a formal concept and with specific rules in some disciplines, 

for example accounting, and computer system design, is a fairly recent development. 

Most Analysis encompass the careful examination of a particular item by breaking the subject being 

analyzed into its components or parts to obtain a better understanding of the subject. Analysis is used in 
many branches of the sciences. In business, analysis of financial information and processes is the most 

common use. 
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Asking for Reviews 
Angela Schertle 

We all like to do business with people who give great service.  Asking clients for an assessment of your 

customer service is a great way to share their positive experiences with the public.  Asking for Reviews can 

be done at the point of sale, on your social media or website, through a follow up email format or in an 
email signature with a link to your review platform for any customer or business contact to access.  Open 

ended requests avoid customers feeling like the review is solicited or coerced.  “If you were happy with the 

service you received, please feel free to leave us a review!”    


Balance Sheet 
Gus Orellana 

Balance Sheet is a company’s financial statement at the time of the publication of the document, usually at 
the end of a fiscal year, although it can be prepared for specific purposes at other time frames and intervals. 

The balance sheet lists, in the order presented, assets, liabilities, and capital. It is the detailed statement of 

income and expenditures. 

Assets includes all accounts receivable, that is, what is owed to the company from clients that have received 

an invoice and are due. On the liabilities side all accounts payable are included, these are the amounts the 

company needs to pay to its vendors, and any loans that need to be repaid. Assets must balance to Liabilities 

plus capital. 


Balanced Budget 
Gus Orellana 

A Budget is the road map used to guide our finances through a period of time in the future. 

A complete budget shows all our expected sources of income and all our expected expenses for a period of 

time, typically from one year to three years, it is possible to have longer periods, however, the accuracy 

beyond one year is drastically reduced. The longer the projection the more risk we introduce of being wrong. 

A balanced budget is required for nonprofits, and the total income and the expected expenses are exactly 

the same. 
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Blogs 
Gus Orellana 

A Blog is a discussion or informational entry in a Web page or social media platform that is neither formal 

nor long, typical length is from 500 to 750 words. It can deal with just about any subject the author would 

like to discuss and present to the public in general. The writing style can be informal and simple. The more 
successful blogs would be those which are published often and appeal to a larger population. Posts are 

typically displayed in reverse chronological order, so the most recent post appears first. Blog can also be 

used as a verb, meaning to maintain or add content to a blog. 


Boundaries 
Sara Orellana-Paape 

Boundaries are limits or privileges, more than a protection mechanism, they are a growth mechanism. They 

serve as a way to define comfort levels, and provide growth space, protect time, resources, and talents. 

They give us permission to say no, to challenge what we think and believe. 

When boundaries are not defined, not only are we easily taken advantage of, we are also not able to grow 
and expand. Pushing our boundaries, expanding our thoughts, skills, and comfort level allow us to change 

our thought process and learn new skills. 

Boundaries create a safe environment for each person, a place to be who we are, to explore our strengths, 

learn new skills, and become a better person. 


Branding 
Angela Schertle 

Creating a recognizable business image is vital to setting your business apart from other similar 
organizations.  Branding allows customers to know who you are, how you do business, and what you 

represent by combining visual marketing like logos, ads and headshots with verbal messaging stating what 

makes your business unique.  Although branding is sometimes seen as passive marketing and may not give 
an immediate monetary return, the intrinsic value in quick recognition of your products, services, and 

overall image will pay off in spades if combined correctly. 
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Business Needs vs Business Wants 
Gus Orellana 

A business is no different than the human beings that run it, which is why when completing a true business 

analysis of our business we must focus on real needs. To determine whether something is a need or a want 

we need to be honest when analyzing each one, it is not a need if at any point in the analysis we determine 

that the business will not suffer and growth will not be impacted if we don’t fulfill the request. 

For example, that shiny new truck, is it a need or a want? The analysis will go somewhat like this: 

• Do we need a truck for the business to use for transportation?  

A: Yes → continue.  

A: No → This is a want, stop and cross from the list. 

• Do we need to have a new truck or the one we have is still perfect for the job?  

A: No → continue.  

A: Yes → This is a want, stop and cross from the list. 


Business Plan 
Gus Orellana 

A business plan is a formal written document containing business goals, the methods on how these goals 
can be attained, and the time frame within which these goals need to be achieved. It also describes the 

nature of the business, background information on the organization, the organization's financial projections, 

and the strategies it intends to implement to achieve the stated targets. In its entirety, this document serves 

as a road map that provides direction to the business. 


Cash Flow 
Gus Orellana 

Cash flow is the inflow and outflow of cash into an organization or account. Cash flow is what can make 
or break a business, too much outflow and the business has no money, more inflow than outflow is what is 

going to provide funds to improve the business, meaning that you can invest in training or improvements. 

Cash flow affects the liquidity of a company. 
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Coaching 
Beverly Woodrome 

Coaching is a teaching, training, or development process, in which an individual receives support and 

guidance while learning to achieve a specific personal or professional result or goal. In business, coaching 

may correct behavior, improve performance, or expand skills and abilities for the employee to accept new 
responsibilities. The coach, a supervisor, directs learning. Usually short-term, coaching is intermittent and 

as needed. The employee’s participation is unnecessary. In sports, coaches develop people not only for the 

game but also in teamwork, discipline, leadership, and interpersonal skills. Life coaches listen, ask 

questions, channel focus, maintain accountability, and more for clients. 


Collaboration 
Angela Schertle 

Utilizing the strengths of your team and community partners to create synergy for large-scale goals or tasks 

can only be done through successful collaboration.  In these instances, the whole is greater than the sum of 

its parts because each contributor is harnessing their own talents and strengths for the good of the overall 
group.  By sharing ideas based on personal experience, a wider range of influences can be included in 

decision making and planning. 

Please note, collaboration must be done with mutual respect, willingness to listen, and understanding. 


Beverly Woodrome 

Collaboration is the act of working, often intellectually, with one or more people or entities to produce, 

create, or improve something. More specifically, Arthur Himmelman defines collaboration as “exchanging 

information, altering activities, sharing resources, and enhancing the capacity of another for the mutual 
benefit and to achieve a common purpose.” In Himmelman’s definition, collaboration is a high-performing 

relationship unlike coordinating or cooperating. Obstacles to collaboration may be lack of buy-in or 

understanding, absence of trust, groupthink, poor initial team building, insufficient open discussion, and 

lack of mutual respect. An example of collaboration is finding a vaccine for COVID-19. 
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Collecting Data 
Gus Orellana 

This is not to be confused with the mindless accumulation of information to see how much data I can 

accumulate since data in and of itself is meaningless, it is what we do with this information which matters. 

In business collecting data is understood as the exercise of putting together information related to our 
business, and for specific product lines, or products, or areas of the business that we need to analyze. What 

we are looking for is relevant information to tell us whether what we are looking at is worth keeping in the 

business or if not good, what do we need to improve to make it worth keeping. It could also point to an area 

of the business that is just not worth to continue pursuing. 


Comfort Zone 
Gus Orellana 

A comfort zone is a psychological state in which things feel familiar to a person and they are at ease and 

(perceive they are) in control of their environment, experiencing low levels of anxiety and stress. In this 

zone, a steady level of performance is possible, although growth and the satisfaction of accomplishing 

something new and/or challenging is not existent. 


Communication 
Beverly Woodrome 

Is the act of conveying information through verbal, nonverbal, written, and visual means to others. 

Miscommunication and lack of communication can harm any organization or relationship. Communication 

begins with encoding, that is, the sender’s putting a thought into a medium, such as speech, email, or action. 

The receiver decodes the message to understand. Both sender and receiver have filters that can corrupt the 
message. Filters can be emotions, outward distractions, fatigue, nerves, mood, beliefs, expectations, 

personal style, and more. Professionals offer researched techniques to improve communication, essential to 

human and organizational surviving and thriving. 


Community Assessment 
Sara Orellana-Paape 

Community Assessments are a combination of surveys, interviews, and data review to establish what 
services/programs are available or unavailable in an area. This information highlights needs, wants, and 

hopes of a defined population. Without such information, programs and services cannot be customized, and 

often do not have the support needed to thrive. A well-defined community assessment will accurately paint 

the picture of a specific community, highlighting their true needs, not their perceived needs. 
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Competitor Analysis 
Gus Orellana 

Competitor analysis is nothing more than a comparison of people or companies that are directly in 

competition with the person or company doing the report. This report should include all the strengths and 

weaknesses that we perceive or know about the competition, as well as opportunities and holes in the 

marketplace. 

We prepare this report to find a niche for us where we can fulfill needs or requirements that others, even in 

similar or same type of business are not fulfilling or are failing. 


Cost of goods sold 
Gus Orellana 

The simplest definition is: What it costs us to obtain item “A” so we can sell it. 

Calculating the cost of goods sold could be as simple as taking the price we paid for the goods and allocating 

a pre-determined ratio of overhead expenses, including salaries, or it could be more complicated if the 

company is a manufacturer instead of a retailer. 

For a manufacturer, we have to add all the costs of each component, for example, thread, cloth, buttons, 

zippers, and snaps for a clothing manufacturer. To this the depreciation or rent of the equipment used in the 

manufacture of the item is added, and then we add an allocation of salaries and benefits, and any other 

overhead the company has. 

For example, ABC Manufacturing makes ski pants and jackets, for the pants it is known that for each 100 

pants $400.00 of interior cloth is required, $500.00 of inter-layer insulation, $450.00 of outer layer cloth, 

and $100.00 of zippers. Total hard cost for 100 ski pants is $1,450.00. Calculations of the soft costs, that is 
allocation of salaries, benefits, overhead, and Depreciation/rent/wear and tear is calculated by an 

accountant, usually employed by the company, the accountant tells us that our soft costs for the 100 pants 

are $200.00. That brings the cost of 100 pants to 1,650.00, or 16.50 per unit produced. 
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Customer Experience 
Angela Schertle 

A customer’s view of their interaction with you and your staff will ultimately determine the customer’s 

overall satisfaction with your business.  Customer service is only one aspect of the entire experience that 

may include things like communication, comfortability, and ease of doing business.  When a customer has 
a great experience, they are more likely to recommend their friends and family to utilize the business as 

well.  Remember: 1 customer may tell 10 people about a positive experience, but as many as 100 may hear 

about a bad experience!  Treat every customer as if they’ll review you on social media or another public 

platform. 


Dana Newsom 

Customer Experience is the impression you leave with your customers and how they think about your brand. 
This is about every part of their journey as your customer. Did you give them the attention they needed; are 

they happy with your product and its quality; is your website user friendly? A great customer experience is 

also a great marketing tool, as customers will refer their friends and family to you at no cost. Word of mouth 

is huge and can make or break a business. Positive customer experiences are important for sustaining and 

growing your business. 
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Data Analysis 
Gus Orellana 

Data analysis is where we use data that we collected and organize it in a way that will allow us to see or 

discern what we need to know about a particular item or group of items, be it products, or the company as 

a whole. 

We use different types of data to analyze different things, for example, we can use the financial information 

for the company to determine whether the company is in the right track, or in the case of a product or service 

we can determine if it is profitable or is worth for the company to keep the product or line. We can also 
analyze information from projections for new products to determine if it is something we need to have our 

company involved with. 

Data analysis for a nonprofit will also reveal how each program is doing, whether we have enough or too 

much funding for each program, and whether the overhead costs are too high or low. 


Data Driven Decision Making 
Gus Orellana 

Now that we have collected all our data and analyzed it to determine what it is telling us it is time to put it 

to good use. We can, and should, start using our findings to make decisions regarding the company or 

product that we need. 

When solid data drives our decisions, it is no surprise that it becomes easier and, more often than not, we 

are in the right track. 

To get to this point we need to make sure that we collected all available data for the topic and that we have 

analyzed it as if it were not our data to avoid bias. Our decisions should be more accurate and easier to 
make this way. Logical processes remove human elements that could skew the results, and will allow us to 

see the whole picture, in other words, we will be able to see the forest and each tree. 
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Donations 
Krystal Orellana 

A donation is a gift for charity, humanitarian aid, or to benefit a cause. Donations satisfy a need. The IRS 

offers information for taxpayers making charitable donations, types of deductible contributions, a 

searchable database of organizations eligible to receive tax-deductible charitable contributions, and even a 
mini-course on the amount and types of deductible contribution, what records to keep and how to report 

contributions. You can also learn how donors, charities, and tax professionals must report non-cash 

charitable donations. In-kind donation is a kind of charitable giving in which instead of giving money to 
buy needed goods and services, the goods and services themselves are given. The gift is recorded as revenue 

and a charity must value the in-kind donation at its fair market value on the date of the donation. No matter 

what kind of donation, whether giving or receiving, impeccable record keeping is essential. 


Donor Base 
Krystal Orellana 

A donor base is all the people who have given money or would be a good fit to your organization and all 
the people who have expressed interest in your cause or idea and could be approached as potential donors 

for money or resources. A database can house all the important information about your donors in one 

centralized location. Those details could include contact information, volunteer history, average gift size, 

and any other information important to your organization. 

In order to keep donors contributing you need to say thank you and build a relationship. Donors who feel 

heard and informed are more likely to donate again. Also keep donors up to date on the impact their money 

has made in the organization. 
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Employee Recommendations 
Gus Orellana 

Employee recommendations can fall into two broad categories, one has to do with business operations and 

the other with staff. 

In the area of business operations, a smart manager/owner will listen to the people in the line, as this may 

improve our performance and ability to deliver quality goods and services. 

In the area of staff or personnel, recommendations of people from the outside should be welcome, but do 

not act only on the fact that “one of my trusted employees recommended this person” as this could backfire. 
Follow all normal interview and hiring process. A person’s success and fit into our organization is 

determined by many factors, one of which is their ability to mix well with our current employee base. 


Employee Referrals 
Gus Orellana 

Employee Referral is a program that an institution uses to entice their employees to help recruit new 

employees, the program uses a stimulus, whether monetary or otherwise, to make it worthwhile for the 

employees to ask their friends and neighbors to apply for a position that is available. 

This is a very good and successful way to recruit people that will fit within the team and the philosophy of 

the company 


Executive Summary 
Gus Orellana 

As the title indicates, it is a summary, or condensation, to be presented to executives to learn more about 

current situations and/or financial information that is needed at their level to make decisions. An executive 
Summary needs to be clear and concise, as it is a way to gain perspective on the direction of a company at 

a glance. 

From the non-profit point of view, an executive summary should be presented to the board of directors at 

least quarterly, more often if required, so that the board is aware of the actual situation. 

In the for-profit world many companies will have a board of directors to oversee the senior management of 

the corporation, based on the bylaws of the corporation, an executive summary may be required every year 

or more often. 


  



 

 Page 12 
 

Fair Market Value 
Gus Orellana 

Fair Market Value is defined in the Internal Revenue Code, Bankruptcy Code, and many other legal codes, 

for this instance, the value of a company or asset is determined at a hearing and becomes the bases for 

settling bankruptcy or delinquency value. 

Fair Market value can also be defined as the value that is determined a property is worth and it is used to 

assess taxes based on the value. For example, a home was purchased for $125,000.00, the county will assess 

the value of the property and the building at $150,000.00 and apply for the tax calculation. 

It can also be used to define what the price of an article should be, although this is known more as Fair and 

Reasonable market value. Fair and reasonable market value is what allows the company to sell its products 

and create a reasonable profit margin that would allow the company to invest in improvements and 

maintenance of the equipment. 


Follow Through 
Melissa Beck 

Follow-through is by grammatical definition a phrasal verb. In other words, an action. When you take action 

to complete a task, follow up on a phone call or email, or show up when you say you will, you are practicing 

accountability. 

Establishing accountability leads to trust, and when others feel they can trust you professionally, you are 
much more likely to succeed in your current position or field. Follow-though is a must for anyone wanting 

to achieve their professional potential. 

But follow-through is not only taking action, it’s having a plan of action. Define your goal, decide the steps 

you will take to get there, and follow-through until it is done. 


Goal Driven Employee Reviews 
Gus Orellana 

Goal Driven Employee Reviews is a method that uses a set of goals set in mutual agreement between the 

employee and the supervisor where the marks obtained are based exclusively in the grade of achievement 

of each goal by the employee during a specified time frame. 

It is not a method that can be used in all environments since not all have a need to have goals achieved. 

When it is used, it does not necessarily have to be the only method by which an employee is evaluated. 
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Grants 
Krystal Orellana 

Grants are non-repayable funds given by one party to a recipient, often a non-profit, educational institute, 

business or individual. In order to receive a grant a proposal or application is required. When an agency has 

released a Request for Proposal there will be a deadline. Often a Letter of Intent is required before the actual 
grant application. Read and follow all instructions carefully. Grammar and spelling are especially 

important. A well written grant will receive more attention, but it also needs to be direct and easy to read. 

Data and demographics are necessary elements. The Internet is a good place to research state, federal, and 
local data. Make sure your objectives are measurable, specific, achievable, and relevant. Be organized. 

Budgets, tax information, and details about your board will be required on most grants. Keeping required 

information up to date will save time. Grant writing is labor intensive requiring a commitment of resources 

to a long document in a short amount of time. 


Hashtags 
Sara Orellana-Paape 

Hashtags are keywords used in social media to attract a larger target audience. Hashtags allow viewers to 

interact and see your posts without following or subscribing to your page. The use of hashtags is primarily 

to broaden your viewers, create higher interaction rates, and ensure the posts are being seen by the audiences 

you have chosen as your target audience. Hashtags also ensure your content appears higher in search results. 

For example: #businessowner, #onlinebusiness 


Incentives 
Gus Orellana 

An incentive is a motivator offered to entice individuals, for example, many companies offer a hiring 

incentive when looking for highly trained employees that is very generous, often one part of the incentive 

is paid as soon as the new employee is hired and the rest after three to six months if the new employee is 

still working for the company. 

Other companies will offer incentives for bringing new customers or exceeding a difficult sales quota. 
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Income Statement 
Gus Orellana 

As the name implies, it is a document that defines all the income for an entity, and it shows where every 

component of the income is derived from. 

The Income Statement, also known as the profit and loss statement, is part of the financial information that 
a company must provide to apply for loans or grants, and fir the IRS since not all income is necessarily 

taxed the same or at the same rate. 


Insurance 
Angela Schertle 

Insurance is not a once and done purchase, it should be reviewed as your business grows through new 

investments or services that may impact the overall risk factor of your organization.  Insurance financially 
protects you in the event of a loss, especially one where you would be considered liable or responsible for 

damage to another party…primarily your customer.  Your insurance policy should act as a shield in the 

event, however unlikely, that a situation would cause a customer, client, or vendor to want to sue for 

damages based on reputation, marketing, or financial loss. 


Investment 
Krystal Orellana 

In business we use investment to define the action of allocating money, usually through the purchase of 

shares from a company, that will return to us a benefit or profit in the form of dividends paid or a lump sum 

at the end of the agreed upon term at the time the money was allocated to the business. It is not a loan or a 

gift. People who invest, usually called “investors” are expecting a return on their money. Investments are 
risky in that there is never an assurance that there will be aby “gains” (dividends) or the invested sum can 

be lost if the company flounders or declares bankruptcy. 
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Leadership 
Beverly Woodrome 

According to Kevin Kruse, “is a process of social influence, which maximizes the efforts of others towards 

the achievement of a goal.” This definition applies to all leaders from those of families to the military. 

Leadership styles differ, for example, dictatorial, autocratic, participative or laissez faire. Leadership 
attributes abound. The evaluation of leadership, however, rests upon targeted results inside of and/or outside 

of the organization. Leadership partly consists of defining and communicating the vision; translating 

strategy into action and assigning responsibility; identifying, building, and engaging talent; creating 

workforce and leadership sustainability; and leaders’ investing in and governing themselves. 


Line of Credit 
Gus Orellana 

Lines of credit are in essence a loan, except in the way of what is owed, how interest is calculated, and how 

it is used by the borrower. 

Lines of credit come in two main varieties, revolving, and straight line. A straight line is one which can be 
used only one, and is more commonly used for construction loans, where the funds are disbursed as needed 

up to the maximum amount. A revolving line is one that as the amounts advanced are repaid and as the 

payments are posted to the principal the line can be used again for the agreed amount of time. In both cases, 

there are fees associated, interest rates are higher, but the interest is calculated only in the amounts that have 

been borrowed. 


Liquidity 
Gus Orellana 

In accounting and finance liquidity is a ratio used to determine how easily an entity’s assets can be converted 

to cash to cover outstanding debt. It is also defined as the ratio of a company's liquid assets to its current 

liabilities, used as a measure of its solvency and ability to repay. 

Lenders often look at this ratio to determine the borrower’s ability to repay current obligations and what is 

being applied for, used for loans and lines of credit. 

For example, a company with $500,000.00 in outstanding debt and 550,000.00 Cash on hand and short term 
investments is said to be liquid since the cash on hand and short term investments (usually receivable in the 

next 30 days) is more that the outstanding debt. 
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Loans 
Gus Orellana 

In general terms a loan is when something is borrowed from another individual, it could be a tool or a small 

amount of money. 

In the financial world, a loan is when we obtain a sum of money to improve our business or purchase 
something that we would otherwise not be able to pay right away, for example a car or truck. The interest 

rate will depend on the amount of the loan and the perceived risk by the lender to receive payment in full. 

The higher the risk the higher the interest rate will be. 

All financial loans have a specific term in which the moneys borrowed plus accrued interest must be paid. 

In the US today most loans are simple interest as most other methods of calculating the interest have been 

outlawed. The interest rate is always expressed as an Annual Percentage Rate, interest is calculated daily 
on the remaining balance of the principal and is part of the payment. With all loans, the amount of principal 

paid each month increases with every month, by small amounts, wise financial advisors will tell you to add 

$10.00 to $50.00 to your payment every month, you are not making early payments that you would make 

later, what you are doing is reducing the amount of principal that is used to compute the interest on, for 
example, the loan calls for $50.00 monthly payments for 36 months and an APR of 7.5%, the first month 

most of the payment (48.61) will be interest, and the principal amount being repaid is 1.39. As you can see, 

adding something to your payment will be used to reduce the principal and you will be paying your loan 

off in less than the original 36 months. 


Logo 
Christina Woodson 

A logo is a visual identification of a company. A logo can be a mark, symbol, signature or image that 

identifies a company. A logo does not describe or explain a business. A logo is a means to identify a 

business. Five characteristics make up a good logo: 

1) Simple 2) Scalable 3) Memorable 4) Versatile and 5) Relevant 
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Loyalty Program 
Gus Orellana 

Loyalty program is one way to retail your customers, these programs are designed to reward customers that 

do business with the company be it in the form of points earned, or discounts on promotional items, and a 

new form that has been used by some large retailers, traditional or electronic, where every qualifying 
purchase directs a portion of the proceeds towards a charitable contribution to a non-profit institution chosen 

by the customer. 


Mentoring 
Beverly Woodrome 

A voluntary, trusting, caring relationship between two or more people for a designated time, helps the 

mentee become his or her best self. For workplace mentoring, Chip Bell defines “a mentor as someone who 
helps someone else learn something that he or she would have learned less well, more slowly, or not at all 

if left alone.” To support and guide personal growth, a mentor is rarely in the mentee’s chain of command. 

The mentor listens, provides a role model, makes suggestions and connections, builds self-confidence, and 

nurtures possibilities. The mentee commands his or her learning. 


Christina Woodson 

Mentoring is more than merely advising or training an individual. True mentoring is a relationship 
between an individual interested in learning and personal growth and another individual that is willing to 

impart wisdom, experience and knowledge in a given field. 


Mission Statement 
Krystal Orellana 

A mission statement explains a company or nonprofit’s purpose. It should answer what you do, how you 

do it, and why you do it. It should be expressed in a way that shows your values. Start by saying what your 

purpose is. Then think of how you accomplish this. This can be a general description. Next, think of why 
you do what you do. Think back to why you started your business or nonprofit. One example of a mission 

statement is that of The Elephant Sanctuary: “A natural habitat refuge where sick, old and needy elephants 

can once again walk the earth in peace and dignity.” A mission statement answers the question “who are 
we?” It focuses on the present while a vision statement focuses on the future. A mission statement focuses 

on today and what an organization does to achieve their purpose. 
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Motivating Employees 
Melissa Beck 

A happy employee is a productive employee. Making sure your team enjoys coming to work just takes a 

little effort from you to help them feel confident, and you will find it is a worth investment of your time. 

As a leader, you set the example. Leading with positivity can have an enormous effect on morale. Giving 
your employees autonomy tells them you trust their judgement and have faith in their abilities – resist the 

urge to micromanage. Celebrating achievements helps anyone feel appreciated, so recognize a job well 

done. Encourage creativity and collaboration in your team, allowing for new ideas and fresh perspectives 

to let them know their ideas are valued and participation is wanted. 

And lastly, open communication is key. Be approachable and easy to talk to and you will find that you have 

created a strong team of employees that are enthusiastic about working for you. 


Motivation 
Gus Orellana 

In its simplest definition motivation is the reasons to want to get something or want something to go away. 

In business we use this term to indicate that an employee is self-motivated when they don’t need to be 

constantly pushed or cajoled into doing their job. We also use this term in a more constructive way for 

letting our employees know that they are doing well when we use a “motivation incentive” often in the 

form of a bonus or a perk, like get the best parking spot or get a day off. 


Needed Professional Services 
Gus Orellana 

The services that are required by an entity and that require a licensed or legally authorized provider of 
such services, the following are examples of these: Doctors, Accountants, Attorneys, Engineers, 

Veterinarians, Architects, etc. 

Information Management services, such as programming and/or system design, and project management, 
are also considered part of the professional services since only qualified persons may provide these 

services. 
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Needs Statement 
Krystal Orellana 

The needs statement is used by non-profits in a grant application to define the need the community has that 

the non-profit organization will address should the requested grant be given to the institution. 

The needs statement is used to educate the funders and reviewers about community needs the non-profit 

organization seeks to improve in the community that it serves. 

For other types of entities, the needs statement defines problems found in the community that the plan being 

presented plans to solve, this statement sets the tone for all the business statements that follow and how to 

go about solving the issues noted. 


Networking 
Beverly Woodrome 

Is a social and online activity to expand a person’s or organization’s contacts in the real world beyond one’s 

familiar circle. Through networking people share ideas, information including job or sales opportunities, 

make recommendations, improve the community, build friendships, solve problems, and more. Examples 
include participating in civic groups, alumni groups, professional organizations, book clubs, sports, similar 

interests, and community and social events. Being present, open, genuine, and interested in others is key. 

People generally will not do business with or recommend someone they do not know. Every individual 

publicly represents oneself and one’s familial and professional entities. 


Christina Woodson 

 

Networking is the process of interacting with others in order to develop professional or social connections. 
Networking is an excellent way to exchange information, advice, or referrals. Networking helps to expand 

circles of acquaintances that can lead to information about opportunities, news, or trends in the marketplace. 
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Overhead/Expenses 
Angela Schertle 

The costs of running a business can be high, and one mistake many business owners make is to overlook 

costs related to everyday expenses.  Overhead expense includes the cost of all outgoing finances for rent, 

utilities, supplies, merchandise, labor, taxes and any other expenditure that occurs on a regular basis to 

allow the business to legally function. 


Gus Orellana 

In business, overhead or overhead expense refers to an ongoing expense of operating a business. Overheads 
are the expenditure which cannot be directly or easily traced to or identified with any particular cost unit, 

unlike operating expenses such as raw material and labor. 

Therefore, overheads cannot be immediately associated with the products or services being offered, thus 
do not directly generate profits. However, overheads are still vital to business operations as they provide 

critical support for the business to carry out profit making activities. For example, overhead costs such as 

the rent for a factory allows workers to manufacture products which can then be sold for a profit. Such 

expenses are incurred for output generally and not for particular work order; for example, wages paid to 
watch and ward staff, heating and lighting expenses of factory, etc. Overheads are also very important cost 

element along with direct materials and direct labor 


Partnerships 
Angela Schertle 

Partnerships can be formal agreements to share the workload in a business opportunity, or they can be 

informal agreements with organizations that share values, customer base, or offer complimentary services 
to your own.  When community partnerships are formed, business leaders from different industries bring 

individual experiences into a shared environment to benefit the group.  Ideal partnerships are formed when 

prospects share business principles and values that are conducive to your business operations.  Partnerships 

should strengthen and benefit both parties. 
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Peer Review 
Gus Orellana 

The most basic definition of peer review is “The evaluation of a person or their abilities by other people 

working on the same field. 

For example, I can tell you that I am a good Business Analyst, but unless you are a business analyst in the 

same field that I am, there is no way you can really prove or disprove what I said. 

Think of Peer Review as a self-checking of quality and standards by a group of professionals in the same 

field. 


Platforms 
Sara Orellana-Paape 

Platforms is a term used to describe specific sites on the internet. Platforms can refer to social media, 
blogging, vlogging, websites, or other online community groups. Understanding how each platform works, 

who their audience is, and how you can present your information and engage with the platform’s audience 

will allow you to grow your audience. 


Products 
Gus Orellana 

This most basic definition of a product is “An article or substance that is manufactured or refined for sale.” 

In the business world, in addition to the definition above, we see it defining very specific services provided 

by a company. For example, a consulting company in Information Systems will sell a “product” in the area 

of information that the client is in need of, it could be a program, a system, or assistance in defining what 

the proposed application will do and how. 


Programming 
Sara Orellana-Paape 

Programming has two definitions. Programming can refer to creating and writing computer programs. 
Programming can also refer to the programs an organization offers. Such programs should be developed 

from data presented in a current community assessment, have SMART goals, and be reviewed annually for 

any needed improvements or modifications. All programs should have a clear start date and end date. 
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Professional Development 
Gus Orellana 

Professional development is the result of learning to obtain or maintain professional credentials to be able 

to engage in a professional venture. Professional development usually includes conferences and refresher 

courses culminating in a professional degree or license after an exhaustive examination by qualified 

members of the profession. 


Professionalism 
Gus Orellana 

This term can be used not only in the sports world, but also in the business world. 

In sports it means that all the participants are not amateurs, that is, the participants dedicate a fair amount 

of time to train and stay in form every day or week. 

In the business world it means not only the set of skills presented by a person, but also defines the expected 

training and behavior of an individual while providing the services that are required of the individual or 

group brought in specifically for a task or need. 


Profit and Profit Margin 
Gus Orellana 

Profit is the difference between the total costs of a product or service and what it is sold for. 

The bigger the difference the more profit the company is getting. As to how much profit you should look 

for is not that easy to determine as there are a wide variety of products and services available, and in many 

instances, the same product and/or service is offered by different companies. 

Always check the competition and compare their offerings to yours, whose quality is higher? Who offers 

the best service and at what price? 

The next step would be to compare the results of the analysis to your products/services and determine where 

you fit in terms of quality and service rendered. 

If your product is definitely better, and that is a good thing to strive for, then perhaps you can charge a 

higher price, although sometimes this will result in a lower profit margin in the long run you will be better 

off. 
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Projects 
Gus Orellana 

A project is an undertaking by a company that is carried out by a team following a plan that has been 

carefully laid out and planned to achieve a goal. 

A project can be worked on by more than one team, these types of projects involve a lot more checking of 

the status and careful analysis of any unexpected problems along the way. 


Promoting Services 
Krystal Orellana 

Promoting services is what you do to make people aware of what you have to offer and how it compares to 

the competition, and how easy it would be to obtain the same from a competitor. 

Promote your services through your website, social media, and by the most cost-effective way, which is by 

worth of mouth from satisfied customers. 

If you offer services, and you find about a problem tell the customer right away, don’t wait for them to find 

it, this way they know you have their best interests at heart. 


Purpose Statement 
Krystal Orellana 

A purpose statement shows the true values and motivation of an organization. It is what you work toward. 
It should express the organization’s impact on the people you are trying to serve. A purpose statement is 

important because it determines your overall purpose for being in business. It should provide meaning for 

the work of the organization. We are more likely to be motivated, committed, and satisfied when we find 

meaning in our work. Your purpose statement should be brief, clearly stated and simply understood defining 

the core of the organization. An example, “Democratize the automobile.”-Ford in the early 1900s. 
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Revenue Streams 
Gus Orellana 

A revenue stream is a source of income for your company, there should be multiple revenue streams, the 

following list shows some of the most common ones: 

1. Recurring Revenue. Usually for companies that offer services on a contractual bases for a number 

of months or years. 

2. Transaction Based. Retailers and consulting companies that sell specific contracts only, not on a 

time basis. 

3. Project Revenue. Consulting companies that work on a per project basis, that is, they will sell 

assistance for a project only. 

4. Taxes. Obviously, this is for governments only, but there are several types as well, based on the 

type of the tax being assessed. 


Services 
Gus Orellana 

Services are the intangible parts of our economy. Unlike goods, services cannot be touched or handled. 

Accounting, cleaning, consulting, banking, and insurance are examples of services. A company provides a 
service and a customer pays for it. Service providers use skills, ingenuity, experience, and resources to 

benefit customers. 
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SMART Goals 
Sara Orellana-Paape 

SMART goals are goals which contain the following criteria: 

i. Specific. The intent of the goal, what is to be measured should be clear to anyone who reads the 

goal. 

ii. Measurable. If the goal is not measurable, meaning data is not collected and compared to show 

progress or success, how will a goal ever be defined as completed? 

iii. Achievable. Reaching the sun by walking up a rainbow can be a goal. It is specific and can be 

measured through the success of reaching the sun. But is this actually achievable? Can one really 

walk up a rainbow and reach the sun? All goals must be achievable. If a goal is not achievable, 

consider breaking it up into smaller goals, often each smaller goal is achievable making the overall 

goal achievable as well.  

iv. Realistic. All goals must be realistic, they must function within the confines of time and space as 

we know and understand them. 

v. Timebound. Goals must have a clear starting point and ending point. Data collected from a goal 

will not be valid if the collection period is not defined. Also, without a clear due date, most people 

will put off working on the goal until tomorrow.  

 


Social Media 
Sara Orellana-Paape 

Social media are online groups where people can share their thoughts, opinions, and articles. There are 

several different social media platforms, each is geared towards a specific audience. Before creating social 

media for your business, research which platform appeals to your target audience. 


Social Media Plan 
Sara Orellana-Paape 

Social media plan defines the message, voice, and target audience your posts will utilize. The key 
components of a social media plan are identification of target audience, which platforms will be used, 

frequency of posts, ideal times to post, overview of key messages, defined themes, and the desired emotions 

you want to evoke. A social media plan may have several sub-plans, each target audience and each platform 
need a separate plan. The overall social media plan should ensure the messages are consistent throughout 

all sub-plans and branding is incorporated into each post. 
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Stretching yourself 
Gus Orellana 

We use this term to define an individual that takes on tasks that are beyond his or her comfort zone of 

knowledge in an effort to increase knowledge or acquire a new skill. 


SWAG 
Sara Orellana-Paape 

 

In a professional setting, swag can have two unique definitions. SWAG is used to refer to the promotional 

items organizations give away. It can also mean a rough estimate given by an expert without all needed 

information, for example, an estimate on a repair that is required, this is a rough idea of what the repair will 

cost since not all details are known 


SWOT 
Gus Orellana 

 

SWOT stands for “Strength, Weakness, Opportunity, and Threat analysis” This technique applies to 

individuals as well as businesses and projects. This analysis will help us determine how to make the best 
with what we have and to the best possible advantage since we will have determined what is the weakest 

part and we can prepare to shore it up, and where the threats lie, knowing them will help us be better 

prepared when they do make their appearance. 

It is a good idea to do this analysis annually, more often if unusual circumstances occur. 


Target Audience 
Krystal Orellana 

 

A target audience in business is the demographic of people most likely interested in your product or service. 

The content of your writing defines your target audience whether in advertising or a blog. You want to 

show the advantages of your product or services by reaching a specific person or group. Knowing your 
target audience will shape the purpose and tone of your writing. Who are you trying to reach and who are 

the best recipients for your particular marketing message? 
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Time Management 
Krystal Orellana 

Time management is the process of organizing and planning how to divide your time between specific 

activities. By shifting your focus from activities to results you can learn to work smarter-not harder. Time 

spent organizing and planning your day allows for greater productivity and efficiency not to mention less 
stress. By tracking your daily activities, you can find out where you waste time. Taking personal calls or 

responding to non-work-related text messages while working can take up large blocks of time. Establishing 

routines, setting goals, and by prioritizing tasks you can change your behavior. For example, you can spend 
20 minutes to plan your day and decide what must be accomplished. Choose to assign a block of time for 

reading and answering emails. A planner, whether written or an app can help you stay on track. Also, get 

yourself organized. Create a file management system, clean your desk, whatever helps you spend less time 

searching and more time doing. 


Vendors 
Gus Orellana 

Vendors are the companies or people we use to obtain goods and services that our business needs. 

When looking for a vendor it is a good idea to do some background research, find out how reputable the 

business is and how well they service their customers, and whenever possible, use the closest one to you. 


Vision Statement 
Krystal Orellana 

A vision statement is a statement given by a company or nonprofit saying what they intend to become or 

achieve. It expresses the hopes, dreams, and ambitions of the company or nonprofit and will serve as a 
framework for all your strategic planning. An example is Microsoft’s original vision statement, “a computer 

on every desk in every home.” Your vision statement tells what you want to do without saying how you 

will do it. When writing your vision statement think of why you do what you do. Do not be afraid to share 

your passion for what you are trying to do. Your vision statement is your dream. 
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Volunteer Management 
Melissa Beck 

Volunteers are your greatest grassroots asset, vital to helping you achieve your organization’s goals. People 

volunteer their time for many reasons. Civic engagement, professional development, and meeting new 

people are just some of those incentives. 

Knowing that your volunteers are all there for different reasons raises the question: How do I motivate and 

manage them all? Make them feel like part of the organization, not just someone on the outskirts. Have 

them work alongside staff rather than on the fringes of a hierarchy. Assign staff members to mentor 
volunteers to create a sense of social inclusion. Finally, set SMART (specific, measurable, attainable, 

realistic, timely) goals and be specific when assigning tasks. Clear communication and inclusiveness are 

key to helping your volunteers feel fulfilled and get you the results you need. 


Volunteers 
Krystal Orellana 

A volunteer is a person who voluntarily offers himself or herself for a service or undertaking, a person who 
performs a service willingly and without pay. In recruiting volunteers for your organization and insuring 

they are qualified, look for people who are passionate about and committed to your cause. Having a specific 

volunteer program with a volunteer coordinator will create a fulfilling experience for both parties. Specific 

expectations are more likely to create realistic commitment. If you are the volunteer, you may want to ask 
yourself several questions. Why do you want to volunteer for a particular organization? What do I know 

about the volunteer program? What exactly am I agreeing to? What is my potential value to this 

organization? Whatever your reason for volunteering, love of a cause or gaining professional experience, 

the benefits are very real for you and the organization. 


Word of mouth referrals 
Gus Orellana 

 

Word of mouth referrals can be good or detrimental to a company. Good referrals are provided by satisfied 

customers and are very effective in getting new customers, bad referrals are provided by unsatisfied 

customers. 

Some businesses have a referral program that rewards the customer that provided the referral, usually in a 

form of a discount, when the new customer provides the name of the person that referred them to your 

business. 
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