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INSIDE THIS
ISSUE:

If anyone is interested
in receiving a copy of
CFDC Sun Country’s
Annual report please
give the office a call
(250) 453-9165
1-800-567-9911

Government Gouvernement
of Canada  du Canada

e

Canada Entreprises
Business Canada

nnnnnnnnnnn Atslior on ligne
Business Workshop  sur la petite entreprise

Online Small Busi-
ness workshop, is
designed to provide
you with the tools
and information to
assist you with
developing your

small business.

http://
www.smallbusinessbc.ca/
workshop-sessions.php
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The Sun
The CFDC of Sun Country is Country
offering special loans for Region

SPECIALIZED

FORESTRY—BASED
BUSINESSES. Eligible
businesses can include:

170 Mile House

BUSINESS LOANS

) Clinton

o Traditional Forestry

If you are thinking of ]
Businesses

starting, or expanding a
business that is linked .
with the forestry industry,

Logan Lake
q

Non-Timber Forest JSpence’s Bridge

Product Businesses )Lytion

call us for a free consul-  Support Services for )Boston Bar
1-800-567-9911 e ...and Others JHope

WE’RE OPEN FOR BUSINESS
LET US HELP YOU WITH YOURS!

The General Manager will meet with
clients throughout the entire region

for the month of August.
Contact the office at 1-800-567-9911 or
email: darnott@cfdcsuncountry.bc.ca

Business Hours: 8:00am—4:00pm
Monday—Friday
Closed for lunch 12:00-12:30pm

to book an appointment.

Unable to get into the office during

Current Scheduled Visits:
regular hours? Call and we’ll be .
Lillooet
happy to schedule a time that August 16th
works for you. Hope
August 28th
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One recent morning, at 10:35, 1
wal ked into a

and ordered a sausage biscuit. The

ized he was guilty, too.

(
Closing Time at the Cleaners
Jeff, the owner

counter person turned around to . .
was going on a market trip Sun-

look up at the clock. Then she said

t 9 me :. NBrea _k f isuits from the cleaners on Satur-

A little surprised, I told her that it

was only a few minutes after that

time and coul dn
o ) ( his business early in what he

biscuit? She just stood there and

repeated fiWe dol ¢

P . there. Well, slow moving traffic
after 10:30.0 )

selling a biscuit at 10:29 a.m. and

day and planned to pick up two

day afternoon. Knowing the

cleaners closed at 5:30, he left

thought was time enough to get

caused him to arrive at 5:40. The
door was locked but he felt he
was in luck as he saw the
owner 6s car in

deliberately not selling that item six
minutes later, simply because that

is the fArul eo? . )
| d6 d Cth could see someone moving in the
a 0s o wi
. . “back of the shop. Though he
biscuits? Wo u |

! kept loudly knocking on the door f

fitable to sell them? Or is th
profitable o sell them? L 18 there and calling to the person inside,

some sort of sausage biscuit heaven
) there was no response. Jeff
in the sky they all must go to when
the clock strikes 10:30? Now,

Mc Don al

made the market trip without

~ i those suits, vowing never to trade

dés is a . . .
with that cleaners again. But this

started Jeft thinking about his
own store closing time and that

sharp, successful organization, the
largest fast food operation in the
wor |l d. And Mc D¢

) . he might also be guilty of the
companies, must have policies to .. .
ke its busi Hl same rigid practice. Usually, he
t thly.
make fls DUSINESs rifl Smoothly locked the doors exactly at the 6

And regulations must be set so .
g PM closing, then went to the

1 ki hat th
employees know what the company office to tally up. The salespeo-
ple left by the back door and he
wasnoét far behi

new Arul e, o

expects of them. But does common
sense go out the window? In this
time of fierce competition and
much talk of improving customer

servi doesndi. . .
ing time would still be posted as

6 PM. But the door would not
actually be locked until 6:15. He
felt the additional 15 minutes of

friendly. The official store clos-
ce,

to-one basis have a place?

After this experience, I started
thinking about the rules and regula-
tions we make as we run our busi- time this cost him was worth it.

ness...rules that seem perfectl . .
P Y Contrast this cleaners story with

one that Mike, the bell captain at
the Hotel Algonquin in New
York City, told me about his

experience in a new Nordstrom

logical to us but totally illogical to
our customers...rules that may even
cause us to lose customers. I dis-
cussed this with several business
colleagues and friends and every

store that had just opened in his

fthem had a similar stories t . .
one ot them fac a sumtiar stores 1o \ew Jersey neighborhood. Mike

tell, even one storeowner who real-

and his wife were looking around
the store and stopped at the cus-

tomer service counter to ask what

>, Small and Home

i Based Buséinessy er
h o pRdshugces | - |0

time the store closed. The associ-
ate smiled and s
youdre fi shed
What a very customer-friendly

a

ni

17

answer! Mike and his wife felt www.bizoffice.com

l'i ke royalty. Dcesnét—Noerdstir om
have an official closing time? Of

cour se. But apparently you wonot
get thrown out of the store with

bells going off.

Rule: No exceptions to a promo-

tional policy. A local store was 1 d

having a promotion: Buy $75. in Feeling

our fragrance department and .

receive a complimentary crystal g ratItUde

vase. My purchase came to

$72.75. Tasked if I could have a and not

crystal vase. fi h,exbpé‘gsrngitsorry,
but the purchase lhas to be $75.0
When I protested, I was told that iS ||ke

fiif we make exce@tion for you

with that amount, we would have Wrapplng a

to do it for everyone that
asks. o (So?) |
this rigid and unreasonable atti-

2 sPresentang i oy

not giving it.
tude and since I knew I could find
the same brand in at least two

other stores in town, I decided to ~ William Arthur Ward

go elsewhere to make my pur- 2t Whg

0-n e chase. Company policy should be

to make a decision on a situation

1 . .
based on its own merits, never a

blanket rule. Since I obviously
felt strongly enough about this to

cancel the purchlasTHpofthedMohthot| it

have been better to please me by

Build a team. Don't hire
an employee to fill a posi-
tion. Employ a person to

be a part of a team to

S buﬂdoyour business

granting my request than to annoy
me enough to leave the store?

That store lost more than $2.25

t hat day -ewdptioh i

rule. When the amount is within a

t |6

few dollars of a promotion, excep-
tions could be made. Cont...pg. 3
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What is the difference between

marketing and sales?

think

amoment. Without marketing you

Let 6s ab ol
would not have prospects or leads

to follow up with, but yet without a
good sales technique and strategy

your closing rate may depress you.

Marketing is everything that you do
to reach and persuade prospects.
The sales process is everything that
you do to close the sale and get
signed agreement or contract. Both
are necessities to the success of a
business. You cannot do without
either process. By strategically
combining both efforts you will
experience a successful amount of
business growth. However, by the
same token if the efforts are unbal-

anced it can detour your growth.

Your marketing will consist of
measures you use to reach and
persuade your prospects that you
are the company for them.
Iltos the
prospect for the sales. It consists of

messag¢

advertising, public relations, brand
marketing, viral marketing, and

direct mail.

The sales process consists of inter-
personal interaction. It is often
done by a one-on-one meeting,
d
anything that engages you with the

col call s, and

1. When the customer specifi-

cally asks and

As a gesture of goodwill even
when the customer does not
ask.

nsSi
t he

to give you a complimentary crys-

nce your

sal esperson

prospect or customer on a per- ual group.

sonal level rather than at a dis- Domg business in BC

rance For example you could try the S, oo o o stop
. . . ing, Expanding, or Moving

| following methods of contact: 2 Business? et
Y keting efforts begin th

ourmarke 1ng.e ofts begtn fhe + Cold Lead Strategy—Send out
process of the eight contacts that . -
) i a direct mailing or offer them a
studies show it takes to move a . .
R special promotion
prospect or potential client to the
close of the sale. If marketingis =~ AWarm Lead Strategy—Try a Prepare
done effectively you can begin to | | follow-up call, send out a sales Trepare
move that prospect from a cold letter, or schedule a special semi- Properl \ for
warm lead. When the prospect nar or training session to get all S|
hits the fiwar mo ofyour warm leads together. ch =leep
casier for the sales professionalto . o youdve move Workihg iRtb e -
close the sale. = 5 rking | : A
pect to the fAwargo | evel itos

Do you see the cycle? to proceed in closing the sale. wee hours and

This will be easier to do if you

then flopping into
bed i

conducive to

As you see in my explanation
) ) somehow engage the prospect.

above it takes multiple contacts . .
) ) You can do this by conducting a
using both sales and marketing to
one-on-one call, make a presen-

move the prospects from one level .
tation, or present a proposal,

good sleep.

Attempt to be

to the next. That is why it is im- .

estimate, or contract.
portant that you develop a process
that combines both sales and mar- | What if you are uncomfortable
keting. This will enable you to with the sales or marketing
reach prospects at all three levels; | process?
col d, an

balance.

least 2 hours
war m, bouyt
betore you go to
bed, which

allows your eyes

An alternative that often proves
successful is to partner with

Are you unsure of how to inte- someone that possess the talents

grate your marketing and sales? | that you feel you lack in. You

. can do this by creating a partner- .
Try this. Take a few moments . . . and brain to
ship, subcontracting, or hiring in

d divid t lists and
and divide your prospect lists an that talent.

relax.
database into categories of cold,

warm and hot leads. Then sit Remember the key to success Accumulated

down and identify a strategy on in marketing and in sales is over time, lack of

f balance!

how to proceed with each individ- .
sleep will result
in poor decision
tal vase for shohave had me. [] eymakihgj’wﬁi(t;h.

Choose to delight the customer at
every opportunit

Whether you sell apparel, N
. will impact your
lumber, or insurance, the more

business.

There is another lesson in this sce- you differentiate your com-

nario: the power of differentiation. pany from the competition,

~ Small Business BC

If this store had an exclusive on the whether in products or in ser-

P U T Cffighasclabdl & sorfe@ing@iffe® S ¢ vices, the more you tie your

efit Sobut tH offSridg¥ that [@oll® d | customers to you.
not find anyplace else, they would

N~
S un Country
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We Are On The Web CFDC Sun Country
um @u niry www.cfdcsuncountry.be.ca Board Members

COMMUNITY FUTURES DEVELOPMENT CORPORATION

Chair:
] ] Kevin Taylor
What We Offer in Your Community (Lillooet)
Community Futures Sun Country is a hon-profit community economic development Vice-Chair:
organization partnered with Western Economic Diversification. Sun Country is Jim Ryan
governed by a volunteer board of directors and exists to assist rural areas (Spences Bridge)
experiencing slow economic growth. Secretary-Treasurer:
John White
(Clinton/70 mile)
Loans for Business Start-Up e Business Workshops .
Director:
Loans to Expand Existing Businesses e Computers with Internet Access Jane Bryson
for Business Purposes (Lillooet)

Confidential Business Counselling

and Advice o Business Resource Library Director:
Michael Cobbe

Business Resource Centre e Business Start-Up Programs Eeheery Gagha
Business Plan Assistance Creek)
Director:
Laurie French
(Hope)
Director:
Sandra Gaspard
(Ashcroft/ Cache
. Creek)
310 Railway Avenue Oirector
Staff Members Box 1480 Al Kemp
General Manager: (Logan Lake)
Debbie Arnott ASthOft, BC Director:
Business Dev. Officer: VOK 1AO Scott Medlock
lan Wiebe Phone: (250) 453'9165 (Hope/ Boston Bar)
Accounting Clerk: . Director:
Chrissy Schmitz TO" Free' 1-800-567-9911 Barb Spooner
Receptionist/ Information FaX: (250) 453'9500 (Sevend)
Officer: Email: vision@cfdcsuncountry.bc.ca
Linsie Lachapelle &
Terry Daniels
4

N ,
N\ |/
- C
UL /(O)TUl]l’]lt]I"y
COMMUNITY FUTURES DEVELOPMENT CORPORATION



