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PEATURE ARTICLE: Community Futures Leadership at it’s Best!

Values, Standards &

Performances
Scott Medlock, Chairperson of
Community Futures Sun Country was Core Values
awarded the Volunteer of the Year Award at the
Annual 2010 Community Futures Conference in Honesty —We will be genuine, fair,
Victoria. truthful and sincere in our dealings.

We are extremely proud of him! _ _
Respect—We will show considera-

tion and deference for the contribu-
tion of others.

Trust—We will behave responsibly
and honourably, we will allow our-
selves to be open, approachable and
create an atmosphere that encour-
Debra ArnOtt, General Manager of ages candour.

Community Futures Sun Country was

elected to the Community Futures Openness —We will share informa-

British Columbia Association for a two tion in a timely fashion respecting the

year term at the annual AGM in Victoria. _r;eed for prudence and confidential-
ity.

Results—We will create positive
community outcomes through inno-

“I am humbled to have the support of my peers in the province. vation, entrepreneurial leadership,
Sitting on the provincial board provides our region the opportunity excellent client care and strong part-
to ensure our rural communities have a voice at the table. Anyone nerships.

that | have worked with knows that | am very passionate when it

comes to our communities. It is all about empowering community ~

members and supporting them through their community based @'

decision making shaping their economic future.”
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Woohoo! Canadian Internet Shopping Hits $15 Billion

~ Susan Ward, About.com Guide

y 2
Exciting news for anyone selling

online in Canada; according to Statis-

orders continued to be travel ser-
vices; entertainment products
such as concert tickets; books
and magazines; and clothing,
jewellery and accessories.

In 2009, 52% of Canadians went
online to “window shop,” that is,
to research or browse products,
up from 43% in 2007.

There are still concerns about
online credit card use. In 2009,
one-half (48%) of all Canadians,
whether or not they went online,
reported being very concerned
about online credit card use.

tics Canada, in 2009 Canadians used Two obvious takeaways from these
the Internet to place orders for goods statistics:

and services valued at $15.1 billion,

up from $12.8 billion in 2007.

Some highlights from releases:

1 About one-half (51%) of Canadi-

ans aged 16 to 34 purchased a
product online in 2009.

1 Men (42%) were more likely than

women (37%) to have made an
online purchase.

1 The most common types of online

. With half of all Canadians going

online to window shop, putting
full product information and prod-
uct related information on your
website such as user reviews
could be a good way to get more
traffic. All other things being as
they should for ecommerce suc-
cess, more window shoppers
should equal more online sales.

Visit us on the web: www.cfsn.ca

It’s critical that you assuage peo
ple’s fears about online credit card
use on your site. Besides having
secure credit card transactions set
up on your website, make sure
that potential Internet shoppers
know that your site is secure. Big,
visible, secure shopping buttons,
blurbs about encryption and how
their credit card information is
safe...with 48% of Canadians that
concerned about credit card secu-
rity, you can’t go too far to reas-
sure them.

Did you know...

1 Community Futures Sun
Country provides one on
one FREE business
counseling?

Video Conferencing

The Community Futures British Columbia Video Conferencing Network can improve your
ability to effectively communicate with businesses, organizations and opportunities from across BC.
With 33 locations available, this new and innovative way of sharing information using interactive
audio, video and computer technologies allows participants to simultaneously see, hear and speak
with one another at a distance. The applications of video conferencing are limitless and include
training, meetings, announcements, and even staff recruitment, all at a fraction of the time and
expense associated with sending participants to single meeting location.

Community Futures has also partnered with Small Business BC to deliver training sessions
via video conference. You can register through Small Business BC for all the seminars

www.smallbusinessbc.ca




11 Ways to Sell Online Well and Cash in on the Holiday Sales Boom

~ Susan Ward, About.com Guide

Visit us on the web: www.cfsun.ca

Canadians spent over $7.9 billion online in 2006 accord-
ing to Statistics Canada. Is it any wonder that so many
small businesses are deciding to sell online?

To make an investment in e-commerce pay off, though,
you’ve got to capitalize on the holiday spending season
and make as many holiday sales as possible. Just being
online is no guarantee of selling online.

Developed by SAP Canada, these tips can help small
retailers use widely available e-commerce technology to
boost their revenues this holiday season:

1. Test your site early and often. Plan ahead to make
sure your site can handle the holiday shopping
frenzy.

2. Test the integrity of your content. Check for mis-
spelled words, broken links, busted pictures, etc. An
unprofessional appearance may lead to a bad cus-
tomer experience and kill your chances to sell online.

3. Make sure images load quickly. A slow-loading
page may simply drive customers away to click on to
the next site. You want to minimize page download
time.

4. Make sure you’re up to snuff on patches. Install,
verify, test and lock down all patches and upgrades
now, before the season gets to busy.

5. “Load test” your site. You're expecting (or at least
hoping for) a rush of customers. So it’s a good idea
to determine how much traffic your Web site can
support. You can’t sell online if customers can’t
reach your site.

6. Create sample transactions. These can simulate
expected customer traffic and Web transactions. By
running “synthetic” transactions periodically —say,
every five to 15 minutes—you’ll know there’s a prob-
lem before your customers do.

7. Check the performance of your network provider.
You can do this by looking at a site that’s similar to
yours in your area, but connected to another net-
work. In a fiercely competitive business, every sec-
ond matters.

8. Add cross-sell and up-sell opportunities through-
out your site. This means, for example, suggesting

10.

11.

table linens on the dinnerware, silverware and glass-
ware pages. Offer Top Gift Suggestions or Best-
Sellers to improve sales and drive impulse pur-
chases. More buying choices means more chances
to sell online

Make your policies easy to find and provide cus-
tomer service contact details for a real person.
Providing an easy-to-find phone number on the site
helps online shoppers feel more secure and in-
creases your chance to sell online. Clearly state your
company’s return policy. Remind customers of the
last possible day to order and receive a product in
time for the holidays.

Make your search function more effective. Your
search function should accommodate common mis-
spellings by returning similarly spelled items or your
site’s most popular search terms.

Get your back offices in order. Increased online
shopping traffic can expose small business opera-
tional errors caused when the front and back office
systems aren’t integrated. Common mistakes in-
clude shipping the wrong items, not shipping an or-
der at all, shipping partial orders or charging incorrect
prices. These errors can reduce profit and result in
declining customer satisfaction. By connecting front
and back office systems, you are better prepared to
survive spikes in sales while increasing productivity
and profitability.

So how do you sell online successfully? Make the buy-

ing process for your customers as transparent and con-

venient as possible and watch your holiday sales soar.




8 Rules for a Successful Ecommerce Website

~ Susan Ward, About.com Guide

Visit us on the web: www.cfsun.ca

Successful ecommerce website de-
sign starts with applying the basics of
retail success. To run a successful
ecommerce website, you need to do
what successful bricks-and mortar
retailers do. Follow these rules to get
your ecommerce site visitors actually
shopping online.

1. I



