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PEATURE ARTIOLE: Featured Loan Programs this Month! @,

Spring is the perfect time to start thinking about improving
your business!

Business Revitalization Loans
Program

The obijective of this loan is to assist small
businesses to improve the condition and aesthetics
of their place of business, in an effort to improve
commercial areas of our local communities.

Examples:

1 Replacement of siding

1 Construction of awnings/overhangs

1 Painting exterior and interior areas visible to the
public and customers

1 Installation of new windows and doors

Green Loans Program

(” RN
The objective of this loan is to assist small g
businesses to implement environmentally
responsible business practices that reduce their
ecological footprint, and improve the working
environment for their staff and customers.

Examples:

1 Installation of high efficiency HVAC systems

1 Implementing paperless systems

1 Upgrading production equipment to lower
energy consumption, or reduce waste

Both loans are up to $25,000.00
Interest Rate of Prime +2%
1% loan application fee
Flexible Repayment Schedules

*Please note: we have other loan portfolios available to borrow up to $500,000.00*
For additional information, please contact our office toll free at 1-800-567-9911

Or visit our website www.cfsun.ca
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Getting Ready for the Gen-Y Worker

~ Joann Cole, Canadian Management Centre

Just when employers learned how to
manage the Generation-X work pool,
along comes the Generation-Y
workforce.

Generation-Y — known as the Echo
Boomer, Net or Millennium
Generation — comprise some 70
million workers born to the Baby
Boomers between 1979 and 1994.
While just beginning to work (as
interns, part-timers and early
workforce entrants), Net-ers already
comprise a recognizable and distinct
work group.

How They Differ

The Net generation has displayed
more responsibility than previous
generations by holding part-time jobs
in high school and in university. They
have not been given handouts to the
extent their Baby Boomer parents
have, and will probably work harder
and expect more. Gen-Yers have a
global orientation and an early
understanding of the need for
interconnectivity within a worldwide
economy. Net-ers have seen their
parents cut from organizations due to
downsizing, mergers, takeovers and
closings. Not surprisingly, they

equate job security with training and
skills. Ability and performance, say
Net-ers, is their currency for getting a
good job and establishing a good
career path.

The Face of Gen-Yers

Net-ers are comfortable with
changing technology and easily
adapt to change in general. They
have the ability — and desire — to
juggle multiple tasks.

Gen-Yers prefer a technologically
advanced work environment. They
are more racially diverse than
previous generations and will add a
new element and level of tolerance to
the workplace.

Net-ers enjoy constant stimuli
because of their internet-speed
mentality and may have difficulty
understanding that things take time.

What Gen-Yers Will Need

Forecasters predict that Gen-Yers
will not stay in dead-end jobs and will
require positions with growth
opportunities that are intellectually
and financially rewarding. They will

Visit us on the web: www.cfsun.ca

be the largest workforce in history to
telecommute and will demand a
balance between work and personal
life. Perhaps because of their media-
saturated upbringing (that fosters
mistrust), Net-ers will want to see
everything in writing. Without
contracts, Gen-Yers won'’t trust or
feel secure. Net-ers will be most
productive when working on several,
on-going projects simultaneously.

Raised on very little quiet time, Gen-
Yers may work better (and be more
productive) with background music.
Gen-Yers have a good understanding
of the job market and will strive to
meet specific goals. Companies with
self-managed and self-directed
teams will find that Net-ers are well
equipped to work individually and in
team environments.

Looking for more information on
Generation Y? We are putting on a
workshop in the near future all about
Bridging the Generation Divide. Give
us a call at 1-800-567-9911 or email
us at vision@cfsun.ca for more infor-
mation or to register.

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 a 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




How to Drive Traffic to Your Store

~Nate Hendley, Canadian Business Online (April 22, 2004)
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There are all sorts of ways to encourage customers to
spend more at your store, but you have to get them
inside first. Unless your shop is in a popular urban mall,
or at the corner of the busiest intersection in town,
driving traffic to your location should be a prime concern.
PROFIT asked retail experts to outline the most effective
ways to get more customers to walk through your door.

Turn a sale into an event

You know your annual summer sale? This year, turn
it into a major event — even if the discounts haven’t
changed a bit.

Promote the sale in advance with flyers, and training
staff to tell customers about it. For sale day, supply staff
with T-shirts or buttons; festoon your business with
banners; and play music just a bit louder than usual.

The idea is to let people know that “there’s some
excitement happening” at your business, says Joe
Jackman, chairman and chief creative officer of Perennial
Inc., a retail consultancy with offices in Toronto,
Montreal, and St. Catherines, Ont. Shoppers, he
explains, are naturally drawn to stores that appear
buzzing with activity.

Hire a celebrity pitchman

Securing Hollywood's A-list is probably beyond your
budget, but consider hiring a local celebrity to make an
in-store visit. A gardening center, for example, might
hire the local newspaper’s gardening columnist; a high-
end fashion retailer might ask the editor of a fashion
magazine to appear. Guest lectures or workshops are
especially effective at driving traffic.

A few ways to promote the event:

1 Place signs in your store and windows. See if the
celebrity has any press material he can provide, such
as photos or posters.

Ask the celebrity to promote the event. If he’'s a
radio personality, perhaps he could mention the
event on his show. Wishful thinking? No — you can
make it a condition of the appearance.

Create inexpensive flyers and hand one to
customers who make purchases in the weeks before
the event. Handout the flyers on the street, as well.
Contact your local newspaper and ask them to list
the event in the community events calendar.

Build excitement about the event by holding a free
promotion beforehand. For example, every
customer who makes a purchase gets her name
entered in a draw for a free autographed book by the
celebrity.

Sell hot products

Stocking unique, must-have products is a good way to
get noticed and generate buzz about your store.
Examples: a hardware store owner might stock a super
shovel that makes snow clearing vastly easier; a paint
store could offer an instant-dry oil paint. How do you
find such must-have items? Scour new product
catalogues and work closely with supplier sales reps to
determine what the hot new item of the season might be.
Take calculated risks.

Promoting the fact that your store stocks the item is
the hard part. Consider a newspaper ad or a local
television ad paid in part by the manufacturer. Signs
outside your store also work well, as do outside product
demos.

Make your exterior sing!

People walking by are potential customers, and you
only have a second to grab their attention and make an
impression. Wow them with your window display, and
hire someone to clean your windows and sign, remove
graffiti and repair minor damage.

Hit the streets

Walking around with a sandwich board and handing
out flyers are traditional ways of boosting traffic and, in
general, they work well for low-cost food and beverage
items.

They aren’t as effective, however, when trying to
promote high-end products such as jewelry or expensive
clothing.

Simple demographics explain why this is the case;
while a majority of pedestrians would probably
appreciate a coupon for a free coffee, or fast food, pricey
luxury items have a much more narrow appeal.

Send in the clowns

Hiring clowns, musicians or other performers can be a
good way to attract traffic. It is imperative to hire
performers who are brand appropriate, or you risk
turning people off. So don’t hire Barry Manilow for your
skateboard store opening.

Prepare for success

“Some retailers discover they can create so much
excitement that they are unprepared for the traffic they
generate,” warns Jackman.

If you announce a two-day sale on a special item, then
make sure you have enough of the item on hand.
Nothing looks more unprofessional than running out of
stock within the first hour of a week-long sale. Finally,
don’t forget to staff your store adequately as well.






