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FEATURE ARTICLE:

Welcome our new Business Development Officer

| am so thrilled to be joining the Community Futures team in Ashcroft. | have
been working in Community Economic Development for the past 5 years and
have enjoyed helping entrepreneurs grow their business and become more
successful. My experiences are quite broad having worked directly with small
business owners, Municipalities and First Nations in BC, Yukon and NWT.

My most recent position was with the Village of Lytton where | was the Eco-
nomic Development Officer since 2009.

Working for rural communities and with small and medium size business own-
ers is truly my passion. | have been exposed to a variety of industries includ-
ing hospitality, mining, oil & gas, retail, forestry, agriculture, environmental
programs, recreation and culture, and governance. | hope that my experi-
ence will be valuable as we work towards improving your business and the
communities in the region.

As the Business Development Officer for Com-
munity Futures Sun Country, | promise to al-
ways be approachable, reliable, and most of
all, maintain a high level of confidentiality with
all of my clients at all times. | encourage you
to contact me at your convenience to set-up a
meeting to discuss your business ideas. | look
forward to being a positive contributor to
Community Futures, the communities and the
region.

Sincerely,

Daniel Steiner

Values, Standards &
Performances

Core Values

Honesty —We will be genuine, fair,
truthful and sincere in our dealings.

Respect—We will show considera-
tion and deference for the contribu-
tion of others.

Trust—We will behave responsibly
and honorably, we will allow our-
selves to be open, approachable and
create an atmosphere that encour-
ages candor.

Openness—We will share informa-
tion in a timely fashion respecting the
need for prudence and confidential-

ity.

Results—We will create positive
community outcomes through inno-
vation, entrepreneurial leadership,
excellent client care and strong part-
nerships.
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Tips for Better Customer Service: How to Help a Customer

~ Susan Ward, About.com Guide
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What’s the most common customer
service situation? A customer or cli-
ent seeking help. So it’s extremely
important to get this customer ser-
vice interaction right. Properly done,
a customer seeking help will not only
feel that she or he has been treated
well but will be more favourably dis-
posed toward buying products and/
or services from your business. Use
the following tips for better customer
service to educate your staff and
evaluate their customer service per-
formance.

When a potential customer walks into
your store or office you and/or your
staff need to:

1. Be available in a timely manner.
The first way that you make your cus-
tomer feel valued is by acknowledg-
ing her as soon as possible.

So when someone enters your store
or office, you need to look up from
your computer, stop stocking shelves
or whatever else you’re doing as
soon as possible. If your work in-
volves being away from the floor,
such as working in a stockroom or
workshop area for part of the time,
you need to have some system that
alerts you when a customer enters so
you can attend to her.

2. Greet the customer in a friendly
but appropriate way.

Make eye contact, smile and say
something such as, “Hello. How may
| help you today?”

Stop there. Allow the customer to
respond.

3. Appear eager to help (but not in
such an aggressive or rote fashion
that the customer is turned/driven
off).

Doing points one and two properly
are often all that’s required to appear
eager to help a customer. Do not en-

courage staff to continually trail cus-
tomers about the premises or to in-
terrupt them every two minutes and
ask them how they’re doing.
Customers who have responded to
the initial question by saying some-
thing such as, “I just though I'd take
a look around” should be ap-
proached after an acceptable period
of time (which will vary depending on
the type of business, floor layout,
etc.) and asked if they have any
questions or if they’ve found what
they’re looking for.

4. Help the customer by directly
addressing the customer’s request/
solving the customer’s problem.
This may involve:

1 Actively listening to the customer.
Show that you’re actively listening
to the customer by making eye
contact, nodding, or even jotting
down a note. Ask clarifying ques-
tions when the customer is fin-
ished speaking if necessary to get
more details that will enable you
to solve the customer’s problem.
Do not interrupt a customer
when he or she is speaking. You
can’t listen when your mouth is
moving.

1 Showing a knowledge of the busi-
ness’s products and/or services.
Be sure that you and your staff
know your products and services
inside out. And be sure that all
staff know the difference between
“showing a knowledge” and
“showing off”. Customers do not
come in to hear lectures about
particular products or services.
For good customer service, tell
customers what they want to
know. Not everything you know
about it.

1 Showing a knowledge of related
products and/or services. Cus-
tomers commonly compare prod-
ucts and/or services, so you and

your staff need to be able to do
this, too. After all, you may be
able to save them a trip to an-
other store. You also need to be
aware of any accessories or parts
related to your products so you
can tell customers where to get
them if you don’t supply them.

1 Being able to offer pertinent ad-
vice. Customers often have
questions that aren’t directly
about your product or services
but are related to them. For in-
stance, a customer interested in
hardwood flooring might want to
know what the best way of clean-
ing hardwood floors is. The an-
swers you give (or aren’t able to
give) can be a big influence on
buying decisions and how the
customer feels about your cus-
tomer service.

5. Be cheerful, courteous and re-
spectful throughout the customer
service interaction.

6. Close the customer service inter-
action appropriately.

You should finish helping a customer
by actively suggesting a next step. If
he is ready to make a purchase at
this point, escort or direct the cus-
tomer to the checkout where you or
someone else will go through the
payment procedure. If the customer
is not ready to buy, your next sug-
gested step might be a further invita-
tion to engage with the merchandise
or service such as, “Is there anything
else | can help you with?”, “Would
you like a brochure?” or “Would you
like to try that on?” You should never
just say something such as, “Here
you go” or “Okay, then” and move
on.

The tricky part of customer service is
providing good customer service to
all your customers all the time.



7 Steps to Planning a Productive and Successful Promotional Campaign

~Laura Lake, About.com Guide
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When planning a promotional campaign keep in mind
that a campaign generally consists of three desired out-
comes:

1. Your promotional message reaches your intended
and targeted audience.

Your message is understood by your audience.

Your message stimulates the recipients and they take
action.

2.
3.

Here are seven steps that will get your campaign off to
the right start.

Step 1: Assess Marketing Communication Opportuni-
ties.

It’s important in this first step to examine and understand
the needs of your target market. Who is your message
going out to? Current users, influencers among individu-
als, decision-makers, groups, or the general public?

Step 2: What Communication Channels Will You Use?
In the first step of planning, you should have defined the
markets, products, and environments. This information
will assist you in deciding which communication chan-
nels will be most beneficial. Will you use personal com-
munication channels such as face to face meeting, tele-
phone contact, or perhaps a personal sales presenta-
tion? Or will the non-personal communication such as
newspaper, magazines, or direct mail work better?

Step 3: Determine Your Objectives

Keep in mind that your objectives in a promotional cam-
paign are slightly different from your marketing cam-
paign. Promotional objectives should be stated in terms
of long or short-term behaviors by people who have
been exposed to your promotional communications.
These objectives must be clearly stated, measureable,
and appropriate to the phase of market development.

Step 4: Determine Your Promotion Mix

This is where you will need to allocate resources among
sales promotion, advertising, publicity, and of course,
personal selling. Don’t skimp on either of these areas.
You must create an awareness among your buyers in
order for your promotional campaign to succeed. A well
rounded promotion will use all these methods to some
capacity.

Step 5: Develop Your Promotional Message

This is the time that you will need to sit down with your
team and focus on the content, appeal, structure, format,
and source of the message. Keep in mind, in promo-
tional campaigns, appeal and execution always work to-
gether.

Step 6: Develop the Promotion Budget




