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FEATURE ARTICLE: Looking to Revamp your Business?
Looking to revamp your business? Need a little extra
financing to make it happen? Values, Standards &
Below are some actual examples of how a small loan has Performances
helped our clients succeed. Core Values

1 One client used our loan to refurbish his highway

: : : : : . Honesty —We will be genuine,
billboard, increasing traffic to his establishment fair, truthful and sincere in our

dealings.

1 To increase business, our client used our loan funds to Respect —We will show

diversify her product to reach a larger market consideration and deference for
the contribution of others.

17 A new business used our start-up loan funds to create Trust—We will behave
i . . i i responsibly and honorably, we
and launch a website including social media will allow ourselves to be open,
platforms Twitter, Facebook, and a blog approachable and create an
atmosphere that encourages
candor.

We want to hel
€ want to help you Openness —We will share

succeed. information in a timely fashion

respecting the need for

Please call Daniel prudence and confidentiality.

Steiner, Business Results —We will create

Development Officer at positive community outcomes
through innovation,

1-800-567-9911 for more entrepreneurial leadership,

information. Or vou can excellent client care and strong

' y partnerships.
email him at

dsteiner@cfsun.ca.
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~ Susan Ward, About.com Guide

One common path to success for many
small businesses is establishing
themselves in a niche market. Because
no matter how hard they try, no large
retailer can be all things to all people,
there are always going to be segments of
the population whose needs for
particular products and/or services are
going unmet—leaving room for the small
business to succeed by meeting those
needs.

So how can your small business
capitalize on these unmet needs and find
and dominate your niche market?
Concentrate on these four basic
concepts for niche marketing success:

1. A unique product or service

For starter, if you are going to master a
niche market, you need to have a unique
product or service. ldeally, you want to
be the only one selling what you’re
selling.

The trick to coming up with such a
product or service is to “look on the
fringes” for unmet needs. For example,
one East Coast entrepreneur’s business
consists of creating hand-made medieval
outfits. Large retailers and even shops
specializing in costumes don’t supply
these types of garments.

Don’t forget that processes can be
products as well. They’re ubiquitous
now, but someone once looked at an
inkjet printer cartridge and came up with
the idea and the process for refilling
them.

2. A marketable product or service
You can create all kinds of wonderful and

wonky products and/or services but if no
one wants what you’ve produced, what’s

the point? Maybe there’s no one selling
fried insects from a vending cart on your
street, but that doesn’t mean it’s a good
idea. The niche market of people who
enjoy eating fried insects in this country
is so small they wouldn’t even fill a phone
booth.

There has to be enough of a demand for
your product or service for your business
to make a profit. How do you find out?
By trial and error or by conducting
extensive market research.

I, of course, recommend the latter. If you
want to know if there’s a market for dog
coats, bamboo flooring or counseling for
the Blackberry addicted, the best way to
find out is to get out there and ask.
Making or buying a lot of something and
throwing up a website to see if there’s an
interest in what you’re doing is for people
who don’t want to make money.

3. Choose a niche market that’s available

Remember, niche markets tend to be
smaller so there’s only room for so many
players. When it comes to niche
marketing, if you try to jump on a
bandwagon, you’re only going to fall off
the back. For instance, | mentioned the
niche market for gay marriages in Best
Business Opportunities 2005.

Before you started such a business for
yourself, you would certainly need to
carefully research the competition and
the size of the market to see if a new
business in this niche would be viable. It
might be better to find a different niche in
the marriage or gay markets and make
that niche your own.

4. Market, market, market

Marketing is perhaps more important for
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niche market businesses than for any
other kind, because the niche market is,
by definition, unknown and succeeds or
fails on making the connection with
exactly the right kind of customer/client.
If | opened a Starbucks, for example,
people know right away what that
business is and what kind of products to
expect. And because Starbuck’s market
is “anyone who likes coffee”, they really
don’t have to worry much about
advertising at this point in the game.

But if | open a business providing
naturopathic treatments for pets, selling
tub/shower conversions for the elderly or
providing virtual assistant services to
professional speakers, to give just three
examples, people won’t know what to
expect or even that my niche business
exists at all unless | make the effort to
reach and educate them. So market,
market, market—and once you have a
customer or client, make contact on a
regular basis.

A unique product or service that will fulfill
the unmet needs of a specific group of
people—that’s niche marketing in a
nutshell. If you apply all of the four
concepts above, your small business will
enjoy the powerful competitive
advantage that mastering a niche market
provides.




QR Code Best Practices

~Laura Lake, About.com Guide

QR Codes seem to be at the center of the questions that
| received this week. | felt it was time to explore best
practices and how to utilize this marketing tool so that it
is efficient and effective in your marketing plan.

QR or “Quick Response” codes have been around for
awhile, but seem to be interesting those owners of small
and medium size business as of late. They seem to be
adopting QR codes to show their customers that they
are on the high end of technology. Besides, QR codes
are interactive and fun.

It's important to keep in mind that QR codes are just one
type of 2D Barcodes, but at this time seem to be the
most popular.

My guess is the majority of you have come across at
least one QR code daily. Perhaps you’ve seen one in a
magazine, product package, billboard or a business
card. They are finding their home everywhere.

The benefit of a QR code is that it gives business owners
and marketers a way to get a prospect to take immediate
action—easily! The problem with QR codes is when they
do not give a customer value they can become
frustrating. There is nothing worse than hyping a QR
code, but the end result is something that could have
been achieved without it.

Who are you trying to reach with your QR code? You
must determine that before launching a campaign. Who
is the ideal person that uses a QR code?

A recent webinar done by Merkle and Webtrends created
the following profile of those that use QR codes:

1 Between the ages of 25 and 54
f Mostly male with a baseline income of $50K
1 Customer uses an iPhone or Android Smartphone

The overall QR users is affluent and younger, others may
not resonate with the understanding of a QR code.

Make sure that your target audience fits that profile,
otherwise it may not bring you the desired result that you
want.

Visit us on the web: www.cfsun.ca

When considering a QR code campaign, ensure that you
are following best practices. Best practices include the
following:

1 Inform your audience of what to expect when they
scan the code.

1 Your QR code should be no smaller than 1 inch by 1
inch.

1 Make sure the destination is mobile friendly. You
don’t want them to land on a web page that does not
render correctly using a mobile phone.

f  Think about how your QR code integrates with the
campaign. How is the user experience? Is it friendly
or confusing?

1 Test the user ease of your campaign and the
functionality.

QR codes are catching on. As a matter of fact, we have
gone from 1,000 daily scans to upwards of 25,000 daily
scans. If your customer profile fits the above and you
follow best practices there is no reason not to join the
QR craze.

What can you use a QR code for? Here are some ideas:

Business Cards

Scavenger Hunts

Contest and Promotions

Gain Likes and Followers on Social Media Platforms
Build your Email List
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Generate your QR code today —you might just be glad

you did!
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Daniel Steiner, Business Development Officer
will be visiting your Community.

Hope — August 31st and September 1st
Lytton—September 2nd
Lillooet — September 8th
Logan Lake — September 20th

Daniel will be passing through Spences Bridge, Boston Bar & Yale on his way
to and from Hope.

Anyone interested in making an
appointment, please contact Daniel
at 1-800-567-9911 or email: dsteiner@cfsun.ca




