5
e

u

S

Is

9

2

e

lum
Vo

4

0

0

2

V'

a

M

it N
_ |
=
A
R
0
P
jIRl ry
0 t r
C un fo
lE,ilT Co er
((;?LNI n njb
L Su e
EVE S M
D Ic rd k.
RES utan n C
TU F B 10 dlo
U . y g e
F i ewW re
//_Y n . . M
IN% u a th it
\. U mtS co for
_Tl;{%v CHIZII 53 ity d
S CPO Mr. UnOIV? e
A&p m V ro th
i 0”;, Inbef nd
= ver ero a
+I+:**‘:t=$$= he Y u t
+;,;++%m; t is n been f
\\ in di o m o
s o d n r a rt rd
++++ :::::: a fO h a e
:::::: ive S C P v oa
. - ] cour-t € ha B
.:::::::::: »::::::::: S rd 0 rne D o e
:::::::::; »:::r*:;:::: a hc t e t h
:::::::::: ;::::::: h Lo IS ir d t
::::::::::: . m:::::::: d us D F e n
::::::::::: 5 +I:I::**‘°*:::::+ n S d r S 0
1::1::::::: i i a © ro e a
E::::::::** ;:**‘L::F‘* - e ag © ante le ce
%*ﬂ%~ o , e me:1 o
8 :::::: Ho anu p lu ry 0
o f ms Ho\,o e es
/g%zzzzzz Lo er , S ver
o :::::::: n te he b i a
+++++++++ e ++++++++ t |U S
:::::::::;: e :::::::: ide S. n trya
553555555== ++:::++*;::££+====zz5555 ol I”-ng c n y
:::::wﬂ: ++113++++II*+ :::::: €S e 0 di S u it
: o 11"»111*»:* o r v n o n
+++++ e +++++++++ "‘"“""‘ t u 'O
= a e I u
o . . is iv e L e
- . ti f sS' es- u m
; i t to P y S o
o : n 0 a C
+++ ::“ C a to H D S
| . Sosere oy of the
:::::::::; i ++:::::::: | a iz cede t f
5555555555: ++::==‘:+::======zzzs=: the e o Fu 0
%%Q%@t - thamerig r
+++++++++++ . """“"““" +++++= rg B |ty e
. £ o 0 m b
+++++ ok 5 ++++:: (0] n
- b g o C € u m
3 o op m ©
7 i m
S Home rs.
+++ +++++ .
o C tiv to
++++++++++ *“"‘* ++++++++ C C
::::::::::: AR + :::::::: a. e
zzzzzzzzzzz 5 o Dir
::::::::::* «::**“H::E**“ i
ﬁh}iﬁh -
5 4 b +++++:
5 9 EEEEEE
-
% ﬁ;««::
++::3:§§§ »::E%E:‘
::+++;;;;; ++::::::::++
++++++++ ++++-I-+++++
o ;;:::::::*
2 ++ 4:::3*‘**‘“
o
++++++ ++++:=::++
e i

p
0

f

n

e

op

e

p
e

W

t
en
pm

lo
. e
Dev
S

os3
Sudln
e
b4,
rs!
u

o

y

ith

it

\"."}

u

yo

Ip

he

s

tu

Le

ts
n
lie
c

th

it

ets w
e

m

r

ice

ffic
o)

n. to
i011
g 9
re -9
ire 67
tlr_5
n 0
e80
e 1'
tht
hol];liic::e ;
f
g o)
u e
b
th c
ta
n
Co
M
P
:30
| 4:
[
M
A y
. 8:3|9Iriolal
rs: N
u ay
(o) d
ess 30“
in
s
Bu
ids
K
to
ing
tin
I'ke
Ma

t .
n its
e-s'
, th'
n
pz(zllled
a
r1he
“an
°t
b%n
rr
Cu
M
P
:30
12:
0.
12:0
h
c
n
lu
r
fo
d
e
s
lo
C
Tips
ting
I'ke
1M I\:)aSites
We

e
b
th

t 1

e

o Y

illo a
Li M
e
S

dr

akn
|

|

. gc 1
rn

du

e u

thO

t°h

in

ti

e r

ga

t°|

Ieu

b

a g

une

r

d
2n
R 2

y

(o] a
VN

Sday
e

Tu

ks

I

(o]

tw

a

th

e

a tim

Ieou.
d”ry

hef°

C

S

to

py

p

ha

0
1A
K
0
V 0
C 50
B 9
ftv53'
ro 4
hco)
A?Zs
e, :
nu ax
e F
Av
y1
a
proid
6
10-5
3 0
, 0
14?301'8
X e
BOFre
I
try o
n T
u
Co
n 6
Sug1
f -
0 53
C 4
D )
F 0
C(25
e:
n
ho
P

o
iy
ey
L,

oy

o

o

i

o

oy

ot

g

iy

S

g

oy

L

a
c
-bC.
try
n

u

0

c

n

u

S

c

fd

c

n@

io

is

v

il:

a

Em

a

c

bc.

untry
o

c

n

u

S

c

fd

c

W

W

w

te:
bs

e

W

ol

A

o

o

o

o

o

L

o

o

A

o




:
d
:
:
-
5

VAV AVEVEVEVEVAVAVEVAVAVAVAVAVAVAVAVAVAVAVAVEVAVAVAVIVAVAVAVAVAVAVAN

Letting your
customers set
your standards
is a dangerous
game, because
the race to the
bottom is pretty
easy win. Setting
your own
standards-
and living up to
them-- is a better
way to profit.
Not to mention a
better way to
make your day
worth all the
effort you put
into it.

~ Seth Godin
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Sun Country
Staff

Debbie Arnott

General Manager

lan Wiebe
Business Dev.
Officer

Chrissy Schmitz
Accounting Clerk

Linsie Lachapelle/

Terry Daniels

Receptionist/

Information
Officer

From: Angel Morales

Marketing to Kids

Are you currently marketing to kids...and if so, how can you get the most of your in-
vestment?

I have found that many restaurant owners and/or operators often confuse investing in
marketing to kids for an expense. So...what is Advertising then? Is it an expense or is
it an investment? And does it really matter? What truly matters is how you put this
investment or expense to good use.

If you spend/invest $0.10 for a pack of crayons and a placemat or a $1.00 for a new
electronic gadget that has kids talking during recess, you have already decided that
kids are important to your business. Whether you look at it as an expense or as an in-
vestment, is irrelevantd you NEED to get the most out of the money transaction.

I am not going to repeat what you already know...the billions of dollars that are spent
by kids weekly, the fact that kids are crucial in the decision making process of where

to
$0.

for
or

go
10

your stores.

A  Be kid-friendly
Treat kids as little adult customers.
Tell them you appreciate their business and MEAN it! Tell them to come back
over and over again...they will listen. So do not waste time and money. Make
sure that on your next staff meeting your employees know they should address
kids as what they are...paying customers!! Word of mouth advertising contin-
ues to be one of the most powerful tools in any business. Allow kids to carry
your message.

unc

t he

A Get down to their level
What I mean by this is simply that. If you are advertising your kids meal or
kids menu (poster, POP, banner, etc.) you MUST target those that will have
the decision power. You have already won half the battle. These little cus-
tomers ARE already INSIDE the store. Now, how tall are your little customers?
On average, your target audience will be between 30-50 inches tall. Make sure
your advertising elements for your kids menu offering and point-of-purchase
displays are placed at their eye-level...and use clear, simple every-day lan-

guage.

A You can NOT want what you can NOT see

h or di

$1.00
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I am often told that there is limited space to advertise on a kids menu. While
this stands true, you HAVE to be innovative. Use space within space. You
have staff working your cash-registers right? Are they wearing hats, aprons?

Wil l a

smal |
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t hat
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nKid:

completely throw off the décor and/or atmosphere of your store? Probably not.
How about stickers...these are less expensive and can easily be switched as you

rotate promotions.

Take advantage of what you already have implemented and in place: put it to work

now!!!



11 Marketing Tips for Reviving Your Business

By Eric Gilboord

Outside Help. Seek objective, outside profes-
sional help. If you do it yourself, you will

likely take your eyes off the day to day running 10.

of the business, cause unnecessary anxiety, and
either keep your business where it is or hurt it
further.

Rethink Your Business. Think about current
customers, competition, industry changes, and
technology. Even rethink the type of business
you are in. Many successful businesses have
managed to stay that way by moving with the
times. They saw the needs of their customers
changing and acted accordingly.

Assess Your
everything on the table. Both good and bad.
Include aspects of the business you are proud of
and issues you wish would just go away. Ad-
dress issues relating to staff, products and ser-
vices, location, profitability and new business
development.

Keep Some Change SomeDetermine what
your customers like about you and what they
would like to see changed. Be honest with
yourself.

Maintain A Level of Objectivity. Emotion
has no place in this process. To achieve a suc-
cessful marketing turnaround, you must do
what is best for your company. This may mean
letting long-term employees go or finding new
suppliers.

Review The Past.Look carefully at your past
marketing efforts. Examine past success and
failures. If you are still running a marketing
program, but cannot justify the expense with an
accurate accounting of incremental sales, con-
sider canceling the program or placing it on
hold. Successful marketing turnarounds stop
the bleeding quickly.

Review Competitive Activity. Often, a new
entry in a market will utilize new marketing
techniques and new thinking to achieve sales
that you didnot
Look At The Staff. Take time to review exist-
ing staff in light of the plans you are preparing
and the growth you seek.

Flexibility . Be flexible, and prepared to adjust

CompanButd s

Kknow wt

your marketing plan as new opportunities and
challenges arise.

Persevere.Perseverance is an absolute must.
If you give up too early, you may fall short of
the great success for which your business was
destined.

Be Quick. Speed is essential in turning a com-
pany around. While you were planning and
executing the marketing efforts your competi-
tors may have been taking advantage of the op-
portunity and moving in on your customers.

O ©)

5 Tips for Improving Your
Website

q Visit the sites of other
companies to find out what
you like and dislike. Do
some sites
while others [J¢

T Decide what objectives
you want your site to meet.
Do you want it to be fun,
funny, educat
or all of those things?

1 Consider your corporate
culture and your company
image. Your site should
support both.

1 Design or re-design the site
to meet your objectives.
Unless you have a real ex-
pert on staff, hire a con-
sulting firm to do the job.

9T Get feedback. Ask cus-
tomers how your site can
be made more useful to
them, and keep making

p O imEdveménts. .
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CEDC

Sun Country
Board

Members

BusinessesforSale.com

Chair

Kevin Taylor

Lillooet . . .
( ) Buy a business or sell a business, search over 40, 000 businesses for sale. You can also

Vice-Chair buy a franchise opportunity or find a business broker.
Jim Ryan
(Spences Bridge)

Secretary-Treasurer
Michael Cobbe
(Ashcroft/Cache Creek)

Director

Jane Bryson
(Lillooet)

Director

Laurie French
(Hope)

COMMUNITY FUTURES SERVICES

Director

Sandra Gaspard
(Ashcroft/Cache Creek)

Director

Al Kemp
(Logan Lake)

Director

Scott Medlock
(Hope/ Boston Bar)

Director Bright, Spacious Conference Computers With Business
Bar(kgs SDO)Onef Room (easonablaates) Internet Access R?SOUVCG
Call to Book Library

Director

John White
(Clinton/70 Mile House)

The Sun Country Region

Attention All Business Owners In The Sun Country Region!
Please send your business cards to our office

And we would be happy to display them for you.
Box 1480, 310 Railway Ave. Ashcroft, BC VOK 1A0

/Boston Bar




