
 May 2007 Volume 29 Issue  5 

 

CFDC of Sun Country  Box 1480, 310 Railway Avenue, Ashcroft, BC V0K 1A0 
      Phone: (250) 453-9165       Toll Free:  1-800-567-9911       Fax: (250) 453-9500       

Website:  www.cfdcsuncountry.bc.ca   Email:  vision@cfdcsuncountry.bc.ca      

In This Issuen 

 

 

The Business Development  
Officer meets with Clients 

throughout the entire region. 
Contact the office at 1-800-567-9911 to 

book an appointment. 
Current Scheduled Visits: 

Lillooet 
Thursday, May 11th   

Hope 
Tuesday, May 22nd  

We’re open for business.  

Let us help you with yours! 
 

Business Hours: 8:30 AM ï 4:30 PM 
Monday — Friday 

Closed for lunch 12:00 – 12:30 PM 
   

Unable to get into the office during 
regular hours?  Call and we’ll be 

happy to schedule a time that works 
for you. 
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Community Futures Sun Country  

Appoints a new Board Member for 

the region 

 Mr. Scott Medlock.   

 

Scott is a resident of Hope and has lived in the community for 
close to five years.  He manages Lordco and is very involved in 
the area.  Scott volunteers numerous hours for a number of       
organizations including the Hope and District Chamber of      
Commerce, Hope Lions Club, Volunteer Fire Department and the 
Hope Brigade Days. 
Community Futures Sun Country is very pleased to have an     
active member of the community as a resource on the Board of    
Directors. 



                                                                                              
 

 

 

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 

 

Sun Country 

Staff 

 
Debbie Arnott 

General Manager 

 
Ian Wiebe 

Business Dev.  

Officer 

 

Chrissy Schmitz 

Accounting Clerk 

 
Linsie Lachapelle/ 

Terry Daniels 

Receptionist/  

Information  

Officer 

Marketing to Kids  
 

From: Angel Morales 
 

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 irrelevantðyou 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 go for lunch or dinner, etcé but what I want to focus on is ñhow you can turn the 

$0.10  or the $1.00 you have investedò  into more traffic and repeated business for 

your stores. 
 

Ā 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. 
 

Ā 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. 
 

Ā You can NOT want what you can NOT see 

           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?  

  Will a small button that reads ñKids Rule!ò or ñAsk Me About a Great Toy!ò 

 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 

1. 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 

of the business, cause unnecessary anxiety, and 

either keep your business where it is or hurt it 

further. 

2. 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. 

3. Assess Your Companyôs Current Status.  Put 

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. 

4. Keep Some Change Some.  Determine what 

your customers like about you and what they 

would like to see changed.  Be honest with 

yourself. 

5. 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.  

6. 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.  

7. Review Competitive Activity.  Often, a new 

entry in a market will utilize new marketing 

techniques and new thinking to achieve sales 

that you didnôt know were possible. 

8. Look At The Staff.  Take time to review exist-

ing staff in light of the plans you are preparing 

and the growth you seek. 

9. Flexibility . Be flexible, and prepared to adjust 

your marketing plan as new opportunities and 

challenges arise. 

10. 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. 

11. 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.  

5 Tips for Improving Your 

Website 
 

¶ Visit the sites of other 

companies to find out what 

you like and dislike.  Do 

some sites seem to ñworkò 

while others donôt? 

¶ Decide what objectives 

you want your site to meet.  

Do you want it to be fun, 

funny, educational, ñcool,ò 

or all of those things? 

¶ Consider your corporate 

culture and your company 

image.  Your site should 

support both. 

¶ 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. 

¶ Get feedback.  Ask cus-

tomers how your site can 

be made more useful to 

them, and keep making 

improvements. 



                                                                                              
 

 

 

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 V0K 1A0 

 

Bright, Spacious Conference 

Room (reasonable rates)  

   Call  to Book 

 

Computers With 

Internet Access 

 

COMMUNITY  FUTURES SERVICES 

 

Business  

Resource  

Library 

 

CFDC  

 Sun Country 

Board  

Members 

 
Chair  

Kevin Taylor  
(Lillooet) 

 

Vice-Chair  

Jim Ryan 
(Spences Bridge) 

 

Secretary-Treasurer 

Michael Cobbe 
(Ashcroft/Cache Creek) 

 

Director  

Jane Bryson 
(Lillooet) 

 

Director  

Laurie French 
(Hope) 

 

Director  

Sandra Gaspard 
(Ashcroft/Cache Creek) 

 

Director  

Al Kemp 
(Logan Lake) 

 

Director  

Scott Medlock 
(Hope/ Boston Bar) 

 

Director  

Barb Spooner 
(Savona) 

 

Director  

John White 
(Clinton/70 Mile House) 

 

The Sun Country Region 

 

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

buy a franchise opportunity or find a business broker. 


