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A Note from Viva Libreo
As laws and regulations change frequently, the information in this handbook is intended as a guideline
only. While every effort has been made to ensure accuracy at the time of publication, all persons
involved with the creation and publishing of this handbook assume no liability for errors and omissions.
No article may be duplicated without the express permission of the authors cited in each article.
Permission will be given by the authors on the understanding that the articles in this handbook will be
used for information purposes only.
Readers’ comments and suggestions are most welcome. Additional copies are available.
Printed by ISSN Online 1480-9699 ISSN Print 1480-9680 ISBN # 0-9686703-X

INTRODUCTION
This Business Handbook offers important information to assist “small” businesses with the challenges of
starting or developing their business.
This Handbook provides business knowledge in a readable, easy-to-understand format. It is strongly
stressed that this Handbook in no way replaces professional advice. On all legal, tax and
accounting issues we suggest retaining professional advice.
Our focus is the compiling of information essential, at one time or another, to every businessperson in
running their own business. The Handbook has been developed to provide some fundamental information
and assistance on a wide range of topics. Because the range of topics is so broad, the coverage of those
topics is wide and basic in nature. The Handbook is not a static publication. It will be revised and
updated regularly, and the feedback of readers will be reflected in editions to come.
The Handbook is comprised of five major sections, plus the Directory listings. These sections (covering
administration, finance, marketing, sales, training programs, and government information) vary in style
from each other because of the information provided. We believe that readers will benefit from reading
the introduction to each section, since it clearly outlines the goals of that section and provides valuable
information.
Viva Libreo is proud of this Handbook. Our corporate mission is to provide freedom, clarity and order
with the delivery of our services so that our clients can focus on their business to achieve success. We
believe that this Handbook is a useful tool in helping clients accomplish that goal.
For everyone who dreams of being their own boss, Viva Libreo wishes you your dream come true. Good
luck and success!
Mari-Lyn Hudson
President

Viva Libreo Management Consultants Inc. / Heart@Work

Ann Peters
Vice President, Finance
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Administration Section
People start businesses for many reasons. And, for just as many reasons, people fail in their businesses.
There are a lot of self-help books, courses, seminars and information about how to set up and run a
successful business. But no one really has figured out, definitively, what makes a successful business
successful. The pundits have a tendency to over-simplify something that is really quite complex.
Creating, managing, and succeeding in business is very much like being a pro athlete. Some people have
natural ability and, with a lot of training and lucky breaks, they make it to the major leagues. The rest
remain the wannabes.
Being self-employed is much like being a pro athlete. You either have it or you don’t—and nothing in the
world can change that. This may sound callous. Some may criticize this remark for being negative and
harsh, but reality bites and sometimes the bite is deep. Ignoring the simple fact that some people simply
should never go into business for themselves is costly, emotionally and financially.
Certain types of people are definitely not cut out to be self-employed—those who don’t take what they
are doing seriously, and don’t do the essential hard work required. They think that cutting corners or
taking the easy route means more money or faster success. It just doesn’t happen. Discipline,
accountability, responsibility and commitment are essential ingredients for business success. Every one
of these factors must be recognized, acknowledged and put into practice long before you open your
business doors.
The successful entrepreneur and the pro athlete both do a tremendous amount of work to be successful.
You have to be willing to sacrifice a lot, work hard, and continuously learn. And you’ll still likely go
unrecognized for a long time before you get your break. A great product or service in itself is not enough.
It’s a combination of factors that makes a successful business. As with the pro athlete, you need a great
coach (management) and trainer (mentors and training) to be successful. You need to think about and plan
carefully, then develop a good team of players around you so that you can win your game. To be sure,
entrepreneurs are individualistic. But an essential ingredient for success is the ability to work with
others—customers, partners, suppliers, creditors—and competitors. So the first step to success as an
entrepreneur may be a critical and realistic self-assessment of “team playing” and “people skills”. It may
in fact be the first critical component in business success.
Another constant in failing businesses is the lack of planning and forethought. People seem to think that
setting up a business is easy. Not only do they dive into it without knowing how to swim, they’re not
really sure where the land is! So many flounder for a lack of a simple business plan. The business plan is
the business equivalent to the rules of play for any game. Without it, you don’t know whether you’re
playing baseball or football. It tells you not only what a goal looks like, but it describes the game as well.
Someone once said, “If you don’t know where you are and you don’t know where you’re going, any map
will do!” For some reason, people go into business without their play books—and they expect to win!
Too often, new entrepreneurs go into business this way. The number of businesses that fail every year is
shocking. But it’s not that these people didn’t have good ideas or didn’t try hard enough. These people
didn’t plan for success, so they planned for failure.
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There are five top things new entrepreneurs must be able to do before starting their businesses:
1.
2.
3.
4.
5.

Planning
Planning
Planning
Financing
Honest self-evaluation

The importance of planning is listed as the top three things needed to be successful. Without it, you’ll
fail.
You need to do your research. You need to know about your product/service. You need to know if there
is a demand for it—and that demand has to be real, not just what you would like it to be in your mind.
You need to know exactly who your target market is, how large a market you might have, and where that
market is. Find out where your prospects are, talk with them and get their feedback.
You need to calculate how much it will cost you to deliver your product/service to your target market, and
how much of a markup you must include in order to make money. You need to find out what financing
or government assistance is available for your business. There are many things that need to be thoroughly
researched before you even consider opening your business doors.
Starting a new business right is exhausting, and that is likely why so many people simply don’t do it. But
that is also so many businesses fail. Fundamental calculations—like those for cost--are so important, but
most new businesses simply don’t even bother. They simply “guesstimate” what it costs to deliver their
product/service. And then they wonder why they have not earned enough to pay their rent.
When factoring in costs, many entrepreneurs fail to consider the various overheads involved—utilities,
rent, office supplies, and other sundry items. They may not even be directly related to the product/service
you deliver, but they are costs that you need to cover. And the most often forgotten cost—and it is the
biggest killer of business—is your own labour. Your time is money! Too often, new entrepreneurs fail to
count their own labour costs.
You need to plan out your first year of business and know exactly how much you’re going to lose. That’s
right--LOSE! Most businesses do not make a profit until their second year. So you need to plan how
you’re going to survive the first two years with no money, which really means that you need capital for at
least two years of operation. Most new entrepreneurs don’t think of that. But creativity, patience and the
ability to adapt go out the window when money is tight. Stress is a killer and new entrepreneurs have
enough without adding to it for a lack of planning.
Enough said. You need to know your business inside and out before your open your doors to customers.
You need to understand your customers and what they are looking for. While you are doing this, you
need to keep an eye on your competition. You have to do short- and long-range planning for your
business so you will know when to grow and when to let go. You need to understand when you need help
from outside by contracting professionals and when you need to develop the help within your own
business by hiring employees. All these things are planning processes and need to be completed, at least
in draft, before you even think of opening your business doors.
Planning does not guarantee success. Sometimes the planning proves that the business simply will not
work. If that is the case, you at least have been saved the effort of starting a business doomed to fail.
Again, reality bites--but it’s better than ignorance.

Viva Libreo Management Consultants Inc. / Heart@Work

©1999 ©2005

5

The BYOB Handbook
_____________________________________________________________________________________________

Finally, there is a cost to starting a new business that is not often discussed, but should be. That is the
cost to your personal life. Everyone comes as a package, even if they are single. People have
attachments, they have family, they have friends. They may pay an enormous price when you decide to
go into business for yourself. Before you get swept away, look seriously at your personal life. What
demands will starting a business place on it and you? You need to plan—Yes, there it is again!—for time
with family and friends. They help you keep your perspective, they provide you with insights. And they
offer you emotional support and just plain fun when the going gets tough.
This is merely a starting point for food for thought. Much more could be said, but time constraints and
printing deadlines make it impossible. As well, starting your own business is a very subjective thing, one
where seemingly small personal preferences can loom large when carefully examined. This is merely a
starting point for food for thought, but may help you determine whether self-employment is your cup of
tea.

Entrepreneurship Section
It might be helpful to have some definitions to work with. These are not all-encompassing; they are
definitions developed through contact and work with various groups and organizations. Entrepreneurs
can be defined in so many ways, so it helps to remember that these definitions are not writ in stone.
“A true definition of an entrepreneur comes closer to: A poet, visionary or packager
of social change.” - Robert Schwartz
“The unspoken factor behind the entrepreneurial boom is that working for most
companies is so demeaning to the human spirit that many talented people are forced
out the door.” - John Naisbitt

What Makes a New Entrepreneur?
??
??
??
??
??

Sensitivity to perceive what is needed.
Creativity to conceive of a way of providing it.
Courage to do something new, perhaps something that no one has done before.
Initiative to act and act and act.
Grit to stick with it when all the people who don’t have the above qualities tell you it can’t be done.

Definitions of Business Categories
In the past three years, since (1998) significant changes have occurred in our economy. As a result, the
size categories of business have been redefined and the definitions have changed. The definitions here are
based upon research and discussions with business owners, decision-makers, and department heads. Any
or all of these companies can be earning from $12,000 to $5 million or more annually.
1. Micro-business –A very small business (in infancy), usually with only one or two people involved.
This is often called an “incubator business”.
2. Virtual business – A business that takes place at no particular space or address. It is run through
communications—telephones, the Internet, faxes, cell phones, and pagers. One or more people may
be involved.
Viva Libreo Management Consultants Inc. / Heart@Work
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3. Small Office/Home Office (SOHO) – Usually based in the business owner’s home, in a
shared office concept, or using a corporate ID package. Administration and sales
calls are handled from home. One to five people are usually involved, who also work
from home either separately or in a central place. Contractors or contributors may work with the base
company. A SOHO may remain small, but has the potential to grow into a medium- to large-sized
company.
4. Small Business – Usually defined as a company with 25 or fewer employees, with an office space for
staff. Workers may be contracted to match work flow.
5. Medium Business – Usually defined as a company with 100 employees or less, with significant
office space for staff. Workers may be contracted. Annual earnings range from $3 million up.

The Stages of Growth for a Business
Every business will go through similar growth spurts, but at different stages and at different times,
depending on the industry, the economy, and the variables every business experiences. Some may require
assistance to help them grow further.
1 st Stage – Newbies: New to three years old.
2 nd Stage – Teenage: Three to five years old.
3 rd Stage – Adult:
Five to ten years old.
4 th Stage – Mature: Ten-plus years old.

BEGIN IT NOW!
Until one is committed, there is hesitancy, the chance to draw back, always ineffectiveness,
concerning all acts of initiative (and creation). There is one elementary truth, the ignorance
of which kills countless ideas and splendid plans; that the movement one definitely commits
oneself to, then providence moves too! All sorts of things occur to help one that would never
otherwise have occurred. A whole stream of events issues from the decision, raising in one’s
favor all manner of unforeseen incidents and meetings and material assistance which no man
could have dreamed would have come his way.

-W.H. Murray

Whatever you can do or dream, you can begin it.
Boldness has genius, power and magic in it.!
Begin it now!
-Goethe

Viva Libreo Management Consultants Inc. / Heart@Work
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How to Succeed in A Small Business Enterprise
INTRODUCTION
Our society is changing faster than at any other time in history. At one time, it was thought that the
harder you worked, the better off you would be. We now know that hard work does not always lead to
economic success, nor is it always good for the body. The stress-related consequences of working too
hard are well known. We now know that we must work smarter, not harder, to be successful.
Thousands of people are learning that bigger is not necessarily better. Mass layoffs at economic giants
like B. C. Hydro, General Motors and MacMillan Blodel, to name but a few, indicate that long-term
security in large companies is more a myth than reality. Cutbacks, downsizing, restructuring and
contracting-out have resulted in the loss of thousands of jobs in Canada. As large organizations become
ever leaner, their employees see themselves as merely a means to an end—an end that is usually
dependent on the bottom line.
All is not lost, however, and there is light on the economic horizon. Because of the changes in dynamics
in the business world, small businesses will continue to flourish in an increasingly competitive
marketplace. Thousands of entrepreneurs already enjoy operating their own small businesses, and
thousands more will join them in the near future.
Some of these aspiring entrepreneurs believe that they would like to operate their own business, when in
reality they are simply disenchanted with their present jobs. They think that owning their own business is
the way out of that disenchantment, and they daydream about the independence and freedom that owning
a business represents. But they forget the risks and uncertainty that their employers routinely take every
single business day. These entrepreneur spirits want the glory, but they may not have what it takes to go
the distance on their own.
Every person is different, and entrepreneurs are no exceptions. An aspiring entrepreneur must evaluate
the advantages and disadvantages of owning a small business or to continue to work as a manager for
someone else.
Nevertheless, certain characteristics are so common among those who operate their own business that
they add up to a consistent profile. If you think you have what it takes to run your own business, read on
and see if your characteristics match the typical profile of an entrepreneur.

A TYPICAL PROFILE OF THE ENTREPRENEUR
1.
2.
3.
4.

Entrepreneurs are highly self-confident individuals. They are emotionally charged, overly
energetic, and hard-driven. They cannot accept even minor mistakes and will not tolerate
mediocrity.
Many entrepreneurs are “self-made” and do not have a university degree. Entrepreneurs, as a
rule, do not pursue post-graduate education beyond the B.A. level..
Entrepreneurs usually have some work experience but very little managerial experience. They
wish to maintain absolute control over their destinies.
Entrepreneurs are workaholics in their quest for success. Success being the only acceptable goal,
entrepreneurs will not accept failure.

Viva Libreo Management Consultants Inc. / Heart@Work
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5.
6.
7.
8.

9.
10.
11.
12.

Although willing to make great sacrifices in their quest for success, entrepreneurs are usually
impatient. They also tend to be bored with planning and administrative functions and often let
them slide.
Entrepreneurs are extremely egoistic and believe that they are always right. It is difficult for
them to accept advice from others, especially if it differs from their own beliefs.
Entrepreneurs are calculated risk-takers. They have good intuition about choices and are
prepared to "bet the store" on their hunches.
Usually good communicators, entrepreneurs can generate enthusiasm from others because they
are so passionate about their cause. However, they sometimes have trouble accepting that others
are not driven by the same intense inner motivation, and consequently often fail to motivate their
employees.
Entrepreneurs are not strong in money matters. They see it as a means to an end rather than as an
essential commodity. Uncomfortable with finances, they tend to avoid this aspect of their work as
much as possible, perhaps even hoping it will go away.
Left to their own devices, they will manufacture enough super widgets to fill a warehouse before
giving any thought at all to marketing.
Entrepreneurs think they are infallible and often fail to realize until too late, that no amount of
drive, energy, self-confidence or raw talent can substitute for experience.
Last but not least, entrepreneurs are visionaries. They will strive against all odds to make their
vision of the future a reality.

It is obvious from the above profile that the entrepreneurial personality is a mixed bag of positive and
negative attributes. The all-consuming drive that provides the creative energy to start a business can also
lead to its failure. The entrepreneur's sense of infallibility, failure to motive employees and single-minded
focus on production all weigh heavily in the business mortality statistics.
Do you think the above characteristics describe you? If so, read on.

BUSINESS ORGANIZATIONS AND THEIR FUNCTIONS
Many different types of enterprises operate in Canada, and they vary widely, according to:
a)
b)
c)
d)

Activity: manufacturing, mining, agriculture, wholesale, retail, services, export, import, etc.
Size: small, medium or large
Ownership: private or public, independent, franchise, corporate chain, foreign
Location: urban, suburban, rural, national or multinational.

What types of business organizations exist? What is their main purpose? How is a typical business
operated? The answers to these questions form an important foundation of knowledge required by every
practitioner in business. Such knowledge provides a practitioner with a better understanding of the
principles of entrepreneurial management. This in turn provides a source of income and profit from their
endeavors, and finally generates a wider scope for advancement when the opportunity presents itself.
Thousands of business concerns in Canada, large and small, supply an endless variety of goods and
services. While describe them all might appear a daunting task, they may be divided into a convenient
number of distinct and familiar groups. Each group performs a special economic function; each
contributes in a specific way to the production and distribution of goods and services that we take for
granted as part of our standard of living.

Viva Libreo Management Consultants Inc. / Heart@Work
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Let us examine these groups.
a) Producers. These companies extract and sell the raw materials used in manufacture; for example, iron
and copper mining companies, lumber companies, mills and growers of cotton. Farmers are
producers: because they produce the basic ingredients used in the making of food, they are included
in this economic group.
b) Manufacturers. There are several kinds of manufacturing concerns. The first kind, the converter,
converts raw materials into materials that will be used by the second type of manufacturing concerns.
The second kind is the manufacturer of consumer goods, a finished product ready for consumer use.
For example, a car manufacturer buys steel from a foundry and makes cars and trucks. These
automobiles, ready to be driven, are considered consumer products. A third manufacturing concern is
the manufacturer of working equipment, such as machinery, tools, power and lighting equipment,
office machinery and equipment, etc. In essence, a business that fabricates any finished material or
product, by hand or by machine, is a manufacturer.
c) Wholesalers. Wholesalers, or jobbers, are the intermediate link between manufacturers of consumer
goods and the retail stores. The manufacturer ships product in large quantities to the wholesaler who,
in turn, distributes the product in smaller quantities to the retail stores in their territory. In many
instances, manufacturers maintain their own local factory or distributing branches and sell their
product directly to the retailers or to exclusive distributors, instead of through wholesalers.
Manufacturers of automobiles and refrigerators generally are examples of the latter, while the former
group includes manufacturers of drugs, candy, and cigarettes.
d) Retailers. There are five well-known types of retailers. The first is the neighbourhood or
"independent" store, specializing in a single line of goods (groceries, candy or drugs). Generally, this
type of store is managed and personally operated by the proprietor. In larger cities, this type of store
can be a sizable establishment with a full complement of employees. The second type of retail
organization, the "chain-store", is similar in operation to the neighbourhood store; it consists of
branch stores in various locations, all under one ownership and management (Save-On-Foods,
Superstores and London Drugs). The third type is the metropolitan department store, which is really
a combination of many specialized stores housed under one roof, each selling a different line of
merchandise but all controlled by a single management. Examples are Wal-Mart, Sears, The Bay and
Eaton’s. The fourth type of retailer, mail order, sells goods to distant customers by means of
periodical advertising, catalogues and flyers. The final type is the exclusive distributor, or factory
sales agency, which sells the products of only one or two manufacturers in a given line. The most
common example is the automobile dealer.
Having covered the producers and distributors of material goods, it is useful to review the special
business groups which serve all other businesses and the general public as well. These groups could be
said to supply the motive power to our entire industrial and economic system:
e) Public Utilities. Typical public utilities are the electrical companies, like B. C. Hydro, which supply
light and power to business organizations as well as to the general public. Because these companies
are organized to render services considered essential to the economic life of the public at large, their
operation, financial structure and service rates are subject to the control of government.
f) Transportation Companies. Transportation companies, or carriers, include the railroads, express
companies, steamships, air and bus lines, local transit companies and all other businesses engaged in
carrying passengers and freight. In the interest of public safety and welfare, these organizations (like
utilities), are also subject to considerable government regulation.
g) Banks. The banking system provides the financial "machinery" of the business world. A convenient
depository for business funds, banks facilitate the flow and exchange of credits, and provide savings
and chequing accounts. They also act as a collection service for notes and other instruments of credit
and a lending agency for business financing.
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h) Insurance Companies. Business concerns as well as private individuals are faced with many types of
everyday risks. Protection against such risks is the mandate of insurance companies, which provide a
variety of common forms of insurance—fire, theft, workers' compensation, personal injury, accident
liability and life insurance. Insurance companies issue policies to the insured business concerns or
individuals, providing payment of specified sums in case of loss from a given cause. In return for this
protection, the insured pays premiums to the insurance company at stipulated intervals. Insurance
may be sold either directly through a company representative or through a "middleman"—a general
insurance broker or agent.
i) Service Companies. The major group here is the professional or brokerage company. It includes
advertising agencies, real estate companies, investment companies, lawyers, doctors, accountants and
management companies, all with a function somewhat like that of a wholesaler or retailer. The
advertising agency is the middleman between the publisher and the advertiser; the real estate
company acts as middleman between the builder or owner of the property and the buyer or tenant; the
investment concern is the middleman between the company issuing stocks or bonds and the investor.
Service concerns derive their income from commissions and fees, and fees are set based on long
experience and specialized training. Yet another type of service category includes laundries,
contracting businesses, dry cleaning establishments, garages and repair shops.
Once you have decided that you want to own and manage a small business, you must choose the kind of
business you wish to operate, and then select the specific type which interests you most. These decisions
made, the next steps are crucial to financial success. You must staff your organization, produce your
product or provide your service, market it, and manage your finances to make a profit.

ADVANTAGES AND DISADVANTAGES:
OWNING AND MANAGING A BUSINESS
In managing any business, a conscious choice must be made between the desirable and undesirable
alternatives. An entrepreneur needs to carefully evaluate each option’s advantages and weigh them
against the disadvantages. And it must be remembered that there is a big difference between an owner’s
goals and those of a manager.
The owner’s goal is "independence"—freedom from interference or control by superiors—and autonomy
in exercising initiative and ambition. This often results in innovation and great flexibility, both virtues of
small businesses. But, if entrepreneurship is identified as a strong commitment to produce a product or
service (or simply to be creative through an aggressive research and development effort), these elements
are only meaningful when sustained by an aggressive marketing program.
The goals of managers of large businesses are many and varied, but may be summarized as desires for:
job security; position, power and prestige; and high income. These managers are willing to sacrifice other
pleasures in order to have the benefits that go with a high income—a large number of fringe benefits,
expense accounts, perks and the availability of company facilities for personal use.
Many small business’ characteristics differ from those of larger competitors. Some are advantageous to
the small business when the business is properly managed; others are inherently troublesome and must be
properly handled to avoid negative results. For example:
a) Close Relations with People. A small business is in close touch with its customers, employees and
suppliers. Thus, a small business tends to have better employee relations than larger firms. It is more
able to specialize, thereby attracting customers on the basis of specialty product, quality and personal
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b)

c)

d)

e)

f)

g)

h)

services rather than on impersonal factors like price or mass production. Competitive pricing and a
reputation for honesty are important, but an atmosphere of friendliness, attentiveness and good
services by employees make people glad to return to the store.
Innovation. The small enterprise is often a source of new ideas, processes, services and products that
larger companies are reluctant to provide. Many of today's products originated in small businesses.
Electronics and information technology were brainchilds of small companies. The burst of
innovation in technology has in turn spawned new companies. Small business usually can readily
switch production to meet changing market conditions; it is capable of quick adaptation to changing
demands within its field and capacity. The big company, its investments committed to tools,
inventory and personnel, must produce the same product in large quantities or for long periods of
time, and thus lacks the flexibility of a smaller firm.
Keeps Larger Firms in Line. Smaller companies have become a controlling factor in Canadian
economies by keeping the bigger concerns "on their toes". With the introduction of new products,
methods and services, small business helps check the development of monopolies. Small businesses
encourage competition - if not in price, at least in design and efficiency. Again, an excellent example
is the computer programming industry.
Develops Well-Rounded People. Small, local businesses usually have a more intimate knowledge of
their communities and therefore take more personal interest in them. And perhaps the most
significant unique characteristic of a small business is that it develops people, not just goods and
services. Employees in a small business get a wider variety of learning experiences in work activities
not open to individuals holding more specialized jobs in larger companies. This freedom, in turn,
lends zest and interest to their work. In addition, small businesses train people to become better
leaders and make the most effective use of their talents and energies.
Develops Risk Takers. It is said that small business is a manifestation of one of the basic freedoms of
Canadian life—namely risk taking, with all its rewards and punishments. The entrepreneur has the
freedom to enter or leave a business at will, to start small and grow big, to expand or contract, and to
succeed or fail. This freedom is the basis of our economic system. Yet the freedom to enter or leave
is risky. Significant planning and study must be undertaken before start-up. Even then, unforeseen
changes must be anticipated. Management must be able to recognize the need for change, to make
the appropriate decisions, and to implement the changes when needed. Certain legal and other
requirements must be met before one can start a new business. The same is true when closing a
company. The owner’s responsibilities to customers, employees, investors, and/or the community
prevent leaving at will.
Provides Employment Opportunities. Some businesses appear to have lost their market appeal—they
are cutting back, closing plants, and laying off people. This creates a dilemma in the marketplace for
both the unemployed and the new entries into the workforce. Small businesses seem to provide a
much-needed source of new employment. Recent studies in the United States, Canada, and Europe
have revealed that the greatest number of new employment opportunities recently have been created
by smaller firms. These findings show the important contributions smaller firms make to their
respective national economies at a time when new opportunities are both in demand and scarce.
Tends toward One-Person Management. During small businesses’ early life, some owner-managers
tend to rely on one-person management. And they never seem to vary from this managerial pattern.
They tend to guard their positions very jealously and thus seldom select qualified subordinates. In the
few instances where they do, they fail to give their subordinates enough authority and responsibility
to manage adequately. Quite often, "inbreeding" or nepotism exists: family members with inadequate
training or unsuitable backgrounds are brought into the firm in a position of authority. Insufficient
time to adequately monitor the various managerial functions accounts for the vast majority of small
business failures.
Is Limited in Working Capital. A significant and related limitation for the small business is the lack
of working capital. This leads to the same inability to keep new facilities, equipment, tools, and
methods in line with those of larger competitors.
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i)

j)

Lacks Balance. Another characteristic is the lack of coordination between production and marketing.
It is important for small businesses to keep a judicious balance between (1) having too few products,
resulting in lost sales, and (2) diversifying too soon or too quickly. And there are other
disadvantages: lack of proper record keeping; lack of effective selling techniques such as market
research, specialty advertising, and personal selling; too rapid and unplanned expansion; and
difficulty in coping with the increased complexity of internal management as the organization grows
in size. These disadvantages are real, and they have enormous significance to small businesses.
New Incorporations and Failure. The threat of failure is a constant for small business, yet it does not
seem to deter new small business formation. Discontinuances result from many factors, including
health, changes in family situations, and the real or perceived advantages of working for someone
else. These discontinuances are voluntary. Others may be simply the inability or failure to make the
business go; things just don't work out as planned. These are failures. There are two kinds of failure,
formal and personal. The formal failures, relatively small in number, usually end up in court. These
failures are caused by:
1)
2)
3)
4)
5)
6)
7)
8)
9)

Lack of experience.
Lack of money.
Wrong location.
Inventory mismanagement.
Too much capital invested in fixed assets.
Poor credit granting practices.
Taking too much out for your salary.
Unplanned expansion.
The wrong attitude.

Personal failure involves situations where individuals put savings - or income - into a business only
to see losses wipe out their investment. Creditors do not suffer, because the business owner puts up
the necessary funds to absorb the losses and pay off the debts. Then they pack up, close the door,
and say, "That's it!"
Studying those who choose careers in small business shows that, all too often, failure results from a
combination of one or more of the following weaknesses:
1.
2.
3.
4.
5.
k)

l)

Too much was left to chance.
Too many decisions were made by hunch or intuition.
The crucial obstacles went unnoticed.
The amount of time and physical effort demanded of the small business owner went
unplanned for or unrecognized.
The amount of capital required was either inaccurately determined or (as is most often the
case) grossly underestimated.

The Dilemma of Growth. The problem of growth appears to be a built-in dilemma facing many
small businesses. First, if the owners are inefficient and if their initiative or abilities are not
sufficient, their organizations flounder and eventually become included among the casualties
called business failures. Second, if the owners are mediocre, their organizations continue to be
small businesses and are constantly plagued with the problems associated with smallness.
Lose Advantages of Smallness. If the owners are efficient, capable, and their organizations
succeed and grow, they run the risk of losing the very things they seek from their businesses. The
very act of growing means losing some of the autonomy and control. If nothing else, the owners
now must please a larger number of people, including customers, the public, and their employees.
They also have the problem of controlling other people, exercising the very power they resented
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m)

in others. If owners are not equipped to control other people well, they will experience
interpersonal problems in their organizations. Should they become large enough to require
outside financing for future success and growth, they may lose autonomy and control over their
organizations - the very independence that they sought in the first place. Even if they lose
control, they may still retain a sense of achievement for what they have accomplished within their
own organization. They can still say, "This is something I've built."
Pattern of Growth. During the first stage, the owner manages the company and performs all the
day-to-day managerial functions. As the company grows into the second stage, the owner will
need to hire one or more employees to help perform the manual and/or mental activities. Later,
as the organization begins to get larger, it enters the third stage, in which the owner hires a
manager to run the business.

Then the business takes on the form, characteristics, and many of the problems of a big business. It
should be emphasized that the length of the service of professional managers (as opposed to ownermanagers) in small organizations tends to be relatively short. They move from one company to another as
they progress. Often, owners must give managers an interest in the company in order to hold them.
n)

Some Current Problems Worrying Small Businesses. Whether small businesses are growing,
stabilizing or failing, they tend to have common problems. It appears that taxes, poor sales, and
interest rates on financing are common problems facing all of them.

Finally, small businesses provide the dynamism, innovation, and effectiveness that have led to our
productive economic system in Canada.

OWNERSHIP AND MANAGEMENT OF A SMALL BUSINESS
After exploring the advantages and disadvantages of owning and operating a small business, let us
explore the role the practitioner plays as the owner of one of these important businesses.
Some Personal Objectives
An occupation represents more than just a set of skills and functions; it represents a way of life. It usually
carries with it a status in the community and provides the individual's social roles and patterns for living.
Occupational preference and personality traits are also related. Consequently, the ultimate objective in
choosing your occupation should be the satisfaction of individual needs.
Theoretical Needs
Many efforts have been made to classify and explain human needs. Abraham Maslow, a psychologist,
said that human needs could be ranked in an increasing order, or hierarchy, from the bottom up. As one
need is satisfied, the next higher need comes into play. For example, starting with
physiological/biological needs, such as hunger, one can only reach the top need--selffulfillment/actualization—after satisfying those needs that are in between.
Frederick Herzberg, another psychologist, said there are two sets of factors present in every job situation.
One set of factors is to maintain a good working relationship, the other to motivate the individual to
produce at a higher level. They are not necessarily those of owners or entrepreneurs. In fact, they tend
not to be. They are included here to help evaluate the needs and motives of the small business owners.
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Needs of Small Business Owners
As the owner of a small business, you have the potential for fulfilling all of these needs through managing
your own firm. Your personal objectives express the type of life you wish to lead.
A great deal depends on the type of person you are and your dedication to your business. Owning your
own business can be very rewarding in the following ways:
1.
2.
3.
4.
5.

You can make a great deal of money.
You can perform a satisfying service.
You can obtain prestige in your community.
You can find the challenges and new experiences many and varied.
You can be proud of what you have built.

There is a certain satisfaction in managing something you have built. But before you decide upon this
course of action, questions must be answered if you are to succeed. Ambition, desire, capital, and
willingness are not enough. You still need:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Technical and managerial know-how.
Preparation.
Experience.
Ability.
Perseverance.
Willingness to work.
Outgoing personality.
Judgment.
Competitive spirit.
Health to use all of the above.

Objectives of a Small Business
The most valid distinction between small and big business is based on the needs, intentions, aims, goals,
or objectives of the owner-manager and the firm itself. These factors thus deserve attention at the
beginning of your interest in small business. One of the most important functions you, as the ownermanager, will perform is setting objectives. The objectives are the ends toward which all the activities of
your organization will be aimed. They determine the character of the firm; they are the focal point of all
your plans, policies, and programs.
There are at least two sets of objectives: the overall business objectives; and the subsidiary goals of the
individual parts of the organization. The overall objectives give the organization a direction and provide
standards with which to measure individual performances. Each part of the firm will then set its
objectives in order to contribute to the overall objectives of the enterprise.
Overall Business Objectives
The overall objectives that are important to the business are:
1. Service.
2. Profit.
3. Social Goals.
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4. Growth.
These objectives are interrelated. The service objective must be achieved if profit is to be attained to
reach the social goals. Lastly, growth is dependent on attaining profit and social objectives.
Service Objective
The overall objective of any small business must be to perform a useful service for society by producing
and distributing goods or services to the public. Therefore, a person who aspires to operate a small
business must make service the main goal, but with profit as a natural consequence. If an enterprise
ceases to give service, it will go out of business. Conversely, if profits do not result from the endeavor,
the owner will cease operating the firm.
The entrepreneur is really considering the service objective when making decisions about the type of
business they wish to operate, the products for sale and the types of customers to be served.
Profit Objective
Every business expects to make a profit from its endeavors. The production of profit is the reward for
taking risks. Profits are needed to create new jobs, acquire new facilities, and develop new products or
services. The making of profit is the fundamental drive in a capitalistic society. Therefore, profits
compensate the entrepreneur for accepting business risks and performing economic service. They are
needed to assure continuity of the business.
Social Objectives
A business also has social objectives pertaining to people in the community other than customers-employees, suppliers, the government, and the community itself. Even small businesses have a social
responsibility. The profit and social objectives are not incompatible.
Another important social contribution is to make employees feel a sense of belonging, identity, and esprit
de corps. A small business is both an economic and a social system. It gives employees a sense of
belonging and prestige that they would not have in a large organization.
Growth Objective
A small firm should be concerned with growth and select a growth objective early in its development. To
establish this objective, the entrepreneur should ask himself these questions:
1.
2.
3.
4.
5.

Will I be satisfied if the business remains small?
Do I want to grow and challenge large organizations?
Do I seek relative stability or merely survival?
Do I seek a rate of profit that is satisfactory, considering my efforts and investment?
Do I seek to maximize profits?

Subsidiary Goals
The main function of a small business owner-manager is to direct the activities of the business toward
attaining its overall objectives. Each unit of the organization (production, marketing, finance, personnel,
and research) should be given guidelines in meeting the overall objectives of the business. In addition,
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the personal objectives of all individuals performing tasks within each functional unit must be coordinated
and directed toward the organization's overall objectives.
The process is not as simple as it seems. In a practical business situation, the attainment of two or more
objectives on any given level are often achieved at the expense of other objectives on the same level or
between levels. Consequently, conflicts will arise between objectives. These conflicts must be resolved
if productivity and profitability are to be achieved.
Personal versus Business Objectives
An important distinction must be made between the objectives of the business and those of the owner,
manager, and employees. This distinction is important because the two sets of objectives are quite
different. For example, a company, to succeed, might require the owner to put in long hours and little
vacation whereas the owner is an avid skier. In another example, a company might require all its
resources for expansion, but the owner's wife wants both a new, more expensive car and a winter cruise.
Integration of Objectives
Integration can be accomplished if the emphasis is directed toward optimizing the company's objectives
and minimizing company and personal conflicts. Communication plays an important part in this process.
The close interpersonal relationships between the owner and their subordinates, customers, and others
facilitate the communication processes and make integration easier.
When deciding what business to enter, the personal and business objectives must be reasonably matched.
Characteristics of Successful Small-Business Entrepreneurs
The skills, abilities, and personal characteristics of the owner-managers exert a more powerful influence
on the fortunes of small companies than they do on large organizations. The methods and procedures you
adopt in operating a small business must be designed not only to offset any personal deficiencies you may
have but also to build upon your strength.
Every small business entrepreneur should have five key characteristics, namely:
1.
2.
3.
4.
5.

A great sense of independence.
A strong sense of enterprise.
Motivation as much by personal and family considerations as by professional choice.
High valuation of one's own time.
Expectation of quick and concrete results.

No individual will have all these characteristics, but they are the most commonly found in ownermanagers of small enterprises.
Two characteristics that do not necessarily lead to success are the willingness to enter a business more by
chance than by design, and limited business experience.
Sense of Independence
Successful small business owners have a greatly developed sense of independence and a strong desire to
be free of outside control—whether this control is financial, government, or any other type of restraint on
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their initiative. The rebels of the business world, they enjoy the feeling of freedom that comes from being
captain of their own ship.
Sense of Enterprise
Small business owners have a strong sense of enterprise, which gives them a desire to use their ideas,
abilities, ambitions, aspirations, and initiatives to the greatest degree possible. Not only are they able to
conceive new ideas, plan them, and see them carried out, they profit from the results of these plans.
Another aspect of enterprise always present in small business owners is their drive to achieve and their
willingness to work long, hard hours to reach their goals. They are ambitious, hard-driving individuals
focused on success.
Final Decision
Before reaching a final decision on what career to follow, the entrepreneur should decide what they want
out of life. If personal and company objectives are in harmony, the business will provide the entrepreneur
with both the sought-for personal satisfaction and the ability to make a profit from a successful company.

WHAT MAKES FOR SUCCESS?
Quality management and marketing are the two most important factors in the success of a business. Why
is financing not involved? Because management and marketing will determine if you succeedin securing
the financing that you need.

Management Experience: An Important Ingredient
Investors usually apply a weighting system that attaches more importance to certain factors of a potential
business than others. The following scheme is commonly used by venture capitalists:
1.
2.
3.
4.

The Management
The Industry
The Product
The Planning

55%
25%
15%
5%

Management contributes almost four times greater to the success of a business than the product
contribution. An experienced team beats a dynamic product any day. Investors will always choose to
back a mediocre product marketed by experienced managers, because the odds of success are far greater.
Case in point: An executive with a proven track record leaves an established organization to start her own
business with a mediocre product and quickly secures financing. A brilliant young scientist with an
exciting new invention and no track record fails to secure financing.

Producing A Better Mousetrap Is Not Enough
If aspiring entrepreneurs believe in what Emerson said, "Build a better mousetrap and the whole world
will beat a path to your door", they are doomed to failure. No matter how good a product is, it will not
sell itself. It is more important to aggressively market a "ho-hum" mousetrap than to build a fantastic one
and wait for the customers to beat a path to your door.
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Enthusiastic entrepreneurs often make one single, common mistake. They are so in love with their
product that they think everyone shares in their enthusiasm. So they tend to minimize their efforts in
financing and marketing and concentrate on producing a perfect product. Unfortunately, what the
investors want is the total opposite. They want to see a strong management team and an aggressive
marketing scheme for the product.

Profits, Sales, and Human Care Are The Motivating Factors
Entrepreneurs put their money in businesses with an aim to profit. So do investors. They do not put their
money in a company because they love the company or its product. They are investing for one reason
only—profit. They want to make more money than the safest alternatives. Otherwise, they would be
better off leaving their money in term deposits, where there would be none of the risk. Hence, they want
to know that the company can sell the product, not just build it.
Profit is the primary factor that motivates entrepreneurs and investors to finance a business. The sale of
the product or service is the only activity that will contribute to that profit. The rest of the activities
within the company contribute only to expenses.
Many businesses wither and die before they have a chance to grow because they lack the human factor.
What is it? The human factor is the ability to put oneself in another person's shoes. It is the ability to be
sensitive to the feelings, thoughts, needs and desires of others. Entrepreneurs are usually so battered by
the time they start up their businesses that they become extremely defensive and self-centered. They tend
to forget that they need to please others in order to meet their own needs. They are also hampered by the
belief that they are always right and assume that others should share in their belief and adopt their
perspective. The sensitive entrepreneur has the skill to analyze what motivates the other person. Sadly,
most entrepreneurs do not make the effort to acquire this ability. They see people simply as potential
sources of revenue, capital or a new business.
THE TEN STEPS TO SUCCESS
The preliminaries covered, let us now review the entire process of starting and managing a small business.
The process requires the mastery of ten steps. Each step is merely a tool but, when added together, they
form a formidable system. The mastery of these ten steps will increase your business chances for success.
You must master each level before moving on to the next one.
Step 1: Define your personal and company goals.
Write down your goals and use them as a guide. Let it assist you to reach your destination, which is a
successful business of your own.
You have to know what you want from life before you can decide on what you want from your business.
Step 2: Research the market for a niche for your product
or service.
In order to verify that there is a market for your product or service, you must test the market by
conducting a variety of market research. It is imperative to define an unfilled need and to establish that
there is a demand for it before rushing to develop the product or service.
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Step 3: Create your marketing plan.
The marketing plan will become an integrated part of your overall business plan, so it must be completed
first. The purpose of the plan is to identify the following:
1.
2.
3.
4.

Who are your customers?
How are you going to sell your product?
What do you consider a successful sales campaign?
How much will you sell annually for the next five years?

Step 4: Create your draft business plan.
The draft is a framework from which your final business plan will evolve. It should list the strength and
weaknesses of the business, its personnel, and the financing it needs.
Step 5: Formalize a first draft of your financial needs.
Your draft business plan created, it is now time to define your financial needs. From your marketing
analysis, you establish the staffing level required from the sales forecasts. This in turn establishes your
operating budget, which in turn formalizes your financial forecasts and determines your projected cash
flow.
Step 6: Establish your key teams, founders, directors, management, and employees.
You must put together your management and employee teams. Weaknesses in your teams must be
identified and corrected. The draft business plan developed in Step 4 should help you to attract top talent
to accomplish this step. It should also help you to build a strong board of directors, if one is needed.

Step 7: Finalize your financial needs and create your formal business plan.
Formalize a full-fledged business plan using the information gained from Steps 4 to 6 above. You will
need this document to secure the financing you require to start up your business. It also will serve as a
manual for your business once it is funded.
Step 8: Develop a marketing strategy to obtain financing for your company.
At this point you are not preparing a market strategy to sell your product or service, but a strategy to sell
yourself and your company to financiers in order to raise capital to float your company.
Step 9: Market your plan to secure capital on your terms.
You will use the negotiating tools from the above strategy to give you an inside edge on the competition
and enable you to attract capital on your terms rather than on your financiers'.
Step 10: Sell your product or service and manage your business to achieve your goals.
The last step involves the ongoing management and marketing of your business. Starting a business is
only half the battle. Now that you are in business, you will need strong management tools and marketing
skills in order to ensure you stay in business.
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Each step builds a solid foundation for the steps that follow. By proceeding in this manner, rather than in
a haphazard way, you will gain the needed experience to succeed in owning and managing a small
business enterprise. You cannot raise the capital needed to start your business if you do not have some
level of business experience. Selling lemonade, Girl Guides cookies and delivering newspapers just don’t
do it. If you are not an experienced entrepreneur, it is important that you have the appearance of being an
experienced entrepreneur. The financial world requires it.

GROWING UP - TAKING YOUR SMALL BUSINESS TO THE NEXT LEVEL
Along the way to corporate greatness, your vision can blur. When your business is growing, you may feel
all-powerful and even invincible. But you must be careful not to slip into muddy thinking, because
confused thinking can lead to dangerous downfalls.
We have all seen small businesses make the mistake of lowering their guard in the heady glow of early
success. They take for granted that it is a permanent condition. They internalize, believing that nothing
outside their business is important. They ignore the demands of the market, the changes in the economy
and the activities of their competitors.
When you find yourself feeling smug, all-powerful and invincible, it is time for a reality check. Realize
that the first-stage growth of your company is only the beginning—a stepping stone—and not the pot of
gold at the end of the rainbow. While you are at it, think about Joel Chandler Harris saying: "Watch out
when you are getting all you want. Fattening hogs ain't in luck."
Early success can be dangerous to the health of your business. You must keep a cool head on your
shoulders. Your clear vision is required; it is all too easy to lose sight of the outside world. The
knowledgeable entrepreneur is always alert, always gathering information, always moving forward.

Dangers of Success
Many business people fail to prepare themselves for the day when they have surplus capital. They budget
for it, but they are not prepared for it. When it does happen, they will find that they have more money
coming in than they know what to do with.
There are two schools of thought on managing cash. One says, "Don't put all your eggs in one basket".
The other advises, "Put all your eggs in one basket - but watch the basket.” Sound cash management falls
somewhere in between.
When your business is successful, you will face decisions on what to do with your profits. You may
decide to take money out for personal use, reinvest in your own company, or invest outside the company.
There is nothing wrong with any of those decisions. Each may be wise, depending on the company's
financial position. The key is moderation. It simply means avoiding extremes. Cash is patient. It can sit
comfortably in the bank until you have decided rationally what you want to do with it. Unfortunately,
there are no guidelines to tell you when to take the money out or how much to leave in your company. It
is your decision; and hopefully you will base it on sound judgment.
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Branching Out
When the small business gets too big, the adventurous owner looks for new worlds to conquer, scanning
the horizon for new opportunities. So begins a whole new challenge--management by phone, fax, memo,
and modem.
Charting new territories is a heady feeling. If, after careful market analysis, you decide that your business
will do just as well in Toronto as it does in Vancouver, there is no reason in the world why you should not
branch out. As with any decision to be made, put on your thinking cap, sit yourself in a quiet corner, and
do the mental gymnastics to anticipate new problems that can and will happen.
Focus hard on your intended market and study it from all angles. If you should err, err on the side of
caution. Any new venture—and a branch operation is certainly that—can be a cash drain if things do not
work out.
Finally, if you plan to expand your business to another city, you should realize and acknowledge the
difficulties in running a branch operation that you cannot see or touch on a daily basis.
CONCLUSION
When you skydive, you measure success in minutes. Just jump from the plane and fall to terra firma. If
you land safely, you have accomplished your job. In just minutes.
It does not seem like a lot, but the skydiver needs courage to jump, alertness to stay in control, and the
skills and experience to go the distance. This dangerous fall requires a lot of concentration. There is
nothing between the plane and the ground to help if things should go wrong.
Starting a business takes courage, and managing it requires fortitude—but going the distance and
planning for growth demands plenty of skills, experience and knowledge.
Skills can be learned. Experience and knowledge are acquired by direct involvement. To change how we
think, how we react to specific situations and how to do things in a proper business manner is mentally
draining and physically exhausting. But it is not impossible.
Just watch that first step! It’s a dilly.
Charles Curry of BearCat Consulting Ltd. may be reached at 604-713-6626 or bearcat@netcom.ca

Success Strategies for the Small Office/Home Office
(SOHO) Community
Here, at the virtual intergalactic headquarters of the SOHO Success Letter, we remain ever vigilant on
behalf of our readers to keep the SOHO community informed about the latest in business buzzwords.
Early last summer, we began seeing reports about a game that was making the rounds at corporate
meetings. Even Dilbert began to play “Buzzword Bingo”. See http://www.Buzzwordbingo.com for more
on that. Back in 1996, we supplied a “Buzzphrase Generator” to allow you to generate instant expertise
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in virtually anything (one buzzword from each column, etc.). So, what’s the latest buzzword brouhaha?
It’s the new, specialized Year 2000 version of the virtual company – the “E-Lancer”!
Where did this new designation come from? And just what does it mean?
The term appears to have been coined by Thomas W. Malone and Robert J. Laubacher, of the MIT
initiative on “Inventing the Organizations of the 21st Century” and described in their article, “The Dawn
of the E-Lance Economy” (see Harvard Business Review, Sep/Oct 98). We all will be hearing that term a
lot in the coming days, months, and perhaps years.
Malone and Laubacher foresee a future dominated by “E-Lancers”--electronically connected freelancers
who “join together into fluid and temporary networks to produce and sell goods and services. When the
job is done – after a day, a month, a year – the network dissolves and its members become independent
agents again, circulating through the economy, seeking the next assignment.” More and more business
will be carried out autonomously by independent contractors connected through personal computers and
the Internet. Sound familiar? Of course. Many of us have been operating this way for a while, and we
recognize language that described our methods in the concepts of virtual companies, virtual alliances, and
virtual corporations.
In SOHO #33 (August 1998) we took a look at virtual alliances and the ingredients needed to make them
a success. (For a copy send an e-mail to soho@coachnet.com with the subject “Successful Virtual
Alliances”.) What were my comments back then?
“I am often asked in my workshops and in response to published material whether the increase in virtual
alliances is just a fad or a trend that will continue. Virtual organizations go beyond traditional corporation
boundaries; the result is a variety of collaborations and alliances assembled only when they are needed,
and supported by computer and communications technologies. I believe it is even more than a trend, but
rather a basic change that will not be reversed. Many observers of business trends agree….”
In my opinion, this trend remains strong. The term “E-Lancer” is useful to describe and emphasize the
importance of electronic technology (mainly the Internet) in making all this work. It puts the “E” in
“Virtual”. This E-lance economy changes the way we do business for the E-lancer and for the larger
companies that are easily included in this equation. The five attributes of the well-functioning virtual
corporation are:
1.
2.
3.
4.
5.

Trust
Flexibility
Fluidity
Quality
Technology

The successful E-lancer must understand and demonstrate all five, with a particular emphasis on being
adept with technology. It won’t work without it.
We have many E-lancers residing in the SOHO community. What are some of the skills, attitudes,
approaches, tools and techniques that support us and allow us to thrive as E-lancers?
1. You may be independent, but you don’t need to be isolated and alone. Collaboration allows us to
recognize and make best use of the skills, talents, styles and preferences of a wide variety of virtual
team members. Combine your teams well.
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2. Present a professional image. This is about standards and quality. Make sure your equipment and
software can do a high-quality job, your communications systems allow timely response, and your
published material (electronic and otherwise) reflects well on the BIG business that is increasingly
done by E-lancers.
3. Pay attention to balance your life. Take those “time-outs” (short, medium, and that other big “V”—
vacation). Getting into balance often results in increase creativity. That’s great for the E-lancer. (See
SOHO #30 or “Chill-Out” and #31 on the “Arithmetic of Creativity” or send an e-mail to
soho@coachnet.com with the title in the subject line.)
4. Recognize the importance of having strong, definable specialties and niches and have a thorough
understanding of issues and needs that affect your ideal client. Use the Internet (the Web and e-mail)
to spread the word.
5. Lifelong learning and distance learning go hand in hand. Together, they keep you up-to-date and
ahead of the pack. This is a two-way benefit: You can participate in one of the many forms of
distance learning and also offer it to serve your clients, customers, alliance partners, vendors,
suppliers, etc.
6. Choose your work so that you love what you do.
Judy Field of Coaching Success may be reached at 972-931-6366 or judy@coachnet.com or
www.coachingsuccess.com

The Business of Self-Publishing
A not-so-quiet revolution is happening in the book industry. Self-published books are selling side-by-side
with trade-published books and being successful. The Wealthy Barber, The Joy of Cooking, Mutant
Message Down Under, The Tales of Beatrix Potter, Celestine Prophecy and, locally, Steven Stark’s The
Stark Reality of Stretching and John Kehoe’s Mind Power are only a few of many successful selfpublished titles.
Who becomes a self-publisher?
Authors who decide to self-publish are usually entrepreneurial in spirit, and are willing to be responsible
for their creations all the way through the process from writing to selling. They like to make their own
decisions and believe in their idea or project so intensely that they take the financial risk to self-publish.
They decide to self-publish because they know it is the way for them or because they are tired of being
rejected by literary agents and trade-publishers. They see many advantages—control of the project;
shorter publication time (the time it takes to self-publish can be much shorter than with trade publishers);
ownership of copyright; and potentially greater financial return on the sale of books.
What kind of books are self-published?
When asked if they have ever dreamt of writing a book, a surprising number of people say yes. They
publish because they have a story inside them that needs to be told, or they want to share with others
“how to” do something, or they give workshops and the book becomes a way to bring in participants.
Self-published books include autobiographies, histories, how-to books, books about finances, health
issues, spirituality, cookbooks, novels, poetry books, children’s stories…. Any kind of book can be selfpublished!
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The business of self-publishing
To self-publish is to start a small business. And just like any new business, self -publishing takes time and
a financial investment on the part of the author:
1. Writing and re-writing the manuscript ? about one-third of the total time invested. This is also
known as product development.
2. Market research ? Who is the audience? What other books on the topic have already been
published? What are the markets for selling the book? How do I reach those markets? What is unique
about this book? Why publish it?
3. Book production ? editing, text and cover design, printing. Given the growing competition in the
book trade (60,000 books published a year in North America), books need to be high quality. This
means using editors and designers who know about making books. It is considered a compliment in
the book trade when a buyer says, “Wow, you could never tell that this book was self-published!”
4. Marketing and promotion ? include developing marketing materials, hiring a publicist, conducting a
media campaign and touring. Marketing for both bookstores and alternative or target markets need to
be considered.
5. Distribution ? a challenging area for a self-publisher. Most bookstores will not take a book without a
distributor. Distributors want to know that the book is worth selling (high quality) and that the author
is planning to promote it.
Diana C. Douglas and Jo Blackmore, Peanut Butter Publishing, have offices in the US and Canada which
offer full services for self-publishers. One of the earliest decisions an author must make is how much
help is needed to bring their manuscript to market.. For more information, call Jo Blackmore at (604)
688-0320.

Structuring your business: The Legal Terms
Picture your Business
If you are thinking about incorporating your existing business, bringing in a partner, or starting a new
business, it’s time to review and understand the three basic business structures: Sole proprietorship,
partnership and incorporation. Each structure has unique characteristics in terms of cost, level of
complexity, degree of flexibility, tax implications and personal liability risks.
To understand and remember these feature and differences while comparing concepts, it helps to create
pictures in your mind. For the sole proprietorship, think of yourself represented by a blue circle, and then
a green circle representing your business fitting exactly within your blue circle. It’s a perfect fit and there
is no space between the two circles. For the partnership, think of two blue circles (representing you and
your partner) tied together with a piece of very long green ribbon, and each of the two loose ends of the
ribbon is wrapped all the way around the circumference of each circle. For the incorporation, imagine a
blue circle standing close beside, but not touching a green circle.
The sole proprietorship (the green circle fitting exactly within the blue circle) is the simplest structure and
is inexpensive to create. All you have to do is reserve your chosen business name and register it with the
Ministry of Finance and Corporate Relations in Victoria. It costs under $100.00 to do this and you can
make your application at the Business Centre located in the Sea Bus Terminal building in downtown
Vancouver.
The structure of sole proprietorship offers the greatest flexibility, because you are the only one involved
in decision-making and it is the simplest form of operation. The most important thing to remember for the
proprietorship is that you and your business are ONE. Your business is NOT treated as something
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separate from you. That means that you have one social insurance number for tax purposes, and your
business income is taxed at the personal rate. It also means that, if something goes wrong, your personal
assets are at risk. If you go bankrupt or someone successfully sues you, you could lose everything you
hold dear.
If you bring a partner to create a partnership (the two blue circles intertwined and connected with the
green ribbon), the minimal legal requirements are the same as for a proprietorship – name reservation and
registration. With two or more persons involved, the structure is more complex and less flexible. As with
proprietorship, you are taxed as an individual. Although you enjoy the pooling of resources, you could
say that there is double the trouble. When you are in partnership, it’s like being married—it’s easier to get
hitched than it is to get divorced.
In a partnership, your life is really intertwined with those of your partners. You are legally responsible for
100% of the losses and liabilities of the business even if the loss or liability was not caused by you. There
is no public way of restricting the authority of a partner. This means that the act of one partner in
conducting business even if not authorized by the other partners can bring liability upon all partners. In
other words, your own personal assets are at risk, more so than in a proprietorship.
The partnership is not immortal. It is automatically dissolved upon a death of a partner, a transfer to a
new person, or a buy-out. You have to worry about the “3-D’s”: Death, Disability and Disagreement. Any
one of these events can jeopardize the carrying on of the business. Although there is no law stating that
you must have a written partnership agreement, you should have one. A written agreement outlines roles
and responsibilities and forces you to determine how to deal with the 3-D’s. You need to protect the
business from serious disruption due to disability of an active partner, interference from relatives of a
deceased partner, or unhappiness of a disgruntled partner. If the income of the business will NOT be split
evenly, you MUST have a written agreement. The law presumes that income is split equally in the
absence of a written agreement.
Now, consider incorporation for your business structure. Although it costs more to create and maintain
than the other two business structures, it does provide a number of advantages. The two circles standing
close together but not touching is a good picture of the simple fact that you and your business are NOT
one and the same. A company is a separate legal “person”. It provides limited liability. Your risk is
limited only to the amount that you paid for your shares in the company. Your personal assets are not at
risk under any contract UNLESS you have given a personal guarantee. (NEVER offer to give a personal
guarantee and think twice about giving one when you are asked.) And when it comes to taxation,
corporations have access to breaks that are not available to individuals.
A company is immortal. It lives on even after the death of all of its shareholders. It is perfectly legal to
have a one-person company where you are the sole shareholder. If other persons will be involved as coshareholders, you will have to consider how to deal with the 3-D’s. A written shareholder agreement is
recommended.
Once you create or “give birth to” a limited company, however, you have to nurture it. Every year you
have to produce proper financial statements, properly documented annual meeting requirements. And
every year you must file an annual report with the province in which your company works. All of this
involves costs each year, but the advantages are usually worth it.
Before you venture out on your business decision, consult both a lawyer and a tax professional. There are
numerous things to consider in every case, and the surface is barely skimmed here. Good luck with your
blue and green circles—whatever the picture!

Viva Libreo Management Consultants Inc. / Heart@Work

©1999 ©2005

26

The BYOB Handbook
_____________________________________________________________________________________________

Tara Gish, B.A., Ll.B. of Griffin Law Office may be reached at 730-4710.

Going Public - Is it the Route for You?
In the constant search for new capital, many companies—particularly those that have experienced rapid
growth—have to consider whether or not to go public. While going public is one way to obtain capital,
you must weigh the advantages and disadvantages carefully.
Outside of the resource fields, there are two typical scenarios that can give rise to a decision to go public.
First, you may be an entrepreneur who has founded a business around a concept which has rapidly
created a solid foundation of shareholder value. In the process, though, you may have stretched your
internal and external borrowing capacity. Now you need to consolidate or expand the foundation to
realize the full potential of your business.
In the second scenario, you may have worked long and hard over the years, to build up a successful
business. You have now reached the time when, as part of your strategic succession plan (which includes
your family and employees), you can crystallize the value you have built up by going public.
Some of the advantages of going public are:
?? Greater access to more capital and markets.
?? Financing for key acquisitions. You can raise money for acquisition, or trade shares publicly as a
form of currency. You thus avoid accruing debt or selling assets to finance acquisition.
?? Financing for modernization and marketing programs to move to larger markets or to secure a
competitive advantage.
In addition, publicly traded shares can be utilized to provide a stock-based compensation package for
attracting key management and operating personnel.
Going public can also offer growth opportunities. Marketing your shares not only sells your shares; it
provides another opportunity for corporate promotion/publicity, and contributes to a higher public profile
for your company
A public company generally is better positioned to expand through mergers. Shares of a public company
are generally valued higher than those of a private company, thus potentially increasing your profitability
and enhancing both your credit and your corporate image.
There is, however, no free lunch. The direct costs of brokerage fees and sponsorship for accounting, legal
and consultant fees can be extensive. And a major indirect cost to the inexperienced in the public process
is the length of time taken to complete the process.
By going public, you are selling a part of your business to the public. The size of that part will depend, in
large part, on your past performance, your potential and market conditions. Maintaining control is a
significant determining factor. You must be prepared to relegate a large measure of control as further
shares are sold. While an executive title in a public company may be attractive, the power in reality
attached to that title may be much less than in a private company.
A public company is required to provide investors and securities regulators with timely disclosure about
the business and its prospects. You will also be required to disclose certain information, which you
previously regarded as yours to rightly hold close to your vest.
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Keeping regulators and others informed can be an expensive, both in times and money, because of the
commitment of staff time. Investor relations can be crucial in ensuring that your company attracts analysts
and otherwise gets noticed. And you must also recognize that the price of your stock will be dependent
not only on your company performance but also on the vagaries of the marketplace. However, if the
company performs well, access to public markets and expansion becomes easier.
In July 1998, the Vancouver Stock Exchange inaugurated a policy relating to Venture Capital Pool
companies. It is still too early to predict what effect, if any, the existence of such pools will have on the
“going public” process.
The process of going public does take commitment. The rewards can be substantial, but a hastily made
decision or lack of knowledge or commitment can have significant detrimental impact on your business.
William J. Worrall of Q.C. Law Corporation may be reached by telephone at: 604-689-9356, by fax to
604-689-7030 or by email at wjworral@page-fraser.com

WHY BUY A FRANCHISE?
Simply put, if you are planning to open any business, a Franchised Business offers a great deal more
stability to the owner, operator and investor.
Franchising is the most successful business concept in the history of mankind. Currently franchised
businesses account for one-third of all retail sales, more than $590 billion, south of the border in the U.S.
There are more than 498,000 franchise outlets employing over 7 million people.
The primary reason to consider investing in a franchise system is the opportunity to benefit from the
franchiser’s experience. The franchiser has developed a flourishing business through trial-and-error,
repeated testing of product or service, market surveys, location analysis, systems development and more.
This whole process has cost substantial time and money. You have the opportunity to invest in a proven
concept with a track record of success with a much lower risk factor.
Significant reasons for investing in a franchise system are many—brand and logo recognition, marketing
power through coordinated advertising opportunities, buying power of product and support services,
being part of a growth industry.
In a sense, franchising is a business model whose primary purpose is risk minimization. Every study ever
done on the success rate of new (non-franchise) business startups concludes the same thing. Starting up a
new business is very risky. Most studies show that over 90% fail within three years. The primary reason
for that high failure rate is the steep learning curve the owner must climb to operate that specific kind of
business. Unfortunately, the marketplace is not very tolerant of the inexperienced neophyte trying to
learn how to operate a new business. If you can’t compete in the marketplace, you get eaten by the sharks
very quickly—you go bust, and you lose money, your credit, your home, your reputation, and sometimes
even your family. Failing in business can be a horrible experience. No matter what type of business you
are considering, it is very probable that you will fail.
The business format of franchising is as close as you are going to come in today’s marketplace to a
guarantee of success. All the studies done have found that franchise new business startups rarely fail.
When they do, it is typically because the franchisee did not stick to the franchiser’s systems. In all human
endeavor, we face a learning process. This learning process requires going through a series of trial-anderror encounters where knowledge is gained by trying and failing, trying and failing again and again—and
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eventually trying and succeeding. Such is the learning curve in the context of franchising. The franchiser
has already gone through the learning curve and has learned the secrets of success for the specific
business. In business format franchising, all that has been learned by the franchiser going through the
curve is transferred to the franchisee. This is fundamentally why you buy a franchise—to minimize risk
and give yourself the best possible chance to succeed.
There is another significant reason why it is prudent to buy a franchise. A franchise investment can be
thoroughly researched before any significant expenditures are made. With a new non-franchise business
in start-up, one is almost always operating in the dark. No matter how much research you do, it is very
difficult to master all the many aspects of the new business. With a franchise, the franchiser is a wealth of
information about the business, from how to prepare a pro forma to the best personality traits for the
business.
But the most important information comes from the existing franchisees. With a good systematic
approach, you can get answers to nearly all the really key questions: Do you feel that you were properly
trained? How long did it take before you reached break-even? What is your annual return on investment?
How do you feel about the day-to-day duties of the business? If you had it to do over, would you do it
again? You can in a very real sense try the business on before you buy to make sure it is a good fit for
you.
Another very important reason to buy a franchise is intertwined into its basic nature. Franchising
inherently leads to rapid growth, because the franchisees provide the expansion capital. There are few
restraints to growth in franchising. As a franchise system expands into many units, many positive things
begin to happen. The name begins to become better known because people see it everywhere. And most
people associate size with success. The bigger the franchise, the better it must be. The large number of
units enables the franchise to advertise heavily, which tends to increase sales. A synergy begins to be
created in which success begets success. The franchise begins to squeeze out competition through its
sheer size. The franchise can buy products in large quantity at significant discounts which it passes on to
the franchisees. The synergy just grows and grows.
A recent Gallup Poll of franchisees found that over 94% considered themselves successful. More than
75% stated they would buy their franchise again if they had it to do over.
In summary, the primary reason to buy a franchise instead of starting up a non-franchise new business is
to minimize risk and enhance your chances of success.

WHAT SHOULD I LOOK FOR IN A FRANCHISE
First, you must ask yourself certain questions and be very objective. Why do you want to own a
franchise? If it’s to get rich or to land on Easy Street and not have to work, then franchising will probably
not meet your expectations. If you are like many people who have the dream of owning your own
business, being your own boss and having control of your life, then franchising may be for you.
The truth about franchising is that it’s very rare that franchisees get rich. It’s also true that a franchisee
generally works long hours, especially the first few years. A franchise business is like nearly all
businesses. It’s “hands-on” and you have to be there to make it happen. Generally, a franchise is going
to involve longer hours and more stress than would a job where you just put in your time and then go
home and forget about it until the next day.
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Franchising gives you the chance to do something really significant: you can control your own destiny
and have a better than average chance to realize your dream. It’s been said that the truly happy people
among us are those who are living their dreams.
After evaluating yourself, the next step is to begin the search. It is critical at this point to be realistic.
Examine opportunities that are in harmony with you, how you think and what your interests are. Imagine
yourself operating the franchises that look interesting. Can you see yourself happy in that environment,
day after day, possibly for years?
If franchising is something you are seriously considering, take a few steps now into the world of research
on franchises. A number of Web sites provide valuable information about franchise business and how to
effectively explore opportunities in franchising. Take the time to visit an operating franchise unit. An
introduction to the franchisee or franchisor can easily be arranged to answer your questions. Spend as
much time at the unit as you possibly can, be there at different times of the day, during both peak hours
and slow times. Talk to the employees, the customers and the owner or manager. Thorough background
research should give you a good idea of the viability of the concept.
At this point, if you want to continue, the next step is to visit the home office. Here you will get a guided
tour of the offices, meet key people, usually including the President, and generally you will visit a
flagship unit, either company-owned or a franchise unit. After the tour you will sit down with a franchise
sales person and be given the sales presentation, and a full introduction package for your consideration.
Take the following steps as soon as you return home.
1. Analyze the Financial Information and the Marketing Plan thoroughly. You should see strong
financial statements, highly experienced people in key positions, a company that has been in business
for 3 years or more (the longer the better), with a large number of units, with few being closed or
bought back.
2. Closely examine the franchise agreement. This is the contract between you and the company.
Franchise agreements are always biased in favor of the franchiser. That’s just the way it is. This can
be good and bad. The company can be unfair in its dealings with you, and the franchise agreement
may allow this. On the other hand, you should want a strong franchiser. For example, McDonald’s is
so successful because of its tough stance for franchisees to maintain high standards of product quality,
good service and cleanliness. This strict compliance is only possible through a strong franchise
agreement.
3. Call as many franchisees as possible . Find out how they are doing. The key question is, Would
you buy this franchise again?
4. Visit personally as many operating units as possible. A visit to at least two or three is best. Often
the owner or manager will be more forthcoming in person than over the phone.
5. If everything still looks good, then contact the sales rep and get as much definitive sales
information as possible. Most franchisers will not make earnings claims, but they will provide
information with which you may extrapolate gross sales.
6. If everything still looks good then go for it!
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Risk Management
The Foundations for Your Financial Security
The first cornerstone of any financial plan is insurance. If other people depend on you—for instance, your
family members—you need insurance. In terms of life insurance, basic term insurance will probably
suffice. Purchase it at the lowest price you can find, but make sure your coverage is adequate. And do not
neglect long-term disability coverage. You are far less likely to die between now and age 65 than you are
to develop a disability. And a permanent disability will be more expensive for your family than if you
had died.
The second cornerstone of a good financial foundation is an emergency fund. This fund is a nice chunk of
money that you have tucked away for those little surprises that could wreak havoc on your household
cash flow. Few people make this fund a priority. However, when you face a huge dental bill, a flooded
basement, or you lose your job, you’ll need an emergency fund. With no emergency fund, you are
presented with some unappealing and downright appalling options, like borrowing money at a high rate of
interest on a credit card. Or you may be placed in the embarrassing position of asking a family member
to lend you money.
How large should your fund be? A general rule of thumb is three months salary as a minimum in an
emergency fund.
Thirdly (and related to the point above), obtain a line of credit, even if you do not need it right now. Lines
of credit come in two form, secured or unsecured.. Secured credit offers higher limits at better interest
rates. If you have equity in property, you can obtain a secured line of credit through a “collateral
mortgage” secured against your house. Some paperwork and expenses are involved in setting this up, but
it allows you a larger line of credit at attractive interest rates, should you ever need it.
These credit lines are very useful for those who are employees who lose their jobs. They provide quick
access to low-rate cash that is repayable on attractive terms. Another benefit is that when you need the
money, you do not have to apply for it. You simply write a cheque and, if you are not carrying a balance,
there is no cost at all associated with the line of credit. You can put an emergency fund in place
immediately using this method, making a line of credit a logical third cornerstone in the foundation of
your financial plan
The final cornerstone involves having a will. Seriously, no one in Canada would want to die without one.
Things become very messy very quickly when no will is left. It’s not difficult to imagine why no one
would want the government looking after their money and making decisions on their behalf. But, in the
absence of a valid up–to–date will, your wishes are not relevant in determining how to divide your money
and how to manage your family’s affairs in your absence. That is a very scary thought.
Together, these four cornerstones provide the foundations of your financial security – by managing your
major financial risks. Most working families can afford them, and few can afford to be without them.
Proper planning and correct risk management, adequate insurance coverage, emergency funds, lines of
credit, and a valid, up-to-date will provide a strong foundation to support both your financial plan and
your future.
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DISABILITY ------ A SERIOUS RISK
Disability is a very serious economic risk, and one that is too often ignored. Temporary or permanent
disability due to an accident or illness ensures the loss of our ability to earn a living. The following case
study is based on a real situation, and clearly illustrates the disastrous effect that permanent disability can
have on a family’s financial security.
His life was changed by a fall
Simon, a self-employed mason, fell 15 meters from a scaffold, injuring himself so badly that, after months
in hospital, he still lives in constant pain and walks with difficulty. He cannot lift or carry anything.
Fortunately, he was covered by W.C.B., which entitles him to a small pension; inexplicably, however, he
was classified as 25% disabled. Two years after the accident, Simon was still negotiating with Canada
Pension about the extent of his disability. His first application was rejected because of the possibility that
he might be able to return to work. He has applied yet again.
At 40, Simon is unable to work to support his wife and three children. He gave up his business, sold the
house, and they lived on their savings for as long as they lasted. The cheque from W.C.B. is just large
enough to pay the rent on a subsidized apartment. The small amount Simon receives from welfare is
insufficient to cover the family’s food. Applying for disability benefits involves considerable red tape and
waiting, as Simon has discovered. Simon’s fall has drastically changed life for him and his family.
Still, for some reason, people think about life insurance before disability insurance. Statistics show that
any person disabled for more than three months will probably still be disabled five years later. The risk of
disability is one that most of us are financially unable to assume alone. How many people, young or old,
have enough savings to support themselves for a year or more?
To protect ourselves against the risk of becoming disabled we can purchase disability insurance,
sometimes called income replacement insurance. In the absence of insurance, we will have no choice but
to depend on others to support us—our families or the social welfare system.
Disability Insurance
Disability insurance may be purchased privately, or more cheaply through a group plan (if available).
When an insurance company insures a group of employees in one policy, the cost of coverage is less than
if each individual bought it separately. Many employees have some group disability insurance through
their place of work. It is critical to find out exactly what coverage you have. Policies vary in the waiting
period, the definition of disability, amount of benefit, benefit period and other options. The cost of the
coverage depends on the features included, and better benefits will cost more. You do not want to be on a
disability claim and learn that the few dollars you saved on your premiums are now going to cost you
thousands of dollars in benefits.
Waiting Period (Elimination Period)
It is important to know how long you must be unable to work before disability payments begin.
Disability policies have waiting periods as short as one week or as long as four to six months. The longer
the waiting period the lower your premiums will be. Calculate how long you could survive before benefits
start. To keep the premium cost down, choose the longest waiting period you can manage. This waiting
period is a good reason to have that emergency fund or established line of credit in place.
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Definition Of Disability
How disabled must you be to become eligible for benefits? It is essential that you read this part of the
policy very carefully. Many disabled people have been surprised to find that, although they had
insurance, the policy definition of disability excluded their situation. The lower the premium, the less
defined is the definition of disability. A distinction is usually made between partial and total disability,
and whether you could work part-time or at an occupation other than your usual one. By paying more,
you can get a policy that provides benefits until you are able to return to your usual occupation. For
instance, consider a teacher who has suffered voice impairment. Perhaps they are unable to continue
teaching, but are able to do a clerical job. Since they are not considered to be totally disabled, some
policies would not provide benefits because they appear able to handle different work. Other policies
would pay the claim regardless.
Amount Of Benefits
No insurance company will offer a policy that makes it profitable for one to become disabled. Even
obtaining the most coverage you can afford, at best it will likely amount to only 60-70% of your usual
income. Some policies do index benefits to inflation, at an additional premium.
Benefit Period
What limits are there on the benefit period? Policies may restrict benefits to a few weeks, one year, or age
65. Again, you will want the longest benefit period you can afford.
Ability To Renew
Is there a clause in the policy that guarantees that it is non-cancelable or renewable? As you get older, you
do not want to find that the company will not renew your policy.
Disability Insurance Can Be Costly But It Can Be A Savior!
Interview Your Agent Or Broker
When a broker or financial advisor is seeking your business, interview them before you invest in an
insurance or financial product. Just like any other investment, you must be able to trust the person you
are working with. Ask about their experience, what licenses do they have, how long have they been in the
industry, what are their business goals, how do you get in touch with them, how soon do they get back to
you, and how do they serve their clients? When you choose one, ask them to explain all of the options and
the related costs.
Use your broker’s knowledge and experience and get them to do the shopping for you, have them show
you coverage proposals from more than one company and explain the differences. You may find it easier
to work with a full service broker who can work with your entire financial portfolio, and one who works
with a team of other professionals. This team could consist of a tax accountant, an estate attorney, and an
independent professional fund researcher.
There are many associated benefits working with a full service broker. If your broker or financial advisor
works alone, can they really take care of matters outside of their own expertise? Likely not. Think of
your financial advisor as your risk manager: What they attempt to do is help you manage your financial
risks.
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Questions To Ask:
Like any other investment disability insurance requires thought and research. Ask these questions:
If you work for a company and have benefits, ask your employer:
?? How much am I covered for?
?? Is there a maximum? Some plans cover a percentage of salary but only up to a specified maximum.
?? If you leave the company, can you take the plan with you? Some plans allow this.
If you are thinking about buying disability insurance, ask the agent or broker:
?? Are your benefits indexed to inflation?
?? What does the insurance company mean when it says “total disability” or “partial disability”?
Usually, total disability means you cannot do your job and you are unable to work somewhere else.
?? If you are disabled in your job, can you work elsewhere and still receive benefits? Some individual
plans allow this.
?? Can the insurance company require you to work somewhere else? Insurance companies may demand
a client take a rehabilitation program after a specified period to see if the person can fit into a
different job.
?? What happens to RRSP contributions when you go on disability? Under an individual plan, a client
receives benefits, tax-free. These benefits are not considered earned income by Revenue Canada;
therefore they cannot be used to calculate RRSP contributions. Some insurance carriers sell an
optional benefit that puts money into a non-registered trust fund, which is released at age 65.
?? Finally, what happens if you never have to submit a claim? Some insurance carriers offer an optional
refund of premiums after seven or eight years. This is a very attractive option. If you have a disability
claim and receive benefits, or have only a small claim or no claim at all during the term, you may
receive all, or at least a portion, of your premiums back.
Summary
We take financial security for granted when things are going well. We endeavor to protect if threatened,
and vigorously try to regain if lost. Prudent people take steps to protect their financial security from risks
that can result in loss of income or unexpected large expenditures. You can protect yourself by reducing
some risks, assuming others, and sharing the largest risks with a group. The latter is the underlying
principle of all forms of insurance. A serious, but much neglected, risk is the possibility of becoming
disabled. At the end of the day, no matter what advice you receive, the decision is and should always be
yours.
CHECK LIST
If You Are An Employee:
1.
2.
3.
4.
5.
6.

Are you eligible for benefits through your employer?
Do you know what your company benefits are? Have them explained to you.
If you have company benefits, usually the least expensive coverage, consider getting the maximum.
Do you have an emergency fund?
Establish a line of credit. Use this as your emergency fund if you must.
Do you have a valid-up-to-date will, with a continuing power of attorney?
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If You Are Self-Employed, A Business Owner, Or Contract Out Your Services:
Have you looked after the four cornerstones of your financial plan? Remember, they are:
?? Disability Insurance / Life Insurance.
?? Emergency Fund.
?? Line of Credit (to use as an emergency fund).
?? Valid-up-to-date Will, with a continuing power of attorney.
Once you take care of these cornerstones, you are in a position to construct the balance of your financial
plan. Your life and future lifestyle depend on how solid or secure your foundation is.
Michael Boyling of the Rogers Insurance & Financial Services Group may be reached at (604) 267-7061.

SECURING YOUR NEW BUSINESS
When starting a business, there are many things that a new entrepreneur must consider—registration,
incorporation, insurance, licensing, office rental, employees, taxes, office equipment, and the list goes on.
Now that you’ve spent all that time and money, how do you plan to protect your investment?
No matter where your business is located—home, office, or warehouse—you need to think about security.
Depending on your business and business space, this can mean different things. In some cases, you may
only require a stronger lock or window bars. Others may require a complete security system.
With mounting pressures and deadlines, many new business owners are opting for “basic” security
packages, without spending time to consider their true needs. Let’s say that you have a ground level
office with several windows. In this instance, there is a potential for “smash-and-grabs”. The most
common response to this threat is to spend a small fortune on window bars and create a visual jail cell.
Although window bars are a great deterrent that will prevent most amateur smash-and-grabs, they do little
for appearance and employee moral. This is not meant to discourage the installation of window bars, but
there are other options. The most effective deterrents need not be obtrusive. For example:
??
??
??
??
??
??

Consider moving your computer and fax machine away from the window.
Fasten expensive items securely to desks and floors.
Install window film.
Check the length and stability of dead bolts.
Have the doors re-keyed after possession.
Have glass break detectors installed with your security system. (Your alarm will sound the moment
the glass is broken and before the burglar has a chance to enter).

You should also consider how much protection you require. For instance: Are you concerned about
internal theft? What about entry via obscure points, such as neighboring offices or skylights? How fast
would a burglar be able to enter and exit your premises?
Depending on your product and location, your level of risk may differ. That is why it is important to
choose an alarm company that analyses your security needs, one that is not just after another monitoring
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contract. Simply put, do they seem genuinely concerned in protecting your valuables or are they trying to
lure you in with another sales promotion? Generally speaking, if something is “free”, it has no real value.
What about the biggest thief of all—fire? Most people simply do not consider the possibility of fire or the
damage it causes. This is especially true in home offices. Think of the work involved in reconstructing
your business after a fire. All those lost files, customer information, contacts, financial information,
computer information, personal effects, your “blood, sweat and tears” all gone. You can protect yourself
several ways from this devastating threat:
??
??
??
??

Back up your hard drive and keep the disk offsite.
Fire and waterproof filing cabinets.
Keep your redundant filing off-site.
Add a monitored smoke detector to your security system.

The last is probably the least expensive, both in time and money involved. The faster authorities get to a
fire, the less damage it is likely to cause. When you decide on a security system, you should also consider
having one or more smoke detectors installed with it. This is not an option in most packaged “basic”
security systems, but the peace of mind is definitely worth the extra cost.
When looking at protecting your investment, it is important to consider all of the issues involved before
you make the final decision. Choosing a security system and the installation company is not a decision to
be taken lightly. Look at all of your options, then decide on the application that best suits you, making
sure to leave room for future expansion.
Heinz Kreutz is owner of KeepSafe Systems. If you have any questions, would like a security evaluation
or information on the systems we offer or our “ Fast Catch” upgrade, please feel free to contact him at
604-874-8772.

THE SECURITY OF BUSINESS
When starting your business, there’s so much to consider. Now that you’ve spent all that time and
money, how do you plan to protect your investment? With all the package deals out there, it is getting
increasingly difficult to choose a security system that is right for your new business.
When deciding on a security system, it is important to consider your present and future security needs. In
order to get a system that best suits your needs, you should examine the following issues:
1.

??
??
??
??
??

How large is your office space? Many companies offer “basic” or “packaged” systems. Aside from
the obvious lack of customization, these systems are usually not very flexible and may not be
appropriate for anything more than a very small office space. Some points that you should consider,
in this respect, are:
How many accessible doors and windows do you have?
How many entry points would require a keypad to disarm the system?
Do you have any easily accessible windows that could be susceptible to a “smash-and-grab”? If so,
you may want to consider a Glass break detector.
Are there any obscure entry points, such as adjoining office walls, skylights, air conditioners,
louvered windows, drop ceilings, etc.
Would you like to have one area armed while the other is disarmed? Some systems have the
ability to be partitioned. Partitioning can be defined as the ability to separate the system into two or
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more separate areas that can be armed and disarmed separately, as if they were separate systems.
This should not be confused with multiple zones. Zones separate the protective devices, while
partitions separate the zones.
?? How many employees do you have or will you have? This is important in determining the number
of arm/disarm codes that you will require (for security, tracking, and control purposes.)
?? Do you foresee the need for future expans ion? Some systems give you the ability to add zones,
user codes and features, as they are needed.
2.

Are you home -based? If so, you may want to consider having a partitioned system installed. That
way you can still separate your home and business, within your security system.

3.

Would there be a benefit to integrating several office systems such as telephone and lighting control,
access control and video surveillance, with your security system?

4.

What about the biggest thief of all—fire? Most people, especially those in home offices, fail to
consider this possibility. You may want to consider having a smoke detector connected to your
security system.

As you can see, with all the potential protective devices, a basic or packaged system may not cover your
needs. This is due not only to the lack of protection but also the lack of user codes and restrictions with
respect to features and future expandability. As with any major purchase, it is important to consider all of
your security needs, both present and future, when deciding on the right system for your business.
Heinz Kreutz, owner of KeepSafe Systems, may be reached at 604-874-8772.

What’s Kindness Got to do With Business?
EVERYTHING!
If you think Kindness is a fluff word, or possibly you think it is too much of a simple idea to incorporate
into your business – think again. What does Kindness mean to you? “Kindness is a word that conjures up
other words like respect, integrity, gentleness.” In a business context, kindness is a very tangible way of
making mutual respect actionable. It is a shift in the way we think about kindness.
Have you ever shopped or used a service that provided you with extra care and attention? Did it feel
good? Was it a good experience or a WOW experience? Would you be willing to go back there again?
That business performed a Kind service for you. They were willing to take the extra time (actionable) to
care for you with kindness.
How many horror stories have you heard about poor customer service? I bet we all could up with a few
stories to share. I have always said – you can’t complain about service when there is none. What’s there
to complain about??
Some business owners seem to think that Kindness it doesn’t effect the bottom line – It doesn’t? Think
Again! What value are you adding to your workplace, to your customers and to your community? Your
bottom line depends upon what value YOU are adding to your business. Kindness is just a tool to add
value to your bottom line.
What are you doing to create your organization to be the best place shop at or to work at?
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Do you provide your people the opportunity to contribute their ideas or solutions?
Do you invest time and money in your people?
Do you provide workplace or customer service initiatives?
Do you inspire everyone to learn and grow?
If you are having trouble in answering YES to any of these questions here are seven ideas to add value
and to create the results that you would like to have to add to your bottom line.
1. Make sure that you start with some shared values – share your vision and then build on it
together. Get them excited to be on your company’s team.
2. Care about them personally not just professionally. Take off your business hat. Be authentic and
show your people and customers that you care. You can inspire them to care about others by your
leadership.
3. Ask them for help. Find out what their needs are and why they want to be on your company’s
team.
4. Always be present for them. Listen, Listen, Listen.
5. Implement their actionable ideas, if you can’t do all of them then communicate that.
6. Recognize and Reward. Find ways to implement positive rewards and initiatives to recognize
each person’s successes and the team’s successes.
7. Encourage people to learn and grow in your organization.

“Kindness is the golden chain by which society is bound together”
Johan Wolfgang Von Goethe

Written by Mari-Lyn Hudson - Consultant for Heart@Work you may contact her at:
1-866-667-0166 or kindnessinc@myway.com

What’s a High Performing Organization
Dr. Norton and Dr. Kaplan have found the key to having it all in The Balanced Scorecard by leading
people and managing organizations better you will have a higher performing organization.
By using a definite set of measures for employee well being and employee ability to be competent in their
positions will drive the strategic execution. It is a cause and effect in how human capital and other
intangible assets are linked together to create a process, customer and financial results.
To create a healthy strategy a “Harvard Business Review by Dr. Norton and Dr. Kaplan convey the value
of a strategy map, which they have called *The Balanced Scorecard.” Their recommendations are:
1. Create a well-being benchmark for quality of Work, Life and Leadership.
2. When the benchmark improves they can expect improvement in the HR outcomes such as employee
turnover, absenteeism, grievances and illness rates as well as improvements in customer results.
3. We can expect improvements in HR outcomes when one stamps out bureaucracy, (the red tape)
employee satisfaction improves dramatically.
4. When HR improves the financial results will follow.
?? Traditional direct costs are reduced such as WCB, drug costs, short and long term disability.
Indirect costs such as replacing employees or the cost of equipment damage from an accidents.
?? Opportunity costs are also reduced, thus more business. This is where the undiscovered value of
a healthy organization lies.”
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The Balanced Scorecard is not a static tool, but an evolving process. Just like peeling an onion, as
leaders address the pressing issues, other issues will surface. With a new understanding of the drivers of
health we can ensure that our employees perform at higher levels.
“Human life will never be understood unless its highest aspirations are taken into account.
Growth, self-actualization, the striving toward health, the quest for identity and autonomy, the
yearning for excellence...must now be accepted beyond question as a widespread and perhaps
universal human tendency.” Abraham Maslow from Motivation and Personality
So what’s Kindness Strategies got to do with The Balance Scorecard?
Kindness is the competitive advantage that your people create.
Your most profound challenge is to develop kindness strategies for employee well-being. Who will
exercise the leadership to perform on this information? Who will hold managers and supervisors
accountable for healthier relationships, for productivity and profits? The government is held accountable
by the general public through the voting process. Investors and shareholders hold accountable the
company for profits. When are we going to hold organizations accountable?
Learning organizations are now aligning their initiatives to be competitive by developing kinder
initiatives such as Federal Express has build accountability for employee satisfaction on employee
survey findings. The Bank of Montreal is moving in a similar direction to hold leaders accountable for
employee results. Sears Roebuck has already made leaps and bounds of progress in hosting an array of
learning initiatives.
To adopt this new way of thinking early adopters, leaders and gutsy organizations will create spectacular
improvements in organizational health. I wonder how we will treat the failures of managers and leaders of
companies? What will the legal implications be? Who will be called upon for their failures? What will the
corporate lawyers will do with this? If we don’t start creating healthier organizations, we will have a
shortage of employees and even perhaps sabotage within companies.
Written by Mari-Lyn Hudson President of Heart@Work - Consultant you can reach her at:
1-866-667-0166 or kindnessinc@myway.com
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A SYSTEMATIC APPROACH TO FINANCIAL ACCOUNTING
INTRODUCTION
Many different types of business exist in Canada. They all have one common purpose—to make a profit.
To accomplish that purpose, the business must have economic resources (money, land, building and
equipment, goods or services for sale). They may also require human resources to help with day-to-day
activities.
How does a business acquire the economic resources required to commence operation? The answers are:
(a) through owner's or owners' investment; and (b) through borrowing.
In lay terms, companies owe their economic resources to the owners and/or the lenders. They both,
therefore, have a claim against those resources. Under the law, the outsider creditors (in this case, the
lenders) have a first claim against those resources and the owners (the insider creditors) are entitled to the
residue after the lenders' claims have been satisfied.
In a nutshell, the assets of a company (what is owned) are always equal to the liabilities (what is owed) to
the outside creditors and the inside creditors (owners). In accounting, this is called the “accounting
equation,” ECONOMIC RESOURCES = CLAIMS OF CREDITORS + CLAIM OF OWNER".
The lifeblood of a company is its financial transactions. Without financial transactions, business withers
and dies. Why financial transactions? Because they deal with money.
How then do companies know if they are successful in their endeavors? Whether they have made a profit
or a loss during a fiscal year? How do they know how much they owe to the creditors and owners?
The answers to those questions will be found through the “art” of bookkeeping and the “science” of
accounting. Bookkeeping is the art of systematic and chronological recording of business transactions,
and accounting is the science in which generally accepted accounting concepts and principles are applied
to those recordings.
The end goal of the above is to produce a set of financial statements (based on sound accounting
principles) to meet the needs of people, both inside and outside, who have an interest in the business.
A note of caution before we proceed any further: This review is not a complete study of bookkeeping and
accounting, nor is it intended to be. It is just a brief exposure to a very detailed and exciting discipline.
To know more of what is discussed here, one must enroll in accounting courses and read more accounting
text books on the subject. The purpose here is to expose an aspiring entrepreneur to the requirements of
an accounting system.
STARTING UP A BUSINESS VENTURE
All businesses, whether they offer services or produce and sell goods, fall into four types of ownership:
1. Sole proprietorship - owned by one person;
2. Partnership - owned by two or more persons;
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3. Corporation (both private and public) - owned by one or more persons through shares and created by
government charter. The difference between a private and a public corporation is that the shares of a
private corporation are not listed on the stock exchange; and
4. Non-profit Organization - not owned by anyone in particular but created by concerned persons, as
members of an organization, to perform volunteer functions for the general good of the community.
The organization's aim is not profit but charity and help to the needy.
Let us review the financial management of a sole proprietor, the small business entrepreneur.
An aspiring entrepreneur, to start up their own business, needs financing in order to acquire the economic
resources required. This may be accomplished by personal investment or through borrowing from
financiers. Seldom, if ever, will a new enterprise acquire all its economic resources through borrowing.
The entrepreneur will have to invest some personal money in the business.
Once the business is started, a system to record all the business events that have occurred and must occur
in the future is required for the business to flourish. What’s needed is an accounting system.
Accounting is an integral part of every business and organization. Every successful business—from
smallest to largest—must keep good records. There is no exception.
There are two good reasons for collecting and reporting information. Firstly, the aspiring entrepreneur
needs information for sound decision-making, planning and control. Secondly, outsiders who have an
interest in the business (bankers, creditors, Revenue Canada and, of course, the owner) need to be kept
informed.
MANAGING AN ACCOUNTING SYSTEM
There are three ways in which an entrepreneur can attend to the accounting functions of the enterprise.
1. He can approach a professional accounting firm and hire its services for which he pays a fee.
2. He can hire a bookkeeper/accountant, who comes recommended by business associates or by a
professional accounting firm, to manage the accounting functions of his company on a part-time or
full-time basis depending on the volume of work.
3. Last but not least, he can do it himself after acquiring the necessary knowledge through continuing
education.
The first two approaches present no problems or nor do they entail any significant work on the part of the
entrepreneur. The only problem is that they both cost money. Remember that expenditure can be
charged against revenue, and that in turn reduces net income. This minimizing of tax liability to Revenue
Canada can be viewed from another angle, where it appears that Revenue Canada is sharing in the cost..
All three approaches are valid, so the final decision is strictly up to the entrepreneur. The main purpose is
to produce a set of financial statements which satisfies the needs of both the business and interested
parties.
Discussion will focus on the third option, where the entrepreneur chooses to perform their own
accounting functions.
Before creating the accounting system, the entrepreneur has to accept one fundamental fact. Although the
business is owned through the entrepreneur’s investment, the entrepreneur and the business are two
distinct entities.
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The entrepreneur is the natural person, and the business is the legal person. In essence, then, the
entrepreneur becomes the agent acting on behalf of the business. He speaks on its behalf, acts on its
behalf, buys and sells on its behalf. When that fact (the Entity Concept) is accepted, it is time to start an
accounting system.
STARTING AN ACCOUNTING SYSTEM
THE ACCOUNTING CYCLE
From the outset, the aspiring entrepreneur must decide on the fiscal year of the business. The fiscal year
is not the same as the calendar year. The calendar year always is January 01 to December 31, but a fiscal
year may be any twelve month period (e.g., April 1, 1998 to March 31, 1999) or it can even be the same
as a calendar year (January 1, 1998 to December 31, 1998).
This is known as the Time-Period Concept. The time-period concept divides the life of a business entity
into time periods so that financial statements and the closing of the ledger can be done at regular intervals
to measure and determine the accounting information for decision-making and to meet government
regulations. The most common time period is one year, the same basis for filing income tax.
Next is to complete the eight steps required. They are:
1.
2.
3.
4.
5.
6.
7.
8.

Originating the transaction data.
Journalizing.
Posting.
Preparing the Trial Balance.
Preparing the Worksheet.
Preparing the Closing Entries.
Preparing the Financial Statements (Income Statement, Balance Sheet).
Preparing the Post-closing Trail Balance.

STEP 1.

ORIGINATING THE TRANSACTION DATA

A tangible and objective proof of a business transaction must exist before a recording of that transaction
can be entered in the journal. Therefore, all accounting transactions must be supported by business papers
called source documents before journal entries can be made. For example, the balance sheet, an invoice
or a receipt, even a memo can be classified as a source document—if it is dated, signed and done
properly. This is known as the Objectivity Principle.
STEP 2.

JOURNALIZING

A transaction has a debit and a credit entry. These entries will appear in two separate accounts. Which
accounts? The entrepreneur will have to analyze each transaction to establish the accounts involved.
Once that is done, the transaction is recorded in the journal. The journal, as discussed above, is the book
of original entries. It is really a diary that keeps a daily record of business transactions in debit and credit
form.
STEP 3.

POSTING
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Accounting information recorded in a chronological order in the journal must be posted (transferred) to
individual accounts in the ledger, which classify the information under one heading, so that financial
statements can be prepared at the end of an accounting period.
STEP 4.

PREPARING THE TRIAL BALANCE

If the debits and credits are posted correctly, the ledger will balance not only in the individual ledger
accounts but also in the overall ledger. The axiom is that TOTAL DEBITS MUST EQUAL TOTAL
CREDITS. A trial balance is really putting the ledger "on trial" for accuracy. The entrepreneur must not
proceed to the next step until satisfied that the ledger is in balance.
STEP 5.

PREPARING THE WORKSHEET

The worksheet is really an expanded trial balance. The entrepreneur will expand the trialbalance to
include columns for adjustments, adjusted trial balance, income statement and balance sheet. A columnar
sheet with twelve columns is used: One column each for the name of the accounts and the account
numbers; and two columns each for the trial balance, adjustments, adjusted trial balance, income
statement and the balance sheet.
One simply copies the name, account number and balance of each ledger account to this summary under
the heading “Trial Balance”. Debit balances are recorded in the Debit Column and Credit balances in the
Credit Column. Next, the columns must be balanced and, when satisfied that the ledger is in balance,
simply go down the accounts and make the necessary year-end adjustments in the Adjustments Columns,
and then extend the adjusted balances to the Adjusted Trial Balance Columns. Again, the columns are
balanced, and the adjusted balances are then extended to the respective financial statement columns (i.e.,
asset, liability and owner's equity accounts to the Balance Sheet Columns and revenue and expense
accounts to the Income Statement Columns). From the Income Statement Columns, the Net income or
Net Loss is established for the fiscal year and this amount is extended to the Balance Sheet Columns (i.e.,
net income to the credit column and net loss to the debit column).
STEP 6.

PREPARING THE CLOSING ENTRIES

From the information under the Adjustments Columns of the expanded Trial Balance, the entrepreneur
will record the year-end adjustments in the journal and post them to the ledger accounts. Next, all the
revenue and expense accounts in the ledger are closed by making closing journal entries and posting them
to a summary account. The balance of the summary account will be posted to the capital account. If
withdrawals were made by the entrepreneur during the year, that drawings account will also be closed to
the capital account. Now it is safe to proceed to Step 7.
STEP 7.

PREPARING FINANCIAL STATEMENTS

The first statement to be prepared is the Income Statement. The information can be found under the
Income Statement heading in the worksheet. It is prepared following the Matching Principle, i.e.,
revenues earned for the period are matched with the expenses incurred during the same period to earn
those revenues. The result is either a Net Income or Net Loss for the fiscal year. Hence, the statement
tells the owner (and the world) how well or how badly the business has done during that fiscal year. It
does not predict the net income or loss for future periods. It is a historical report for the past accounting
period.
The second statement to be prepared is the Balance Sheet, whose information can also be found under the
Balance Sheet heading in the worksheet. This report does not tell how well the business has done. Its
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purpose is to depict a detailed summary of the assets and the claims against those assets as at a particular
date. It is specifically only for that date, not yesterday’s or tomorrow’s. It provides the readers with the
firm’s financial position with regard to its ability to meet its commitments and to carry on its business.
Finally, it reveals the strength of the owner's claim against the assets.
STEP 8.

PREPARING THE POST-CLOSING TRIAL BALANCE

The last and final step is the preparation of the post-closing trial balance. This report lists all the ledger
accounts with a balance from the ledger. One should only find balance sheet accounts with a balance.
All revenue, expense and the drawing accounts should show a zero balance because they have been
closed by the closing journal entries. If the columns of the post-closing trial balance agree, then the
ledger is in balance. The ledger is ready to record and summarize business transactions for the following
fiscal year.
CONCLUSION
The preparation of the post-closing trial balance completes the accounting cycle. The cycle started with
the origination of data from source documents and ended with the preparation of the post-closing trial
balance. This cycle is repeated in following accounting periods.
The entrepreneur should realize that accuracy and not expediency is what is aimed for in the performance
of the accounting functions. It is better to take a little extra time to analyze a transaction and have it
recorded correctly, than to have to make a correction entry later to correct his mistake. Duplication is a
waste of time—and time is money in business.
Charles Curry of BearCat Consulting Ltd. may be reached at 604-713-6626 or bearcat@allstream.net

Exiting Your Own Business
It is every entrepreneur’s dream: When it comes time to retire, there is a big payoff that transforms years
of hard work and good old-fashioned sweat equity into a hefty sum of retirement cash. However,
successfully running a business and being able to sell off the business are two entirely different matters.
The following are a few items to consider.
1. SELL ONLY WHEN YOU DON’T HAVE TO.
The best time to sell your business is when you are sitting up there looking like a fat cat. A lot of business
owners made the mistake of not being able to let go at a good time; eventually they suffer the
consequences of looking desperate at a time of downturn. Plan ahead and put your business up for sale
when you really have no reason to sell!
2. WHAT DO YOU THINK YOUR BUSINESS IS WORTH?
Wrong! It is not what you think your business is worth that counts. Rather it is what the open market will
bear that dictates the eventual selling price of your business. The value of a business is a emotionally
charged matter to the owner who, after all, spent more time in it than with the family. But emotion and
business do not always mix. It is worth your while to invest in a business valuation prepared by an
independent business valuator or chartered accountant. Having a proper point of reference will save you
time, effort and a lot of frustration in the long run.
3. DON’T LET YOUR DENTIST CUT YOUR HAIR!
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Your dentist is nice, intelligent and highly educated, but would you let your dentist cut your hair or do
your tax return? Then why would you ask your lawyer, accountant or your friendly neighbourhood barber
to sell your business for you? Selling a business is a complicated and highly technical exercise (not to
mention the aforementioned emotionally charged) that should be handled by practitioners who specialize
in the specific field of selling a business. A good professional financial intermediary will guide you
through the whole process successfully and handle all technical problems that may arise. In the end,
you’ll get more money for your business that you could by yourself.
4. KEEP YOUR EYES ON THE BALL!
Once you put your business up for sale, you will feel and act differently. Psychologically, you are out of
business. But a business usually takes, on average, more than a year to sell, and your mentally letting go
may negatively affect your business. One last word of advice: Treat the whole situation as if the business
is never going to sell, and act accordingly.
In conclusion, your being well prepared will make the selling of your business a fun and profitable
experience for you. Most importantly, though, you will find a nice, new home for the business you loved
and nurtured for so many years.
Robert Ching is a Chartered Accountant who specializes in business brokerage services to privately-held
businesses.
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Financial Information
As all entrepreneurs know, financing a business is an important part of start-up and growth. Locating the
right financial partners for your business is always a struggle.
This section lists the major financial institutions, venture capital and government sources of funding.
This list is not exhaustive, but it is certainly a good starting point.
There are many sources of information for funding. The Ministry of Small Business, Tourism and
Culture publishes many booklets on obtaining funding from government. You may pick up these useful
booklets from the B.C. Business Services Center in Vancouver.
It has been said that anyone truly looking to start up their business must consider themselves the first
financial partner. Family members and friends are the next financial resource to be tapped, prior to
considering financial institution involvement. The reason for this is that financial institutions normally
examine critically exactly how committed an entrepreneur is to their own business, and one of the biggest
indicators is self-funding by the entrepreneur. Family members and friends usually can provide working
capital for a business much more quickly than a financial institution. And, of course, the other big benefit
about borrowing from family and friends is that your personal relationship is quite often the only
collateral required. Banks normally demand collateral in the form of liquid assets and cold hard cash.
The day does come, however, when it makes sense for a business to approach a financial institution in a
formal manner. And this is where the crucial, formal business plan and budget forecasts play a major
role. Before your application is processed, you must provide these documents.
Remember that financing institutions are solicited daily by hundreds of people who need funding for their
business. The better prepared you are to meet the needs of the financial institution, the better your
chances of getting a favourable response from them.
If your business has been in operation for some time, there are other resources available in the form of
Factoring Companies, Trade Credits, and Commercial Finance Companies. Factoring Companies buy
accounts receivables and assume all the risks of collection and then advance you a percentage of the
receivables. Trade Credits actually come from your suppliers who provide 15, 30 or 60 days’ credit.
Commercial Finance Companies provide funds upon assignment of receivables and warehouse receipts,
and also provide equipment financing.
Sales Finance Companies, Insurance and Trust Companies, and Community Futures Development
Corporations provide long term financing. These groups are looking for mature companies to work with
since they normally get involved with large dollar loan amounts.
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BMO – Bank of Montreal
Web Site: www.bmo.com
www.mbanx.com
Publications:
?? The Cycles of Your Business
?? Using other people's help
?? Sources of Capital
?? Developing your Business Plan
?? Making sense of terms and jargon
?? Cash flow planning
?? Measuring performance
?? Managing your cash
?? Dealing with your banker
?? The financing proposal
?? Are you an entrepreneur?
?? Marketing your business
?? Becoming a people manager
?? Computers for your business
?? Doing business internationally
Does business and personal loans. “Small” business owners will either have to take out a personal loan (usually for
amounts under $25,000) or contact the commercial lending group for larger loans ($50,000+).
Bank of Montreal has a large number of publications focused on small business financing, money management, and
how to set up and manage a small business. While most branches have at least some of these brochures, the main
branch is always the best stocked.

Bank of Nova Scotia
Web site: www.scotiabank.ca
Publications:
?? Essential
?? Scotia Business Plan Writer on diskette
Does business and personal loans. Depending on loan amount “small” business owners either have to take out a
personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

Business Development Bank of Canada
Web Site: www.bdc.ca
Publications:
?? Who We Are
?? Canadian Management Network
Does capital financing only. Minimum amount (usually involving $100,000) for loan applications.

CIBC - Canadian Imperial Bank of Commerce
Web Site: www.cibc.com
Publications:
?? Loans for Small Business Enterprises
?? Starting your Own Business?
?? A Simple & Comprehensive Banking Package designed exclusively for Small Businesses
?? Take Charge of Your Business
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Does business and personal loans. Depending on amount of loan, a “small” business owner will either have to take
out a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

Canadian Western Bank
Web Site: www.cwbank.com
Publications: Tailored packages
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

Citizens Bank of Canada
Web Site: www.citizensbank.ca
Publications: Tailored packages
Does not do personal loans but does do capital financing for businesses.

Federal Business Development Bank/CASE
1-800-361-2126
Publications: None
Does business loans but not personal. This company is interested in large $ loans for capital financing

Hong Kong Bank of Canada
Web Site: www.hsbc.grp.com
Publications:
?? Business Investment Services
?? Commercial Credit Services
?? How to Attract Investors and Apply for Business Loans
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

Korea Exchange Bank of Canada
Web Site: http://korean-usa-biz.com/keb/index.htm
Publications: None
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

National Bank of Canada
Web Site: www.nbc.ca
Publications: None
In Western Canada specializes in assisting small to mid-market companies in a broad range of industries to meet
their financial objectives through personalized customer service, and flexibility/
responsiveness to individual situations.
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or will have to contact the commercial lending group for larger
loans ($50,000+)
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National Bank of Greece (Canada)
Web Site: http://www.sbi.co.in
Publications: None
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)

Royal Bank of Canada
Web Site: www.royalbank.com
Publications:
Your Business Matters Series
?? The Source Book
?? Starting Out Right
?? Managing Your Cash Flow
?? Buying a Franchise
?? Financial Planning Guide and Application
?? Borrowing Money
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)
Numerous free booklets on starting a business, organizing for financing, financing & money management.. The
Royal Bank provides various types of small business financing, one being their credit card line of credit. You can
receive up to $35,000 by applying for their small business credit card. While the interest rate is relatively high, the
approval process is relatively easy and no business plan is required. The form is only a page long and requests
personal and business information in relatively general terms.

Toronto Dominion Bank
Web Site: www.tdbank.ca
Publications:
?? Your Business Isn’t Small, It’s Everything
Does business and personal loans. Depending on loan amount, a “small” business owner will either have to take out
a personal loan (usually for amounts under $25,000) or contact the commercial lending group for larger loans
($50,000+)
The TD has many free publications, some specifically related to small business.
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Trust Companies
When discussing Banks, people tend to include Trust Companies and Credit Unions in the same category.
Each institution differs in their ability to provide certain financial vehicles. Banks, Trust Companies and
Credit Unions are strictly regulated by the Federal Government and their areas of operation do not always
overlap.
For instance, Trust Companies do a large business in residential mortgages and personal loans. They do
not normally get into the field of business loans. If you happen to be a client of a Trust Company and are
interested in financing through them, you may find that they are interested in setting personal loans but
you will not likely be able to set up a company loan secured only by the business. This may also apply to
Credit Unions as well.

National Trust
Tel: 604-631-8100
Fax: 604-631-8190
Publications: Tailored package
Requires 3 years comparative financial statements and 3 years personal income tax assessment notices as well as
collateral.

Swiss Bank Corp. Trust
Suite 650
999 West Hastings St.
Vancouver, BC
V6C 2W2
Tel: 604-669-5570
Fax: 604-669-7521
Publications:
None
Corporate banking only. The minimum amount of financing is $200,000 supported by cash securities.

Credit Unions
Like Trust Companies, Credit Unions are quite different from Banks. Credit Unions have a different
brand of competition when they market for business and will provide “small” businesses with financing.
Unlike Banks, they normally will attach the owner to any loan that is approved. What this means is that
they will set up a company loan or line of credit under the business name or business account but the
owner of the business is personally liable and normally guarantees the loan. This set-up normally doesn’t
change for the term of the loan whereas banks, depending on the age of the business, will set up company
loans secured by company collateral without personal guarantees from the company owner. This is quite
a different set of liabilities when you seriously think about it.
Again, it is a good idea to talk to a professional (either your lawyer or your accountant) and find out how
you want to structure your financing. Everything does make a difference and you need to structure things
right from the beginning.
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Allied Savings Credit Union
200-2520 Ontario Street
Vancouver, BC V5T 2X6
Tel: 604-874-8155
Fax: 604-875-6435
Publications: Tailored packages
Will not finance new businesses because of lack of income to evaluate. For 3+ year businesses, they require 3 years
comparative financial statements plus 3 years of your personal income tax assessment notices in support of the
application.

Burnaby Savings Credit Union
7375 Kingsway Street
Burnaby, BC V3N 3B5
Tel: 604-521-2315
Fax: 604-521-8759
Publications: Tailored packages
For new businesses, requires 3 years personal income tax assessment notices to verify income. Loans under $25,000
are dealt with by any branch office. Loans over $25,000 are handled through the commercial lending department; 3
years of company comparative financial statements will be required in support of the loan application.
_____________________________________________________________________________________________
First Heritage
Website: www.firstheritage.com
Publications: None
First Heritage has ten branches throughout the Fraser Valley and one branch in Kitimat. They provide lines of credit,
loans and insurance for the small business as low as $5,000.00 They would like to see a comprehensive business
plan with all your financial statements. Personal loans require collateral.

Gulf & Fraser Credit Union
803 East Hastings Street
Vancouver, BC V6A 1R8
Tel: 604-254-7270
Fax: 604-254-7332
Publications: Tailored packages
Business loans require a personal guarantee from the directors of the company as well as 3 years comparative
financial statements, a business plan, cash flow projections, accounts receivable projections and personal data of the
directors. Personal loans require collateral. Loans are based on the appraised value of the collateral offered.

Khalsa Credit Union
5963 Fraser Street
Vancouver, BC V5W 2Z6
Tel: 604-324-6747
Fax: 604-324-0627
Publications: None
Does not do business loans. Personal loans are based on collateral acceptable to the credit union (i.e., 75% of the
appraised value of a house on a mortgage or 65% on the book value of a car less than 4 years old.)
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North Shore Credit Union
1112 Lonsdale Avenue
North Vancouver, BC V7M 2H6
Tel: 604-713-3000
Fax: 604-985-7810
Publications: Tailored packages
Require 3 years of personal income tax assessment notices. For existing businesses they require 3 years of
company’s comparative financial statements and they will finance on collateral – either on cash security, mortgages,
and vehicles less than 4 years old.

Richmond Savings Credit Union
Web Site: www.richmondsavings.com
Publications: Tailored packages
Will accept personal and business loans depending on loan amount. Under $25,000 is considered as personal
requiring 3 years of personal income tax assessment notices. Amounts over $25,000 are handled by the commercial
lending department and require 3 years of comparative financial statements.
_____________________________________________________________________________________________
United Civic Savings Credit Union
204-88, 10th Street
New Westminster, BC V3M 6L8
Tel: 604-679-4000
Fax: 604-659-4025
Publications:
?? Moneyworks Newsletter
They require 3 years of personal income tax assessment notices. For existing businesses they require 3 years of your
company’s comparative financial statements and they will finance on collateral – either on cash security, mortgages,
and vehicles less than 4 years old.

VanCity Credit Union
183 Terminal Street
Vancouver, BC
Tel: 604-877-7000
Fax: 604-877-7901
Web Site: http://directnet.vancity.com
Publications: Tailored packages
Provides various publications for “small” business. They publish a magazine called “Working Dollars” which
highlights various customers who run small and/or home- based businesses. It is actively involved as the institution
for Women’s Enterprise Society of B.C. as well as supporting Peer Lending. VanCity also administer the SelfReliance Loan program which provides up to $15,000 for “small” business. This loan is approved on the basis of
character and credit history. The process with VanCity is a little more arduous when applying for financing. A
business plan, resume, financial statements, character references, and documents showing at least 10% of the
amount you want to borrow already invested personally in your business. VanCity, like most financial institutions,
requires you to set up your banking with them if you are approved.
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Venture Capital
Changes in regulations have created Venture Capital Corporations. These are companies that have been
allowed to supply capital to eligible small businesses by making equity investments. To be eligible for
funding through Venture Capital Corporations, the small business must :
1. be substantially engaged in an eligible activity involving export enhancement, import replacement or
economic diversification
2. pay at least 75% of the wages and salaries to employees who regularly report to work at operations
within BC
3. Employ not more than the equivalent of 75 full-time employees at the time of investment
4. Be permanently established in BC and file tax returns as such.
For more information on this program, contact Ministry staff at 250-387-0225 or
1-800-665-6597.
Again, if this is a potential route for your business to take get financing, you should engage the help of a
professional to make sure that all the required information and documentation is done correctly.
Because of the nature of the business, by the time of printing some of these companies may no longer
exist.
Despite what brochures say, the smallest amount that most of these companies will lend in practice is
$100,000. They are more comfortable with amounts of $200,000 to $500,000.
Paradoxically, most venture capitalists avoid financing start-ups. They are more comfortable financing
the rapid expansion of your businesses. If you are still interested, be prepared for a grueling analysis.
Typically they purchase a minority equity position with possible conversion to debt or major interest if
things go badly. They also demand a say in the running of your business, which may be a major
stumbling block. Their general approach is that their security is in the management and its performance,
which is their only protection (most venture capital investments are in private companies and there is no
market for their shares).
They look for growth in excess of 20% per year compounded and are more interested in capital gains than
in earnings on debt, despite many venture capital deals involving a mixture of debt and equity or
convertible debt.
Small Business Venture Capital Program
Business Equity Branch Ministry of Regional & Economic Development
712 Yates Street,
5th Floor
Victoria, BC V8V 1X4
Tel: 250-387-0225
Publications: None

Discovery Enterprises Inc.
Tel: 604-669-2252
Fax: 604-669-1700
Publications: None
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Platinum Capital Group
Vancouver, BC
Tel: 604-669-2723
Fax: 604-669-2725
Publications: None

Quorum Funding Corporation
Suite 3200
650 West Georgia Street
Vancouver, BC
V6B 4N9
Tel: 604-687-1919
Publications: None

Venture West Management
250-375 Water Street
Vancouver, BC
V6B 5C6
Tel: 604-688-9495
Publications: None

Government Funding Sources
Government funding sources have diminished because of budget restraints. Some funding is still
available, but the application process is complicated.
The Ministry of Small Business, Tourism & Culture is responsible for small business, and puts out
various publications which provide a significantly helpful amount of information for small businesses.
Their booklet “Solutions for Small Business, Resource Guide for British Columbia Businesses,
Guidelines and Requirements for Business” has a wealth of information with respect to obtaining funding
through government agencies. This booklet is a must if you are seriously looking at approaching the
government. It provides names, addresses, telephone numbers, etc. for a host of agencies. It outlines
what these agencies focus on as well as a brief description of requirements. The booklet outlines various
types of loans, gives tips on managing your business and generally does a good job of providing pertinent
information to small business owners. These booklets can be obtained from the Business Centres or the
Ministry of Small Business, Tourism and Culture.
The Small Business Loans Act (SBLA) is a Federal Government insurance designed to help new and
existing business enterprises obtain term loans from Chartered Banks and other lenders to help finance the
purchase and improvement of fixed assets. These "business improvement loans” are made directly by
lenders to small businesses. The SBLA provides for any loan losses to be shared between the Federal
Government and the lender.
To find out more, contact::
B.C. Business Services Centre
601 West Cordova St.
Vancouver, BC
V6B 1G1
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and ask for Interpretation Bulletin IT-507R. All BC Acts and relevant information about BC Business can
be obtained through:
Legislative Library
Parliament Buildings
Victoria, BC V8V 1X4
Tel: 250-387-6500
or
BC Courthouse Library Society
800 Smythe Street
Vancouver, BC
V6Z 2E1
Acts can also be purchased from
Crown Publications Inc.
521 Fort Street
Victoria, BC V8W 1E7
Tel: 250-386-4636
The Provincial and Federal Governments provide various funding and training programs for small or
home-based businesses. Equity (formerly known as The Self-Employment Assistance Program for
Equity Group Entrepreneurs is a program which helps people move from full -time work to selfemployment. EI eligibility is key, and funding up to $2,000 can be obtained depending on various
requirements set out by the government and the program.
The Women’s Enterprise Society of B.C. is another government-sponsored funding source dedicated to
providing financing assistance to women entrepreneurs. The requirements are extensive to qualify for
funding but are worth-while if you have exhausted every other avenue for funding.
The Business Equity Branch of the Ministry of Small Business, Tourism and Culture administers the
Equity Capital Program. This program’s objective is to encourage arm’s-length investors to make equity
investments in businesses which enhance export, replace imports or otherwise diversify B.C. economy.
This was mentioned in the Venture Capital Information section.

Western Economic Diversification Canada
P.O Box 49276
SUITE 1200
Bentall Tower 4
1055 Dunsmuir Street
Vancouver, BC V7X 1L3
Tel: 604-666-6256 or
1-800-338-9378
Fax: 604-666-2353
Web Site: http://www.wd.gc.ca/eng/content/index.html
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Small Business Venture Capital Program
Business Equity Branch
Ministry of Regional & Economic Development
712 Yates Street
5TH FLOOR
Victoria, BC V8V 1X4
Tel: 250-387-0225
This group has plenty of publications available. They mainly focus on helping companies with their
exporting/importing business needs but provide an excellent resource book called Solutions for Small
Business Resource Guide for British Columbia Businesses Guidelines and Requirements for Business.
This booklet is produced by the Ministry of Small Business, Tourism and Culture and Western Economic
Diversification Canada
There are a host of associated web sites to various other financing options listed in the Web site directory
at the back of this publication.
Women’s Enterprise Society of B.C.
#14 2070 Harvey Avenue
Kelowna, BC V1Y 8B8
Tel: 250-868-3454
or 1-800-643-7014
Fax: 250-868-2709
This group provides counselling and practical advice to business women. Funded by the Western
Economic Diversifiction and loans up to $25,000 are available.

VanCity Peer Lending Program
VanCity’s Peer Lending Program offers loans to micro-business owners in Greater Vancouver and the
Fraser Valley. Their goal is to provide credit to entrepreneurs that will help them acquire assets, establish
a credit rating and grow their business. The program offers incremental loans starting at $1,000 and
going up to $5,000. Traditional collateral is not required for these micro-loans.
Loans are advanced to members of a peer lending group consisting of at least four business owners, each
interested in borrowing for their own business. Loan approval is based on the confidence fellow group
members have in each other’s commitment, resourcefulness and ability to repay. Peer group membership
can also be a valuable source of support and networking. Clients meet regularly to share their successes,
refer customers and solve business problems.
VanCity Peer Lending Program is committed to working with people creating a livelihood for themselves
through self-employment. Their current client base is diverse. If you are interested in working within a
team of peers and meeting other entrepreneurs while accessing small loans, this may be the program for
you.
VanCity may be contacted by phone at 604-709-6930, by fax to (604)709-6939, or email to
peerlending@vancity.com
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Become A “Secured Creditor” on a Regular Basis
Business owners usually know all about security documents such as Chattel Mortgages, General
Assignments of Book Debts, and even General Security Agreements. This is because a number of them
have granted these forms of security to their banks in order to secure loans, operating accounts, or term
loans. What is not generally known, however, is that businesses may obtain similar security from their
customers, in effect “securing their accounts receivable”, pursuant to the Personal Property Security Act
(“PPSA”)
PPSA remedies which are available to a “secured” party are generally going to be better than those
remedies available to an “unsecured” creditor. Wouldn’t it be better to be able to seize secured “personal
property” than be left with a collection action on an unsecured debt? Where a customer has declared
bankruptcy, wouldn’t it be better to be paid as a secured creditor before all of the unsecured creditors?
On October 1, 1990, British Columbia proclaimed the PPSA. Similar legislation is in place in most
Canadian provinces and American states. This B.C. legislation brought into existence a comprehensive
scheme for the granting of a security interest (or charge), over the “personal property” of a debtor. It also
dealt with unique methods of enforcing the security interest if a debtor failed to pay the debt due to the
secured party.
The workings of the PPSA are not mysterious. The Act provides that if a debtor provides clear language
in a signed document granting a security interest over its personal property, then if the debtor fails to pay
the creditor on time, the creditor may seize and sell the charged assets. Notice of the security interest
should be registered at the Personal Property Registry and this may easily be accomplished through the
Internet.
Security interests find their way into documents as informal as applications for credit and purchase orders,
or as formal as lengthy, complex security agreements, chattel mortgages, and debentures. Lawyers who
practise commercial law using the PPSA are able to offer assistance to businesses in designing the type of
security agreement that will work for them. In addition, proper legal advice will assist businesses with
the steps required to obtain valid signed security agreements and to effect registration of the charge at the
Personal Property Registry.
Financial institutions secure a vast majority of their loan transactions to businesses. However, the same
cannot be said for businesses. In fact, the vast majority of business transactions are unsecured. If you
choose not to take security, whether or not you are paid is then usually dependent solely upon whether or
not your customer is reliable, responsible and financially successful.
Business owners invest considerable funds in their business activities, manufacturing work, design work,
salaries and the like. It makes good business sense to protect these valuable investments when products
or services go out the door. After all, the products or services that are for sale are the end result of all of
the hard work, skills and expertise of your sales and credit facilities, is a prudent business choice.
When you are ready to take your product or service to marker or even if you are already providing credit
to customers, be sure to consider how the PPSA may benefit your business and its bottom line.
The authors, Dale R. Doan and Christiane B. Hile, are lawyers involved in advising businesses who have customers
in British Columbia on the manner in which businesses can secure their sales and reduce accounts receivable
problems. They can be reached at: SYS Law Corporation, P.O. Box 49269, Suite 3454-1055 Dunsmuir Street,
Vancouver, BC; (tel)604-681-5533, (fax)604-681-5537, or (e-mail) sysales@direct.ca.
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INTRODUCTION TO MARKETING
As mentioned previously, people have all kinds of reasons to go into business for themselves. The first
and most obvious is that they have something to sell. So it is really amazing how often these people have
no idea at all how to market their product Most people seem to be under the mistaken impression idea
that their product will almost sell itself Wrong!
A Marketing Plan is essential to business success. This is where all the hard work is done to ensure your
product’s quality and competitiveness and prove that demand exists. With any product—and this
includes services--one must do thorough research and analysis, then create strategies in the planning stage
to ensure an appropriate and successful product launch. Research and analysis informs you how many
customers you can realistically expect. You will find out how they like to be addressed, wooed and sold
to. You will find out where they live and how they think. Marketing is developing a relationship with
your customers, so they think of you with respect to satisfying their needs.
Every product or service is different. That simple fact demands that you research how you will be best
able to market your product or service. Your thorough research, one hopes, will confirm that there is
indeed a market for your product. Now that is confirmed, you can begin to plot a course to price and
promote your product/service to that market. This is the first step of a well-defined marketing plan. Or it
may be better to say “plans”, because marketing is not a one-stop shop. There are likely to be a number
of solutions to developing a good plan of action. Yours will be the one best suited to you, your product
and your market.
In this section, we present some insights on the components of an effective marketing plan. We provide
some strategies on how to achieve your desired results. Read on for suggestions from marketing
professionals and some key resources for further information on a topic which could be a book on its
own.
So…What is Marketing?
Marketing is, in fact, a process or series of steps which you must take in order to “sell” You Inc—to sell
yourself, sell your service, sell your product. Marketing is everything you do to make sure your
customers find out about and buy your products and services. You will rely on an integrated marketing
plan. This plan uses various marketing tools, including surveys, demographic analyses, established sales
and advertising procedures in a coordinated fashion, their sole purpose to accomplish the specific
objectives of your business. Indeed, the objectives themselves are an element of the plan.
Why a Marketing Plan?
A marketing plan is somewhat like a blueprint used when building a house, so you have some idea of
what it will look like when completed. You need a blueprint. Without a blueprint, you may be able to
put together something which resembles a house, but how sturdy is it? What if you forget to put in doors?
What about electricity and plumbing? Your marketing plan will be the blueprint for attaining your
business objectives. No matter how rough or elementary it is, your plan first will state what you want to
accomplish—the completed house for example—and thus gives you a starting point from which you
build. Without a plan, your business will collapse as surely as your house without a foundation. As for
the doors—it is hard to get people to beat a path to them if you don’t have any!
As with house blueprints, the first draft is simply that—a first draft. Often the original draft bears little or
no resemblance to the final. That’s all right. As you do your research and develop various aspects of your
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plan, you will constantly be updating the information at hand and fine-tuning your marketing strategies.
Your marketing plan should be considered a “living” document. It will adapt and adjust to financial,
environmental, and legal factors as well as customer demands and competition.
To help you visualize your marketing plan is as simple as this: Desire… Picture… Plan… Achieve.
What is a Marketing Plan?
Very much like a business plan, the marketing plan provides much greater detail in how, when, where, to
whom and why you are going to offer your product or service. You could call it a strategy—a strategy
which maps out the steps you will take in order to meet a defined objective or set of objectives.
Remember that marketing and sales are two different things. To be sure, sales plans are an element of the
marketing plan; however, in and of itself, a sales plan will not ensure your business success.

The Marketing Plan
By now, you may be totally confused about the information you have about marketing plans. Let us
attempt to list the various topics we feel essential for the marketing plan you are developing. It’s not
meant to be an exhaustive list, and you may well find that your particular product or service requires even
more extensive development or description.
The Product/Service
?? State your vision - What is your product or service about?
?? Define your product or service.
Positioning
?? What is your product or service name.
?? Position – Where and how do consumers find your product or service?
?? Tagline – Make a brief commercial, benefit statement, or byline about your business.
?? Explain why your customer should want your product or service.
Goals and Objectives
?? What top objectives do you want to accomplish?
?? Market expansion – Where do you want to go?
?? Revenue increases - What are you going to do to increase sales?
?? Is there a sales strategy to cover the goals and objectives?
?? New markets – Where are you going?
?? Differentiate - Why are you better than the competition?
Business Tactics
?? What strategies will you use to accomplish your goals?
?? Are there new products or services you will introduce?
?? Do you have new promotions or advertising strategies or methods?
?? Public Relations – Who are you going to hire? What are you going to do? How are you going
to appear? What presence do you want to establish?
?? What are your time lines and plans?
?? Are there critical paths to follow?
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?? What else do you want your audience to know?
?? What vehicles should you use to get the message to your audience?
Strategic Alliances
?? What alliances/partnerships do you need?
?? What alliances/partnerships do you have, or can you establish?
Summary/Results –
?? How does your chosen method of reaching your targeted customers help you achieve your
marketing plan’s objectives?
Now that we’ve given you a general outline of what a marketing plan should contain, read on for various
articles from marketing professionals to help flesh out the topics. The topic of marketing is not easy to
cover in a few pages. We suggest that you do some reading on the subject or contact professionals to
assist you with devising your own marketing plan. This phase of building your business is an important
one. And scrimping here, like the house analogy, means the potential for disaster is high.

Marketing Doesn’t Require Brains—It
Requires Perseverance
The most difficult part of a marketing plan is implementation. Numerous entrepreneurs will put enormous
time and effort into developing a marketing plan, and then they don’t follow it. Yes, flexibility is an
important part of business. But following your marketing plan will provide a means to measure success,
an organized schedule of events and an efficient budget.
The most experienced marketing consultant will likely always follow these basic steps:
Step 1: Define the business you are in. Why are you are in it?
?? Are you in a service or product-based (hospitality or manufacturing) business?
?? What exactly is your business?
?? Is there an unfilled niche for competition or high demand for your product or services?
Give detailed answers, and then write a mission statement or catch phrase that defines your position.
When people hear your name, you want them to associate you with your industry or product/service.
Having studied your back-up documentation, if you honestly believe that there is a need for your product
or service, you are ready for step 2.
Step 2: State your goals and objectives
The answer is not always to make money. In fact, money is not a key issue for most entrepreneurs—it’s
lifestyle. Answer these questions:
?? Where do you want to be in one year, three years and five years?
?? How much money will you be making?
?? How many offices will you have?
?? How many hours per week will you be working?
?? How many employees will you have?
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Step 3: Define your target market
A target market does not limit your sales. Rather, it lets you focus your energy on a particular market
segment in order to increase sales interest while maintaining order. The more detailed you get about the
key decision-maker, the better success you will have with your promotions.
?? What industries are you specializing in? Who in that industry will make the decision to purchase
your product or service?
?? What geographic location can you effectively maintain?
?? Is your market general consumers or a specialized type of consumer (i.e., single mothers versus
CEOs)?
?? What is the gender of the majority of the decision-makers?
?? Where do they work?
?? What do many of them do in their spare time?
Step 4: Define the marketing mix
The four components of your marketing mix are product, price, distribution and promotion.
?? Product/Service – List all your products or services. Are there items that you should add or that look
out of place?
?? Price – Are you competitively priced? Will you make money? Are there package options?
?? Distribution – If you spend all this time and money on marketing and sales, will you be able to deliver
the goods? If you are not sure that you can, stop and spend a little time developing your channels of
distribution.
?? Promotion – There are two types of promotion: personal selling and advertising. Personal selling
generally requires a lot of time, but it is usually less expensive. Some examples include offering free
seminars, cold calling or writing articles. Advertising generally requires very little time, but demands
money. Some examples include magazine ads, radio spots and signage. Develop a mix of promotional
activities with a timeline for the next two years.
Step 5: Persevere
Now you can use this marketing plan as a form of success measurement, a schedule and a tool for budget
forecasting. Review your plan often, change and adjust it as necessary. It’s meant to be flexible, to reflect
accurately any changes in your market niche. If you are not achieving your goals but you are on
schedule, you may require some adjustments in your promotional methods or sales techniques. Or if you
are closing the sales but still not clearing the profit you’d expected, you should review your pricing or
distribution methods.
Cindy Dennis of ExpoNet Marketing Coordination & Consulting may be reached by telephone at (604) 618-5203.

Product/Service
When you first start your business, you have a fairly good idea of what product/service you wish to offer.
Now that you have entered the development phase of your Marketing Plan, you must refine and hone the
way you present your product/service. This requires vision.
The vision for your product or service is what you wish to see happening not only in the present but also
in the future. You need to critically evaluate your short- and long-term goals. You need to understand
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where you want to go with your business and what you’d like your product/service to look like when it’s
all packaged. How are you going to differentiate it from your competitors?
Some intangibles need to be considered when developing a vision of your product/service. Your
philosophies, principles and ethics are at the top of this long list. Others are listed below.
Vision of Product/Service
What is your vision? Use three perspectives to carefully examine your vision.
1. World view
2. Your perception
3. Imagination
1. World view
When dealing with a “world view”, you need to look at the forest instead of the tree. You need to look
realistically at how you will be able to survive and make a living. You also need to look at the global
impact your product or service will have on the people around you, the environment and the world in
general. You need to look at the cost of profitability and business success. There is much more to
consider than just overhead and supply costs.
When you take a “world view”, you want to maintain your principles and philosophies with respect to
both your community and your environment. You need to ask yourself some questions about your ethics
and what you want to live by. And you want to determine for what you wish to be remembered. What is
your social perspective? How is this going to be a part of your business?
2. Your perception
What is your attitude about the business you are creating? How can you improve upon it? Are you
looking at this business from a place of fear? Are you creating it from panic or despair? Your attitudes
will come through as you develop this business. If you build your business from a position of confidence
and enthusiasm, using your passion, your business can create a more positive environment which
inevitably will attract people to you. And this, of course, is very good for business.
A simple saying, and it has been around for ages, says it best. Enjoy what you do and it will never be
work. The funny thing is that when you enjoy what you do, you can’t help but be successful as well.
3. Imagination
Use your imagination to visualize what your successful business looks, then go about creating it. Once
we open our eyes and willingly see the challenges and opportunities offered by the world, we are met
with unlimited possibilities. Positive visualization has been touted around the world as one of the best
possible ways of achieving success. It is the act of forming a concrete mental image of what you want to
achieve. The hard work begins as you develop and begin accomplishing the goals and objectives
necessary to make your mental image come true.
“Your imagination is your review of life’s coming attractions.” --Albert Einstein
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You as the Product
These are the five most important factors in successfully presenting yourself:
1.
??
??
??
??

Your Attitude and Approach is:
Responsible
Positive
Confident
Sincere

2.
??
??
??
??
??
??
??
??
??

Your Perception of:
Yourself
Your appearance/image
Your work space
Your company
Your products
Your industry
Your service
Your reputation
How your clients view you

3.
??
??
??
??
??
??

Your knowledge of:
Yourself
Your company
Your products
Your industry
Your competition
Your resources

4.
??
??
??
??

Your Motivation to:
Succeed
Help others
Help yourself
Ask for the business

5.
??
??
??
??
??

Your Commitment to:
Excellence
Personal growth
Serving all clients equally
Developing a vision
Personal Profiling – What are your features, advantages and benefits?

This material is sourced from Kison & Associates who may be reached by telephone at 604-687-5552.
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Positioning
Positioning your product/service is as simple as a name and as difficult as trying to figure out the best
distribution line.
The following are just some of the things related to positioning.
What’s in a name?
What are you going to name your product/service? You need to make sure that the name is descriptive,
yet enticing. You need to take a look at the names of competitive products and make sure you are close—
but not too close in sound and spelling—if you want brand type recognition. You also need to look into
the legal aspects of trade mark and name registration.
Need
Are you filling a niche or need? What information will you provide your customers to prove your value?
How does the competition provide information about value?
Benefits
Benefits are a little different from need filling. You answer the customer’s question, “What’s in it for
me”. The need was identified previously, but now you answer the “Why buy from me?” question. This is
where you provide value-added information, and here you differentiate yourself from your competition.
Distribution
In distribution, you are answering the question of how the customer gets your product/service. Are you
going to distribute your product/service on your own? What distribution channels have you set up? Will
it be wholesale, retail, direct, “virtual” or all of the above? Will you have distributors, agents, what?
Market Share
Have you considered what your expectations are regarding market share? How much of the total market
for your product/service do you expect to capture? Do you know how much you have to capture to stay
alive and thrive in your business?
The four P’s
Your overall position should emphasize those areas that matter most to your customers and those which
differentiate you from your competition. Why you? The following “four P’s” are what will make you
unique and a customer’s first choice. Each has a number of components, but you will certainly think of
more.
?? Product—assortment, quality, fashion, packaging, name.
?? Price—competitive alternatives, quality.
?? Promotion—service, sales personnel, convenience, atmosphere, packaging
?? Place—parking, convenience, location, environment, atmosphere
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Taglines
Your Tag Line is a quick one-liner that describes your product/service completely. It’s like a radio
commercial. If it can be said in 7 seconds, great! Some are 30 seconds long, which make them a brief
commercial. Keep your tag line short, concise and descriptive. If you can achieve recognition of your
product(s)/service(s) through your Tag Line, your chances for success are greatly increased.
Your Tag Line should cover the following:
?? What is the product/service name?
?? What does it do?
?? What’s in it for the customer?
?? What are the benefits?
?? Why should they buy from you?
That is a lot to cover in just 7 to 30 seconds. Practice until you get it right, and you’ll be amazed how
much easier it is to sell.
Once you’ve delivered your Tag Line and the potential customer is still at least that, you need to go to the
next phase. Here you will provide more in-depth information about the niche or need your product fills.
Now is the time to support your claims—share survey results, what focus groups have said about your
product. The next step in this simple but critical equation is to advise where the product is available. You
know you are close to making a sale at this stage. Sealing the sale may happen easily here, if you advise
the potential customer about your product’s value-added features. The last thing you advise your
potential client about is your price. Again, include your value-added information here, if you have any.
Do you offer discounts for specific groups or volume purchases? And always be sure to thank your
customer for being your customer. Niceness really goes a long way to being remembered.
How to Make a Memory Hook
You may not realize it, but you already know a lot about memory hooks. You’ve been using them,
consciously or unconsciously, since you were small. When you were in the third grade, what was your
best friend’s nickname? Where were you living when “MacArthur Park” was playing on the radio? Who
do you immediately think of when someone says, “Ehhh – what’s up, Doc?”
Mere fragments of phrases, jokes, songs and rhymes remind us of people, places and events we have not
seen or experienced in years—and they stay with us all our lives. As a business owner, you can leverage
the power of memory hooks to make sure your business leaves a lasting impression on potential
customers.
What makes a good memory hook?
The key word in “memory hook” is “memory.” If a memory hook is going to work the way you want—
that is, to pop into potential customers’ minds whenever the need for your product or service arises—it
has to be easy to remember. The best way to make it memorable is to make it vivid and short. Short’s not
hard to figure out; one snappy phrase or short sentence is all you need. Anything more is not only wasted,
it can get in the way. Which is easier to remember? “The items available for purchase during our special
sale are the ones that are on display beneath this sign” or “What you see is what you get”?
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See it, hear it, feel it.
A good memory hook appeals to as many basic senses as possible—sight, hearing, taste, smell and touch.
When you meet in person, it’s possible to present your product or service using your most effective
marketing materials. You should invoke the senses as strongly as possible—in a pleasurable way, of
course. “Come fly with me!” is a memory hook used by a travel agency. People of a certain age will be
reminded of Sinatra’s hit of several decades back. With the exception of smells, nothing promotes a
pleasure trip to nostalgic customers like the fond memory of an old song.
How do you conjure up the sensation of touch in a slogan? Here’s one way: “If you want to get rubbed
the right way, see Jim.” This is how one inventive massage technician attracts business. And any
Dallasite who hears “Sweat’s my name, air conditioning’s my game!” will probably feel a shiver of dread
thinking of that hot August day last year. When the fan stopped working, we called air conditioning
specialist Tim Sweat.
Make ‘em laugh, make ‘em cry!
Another sense that is often invoked in the best memory hooks may be the most important one of all: the
sense of humor. When you want to catch and hold someone’s attention, tickling their funny bone is often
the surest way of being remembered.
Making people laugh is one of the fastest ways of breaking down the barriers between strangers--and
winning a potential customer’s goodwill. The two memory hook examples that you’ve just read are puns,
a form of humor that everyone groans at. Nonetheless, the pun is usually remembered, and it’s usually
passed along. The power of the pun comes from the element of surprise: your listener (or reader) thinks
you’re saying one thing, then suddenly discovers that you’re saying something else--because you’ve
either distorted the word or defined it another way. An electrician might use “We check your shorts.” A
carpet dyeing company is memorable with “We’re dyeing to save you money.”
On the other hand, a memory hook doesn’t have to be funny to be memorable. Sometimes you just need
to reach out and pluck someone’s heartstrings. A real estate salesperson once used: “I help people to find
a home. Not a house, but a home. Not a place where they just live, but a place where they love to live.”
Verse—or worse
Most people can recite from memory poetry, prose or humorous verse, whether sonnets or limericks.
Anyone who can read is instinctively attracted to words that rhyme. If you can use your name as part of
the rhyme, even better.
Piracy or parody?
Many memory hooks work because they take a familiar saying and rephrase it, usually with humor—that
is, they parody a song or a phrase the reader or listener will recognize. Some examples:
?? “When you’re in a commotion, who’re you gonna call? Law in motion!” from a paralegal.
?? “Old bankers never die—they just lose interest!” from a banker.
?? “I believe in the tooth, the whole tooth and nothing but the tooth.” from a dentist.
Memory hooks are a funny, memorable way of introducing your business to others—and of ensuring that
those introductions are the beginnings of profitable business.
These approaches give you some idea of the tools and resources you can use to construct a memory hook
for your business. If your hook is short, snappy and appeals to the senses, it will be more effective.
Ivan Misner, PhD (Cal Poly University, Pomona) may be reached at 1-800-688-9394.
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Goals & Objectives
What objectives or strategies have you set to accomplish your goals?
This section provides a short “how to” on strategic planning and an introduction to another strategic
planning tool, the SWOT. The SWOT is an exercise to help you see the BIG picture. What is the
SWOT? It’s an acronym, which stands for “Strengths, Weaknesses, Opportunities, Threats”—every one
of which has an immediate and decisive impact on your business.
This section isn’t really about time lines. It is about the fairly simple act of setting down on paper what
you would like to accomplish.
Do you have a plan?
The realization of many of our dreams depends upon our plan. Your plan not only will profoundly affect
your life; it is likely to determine a major part of it. It is critical for your professional, business and
personal achievement. The ability to quickly reach our dreams is affected by our ability to plan, target and
visualize what we want now!

Strategic Planning
Strategic Planning is a process that involves all key employees of a business in determining the future
course of the business. Strategic planning is not long-term planning, because results are based upon
present circumstances. Strategic planning identifies future threats and opportunities for the business and
accesses the strengths and weaknesses of the business. Answers to the following questions are useful for
effective strategic planning:
1. Where is the business now?
Develop focus groups of your customers and suppliers to provide you with information about where
you stand
2 Where might the business be in the future ?
Using a facilitator and key employees, identify real and possible threats to the business. What
government action could hurt the business? What changes are happening in the market place? Are
sociological and demographic changes taking place? Where? Why?
3

Where does the business want to be in the future?
Having identified the opportunities and threats as well as its strengths and weaknesses (the SWOT), a
business can then determine its strategic direction. This will determine how best to position your
product or service in the market.

4. How does the business get there?
An action plan sets out the key activities necessary to achieve the objectives of a strategic plan. This
will include such things as positioning the company to avoid the threats and take advantage of the
opportunities. It will set out individual responsibilities, timing and accountability for the ongoing
evaluation of the plan’s status.
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The Benefits of Strategic Planning include:
?? Improved awareness and understanding of external and internal realities of your business.
?? Better assessment of future trends (markets, competition, environment).
?? Clarification of your business direction.
?? Understanding your strategic priorities.
?? Shared vision, understanding and commitment among all your people.
?? Better use of your resources—human, financial and information.
The results? A more competitive, innovative and profitable business.
Precision Management, Oro Station, ON may be reached by telephone at 705-733-0582.
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SWOT
Fill out the chart with your Strengths, Weaknesses, Opportunities and Threats.
Strengths

Weaknesses

Opportunities

Threats
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Business Tactics
Marketing 101
?? Don’t rest on your laurels. Regularly evaluate your product or service to ensure it is sill priced and
packaged right. Continual improvement is the best way to keep customers.
?? Be where your customers are. In evaluating media, promotional opportunities or sponsorships, select
the ones that reach the highest percentage of your target audience, not just those that deliver the most
people. Quality is more important than quantity.
?? Learn what your customers dislike about your product. That way, you can build the better mousetrap
before your competitor does.
?? Keep in touch. Develop a follow-up system to stay in regular contact with customers. When they are
ready to buy again, they’ll think of you. It need not be time-consuming—it’s the thought that counts.
?? Identify strategic partnerships. Look for ways to reach out to customers; for instance, identify
companies that sell to your customers, and work with them. This way you get twice the exposure at
half the cost.
?? Stick to your plan. Write down everything you need to keep your customers happy. Include a budget,
time line and measurement system. Check the time line every week, to avoid falling behind.
?? Get personal with technology. This is not a contradiction in terms. E-mail, Web sites and list servers
enable you to maintain close contact with many people at a very low cost. Who could ask for
anything more?
?? Use PR to build your image. Send our press releases, talk with journalists, and enlist the press in
helping build public awareness of your business and its image. Image sells—to the media as well to
customers.
?? Don’t let the SOBs get you down. If you believe in your idea, stick to it. Be true to your vision.
?? Create a positioning statement for your company, in one or two sentences. Keep it simple and snappy.
?? Test your positioning statement: Does it appeal to your target audience?
?? Create an image with marketing materials that communicate your positioning. Don’t scrimp. Pay for
a professional logo design and marketing materials that represent you well.

A Perfect Partnership for Small Business
Too often we small business owners get caught up in our day-to-day bottom line, and miss the needs of
the community outside our door. By doing this, we miss an opportunity to include “socially responsible
marketing” -or sponsorship- in our yearly promotional plan. Sponsorship is a perfect collaboration,
considering the similarities that entrepreneurs and non-profit organizations have in common. We are
value-driven, highly motivated and creative risk takers, results-oriented and close to our clients. With this
in mind, consider exploring sponsorship as a humanitarian duty, first and foremost, as well as an
investment. This is a business investment or partnership between two parties, who work together for
mutual benefit
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Sponsorship can open cost-effective doors to target markets, and media that you or they may not be able
to access on their own. It also creates an incredible opportunity for your business to boost an awareness of
social issues that match your values and goals as an organization.
This leads to a valuable and exciting exercise for your company. Make a list of the values of your
organization, as well as a list of the things that your organization does better than anyone else. Studying
these two lists will lead you to the best organization with which you partner.
Refer to these lists when you approach or are approached by an organization which may fit your values
criteria. This partnership needs to be based on an honest and clear commonality of goals and values. It is
much bigger than just writing a cheque. Ask questions, lots of questions. Go and see what the
organization does. Try to think of as many options for sponsorship as possible. Be creative when looking
for events or campaigns that match you as an organization.
You can donate money, of course. But you can also donate products or services. This is usually known
as a donation in kind. Can you involve clients, suppliers or staff? Are there resources, staff or office
equipment that can be shared or given? Think of opportunities that will bring people through your doors.
Or where people will be able to try your product or service. Is there a special promotional item that you
can use in connection with the event/campaign? Where can you put your corporate image or phone
number? Are there opportunities for potential business? Remember that you already have something in
common: You are both supporters of the same organization. What a terrific way to begin a client
relationship.
Once you have confidently selected a partner, throw yourself into it. Be passionate, be proud and, most
importantly, be very clear. Outline in writing the details of promotion, money, image, description and
responsibilities, all with time lines attached. Evaluation is an important thing which could be included
here.
Above all else, you want to create a positive experience that eventually will lead to other partnerships.
These first steps are the beginning of a community relations or fundraising policy as your company
grows.
There are many examples of excellent sponsorships. Take a look around you and see if anything catches
your eye. Entrepreneurs and small business people are resourceful and always looking for opportunities
for additional profile and revenue. Sharing a mailing, donating goodies to be handed out, giving children
a small toy, promoting a food bank or a free meal program, buying an ad in a theatre program—all are
useful to the community in which we entrepreneurs do business.
Lastly, remember that sponsorship acts as a lubricant to the goals, values and promotion plan that you
have in place. It is meant to compliment, not replace, the promotion that your company already has
planned. People will not necessarily buy your product or service because they saw your name/logo as a
sponsor on a T-shirt. But they may buy something from you if they saw your name/logo on a number of
different promotional items.
Philanthropy is the love of those around us. This in mind, you are invited to attempt to embrace this
principle through sponsorship of events or campaigns that affect you and the people around you. But be
prepared, and be clear of your values and goals. A partnership is a serious commitment and is not for the
lighthearted. Walt Whitman said it well: “When I give, I give myself.”
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Sponsorship then might be a perfect partnership for small business. It can be one of the most valuable
tools available to create revenue, profile, goodwill and relationship building—and it may be far more
meaningful than just a “charity” money exchange.
Scott Swan is an entrepreneur and fundraiser for AIDS Vancouver.

Why Corporate ID?… Why Graphic Design?…
Many new business owners often forget to budget and plan for what may be the most critical factor to
business success—its marketing strategy. A major component of this is creating its own corporate
identity.

What is Corporate ID?
Corporate Identity is how a business presents itself to other businesses and the rest of the community.
There are several considerations in creating a Corporate ID. The biggest question asked is “How do I
want my customer to see me?”
The first step in making a Corporate ID is creating your business trademark and/or logo. Once these are
complete, the next step is to incorporate the logo into your business stationery package. A stationery
package usually contains matching business card designs, letterhead and envelope designs. For a small
business, this is the quickest way to make a credible and presentable impression on potential and current
clients. The more people who see your logo, the more familiar and comfortable they will become with
your business and what it offers. A good logo will appear as if it has always been a part of the
community. In short, you are “branding” your business.
Depending on how sophisticated your marketing plan is, Corporate ID can mean much more than just
simply a logo. It includes the colours contained in your logo. Will these be your business colours? Where
will the logo appear? Will the logo and colours be incorporated in the interior design of your place of
business? Will they appear on the company van? Staff uniforms? Company products? Signs? Brochures?
Corporate investment packages? Business profiles? Web site? Corporate ID also extends to other related
considerations—how your telephone is answered; the recorded message on your voice mail; how your
customer service department deals with clients; and workflow management tools such as company
documentation. In terms of this documentation, much of your paperwork should be branded: work
orders, purchase orders, quote sheets, annual reports, all business correspondence, both internal and
external.
The psychology behind this strategy is to let your customers know that your company knows its business,
and they can feel confident that their needs will be well met.

What will Corporate ID achieve?…
Take the Coca-Cola Corporation for example. During World War II, their contribution to the American
war effort was to ensure that every American serviceman/woman would be able to buy a bottle of Coke
for a nickel locally, no matter where they happened to be stationed and on what continent. Coca-Cola’s
business advisors thought they were downright crazy and that the plan would cost millions. Indeed, CocaCola lost millions through this venture. What they got in return was world-wide exposure of their
trademark and their product in a critical period of world history. They also firmly nailed down worldwide distribution and, in the same stroke, began domination of the soft drink industry. Today, all other
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soft drinks on the market combined do not even rate a close second to Coca-Cola. Talk about marketing a
Corporate ID…
When creating your own Corporate ID, it is strongly recommended that you retain the services of a
professional graphic designer to work closely with your marketing team and its strategy—even if you are
the only individual on your marketing team. A professional graphic designer will help you obtain the
“look” you desire for your Corporate ID with an objective and educated approach. Buying the latest
graphics software package and loading it on your PC will not be enough.
A professional designer will design your logo and other marketing materials according to industry
standards as well as the future uses of your designs. It may seem expensive in the short term, but the doit-yourself approach in this case invariably will cost much more in the long term. Your business is, after
all, a long-term commitment. The more time spent trying to save a few dollars will cost you much more in
lost sales, reputation and credibility.
If you do not have a marketing strategy, create one. You need a plan that helps announce and inform
customers of your presence. Your Corporate ID and your marketing strategy are tantamount to your
business’ success. You need to be seen in the most convincing light to your customers.
Dietrich Pajonk of Graphic Assault may be reached by telephone at: 604-876-3692 or by email to
graphasa@direct.ca

Maximizing Your Corporate Image
Corporate image is more than just a card and a logo. Corporate image is the only reference that the world
has of your company’s existence. In a competitive world, your image should stand alone or it won’t stand
at all. As a rule of thumb, expect equal return on your investment. Invest $1.00 to receive $10.00 worth
of business. Consider this: Companies that pay thousands of dollars for a service or product do not take
chances with suppliers that may not be or look reliable. Being professional and consistent at every step of
the way always pays off. Always look your best, dress your best, BE your best. Leave no room for doubt.
Clients will spend more time trying to find out why they don’t need you, rather than why they do.
The following are a few points to keep in mind:
?? A good professional-looking logo can make you bigger than you are and put you ahead of the
competition. It will show that you have taken the time to properly market your product or service. It
says that you have carefully positioned yourself in the market place. Your Corporate Identity is an
investment that pays off.
?? To create a corporate image, your logo must appear on every document that relates to your
company—business cards, letterhead & envelope, mailing labels, handouts, Web site, reports, and fax
sheets. These are backed up by your brochure and corporate folder. A consistent corporate image
establishes credibility and trust.
?? A business card is your immediate identity; it’s what you leave behind so people remember you. It is
also a sample of the type of work you do—great card, great work; ordinary card, ordinary work.
?? Make sure your look is professional and represents who you are and what you do. Enhance your
image to expand your business.
?? Spend your money wisely. Having state-of-the-art equipment may not gain you any clients, but
coming across as a well-established, credible business may mean the difference between succeeding
or not.
?? Most important, keep in mind that money attracts money. People want to do business with companies
that are well established and successful.
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Elena Rivera may be reached by telephone at 604-618-6050, by fax at 604-687-2979 or by email to
rivera@direct.ca

Web Site Design Tips
If you have had email or been surfing the Web for a while, you may have decided that now is the time to
create your own Web site or home page. This is a significant step in your business growth, and it must be
carefully planned and executed.
First, spend some time on the Internet. Make notes about what sites you like and those you dislike, and
why you dislike them. Send an email to the Web designers who created the sites you like, inquire about
their rates, and if they are able to work with you.
Sites that generate interest—and sales—are clean and crisp, not overloaded with cumbersome graphics
that take a long time to download. A good Web site is easy to move around on. It should have no “dead
ends” where a visitor gets stuck, having to use the “Back” button on their browser again and again.
If you decide to sell your product on the Web, you need to have an easy way to order. Credit cards are
good, and many companies on the Internet will provide you with “merchant status” if you don't already
have it through your own bank.
A site needs to change frequently so people are not bored when they return—this is, after all, the goal of
your Web site. You want to attract both newcomers and return visitors.

Web site Pricing
There are several steps to creating a successful presence on the World Wide Web.

Step One - Choosing a Name
It is recommended that you choose a name that is easy for people to remember and spell. This makes you
both memorable and easy to find.
The standard process is to buy a .com (dotcom) name, such as (www.yourcompany.com). These are
currently being snatched up at the rate of thousands per day—and the generic names are mostly gone, but
it is possible your choice is still available. Find out if the name you want is available by visiting the
Internet Web site at http://www.internic.net and using their "who is" feature.
The cost to purchase a domain name is $70 US, which reserves your name for two years. After that time,
you will be billed $35 US annually. If your company is provincially registered in British Columbia, you
can register your name as www.yourcompany.bc.ca; other provinces have their own extensions.
You can register your name as www.yourcompany.ca if your company is federally registered in Canada.
Remember to check with the appropriate government to see if there is a charge to register a Canadian or
provincial extension domain name. These changes happen so quickly and frequently, that it is impossible
to include up-to-date information at this time, given publication deadlines. Current information will be
included in the first update.
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Building your Web site
Most Web site designers will happily provide a 'ballpark' quote based on your budget and the information
you provide. Shop around for the price and quality that suits your needs. In general, the more elaborate
your site (custom scripts, animation, created graphics, etc) the higher the price. You should expect to pay
between $150 and $250 per “page” (each “page being 1 ! screens in size).

Promoting Your Web site
There are anywhere from 20 to 50 million Web sites on the Internet, so you need to tell the world that
yours is out there. Your site address will need to be submitted to the search engines (electronic 'spiders'
that search the Web for information). While there is no charge to submit your site to the search engines, it
is time-consuming, so many people prefer to pay a professional to do it. The fee for this may range from
$50 to $100 for submission to the major search engines.

Site Maintenance
Your site is an advertisement for your business. It needs to change as your business changes and be
consistently updated, so your customers want to visit and revisit your site. Site maintenance is usually
done monthly and is charged (usually) on an hourly basis. Expect to pay $35 to $50 per hour for this
service.

Hosting Your Web site
Once your site is created, you will need to store it on a major computer system owned by an Internet
Service Provider (ISP). Check with the ISP you have your dial-up (email) account with to see what they
charge, and then ask around as well. You want to be sure that your ISP has a secure server, especially if
you are doing financial transactions on your Web site, and that they do a regular scheduled back-up. The
cost of hosting ranges from 50 cents per day to $1.50 per day (or more), and the charge is usually based
on the size of your Web site.

The Basics of Developing Traffic on Your Site!
Once you have developed a Web site that you're happy with and announced it to the search engines, it's
time to really get to work and start promoting it. Designing a good Web site is only 10% of the work
needed to be successful on the Internet; the other 90% involves developing a comprehensive marketing
strategy to drive traffic to your site. There are numerous ways to do this, and most require time rather than
money.
1. Develop a site that's interesting and changes frequently
Would you read a magazine advertisement more than once? Probably not. Apply the same principle to
your Web site. Potential customers are not going to come back again and again if things don't change.
How often should you change the Web site? Monthly is fine, weekly is even better, but it can become
costly for a small business, unless you learn to do it yourself or have someone on your staff do it for you.
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2. How do you keep fresh material on the site all the time?
One of the best ways to keep your site fresh is to encourage visitors to submit their articles and tips. This
gives you new information on a regular basis, and allows visitors who are attempting to make a name for
themselves a chance to get some free publicity.
3. Put your URL on everything!
One of the simplest tips, this is the major one most people neglect. Your URL (Universal Resource
Locator) is your Web site address that starts with “www”. This should appear on your company vehicle,
all signs, all packing slips, invoices, stationery—anything that can be printed on that leaves your office. If
you have company T-shirts or baseball caps, put the Web address there too! If you submit articles to print
or Web 'magazines', be sure your URL is included in your biographical data.
4. Link with other sites and cross-promote!
One of the easiest ways to generate traffic is to find other complementary sites and offer to exchange links
with them—you put their Web site address on a 'links' page on your site, and they return the favour. This
gives you the benefit of attracting visitors from other sites over to yours.
5. Advertising on other sites - and selling ads on your site.
Purchasing advertising on other sites can work well—if you target your campaign carefully and watch
how much you spend. These ads (known as 'banners') are priced two ways: the first is a flat fee for a
certain number of viewings, and the second is based on how many times a banner is 'clicked' on. Once
you get the traffic up on your site, you can start to sell ads, too!
6. Make sure your site contains keywords and meta tags
Keywords are the words your client must in at a search engine when they are looking for you. You
provide a list of these to your Web site designer who "hides" them in the coding of your page in
something called "meta tags". The search engines then read the meta tags, and people are brought to your
page. Make sure your Web site designer includes meta tags for you.
7. How often should you register with search engines?
So many new sites are coming on-line all the time, so it is important to re-register with the search engines
periodically. Once every six months is usually enough - but keep in mind the search engines should NOT
be the only way you publicize your site. Do not rely on them solely to generate traffic for you.
8. Submit articles to other Web sites. How?
By submitting articles to other Web sites, you will become known in the Internet community as an expert
in your field. Simply write to the owners of Web sites you are interested in and ask if they accept articles
for their site and/or newsletter. Do not expect to be paid for these articles. You can also submit articles
about your topic of interest to print publications. Again, be sure your Web address is included with your
biography.
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9. Start an email newsletter.
By starting an email newsletter inviting site visitors to subscribe, you can keep in touch with visitors on a
regular basis. Provide an easy 'subscription form' on your site, and you will quickly build up the number
of people receiving it. Include subscription information in your email signature (see below) as well.
Your newsletter should be informative and interesting, NOT a sales pitch. You can accept articles from
other people so you are not writing all of it. Once your subscription numbers are high enough you can
sell advertising in it as well.
10. Volunteer to talk about your business to various groups and then make sure you publicize your
Web site, too.
Business organizations and community groups are always looking for good speakers. If you have a topic
of interest you could easily talk about, why not offer to speak to your local groups? You may or may not
get paid. However, if you use the publicity opportunity wisely, you will generate traffic to your site, and
more business overall.
11. Press Releases.
A favorite marketing tool is the old-fashioned press release. This short explanation about your business is
written in the style of a newspaper article. You can tell people about your Web site, grand opening of a
new location, or anything else that is 'human interest'. Submit to your local media (newspapers, television
and radio) and see what happens. If you are not a good writer, consider hiring a professional to write it for
you. A good press release ranges in price from $100 to $150, and usually includes distribution to a
prearranged media list.
12. Radio/TV Interviews.
Sending out your press releases (number 11 above) may give you the opportunity to follow up with
interviews. If you get no request for interviews after the press release is sent, you will need to do a little
more. Call the station you wish to interview you (many also have Web sites for email), and ask what
kinds of guests they are looking for. If you fit their profile, you may be asked to appear as a guest on a
show.
Prepare a maximum of 15 questions which the host can ask you. These should focus in on your business,
your specialty, have some human interest, lots of humour (always good!) and give useful information at
the same time. Of course, you'll mention your Web address here as well—another good reason to have an
easy-to-remember, catchy Web name. It’s excellent promotion, and it’s free.
13. If you're providing information only, have a way to track visitors - via email newsletter, guest
book, or software.
It is essential to know who is visiting your site, so you can keep in touch with them. A simple way is
simply checking who submits to your “newsletter”. If you have a guest book they can sign, even better!
There is now a wide range of software available that will allow you track your site visitors. You can
monitor what page they enter on, how long they stay, and where they are from. This is a doubly useful
tool. You can improve your site content where necessary, and your advertisers can determine where their
ad is most likely to be successful.

Viva Libreo Management Consultants Inc. / Heart@Work

©1999 ©2005

77

The BYOB Handbook
_____________________________________________________________________________________________

14. If selling on-line, offer special discounts for frequent shoppers.
Make it easy to purchase on-line. Accept credit cards, but make sure your site is secure. If you are selling
product on-line, offering discounts for frequent shoppers may encourage them to visit you more often.
Make it easy for people to shop on your site as well. Accept the major forms of payment, again ensuring
that information is secure.
15. Contests
Contests attract lots of visitors on the Web. There are numerous sites that will allow you to advertise your
contest, and this generates a lot of traffic. While many who enter your contest will not turn into
customers, there are also those that will. This also generates more traffic, advantageous when you sell
advertising on your site.
16. Chat Rooms
A chat room allows for 'real time' discussion among your site visitors. Studies have shown that sites with
chat rooms keep visitors for 20 minutes on average, versus the two minutes that most visitors stay on a
site without a chat room. Regularly scheduled chats encourage people to visit your site, and invite their
friends to visit as well.
17. Email - the "killer app"
Using email effectively can generate a lot of traffic to your site. Do NOT use what is known as
spamming. This is a mass mailout of junk email to anyone and everyone you can find. Not only is this
frowned upon by the Internet community, it may result in your ISP shutting down your account since this
presents a serious problem for the Internet community.
If you cannot spam, how do you contact people by email? By participating in newsgroups and mailing
lists, you will soon develop a list of people you regularly contact. This can be the start of using email for
prospecting and then generating traffic. Keep these people informed of site happenings. Your newsletter
is an excellent tool as well. Each time you send it out, you will notice the number of visitors (if you are
tracking them) will increase.
18. Your signature file
At the bottom of each email you send out, you should have a signature file. You can automatically set this
up in your email program so it is automatically inserted each time you send email. Your signature should
include a company slogan, your Web site address and information you feel is important, possibly
subscription information for your newsletter.
Final Thoughts
The Internet is an amazing tool for business to use in generating new business and revenue. By
understanding it, you will be better able to utilize it. First, get connected, start surfing, and then decide the
best way(s) for you to use the power of Web marketing for your business.
Wendy McClelland of THE BIZ RESOURCE GROUP Web site www.bizresource.com
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Choosing an Internet Service Provider
Some very basic questions need to be asked before signing on with an ISP:
1.

What does it cost and how many hours will I receive?
Ask if there is a 'prime time' allotment. The Internet is busiest in the evenings, so some companies
limit the amount of evening time available.

2. Is there a long distance cost to be on-line?
3. What is the user to modem ratio? (This means how many users are on the same phone line?) The
answer must be less than 12 to 1, or the service will be too slow.
4. Do you have a technical help desk if I have problems? Is this a toll-free call?
5. Do you offer training classes to beginners ("newbies")?
Impact on People's Lives
People as young as toddlers and as elderly as seniors are "logging on" in huge numbers each day. How
do we know this? The evidence is in the mass of new telephone area codes now required for the new
phone lines the Internet, cellular phones and pagers require.
The turning point appears to have been 1995, when numerous changes took place. It was the first year that
information stored electronically surpassed that stored on paper, and the year home computers outsold
microwave ovens for the first time.
Every day, more pieces of email (electronic mail) are sent through cyberspace than all the regular (snail)
postal services in the world handle. As more and more businesses use electronic fund transfers, the
dependence on the postal services around the world
will fall sharply. The Canadian postal strike in the winter of 1997 affected business much less than in the
past; many businesses were able to complete transactions over the Internet.
Email is the most widely used Internet 'product'. People use it for everything from canceling a doctor's
appointment to ordering pizza or flowers. Many companies’ internal email systems have completely
replaced the old-fashioned paper memo.
Some of the most popular services on the Internet include making travel reservations, job searching,
match-making or dating services and tracing family history.
How big an impact will this really have on our lives? Chrysler anticipates that, by the year 2000, 25% of
their cars will be sold over the Internet. Schools in the United States estimate they will spend US$5.2
billion to bring schools up-to-date technology, and a recent survey showed that over US$327 BILLION
worth of goods and services would be transacted over the Web by the year 2002.
What does this mean to YOUR business? It's time to at least learn about the Internet, and start using
email. Microsoft’s Bill Gates has compared the Internet to a "tsunami" that is going faster all the time—if
you're not already riding the wave, you will drown.
The future is now. Are you ready? If not, it is going to pass you by.
Wendy McClelland of Biz Resource Group Web site: www.bizresource.com
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Internet Marketing Strategy:
A true story
As a small business owner and marketing consultant specializing in Internet Marketing, I am uniquely
placed to share the next 10 insights, learned firsthand from my blunders and from my clients’ experience.
These are the things I could have, should have, would have done before, regarding my small business and
my Internet strategy. I hope this will help you, too. Thanks to Colleen and Ron for allowing me to share
what became vital to their success.
1. I wish I had a business plan
Nothing works better on your dreams and passion than a cold, analytical, detached serving of numbers
and diagrams, spiral-bound. This document is not about raining on your parade. On the contrary, it is
about drawing both the map and the sunny, dry road to your wishes, according to your values and
resources. I now know to ask my prospects and clients for a clear business plan.
2. I wish I had an updated business plan
I drive my business like a submarine. When I have not resurfaced for too long, I get lost, disconnected,
scattered. I have learned to take a day—even a weekend--off, to reconsider my business, point by point,
benchmark after benchmark. Just like taking my car for a tune-up, to keep it running smoothly, I keep my
business plan updated.
3. I wish I had included the Internet in my Marketing Plan
By inclusion, I mean exactly that--inclusion.
?? Market research: Are my customers already on the Web? What is their modem connection? Are they
ecommerce-ready?
?? Product R&D: Which mailing list can help me locate alternate suppliers?
?? Competition intelligence: How can I monitor my competitor's Web site?
?? Distribution: Should I sell online in a virtual mall, or have my own online store with an agreement
with Fed Ex or Purolator?
See what I mean? Businesses who think Internet in each and every step of their marketing plan gain two
considerable strategic advantages:
1. They get one step closer to the reality of the virtual market place, much closer than their competition.
2. They get to reassess their business paradigm from the very beginning, instead of being rigidly aligned
with an antiquated business model. How many of you, say, have made a cost analysis of selling
online what you produce on demand, versus real rent and inventories?
4. I wish I had an Information Technologies section in my business plan
While you read these lines, somewhere in Vancouver a sales person is personally answering the last hot
lead just received from the company's Web site, and delivered through their email address to their pager.
Accessing the corporate price list from a laptop while watching the traffic, that sales person will qualify
and file the prospect information in the corporate contacts management database, reply to the prospect,
even schedule an appointment for the next week before diving back into the traffic.
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Now, how tied up are you to that bulky desktop computer sitting on your desk? Information technologies
(hardware, software, groupware platform, Local Area Network, Wide Area Network, Training etc.) are
the glue that allows faster and better processing of your sales information, your marketing information,
your accounting information. The technology is there. Know how to integrate it with your business, from
day one.
5. I wish I had an Internet Strategy
Short-term vision, ego and industry hype have focused the attention of most business people on the Web,
and the absolute necessity of having your own Web site.
Truth is, email comes first, and will dominate business relationships pretty soon. Do you and your staff
fully know how to use your email software?
And before email comes the Contact Management Software, so that you can manage these business
relationships. Which one will support you and your business, without taxing your patience? Which one
won't isolate you from the Internet?
Online searches are the third most important item; otherwise you will be too frustrated and too busy to
locate either the person or the information you seek. Then we can talk about a Web site. And we must
learn how to promote it.
All these modules must be studied, considered and weighed in a simple, cohesive document that explains
how you will reach, say, how much of these Sales objectives, through the Internet.
6. I wish I had included the government in my Internet strategy.
Industry Canada has very ambitious plans for its Strategis Web site, and your company should be listed
there, among others. Strategis also includes a network of consultants, and you might be able to learn and
share a few tips that will accentuate your credibility and bring you leads.
Now, I realize that going through the maze of purchasing officers in all 80 federal agencies and 300
provincial agencies can be murder for your time and budget, but know that this market segment must not
be ignored. Please do invest into selling to your government. They pay well.
7. I wish I had planned my Web site
Make a quick check. Go see a business Web site, any business Web site, and ask yourself: Are they
asking for the sale? Are they asking me for my feedback? Do they want to start a business relationship
with me? How different are they from the competitor's Web site?
Specific, pragmatic measurable goals must be attached to your Web site. Not only will you make the job
easier for your Web site designer, you will actually get results you can chart and compare! Traffic hits are
not enough. How many of them translate into leads, into orders, into subscriptions or sales? The clearer
your objectives, the more efficient your Web site.
8. I wish I had known about autoresponders and PDF
People expect quick answers to their emails, and they will ask someone else if you're judged too slow in
response. Use autoresponders to send required information, and acknowledge having received a message.
In these days of bloated mailboxes, autoresponders are courteous, and they build goodwill.
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Portable Document Format (PDF) allows you to freely send full color brochures, high quality product
sheets, and other documents that are not well served by text emails, or that would take too much time to
download from your Web site. The Acrobat reader is free worldwide. Use it.

9. I wish I had stopped worrying about search engine registration
Another byproduct of the hype surrounding the Web: Getting your Web site into the top ranking from
Altavista, Lycos and others, by tweaking meta tags and key words. Now, do you honestly expect some
perfect unknown Bujumburian tire-kicker from, say, Yahoo (14 million visitors a day), to drop by your
Web site? Or would you rather receive more qualified traffic?

10. I wish I had known Claude-Michel sooner.
Search engines registration is mandatory, but there are better ways to bring quality visitors and prospects
to your site, starting with your own email software and your business cards.
Never criticize a man until you've walked a mile in his shoes. That way, when you
criticize him, you'll be a mile away. And you'll have his shoes.
Claude-Michele Prevost of Web*Pragma Consulting may be reached by telephone at 1+604-874-8429

Top 10 Ways to Lose An Online Prospect or Customer
1) Charge shipping and handling for orders shipped via email. This has happened to me, not once but
twice. Both companies are on my "never buy from again list." If your margins are so thin you have to
squeeze out an extra $2 or $3 for something that costs you nothing, you are in the wrong business.
2) Exaggerate the benefits of owning your product.
I would be the first to tell you to sell your customers on the benefits of owning your product. But the flip
side of the coin is: Don't make promises in your advertising that your product cannot live up to or
provide.
3) Don't respond promptly to customer replies for more information. Three days from now, the prospect
will have forgotten everything about your product. Strike while the iron is HOT.
4) After you receive a credit card order through email, do not acknowledge it with a reply. The biggest
myth about the Internet is that crooks are lurking everywhere just waiting to rip off your credit card
number. You and I know better. But Mr. or Ms. Average Internet User believes all the hype they hear on
the news magazine shows. Reassure them. Give them some warm fuzzies. Let them know via email that
you received the order and it is on the way.
5) After receiving an order by email, send the customer a reply that you are out of town and will ship his
order when you return -- sometime in a week or two. When someone places an order by email, this
customer's name should be at the TOP of your customer list. Cherish him. He will return many times
more over the next few years. BUT DON'T MAKE HIM WAIT. My policy is to ship the product the
SAME day the order is received.
6) Ignore customer complaints or requests for refunds. Some of the best customers I have are people who
initially complained about my product or service. When I get a complaint, I immediately contact the
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customer and assure them that I will have an answer for them within 24 hours. If the mistake was mine or
my fulfillment company, I let the customer know and bend over backwards to correct the problem. I have
gone as far as shipping the product and telling the customer to send me payment after receiving the order.
7) Ignore customers’ requests that information be sent by snail mail.
When a prospect replies with his mailing address instead of his email address, there is probably a good
reason. Maybe he is using a friend's computer and does not have an email address.
8) Send attached files through the Internet.
The Internet cannot yet transmit binary information. Attached files are converted to ASCII format and are
SOMETIMES converted back to binary format when they arrive at their destination. Unless the customer
is using an online service, such as AOL, you cannot be certain the file will be converted. If you are
sending orders by email always ask the customer if his email software can handle attached files. If not,
ask for a postal address so you can ship the order.
9) Save your sales letter or electronic publication in native format.
I have downloaded documents from file libraries on AOL and CompuServe that are completely
unreadable. These documents were created with an application that I don't have on my computer. Always
save your documents in text file format and pull them up in Word Pad or Note Pad to see if they are
readable.
10) Don't test your electronic publication on a variety of computers.
If you create electronic publications using any of the electronic book writing applications (such as Cshow,
TutorWriter, SuperShow, NeoBook, etc,) be sure to test your product on a variety of computers and video
resolutions. Some of these products will lock up some computers. Also, a publication created with a
resolution of, say, 800 x 600, will not fully display on a monitor with a resolution of 640 x 480. To be on
the safe side, always create your publications using a resolution of 640 x 480. That is the lowest
resolution that most computers will display.
Written by James J. Jones, 1998. All rights reserved. Reprinted with permission.

Advertising & PR
Here’s a top ten self-inventory questionnaire:
What attributes of your product are distinct from your competitors?
Why should potential customers choose your product?
Precisely who comprises your targeted market?
What makes you personally qualified to launch this product?
List 5 reasons why your product cannot fail.
1.
2.
3.
4.
5.
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List 5 reasons why, despite your best efforts, your products probably will fail. (See it from the other guy’s
perspective)
1.
2.
3.
4.
5.
What 3 traits do other people find most attractive about you?
1.
2.
3.
What 3 personality flaws do other people find least attractive about your personality?
1.
2.
3.
Complete the following sentence: “I am at my best when I
_____________________________________________________________________________________
______________________________________________________________________.”
On a scale of 1 to 10 (1 being a complete Dweeb, 5 not so bad, and 10 I should have my own talk show)
rate your abilities:
a. on the phone
_______
b. on paper
_______
c. face-to-face.
_______
Does your product or service offer anything different or not seen before? Do you provide novel services
to your customers?
What separates you from your competition? Your potential customers would choose you because….?
Do you know who to target? It is easy to select the vehicles that you will use. From there, crossreference the media outlets to make your appeal.
WHY YOU? Qualifications go hand in hand with your personality.
Determine here, in realistic terms, why yours is the product to beat.
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PR–Media
These questions are a means of anticipating the arrows from the media. Upon launching your product you
will be prepared.
Highlight your strengths. You’ll need a warm and inviting charm about you to win in the media game.
Turn your weaknesses into strengths.
What is the state of your mind? Create an image that you are running at full speed and nobody can stop
you. Once you can spell them out, you can take steps to create that climate every day.
It is essential to maximize the basic skills of writing and speaking so that you can do the job right.

Big Ideas for Small business:
How to hire a marketing expert for your company without breaking the bank.
You own a small business and are considering hiring an expert to help you with your public relations or
advertising or marketing needs. How do you choose? What criteria should you use to make the right
choice?
The options may seem endless—a full service agency, a virtual agency, a single freelance consultant, or
do-it-yourself.
Whatever option you choose, you must consider the desired outcomes before you engage the services of a
professional to assist you with your project. A public relations or marketing expert can help you shape
your company’s public image, clean up your reputation after negative press has soiled it, and leverage
valuable publicity for your product or service launch, special event or favorite issue. The end results can
add to your bottom line by increasing sales, customer loyalty and credibility in the local community and
abroad.
Before you choose the person/agency/creative group you want to work with, you should ask yourself the
following questions:
??
??
??
??

How do you know when you need outside expertise?
What is the size of your budget?
What is the nature of your communications challenge?
How much control do you want?

Let’s answer these questions one at a time.
Expertise – It’s time to engage a professional when you realize that you are in over your head. This
means you spend more time trying to come up with solutions related to your public relations or marketing
problems that you do running your business. Remember the simple rule of thumb—time is money. If you
calculate the dollar value of the time you have already invested, it may make economic sense to bring in
outside help.
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Once your company has made the decision to hire a professional, take some time and research your local
public relations and marketing experts to find out who is most qualified to help you create a
communications solution to your unique challenge. Talk to associates who are doing it right. Can they
recommend someone?
Budget – The size of your budget will determine who you can hire and for how long. Most small business
owners lack the resources to retain a full-service agency to assist them. An agency usually employs topnotch experts in specific areas of communications like strategic management, media relations, and media
buying and creative professionals. This kind of creative talent is capable of award-winning campaigns but
will usually cost you big money. A so-called “virtual agency” may be more suitable for your needs. A
virtual agency consists of one or more people working independently but in one cyber-office and linked
by computer via telephone, email or fax. This type of operation will reduce the overhead, and that should
be reflected in a reduced agency fee.
Communications Challenge – Your company’s unique communications challenge will by definition
determine who you should hire. For example, if you are planning a major public relations campaign
involving a year-long advertising blitz, then you will need the services of a full-service agency or firm.
However, if you simply want to plan an event and issue a press release, a single freelance consultant will
be suitable. Try to determine if your communications challenge requires a specialist or a generalist.
Remember you are paying for expertise—your public relations person should have the background to
match your needs.
Control – If you choose to go with a larger firm, you may be comfortable with letting the experts do the
driving. However, most small business owners have a reasonable handle on what they want, so partnering
with a smaller or virtual agency may be more to your advantage.
A few final words of advice: Before you sign on the dotted line, make sure you check the qualifications
and references of the professional freelancer or agency you are considering. And, above all else, make
sure you are comfortable with the people you have working for you—they hold your reputation in their
creative hands.
Peter Symons of Hurricane Marketing Ltd may be reached by telephone at 403-233-8282 or email:
psymons@cadvision.com

Action Steps for your Marketing Strategy
These action steps are all very important, and they will take time to do. But they all should be a part of
your marketing strategy.

Part 1: Word of Mouth
Networking
Volunteer
Referrals

Being a mentor
Sponsor
Business name and by-line

Word of mouth is likely the most important one of all. It will take more time to do these things, but you
will be remembered.
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Part 2: Public Relations
Writing articles
Press releases
Promotional seminars

Letters to an editor
Publicity – get your name out there
Radio, TV

This is time-consuming but, once again, it is important to get your name out to as many venues as you
can. One needs to be famous first, then rich.

Part 3: Direct Marketing
Newsletters
Fax broadcasting
Internet

Direct mail
Trade shows
Telemarketing

This is one of your first steps in marketing your product or service.

Part 4: Incentive Advertising
Business directories
On-line networking
Direct response ads

Bulletin boards
Fax
Email – permission marketing

This is sometimes referred to as passive marketing. However, you will get quick responses from your
efforts.

Part 5: Paper Based Sales Force
Business cards
Envelopes
Invoices
Presentation packages
Point-of-sale displays
Thank you notes

Letterhead
Mailing labels, cards
Newsletters
Product packaging
Postcards
Flyers

This type of advertising is supportive to your consistent message.

Part 6: Sales Force
Referral marketing
Telemarketing
Strategic alliances

Agents/distributors
Commissioned salespeople
Independent contractors

Selling is a special skill. Don’t dismiss hiring a sales professional. These people actively go out and seek
new business for you. Any sales person that you do hire has to reflect and present the image you want for
your business. Be clear on what you want and ask for.
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Sales Introduction
The “Sales Department” of your business is extremely important. Depending on the size of your
business, you may be it or you may employ or contract people to do your sales for you.
Whatever the set-up, without sales you cannot have a successful business operation. Some say:
“Without sales, you don’t have a business at all! It’s the way in which revenue comes in—
basically, an exchange of product or service for money or trade credit (as with a barter system).
Having said all this, one point needs to be stressed. Your “Sales Department” is not the bank! Many
businesses think that by hiring sales people they are guaranteed revenue. That’s not realistic or very
intelligent. Sales people bring in the business. They are not responsible for cash flow management
(covering overhead, payroll, misc. expenses, or the cost of doing business). If your business is having
difficulties with cash flow, get a line of credit or a loan!
Your sales staff are not there to manage your business. They are there to sell your product or service. If
you happen to be the “Sales Department” you need to remember that you are wearing a different “hat”
from your managing “hat” and must respond accordingly to your customers. Sales are sales. If you have
ever looked at successful businesses, the accountants never go out and sell the company products. There
is a very good reason for that. They are focused on the money, not on the customer. Sales people do not
care about the money; they care about the customer.
When you are ready to hire a salesperson or team, by all means do get help if necessary. There are a
number of agencies that specialize in hiring qualified sales people. Check the Yellow Pages or ask a
colleague for referrals. As a last resort, place an ad in the newspaper but expect to sift through a lot of
resumes before finding someone with the skills you require.
When you finally find someone you’re happy with, a general rule of thumb is that it will take
approximately three months to complete their learning curve. The new person needs to learn all about
your product or service. They need to become familiarized with your target market and your current
customer base. They need to start making contact with your current customers and get acquainted. They
will also, during this time, start networking with their associates to find sales leads.
Many people think that selling is easy. It’s not, unless you love working with people. Don’t get
discouraged if things don’t move as quickly as you think they should. It is always a good idea to revisit
your business and marketing plans to see if any improvements can be made. It’s just as important to
gather up the information from customer declines as it is to sell some your product. The more feedback
you get through your sales staff, the more product improvement you can do. The feedback will also help
you assess the effectiveness of your sales force. If things really get bogged down, think of contracting a
professional in sales training to help you move forward.

Viva Libreo Management Consultants Inc. / Heart@Work

©1999 ©2005

88

The BYOB Handbook
_____________________________________________________________________________________________

Assembling a Sales Team
This is where your planning comes into play. When you have a clear company mission and vision as well
as clear goals and objectives for your sales team, being successful becomes a lot easier. You need to put
together a team of committed, competent people who agree with the purpose of the organization and see
the value in the product/service you are providing. It is an easier sell if the sales people believe in the
quality and value of the product/service.
The following are attributes and characteristics of the players involved with the Sales Team. The Sales
Staff need not only business support but emotional support as well. These are the people who will face
rejection daily. You need to provide a safe and nurturing environment where these people can get some
positive feedback and reassurance. That is why your Management and various other support teams are
needed.
Your Management Team
1.
2.
3.
4.
5.

Agree on the purpose of the company
Complement each other in their respective areas of expertise
Have complementary personalities
Are highly motivated/dedicated
Are willing to risk getting less in the beginning for more in the end
Professional Support Team

1.
2.
3.
4.
5.

Has credibility
Has professional standing
Enjoys personal rapport
Holds prestige in the community
Supports your objectives
Staff Team

1.
2.
3.
4.

Able to cooperate
Self-reliant
Positive
Growth-oriented

When thinking about your Sales Team, you may want to ask yourself a few questions:
?? What is important for your team to understand about the purpose of your organization?
?? What provisions have been made to develop skill?
?? How do you balance your team’s abilities?
?? What weaknesses are apparent in the business that can be compensated by the right sales team
member?
?? How will your business attract skilled and dedicated sales staff? How are you going to compensate
them?
?? How are you going to motivate your sales team so that they will give their all? For example: Will
there be an opportunity to make a significant contribution, is there enough challenge, do you have
training for skill development, will there be a financial stake in the organization, will the opportunity
to work with the very best be available, what about camaraderie, etc?
?? What will be the initial size of your team?
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Doing this sort of thinking through helps you to focus on what’s important to your business as well as
what’s important to you, personally.

Concentrate Your Energy and Resources
Growth in your business needs to be at a comfortable pace. Yes, it is your baby of sorts. However, one
needs to position the business to seize opportunities while operating from a solid base. There are some
advantages of starting and remaining small. Being small allows you to perfect your business under more
control that if you become big fast. It allows you to plan and perfect your business. You have better
control over sales, marketing/promotions and product delivery. There is comfort in being small.
There is also potentially more profit in being larger! Of course, with bigger businesses, control must be
relinquished to various managers. This may cause headaches when coordinating various functions of a
business, but it also provides opportunities. Planning becomes an integral part of the business, and
communications between various departments and functions must be maintained at all cost.
Again, you may want to ask yourself a few questions regarding growth as you think about the sales team:
?? Where do you want your business to be in one year?
?? Where do you want your business to be in two years?
?? Where do you want to be in three years?
?? Where do you want to be in four years?
?? Where do you want to be in five years?
?? How much money is enough?
?? What are the overheads going to be like at each stage of growth?
?? What other factors will affect profitability?
?? How large a sales force is needed to meet demands?
?? How will production be affected with increased sales?
As the saying goes, if you don’t plan for success, you plan for failure.

Selling Effectively without Fear or Anxiety!
Selling is simply about helping other people solve their problems, by listening carefully to what they say
to you in response to your well-thought-out questions and then relating precisely what you have to what
they are looking for—if in fact what you have is what they need?
Selling is not persuading others to buy or learning manipulative techniques, such as closing and
objection-handling techniques.
People will no longer accept being manipulated to buy. Your business has to manifest that you’re not in
it for you, you’re in it for them! You have to live and breathe that belief.
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Michael Oliver, Natural Selling Sales Trainer/Coach may be reached at 604-801-5572 or by email to
michael@naturalselling.com

Guidelines for Selling YOU Inc.
When you’re in business for yourself and you ARE the product, you need to knuckle down and sell YOU.
A lot of people have great difficulty with this concept. Here are some pointers to help you identify and
solidify your ability to market yourself.
It’s very important to be able to describe what it is that you do. It is always helpful to write down a list of
things you do and don’t do. Remember to include your vision and mission so that you don’t lose sight of
why you are doing what you are doing.

Who do I best serve?
Who is my ideal client? It’s no use selling to someone who really doesn’t need you!
Who is my typical client? Search them out and develop relationships with them.
Identify your target market. Don’t pretend you know—make sure you know. Nothing will kill your
business faster than selling to the wrong people.
Competition
Now take a look at your competition. See if there is anyone out there that does the same sort of thing you
do. See how they market themselves. Try not to reinvent the wheel. There are many good examples out
there of people who have marketed “You Inc.” successfully. So beg, borrow or steal ideas. It’s not
cheating. It’s flattery!
Why You?
Remember to always answer that question. Why would someone choose you to work with? Make sure
you define the benefits and value-added services you provide.
Marketing Materials
Make sure you have a business card, brochure or some sort of paper marketing tool that provides an
overview of your services. It helps if you have your background and experience summarized. You may
or may not want to have your business mission and vision stated, but it does make for an interesting read.
Always remember that people need to contact you so have your address, fax and phone numbers and any
other pertinent contact information available.
There are a few important things to remember when you’re marketing yourself. People don’t know you.
They don’t know why they need you, and they don’t know why they should choose you over someone
else. Make it easy for them to answer those questions.
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Tips & Techniques for Small Business
Sales Management
Your bottom line is a direct reflection of your top line - Sales Revenue
How many of your problems could be solved by an increase in Sales Revenue?
Most small businesses begin with one person, good ideas, absolute dedication and unstinted commitment.
After months, sometimes years of hard work and borrowing money from relatives, friends and (if
possible) bankers, the business starts to grow.
As the business expands, so do expenses. Payroll, larger facilities, carrying accounts receivable, loan
repayment and investor profits all conspire to a greater and consistent demand for sales revenues.
Most small business people do not have a sales background. They might even have an uncomfortable and
negative attitude about sales people and the topic in general. The importance of the sales function is
emphasized when you realize that every single person in your company either spends or cost you money.
The salesperson is the only person who brings money into the firm. This is at a time in the life of your
company when you cannot afford a professional sales manager to manage your sales or salespeople. Here
are four sales management ideas for the small- to medium-sized business to consider:
1. Cutting the sales team when revenue is a problem. The financial results of company reports often
show increased sales but with a significant decrease in profits, even substantial losses! This is not the
way to go. We want to increase revenues by increasing profitable sales.
2. Price shoppers: Roughly 50% of any market buys strictly and only on price. They will travel miles,
spend time standing in lines, and suffer other indignities in order to pay the cheapest price in town.
3. Mid-range buyers: Roughly 30% of the market falls into this category. They don’t want to buy the
most expensive product and will buy a cheaper product at face value. They will pay more if they can
be shown there is added value. This is the job and responsibility of the sales person. If you can
convince me that I am receiving added value and convenience, service, reliability, security, more or
better benefits, then I will pay more, rather than buying it cheaper somewhere else. Add value to your
product/service. Then target the market that appreciates value and is willing to pay for it.
More sales or more profitable sales? Many businesses faced with decreasing or flat revenues attempt to
solve the problem by slashing expenses and discounting prices. Reducing margins exacerbates the
shrinking.
Creative & Proactive Selling in addition to Reactive Selling
Reactive selling could be defined as sales activity; that is, a reaction to a consumer phoning in or coming
in as a result of:

1. A previous purchase
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2. An advertisement
3. A referral from a satisfied customer

Proactive Selling
This could be defined as a direct action taken by a sales person implementing a sales strategy targeted
towards:
1. Obtaining a greater share of current customer’s total purchases.
2. Opening new accounts and getting new customers.
In addition to taking care of your current customers (commonly known as customer service), it costs 1/6th
if your firm does not have or can afford an effective sales manager. Get help. Start with a profile of what
you want, your industry, your corporate culture, the clients they will be calling on, and also for your
particular management style.
Once you have hired the right person, don’t let them die on the vine. Provide an environment that allows
them to thrive and prosper. Pay them well. Remember, they are the only people who bring money into the
company. All of your other employees spend your money.
Call by telephone, in order to maintain a supply of new prospects and leads.
Provide generous, results-based compensation, incentives, and regular reviews. Your sales people are out
there taking rejection, turndowns, complaints, competitive jabs, disappointments and frustration. It is cold
and lonely out there, while everyone else in your company is inside, warm and dry. Sales people need
attention, care and nurturing.
“If you keep on doing what you’ve always done, you’ll keep getting what you’ve always got.”
Ernie Tadla is the founder of Odyssey Consulting International Inc.

Tune-up for Salespeople
Psyched Up or Psyched Out?
Why don’t your people sell more?
Seasoned sales trainer David Kurlan eschews psychological test. “They give you the makeup of the
person," he says, “but they don’t tell you whether that person will sell.” And skill-based training is often
a waste. Why? Because it doesn’t remedy the problems that separate the perennial contenders from the
stars. Kurlan has identified and qualified five classic weaknesses.
1. Unsupportive buying habits
When your salesperson makes a personal purchase, do they shop on price? If you expect your people to
close within four sales calls and your new hire can’t buy anything in fewer than 10 trips to the mall,
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there’s a problem. Kurlan says a salesperson’s “buy cycle” should mesh with their company’s sales cycle.
Overcome this habit and reap 50% more business.
2. Queasiness about money.
Some salespeople crumble under the weight of a big deal. Kurlan knew a $50,000/year salesperson that
was actually worth $200,000/year once they got past their money block. Overcome this hang-up and
reap 27% more business.
3. Need for approval.
Some salespeople go into sales to make friends, says Kurlan. “They live for the words ‘We really like
you.’ But the best salespeople aren’t afraid of rejection; they know that reps that live for approval don’t
take necessary risks”. Most salespeople crave acceptance, so this is a most difficult hurdle. Overcome
this and reap 35% more business.
4. Weak ‘record’ collection.
Kurlan’s talking about the messages that are playing in a person’s head. A salesperson who hums “It is
okay not to close” won’t top the charts until they change their tune. Overcome this distraction and reap
39% more business.
5. Emotional involvement.
If a salesperson loses their cool, they’re not hearing the customer. Fears set in. Kurlan has found that even
good listeners make the mistake of getting wrapped up in what they’re hearing and need occasional
lessons in level-headedness. Overcome touchiness and reap 25% more business.
Here’s one way to test sales candidate: Treat each applicant like a cold caller. “In 20 minutes of pressure,
you’ll see how emotionally involved the person gets,” says Kurlan.
Submitted by Brian McCallion for help in Hiring & Training Sales people.

Telemarketing: More than cold -calling by telephone.
There is a whole career category of telemarketers who do telemarketing full-time. These people do not
have the attributes of a telemarketer and hence are uncomfortable, dislike and avoid telemarketing like the
plague, all very understandable. To that end, here are some useful tricks to fulfill this important function
in your total sales effort package and process.

1. Put on a Telemarketer’s hat for hourly bits of time. Throughout the course of every day, we all
change our normal behavior patterns depending where we are and who we are with. Reflect on how
you act and talk differently when you are with your mother, your boss, your client or a friend. In other
words, you change hats. In each situation, you move from your normal communication style while
engaged with each person and then back to your normal style when “the show” is over. This is not a
manipulative, chameleon technique to appear phony and not who we really are, but an empowering
flexibility we all have to understand and adapt to the current situation. Adaptability and flexibility are
indicators of an emotionally secure and mature person.
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While you may not be an effective full-time telemarketer due to your personality profile, you can very
effectively wear that hat for a short specific time frame to achieve a goal of a certain number of calls or
appointments, knowing that you can go back to being your normal, natural self real soon.

2. Make a Game of it! We all love games! Golf, bridge, hockey, basketball, football, curling, whatever.
What does a game have? Usually a time frame, and a method of keeping score to see how well you
are doing. Are you winning, are you getting better? So, put on your telemarketer’s hat and keep
score using these headings:
Calls

Contacts

No

Yes

Call back

Mail Left message

Keeping score with these categories gives me my ratios. How many calls do I average to make a contact?
For example, if I made 37 calls and actually spoke to 10 people I have a 4:1 ratio. How many contacts do
I average to get an appointment? Ten contacts to book 2 appointments or a 5:1 ratio. By keeping
statistics like they do in sports, I can compete with myself, challenge myself, reward myself. Am I
improving? Am I having a good day? Life, work, and telemarketing can be a game if you set it up that
way and perceive it that way.
3. Script or call conversation guide?
You must be very clear on the purpose/objective of your call. Usually, the objective of the call is to obtain
a face-to-face appointment—not to make a sale on the phone, not to give out information, not to answer
their questions, but to obtain an appointment where information, questions and answers can be made and
decisions reached.
Many people use a script. Certainly better that winging it, you could use the following outline:
?? Identify yourself
?? Ask a qualifying question
?? Introduce a brief general benefit statement
?? State the purpose of the call
?? Close by asking for an appointment.
Project the energy of your personality in a non-visual encounter. Fifty-five percent of a transaction
consists of non-verbal communication. This part is missing on the telephone. It is important to project
vibrancy and energy, your aliveness. Be aware of the expression on your face and your posture while on
the phone. Slouching and scowling project across the phone lines. Keep a mirror in front of you to
remind yourself to keep smiling, as you would if meeting face-to-face. Use a long telephone cord so that
you can stand and move around while talking. This helps to maintain and express a higher energy level.
Submitted by Ernie Tadla is the president of Odyssey Consulting International Inc.

Strategic Alliances
One ought to start strategic alliances as soon as one starts their business. Many times people have said,
“I wish I had developed strategic alliances in the beginning of my business”. Guess what? It’s not too
late to do this.
What are alliances?
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They are other business connections to help you grow your business. They may begin with your
neighbors, your friends, people you have done business with before, or new acquaintances.
It depends on what kind of alliances that you want to develop. There are several kinds. Here is a small
sampling:
?? Business partners
?? Investors
?? Suppliers
?? Complementary businesses
?? Same business idea or service but offer different specialties – like a regular printer vs a sheet or
newsprint printer.
?? Support teams – like networking groups
?? Collaborating services and products together – promoting each other.
It is a way to develop your business faster. It provides support and mutual benefits.
On the following pages we will provide some tips on how to develop strategic alliances as well as the
various types.

Developing Contacts and Relationships
1. Don’t miss opportunities to develop contacts. Be on the look-out for individuals who can help you
out. Opportunity comes in many forms, and sometimes it just doesn’t look like it or we don’t see a fit.
This may be a good time to find yourself a Coach, or a Business Networking Coach.
2. Ask for help. Whether you need information, leads or referrals, ASK for what you need. Express
appreciation for the help that you may receive. Let people know that they are important to you.
3. Follow up on information, advice or referrals that you receive. Once again, follow up with the leads
you have been given, even if they are not appropriate for you right now. If you do nothing or don’t
follow up, then those people will not likely help you later.
4. Develop well-rounded relationships that are not all business. It is essential to do this.
5. Give more than you get. Share information; give encouragement and support.
6. Live up to the trust which others place in you. Recognize that, when information is shared, they are
giving you a vote of confidence. If you represent yourself well, the esteem which you give accrues to
the one that sent you. If you present yourself poorly, you reflect badly, not only on yourself but to the
one that sent you.
7. Protect the members of your network. It takes time to develop respect and trust in your relationships.
It can be weakened or destroyed if you don’t protect your networking members.
8. Identify your social strengths and weaknesses and learn new strategies to strengthen them.
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9. Know the right people. People will judge you for who you know, what you know and what you have
accomplished. Find key people that can help you gain access to others who may be helpful to you.
Get to know them.
“There is no security in life, only opportunity.” Mark Twain

What are Referral Partners?
Referral partners are people who agree to give and get referrals. They are prospects, clients, or persons
who agree to work together, to refer to one another.
This is known as a “conscious relationship”. In other words, you need to recognize referring
opportunities. In client meetings for example, you may ask if there is anything they need in business to
which you could refer them. Ask them if they are looking for or could use this product or service? If they
ask if you know of anyone who does something specific, give your client a business card from your
referral partner. Make a recommendation, or make an introduction, or arrange for a personal introduction.
You need to keep your referral partners updated, to maintain the best working relationship that you can.
Some qualifiers you may want to add to your referral partner include:
1. A willingness to share prospects
2. They are professional and you feel comfortable in letting them serve your clients.
3. They are easily accessible.
4. They do not have conflicting referral partners or a group.
5. People you feel comfortable in referring.
You may have long-term referral partners. Have meetings to give each referral partner the opportunity to
introduce them to other referral partners.

The Plan
First of all, begin by listing people you would like to have on board. As you work with people, you can
determine if you or they want to be referral partners. By working the POWER Marketing Plan, you will
find out how easy it can be. The following questions will help you decide what kind of referral partners
you want.
1.
2.
3.
4.
5.
6.
7.
8.

How many referrals do I want?
What kind of referrals do I want?
What do I want my referrer to do?
What do I need to do to achieve my goals?
How does everyone win?
What do I need to win?
What challenges might stop me?
What can I do to overcome these challenges?
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9. What tracking methods am I using?
10. What am I using to overcome any negative thinking?
These are just a few of the many appropriate questions. You’ll have more as you go along. Good luck!
Mari-Lyn Hudson, a Business Coach , may be reached by telephone at 1-866-667-0166

What is Networking, Anyway?
How do you get business to your doorstep? What successful ways have you used to get more business?
There are several ways in which we can develop our businesses. Let’s discuss networking.
“Networking” is a funny word. Webster’s Dictionary defines it as “an arrangement of parallel wires
crossed at intervals by others so that it leaves open spaces; interconnected individuals; transmitting or
broadcasting information.” That sounds so simple, yet some people are very nervous about networking
and how it is done. How does one get started? Networking is an art -- not everyone can or wants to
do it.
There are several types of networking:
?? Casual contact networks - general business groups, Chambers of Commerce.
?? Strong contact networks - groups that allow only one member per profession and which meet to
exchange leads. This may also be called focused networking.
?? Community service clubs - groups like Rotary, Kiwanis or Lions, which exist primarily to serve the
community
?? Social/business groups - dual-purpose organizations such as Jaycees, that combine business with
pleasure.
?? Women’s Business groups - parallel the “old boys network”
?? Volunteer work at a favorite charity.
?? PTA - meeting other parents and support people.
?? Toastmasters - an opportunity to get rid of public speaking jitters and raise your confidence level.
A good rule of thumb is to belong to three or more. This is a great opportunity to develop life-long
friendships and networks that develop into business either now or sometime down the road. These are
people you can count on for support.
The three top points which must be covered:
?? Be liked
?? Be respected
?? Be well understood
Do you have a networking strategy? What is it? Will it meet your goals and objectives?
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We all know 100+ people in our circle of influence. Some say it may be as high as 250. But each of us
probably can write out a list of over 100 people that we know—whether personal friends, people we do
business with now, associates, acquaintances, people your family know, etc. You get the idea. With all
these people, you have developed respect and credibility. And they like you!
Now what? It is time to develop these relationships on a deeper level. This is the easier part: Getting
each person to understand you, and for you to understand what they all do or stand for. We all stand for
something. What do we represent? Who do we represent? This part of developing relationships does take
longer. Most businesses want you to go out and build relationships with their present, new and future
clients, but they forget that it does take time. Relationships of any kind do not happen overnight.
As the Salesperson, Business Owner/Manager, you need to recognize that building relationships that
develop into prosperous relationships does take time. One of the easiest ways is to go and meet people
for coffee, lunch, evening break--whatever it takes to ask them how you can support them. That’s right:
Find a way to help them. It could be finding leads, referrals, or other people that they can do business
with, to grow and develop their business. In return, you will receive the help and support you need to
develop your goals. What goes around comes around. Givers gain.
These relationships will offer the best success in developing your business through referrals. Given the
level of importance that is assigned to the value of referrals through relationships, there always seems to
be a gap. This gap is a lack of a plan or method to generate referrals. If you are a business professional
and feel that you should be bringing in 30-40% more referrals than you presently have, then you need a
plan.
A plan will help you generate and make more money without spending a fortune. It will also reward you
with happy personal and professional relationships in the process. And if this isn’t enough to move you to
action, consider this:
“You’ll never, ever have to make another cold call.”
Mari-Lyn Hudson, a Business Coach may be reached Telephone: 1-866-667-0166

How Can Commercial Exchanges Help You Increase Sales?
The concept of trading goods and services for equal value predates currency. Since 1960 alone, over a
thousand exchanges have organized these transactions into what have been termed “Barter Exchanges.”
These exchanges are often loose collections of retail establishments and professionals which trade
through a common currency in a private bank-like atmosphere. The concept was so popular in the US,
that Congress holds exchanges accountable to the same level as a bank, stock brokerage, insurance or
securities company. Essentially the exchange operates much like a bank, except that the exchange brings
new profits! The exchange is a third-party record-keeper and administrator. Businesses participate by
selling or purchasing products or services, and use trade credits or trade dollars which can be redeemed
within the network of businesses in the exchange for a small cash fee.
The Cas h Flow Advantage:
Businesses may participate in the exchanges to protect their cash position. For example:
1. Use the difference between their raw cost and the final price to purchase at their own wholesale cost.
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2.
3.
4.
5.
6.

To open accessibility to new markets that they wouldn’t have on their own.
Move excess inventory.
Receive new business (and it should not be more than 20%).
Access to alternative financing (usually a line of credit).
Trade credits rather than cash in business.

Here’s an example : A company bought a businessman his trade show booth for $5,000.00 and, in turn,
took in over $5,000.00 in sales from other companies. This saved him from putting out $5,000.00 in cash
for something he needed and exchanged it for new business. It just saved him a cash flow expenditure.
Members of an exchange can expect a wide variety of goods and services from professional, wholesalers
and retailers. Trade credits can be used to purchase:
1. New inventory
5. New construction
2. Renovations
6. Real estate, time shares
3. Valuable commodities
7. Travel
4. Advertising, marketing
8. Various other business services

Accounting & Taxes
The new business that you receive is the same as cash business; it is booked as income and normal taxes.
Open accountability and reporting will apply.
Kym Trask of Barossa Enterprises Inc. is a ITEX Broker.

Sources of Marketing Information
BC Business Service Centre Statistics Consultant:
James Macadam
601 West Cordova Street
Vancouver, BC V6B 1G1
Tel: 604-775-5525
Fax: 604-775-5520
Toll free: 1-800-667-2272
http://www.sb.gov.bc.ca
Planning fundamentals for developing your business plans.
Various publications are available to assist you in your research:
1. Complete Canadian Small Business Guide by Douglas & Diana Gray, 1994
2. Guerilla Marketing by Jay Levinson
3. Marketing to Boomers & Beyond; Strategies for reaching America’s Wealthiest Market by David B.
Wolf, 1993
4. Marketing without money: 175 free, cheap and off-beat ways by Nicolas Blade, 1993
5. 12 Simple Steps on a Winning Marketing Plan by Geraldine Larkin, 1992.
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Libraries - Several have an extended business section for market research, company profiles, government
publications, demographics, business & finance.
Level 5 - Library Square 350 W. Georgia Vancouver, BC V6B 6B1
Tel: 604-331-3613
Fax: 604-331-3611
Email: infoact@vpl.vancouver.bc.ca
Tips for Tough Times by Ted James
Published by Ministry of Economic Development, Small Business & Trade
Second Floor, 712 Yates Street, Victoria, BC V8V 1X4
Tel: 604- 387-5018
Toll Free 1-800-663-3444

Ad Pages
Suite 500 - 1155 West Pender Street
Vancouver, BC V6E 2P4
Tel: 604-688-2398
Fax: 604-688-1963
Email: specialpub@biv.com
http://www.biv.com
Lower Mainland’s most complete and accurate reference guide to advertising and the media, including a
directory of businesses associated with the advertising industry.
An excellent tool for finding your advertising sources.
Eric Raedcher

The Media Book
19535 63A Avenue
Surrey, BC V3S 7L8
Tel: 604-532-8071
Fax: 604-530-5631
The Media Book provides other sources for your media attention needs or requirements. They have
several articles to help you develop your target market plans. Another great resource.

Exporting
Exporting is about selling your products outside Canada. Several associations and organizations are
available to help you sell to other countries. This section provides a place to start. According to the BC
Manufacturing Association, if you have been in business for three years or more, you’ll likely have a
better chance of success. However, they do offer networking for new businesses that are exploring
exporting.
Be prepared. Get all the information necessary that pertains to your business: Explore different avenues
to get your product and name out in the marketplace.
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The Canadian Exporters Catalogue
#9 - 31060 Peardonville Road
Abbotsford, BC V2T 6K5
Tel: 604-855-9115
Fax: 604-855-9117
Toll-free: 1-800-667-0991
email: ipd@worldexport.com
http://www.worldexport.com
Contains over 5,000 Canadian exporters, a multi-media package book, CD-ROM, and Internet
distributed in over 160 countries through the Export Development Corporation, Team Canada, the
Premiers and Canada’s Trade Commissioners at home and at posts abroad.

China
China’s economic growth and its application for WTO (World Trade Organization) membership
combined with its recent privatization reform process makes China an attractive market for many
Canadian exporters and technology transfer companies.
This market is large and highly profitable. A population of 1.2 billion people with an average economic
growth of almost 10% over the past two decades has enormous market potential.
To explore business opportunities in the China market, the recommended plan is to perform a feasibility
study, develop marketing strategies and produce product assessments in China. It is good to work with an
agency who can recommend marketing strategies and potential customer groups, and coordinate business
contacts in China for Canadian companies.
1.
2.
3.
4.

One reason to use an agency is its ability to provide up-to-date market information.
The procedures for entering or exporting to the Chinese market.
Consumer market and business opening in major cities.
Consumer trends, preferences, pricing, packaging, product guarantee and requirements, license
requirements and recommendations.
5. Notification of regional and investment climates, changes of regulations and laws, unwritten rules and
negotiations.
This information may help if you are considering other export markets. If you want to export to other
countries, consider hiring a consulting group to help you in the process.
To start, there is a listing of people in the back of the Marketing Section.
Hong Wu of China Business Consulting may be reached by telephone at 1+604-438-8945 or by email to
cbczszs@canada.com

Exporting Resources
International Business Information Network
http://strategis.ic.ca/IBIN
http://strategis.ic.gc.ca
1-800-328-6189
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hotline.service@ic.gc.ca
Strategis is Canada’s premier online business service. With its vast information, collections, including trade data
and listings of thousands of companies eager to do business ad hundreds of hot links to Canadian and international
organizations - Strategis means business.

Royal Bank Export Finance Co. Ltd.
1-800-769-25l7
Creative solutions for small business. For additional copies of an excellent guide for exporting, fax your request to
the above number and ask for “The Guide to Exporting”. Or pick up one at your local bank.

CanadExport - Newsletter
Tel: 613-996-2225
Fax: 613-996-9276
canad.export@extott23.x400.gc.ca
http://www.dfait-maeci.gc.ca/english/news/newsletr/canex
Published twice monthly, by the Department of Foreign Affairs and International Trade (DFAIT). It is available to
exporters and business-oriented people. To subscribe, call 613-996-2225. Allow 4-6 weeks for delivery.

Team Canada Inc. - Export Information Service
1-888-811-1119.
Whether you are currently exp orting or are new to the opportunities of global markets, this service will make it
easier to find the right program, service or expert to consult. The service is available Monday to Friday, 9am to
5pm, all time zones in Canada.

Canadian Exporters Catalogue
1-800-667-0991
www.worldexport.com
ipd@worldexport.com
A multi-media progam for exporters - Catalogue, CD-ROM, and the Internet.
The place to be if you are exporting out of Canada. La crème de la crème of Canada – a showcase of Canadian
products and services.

BCIN – BC Internet Information Service
Tel: 250-361-3282
Info@bc-trade.net
www.bc.trade.net
Promotes export of BC Products. This site gives information via the internet.
Also see: newsgroup alt.business.import-export
Some great information and exchanging of ideas.

Vancouver Enterprise Forum
Info@vef.org
www.VEF.org
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Provides lots of information for hi-tech industry. Financing Forums plus monthly networking meetings with guest
speakers. Especially if you need a solution see: www.vef.org/recource.html

Doing Business in Canada – DBIC
Is a Canadian Business Guide giving information on the Canadian Marketplace.
www.DBIC.org

Viva Libreo Management Consultants Inc. / Heart@Work

©1999 ©2005

104

The BYOB Handbook
105
______________________________________________________________________________________

Training Introduction
by Douglas College Self-Employment Program
You can never go wrong by learning more. To date, the Douglas College Self-Employment
Program has helped over 500 thriving businesses successfully get started. Douglas College is
very proud to be a sponsor of the Training Section.
We believe strongly in the importance of starting a business off right with a solid business plan,
practical business advice and personal counseling.
The Self-Employment Programs, funded by Human Resources Development Canada, have been a
very successful federal government initiative by providing a combination of business training,
income support and guidance. The Self-Employment Program is available to those people who
are currently on employment insurance (EI); or who have been on EI during the last three years or
on parental leave during the last five years; and who are looking to start a new business. We
encourage those wanting to start a new business and who qualify, to look into the SelfEmployment Program in their community.
The Douglas College Self-Employment Program is one of the largest Self-Employment Programs
in Canada. The effectiveness of this program is proven by the results of the participants - over
94% of the graduates are still in business after the first year and over 86% are still in business
after year two. This can be compared to the 30% national average of successful first year
business start-ups without self-employment training.
Our advice to anyone starting or operating a business is to do comprehensive market research and
prepare a solid business plan. Be open to advice from others and learn as much about your
industry and business as possible. Assess your strengths and weaknesses. Find training and
resources in areas where you have less experience. A business plan, ongoing market research and
upgrading your skills is essential to your business success.
The Douglas College Self-Employment Program has also worked hard to develop a good
relationship with VanCity. VanCity is very much aware of the high success rates of the graduates
and pre-qualifies them for the opportunity to get financing through their Self-Reliance loans
program.
VanCity was the major sponsor of the Visions of Excellence 1998 Micro-Enterprise Entrepreneur
of the Year Awards for Douglas College Self-Employment Program Graduates. The Awards
Event is a celebration of the achievements and successes of the small business graduates of the
program. Other businesses and organizations in the community have contributed by sponsoring
the individual Awards (Mail Boxes Etc., Business Development Corporation, AJA Printing, and
the nationally syndicated HomeBiz Show hosted by Allan Hollender).
The success of the Douglas College program depends greatly on community involvement from
local businesses. Volunteers from businesses in the community help form the Local Review
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Committee who provide valuable advisory input for the program and help out in the selection
process for applicants.
Any business people wishing to get involved as part of the Local Review Committee should
contact Graham Hill, Project Manager at 527-5847.

Government Information
One of the greatest frustrations entrepreneurs face today is government red tape. Viva Libreo
Management Consultants Inc. has considerable experience in this subject, given a long history of
interaction with the Minister responsible for Small Business, regarding the difficulties
entrepreneurs face when trying to deal with the Federal, Provincial and Municipal levels of
government.
There is a staggering array of departments that a single business needs to contact for day-to-day
information. Most people simply give up in frustration after attempting to get information from
government. But bureaucracy is a reality the small business owner must deal with. This section
is meant to provide an easy, one-stop listing of the basic government offices/departments directly
involved with small business. It has been broken down for convenience into Federal, Provincial
and Municipal groupings.
The various regulations and requirements of the three levels of government are an excellent
starting point. Federal and Provincial regulations normally cover the general duties and
responsibilities of business such as fair practice, advertising, and packaging and labeling. These
two bodies are normally involved with customs and employment issues as well.
The Municipal government gets involved more at the grass-root level of business if the company
is run, in part or in whole, from a residence. At this point, bylaws and zoning regulations affect
your business.
If you are considering starting a business, here are a few of the first things that you should think
about:
1. Business registration – Will you be operating under a business name as a sole proprietorship,
partnership or limited company? You should contact the Provincial Registrar of Companies
if you are thinking about this and gather the necessary information. Telephone 250-387-7848
2. Business Licence – If your business is located in an incorporated municipality, you need to
obtain a business licence if you are working from your residence full-time. You need to
comply with your local zoning bylaws. If you’re located in an unincorporated area of the
Province, contact your nearest Regional District Office.
3. Provincial Sales Tax – If you are buying goods for wholesale or retail sale, you should apply
for a social service tax registration certificate from the Ministry of Finance and Corporate
Relations – Consumer Taxation Branch at 1061 Fort Street, Victoria, BC Telephone 250387-0656
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4. Federal GST – For companies with annual revenues of less than $30,000, no GST filing
needs to be done. For companies that generate more than $30,000, GST filings must be
made. You may want to register for GST even if your income is less than $30,000 because of
the benefits you may receive. Contact your local Revenue Canada office to find out what you
need to register for your GST filing.
5. Employees – If you hire employees, there are various requirements you must meet. You need
to register for a Revenue Canada Payroll number as well as have Workers’ Compensation
coverage. You also have various labour codes and requirements which you need to meet.
For labour relations information, contact the Provincial Ministry of Skills, Training and
Labour for details at 250-387-1220 or 1-800-663-3313. For Workers’ Compensation
information, call 604-244-6101 or 1-888-922.2768.
The Ministry of Small Business, Tourism and Culture has a large publication library which is
available to the public. We strongly suggest that you obtain their publication “Solutions for
Small Business – Home-Based Business Manual – Starting Your Home Based Business”. It has
lots of relevant information for individuals thinking of starting their business as well as
information for businesses one or two years old, thinking of incorporating their business.
You can reach the Ministry at
Ministry of Small Business, Tourism & Culture
Small Business Development Branch
4th Floor, 1405 Douglas Street
Victoria, BC V8V 1X4
Tel:
250-387-0313
Ministry of Small Business, Tourism & Culture
760 Pacific Boulevard South
Vancouver, BC V6R 5E7
Tel:
1-800-972-2255
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Federal Agencies
On the following pages we have tried to compile the various agencies and departments who have
an impact on “small” business. These groups either provide information, are the governing
bodies, or support “small” business. This listing is not in alphabetical order (since we felt that
would not really be of any value) nor is the list in order of importance.
One of the very best places to access government information is:
Canada/British Columbia Business Service Centre
601 West Cordova
Vancouver, BC V6B 1G1
Tel: 604-775-5525
Fax: 604-775-5520
Toll free in BC: 1-800-667-2272
Web site: http://www.sb.gov.bc. ca
Info Fax: 604-775-5515, 1-800-667-2272
The Centre is open to the public, trained staff are on site to assist you, and computer terminals are
available. The Centre provides information about:
- Starting a new business
- Entering new markets
- Accessing government programs and services
- Taxation
- Regulations
- Publications
- plus many other services designed to assist business operators
The government publishes so many useful publications. We suggest that you wander through
your local Business Centre since it is an excellent source of information.
_____________________________________________________________________________
Agency:
Address:

Tel:
Fax:

Statistics Canada
Pacific Region
Library Square Office Tower
600-300 West Georgia Street
Vancouver, BC V6B 6C7
604-666-3691
604-666-4863
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Agency:
Address:
Tel:

Statistics Canada
Regional Resource Centre
Suite 340F - 757 West Hastings Street
Vancouver, BC V6C 3C9
1-800-663-1551
604-666-3691

This agency is a gold mine of information when you start to do your market research. It can provide you
with target market information, purchasing habits, demographics and information about opportunities and
competition. This is a must visit when developing your business plan if you are starting up a business
venture.

Agency:
Address:
Tel:

Statistics Canada
Customer Enquiries
Tunney’s Pasture
Ottawa, ON K1A 0T6
613-951-8116

For information and statistics on geographic, demographic and other population characteristics for small
business planning and decision-making. Publications and computer data access are available. Offices in
major cities throughout Canada.

Agency:
Address:

Web Site:

Agency:
Address
Tel:
Fax:
Web Site:

Head Office Business Development Centre Building
5 Place Ville Marie, Suite 400
Montreal, QC H3B 5E7
1-800-463-6232
http://www.bdc.ca

Industry Canada
The Entrepreneurship & Small Business Office
235 Queens St., Rm. 500A2
Ottawa, ON, K1A 0H5
613-995-8900
613-954-5492
http://strategis.ic.gc.ca/sources

Publications:
?? Your Guide to Government of Canada Services and Support for Small Business by Government of
Canada
?? Small Businesses in Canada - A Statistical Overview
This group is a potential source for business funding. If nothing else, a quick letter of enquiry should be
made in the event your business needs financing down the road.
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For information on incorporation, trademarks, trade names, copyright, patent, industrial design,
bankruptcy, consumer protection legislation, federal government assistance and incentive
programs for small business, counseling on how to apply for those programs and publications and
directories. Offices in major cities throughout Canada.
Agency:
Address:
Tel:

Industry Canada
Consumer Products
3625 Lougheed Highway
Vancouver, BC V5M 2A6
604-666-3326

Agency:
Address:

Industry Canada
Place du Portage
50 Victoria St. Phase I
Hull, Quebec, K1A 0C9

Agency:
Address:

Industry Canada
5th Floor, East Tower
Ottawa, Ontario, K1A 0H5
613-954-3601
613-954-5492

Tel:
Fax:

Agency:
Address:
Tel:
Email:
Publications:

Distribution Services, Industry Canada
Room 2050 West Tower, 235 Queen Street
Ottawa, ON, K1A 0H5
613-947-7644/613-945-6436
publications@ic.gc.ca
Small Business Guide to Federal Corporation.

Agency:
Address:
Tel:
Publications:

Canadian Bankers Association
700 - 700 Dunsmuir Street
Vancouver, BC V6C 3K4
604-688-6500
Financing a Small Business (Working with your Bank)
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It’s always a good idea to get involved with your Bank and Bank Manager at an early stage of your
business. This is one option to gather information prior to meeting with your own bank.
Agency:
Address:

Tel:
Publications:

Federal Business Development Bank (FBDB)
800 Victoria Square
Tour de la Bourse, C.P. 335
Montreal, QC H4Z 1L4
514-283-5904 or 1-800-361-21126
Financing a Small Business
A Guide for Women Entrepreneurs

For information on small business management services, clinic CASE counseling, financing, financial
match-making, do-it-yourself kits, publications and government programs (federal, provincial and
municipal).

Agency:
Address:
Tel:

Canada/B.C. Business Service Centre
601 West Cordova Street
Vancouver, BC V6B 1G1
1-800-667-2272
Vancouver 604-775-5525

As mentioned in the introduction to this section, this centre is a great place to get a lot of information on
starting, growing and developing your business

Agency:
Address:

Canada Communications
Pacific Regional Office
1700 - 800 Burrard Street,
Vancouver, BC V6Z 2J7
604-666-5468

Tel:
Publications:
Federal Government Acts (latest version 1995)
or
Agency:
Address:
Tel:

World Wide Books & Maps
736A Granville Street
Vancouver, BC V6Z 1G3
604-687-3320

Agency: Public Works and Government Services Canada
Communications Services
Address:
45 Sacre-Coeur Boulevard
Hull, QC K1A 0S7
Tel:
613-997-6363
For information on how to sell products or services to federal government and Crown corporations,
statistical information and publications. Offices in major cities throughout Canada.
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Agency:

Address:

Ministry of Supply & Services
Distribution Services
Communications Branch, Industry Canada
Room 208D, East Tower
235 Queen Street, Ottawa, ON K1A 0H5
613-947-7466
613-954-6436

Tel:
Fax:
Publications:
Small Business - A Progress Report
Helping Small Business - A Guide to Federal Support

FEDERAL INCORPORATION
See Small Business Guide to Federal Incorporation printed by Industry Canada. Lists information
and advice on why you should incorporate your business and benefits of this. It also gives you
samples of articles of incorporation, classes of shares, notice of registry office, notice of directors,
sample organizational resolutions, small business guide to Federal Incorporation, sample bylaws,
etc. Can be seen in the Reference Section of your Public Library.
Federal Government Web Site:
http://strategis.ic.gc.ca
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Provincial Agencies
As with the Federal Agencies section we have compiled a list of the various departments who
have an impact on “small” business. Again, this listing is not in alphabetical order (since we felt
that would not really be of any value) nor is the list in order of importance.
As mentioned before, the Canada/British Columbia Business Service Centre is a wealth of
information to people in business. The staff can assist you with questions regarding Provincial
issues as well.
Canada/British Columbia Business Service Centre
601 West Cordova
Vancouver, BC V6B 1G1
Tel: 604-775-5525
Fax: 604-775-5520
Toll free in BC: 1-800-667-2272
Web site: http://www.sb.gov.bc. ca
InfoFax: 604-775-5515, 1-800-667-2272
The Centre is open to the public, trained staff are on site to assist you, and computer terminals are
available. The Centre provides information about:
- Starting a new business
- Entering new markets
- Accessing government programs and services
- Taxation
- Regulations
- Publications
- plus many other services designed to assist business operators
The government publishes so many useful publications. We suggest that you wander through the
Business Centre since it is an excellent source of information.

SMALL BUSINESS TRAINING PARTNERSHIPS PROGRAM
For information contact: Development and Regional Office in your area

Fraser Valley Regional Office,
Abbotsford, Tel: 852-9284
Interior/Kootenay Regional Office,
Kelowna, Tel: 861-7655
Mainland Regional Office,
Burnaby, Tel: 660-7098
North Regional Office,
Prince George, Tel: 565-6748,
Terrace, Tel: 638-3215
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Vancouver Island Regional Office, Nanaimo, Tel: 741-5820
Contact: 1-800-63-SKILL for more information.
Agency:

Ministry of Small Business, Tourism & Culture
Small Business Development Branch

Address:

5th Floor, 1405 Douglas Street
Victoria, BC V8W 9W1
1-800-665-6597

Tel:

Publications:
?? Home Inc - 2nd Edition
?? The Canadian Home-Based Business Guide by Douglas A. Gray & Diana L. Gray
?? Licensing and Regulations for BC Businesses
Recommended reading:
?? Home-Based Business Manual: Starting your home-based business
?? Exhibitor Handbook for Trade Shows, Exhibitions & Fairs
?? Tips for tough times
?? Licensing & Regulations for BC business
?? Overview of Government Assistance Programs
?? Preparing a Business Plan
?? Preparing a Cash Flow
?? Starting a BC business, your resource guide and check list

Agency:
Address:
Tel:

Agency:
Address:
Tel:

Innovation B.C.
230 - 1122 Mainland Street
Vancouver, BC V6B 5L1
604- 684-0647

Crown Publications
546 Yates Street,
Victoria, BC V8W 1K8
250-386-4636

Publications: Provincial Government Acts with some Federal Acts and other Government publications

Agency:

Registrar of Companies
Ministry of Finance & Corporate Relations
Address:
940 Blanchard Street
Victoria, BC V8W 3E6
Tel:
250-387- 4471
This is the place you need to go for company name registration and incorporation information .
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Agency:
Address:
Tel:

Canadian Bankers Association
700 - 888 Dunsmuir Street
Vancouver, BC V6B 1W9
604-688-6500

Publications: Financing a Small Business (Working with your Bank)
It’s always a good idea to get involved with your Bank and Bank Manager at an early stage of
your business. This is one option to gather information prior to meeting with your own bank.

Agency:
Address:

QUEEN’S PRINTER, Victoria
2nd Floor, 563 Superior Street
Victoria, BC
Mailing address:
P.O. Box 9452, Stn PROV GOVT
Victoria, BC V8W 9V7
Tel:
250-387-6409 or 1-800-666-6105
Fax:
250-387-0388

Agency:
Address:
Tel:
Fax:

Agency:

Tel:
Fax:

QUEEN’S PRINTER, Vancouver
849 Hornby Street
Vancouver, BC V6Z 1T9
604-660-0981
604-660-1170

CROWN PUBLICATIONS INC
521 Fort Street
Victoria, BC V8W 1E7
250-386-4636
250-386-0221

Publications:
?? Changing the rules: The Woman’s Guide to starting a successful business by Marina Mirabella

?? Women Mean Business - Successful Strategies for starting your own business by Moneca
Litton
The E-Myth: Why most small businesses won’t work & what to do about it by Michael E. Gerber
Her own business: Success Secrets of Entrepreneurial women by Joanne Wilkens
How to organize & operate a small business in Canada by John Chamard & John English
Everywoman’s money book by Betty Jane Wylie & Lynne MacFarlane
The Canadian Women’s Legal Guide: 20 Women lawyers show you how to protect your rights in the
workplace, in the market and at home by Doubleday
?? On your own: A woman’s guide to building a business by Laurie Zukerman
?? Professional selling woman’s guide Surviving & Thriving by Carol Vipperman
?? Networking & Mentoring : A woman’s guide by Dr. Lily M. Segerman-Peck & Judy Piatkus
(Publishers) Ltd. 1991
??
??
??
??
??
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?? Our Wildest Dreams: Women making money, having fun, doing good by Joline Godfrey, Harper
Business 1992

?? The International Business Women of the 1990s, a guide to success in the global marketplace
by Marlene L. Rossman, Praeger Publishers, New York

BOOKLETS

?? Small Business Success, a Practical Guide for the Entrepreneur by Tony Fattal
?? Advertising Handbook for Small Businesses - Self Counsel by Dell Dennison
?? A Canadian Small Business Handbook by Vivienne Monty

Municipalities
We included this section because we know there are a lot of “small” businesses which start from
home first or work from home and office. We wanted to provide the addresses and telephone
numbers to make contacting your Municipal Government a little easier. In most instances, the
bylaws or zoning regulations are handled by the Bylaws & Business Licenses or Engineering
departments. Sometimes the job is relegated to the City Administrator’s office if the
Municipality is small.
It is sometimes difficult to know where to start when dealing with the bylaws and zoning
regulations of the various municipalities in British Columbia. It is suggested that, if you do
business from your residence, obtaining the bylaws from your Municipality is wise. Although the
Bylaws discussed below are generic to most Municipalities, each area will have its regional needs
and biases incorporated into their specific regulations.
We have included our general interpretation of the bylaws for the Municipalities of the Lower
Mainland. The consistent items covered are as follows:
1.

Definition of Home Occupation: occupation or profession that is incidental to the use of a
dwelling unit for residential purposes, or to the residential use of a lot occupied by a
dwelling, and includes:
?? office or studio of a person engaged in business, art, health, crafts or instruction
?? keeping two or more boarders or lodgers in a dwelling
?? operating a kindergarten or daycare

Some municipal bylaws go into great detail listing what types of businesses can be run from the
home. Some allow daycare centres while others strictly prohibit it. Some allow Bed & Breakfast
and others don’t. It is strongly suggested that you check for your area.
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2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

12.
13.
14.
15.
16.
17.

Permitted use in specific zoning categories. Each municipality zones their areas for
single family, multi-family, commercial, industrial land. Check where your home is
located.
No internal or external signage for business. This is relatively common because of the
potential eyesore various signage can create for a residential area. Some Municipalities
do allow a small sign but check your specific area.
Changing the structure of your house, lot, fencing (basically your house as it stands prior
to the business operation) without approval from the Municipality. This would hold true
for any renovation or construction you would do for your residence in any event.
Most municipalities frown on anyone doing light industrial work from their home. This
would cover things like construction, welding, parking semis and heavy manufacturing
(where large machinery is required).
Noise is a big issue concerning bylaws. Virtually every set of bylaws has restrictions
concerning the amount of noise a business is allowed to make.
Closely affiliated with noise is hours of operation. Some municipalities will restrict the
hours of business operations so that neighbours have quiet access to their homes.
Parking of large vehicles is also restricted so check with your Municipality.
Many Municipal bylaws state that only individuals living within the residence can work
from the residence. Some allow for up to 4 individuals to work from your residence but
one family member MUST be involved.
Almost all of the bylaws restrict sales from home. That would cover goods but not
always services. Again, check with your Municipality.
Apartment buildings and townhomes are usually regulated by Strata Councils or
Management Companies even though they eventually fall under the Municipal bylaws.
Check with your Strata Council or Management Company first to make sure that you can
run your business from home.
Some municipalities limit the amount of stock you can have on premises, warehousing
being the issue.
Some municipalities restrict the percentage of space that your business can take up within
your residence.
Public assembly is mentioned in a few bylaws. It would seem that homes are not to be
used as Halls or Meeting Places.
Most bylaws will not allow boarding or breeding of animals at home.
Traffic (pedestrian and vehicle) is a concern for Municipalities, so most bylaws have
something in them about traffic.
Growing plants or horticulture is basically prohibited in most bylaws unless the residence
happens to be in the farmland zone. These bylaws change when you move out towards
the Fraser Valley. Again, it’s always a good idea to check.

On the whole, the intent of the Municipal bylaws is to create a conductive environment for
everyone involved. If you remember to be considerate of your neighbours, you should be able to
do business from home within reason.
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At no point is our interpretation of the Bylaws to be considered
professional or legal advice on any Municipal regulations. We
strongly suggest that you obtain the Zoning Bylaws and any
other Municipal Act or Regulations pertaining to the use of
your place of residence for business from your Municipal Hall.
We strongly suggest that you discuss any and all issues
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Chambers of Commerce Listings
Name:
Address:

Abbotsford Chamber of Commerce
2462 McCallum Road
Abbotsford, BC V3G 1C3
Telephone: 604-859-9651
Fax:
604-850-6880
Email:
Web Site:

Name:
Address:

Alberni Valley Chamber of Commerce
R.R. #2, Suite 215, C-10
Port Alberni, BC V9Y 7L6
Telephone: 250-724-6535
Fax:
250-724-6560
Email:
Web Site:

Name:
Address:

Armstrong-Spallumcheen Chamber of Commerce
P.O. Box 118
Armstrong, BC V0E 1B0
Telephone: 250-546-8155
Fax:
250-546-8868
Email:
Web Site:
Name:
Address:

Ashcroft & District Chamber of Commerce
P.O. Box 183
Ashcroft, BC V0K 1A0
Telephone: 250-453-2642
Fax:
Email:
Web Site:
Name:
Address:

Atlin Board of Trade
P.O. Box 365
Atlin, BC V0W 1A0

Telephone:
Fax:
Email:
Web Site:
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Name:
Address:

Bamfield Chamber of Commerce
General Delivery
Bamfield, BC V0R 1B0
Telephone: 250-728-2300
Fax:
250-728-3030
Email:
Web Site:

Name:
Address:

Barriere Chamber of Commerce
P.O. Box 1190
Barriere, BC V0E 1E0
Telephone: 250-672-9966
Fax:
250-672-9864
Email:
Web Site:
Name:
Address:

Bella Coola District Board of Trade
P.O. Box 371
Bella Coola, BC V0T 1C0
Telephone: 250-799-5349
Fax:
Email:
Web Site:
Name:
Address:

Bowen Island Chamber of Commerce
P.O. Box 199
Bowen Island, BC V0N 1G0
Telephone: 604-947-2275
Fax:
604-947-0633
Email:
Web Site:

Name:
Address:

Bridge River Valley Chamber of Commerce
General Delivery
Gold Bridge, BC V0K 1P0
Telephone: 250-238-2457
Fax:
250-238-2457
Email:
Web Site:
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Name:
Address:
Telephone:
Fax:
Email:
Web Site:

British Columbia Chamber of Commerce
#1607 - 700 West Pender Street Vancouver, BC V6C 1G8
604-683-7000
604-683-0416

Name:
Address:

Burnaby Chamber of Commerce
149 - 9855 Austin Avenue
Burnaby, BC V3J 1N4
Telephone: 604-421-0084
Fax:
604-421-3630
Email:
Web Site:

Name:
Address:

Burns Lake Chamber of Commerce
P.O. Box 339
Burns Lake, BC V0J 1E0
Telephone: 250-692-3773
Fax:
250-692-3493
Email:
Web Site:
Name:
Address:

Cache Creek Chamber of Commerce
P.O. Box 460
Cache Creek, BC V0K 1H0
Telephone: 250-457-9566
Fax:
250-457-9192
Email:
Web Site:
Name:
Address:

Campbell River & District Chamber of Commerce
P.O. Box 400
Campbell River, BC V9W 5B6
Telephone: 250-287-4636
Fax:
250-286-6490
Email:
Web Site:

Name:
Address:

Castlegar & District Chamber of Commerce
1995- 6th Avenue
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Castlegar, BC V1N 4B7
Telephone: 250-365-6313
Fax:
250-365-5778
Email:
Web Site:

Name:
Address:

Central Coast Chamber of Commerce
General Delivery
Bella Bella, BC V0T 1B0
Telephone: 250-957-2570
Fax:
250-957-2490
Email:
Web Site:
Name:
Chamber of Commerce Serving Coquitlam, Pt. Coquitlam, Pt. Moody
Address: 3 - 1180 Pinetree Way
Coquitlam, BC V3B 7L2
Telephone: 604-464-2716
Fax:
604-464-6796
Email:
Web Site:

Name:
Address:

Chase & District Chamber of Commerce
P.O. Box 592
Chase, BC V0E 1M0
Telephone: 250-679-8432
Fax:
250-679-3210
Email:
Web Site:

Name:
Address:

Chemainus & District Chamber of Commerce
P.O. Box 575
Chemainus, BC V0R 1K0
Telephone: 250-246-4701
Fax:
250-246-3251
Email:
Web Site:
Name:
Address:

Chetwynd & District Chamber of Commerce
P.O. Box 1000
Chetwynd, BC V0C 1J0
Telephone: 250-788-3345
Fax:
250-788-7843
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Email:
Web Site:
Name:
Chilliwack Chamber of Commerce
Address: 44150 Luckakuck Way, R.R. #1, Sardis, BC V2R 4A7
Telephone: 604-858-6660
Fax:
604-858-0157
Email:
Web Site:
______________________________________________________________________________
________
Name:
Address:

Christina Lake Chamber of Commerce
Highway #3 & Kimura Road
Christina Lake, BC V0H 1E2
Telephone: 250-447-6161
Fax:
250-447-6161
Email:
Web Site:

Name:
Address:

Clearwater & District Chamber of Commerce
P.O. Box 1988, R.R. #1
Clearwater, BC V0E 1N0
Telephone: 250-674-2646
Fax:
250-674-3693
Email:
Web Site:

Name:
Address:

Clinton & District Chamber of Commerce
P.O. Box 256
Clinton, BC V0K 1K0
Telephone: 250-459-2535
Fax:
Email:
Web Site:

Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Cloverdale Board of Trade
#202 - 17687 - 56A Avenue Cloverdale, BC V3S 1G4
604-574-9802
604-574-6457
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Name:
Address:

Columbia Valley Chamber of Commerce
P.O. Box 1019
Invermere, BC V0A 1K0
Telephone: 250-342-2844
Fax:
250-342-3261
Email:
Web Site:

Name:
Address:

Comox Valley Chamber of Commerce
2040 Cliffe Avenue
Courtenay, BC V9N 2L3
Telephone: 250-334-3234
Fax:
250-334-4908
Email:
Web Site:

Name:
Address:

Cranbrook Chamber of Commerce
P.O. Box 84
Cranbrook, BC V1C 4H6
Telephone: 250-426-5914
Fax:
250-426-3873
Email:
Web Site:
Name:
Address:

Creston Chamber of Commerce
P.O. Box 268
Creston, BC V0B 1G0
Telephone: 250-428-4342
Fax:
250-428-9411
Email:
Web Site:
Name:
Address:

Cumberland Chamber of Commerce
Box 250
Cumberland, BC V0R 1S0
Telephone: 250-336-8313
Fax:
250-336-2455
Email:
Web Site:
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Name:
Address:

Dawson Creek & District Chamber of Commerce
300 - 1323 - 102nd Street
Dawson Creek, BC V1G 2C8
Telephone: 250-782-4868
Fax:
250-782-2371
Email:
Web Site:

Name:
Address:

Dease Lake & Tahltan Chamber of Commerce
P.O. Box 338
Dease Lake, BC V0C 1L0
Telephone: 250-771-3900
Fax:
250-771-5510
Email:
Web Site:
______________________________________________________________________________
Name:
Address:

Delta Chamber of Commerce
6201 - 60th Avenue
Delta, BC V4K 4E2
Telephone: 604-946-4232
Fax:
604-946-5285
Email:
Web Site:
Name:
Address:

District of Tumbler Ridge Chamber of Commerce
P.O. Box 1553
Tumbler Ridge, BC V0C 2W0
Telephone: 250-242-4702
Fax:
250-242-5159
Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Duncan-Cowichan Chamber of Commerce
381 Trans-Canada Highway Duncan, BC V9L 3R5
250-748-1111
250-746-8222

Name:
Address:
Telephone:
Fax:

Elkford Chamber of Commerce
P.O. Box 220, 4A Front Street Elkford, BC V0B 1H0
250-865-4614
250-865-2442
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Name:
Address:

Enderby & District Chamber of Commerce
P.O. Box 1000
Enderby, BC V0E 1V0
Telephone: 250-838-6727
Fax:
250-838-0123
Email:
Web Site:

Name:
Address:

Esquimalt Chamber of Commerce
P.O. Box 36019, 1153 Esquimalt Road
Victoria, BC V9A 7J5
Telephone: 250-384-3228
Fax:
250-384-5772
Email:
Web Site:
Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Falkland Chamber of Commerce
Falkland, BC V0E 1W0
250-379-2939
250-545-0437

Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Fernie Chamber of Commerce
Highway #3 & Dicken Road, Fernie, BC V0B 1M0
250-423-6868
250-423-3811

Name:
Address:

Fort Fraser Chamber of Commerce
General Delivery
Fort Fraser, BC V0J 1N0
Telephone: 250-690-7477
Fax:
Email:
Web Site:
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Name:
Address:

Fort Nelson Chamber of Commerce
P.O. Box 196
Fort Nelson, BC V0C 1R0
Telephone: 250-774-2956
Fax:
250-774-2958
Email:
Web Site:

Name:
Address:

Fort St. James Chamber of Commerce
P.O. Box 1164
Fort St. James, BC V0J 1P0
Telephone: 250-996-7023
Fax:
250-996-7047
Email:
Web Site:

Name:
Address:

Fort St. John & District Chamber of Commerce
9923 - 96th Avenue
Fort St. John. B.C. V1J 1K9
Telephone: 250-785-6037
Fax:
250-785-7181
Email:
Web Site:
Name:
Address:

Fraser Lake Chamber of Commerce
P.O. Box 1059
Fraser Lake, BC V0J 1S0
Telephone: 604-699-6219
Fax:
604-699-6496
Email:
Web Site:
Name:
Address:

Gabriola Chamber of Commerce
P.O. Box 249
Gabriola Island, BC V0R 1X0
Telephone: 250-247-9332
Fax:
250-247-9332
Email:
Web Site:
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Name:
Address:

Galiano Island Chamber of Commerce
Box 73 (c/o R. Walker)
Galiano Island, BC V0N 1P0
Telephone: 250-539-2233
Fax:
250-539-5316
Email:
Web Site:

Name:
Address:

Gibsons & District Chamber of Commerce
P.O. Box 1190
Gibsons, BC V0N 1V0
Telephone: 604-886-2325
Fax:
604-886-2379
Email:
Web Site:

Name:
Address:

Gold River Chamber of Commerce
P.O. Box 39
Gold River, BC V0P 1G0
Telephone: 250-283-2615
Fax:
250-283-7446
Email:
Web Site:
Name:
Address:

Golden & District Chamber of Commerce
P.O. Box 1320
Golden, BC V0A 1H0
Telephone: 250-344-7125
Fax:
250-344-6688
Email:
Web Site:
Name:
Address:

Grand Forks & District Chamber of Commerce
P.O. Box 1086
Grand Forks, BC V0H 1H0
Telephone: 250-442-2833
Fax:
250-442-5688
Email:
Web Site:
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Name:
Address:
Telephone:
Fax:
Email:
Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Greater Kamloops Chamber of Commerce
1290 West Trans-Canada Highway Kamloops, BC V2C 6R3
250-372-7722
250-828-9500
Greater Nanaimo Chamber of Commerce
777 Poplar Street, Suite E Nanaimo, BC V9S 2H7
250-753-1191
250-754-5186

Name:
Address:

Greater Vernon Chamber of Commerce
3700 - 33rd Street
Vernon, BC V1T 5T6
Telephone: 250-545-0771
Fax:
250-545-3114
Email:
Web Site:

Name:
Address:

Greater Victoria Chamber of Commerce
525 Fort Street
Victoria, BC V8W 1E8
Telephone: 250-383-7191
Fax:
250-385-3552
Email:
Web Site:

Name:
Address:

Greenwood & District Board of Trade
P.O. Box 430
Greenwood, BC V0H 1J0
Telephone: 250-445-6323
Fax:
250-445-6166
Email:
Web Site:

Name:
Address:

Harrison Hot Springs Chamber of Commerce
P.O. Box 255,
Harrison Hot Springs, BC
V0M 1K0
Telephone: 604-796-3425
Fax:
604-796-3188
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Name:
Hope & District Chamber of Commerce
Address: P.O. Box 370, 919 Water Avenue Hope, BC V0X 1L0
Telephone: 604-869-2021
Fax:

604-869-2160

_____________________________________________________________________________________

Name:
Address:

Houston & District Chamber of Commerce
P.O. Box 396
Houston, BC V0J 1Z0
Telephone: 250-845-7640
Fax:
250-845-3682
Email:
Web Site:
Name:
Hudson's Hope Chamber of Commerce
Address: c/o District Office, P.O. Box 330 Hudson's Hope, BC V0C 1V0
Telephone:
Fax:
Email:
Web Site:
Name:
Address:

Kaslo Chamber of Commerce
P.O. Box 329
Kaslo, BC V0G 1M0
Telephone: 250-353-2992
Fax:
250-353-7141
Email:
Web Site:

Name:
Address:

Kelowna Chamber of Commerce
544 Harvey Avenue
Kelowna, BC V1Y 6C9
Telephone: 250-861-1515
Fax:
250-861-4501
Email:
Web Site:

Name:
Address:

Keremeos & District Chamber of Commerce
P.O. Box 490
Keremeos, BC V0X 1N0
Telephone: 250-499-5225
Fax:
250-499-2252
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Name:
Address:

Kimberley Bavarian Society Chamber of Commerce
350 Ross Street
Kimberley, BC V1A 2Z9
Telephone: 250-427-3666
Fax:
250-427-5378
Email:
Web Site:

Name:
Address:

Kitimat Chamber of Commerce
P.O. Box 214
Kitimat, BC V8C 2G7
Telephone: 250-632-6294
Fax:
250-632-4685
Email:
Web Site:
Name:
Address:

Kitsilano Chamber of Commerce
P.O. Box 34369, Stn. "D"
Vancouver, BC V6J 4P3
Telephone: 604-731-0099
Fax:
604-684-7937
Email:
Web Site:
Name:
Address:

Kootenay Lake Chamber of Commerce
P.O. Box 4
Gray Creek, BC V0B 1S0
Telephone: 250Fax:
Email:
Web Site:

Name:
Address:

Ladysmith Chamber of Commerce
P.O. Box 598
Ladysmith, BC V0R 2E0
Telephone: 250-245-2112
Fax:
250-245-2124
Email:
Web Site:
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Name:
Address:

Lake Cowichan & District Chamber of Commerce
P.O. Box 824
Lake Cowichan, BC V0R 2G0
Telephone: 250-749-3244
Fax:
250-749-0187
Email:
Web Site:

Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Langley Chamber of Commerce
Unit 1, 5761 Glover Road, Langley, BC V3A 8M8
604-530-6656
604-530-7066

Name:
Address:

Likeley & District Chamber of Commerce
P.O. Box 29
Likeley, BC V0L 1N0
Telephone: 250-790-2557
Fax:
250-790-2332
Email:
Web Site:
Name:
Address:

Lillooet & District Chamber of Commerce
P.O. Box 650
Lillooet, BC V0K 1V0
Telephone: 250-256-4364
Fax:
250-256-7262
Email:
Web Site:
Name:
Address:

Logan Lake Chamber of Commerce
P.O. Box 1090
Logan Lake, BC V0K 1W0
Telephone: 250-523-6504
Fax:
250-523-6504
Email:
Web Site:
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Name:
Address:

Lumby & District Chamber of Commerce
P.O. Box 534
Lumby, BC V0E 2G0
Telephone: 250-547-2300
Fax:
250-547-2300
Email:
Web Site:

Name:
Address:

Lytton & District Chamber of Commerce
P.O. Box 460
Lytton, BC V0K 1Z0
Telephone: 250-455-2523
Fax:
250-455-6669
Email:
Web Site:
Name:
Address:

Mackenzie Chamber of Commerce
P.O. Box 880
Mackenzie, BC V0J 2C0
Telephone: 250-997-5459
Fax:
250-997-6117
Name:
Address:

Mayne Island Community Chamber of Commerce
Box 2
Mayne Island, BC V0N 2J0
Telephone: 250-539-2327
Fax:
Email:
Web Site:
Name:
Address:

Nelson & District Chamber of Commerce
255 Hall Street
Nelson, BC V1L 5X4
Telephone: 250-352-3433
Fax:
250-352-6355
Email:
Web Site:
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Name:
Address:

New Westminster Chamber of Commerce
601 Queens Avenue
New Westminster, BC V3M 1L1
Telephone: 604-521-7781
Fax:
604-521-0057
Email:
Web Site:

Name:
Address:

North Langley Chamber of Commerce
#5 - 8790, 204th Street
P.O. Box 75
Fort Langley, BC V1M 2R4
Telephone: 604-888-1477
Fax:
604-888-2657
Email:
Web Site:

Name:
Address:

North Shuswap Chamber of Commerce
P.O. Box 101
Celesta, BC V0E 1L0
Telephone: 250-955-2133
Fax:
250-679-3390
Email:
Web Site:
Name:
Address:

North Vancouver Chamber of Commerce
131 East 2nd Street
North Vancouver, BC V7L 1C2
Telephone: 604-987-4488
Fax:
604-987-8272
Email:
jains@cofcnorthvan.org
Web Site: www.cofcnorthvan.org

Name:
Address:

Okanagan Falls Chamber of Commerce
P.O. Box 246
Okanagan Falls, BC V0H 1R0
Telephone: 250-497-8800
Fax:
250-497-8822
Email:
Web Site:
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Name:
Address:

Oliver & District Chamber of Commerce
P.O. Box 460
Oliver, BC V0H 1T0
Telephone: 250-498-6321
Fax:
250-498-3156
Email:
Web Site:

Name:
Address:

Osoyoos Chamber of Commerce
P.O. Box 227
Osoyoos, BC V0H 1V0

Telephone:
Fax:
Email:
Web Site:

Name:
Address:

Parksville & District Chamber of Commerce
P.O. Box 99
Parksville, BC V9P 2G3
Telephone: 250-248-3613
Fax:
250-248-5210
Email:
Web Site:
Name:
Address:

Pemberton Chamber of Commerce
P.O. Box 370
Pemberton, BC V0N 2L0
Telephone: 604-894-6175
Fax:
604-932-1279
Email:
Name:
Pender Harbour & Egmont Chamber of Commerce
Address: P.O. Box 265
Madeira Park, BC V0N 2H0
Telephone:
Fax:
Email:
Web Site:
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Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Penticton & Wine Country Chamber of Commerce
888 Westminster Avenue Penticton, BC V2A 8R2
250-492-4103
250-492-6119

Name:
Address:

Pitt Meadows Chamber of Commerce
12494 Harris Road
Pitt Meadows, BC V3Y 2J4
Telephone: 604-465-7820
Fax:
604-465-1106
Email:
Web Site:

Name:
Address:

Port Hardy & District Chamber of Commerce
P.O. Box 249
Port Hardy, BC V0N 2P0
Telephone: 250-949-7622
Fax:
250-949-6653
Email:
Web Site:
Name:
Address:

Port McNeill & District Chamber of Commerce
P.O. Box 129
Port McNeill, BC V0N 2R0
Telephone: 250-956-3131
Fax:
250-956-4977
Email:
Web Site:
Name:
Address:

Port Renfrew Chamber of Commerce
62 Parkinson Street
Port Renfrew, BC V0S 1K0
Telephone: 250-647-5443 (H) 647-5565
Fax:
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Name:
Address:

Powell River Chamber of Commerce
6807 Wharf Street
Powell River, BC V8A 1T9
Telephone: 604-485-4051
Fax:
604-485-4272
Email:
Web Site:

Name:
Address:

Prince George Chamber of Commerce
770 Brunswick Street
Prince George, BC V2L 2C2
Telephone: 250-562-2454
Fax:
Email:
Web Site:
Name:
Address:

Prince Rupert & District Chamber of Commerce
111 - 3rd Street, Box 158
Prince Rupert, BC V8J 4C4
Telephone: 250-624-2296
Fax:
250-624-6105
Email:
Web Site:
Name:
Address:

Princeton & District Chamber of Commerce
P.O. Box 540
Princeton, BC V0X 1W0
Telephone: 250-295-3103
Fax:
250-295-3255
Email:
Web Site:

Name:
Address:

Queen Charlotte Islands Chamber of Commerce
P.O. Box 448
Port Clements, BC V0T 1R0
Telephone: 250-557-4565
Fax:
250-557-4565
Email:
Web Site:
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Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Qualicum Beach Chamber of Commerce
2711 West Island Highway Qualicum Beach, BC V9K 2C4
250-752-9532
250-752-2923

Name:
Address:

Quesnel & District Chamber of Commerce
703 Carson Avenue
Quesnel, BC V2J 2B6
Telephone: 250-992-8645
Fax:
250-992-9606
Email:
Web Site:

Name:
Address:

Radium Hot Springs Chamber of Commerce
P.O. Box 225
Radium, BC V0A 1M0
Telephone: 250-347-9331
Fax:
250-347-9127
Email:
Web Site:
Name:
Address:

Revelstoke Chamber of Commerce
P.O. Box 490
Revelstoke, BC V0E 2S0
Telephone: 250-837-5345
Fax:
250-837-4223
Email:
Web Site:
Name:
Address:

Richmond Chamber of Commerce
150 - 5890 No. 3 Road
Richmond, BC V6X 3P6
Telephone: 604-278-2822
Fax:
604-278-2972
Email:
Web Site:
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Name:
Address:

Rossland Chamber of Commerce
P.O. Box 1385
Rossland, BC V0G 2Y0
Telephone: 250-362-5666
Fax:
250-362-5399
Email:
Web Site:

Name:
Address:

Saanich Peninsula Chamber of Commerce
P.O. Box 2014
Sidney, BC V8L 3S3
Telephone: 250-656-3616
Fax:
250-656-7111
Name:
Address:

Salmo & District Chamber of Commerce
P.O. Box 400
Salmo, BC V0G 1Z0
Telephone: 250-357-2596
Fax:
Email:
Web Site:
Name:
Address:

Salmon Arm & District Chamber of Commerce
P.O. Box 999
Salmon Arm, BC V1E 4P2
Telephone: 250-832-6247
Fax:
250-832-8382
Email:
Web Site:
Name:
Address:

Salt Spring Island Chamber of Commerce
121 Lower Ganges Road
Ganges, BC V8K 2T1
Telephone: 250-537-4223
Fax:
250-537-4276
Email:
Web Site:
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Name:
Address:

Sandspit/North Moresby Chamber of Commerce
P.O. Box 148
Sandspit, BC V0T 1T0

Telephone:
Fax:
Email:
Web Site:

Name:
Address:

Sechelt & District Chamber of Commerce
P.O. Box 360
Sechelt, BC V0N 3A0
Telephone: 604-885-0662
Fax:
604-885-0691
Email:
Web Site:

Name:
Address:

Seton Shalalth District Chamber of Commerce
P.O. Box 2067
Seton Portage, BC V0N 3B0
Telephone: 250-259-8318
Fax:
250-259-8218
Email:
Web Site:
Name:
Address:

Sicamous & District Chamber of Commerce
P.O. Box 346
Sicamous, BC V0E 2V0
Telephone: 250-836-3313
Fax:
250-836-4368
Email:
Web Site:
Name:
Address:

Slocan District Chamber of Commerce
P.O. Box 448
New Denver, BC V0G 1S0
Telephone: 250-358-2544
Fax:
250-358-7998
Email:
Web Site:

Viva Libreo Management Consultants Inc.

/ Heart@Work

© 1999 ©2005

141

The BYOB Handbook

Name:
Address:

Smithers District Chamber of Commerce
P.O. Box 2379
Smithers, BC V0J 2N0
Telephone: 250-847-5072
Fax:
250-847-3337
Email:
Web Site:

Name:
Address:

Sooke Harbour Chamber of Commerce
6697 Sooke Road, P.O. Box 18
Sooke, BC V0S 1N0
Telephone: 250-642-6112
Fax:
250-642-3066
Email:
Web Site:

Name:
Address:

Sorrento District Chamber of Commerce
P.O. Box 7
Sorrento, BC V0E 2W0
Telephone: 250-675-3515
Fax:
250-675-2100
Email:
Web Site:
Name:
Address:

South Cariboo Chamber of Commerce
P.O. Box 2312
100 Mile House, BC V0K 2E0
Telephone: 250-395-5353
Fax:
250-395-4085
Email:
Web Site:
Name:
Address:

South Cowichan Chamber of Commerce
RR #1
Mill Bay, BC V0R 2P0
Telephone: 250-743-3566
Fax:
250-743-5332
Email:
Web Site:

N
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ame:
Address:

Sparwood & District Chamber of Commerce
P.O. Box 1448
Sparwood, BC V0B 2G0
Telephone: 250-425-2423
Fax:
250-425-7130
Email:
Web Site:

Name:
Address:

Squamish & Howe Sound Chamber of Commerce
P.O. Box 1009
Squamish, BC V0N 3G0
Telephone: 604-892-9244
Fax:
604-892-2034
Email:
Web Site:

Name:
Address:
]
Telephone:
Fax:
Email:
Web Site:

Stewart-Hyder International Chamber of Commerce
P.O. Box 306
Stewart, BC V0T 1W0
250-636-9224
250-636-2199

Name:
Address:

Summerland Chamber of Commerce
P.O. Box 1075
Summerland, BC V0H 1Z0
Telephone: 250-494-2686
Fax:
250-494-4039
Email:
Web Site:
Name:
Address:

Surrey Regional Chamber of Commerce
15105 - 105th Avenue
Surrey, BC V3R 7G9
Telephone: 604-581-7130
Fax:
604-588-7549
Email:
Web Site:
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Name:
Address:

Terrace & District Chamber of Commerce
4511 Keith Avenue
Terrace, BC V8G 1L1
Telephone: 250-635-2063
Fax:
250-635-2573
Email:
Web Site:

Name:
Address:

Texada Island Chamber of Commerce
Box 249
Vananda, BC V0N 3K0
Telephone: 604-486-7597
Fax:
Email:
Web Site:

Name:
Address:

Tahsis Chamber of Commerce
P.O. Box 278
Thasis, BC V0P 1X0
Telephone: 250-934-7622
Fax:
250-934-6445
Email:
Web Site:
Name:
Address:

Tofino-Long Beach Chamber of Commerce
P.O. Box 476
Tofino, BC V0R 2Z0
Telephone: 250-725-3414
Fax:
250-725-3296
Email:
Web Site:
Name:
Address:

Trail District Chamber of Commerce
843 Rossland Avenue
Trail, BC V1R 4S8
Telephone: 250-368-3144
Fax:
250-368-6427
Email:
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Name:
Address:

Ucluelet Chamber of Commerce
P.O. Box 428
Ucluelet, BC V0R 3A0
Telephone: 250-726-4641
Fax:
250-726-4611
Email:
Web Site:

Name:
Address:

Valemount Chamber of Commerce
P.O. Box 295
Valemount, BC V0E 2Z0
Telephone: 250-566-4887
Fax:
250-566-4847
Email:
Web Site:

Name:
Address:

Vancouver Board of Trade
400 - 999 Canada Place
Vancouver, BC V6C 3C1
Telephone: 604-681-2111
Fax:
604-681-0437
Email:
Web Site:
Name:
Address:

Vanderhoof & District Chamber of Commerce
P.O. Box 126
Vanderhoof, BC V0J 3A0
Telephone: 250-567-2124
Fax:
250-567-3316
Email:
Web Site:
Name:
Address:

Wells & District Chamber of Commerce
P.O. Box 1223
Wells, BC V0K 2R0
Telephone: 250-994-3422
Fax:
250-994-2335
Email:
Web Site:
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Name:
Address:

West Shore Chamber of Commerce
697 Goldstream Avenue
Victoria, BC V9B 2X2
Telephone: 250-478-1130
Fax:
250-478-1584
Email:
Web Site:

Name:
Address:

West Vancouver Chamber of Commerce
775 - 15th Street
West Vancouver, BC V7T 2S9
Telephone: 604-926-6614
Fax:
604-926-6436
Email:
Web Site:

Name:
Address:
Telephone:
Fax:
Email:
Web Site:

Westbank & District Chamber of Commerce
2375 Pamela Road, Unit 4, Westbank, BC V4T 2H9
250-768-3378
250-768-3465

Name:
Address:

Whistler Chamber of Commerce
P.O. Box 181
Whistler, BC V0N 1B0
Telephone: 604-932-5528
Fax:
604-932-3755
Email:
Web Site:
Name:
Address:

White Rock & South Surrey Chamber of Commerce
15150 Russell Avenue
White Rock, BC V4B 2P5
Telephone: 604-536-6844
Fax:
604-536-4994
Email:
Web Site:
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Name:
Address:

Williams Lake & District Chamber of Commerce
1148 South Broadway
Williams Lake, BC V2G 1A2
Telephone: 250-392-5025
Fax:
250-392-4214
Email:
Web Site:

Name:
Address:

Zeballos Board of Trade
P.O. Box 208
Zeballos, BC V0P 2A0
Telephone: 250-761-4090
Fax:
250-761-4097
Email:
Web Site:

Useful Publications
Book Title: How To Self Publish and Make Money
Series:
Author(s): Marion Crokk &
Nancy Wise
Publisher: Sandhill Publishing/Crook Publishing

Book Title: The Self-Publishing Manual: How To Write, Print and Sell Your Own Books
Series:
Author(s): Dan Poynter
Publisher: Para Publishing

Book Title: Where To Go When The Bank Says No: Financing a business in Canada
Series:
SOHO Solutions for Canadians
Author(s):
Publisher: McGraw-Hill Ryerson

Book Title: So You Think You Need A Lawyer: How to Screen, Hire, Manage, & Fire a Lawyer
Series:
SOHO Solutions for Canadians
Author(s):
Publisher: McGraw-Hill Ryerson
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Book Title: What To Say When Your Customers Won't Pay: How to collect unpaid accounts & still keep
customers happy
Series:
SOHO Solutions For Canadians
Author(s):
Publisher: McGraw-Hill Ryerson

Book Title: So You Want to Buy a Franchise: Proven steps to successful franchising in Canada
Series:
SOHO Solutions for Canadians
Author(s):
Publisher: McGraw-Hill Ryerson

Book Title:
Series:
Start & Run a Profitable....
Author(s):
Publisher: Self Counsel Press

Book Title: Small Business Success: A Practical Guide for Entrepreneurs
Series:
Author(s): Tony Fattal, MBA
Publisher:
Subject:
Points out obvious problems and offers constructive solutions and practices that any person in
a small business can use to resolve them

Book Title: The Canadian Small Business Handbook
Series:
Author(s): Vivienne Monty
Publisher:
Subject:
Concise and useful reference information source for small business entrepreneurs

Book Title: The Canadian Small Business Handbook
Series:
Author(s): CCH Canadian Limited
Publisher:
Subject:
Monthly loose-leaf reporting service offers detailed commentary on a wide range of topics of
interest to small business

Book Title: Starting a Successful Business in Canada
Series:
Author(s): Jack D. James, MBA, LLB
Publisher:
Subject:
Successful tips and hard factual research to give the entrepreneur the "edge" over the
competition
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Book Title: Business for Beginners
Series:
Author(s): Frances McGuckin
Publisher:
Subject:
A simple step by step guide to starting your new business

Book Title: Business Etiquette: How to make a Good Impression, Gain the Competitive Edge
Series:
Author(s): Jacqueline Dunckel
Publisher:

Book Title: Business in Vancouver
The Ad Pages
Series:
Author(s):
Publisher: BTW Publications

Book Title: Business in Vancouver
The How To Book
Series:
Author(s):
Publisher: BTW Publications

Book Title: Business in Vancouver
Market Facts
Series:
Author(s):
Publisher: BTW Publications

Book Title: Business Matters Management Guide
Series:
Author(s): Rennie Fritchie
Maggie Melling
Publisher:
Subject:
Being assertive in the business environment

Book Title: The Business Plan:
First Step to Success
Series:
Author(s): Erwin Busse
Publisher:
Subject:
A step by step approach to preparing a business plan for the small manufacturer and retailer
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Book Title: Business Planning and Cash Flow Forecasting for Small Business
Series:
Author(s): Ministry of Small Business, Tourism & Culture, B.C.
Publisher:
Subject:
How to plan and estimate cash requirements for your new business

Book Title: Business Presentations:
McGraw Hill 36-Hour Course: Business Presentations
Series:
Author(s): Lani Arredondo
Publisher:
Subject:
How to create your business presentation for your clients

Book Title: Business Reports and Proposals
Series:
Author(s): Howard Hillman
Lisa Loring
Publisher:
Subject:
Writing business plans and proposals

Book Title: The Business Series for Owners/Managers
Series:
Author(s): Gordon Brockhouse
Publis her:
Subject:
Starting a business: A complete guide to starting and managing your own company

Book Title: Powerful Presentation Skills
Series:
The Business Skills Express Series
Author(s): Dennis Becker
Publisher:

Book Title: Meetings that Work
Series:
The Business Skills Express Series
Author(s): Karen Silva
Publisher:

Book Title: Effective Team Work
Series:
The Business Skills Express Series
Author(s): Michael D. Maginn
Publisher:
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Book Title: Managing Conflict at Work
Series:
The Business Skills Express Series
Author(s): Jim Murphy
Publisher:

Book Title: Business Strategies (Video Cassette)
Series:
Author(s): Kevin Glover
Publisher:
Subject:
Marketing and management strategies for small business

Book Title: Business Success (sound recording)
Series:
Author(s): Brian Tracy
Publisher:
Subject:
A fast track to business success

Book Title: Small Business Opportunities
Series:
Author(s): A.C. Chapman
Publisher: Englewood Cliffs, NJ Publisher, Prentice Hall 1984

Book Title: Earn Money at Home
Series:
Author(s): Peter Davidson
Publisher: New York; Publisher McGraw-Hill 1981

Book Title: 100 Surefire Businesses you can start with little or no investment
Series:
Author(s): Jeffrey Feinman
Publisher: Jove Publications 1976

Book Title: Working at Home: s it for you?
Series:
Author(s): William Atkinson
Publisher: Dow-Jones-Irwin, 1985

Book Title: Real Money from Home
Series:
Author(s): Valerie Bohigian
Publisher:
Subject:
How to start, manage and profit from a home-based service business
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Book Title: To Make your Home Based Business Grow
Series:
Author(s): Valerie Bohigian
Publisher:

Book Title: HOME INC.: A Canadian Home Based Business Guide
Series:
Author(s): Douglas Gray
Diana L. Gray
Publisher:
Subject:
Tips and pratical streetsmart strategies and advice

Book Title:
Series:
Author(s):
Book Title:
Series:
Author(s):
Publisher:

Successful Freelancing
Marian Faux
Stay Home and Mind your Own Business
Jo Frohbieter-Mueller

Book Title: Start and Run a Profitable Consulting Business
Series:
Author(s): Douglas Gray
Publisher:

Book Title: How to Start your Own Business on a Shoestring
Series:
Author(s): Tyler G. Hicks
Publisher:

Book Title: A Woman's Work-at-Home Handbook: Income and Independence with a Computer
Series:
Author(s): Patricia McConnel
Publisher:

Book Title: How to Start Up and Operate your Office at Home
Series:
Author(s): Robert Scott
Publisher:
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Book Title: How to Make Money at Home
Series:
Author(s): Sharon S. Shebar
Judith Schoder
Publisher:

Book Title: Planning Your Own Home Business
Series:
Author(s): Kern Smith
Coralee & Tammara Hoffman Wolfgram
Publisher:

Book Title: Marketing Without Advertising
Series:
Author(s): Michael Phillips & Salli Rasberry
Publisher: McGraw Hill

Book Title: Zen: The Art of Making A Living
Series:
Author(s): Laurence G. bold
Publisher: Penguin Group 1993

Book Title: Seven Second Marketing
Series:
Author(s): Ivan R. Misner Ph.D
Publisher: A Paradigm Productions Book

Book Title: Getting the Business to Come to You: The self-employed Experts
Author(s): Paul & Sarah Edwards; Laura Clampitt Douglas
Publisher: GPP Putman’s Sons 1991

Book Title:
Author(s):
Publisher:
Subject:

Guerrilla PR
Michael Levine
Harper Business 1993
Marketing
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WEB SITES
Company Name: Aboriginal Youth Network
Email:
Web Site:
http://www.ayn.ca
Content:
info for Aboriginal youth on careers and jobs, health, culture and current events
Aboriginal Business Canada
http://abc.g.ca

Company Name: Anatomy of an Entrepreneur
Email:
Web Site:
http://www.youngleaders.com/anatomy.html
Content:
compilation of profiles of successful Winnipeg entrepreneurs who offer practical
advice and discuss how they got started

Company Name: BC Chamber of Commerce central site
Email:
Web Site:
www.bcchamber.org
Content:

Company Name: BC Provincial Government
Email:
Web Site:
www.gov.bc.ca
Content:

Company Name: BC Provincial Government- for small business
Email:
Web Site:
www.sb.gov.bc.ca/smallbus/sblinks/alllinks
Content:

Company Name: BC Securities Commission
Email:
Web Site:
www.bcse.gov.bc.ca
Content:

Company Name: BC Tel - Telephone listings
Email:
Web Site:
www.canada411.ca
Content:
____________________________________________________________________________________

_______________________________________________________________________
Viva Libreo Management Consultants Inc. / Heart@Work © 1999 ©2005

154

The BYOB Handbook

Company name:
Email:
Web Site:
Content:

Workinfo
http://workinfo.bc.ca
Fabulous site which lists all the various Provincial bodies. A must see if you're
just surfing for Provincial Government Agency information

Company Name: BC Workinfo Net for Youth
Email:
Web Site:
http://www.workinfonet.bc.ca/youth
Content:

Company Name: Better Business Bureau
Email:
Web Site:
www.bbbmbc.com
Content:

Company Name: British Columbia Government
Email:
Web Site:
http://www.gov.bc.ca
Content:

Company Name: Business In Vancouver
Email:
Web Site:
www.biv.com
Content:
Site of the newpaper. Has great topical information on business.

Company Name: Canada Business Services Centres
Email:
Web Site:
http://info.ic.gc.ca/CBSC/english/index.html
Content:
Index of 10 CBSCs
http://cbsc.org

Company Name: Communications Research Centre
Email:
Web Site:
http://www.crc.doc.ca
Content:
_____________________________________________________________________________________
Company Name: Canada Investment News
Email:
Web Site:
http://www.dfair-maeci.bc.ca/english/news/newsletr/invest/einvenew.htm
Content:
Information on new international investments, plant openings & expansions
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Company Name: Canada Prospects Newspaper
Email:
Web Site:
http://careerccc.org
Content:
Canada's guide to career planning. Provides articles on profiles and self
assessment quizzes

Company Name: Canada/BC Business Service Center
Email:
Web Site:
www.sb.gov.bc.ca/smallbus/sbhome
Content:

Company Name: Canada/British Columbia Business Service Centre
Email:
Web Site:
http://www.sb.gov.bc.ca
Content:

Company Name: Canadian Federal Organizations
Email:
Web Site:
www.canada.gc.ca/depts/major/depind_e.html
Content:

Company Name: Carlson On-line Service
Email:
Web Site:
www.fin-info.com
Content:
Canadian investment sites

Company Name: Central Okanagan Home-Based Business Assocation
Email:
cohbba@nexxus.bc.ca
Web Site:
http://www.nexxus.bc.ca/cohbba
Content:
Home based association located in Kelowna BC

Company Name: Current Market Rates
Email:
Web Site:
http://www.bank-banque-canada.ca/english/fmd.htm
Content:
Current canadian exchange rates, bank rates, money market yields etc.
______________________________________________________________________________________
Company Name: Employment & Investment Canada
Email:
Web Site:
http://www.ei.gov.bc.ca
Content:
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Company Name: Eureka
Email:
Web Site:
http://www.inovationcentre.ca./info/
eureka/fall95/eureka.htm
Content:
info on Canadian inventions & innovations.

Company Name: Government of Canada Services & Support for Small Business
Email:
contact@ic.gc.ca
Web Site:
http://strategis.ic.gc.ca
Content:
Produced by Industry Canada. Overview of federal goverment services and
programs designed to assist small businesses

Company Name: Government of Canada
Email:
contact@ic.gc.ca
Web Site:
http://strategis.ic.gc.ca/SSG/mio2983e.html#start
Content:
Great site for support information for Small Business

Company Name: Home Biz News
Email:
Web Site:
www.bchomebiz.com
Content:

Company Name: Ministry of Aboriginal Affairs
Email:
Web Site:
http://www.aaf.gov.bc.ca/aaf/homepage.html
Content:

Company Name: Ministry of Agriculture, Fisheries & Food
Email:
Web Site:
http://bbs.qp.gov.bc.ca/bcmaff/bcagweb.htm
Natural resources Canada
http://www.nrcan.gc.ca
Content:

Company Name: Ministry of Attorney General, Consumer Services Division
Email:
Web Site:
http://www.lcs.gov.bc.ca
Content:
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Company Name: Ministry of Employment & Investment
Email:
Web Site:
http://www.ei.gov.bc.ca
Content:

Company Name: Ministry of Labour
Email:
Web Site:
http://www.labour.gov.bc.ca
Content:

Company Name: Ministry of Small Business, Tourism & Culture
Email:
Web Site:
http://www.tbc.gov.bc.ca
Content:

Company Name: School Finder
Email:
Web Site:
http://www.schoolfinder.com or http://scholarshipscanada.com
Content:
this website contains directories to scholarships and post -secondary schools in
Canada
_____________________________________________________________________________________
Company Name: Statistics Canada
Email:
Web Site:
www.statcan.com
Content:

Company Name: The Vancouver Freenet
Email:
Web Site:
www.vcn.bc.ca/welcome.html
Content:
______________________________________________________________________________________
Company Name: Vancouver Economic Development Commission
Email:
Web Site:
www.vancouvereconomic.com
Content:

Company Name: Vancouver Public Library
Email:
Web Site:
www.vpl.vancouver.bc.ca
Content:

Viva Libreo Management Consultants Inc.

/ Heart@Work

© 1999 ©2005

158

The BYOB Handbook

Company Name: Vancouver Stock Exchange
Email:
Web Site:
www.vse.ca
Content:

Company Name: Western Economic Diversification
Email:
Web Site:
http:\\www.wd.gc.ca
Content:

Company Name: NEXPRO New Exporters Training and Counseling Program
Email:
Web Site:
http://www.bdc.ca/site/right/mgmt/4.html
Export Development Corporation
http://www.edc.ca
Export source
http://exportsource.gc.ca
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