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Welcome New Members!
Sundog Carts
Kirt Bowman
928 Gard
Maryville, MO  64468
Phone: 660-541-0428
www.sundogcarts.com

Taco Bell
Connie Smith
1117 S. Main
Maryville, MO  64468
Phone: 660-562-3900

1 Better LLC
124 Osseo Ave. No.
St. Cloud, MN  56303
Phone: 320-230-9140
www.1better.net

Chamber Ambassadors Meeting

October 12th 
Ambassador Meeting
Noon at the Chamber 
RSVP by October 9, 2009

Upcoming Chamber After 
Hours Social
October 27th    5 – 7 pm 
Aura Designs
1315 S. Main, Maryville

Chamber Introduces New Website
In  early  September  your  Chamber's  new website  got  off  to  a 
“rolling start.” This means while some of the content is still being 
built or updated, most of the site's functionality is in place.  To 
serve you better the site now offers:

• Each member business now has its 
own page with a static URL. Look 
for information in the coming year 
about how you can customize your 
business  page  including  adding 
business  hours,  pictures,  or  files 
PDF format.

• Member  businesses  will  now  be 
plotted on a map of Maryville.

• The  site  can  now  host  forms,  allowing  members  to 
participate  in  online  surveys,  RSVP  to  events,  nominate 
award  winners,  and  vote  on  issues  important  to  the 
business community.

• The calendar has been much improved—the content is up-
to-date and staff now has the ability to make additions or 
changes from anywhere with internet access.

• The home page now hosts  “blog-style”  stories—no more 
waiting for the monthly newsletter.

• The site now hosts this newsletter and monthly reminders 
simply link to the file—saving 3 MB space in your mailbox.

www.maryvillechamber.com

Website Survey: Chamber Social Events
The volunteers of the Social Committee have already put on two 
great  events this  year,  but  we are always  looking  for  ways to 
improve.   Please  take  a  moment  to  complete  our  brief  online 
survey by clicking on the button below.  The survey form will ask 
for your pass phrase, a security measure included to insure that 
only Chamber members vote in our surveys.  Your pass phrase is:

PARTY

All individual survey responses are kept anonymous!

http://www.maryvillechamber.com/
http://www.maryvillechamber.com/
http://www.1better.net/
http://www.sundogcarts.com/
http://www.maryvillechamber.com/poll.htm


Business Resources

City of Maryville

Nodaway County Economic 
Development

Northwest Missouri Regional 
Council of Governments

Chamber Champion 
Sponsors
Gold Level

97.1 the ‘Vill-KNIM Radio

St. Francis Hospital & Health 
Services

Silver Level

Nodaway Valley Bank

Hy-Vee

Bronze Level
KFC

Chamber Board of Directors
President - Jim Davis

Past President – Kent Fuller

Director – Johnna Beemer

Director – Alice Schieffer

Director – Jerry Wilmes

Director – Keitha Clapp

Director-at-Large – Beth Savage

Director-at-Large – Rita Miller

Ambassador Supreme – Amanda 
Walker 

Contact Us

Executive Director
Luke Reven 

New Resident Program
Sandi Von Behren

Chamber Office  
Shanda Duvall
660-582-8643

Nominations for Farm City Banquet Awards
Mark your calendars--the 2009 Farm City Banquet will be held on 
November 9th at the Northwest Missouri State University Student 
Union Ballroom.  The Greater Maryville Chamber of Commerce is 
proud to be in our 49th year of honoring the many contributions 
of agriculture to our community.  We need your help identifying 
individuals for the following awards:

• Outstanding Farm Family

• Conservation Farmer 

• Farm Advocate

• Outstanding Farm Woman - Contact the Host Lions to 
Nominate

• Outstanding Farm Youth - Contact Jon Rickman of the 
Rotary Club at (660) 582-1134 or by e-mail to Nominate

Be sure to get your nominations submitted by October 13!

Leaders Needed to Join the Board
Businesses join the Chamber to accomplish things that they could 
not working as individuals.  The Board of Directors answers the 
question: “What do we want our Chamber to do?”  If you have a 
vision for what we can accomplish together and you can make a 
time commitment to attend our meetings once a month, consider 
signing up.  We have four seats available.  Interested individuals 
should give Chamber a call at 582-8643.

At a Glance: Local Taxable Sales 

At a Glance is a new feature that will highlight economic indicators of 
interest  to  our  local economy.   Shown is  a  comparison  of  same 
quarter sales, showing the last four quarters for which data were 
available.  Compiled by the Maryville Chamber of Commerce using 
data from the Missouri Department of Revenue. 
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Click Here  or contact the 
Chamber at 582-8643 to 
nominate.

mailto:rickman@nwmissouri.edu
mailto:chamber@asde.net
mailto:newcomer@asde.net
mailto:lukereven@maryvillechamber.com
mailto:jamiwalker@ymail.com
mailto:jamiwalker@ymail.com
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mailto:bsavage@cbcfamily.com
mailto:mflora16@embarqmail.com
mailto:gwilmes@nwmissouri.edu
mailto:alice@nwmorcog.org
mailto:beemerj@embarqmail.com
mailto:kent.fuller@federalmogul.com
mailto:jdavis@nvb.com
http://www.hy-vee-stores.net/database/store152.htm
http://www.nvb.com/
http://www.stfrancismaryville.com/internet/home/stfrancismaryville.nsf
http://www.stfrancismaryville.com/internet/home/stfrancismaryville.nsf
http://www.knimmaryville.com/
http://www.nwmorcog.org/
http://www.nwmorcog.org/
http://www.maryvillemo.org/
http://www.maryvillemo.org/
http://www.maryville.govoffice2.com/
http://www.maryvillechamber.com/farmnomination.htm
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Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Nodaway County Trails, Inc., is a new non-profit 
organization  that  is  dedicated  to  enhancing  the 
quality  of  life  in  Nodaway  County  through 
development of multiuse non-motor trails.  They are 
seeking board members to serve on a policy-setting 
board.  If you would like to serve, please contact Bob 
Bush  at  660-582-8486  or  bobebush@gmail.com,  by 
Oct. 12th.  

1
3 and 7 pm 

“Healthy 
Listening Tips 

for you & your 
Heirs”, Maryville 

Country Club

2
7:30 pm 

Northwest 
Theater: 
“Fugue”, 

Houston Center 
Rm. 7

3
1 pm Northwest 

POWWOW, 
Bearcat Arena

7:30 pm 
Northwest 

Theater: 
“Fugue”, 

Houston Center 
Rm. 7

4

Customer 
Oct. 5 - 9

5

Service Week 

6 7 8
3 & 7 pm 

“Establishing & 
Updating Your 

Will and 
Choosing 

Heirs”, Maryville 
County Club

8 pm 
Northwest's 

Jazz Ensemble 
Concert, 

Charles Johnson 
Theater

9
7:30 pm 

Northwest 
Theater: “An 

Evening of 
Ives”, Houston 

Center Rm. 7

10 
7:30 pm 

Northwest 
Theater: “An 

Evening of 
Ives”, Houston 

Center Rm. 7

11 12
Noon Chamber 
Ambassadors, 

Chamber Conf. 
Rm.

8 pm Studio 
Jazz Ensemble 

Concert, 
Charles Johnson 

Theater

13
6:30 pm A 

Taste of Home 
Cooking School, 

Ron Houston 
Center

14 15
3 & 7 pm Estate 

Planning, 
Establishing 
Bequests & 

Trusts”, 
Maryville 

Country Club

16 National 
Boss's Day

7:30 pm 
Northwest 

Theater: “Ride”, 
Houston Studio 

Theater

17
7 pm Spaghetti 
Supper Benefit 

for Lonion 
Ermilus, Nod. 
Senior Center

7:30 pm 
Northwest 

Theater: “Ride”, 
Houston Studio 

Theater
18

2-4 pm 
Maryville 

Community 
Bridal Fair, 

Maryville 
Community 

Center

19
Mark 

Zimetbaum 
exhibit opening, 
DeLuce Gallery

20 21 22
7:30 am 

Chamber Board 
Mtg., Chamber

3 & 7 pm “Life 
Ins., Donations, 

Children's 
Education 

Funds, & Gift 
Giving, 

Maryville 
Country Club

23 24
9 am Northwest 

Homecoming 
Parade

1:30 pm 
Northwest 

Homecoming 
Game, Bearcat 

Stadium

25 26
Noon MCCA, 

Chamber Conf. 
Rm.

27
5-7 pm 

Chamber After 
Hours Social, 

Aura Designs, 
1315 S. Main, 

Maryville

28 29
3 & 7 pm 
“Financial 
Planning, 

Investments, & 
Advisements, 

Maryville 
Country Club

5-7 pm 
Downtown Trick 
or Treat Night, 

Downtown 
Maryville

30
7:30 pm 

Northwest 
Theatre: “Night 

of the Living 
Dead”, Houston 
Studio Theater

31 
Halloween

7:30 & 11:59 
pm Northwest 

Theatre: “Night 
of the Living 

Dead”, Houston 
Studio Theater

October

mailto:bobebush@gmail.com
Default
Text Box
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Nodaway County Annual Tire Collection 1516 E. Halsey
October 17, 2009
8 AM to 12 PM

Default
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Walgreens Ribbon-Cutting
October 13, 2009
10:30 AM
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STRATEGY

October 2009

Cut Costs Without Losing Customers

BUSINESS
INTELLIGENCE

REPORTStrategies and Trends for the Successful Business

Discover the secrets to how you can cut costs while 
actually increasing customer satisfaction.

THERE IS NO DOUBT in this economic 
environment that cash is king and tough 
investment and cost-cutting decisions 
need to be made to ensure that your 
business remains viable, for the sake of 
all stakeholders.

However, decision-makers who are 
worried over the stability of their com-
pany’s finances should 
remember one simple 
truth: The source of your 
business’s cash flow is 
your customer base.

What all of this boils down to is the 
need to make smart, informed invest-
ment and cost-cutting decisions that 
have both a short-term and a long-term 
perspective.

If a company is not careful, it may 
perpetuate a business death spiral: 
Cost-cutting impacts customer satisfac-
tion and demand, which in turn impact 
top-line revenue, creating the need for 
yet further cost-cutting.

That vicious cycle results in a difficult 
position for any business to re-emerge 
from. Yet it can be avoided — by main-
taining a customer perspective during 
these trying times.

Although each business’s model and 
situation are different, there are com-
mon steps for addressing the challenge:

1. Revisit your segmentation. A 
business’s customer base is its ultimate 
source of cash flow; however, not all cus-
tomers are created equal. It is surprising 
how few companies have systematically 
analyzed the profitability of customer 
segments at anything deeper than a 
gross-margin basis.

Examining your segmentation — with 
an eye toward which customers are 
truly driving your cash flow and are 
absolutely critical to retain, and which 
customers are less important but are 
consuming critical fixed resources — will 
help to inform your investment and cost-
cutting decisions.

2. Recognize and appreciate your 

customers’ situation. Recognize that 
your customers are also taking a hard 
look at their expenditure profile, which 
may result in (1) eliminating consump-
tion of a particular product or service;  
(2) reducing consumption; or (3) continu-
ing to consume at the same level but 
with a lower-priced product or service.

That third option is a result of the 
individual consumer’s switching cost 
being lowered by the current economic 
environment. Pay particular attention 
to that third group. The first and second 
customer groups are difficult to influ-
ence, but the third can be addressed by 
continuing to demonstrate the value that 
your company’s offering delivers to them.

3. Map your customer touchpoints. 
Develop an understanding of the impact 
that each touchpoint has on your cus-
tomer and the degree of perceived value 
your customer receives from each touch-
point. Which add value and are critical to 
satisfaction? Which are “nice to haves”?

A simple map of known touchpoints 
and their hypothesized importance will 
do if you haven’t studied this systemati-
cally.

Being armed with this knowledge of 
the relative importance of activities will 
help focus your investment decisions and 
help avoid cutting activities that impact 
satisfaction and loyalty.

4. Maintain or increase your cus-
tomer marketing investment. While 
investing heavily to acquire new custom-
ers may not make sense in this economic 
environment, investing to retain your 
customers makes absolute sense. This 
should not be customer marketing as 
usual. We would not advocate barraging 
your customer base with cross-sell and 
up-sell promotions.

 Do you have a lot of prospects 
pending but not closing? You may 
not be asking the tough questions 
early enough. Find out if the person 
you are talking to is really a player by 
asking the “cleansing question.” “Mr./
Ms. Prospect: We’ve been talking for a 
while now and have agreed that we’d 
be able to help you with _________. I 
want to make sure that I’m not wast-
ing your time or mine. What is the 
probability that we’ll be able to work 
together in the next month?” If they 
say “zero probability,” great — now 
you can find out the real problem or 
move them out of your pending file. If 
they give some other probability, get a 
commitment and time frame. 

Source: www.businessbyphone.com

 Get more out of your coupons 
with a few tweaks. First of all, never 
give away single coupons to just one 
customer. If you give away multiple 
coupons, people are sure to be walking 
around the office handing them out. 
Next, get everyone recruiting friends 
for your discount by having a mini-
mum number of participants required 
to activate it. Instead of the generic 
10% off for each coupon, make it a 
significant discount that only works 
if they bring in three friends. Finally, 
help your coupons spread by putting 
them in an email and let your sub-
scribers pass it on to their friends. 

Source: www.gaspedal.com

 When giving negative feedback 
to an employee, paint a picture of 
the behavior you expect to see in the 
future. Be specific about the behavior 
you want improved or eliminated. For 
example, don’t say “You’re always late 
for work.” Instead, say “I’d like to see 
you at your desk, ready to work, by 
8:30 every morning.”

Source: Manager’s Edge, 1101 King St., 
Alexandria, VA 22314

Provided for members of the 
Greater Maryville 

Chamber of Commerce
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Is investing in interactive Web tech-
nologies worth the time and money? 
A new survey by McKinsey Quarterly 
polled companies about the benefits 
gained from using various Web 2.0 tools 
and found that several technologies were 
a boon not only for customer relation-
ships, but for relationships with employ-
ees and external partners and suppliers.

When it came to customer-related 
benefits, blogs were the most useful tool, 
bringing measurable benefits to 51% of 
responding companies worldwide. That 
was followed by video-sharing and social 
networking (48%) and RSS feeds (45%). 
Technologies such as wikis, podcasts, rat-
ings and tags were less useful, but still 
benefited customer relationships for up 
to one-third of companies worldwide. 

More than one-half of respondents 
said Web 2.0 tools increased marketing 
effectiveness, while 43% reported higher 
customer satisfaction and 38% reduced 
marketing costs. Businesses in the high-
tech/telecom industry were most likely 
to report customer-related benefits of 
Web 2.0, at 65%, followed by business/
legal/professional services firms, at 60%. 

Companies cannot simply adopt these 
technologies and expect their customers 
to use them en masse, however. Among 
firms reporting measurable benefits 
from Web 2.0, 74% said it was important 
to integrate the tools with other forms 
of customer interaction, and 52% said 
marketing the Web 2.0 initiatives them-
selves was a best practice.

Source: eMarketer.com, September 16, 2009

Are Web 2.0 tools worth the investment?

Chances are, your business is subject 
to a new Federal Trade Commission 
(FTC) rule and you didn’t even know it. 
Back in January 2008, the FTC’s FACTA 
Red Flags Rule went into effect, requir-
ing financial institutions and “creditors” 
to develop a written program to prevent, 
detect and minimize the damage from 
identity theft. 

What many small business owners 
didn’t realize is that the term “creditor” 
includes any business that provides its 
products or services before invoicing 
clients. This resulted in mass confusion 
regarding which businesses are covered, 
so the FTC extended the compliance 
deadline several times in order to get 
the message out. The current deadline is 
now set for November 1, 2009.  

Defining who is subject to this new 
regulation can be confusing. For exam-
ple, you may be considered a “creditor,” 
but your customer accounts may not 
be covered by the rule. And accepting 
credit cards as a form of payment does 
not, by itself, make you a creditor.

To help clear things up, the FTC has 
developed a Red Flags website (www.
ftc.gov/redflagsrule) with information 
that can help determine if your busi-
ness is covered and how to comply with 
the Rule. It includes an online compli-
ance template to design an Identity 
Theft Prevention Program, as well as 
articles directed to specific businesses 
and industries, guidance manuals and 
frequently asked questions.

Sources: www.ftc.gov, blogs.business.com

Red Flags Rule deadline looms for small biz

We’ve all heard that raising prices 
often raises the perceived quality of a 
product or service. So does that mean 
that raising prices will increase sales?

Past marketing studies support this 
theory. But according to new Cornell 
University research, “A positive percep-
tion of a product based on its higher 
price doesn’t automatically translate into 
a decision to buy it.”

In order to determine the extent to 
which price influences consumers’ atti-
tudes toward a product, the researchers 
conducted experiments with differently 
priced foods. A few of the findings: Par-

ticipants did not clearly favor the higher-
priced items. Furthermore, a higher price 
tag can create a favorable first impres-
sion of an unfamiliar item, but this may 
not be enough for a consumer to buy it.

The researchers believe that price still 
has some effect on demand but that the 
effects are too small to be significant.

“When you make something more 
expensive, the psychological effect may 
make it more attractive, but that’s forget-
ting good old economics — when some-
thing is more expensive, you can afford 
less of it,” said one of the researchers.

Source: bnet.com, September 10, 2009

New thoughts on price and perceived quality

 Diffuse an irate person with 
this question. When Los Angeles-
based wedding planner Scott Regberg 
has a customer go into an out-of-
control rant over a minor, readily 
handled problem and act as though 
it’s the end of the world, he calmly 
asks: “Do you really believe that?” 
The trick is to ask the question not 
in a hostile or degrading manner, but 
in a calm and straightforward way. It 
causes most people who use hyper-
bole or exaggeration to backpedal 
and restate their position, allowing 
you to pin down the details of the 
actual problem. In the uncommon 
instance that someone replies with 
a firm “yes,” be reachable and listen 
carefully to what they have to say. 
Either way, you’ll have the opportu-
nity to sort through the problem.

Source: Just Listen: Discover the Secret 
to Getting Through to Absolutely Anyone by 
Mark Goulston, AMACOM (2009)

 Peer-to-peer lender, Kiva, now 
facilitates microloans to entrepre-
neurs in the U.S. Originally created 
for business owners in the develop-
ing world, Kiva has partnered up 
with Opportunity Fund and Accion 
USA to replicate its lending model 
in this country. No loan will exceed 
$10,000 and loans are targeted at 
entrepreneurs with low or moder-
ate incomes who can’t get credit. 
Kiva does not define who qualifies 
for a loan and leaves that job to its 
partners. Opportunity Fund makes 
loans to those with less than 80% 
of an area’s median income, while 
Accion says most of its borrowers are 
low- to moderate-income immigrants 
or minorities.

Source: www.businessweek.com

 Is your Google AdWords bid-
ding strategy optimized? One tool 
to help you find out is Google’s new 
Bid Simulator. The feature allows 
advertisers to simulate what could 
have happened had they bid differ-
ently on the previous campaign week. 
The feature should enable advertis-
ers to make better judgments on 
which keywords to alter spending on, 
giving a better picture of the trade-
off between cost and click-through 
volume.

Source: www.bizreport.com
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continued from page 1Cut Costs...

Small business owners are discover-
ing an upside to the economic downturn: 
a deeper pool of talent to tap through 
internship programs. Large employers 
have slashed the number of internships 
by around a fifth this year as part of 
recession-related budgets cuts. At the 
same time, demand for internships is 
rising among students facing a tight job 
market where employers are putting a 
premium on work experience.

Hiring permanent staff can be cost-
lier and riskier right now because of 
the uncertain economic environment, 
but business owners can keep expenses 
in check by employing lower-cost labor, 
such as interns.

“It’s a good opportunity for small busi-
ness owners,” says Keith Ashmus, chair 
of the National Small Business Associa-
tion. Ashmus, who is also a co-founding 
partner at Frantz Ward LLP, a law firm 

Tapping talent through internship programs
in Cleveland, says his firm’s ongoing 
paid-internship program is attract-
ing higher-caliber candidates as larger 
firms cut back.

Interns can energize a workplace with 
their enthusiasm. They can pitch in to 
support projects that might otherwise 
languish on a back burner. An intern-
ship program can also serve as an effec-
tive recruitment ground for future hires.

Setting up an internship program 
doesn’t require a large investment of 
time or money. To get the best results, 
business owners need to find appropri-
ate candidates and screen them to make 
sure they have the skills needed to get 
the jobs they want done. Once hired, 
provide a clear description of duties and 
give regular feedback, as it should be a 
learning experience for the intern. 

Source: The Wall Street Journal, August 24, 
2009

Now is the time to increase customer 
equity through activities such as these: 

• Opening a dialogue with your cus-
tomers: Thank your customers for their 
business; recognize the economic situa-
tion and sympathize with the challenges 
your customers are facing. 

• Rewarding your customer base: 
For a period of time, offer free services 
that have a limited impact on your cost 
structure but deliver additional value to 
your customers; offer special promotions 
that are low-investment items but are 
perceived as valuable by your customers. 

5. Step up customer service. Now 
is not the time to under-deliver on your 
customers’ expectations, especially in 
customer service. As we noted, switching 
costs have been reduced — and one  
poor customer-service experience could 
be enough to drive a customer to a com-
petitor.

Without making a significant invest-
ment in customer service, a business can 
take various actions to improve the level 
of service delivered. The following are 
examples: 

• Creating a sense of urgency in your 
customer-service groups: Clearly set 

expectations that the business viability 
is dependent on the customers’ experi-
ence and the customer service group has 
the ability to make a significant impact. 

• Developing programs to foster 
improved customer service: Develop 
internal competitions for your customer-
service team; establish awards and 
recognition initiatives for your customer-
service team. 

Current economic conditions require 
that businesses make difficult invest-
ment and cost-cutting decisions. Main-
taining a customer perspective in these 
trying times will ensure that the right 
activities are invested in and your cus-
tomers are satisfied and secure.

Those that retain their customers in 
the current economic environment will 
not only be more resilient in the short 
term but also best positioned to prosper 
in the long term, when the economy 
begins to rebound.

J. Mark Carr is a partner, and Karl Gustafson 
is a senior manager, at CMG Partners (www.cmg-
partners.com), a strategic marketing consulting 
firm that helps companies in a variety of industries 
get more out of their growth opportunities, cus-
tomer bases and marketing investments.

 If your company uses “robocalls” 
(sending prerecorded messages to tele-
phones) for lead generation, beginning 
September 1, the FTC requires that 
you obtain written permission to send 
prerecorded sales and solicitation voice 
messages to consumers. Additionally, 
telemarketers must provide dedicated 
toll-free, opt-out phone numbers for 
all messages left on voice mails where 
automatic opt-out functions are not 
applicable. 

Source: www.targetmarketingmag.com

 Are your sales goals too high? 
Sales managers often think that it’s 
a good idea to set goals just a little 
higher each time. However, arbitrarily 
setting goals 10% or 20% higher than 
the last period can actually be demo-
tivating if they are unreachable. Good 
salespeople want to reach their goals 
and can become depressed if they 
don’t. The most effective sales goals 
are based on salespeople’s behaviors 
and not on something tied to outside 
forces — like the economy — that they 
can’t control. Make sure goals are cus-
tomized to fit the particulars of each 
salesperson’s situation. Goals should 
be broken down into small bites or a 
series of steps so that reps see a clear 
path to reach the larger goal. 

Source: www.sellingpower.com

 Get publicity by finding out 
what stories will be covered before 
they hit the newsstands or get on the 
air? The secret is editorial calendars. 
These calendars allow you to see what 
topics a media outlet will be covering 
in the future and help your company 
to get some much-needed exposure. 
Typically, editorial calendars can be 
found in advertising sales kits. Look 
over each calendar and determine 
which of their upcoming stories you 
may be able to offer your knowledge 
as a source. Don’t wait to the last 
minute to pitch your idea, however. A 
good rule of thumb is that they will 
be looking for information about four 
months ahead of publication. 

Source: www.thepowerpublicist.com
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