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Seasonal Businesses Face Unique Challenges
With the bulk of the '08 season complete, plan now for next year

A seasonal business is inherently more
difficult to manage than any other type of
business, largely because of the unique
challenges they face. When the bulk of
income is received during a short time frame
— often within just a few months — it is
critical that seasonal business owners be
diligent in developing an objective, analytical
business plan and revisiting the plan several
times throughout the year.

The process is often complicated by a false
sense of security that exists at a time when
there doesn’t seem to be enough hours in a
workday and plenty of cash coming in. It isn’t
until business slows and the cash flow dries
up that the realization occurs: an objective
business plan is an important tool that can
mean surviving — even thriving — next year.
With the lessons of the previous season

still fresh in mind, now is the time to take

a good hard look at the 2009 season.
Use the off-season to strategize, and if
you don’t have one, develop an objective
marketing plan. Explore other revenue
streams to help even out the peaks and
valleys of this type of business. Consider
expanding your current product offerings
to maximize equipment utilization and
the skills of your workforce. The most
immediate need will be to create a cash
cushion for unexpected events during
the next off-season when income is
scarce. An adequate stockpile will also
be necessary when the busy season starts
and operating expenses spike prior to
receipt of new income.

Off-season activities
The off-season is also when most equipment
repair and maintenance work is performed
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The Economic
Crapshoot

The current U.S. economic crisis and
uncertainty of what the future holds
present perhaps the greatest challenge
and frustration for seasonal business
owners. Now that the busy season has
ended, this is the time to sit down and
prepare a projection for next year. So
given this instability and doubt, here
are some sound business principles
small business owners should consider:

= Set aside cash for capital improve-
ments, ongoing operating expenses
and 2009 startup costs. The last
figure depends on how quickly your
business ramps up, how long it takes
to collect from new invoices and how
quickly you need to pay expenses
such as salaries, fuel, equipment, etc.

Carefully evaluate what you can
afford to pay yourself. And secure a
line of credit that could cover one or
two months’ worth of peak expenses.

Stay informed and monitor trends
that will affect not only your
business, but the economy as a
whole. Consumer behavior can
change radically in uncertain times.
There are no givens.

Be prepared! The 2009 season will
be upon us before we know it.
Despite the current state of economic
instability, the best defense is a

solid and conservative offense.

Now is not the time to be taking
uncalculated risks.




It really is about the economy

Understandably, the present state of economic flux is the preeminent
issue on the mind of nearly every American. Unemployment figures are
pressing toward an all-time high. Long-established banks, insurance
companies and investment firms have faltered. By the time you read this,
the U.S. economic climate will most likely have experienced another
dramatic development. If all this leaves you worried and confused, you’re
not alone. Even the most experienced financial gurus are left shrugging.

Although the current economic downturn certainly warrants concern, there is also reason for
optimism. Adversity often creates opportunity previously not recognized so that once the
storm calms and the black clouds succumb to the more powerful rays of the sun, we find
ourselves stronger and better prepared for the next challenge. While the recovery road will
be filled with detours and the journey long, conventional wisdom — and yes, history — says
this too shall pass. We are a nation of strong-willed, optimistic and resilient people that when
presented with adversity always find the means to recover and thrive again. This is especially
true of the entrepreneurial spirit of the small business owner.

To that end, this issue of INSIGHT is dedicated to helping your business weather the present
economic climate and includes information for surviving in the uncertainty of what may lie
ahead. Now is the time to start planning for another busy season, but you should also be
thinking long-term. Success will come from objective strategic planning, sound logic, fiscal
responsibility, and yes, a fair amount of luck.

Neither the pundits nor the “experts” can predict what the future holds. But we hope the
information included in this issue of INSIGHT will be helpful in securing a bright one for you
and your business.

Best Regards,

Bt 305

Brent Lester
Chief Operating Officer




Develop a Strategy to

Grow Your Business
A well-prepared business plan
is key

Every business, small or large, will be more
successful with a business plan roadmap —
prepared objectively and conservatively.
And a key component of a business plan

is the marketing plan. A well-prepared
marketing plan summarizes the who, what,
where, when and how much questions of
company marketing and sales activities for
upcoming years. These five questions ask:

* Who are your best prospects and loyal
customers?

* What unique position or service do you
have in the market?

* Where will you implement your
marketing and promotional resources?

* When do the spending peaks and
valleys occur; when will you need
additional funds?

* How much sales, spending and
profits will you achieve as a result of
these efforts?

Prepare realistic income projections

The financial projections contained in your
business plan should be based on the
assumptions contained in your marketing
plan. It is the marketing plan that details
when expenditures will be made, what level
of sales will be achieved and how and when
promotional expenditures will be made.

The major elements of your marketing plan
should include:

= A situation analysis that describes
the total marketing environment that
your company competes within and
the status of company products and
distribution channels.

* An opportunity and issue analysis
examining the main external opportunities
and threats to your company and the
internal strengths and weaknesses. This
should also consider any key issues facing
your company.

* Goals and objectives that outline major
desired company accomplishments and
the marketing and profit objectives.
Where do you want the company to be
in five years?
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A well-prepared marketing plan
summarizes who, what, where,
when and how much

= Your marketing strategy should include
a concise statement summarizing your
customers, prospects, products and service
offerings and any expansion plans. Consider
the competitive market segments you will
compete in, the unique positioning of your
company that is compelling to buyers,
pricing strategy, spending and the impact
of economic variables.

Include expansion plans

The business plan may include a projection
of anticipated business expansion. This
involves developing an expansion plan that
should be included in conjunction with your
financial projections. It is important to
document how to be financially prepared for
an expansion, including approved sources
for additional funding or a bank loan.

Be specific in describing which aspects of
the business you anticipate expanding and
take a conservative approach when making
projections. Be explicit and thorough. It's a
good idea to make a checklist of how every
facet of your operation will be impacted.

For example, specify whether your plans
include adding facilities, land, equipment
or new products or services — even how

projected growth will affect the number of
employees you will need.

In conjunction with your expansion plans,
show predictions for market growth to
support your need for expansion. If
expansion includes an additional location
and / or equipment purchases, you should
document factors to support how these
capital expenditures will be supported by
increased income. Don’t forget to allocate
resources to promote the new location and
revisit your competitive analysis to reflect a
new geographic area.

Revisit and update your business plan on a
regular basis to validate that your original
expansion plans are still practical. Or, you
may opt to develop new plans to support
your expansion. lllustrate the business need
to justify your expansion plans or explain
the premise behind the idea to expand.

And, finally, develop a projected timeline
in which expansion is expected to begin
and conclude. Remember to consider
legal aspects, such as zoning ordinances
that may dictate the size of your facility
or impose other unforeseen hardships on
your business.






IMAGINATION, PASSION, COMMITMENT AND SOLUTIONS
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Colorbiotics Is Ready to Help.

At Colorbiotics, we know that quality service is a key to our success and your continued profitability. That is why
your territory manager will strive to understand your business and the challenges you face. Our goal is to be a
valuable business resource. In addition to providing you with quality colorants and equipment, Colorbiotics can
assist you in finding solutions that help your operation run more efficiently and effectively.

Your territory manager is backed by a talented team of technical service professionals who can offer equipment,
expertise and hands-on training. Our service team is ready at any time to answer questions.

We offer our imagination, passion, commitment and solutions on an ongoing basis because we want our
relationship to be strong for years to come.

Thank you for your continued business and feel free to contact us for additional information on Colorbiotics
colorant and coloring systems.

www.colorbiotics.com  Toll-free 888.663.6980
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