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(NAPSA)—Small -business
owners who think preparing for a
disaster is expensive should think
again. Being unprepared—and
losing everything—can mean pay-
ing a much higher price. 

For example, in July 1996, the
president and owner of Brookville
Mining Equipment Corporation,
Dalph McNeil, faced every busi-
ness owner’s nightmare when the
nearby creek crested at eight feet
after a 24-hour downpour. 

Expensive new machinery was
covered in mud and a powerful
current of water had swept away
inventory and collapsed a 30-foot
section of wall. The flood caused
nearly $1.6 million in damages
and losses. 

After receiving a Small Busi-
ness Administration (SBA) disas-
ter loan, McNeil relocated his
plant away from the floodplain
and asked one of his employees to
take on the additional responsibil-
ity of “safety coordinator.” 

Besides doing quality assur-
ance and control, the safety coor-
dinator, according to McNeil,
“runs monthly meetings with rep-
resentatives of the company, mak-
ing sure all the employees under-
stand the early warning and
evacuation plans, and the emer-
gency procedures.”

“You can never be too prepared,
as a small-business owner, for di-
saster,” McNeil remarked. “It’s
something you don’t want to think
about. How do you carry on busi-
ness as usual, as quickly as possi-
ble, after a disaster? You have to
be a bit of a fatalist, thinking in
terms of the worst-case scenario
for your business.” And while he
hopes he never has to use the

emergency plans he has in place,
McNeil says he is now ready for
anything. 

Experts say preparedness
starts with developing such an
emergency action plan that is tai-
lored to the company’s needs and
addresses several disaster scenar-
ios. The plan should include a
timetable, budget, assignment of
responsibility, prevention and mit-
igation steps to be completed, and
a list of risks and hazards to the
business. It’s also a good idea to
encourage employee involvement
in the process. 

A communications strategy is a
key post-disaster recovery strat-
egy. Phone numbers and e-mail
addresses for your insurance car-
rier, suppliers, creditors, employ-
ees and customers, the local
media, utility companies, and the
appropriate emergency response
and recovery agencies should be
updated regularly. 

This list should be maintained
by a key employee and a backup
person. Appoint a spokesperson to
get the word out that your busi-
ness is still open to dispel rumors
of business failure. 

Making sure your insurance
coverage is adequate is another
issue. According to the Insurance
Information Institute, a recently
released survey conducted for the
National Hurricane Survival Ini-
tiative (done by Mason-Dixon
Polling & Research) reports that
one in three residents in hurri-
cane-vulnerable states said it had
been three years or more since
they reviewed their insurance
coverage. 

When shopping for insurance,
think about property damage and
the loss of revenue and extra
expenses that occur when busi-
ness is halted by a disaster. Busi-
ness interruption insurance cov-
ers necessary expenses that occur
while the business is shut down.
Many business owners don’t real-
ize that basic hazard insurance
does not cover flood damage. Addi-
tional purchased flood insurance
is essential; most of the over $10
billion in disaster loans made by
the SBA after last year ’s Gulf
Coast hurricanes were for flood
damages. 

The National Flood Insurance
program provides coverage to
property owners. For more infor-
mation, visit the Web site at
www.floodsmart.gov. Flood insur-
ance must be purchased 30 days
before the disaster hits to be in
effect. 

Information on disaster pre-
paredness is also available at the
SBA’s Web site at www.sba.gov. The
federal government’s preparedness
Web site, www.ready.gov, can be
another helpful resource. Informa-
tion for this article was provided
and funded by the U.S. Small Busi-
ness Administration.

Calculating The True Cost Of Disaster Preparedness

The SBA administers long-term,
low-interest disaster assistance
loans to homeowners, renters and
businesses of all sizes. For more
information, go to www.sba.gov.

(NAPSA)—You know your kids
should be active, but often they
can be found hunkered down in
front of the TV, video game or
computer while the sun shines
outside. It’s a scene parents every-
where have lamented. The solu-
tion is pretty simple: Get them
active by making exercise fun. 

In fact, don’t even call it “exer-
cise.” Call it “play” and give them
lots of opportunities to do it. If
you gently suggest a bunch of
activities (running through the
sprinkler, playing whiffle ball,
drawing a hopscotch grid with
sidewalk chalk), they’re very
likely to take you up on one. And
if they enjoy themselves, they
may take the initiative next time
to choose that activity over being
a couch potato.

What’s fun to a kid? Sure, they
love a day trip to an amusement
park or a family vacation getaway,
but there are many low-cost,
everyday ways for kids to have a
great time being active. Each kid
will have his or her own favorites,
but most will enjoy activities that
offer one or both of the following:

• Physical thrills, such as
swinging on a swing, splashing
into a pool or gliding on skates

• A chance to get better at
something, such as riding a bike,
catching a ball or jumping rope.

With thrill-seeking kids, be
sure to supervise closely. (Riding
on a tire swing can be fun, but
falling off onto the hard ground
isn’t.) And when it comes to skill
building, be sure to take notice
when your child shows improve-
ment. Maybe your child is land-
ing some solid kicks on the soccer
ball or jumping rope with in-
creasing speed. Your encourage-

ment—and your child’s own satis-
faction—will spur him or her on
to keep practicing. 

When you find an activity, such
as jumping off the diving board,
that offers physical thrills and a
chance to master a skill, some kids
will do it over and over until their
skin is waterlogged and the sun is
setting on the pool deck. And if
you’re willing to do more than life-
guard, you can really increase the
fun quotient. What’s more fun (and
funny) than seeing mom or dad
bounce off the diving board and
land with a cannonball splash? 

But regular outings to the pool,
the park or even the backyard will
yield more than just good times.
You’ll show your kids that physi-
cal activity is a normal and fun
part of everyday life—a healthy
habit they’ll want to continue for
years to come. 

For more practical tips on how
to make exercise fun for your chil-
dren, visit www.CheeriosNurturing
Circle.com.

Playtime…Motivating Kids 
To Make Exercise Fun

Regular outings to the pool, park
or backyard can show kids that
physical activity is a fun part of
everyday life.

(NAPSA)—One of the biggest
challenges that any small busi-
ness faces is finding creative
ways to attract new customers.
Without the marketing clout of a
Fortune 500 brand, it’s hard to
get the word out about a product
or service. Yet, with so much com-
petition in the marketplace, a
business can’t afford not to.

The most effective marketing
campaigns include a combination
of different media. The more
places a potential customer sees a
brand or message—from TV,
radio, newspapers and online—
the more likely they’ll remember
it. However, small businesses tend
to rely primarily on local print
and Yellow Pages advertising
because they believe TV advertis-
ing is out of their reach.

Now there are new companies
using technology to make TV
advertising easy and affordable.
One such company is Spot Run-
ner, a unique new ad agency that
has dramatically lowered the cost
and complexity to develop an ad
campaign. By putting the entire
process online, the agency can
provide a complete TV ad cam-
paign for as little as $500 a
month.

Creating the campaign takes
just a few days. Clients start by
logging on to Spot Runner’s Web
site and selecting an ad from a

library of thousands of profession-
ally produced ads. The agency
personalizes the ad with the busi-
ness’ specific information and
then, using its proprietary tech-
nology, creates a customized
media plan. Clients can advertise
on any broadcast and cable chan-
nel available, such as CNN, ESPN
and Lifetime. Once the client
approves the ad and the media
plan, the agency gets it on air.

“We’re a small boutique firm
and TV advertising allows us to
compete on an equal footing with
the larger firms in town,” said
Ryan Lapidus, founder of the
Lapidus & Lapidus law firm. “To
see our ad on TV, side by side with
Fortune 500 companies on major

channels, is really exciting.”
Spot Runner offers these five

important tips to creating an
effective marketing campaign:

1. Understand your audience
and the messages that will res-
onate with them. A campaign
geared towards homeowners is
very different than one geared to
teens.

2. Pick a campaign to fit your
objectives. A campaign to raise
brand awareness will require a
different strategy than one to pro-
mote a new product or sale.

3. Choose an ad that reflects
your company’s brand values and
image.

4. Make it easy to understand.
People are thinking of other
things when they see your ad.
Don’t make them think. Make
them act.

5. Invest in your company’s
growth through a sustained mar-
keting campaign. Advertising
works over the long term by
increasing awareness of your com-
pany among new customers and
serving as a reminder to your
existing customers.

Whether you’re a professional,
a retailer or a service provider,
television advertising can fit into
your budget and be an essential
part of your marketing activities.

For more information, visit
www.spotrunner.com.

Creative And Affordable Way For Small Businesses To Attract New Customers

New technology is making it eas-
ier and more affordable to create
television advertising.

(NAPSA)—A new book, “Scat-
tered Minds,” reveals the previ-
ously unrecognized signals for
adults who suspect they may have
ADHD and underscores that
ADHD is a very real and accepted
medical condition. Adults with
ADHD may have greater diffi-
culty dealing with everyday prob-
lems when compared to their
peers and may even face chal-
lenges in their personal lives and
careers that their peers do not
encounter. If you suspect you or
somebody you know may have
adult ADHD, you can get a copy of
“Scattered Minds” and take the
simple screening test. To purchase
the book or for more information,
visit www.ADHDsupport.com or
the Web site for the adult ADHD
program at the NYU School of
Medicine at www.med.nyu.edu.

**  **  **
In “The Reality Diet: Lose the

Pounds for Good with a Cardiolo-
gist’s Simple, Healthy, Proven
Plan” (Penguin, $24.95), Dr.
Steven A. Schnur, founder of the

largest cardiology practice in
south Florida, offers a diet pro-
gram that’s not a fad. His secret is
fat-fighting fiber, the single best
predictor of successful weight
loss. Fiber curbs hunger while at
the same time lowering your risk
of heart disease, diabetes and a
host of other illnesses. Learn
more at www.realitydiet.com.




