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The Affordable Care Act will help 

small businesses by lowering 

premium cost growth and in-

creasing access to quality, af-

fordable health insurance.  De-

pending on whether you’re a 

small employer or a larger em-

ployer, different provisions of 

the Affordable Care Act may ap-

ply to you as described below. 

                                           

1. Businesses with Fewer than 

25 Employees- Small Business 

Tax Credits: The Affordable Care 

Act does not require that busi-

nesses provide health insur-

ance, but it offers tax credits for 

eligible small businesses that 

choose to provide insurance to 

their employees.  To qualify for a 

small business tax credit of up 

to 35% (up to 25% for non-

profits), you must have:  

 Fewer than 25 full-time 

equivalent employees 

 Pay average annual wages 

below $50,000 

 Contribute 50% or more 

toward employee health 

insurance premiums 

Beginning in 2014, this tax cred-

it goes up to 50% (35% for non-

profits) and is available to quali-

fied small businesses who par-

ticipate in the Small Business 

Health Options Program 

(SHOP) Exchanges. 

2. Businesses with 50 or Fewer 

Employees- Affordable Insur-

ance Marketplaces: The Afforda-

ble Care Act does not require 

that businesses provide health 

insurance, but beginning in 

2014, small businesses with 

generally 50 or fewer employees 

will be able to purchase cover-

age through SHOP, competitive 

marketplaces where small em-

ployers can go to find health 

coverage from a selection of 

providers.   

 

The SHOP Marketplaces and 

Individual Marketplaces for 

those who are self-employed 

open on January 1, 2014. Open 

enrollment begins on October 1, 

2013.  SHOP will offer small 

businesses increased purchas-

ing power similar to that of large 

businesses. 

 

3. Businesses with 50 or More 

Employees- Employer Shared 

Responsibility Provisions: Under 

the Affordable Care Act, the Fed-

eral government, State govern-

ments, insurers, employers, and 

individuals share the responsi-

bility to reform and improve the 

availability, quality, and afforda-

bility of health insurance cover-

age in the United States.  Em-

ployers are not required to pro-

vide coverage to their employ-

ees under the Affordable Care 

Act.   However, beginning in 

2014, businesses with 50 or 

more full-time employees (or 

full-time equivalents) that do not 

offer affordable health insur-

ance that provides a minimum 

level of coverage to substantially 

all of their full-time employees 

(and their dependents) may be 

subject to an employer shared 

responsibility payment if at least 

one of their full-time employees 

receives a premium tax credit to 

purchase coverage in an insur-

ance Marketplace.  A full-time 

employee is generally one who is 

employed an average of 30 or 

more hours per week.  

 

If you meet or are close to this 

threshold level of full-time em-

ployees, it’s important to under-

stand how these rules may apply 

to you and how the employer 

shared responsibility payments 

could be triggered.   For more 

guidance on the employer 

shared responsibility payments, 

refer to this FAQ from the IRS. 

 

Meredith K. Olafson is Senior Policy 

Advisor for the U.S. Small Business 

Administration where she oversees 

the agency's education and out-

reach efforts around health care 

and the Affordable Care Act.  
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Securing small business financing can be 

challenging. Whether you are just starting 

out or looking to grow, banks and lending 

institutions can be rigorous in their lending 

review practices. For example, businesses 

with few assets to their name may find it 

hard to secure a traditional loan. Other 

business owners may not be able to provide 

the reassurance that lenders seek to allevi-

ate their concerns that your business may 

fail and the loan won’t get repaid. So when 

you approach a lender, it’s just as important 

to understand the basis on which loans are 

made as it is to stack up your financials and 

business plan.  So what are lenders looking 

for in a potential loan applicant? Here’s 

what you need to know. 

 

Here are some basic “must-haves” that the 

ideal candidate might be expected to evi-

dence: 

 That you have sufficient assets, finan-

cial reserves and personal collateral to 

endure business fluctuations (and still 

pay off your loan) 

 As an existing business owner, you’ll 

need to show that you have solid cash 

flow, sufficient to repay the loan 

 New businesses need to evidence that 

they have a track record of profitability 

and success in a  similar business en-

deavor 

 

Let’s face it, that’s a tricky list for any pro-

spective or existing small business! So what 

are your options? Proving your creditworthi-

ness is still possible, with some planning 

and preparation. 

 

How to Prove Your Creditworthiness: Bank-

ers need to make money, and while they 

may have an ideal candidate in mind, even 

they have to compromise—this is where 

your opportunity lies. The trick is to demon-

strate, using other means, that you are a 

creditworthy business owner. For example, 

if you are new to this business, can you 

show success in managing a similar busi-

ness another field (even if you weren’t the 

owner)? Perhaps you’ve owned or managed 

a profitable business in a different indus-

try? Lending officers might be more agreea-

ble to your application if you can show that 

you supplement your own experience with 

that of someone who also has success in 

the field.  

Putting yourself in the lender’s shoes is a 

good starting point. It’s much like a job in-

terview, where you form an understanding 

of the type of candidate the employer is 

looking for and prepare your application 

and anticipate questions accordingly. Ask 

yourself: “Why should this lender think my 

business can succeed where others have 

failed?” and have a thorough answer pre-

pared, plus a detailed explanation of how 

the money will be used and your plan for 

paying it off. 

 

Step Back and Prepare: Key to this prepara-

tion is a solid business plan, good personal 

and business credit, and some expert help. 

The following SBA resources and tools can 

help guide you down this preparation path: 

 Build a Business Plan Online Tool – 

Putting pen to paper to write a business 

plan isn’t the easiest of tasks. Check 

out this new tool from SBA that guides 

small business owners through the pro-

cess of creating a basic, downloadable 

business plan—and offers pointers on 

essential elements like cash flow and 

financial projections. The great thing 

about this tool is you can build a plan in 

smaller bites, save your progress and 

return at your leisure.  

 Clean Up Your Credit – Business credit 

is an asset and considered an econom-

ic resource that makes up the financial 

foundation of a company. Lenders look 

for assets. SBA guest blogger Marco 

Carbajo blogs regularly about how to 

build your business and personal credit 

to help secure financing. Check out his 

article, How To Build Business Credit 

For Your Start Up. 

 Consult an Expert – Whether you need 

help finding the right loan for your busi-

ness or a guiding hand that can help 

you through the application process, 

don’t feel that you have to go it alone. 

Local Small Business Development 

Centers, Women’s Business Centers, 

and SCORE (a mentoring organization 

for small businesses) can help you 

through the process. Find one of these 

groups in your community. 

 

Can’t Get a Business Loan? Consider Alter-

native Financing from SBA Loan Programs. 

If you or your lender decides that you aren’t 

the right candidate for a traditional busi-

ness loan, you still have options. Consider 

an SBA Loan Program. The SBA doesn’t 

lend businesses money; instead, these pro-

grams take the risk away from the banks 

and encourage them to make loans to small 

business owners by guaranteeing part of 

the loan. 

Check out these additional online learning 

resources that can help you navigate the 

SBA loan process: 

 How to Prepare a Loan Package 

 Video interviews with successful entre-

preneurs who share the lessons they've 

learned about owning a small business 

and securing an SBA loan 

 
Caron Beesley is a small business owner, a writ-

er, and marketing communications consultant. 

Caron works with the SBA.gov team to promote 

essential government resources that help entre-

preneurs and small business owners start-up, 

grow and succeed. Follow Caron on Twitter: 

@caronbeesley  
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Most successful businesses 

have a large database of con-

tacts, including clients, past cli-

ents, prospects, alliances and 

suppliers, which they keep up-to-

date and fully utilize.  

 

This is why your contact list is a 

goldmine for your business. The 

number and variety of strategies 

(for example, email market-

ing, e-cards, value adding, refer-

rals, events etc.) you can utilize 

with it are limitless, as are the 

results you can achieve from it. 

Using your database well can 

generate leads for your business 

and increase your sales.  

 

Here are a few tips to build your 

database: 

 Get every new customer to 

complete a form (on your 

website or at your premises) 

that will automatically cap-

ture their details and popu-

late your database of con-

tacts.  

 Send a postcard or letter to 

your clients giving them an 

incentive to sign up on your 

website. For example if it 

will be opened by the right 

person, include a request 

with your next invoice for 

their email address (if you 

have all other details but 

not the email address).  

 Get everyone in your team 

to ask each new caller, visi-

tor, or appointment for per-

mission to be placed on 

your mailing list for your free 

e-newsletter and special 

offers that go to members 

only. Describe your content 

from a WIIFM perspective so 

they have an incentive to 

say yes.  

 Run a competition on your 

website or through other 

mediums. Include a tick box, 

already ticked, for receiving 

future offers.  

 Promote a 'sign up' form on 

the home page of your web-

site (or better still on every 

page within your site) that 

automatically places their 

details into your contact 

database.  

 Promote the 'sign up' facility 

in your newsletter so that if 

someone 'sends it to a 

friend' they too can sub-

scribe easily.  

 Have a subscribe link in the 

signature file on all your 

team's outgoing emails (i.e. 

at the end of each email).  

 Look at every point of con-

tact you have with people 

and utilize it to gather de-

tails. Ask people to join your 

database at: 

Seminars 

Workshops 

Trade shows (get cards 

from fellow presenters 

and attendees in your 

target market) 

Networking functions 

 Supply articles to other busi-

nesses and include a link to 

your website with a sign up 

page.  

 

An important factor in getting 

people to join your database is 

the signup form you ask them to 

complete. Here are some tips for 

the form: 

 It needs to be simple and 

fast for the user  

 Briefly describe what they 

are signing up for and its 

frequency so they know 

what they are getting   

 Keep your details requested 

under 7 points  

 Where possible, use drop 

down boxes for speed and 

efficiency  

 Use a form that automatical-

ly updates your contact list 

to save you time  

 Use incentives to encourage 

signups including, prizes, 

sample products, e-books, 

white papers or discounts 

 

Put all of these processes into 

consistent action and your data-

base of contacts will be con-

stantly growing. And so will your 

business. 

B U I L D I N G  Y O U R  D A T A B A S E  O F  C O N T A C T S  
W W W . B L O O M T O O L S . C O M  

S E V E N  T I P S  F O R  B U I L D I N G  C U S T O M E R  

L O Y A L T Y  
B Y  M I C A H  S O L O M O N  

 W W W . E N T R E P R E N E U R . C O M  

1. Anticipate customer wishes. When a customer's need is met 

before it has been expressed, it sends the message that you care 

about the customer as an individual. It doesn't require telepathic 

ability, just paying attention and knowing your customers. It's well 

worth the effort. The cared-for feeling a customer gets when her 

wishes are anticipated is where you can generate the fierce loyal-

ty. 

 

2. Hire with patience. In an organization aiming for superb ser-

vice, a single disagreeable or unresponsive team member can 

erode customer loyalty and team morale. That's why it can be 

better to leave a position unfilled, rather than rushing to hire 

someone unsuitable. More broadly, customer service excellence 

is most fully achieved when a business owner becomes expert at 

recruiting and training service personnel. 

 

3. Develop a customer-service vocabulary. Create and rehearse a 

list of vocabulary words and expressions that fit your brand per-

fectly. Cut out all off-brand language. What's more, search out 

and replace any vocabulary words that could bruise customer 

feelings. Employees of some successful companies carry pocket-

sized cards with handy reminders of recommended and discour-

aged phrases to use in a variety of common scenarios. 

 

4. Dedicate yourself to acknowledging each returning custom-

er. Whatever your business and its size, get to know each cus-

tomer as well as a beloved bartender, doorman, or hairstylist 

would. Computer-assisted client-tracking systems -- and an atten-

tive staff -- can help create that same "at home" feeling in your 

customers -- regardless of the size and price point of your busi-

ness, and whether it's an online or bricks-and-mortar operation. 

 

5. Make every hello and goodbye perfect. Psychological studies 

demonstrate that customers remember the first and last minutes 

of a service encounter much more vividly -- and for much longer -- 

than all the rest. The first and final elements of your customer 

interactions should be particularly well-engineered, because they 

are going to stick in the customer's memory. 

 

6. Speed up your service. Modern customers expect speedier 

service than did any generation before them. Not only speedier 

than their parents expected, but even than they themselves ex-

pected last year. In the age of iPhones and Amazon.com, you 

may as well not deliver your product or service if you're going to 

deliver it late. 

 

7. Show your personality. When customers choose to interact 

with a person at your company, they want the transaction to be, 

well, human -- even in an online interaction.   

 

Micah Solomon is the co-author with Leonardo Inghilleri of Exceptional 

Service, Exceptional Profit: The Secrets of Building a Five-Star Customer 

Service Organization and a public speaker based in the Philadelphia 

area.   
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Mark Your Calendars! 

Downtown Development Authority 

hosts Chamber of Commerce 

Business After Hours 

Tuesday, February 5, 5:30 PM 

The Holly Theater 

Annual DDA Business Reception & 

Awards Program 

Tuesday, February 28, 5:30 PM 

The Smith House 

 

Merchant Coalition Meeting 

Wednesday, February 27, 8:30 AM 

Chamber of Commerce 
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