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(NAPSA)—It’s extremely valu-
able, quite rare and simply irre-
placeable—time. Whether it’s the
time to play a round of golf at an
exclusive course or the ability to
visit four cities in one day and be
home in time for a family celebra-
tion, private jet travel has become
an increasingly popular option for
savvy travelers looking to recap-
ture more hours for the things
that are most important.

And this holiday season, one
company is making it possible to
give this rarest of gifts to create
what may just be the most memo-
rable present ever.

A limited edi-
tion jet card
from Flexjet 25
pairs private jet
travel with ex -
clusive entrée to

world-renowned experts, combin-
ing the luxury of time saved with
once-in-a-lifetime experiences.

In addition to 24/7 access to an
entire Flexjet 25 fleet of Learjet
and Challenger aircraft, each
Expert Guide Edition jet card
comes with the opportunity to
select one of six packages featur-
ing leading authorities in a vari-
ety of lifestyle categories. From an
insider’s look into the intricacies
of the art world to fly-fishing with
a master angler, it seems the sky
truly is the limit.

“This holiday edition jet card is
simply another way for us to
demonstrate our commitment to
owner satisfaction and our under-
standing of what’s important to
them, while opening the door to a
rare world of experts who, in some
cases, literally wrote the book,”

said Sylvain Levesque, vice presi-
dent, Bombardier Flexjet. 

The packages for the special
edition Flexjet 25 card include:

Navigating the Art World—
A rare opportunity for one-on-one
consultation with internationally
renowned art consultant Barbara
Guggenheim; from counsel in pur-
chasing art to exploring the gal -
lery scene or a favored mu seum,
Guggenheim provides insightful
and authoritative guidance.

Know When to Hold ’Em—
From preflop strategy to postflop
play, World Series of Poker
bracelet winner and best-selling
author Antonio Esfandiari reveals
his most coveted secrets in a pri-
vate lesson at the spectacular Bel-
lagio casino in Las Vegas.

A Higher Purpose—From
counsel on charitable giving and
identifying areas of philanthropic
interest to forming a personal
foundation and developing a mis-
sion statement, this private con-

sultation with leading philan-
thropy advisor and strategist
Marjorie Federbush provides
meaningful and actionable direc-
tion for one of life’s most reward-
ing investments. 

Food for Thought—A limited
VIP invitation to the second-
annual Pebble Beach Food &
Wine event, with access to award-
winning chefs and vintners, invi-
tation-only receptions, dinners,
after-hour festivities and an inti-
mate private cocktail party and
book signing with one of the
event’s celebrity chefs.

Trout Whisperer—An exclu-
sive opportunity to learn a life-
time’s worth of knowledge and
insider secrets during a two-day
expedition on the Holy Grail of
fly-fishing, Henry’s Fork River,
with renowned fly-fisherman
Mike Lawson—popular author
and contributing editor to Fly
Fisherman magazine.

Navigating Your Life—Mint,
an exclusive lifestyle management
service dedicated to accommodat-
ing highly specialized re quests on
behalf of its private membership,
provides unprecedented access to
their experts to help make almost
anything possible—from closing
down the Louvre for a private din-
ner party to building the perfect
wine collection.

The Flexjet 25 Expert Guide
Edition jet card is available for
purchase from Nov. 1 through
Dec. 15, 2008. For more informa-
tion, visit www.flexjet25.com/
expertguide. The Flexjet 25 card
is available year-round and offers
flying hours in 25-, 30- and 35-
hour increments.

The Sky’s The Limit For This Ultimate Holiday Gift 

A series of unparalleled experi-
ences can make for gifts that
help the spirit soar.

Note to Editors: The Flexjet 25 Jet Card Program is operated under FAR Part 135 by Jet Solutions, LLC.
�

(NAPSA)—A growing number
of small businesses are getting the
message when it comes to e-mail. 

What they are learning is that
e-mail can be a key, cost-effective
part of a company’s marketing
strategy. According to Power
HomeBiz.com, a site for helping
small businesses do big business,
there are seven elements that
need to be considered before
engaging in e-mail marketing.

• Avoid spamming at all costs.
This means that you should send
e-mail only to people who re -
quested it, and this is why they
call it permission-based market-
ing. The rule is simple and clear: If
the person did not agree to receive
your e-mails, then it is spam.

• Personalize it. People are apt
to respond more favorably to
“Dear Elizabeth” than “Dear cus-
tomer.” Only send personalized e-
mails when you have complete
data. 

• Be clear about your privacy
policy. When visitors subscribe to
your newsletter and provide con-
tact information or other details,
they assume that the information
will be used by you and never
shared, sold or rented. 

• Respond to inquiries. Just as
you return phone calls, you must
return your e-mails. The hallmark
of good Internet customer service
is quick response times. 

• Acknowledge your subscrip-
tions. It is important to send an
acknowledgement e-mail to new e-
mail subscribers. Besides, this
acknowledgement verifies the
accuracy of the e-mail and clari-
fies that the subscriber has opted
in. You can do this automatically
by setting an auto responder to
your subscription e-mail. 

• Keep a record of all requests
for subscription to your newsletter
or product offering updates—even
for years afterward. If you receive
a complaint, you’ll be able to ver-
ify that the person did, indeed,
register.

• If the person wants to be
taken off your list, make it easy.
Be sure to include clear instruc-
tions on how to unsubscribe from
your list in every e-mail you send.
Upon receipt of the request to
unsubscribe, acknowledge the
e-mail and respond that you have
removed the person’s e-mail
address from your list. 

Avoid giving the person the
runaround. If  not,  you could
wind up with a disgruntled per-
son who could easily damage
your reputation.

To learn more, visit the Web
site at PowerHomeBiz.com. For
more information,  visit
www.comcast.com/business or
call 1-800-316-1619.

Key Tips On Making E-mail Marketing Work

An e-mail marketing campaign,
experts say, should only target
customers who asked to be on
your list. If they didn’t ask to hear
from you, the e-mail is spam.

(NAPSA)—It seems the eco-
nomic climate gets stormier
every day. During such uncertain
times, entrepreneurs often
choose to cut back, hunker down
and ride it out. However, experts
warn against exercising too
much caution—especially when
it comes to marketing. 

However, many experts warn
against exercising too much cau-
tion—especially when it pertains
to marketing your small business.

With proper planning, your
small business can actually pros-
per during tough economic times.
According to Rieva Lesonsky, for-
mer editor of Entrepreneur maga-
zine, entrepreneurs can use this
time to cut back in certain areas
and strategically invest in other
areas, such as marketing.

So how can small-business
owners make it through these tur-
bulent times? Lesonsky offers
some advice:

Keep overhead low. 
Entrepreneurs should take a

hard look at their expenses and
scale back on nonessentials. Some
big cost-cutting areas include
business travel, labor and rent.
For example: Entrepreneurs can
try videoconferencing instead of
traveling to a meeting; consider
forgoing pricey office space and
work from home instead; and re-

examine their staffing plan to
ensure they have the right
amount of coverage for their cur-
rent level of business, keeping
overtime costs to a minimum. 

Make noise. 
In this economy, competitors

are likely cutting back on market-
ing spending, too. This provides
an opportunity for entrepreneurs
to get their marketing message
out in a potentially less cluttered
environment, and possibly at a
better rate, too. In addition to tra-
ditional forms of advertising,
entrepreneurs can take advantage
of low-cost digital marketing tac-
tics, such as creating a blog, build-
ing an audience with Twitter,
staying on top of their ratings
through online review sites such
as Yelp, and creating company
pages on social networking sites
such as Facebook and LinkedIn. 

H a v e  a  s t r o n g  o n l i n e
presence. 

Increasingly, consumers are
using the Web to find businesses
of all sizes, so it’s really crucial
that small businesses be visible
online in order to compete. Today,
there are a number of low- or no-
cost options to help entrepreneurs
establish a professional Web pres-
ence without the expense of hiring
a designer or Web master.
Microsoft Office Live Small Busi-

ness (http://smallbusiness.office
live.com) provides entrepreneurs
with a free Web site and hosting,
a custom domain name and busi-
ness e-mail free for the first year,
low-cost e-commerce and online
marketing tools, and free business
management tools.

“Hire” customers. 
Entrepreneurs can turn satis-

fied customers into a word-of-
mouth referral engine for their
business. They can consider offer-
ing referral fees or free services to
encourage customers to refer new
clients. Entrepreneurs can also
ask customers to provide testimo-
nials that can be showcased on
the company Web site and mar-
keting materials. 

Always negotiate. 
Entrepreneurs should keep in

mind that everything is negotiable.
When other businesses are cutting
back, entrepreneurs are in a better
position to negotiate for lower
rates, better ad placements, lower
telephone rate plans or other dis-
counts, such as on office supplies.

So stay flexible, consider your
options, make decisions quickly
and don’t panic. By staying nim-
ble and looking to the future,
you’ll increase your chances of
emerging from the economic storm
with your business’ footing on
solid ground for continued growth.

Small-Business Survival Tactics:
Weathering Economic Downturn Requires A “Business-As-Usual” Mind-set

FOR SMALL BUSINESS

(NAPSA)—With millions of
presents and packages moving
across the country every day, it’s
smart for people shipping holiday
gifts to follow a few tips for safe
and timely delivery:

• Send your gifts ahead. If you
are traveling this holiday season,
take the hassle out of carrying
wrapped packages with you by
sending your gifts ahead of your
arrival.

• Ship early in the season.
This will allow you to avoid the
lines and provide you with a
greater selection of shipping
options.

• Choose the right supplies.
Use new, sturdy boxes with the
flaps intact and do not reuse
boxes. Position at least one inch of
Bubble Wrap, peanuts or other
packing materials on all sides and
use a heavy-duty tape designed
for packaging.

• Be smart about labeling. Posi-
tion the address label squarely on
the largest surface and provide
complete sender and recipient
addresses, including ZIP codes and
telephone numbers. Ensure that
the label is properly and securely
attached. Fedex.com allows cus-
tomers to create and print a ship-
ping label online, making this even
easier. FedEx also recommends
placing a label inside the box, in
case the outer label falls off.

• Be aware of shipping dead-
lines. For delivery in time for
Christmas, the last day to ship with
FedEx Ground is Wednesday,
December 17, and the last day to
ship with FedEx Express is Tues-
day, December 23.

• Don’t be afraid to ask for
help. There are more than 1,900
FedEx Office locations around the
world that provide a variety of
packing and shipping supplies
and services. 

For more tips, shipping options
and additional information, visit
www.fedex.com.

Get In Ship Shape This Holiday Season

Use a new, sturdy box that’s
properly labeled when you ship
holiday gifts. 




