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The convenience of
remote file access and

workflow
management
is no longer
restricted
to only
those busi-
nesses who
can afford
expensive
enterprise-
level

software solutions and the
developed information
technology departments
needed to keep it all run-
ning smoothly.
You can leverage some

of the same efficiencies for
your business using some
simple and inexpensive
cloud computing applica-
tions. Unless you have been
asleep for the past few
years, you probably have

heard about ‘the cloud’ and
how it is revolutionizing
business operations.
Cloud computing is sim-

ply the use of an Internet
connection to access and
modify information stored
on a computer located
somewhere else on the
Internet. The information
is passed from the remote
computer (usually a web
server) to the local com-
puter (called the client) only
for viewing and process-
ing by the user. All storage
remains on the remote
computer.
Cloud computing can

take many forms, including
the increasingly popular
web-based email. Two
less-utilized cloud com-
puting functions include
web-based file storage and
web-based workflowman-

agement.
File storage on a web

server allows for remote
access to the files from
anywhere an Internet
connection can be found
and can double as an off-
site file backup. Dropbox
(www.dropbox.com) is one
example that offers free
and paid accounts for file
storage, synchronization
and backup.
You can install a client

application that integrates
with your computer’s file
system and allows you to
store files on Dropbox’s web
server by copying those files
to a designated folder on
your computer’s hard drive.
The files are then uploaded
to the web server automati-
cally in the background,
allowing you to focus on
other tasks.

You can then access
those files from any other
computer or mobile device
with Internet access.
Dropbox also offers sharing
capabilities that allow you
to choose who can access
those remotely stored files.
You can download or delete
your files at any time.
Other web-based cloud

applications go beyond
storage, synchronization
and sharing to offer work-
flowmanagement.
Box (www.box.net) is simi-

lar toDropbox but hasmore
functionality. You can create
and edit sharedweb docu-
ments. Box also offers inte-
grationwith Salesforce.com
and other cloud services.
Another web-based suite,

Google Docs (docs.google.
com), allows co-workers
to collaborate on the same

document without having
to worry about keeping a
file updated as it is passed
from person to person via
email. Collaborators simply
access the shared file and
use one of the web-based
office applications to edit it.
Google Docs offers

you the ability to create
and edit word processing
documents, presentations,
spreadsheets, forms and
collections, all from within
your web browser. Any
modifications are saved
on the web server and are
instantly available. You
can restrict file access to
specific people or groups.
Both Box and Google

Docs offer free and paid
accounts.
Applications such as

Dropbox, Box, and Google
Docs offer you the abil-

ity to work frommultiple
locations without having
to store and keep up with
multiple local files. You can
share files and collaborate
with employees, contrac-
tors, customers, vendors
and strategic partners.
These are just a few of

many cloud computing
applications that enable
increased workplace
efficiency and convenience.
Try out a few different
applications to determine
which will satisfy your
needs. By having your head
in the clouds, you can save
time and effort.

Jason Anderson is the director
of the Georgia Southern
University Small Business
Development Center. He can
be reached at janderson@
georgiasouthern.edu.
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Building loyalty through customer commitment

tips from SCOREWho are today’s investors in the stock market?
Every evening we hear news

reports: “Investors, spooked by
European debt problems low-

ered stock market
prices 3 percent,”
or “investors,
impressed by
corporate profits,
raised stock
prices by 3 per-
cent.”
Stock market

prices today
show larger daily

swings in value than we have
seen in recent history. What
causes these major changes in
valuation?
The answer may be in who

the investors are. Histori-
cally, traditional investors were
individuals who risked their
savings by purchasing corporate
shares in hope of gain in the long
term. They selected firms they
believed would give them future
capital gains and dividend
returns.
In the field of finance we have

developed theories to predict the
behavior of individuals who seek
long-term gains. Unfortunately,
these traditional investors now
represent only about 11 percent
of stock market transactions.
Whomakes the other 89 per-

cent of stock market purchases?
According to the TABB Group (a
large investment research firm),
hedge funds and high frequency
trading funds nowmake 71 per-
cent of trades in corporate stock.
Institutions, including mutual
funds and pension funds, make
an additional 17 percent and
others the remaining 1 percent.

The problem is we really do
not understand the motivations
of funds make 71 percent of
the transactions. Hedge-fund
managers usually take 2 percent
of the value of assets they man-
age and 20 percent of the profits
they report. But they do not lose
previous profits if the value of
their assets fall. Therefore, they
may chose to sell shares for a
loss so their basis for future capi-
tal appreciation is minimized.
According to TABB, “high

frequency trading funds (HFT)
choose to keep their identi-
ties and intentions secretive,
operating under the radar in
hope of improving their chance
to profit.”
They use lightning-fast

computer-driven models to
buy and sell shares in search of
even minuscule profits. A small
profit earned on huge transac-
tions provides their short-term
returns.
Data on fund turnover further

reveal the changed nature of
these modern funds. Between
1950 and 1965, funds turned
their portfolios over an average
of 17 percent annually. In the
previous decade this has risen to
91 percent each year.
Some analysts find positive

elements in the decline of the
individual investor in equity
markets. For instance, the
growth of the HFT and hedge
funds has increased the volume
and therefore the liquidity in the
market. The increased size and
influence of institutional inves-
tors such as pension and mutual
funds have increased their activ-

ism in corporate governance.
Nevertheless, the HFT and

hedge funds are not traditional
investors as we understand
the term. They more resemble
speculators whose motivations
are different from investors.
Our economic theories of the

efficient market and stock values
are based on a market in which
traditional investors buy and
sell securities. We have much
less understanding of markets
dominated by speculator funds
that use computer programs to
drive transactions in search of
short-term gains. Are they more
susceptible to herd behavior and
follow-the-leader tendencies?
In 1987, the stock market

suffered a significant crash.
Research found that individual
investors provided essential
price support by not selling their
shares when prices began to fall.
Funds, however, contributed to
the severity of the price fall by
selling their shares.
In 2008, journalist Andrew

Coen of Investment News
reported that individual equity
ownership had fallen to a low
ebb. Sadly, that trend has con-
tinued and, as a consequence,
price fluctuations are larger than
ever.
Individual investors are not

to blame for these major price
fluctuations.

Kenneth Zapp is a professor emeritus
at Metropolitan State University
and volunteer counselor at SCORE
Savannah who lives in Savannah. He
can be contacted at Kenneth.Zapp@
metrostate.edu.

Kenneth
Zapp

As a small business owner,
today’s competitive market may
be intimidating. If a competitor
cuts prices or offers other
incentives, you may feel tempted
to do the same thing in order to
hold on to your customers, even
if it puts the stability of your
business at risk.
Though cost is important to

customers today, it is but one
component of a larger, more
important attribute — value.
If your business provides it
through service, responsiveness,
and going the “extra mile,” your
customers will respond with
loyalty, regardless of what your
competition does.
Building loyalty through value

is something small business
owners have been good at for
centuries because they are better
able to cultivate relationships
with their customers. They focus
not just on selling to them, but
also keeping them. That stability
is more efficient and predictable
for everyone involved.
Building loyalty is not a

marketing matter, so don’t look
there for help. To foster customer
loyalty, a small business needs
a strategy that keeps patrons
coming back. It starts with basics
that are sometimes overlooked.
Thanking customers for their
business, for example, goes a
long way. But try going beyond
a few spoken words. Write
some thank you notes and
letters. Make them personal and
sincere. Just let them know you
appreciate their business.

Creating value will help boost
loyalty. Ask customers if there
is anything else you could be
doing for them. Then, after they
tell you, do it. When a customer
leaves, you should consider it
unacceptable. Find out why it
happened and then work to
prevent it from happening again.
Remember, too, that your

customers’ needs are always
changing, and that they may find
attributes or “extras” in other
business that put your service
elements at a disadvantage.
Take ease of access, for example.
Make sure all your touch
points— your phones, Web site,
store layout, etc.—operates with
your customer’s needs in mind.
Visiting competitors’ locations
and sites may alert you to areas
where you may be behind, and
spark ideas for making a good
service or process even better.
If your customers like what they
find at your business, they’ll
keep coming back for more.
To learn more about

generating customer loyalty
for your small business
contact SCORE, a nationwide
organization founded in 1964
as a non-profit association
dedicated to helping the small
business community through
free and confidential counseling
for emerging and existing
business. Contact the Savannah
Chapter at (912) 652-4335 for
an appointment or visit www.
savannah.score.org to learn
more about its services and
counselors.
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