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Anne White,  co-owner 
of AH Collection

Local merchant AH Collection 
thrives by giving back / P2

Where Carmel Business Comes First
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Anne White’s five tips 
for business success
•	Have	excellent	customer	service
•	Keep	prices	affordable	for	the	public
•	Know	the	trends
•	Have	great	employees
•	Be	passionate	–	“You	have	to	love	
what	you’re	doing,”	White	said.

14390	Clay	Terrace	Blvd.	–	Carmel	
13185	Harrell	Pkwy,	Suite	300	–	Noblesville

Phone: 753-1830
Web:	www.ahcollectioninc.com

Hours:	Monday-Saturday	11	a.m.	to	8	p.m.;		
Sunday	12	to	5	p.m.

About AH ColleCtion

Local merchant AH Collection 
thrives by giving back

White
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By Kaitlin Vanderpool
Carmel Business Leader

After meeting as exercise instructors 18 years ago, Anne White 
and Holly Kirsh discovered they had a another shared passion.

“We’re glamour girls,” White, a Carmel resident, said.
White and Kirsh co-own AH Collection, a women’s boutique in 

Carmel’s Clay Terrace. They opened their storefront four years ago 
because, White said, they each had always had their own businesses.

“(The businesses) were small, but they were mine,” she said. 
“Holly was the same way.”

White said the two began their partnership in 1994 by co-host-
ing “home boutiques.” By invitation, clients would come to their 
homes for makeovers and often would end up purchasing available 
beauty products. From there, the partners began offering jewelry, 
handbags and other fashion accessories.

“It kind of just worked its way into a full boutique with apparel, 
as well,” White said.

Then, that full boutique worked its way into another.
The partners opened a second location in Hamilton Town Cen-

ter last year.
“It’s been very rewarding so far,” White said, noting that the 

boutiques’ success is the result, in large part, of the strength of her 
partnership with Kirsh and the support of both their families.

“If those two didn’t work, we wouldn’t be here,” she said.
But they wouldn’t survive without their customers, either.
“The public knows Holly and me,” White said, “and our 

employees know who comes in.” She said their customer service is 
one of the reasons that both locations have seen such success.

“Our customer base enjoys that personal touch.”

White said that unlike some franchise or depart-
ment stores, AH Collection isn’t always filled with 
busy shoppers so associates can spend more one-on-
one time with customers.

“But we don’t try to compete,” she said. “We just try 
to be unique.”

And Kirsh said they prioritize offering new and 
interesting pieces to the customer.

“We have a good sense of fashion and a sense of 
what is coming for trends for the season,” she said. 
“We are able to offer unique and trendy items before 
everyone else has them.”

But that isn’t their only goal.
“We are always doing something to give back (to the commu-

nity),” Kirsh said.
AH Collection has hosted several events where a portion of the 

daily sales go to local sports teams, hospitals and other local organi-
zations. The boutique also participates yearly in the Junior League 
Holiday Mart and hosts holiday open houses and spa nights.

“It isn’t just about the clothes, it is about the experience of help-
ing others,” Kirsh said. She and her business partner also prioritize 
helping other local vendors.

AH Collection houses several other local merchants’ products 
inside the boutique.

“If someone can’t afford a storefront, we help them 
out,” Kirsh said.

AH Collection sells baby accessories, as well as chil-
dren’s and adult hair accessories – all crafted by other 
local community members. Both locations also offer 
women’s apparel, makeup, jewelry, handbags and scarves.

Kirsh said so far, customers have offered very posi-
tive feedback.

“(The customers) love our store and bring other 
people in,” she said. “That is the gift we get. That keeps 
us driven and going with the business.”

And according to Kirsh, the two partners will keep going as 
long as they can.

She said they are both mindful of the economy and will never 
make a decision that is too risky for their families, but they will 
always be there for their customer and know they will always be 
involved with a woman’s business in some form.

“We will always have AH Collection,” Kirsh said. “We are 
embracing the future and moving with the times.”

While they do, she said she and her partner will continue to fol-
low their passion, be true to themselves, listen to their customers, 
and give back to the community.

“We always try to touch other people’s lives in a positive way,” 
she said, “no matter what our role is in the community.”
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It’s a little out of place.
Drive north on Range Line Road and into the Carmel Arts 

and Design District, pausing at the stoplight at the Main Street 
intersection; behind you, there are many businesses. Ahead of you 
lie many more; to your right, multiple others.

There are many to your left as well – some of downtown’s most 
notable – but there’s something else, too.

Two vacant storefronts, right 
there like sore thumbs, on the 
northwest and southwest cor-
ners of the most visible inter-
section in Carmel.

It doesn’t look good.
It also doesn’t jibe with all 

the talk about Carmel’s growth, 
Carmel’s vision, Carmel’s suc-
cess in the midst of a recession. 
You can have all the Palladiums 
you want, but when you’re woo-
ing prospective businesses to 
migrate here without the ben-
efit of mountains or 68-degree 
temperatures year-round, you 
can’t afford the image one gets 
when he sees empty, prime real 
estate.

If said vacancies were on a 
side street, the issue would be less pressing. Unfortunately, these 
two addresses lie in the absolute epicenter of everything Car-
mel has become. How do you rectify it? I think the answer is to 
attract a handful of pop-up stores, whose owners would see the 
virtues of doing business in the District.

Overall, I guess it’s going to come down to good, old fash-
ioned American dreaming. It’s going to take brave souls who 

have ideas, write up business plans, swallow hard and take out 
loans in hopes that one day, they’ll have successful businesses on 
a desirable street corner.

I have my own ideas about what would and would not fit 
there; an art gallery would fall to the latter category – that mar-
ket is oversaturated as it is. If I were to start a restaurant, I’d be 
hesitant because Main west of Range Line is rife with choices: 
pizza, Italian, Cajun, American, pub food, ice cream, coffee. 

Other ideas are too far-fetched (paintball, anyone?) or simply 
don’t fit into the area to be viable. Perhaps it’s time to look west 
at what works in Zionsville (the intersection in question is brick, 
after all!) for inspiration. Phrases like ‘rare book store,’ ‘jeweler’ 
and ‘jazz café’ come to mind.

Someone needs to do something. Anything is better than 
empty windows.    

Derek	Fisher	is	the	managing	editor	of	the	Carmel	Business	Leader.	To	reach	
Derek	write	him	at	derek@youarecurrent.com

Creativity killers - how we 
bite the hand that feeds us
Back in the June 6 edition of Advertising Age where they 

profile 50 outstanding creative individuals in business, market-
ing and entertainment, Advertising Age asks several of the 
individuals, “What’s the biggest creativity killer?” I was excited 

to find that many of the 
things called out as “creativity 
killers” were things we have 
learned to avoid in our own 
business. Here is a short list 
of killers we find that stifle 
small businesses and frustrate 
entrepreneurs everyday.
Worrying about what 

others are doing
If you are starting or run-

ning your own business, you 
must have at least some faith 
in your ability to make deci-
sions. Looking at competi-
tion and worrying about what 
others are doing will only 
inhibit your ability to be cre-
ative and stand out. It is easy 
for entrepreneurs to think 

the grass is greener on the other side, but seldom do you real-
ize that your competition may be watching you with the same 
thought. You can’t get ahead by watching others, you have to 
blaze your own path.

Researching to death
Related to the above, how can you lead if you have to get 

five opinions on which way to change a lightbulb? Too many 
people get stifled because they think someone else has all the 
right answers. The reality is, no one has the right answers. Your 
solutions have just as much potential to be as flawed or effec-
tive as someone else’s. Besides, there is no better way to know 
for sure than to try and fail. A decisive entrepreneur can go 
through five bad ideas and get to a good one in the time it 
takes a researcher to take his first timid step.

Wile E. Coyote syndrome
We have all seen that road-runner crazed carnivore try every 

idea possible to catch his prey. It leads one to ask, “Why doesn’t 
he ever just try to get one right?” People have a terrible habit 
of throwing away an idea just because it doesn’t have immedi-
ate results. Often times, an idea is not bad it just needs refining. 
Working out the kinks in a good idea is what separates good 
ideas from great businesses.

Bureaucracy and red tape
The trend is that large companies will eventually fall to more 

nimble small companies. Autonomy is required for creativ-
ity. At a certain point, a large company has no one left who is 
empowered to make any important decisions. Those who try 
to “rock the boat” are quickly punished, and the only ones left 
are those content enough to not try anything new. Only those 
companies who learn to empower individuals at all levels to 
make an impact will be able to continue to stay relevant as they 
grow.

Impatience
This one I am throwing in. I believe that impatience kills 

good ideas and business strategies more than any other factor. 
The time it takes for a new campaign or process to show results 
is usually much longer than the expectations of those who are 
judging its worth. While a good sales strategy can show results 
in weeks, a good marketing strategy can take months, some-
times years. It is the difference between playing an instrument 
and going to a concert. One gets immediate and short lived 
results, the other takes time but produces permanent success. 
Companies that can live in the short and long term are the 
ones that rise to the top.

Chris	 “The	Brain” Hoyt	 is	 the	 chief	 operating	 officer	 of	 Fat	 Atom	 Internet	
Marketing	in	Carmel.	To	contact	him,	e-mail chris@fatatom.com or	visit www.
christhebrain.com.
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noW openNow Open

By Derek Fisher
Carmel Business Leader

Five Below, a specialty value retailer targeting teens and pre-teens 
with a wide array of trend-right merchandise, opened Oct. 5 in Village 
Park Plaza.

Though its name conjures up 
images of snow, ice and frigid 
temperatures, Five Below’s 
moniker actually is derived from 
the price point of its merchan-
dise: Everything in the store is 
priced $5 and below. 

Items carried by Five Below 
include fashion accessories, iPod 
and iPad accessories, hot video 

games and DVDs, sports and workout equipment, brand-name games 
and toys, cosmetics, school supplies and crafts, seasonal merchandise 
and decorations.

“Village Park Plaza is our first store in the greater Indianapolis area,” 
said Liz Romaine, Director of Marketing Operations for Five Below. 
“Carmel is a great community for us to be in – family oriented, value 
driven. We’re excited to establish our presence there and bring shoppers 
the trends they want at affordable prices.”

The Carmel expansion is part of an aggressive growth strategy that 
has Five Below opening approximately 50 stores this year, alone. Five 
Below currently has approximately 241 stores across 18 states.

“Five Below is about empowering tween and teens to take control 
of their spending, and enabling them to extend the buying power of 
their babysitting or paper route dollars,” Romaine continued. “Whether 
they’re looking for the latest fashion accessories, new cases or chargers 
for their iPhones and iPads, or some other trend, they can come to Five 
Below confident that they can get it for $5 or less. Parents love it too, 
for the same reasons. Back-to-school supplies for their kids, birthday 
gifts and goodie bags, sports equipment… They can fully stock up for 
their families and not have to worry about breaking their budget.”

New retailer comes to Carmel

Five Below
1950-4	East	Greyhound	

Pass	
www.fivebelow.com

Hours:  
Mon-Sat	10	a.m.	to	9	p.m.	
Sun	11	a.m.	to	6	p.m.

4420 East 146th Street Carmel, IN 46033
(Just West of Gray Road)

317-733-8655 | www.StorAmerica146th.com

• 24 Hour Move In Kiosk
• Heated/ Cooled Units
• Wine Cellar With Generator Back-Up
• Drive-Up Units
• Covered RV Parking

StorAmerica
Self Storage & Wine Cellar

StorAmerica
Self Storage & Wine Cellar

StorAmerica
Self Storage & Wine Cellar

StorAmerica
Self Storage & Wine Cellar

• Boat & Trailer Storage
• Complimentary Customer Business Center
• 21 Property Cameras
• Electronically Controlled Access Gate
• Month to Month Lease Term

NOW
 OPEN

Member FDIC

Indianapolis North O�ce | 317-706-9079
100 W 96th Street | Indianapolis, IN

Clint Pletcher
Commercial Regional Manager

317-706-9061

Brad Grabow
VP, Commercial O�cer

317-706-9063

Ryan Hart
Assistant Vice President

317-706-9065

Tim Schlichte
VP, Commercial O�cer

317-706-9062

Kirk Reis
VP, Commercial O�cer

317-706-9064

Rachel Villavicencio
AVP, Business O�cer

317-706-9060

By Derek Fisher
Carmel Business Leader

Pedcor Companies has signed a lease with 
Reese Kitchens, a Ferguson Company, to open 
a showroom within the Indiana Design Center. 
The new addition will feature Reese’s prominent 
kitchen cabinetry design services that cater to 
the residential design market. 

The showroom will showcase national and 
custom cabinet brands like MasterBrand Cabi-
nets and Mouser Custom Cabinetry, among 
others.

“The Reese Kitchens name has an excellent 
reputation in the state of Indiana and we are 
proud to have the showroom join the Indiana 
Design Center,” said Melissa Averitt, Vice Presi-
dent and Director of Marketing and Sales for 
Pedcor Companies. “The forthcoming Reese 
Kitchen, Bath & Lighting Gallery brings the 
Indiana Design Center to 98 percent leased with 
only one 1,200 square foot space remaining.” 

The new showroom will be located on the sec-
ond floor and will encompass 5,000 square feet 
of space. It is set to open in early 2013.

“With the addition of Reese Kitchen, Bath & 
Lighting Gallery, we are very excited to expand 
on the product and services the Indiana Design 
Center offers the community,” said Clark Cut-
shaw, Ferguson’s Residential Sales Manager for 
Central Indiana. “It is truly a one-stop-shop for 
homeowners, builders and designers.” 

Design center 
welcomes  

new gallery

Five belwo is now open in Clay terrace.
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your local independent insurance agent
shepherdins.com

(317)846-5554(

Protect the things that matter.

BUY FOUR SELECT TIRES
GET A $60 MAIL-IN REBATE*

*Dealer-installed retail tire purchases only, limit one redemption per customer. Purchase tires between 10/1/12 and 11/30/12. Rebate must be submitted by 
12/31/12. Rebate by check. $60 tire rebate cannot be combined with any other tire manufacturer-sponsored rebate/offer. See participating dealership for vehicle 
applications and rebate details. ** Subject to credit approval. Complete purchase must be made on the Ford Service Credit Card. Mail-in offer. Offer valid between 
10/1/12 and 11/30/12. Rebate must be postmarked by 12/31/12. Rebate by check. Cannot be combined with other Ford Service Credit Card offers. Valid at 
participating Ford locations.

Call or visit Pearson Ford Service today!
(888) 478-1917 | 10650 North Michigan Road | Zionsville, Indiana 46077

FREE NITROGEN FILL-UP
with tire purchase ($39.95 value)

GET READY FOR WINTER
Visit Pearson Automotive Today!

BUY FOUR SELECT TIRES
GET UP TO $120 IN MAIL-IN REBATES

On these name brands:
Goodyear • Dunlop • Continental Tire • Hankook • Pirelli

PLUS GET A $60 MAIL-IN REBATE**
When you use the Ford Service Credit Card.

SuCCeSSSuccess

A little ditty about Jack and Diane, two 
American kids living in the heartland. 

After marriage, just after college, they stum-
bled on a money-making job, selling widgets 
from their garage in their newly purchased 
home. 

After years of packag-
ing products from home and 
shipping them around the 
region, they first discovered the 
American market, then later, 
the world market. Within 10 
years, Jack managed the sales 
and shipping of products, while 
Dianne “did the books.”

Next, they built a $3 mil-
lion facility complete with $1 
million of packaging conveyers 
and a master computer that 
could label, price, ship and 
account for widgets, requiring 
only a handful of office person-
nel. When international com-
petition became a threat sell-
ing cheaper widgets, at first they thought they 
may lose the business. Then they discovered 
in a peer group meeting, that an associate was 
importing items from China. Jack joined him 
on the next trip, and you can guess the out-
come. Now, Jack and Diane had a two-tier sales 
program, a price-leader import, and a higher-
quality domestically built widget. This allowed 
them to grow to 100 employees, 50 parts pick-
ers at minimum wage, although they soon make 
more from an incentive program. Twenty-five 
employees work in shipping, making $40,000 
each; most of these entered the company 
through the minimum-wage picker jobs and 
showed promise and were promoted.

As the company grew, it became evident that 
a sales department must be instituted. Eventu-
ally they developed phone-sales personnel, and 
an e-commerce department. These departments 
shipped widgets from around the world. Many 
of these people were pickers, then shippers, and 
then they were in sales, making up to $100,000 
each, depending on volume. From the local 
business college, they hired a group of highly 
motivated office staff, with some “grey hair” 
sprinkled in to give the office a blend of Ameri-
cana. Because of the nature of the business, 
they now had a full-time international attorney, 
and a staff CPA helping Diane.

This year for the first time, Jack and Diane 
made the “horrid” $1 million. Finally … the 
payoff for the American dream, a real “thrill” 
that made sleepless nights worthwhile. For this, 
their personal debt is more than $4 million. 
They are responsible for a multimillion-dollar 
payroll due every other Friday at noon. In profit-
able months, and lesser months, they never have 
missed a payroll in 522 weeks. They insure more 
than 400 people at a personal annual expense 
of hundreds of thousands dollars. They support 
their church and local institutions with their 
personal income to the tune of $100,000 a year. 
No baseball or football team has ever, in 10 years, 
written a letter of thanks for the finances, much 
less informed where the team finished. No band 
ever sent a snapshot of the new band uniforms 
that they helped provide through a fundraiser 
that Diane chaired. They do have pride in the 
missionaries around the country and world who 
they support. And so it goes.

With their income, they are scheduled to 
pay in the mid-30 percent in federal tax. How-
ever, with the $1 million in assets that they 
purchased, they have a “loophole” that allows 
them to deduct the asset as it grows older and 
loses value. Imagine that! Since they have had 

the building for some years now, they paid 
$200,000 in principal. Some call this $200,000 
phantom income; you paid for it, but you don’t 
have it. You will “capture” it when you sell the 
building. Not to worry, according to the IRS, it 

will be taxed now to the tune 
of 30-plus percent, even if you 
did not get the cash to pay it.

 With deductions and tax 
rates worked one against the 
other, they owe say, $310,000 
in federal taxes. They call their 
effective income $1.2 million 
with the principal repayment 
on the building. They must pay 
$150,000 in property tax on the 
building and state income tax 
totaling $460. The bank insisted 
that they keep $200,000 in 
retained earnings in the busi-
ness to continue that line of 
credit. Their total cash-out for 
the year is $440,000. With three 
kids approaching college, they 

tuck away $100,000, which is $33,000 per child, 
knowing when they get there the expense is more 
like $50,000 per year per child. They should have 
saved when they were younger, but the business 
consumed all the cash in the past. They built a 
large home a few years back, employing dozens 
of tradesmen. This year they put $100,000 in sav-
ings. As a sub-S small business, their business and 
personnel incomes are comingled. Bank guide for 
savings is one month’s expenses in the business, 
potentially saving the business and the employ-
ees’ jobs in down times, Well, they are woefully 
behind in this schedule, they can barely afford 
the $100,000 this year; in years past, they put in a 
fraction of that.

So, the math says that Jack and Diane live 
annually on $250,000 cash; to many, this is a 
gold mine, but for them it has been a long time 
coming. Sleepless nights, prayers that payroll 
won’t bounce, bank and IRS audits and the like 
… whew! And they survived! How many of their 
friends went “broke” in the last few years? Once 
they make mortgage payments, live at Sam’s 
Club, and go out to a premium dinner once a 
month, purchase at outlet malls, and enjoy a 
family vacation once a year, they are a “spent bul-
let.” Stick a fork in them, they are done.

Now, they hear that President Barack 
Obama wants another four percent, or $40,000 
of their family money because they won’t miss 
it, and “it is only fair.” Now, their kinder angel 
is replaced by their meaner devil. They have 
selected the one unproductive $40,000 a year 
employee, which, if the tax in enacted, will lose 
his job so they can pay their bills responsibly. 
Besides, everyone else will work harder, thank-
ful that they weren’t chosen. No, they refuse to 
give up their lifestyle, take away the kids’ vaca-
tion, or nights out. They enjoy “giving” and are 
a model for others to give likewise. They can 
spend that discretionary cash better than the 
government; besides, it is their cash to begin 
with! If they wanted to give out free cell phones 
with their cash gifts, they would, but they find 
this preposterous. Then, here comes the next 
insult: The government says they have too 
much cash, are afraid to “invest in people.” They 
expect them to add an employee! Now they 
realize that whoever is at the helm simply has 
no idea as to the real world of business.

Oh, yeah, life goes on, long after the thrill of 
living is gone.

Howard	 Hubler	 is	 a	 partner	 with	 Hubler	 Express	 Colli-
sion/NAPA,	and	the	owners	of	St.	Augustine	Toyota. He	
can	be	reached	at	hhubler@statoyota.com.

Long after the thrill of living is gone

Howard Hubler
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Offered by Julia Berberich and Bud Green (317) 502-1928 / (317) 626-5826

PREMIER HOME OFFERINGS IN HENDRICKS COUNTY
from REMAX CENTERSTONE (317) 839-4330

2280 MISTY CREEK DRIVE in HERITAGE HILL - AVON/
BROWNSBURG Exclusive former builder’s model with every 
amenity and custom feature imaginable. 6300 sq, ft. priced at un-
der $100 SF.  Builders cost new in excess of $750,000. Could not 
duplicate for this price. Exquisitely decorated. Flexible terms on 
closing. A true executive home designed for your discriminating 
tastes. Schedule your personal showing today. $629,000

1937 N. CR 425E., AVON– STUNNING 21 ACRE EXECU-
TIVE ESTATE Unbelievable features and amenities in this Bob 
Craig built home and estate. Over 8500 SF of custom built excel-
lence with 4 car attached garage and a second six car with work-
shop, office and bath, all on 21 acres of gated estate style grounds 
with complete privacy. Home features an elevator, Wolf & Sub-
zero appliances w/blk onyx counters. Private pre-arranged show-
ings, with 24 hours notice. Qualified buyers only. $2,350,000

TWLX247566 • 5.1”x 6.5” • ES

TE ST  D R IVE  T H E  AL L - N EW  E S  S E R I E S  TO DAY.
Offering distinctly bold and progressive styling, an  interior as advanced as it is accommodating 
and more dynamic handling, the all-new ES captures your attention as well as your imagination.

Starts conversations. And then leaves you speechless.

IntroducingThe All-New 2013

LEXUS  ES  SErIES

1 Mile East Of Keystone On 96th St. • 4610 East 96th St.
Located On The Indy Auto Mile At 96th & Keystone

317-580-6888 www.TomWoodLexus.com

Does your business have a season? Do you 
need one? I was at the bus stop last month 
when a neighbor was talking about her hus-
band’s racing team being a 
contender for the series cham-
pionship in the race that week-
end. She was excited. She was 
supportive. She had a stake in 
the outcome. 

His team won the series 
that weekend. He returned 
to the bus stop the next week 
with a renewed sense of job 
satisfaction. “It’s nice to win.” 
Anybody who has ever walked 
out the door and headed to a 
job or school knows it’s nice 
to win. The trouble with most 
jobs (not school, they grade 
you) is that it’s difficult to 
know if you are winning. Every 
day looks the same. Every 
project feels the same. Every-
thing blends together and becomes gray. Being 
able to hoist a trophy at the end of a season 
turns all the shades of gray into vivid colors. 
Like a crisp golden sunset, you see the ending 
and anticipate the sunrise. 

A common reason people leave their jobs is 
because some jobs are uninspiring – a bad boss, 
a lame vision, disorganization, unclear goals, and 
other lackluster, uninspiring junk that clutters 
your head. What if all businesses had their own 

“seasons,” where they either won or lost? What if 
there was a bit of an offseason and there was cer-
tainly a post-season campaign (playoffs)? What 

if every business had something 
to rally around and had to per-
form as a synchronized team 
to accomplish the known goals 
that constituted a win? What 
if, right?

If you are running a busi-
ness that’s not in the business 
of professional sports, maybe 
you need a season? Maybe 
at the very least you need a 
clean, clear set of goals and 
clear responsibilities for how 
the team accomplishes those 
goals. Maybe you need a sea-
son where your position is 
declared with celebration and 
planning for next season fol-
lowing closely? Fundamental 
to every person’s satisfaction 

is being valued. Do the people you work with 
feel valued? Do the people you live with feel 
valued? Are you valued at work and at home? A 
season might not be the answer but it certainly 
provides me with a valued perspective. 

David	Cain	works	at	Magnitude,	a	sales	and	marketing	
company	 in	Carmel.	Contact	David	 at	David.Cain@Mar-
ketMagnitude.com.

Season’s greetings

david Cain

CommuniCAtionCommunication

The	Web	is	full	of	horrendous	sites,	and	we’re	not	just	talking	about	bad	design.	There	are	
many	other	elements	besides	how	your	website	looks	that	go	into	making	it	customer-friendly	
–	not	to	mention	something	that	inspires	them	to	actually	do	business	with	you.	Here	are	
the	essentials	that	every	small	business	website	should	have	for	it	to	effectively	help	you	do	
business:
•	A clear description of who you are –	Someone	who	stumbles	upon	your	website	
shouldn’t	have	to	do	investigative	work	to	figure	out	what,	exactly,	it	is	that	you	do.	That	
means	clearly	stating	your	name	and	summing	up	your	products	or	services	right	on	the	
homepage.

•	A simple, sensible Web address –	Don’t	make	things	complicated.	“Your	domain	name	
is	like	your	brand.	It	should	be	easy	for	a	user	to	type	it	into	a	Web	browser	or	an	e-mail	
address,”	says	Ron	Wright,	the	founder	of	business	Web	design	and	online	marketing	
firm	Accentix.

•	An easily-navigated site map –	Clear	links	to	the	most	important	pages,	and	a	site	map,	
are	crucial	for	guiding	visitors	to	the	information	they’re	looking	for.

•	Easy-to-find contact information –	You	wouldn’t	want	to	lose	a	customer	to	a	competitor	
just	because	you	made	it	difficult	for	them	to	get	in	touch	with	you.	You	should	be	sure	
to	include	several	ways	for	them	to	contact	you	–	phone,	e-mail,	and	a	standard	contact	
form,	are	all	good	options.

Tips for your business’ Web site
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Mike Hurst  |  Meridian Plaza, Indianapolis  |  317.566.6121  |  mhurst@firstmerchants.com

First Merchants Bank
Banking Solutions for Business Owners

Dave Clark  |  Meridian Plaza, Indianapolis  |  317.844.2143  |  dclark@firstmerchants.com

Michael Joyce  |  Meridian Plaza, Indianapolis  |  317.566.6151  |  mjoyce@firstmerchants.com

1.800.205.3464 |  www.firstmerchants.com

Knowing who to trust and surround yourself with is a key to success in 
business. At First Merchants, our Business Bankers provide solutions 
that meet your unique needs, while providing the service you expect 
from a community bank.

We know your business and your life are not separate issues.  Work with 
a team that knows both the professional and personal side of running a 
business.

Sound advice, solutions that meet your needs and superior service. 
That’s the Strength of BIG and the Service of Small. 

That’s First Merchants!

Mike Hurst, Regional President  |  Michael Joyce, Director of Small Business Banking  
Dave Clark, Private Advisory

You get pAid to do tHAt?You Get Paid To Do That?

By Lana Bandy
Carmel Business Leader

How would you describe your job? I am 
a buyer, merchandiser, cashier and cleaner. I 
do all the marketing and accounting (which is 
the worst hat of all). I pretty much do anything 
that needs to be done. It is fun. Most everyone 
comes in here in a good mood. If they’re not, 
they are by the time they leave. 

What sets your store apart from others? 
We have to be unique. We can’t compete with 
Target or Walmart. We need unique things 
you can’t find anywhere else. For instance, we’re 
launching candy grams, which have fun labels 
like ‘my stash.’ We have decade cans from the 
’50s, ’60s, ’70s and ’80s, which have candy from 
that decade. We have lots of unique gift items.

Who are your customers? It’s not just kids 
– our customers are ages two to 92. Grandpar-
ents come in here with their grandkids and talk 
about the candy they had growing up. Everyone 
remembers the candy store or gas station they 
went to as a kid. One of my favorite customers 
was a little bitty old lady who was 91. She came 
in and held my hand and walked me through the 
store. She was showing me what she used to buy 
and telling me she got four pieces for a penny. 
She had such fond memories.

Where do you get the candy? We try 
to buy locally. We don’t make our chocolates, 
but we get them from 
The Best Chocolate in 
Town on Mass Ave. Our 
gummy bears are from 
Indiana and we have 
a full coffee line from 

Hubbard & Cravens. We also serve gelato from 
Da Vinci, which is a local, family-run company. 
There are 13 different distributors I work with. 

What are your most popular items? If 
it’s in the bulk candy bin or anything gummy. 
We have a unique item – chocolate covered 
almonds that look like olives, which are popular, 
too. Sea salt caramels and moonstruck critters, 
which are truffles shaped as everything from 
pumpkins, ghosts and werewolves at Halloween 
to farm animals like pigs, sheep and cows in the 

spring. They are so cute!
What are your favor-

ites? It changes weekly, 
probably. One thing I 
always loved growing up 
was the Zagnut candy 

bar. I purposely didn’t eat one because I loved 
them so much growing up. Finally after three 
years, I broke down and it was as good as I 
remembered. I, too, love gummies. 

What do you do besides sell candy? 
We added lunch, which goes from 11 a.m. to 
2 p.m. During the spring and summer and on 
nice fall days, we have patio seating. We started 
this a few months ago and have a delicious 
menu. We had a vision of what we wanted to 
do and slowly we’re adding things – ice cream, 
the patio, lunch – to grow into our overall plan. 
We do catering as well. I don’t do the cooking; 
that’s why it is really delicious. Our chef, Terry, 
makes the hummus herself, also plum chutney 
and apple butter. We also offer a lot of vegan 
and gluten-free items.

What do you like best about your job? 
My staff is awesome. It makes it fun to go to 
work. I love the people I work with and I love 
the customers. It’s just fun, and there are not 
that many places you can say that about. We 
encourage ‘responsible sampling,’ which means 
as long as you wear gloves, you can give some 
things a try. It’s fun to be creative. Lots of 
people are making cupcakes now and trying 
to be creative with decorating them or making 
gingerbread houses. We have lots of different 
things they can put on gingerbread houses, such 
as chocolate-covered sunflower seeds, which 
make great Christmas lights.

Do	you	or	someone	 you	know	have	an	 interesting	 job?	
Or	is	there	an	occupation	you	would	like	to	know	a	little	
more	about?	Send	your	story	ideas	to	lcbandym@yahoo.
com	and	we	might	feature	you	in	an	upcoming	issue	of	
The	Carmel	Business	Leader.

Name: Jill	Zaniker
Title: Owner

Business: Simply	Sweet	Shoppe

Jill Zaniker with goodies at the 
Simply Sweet Shoppe.

Zaniker is a do-it-all at Simply Sweet Shoppe
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12955 Old Meridian St, Suite 103
Carmel, IN 46032

www.us605.alphagraphics.com
us605@alphagraphics.com

317.844.6629 P
317.844.6636 F

Welcome back 
to Direct Mail.
We may live in a digital world, but there are 
still plenty of benefits to more traditional 
advertising - especially direct mail. 

AlphaGraphics can help you develop a 
cohesive direct mail campaign to ensure your 
message reaches your target audience. 

Create, distribute, and track your campaign 
like never before, at affordable rates - so start 
yours today!

VISIT US ON THE WEB

Open the Door and
Let Your Customers In.

World’s largest IT network for small business. 
Over 1,200 professional computer technicians.

317-867-0900
www.CTcarmel.com
Ranked #1 Technology Solutions

Franchise by Franchise
Business Review

selection of PCs, Macs, laptops, 
and accessories. We also offer 
Servers, Networking, and Parts. 
Visit us in downtown Carmel at 
316 S Rangeline Rd., or call us 
anytime and see what we can do 
to help you thrive.

Offer Expires Offer expires
Dec. 31, 2012

Find Out Why Price Is The 3rd Thing You 
Should Be Worried About When Looking 

For An IT Guy For Your Network

At Computer Troubleshooters
we pride ourselves on our fast
response times.

service have helped us grow to 
be the best Technical Support 
and Business Solutions IT 
Provider – PERIOD.

Truly Knowledgeable Techs

A Support Team
(Not Just One Guy)

The Price
(By The Way, We Average

17% Less Than The Geek Guys)

Our Service Center has a large 

Our know-how and outstanding

info@ctcarmel.com 

Contact us today
for a no cost I/T audit
for your business

As a lawyer with experience in personal 
injury defense, I have heard the multitude of 
complaints about the tort system, OSHA and 
the worker’s compensation system’s impact on 
business bottom line.  

In many cases those com-
plaints are accurate, justified, 
and compelling.  The “system” 
has inefficiencies and some-
times does not reach a “fair” 
result.  However, there are 
also compelling arguments for 
the tort system, OSHA and 
worker’s compensation.  When 
one considers the actions of 
the Robber Barons of the mid-
to-late 1800s where manage-
ment was practically immune 
from the costs associated with 
worker injury or fatality, the 
reasons for the development of 
worker safety laws in the early 
twentieth century become clear. 
Regardless of where you come 
out on the “need” for the “system”, effective 
managers dealing with the reality of the “system” 
must consider employee safety in the course of 
making decisions on how to run their business.

There are direct business costs associated 
with on-the-job injuries. Time and money are 
spent addressing the immediate aftermath of 
the injury; getting the injured person to the 
hospital for care; determining the cause of 
the accident; speaking to witnesses; talking to 
lawyers; notifying insurance carriers and pursu-
ing claims for insurance; handling the injured 
person’s family; issuing the appropriate reports 
to the regulators; and dealing with worker’s 
compensation issues.  Later, you may become 
embroiled in a time consuming, morale suck-
ing, and expensive lawsuit.  Additionally, your 
insurance premiums will likely increase, and 
depending on the issues you could expect a 
visit from OSHA, perhaps fines and, perhaps, 
even a loss of goodwill in the community if 
the injury is particularly bad or somehow gets 
media attention.  Secondary costs to the busi-

ness bottom line include the need to train or 
find new people to do the injured worker’s job 
resulting in inefficiencies at least in the short 
term.  

It is important to recognize 
as well that the cost of a work 
place injury is not just felt by 
the company employing the 
worker. For instance, if the 
individual is disabled, we will 
all pay some costs associated 
with the injury. Additionally, 
focusing on the impact to the 
injured worker, and both the 
quantifiable and unquantifi-
able impact on his or her fam-
ily, friends, and loved one is 
the moral (rather than legal) 
side of unsafe work conditions. 
This aspect of safety certainly 
deserves significant consider-
ation from a purely business 
ethics standpoint even if it 
cannot be quantified in dollars. 

Assuming you are convinced that work place 
safety is at least a legitimate business consid-
eration for your organization, the next thing 
to consider is how to efficiently and effectively 
create a culture of safety.  There are no “easy” 
answers. Effective safety programs must be 
management driven, but not necessarily man-
agement mandates. The culture is developed 
by all levels of the organization so that there is 
organizational buy-in. It requires open (pro-
tected) communication where the most junior 
employee is safe to discuss and question safety 
practices.  In short, it too requires some com-
pany resources.  However, when you consider 
the potential costs associated with one “bad” 
accident – the amount of resources that a com-
pany can devote to potentially avoid the “bad” 
accident and still “save money” – means it is at 
least worth exploring the issue.  

Sean	Devenney	is	a	partner	at	Drewry	Simmons	Vorne-
hm,	LLP,	and	 the	vice	president	of	 the	Chaucie’s	Place	
Board	of	Directors.	Sean	can	be	reached	at	sdevenney@
dsvlaw.com.

Economic argument for a culture 
of safety in the workplace

Sean devenney

trAiningTraining

Pretend someone is planning to, or has already, 
covered your business or the business you rep-
resent. You should want that to be the start of a 
mutually beneficial relationship – an open door 
is a lot easier to walk through than all the closed 
doors you’re trying to beat down. Here are a few 
mistakes you should definitely avoid.

 You act like you’re doing a favor.
 Any pitch that starts with something like, 

“Supercilious Maximus has graciously agreed to 
grant interviews on a limited basis about the launch 
of his new company ... “ gets instantly deleted.

Here’s a better approach: Just say you would 
love to talk to the person and you’ll do every-
thing possible to make it as convenient as pos-
sible – for him.
Sometimes people will ask if they can fact 

check an article before it is published.
Getting things right is great, but unfortunately 

“fact checking” often takes the form of, “It is 
more accurate to use the word ‘groundbreaking’ 
or ‘amazing’ or ‘incredible’ or ‘world-class...’”

You try to control the angle.
 You have your dream article in mind: You 

know what you want to say and how you want to 

say it. You’re an on-point messaging superstar.
 Unfortunately, what you want to say is usually 

really boring (even to the people who write your 
press releases.) Readers don’t care that you hit a 
certain revenue mark. Readers don’t care about 
your bold move into new markets. Readers don’t 
care that you landed a new distribution deal.

 Readers care about information they can use: 
great advice, solid tips, mistakes to avoid. If you 
did something awesome, they want to know how 
you did it so they can do something awesome, too.

You try to sell accessories  
after I already bought the suit.

 If you want to provide additional facts to 
make sure the story is accurate, that’s awesome. 
But if you want to add a mention of one of your 
other products, or a shout-out to a potential 
partner or investor, or a completely unrelated 
mention of something else your company wants 
to promote, or you want to change the photo we 
already published because you just found one you 
like so much better, now you’re the guy who just 
sold me a suit but won’t stop badgering me to 
buy a shirt and tie and belt and cufflinks.

-Inc.com

Four ways to spoil great PR opportunities
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SNOW
PLOWING

GROW YOUR BUSINESS NOW
Extend your brand and advertising message to more than 104,339 

households in Indy’s most affluent market by U.S. Mail every month.

For as little as $385 a month.

One of the fastest-growing newspaper companies in the nation.

317.489.4444 | info@youarecurrent.com

IT’S YouR BuSINESS: 183 ESSENTIAL TIPS THAT 
WILL TRANSFoRM YouR SMALL BuSINESS	–	Based	

upon	one	of	MSNBC’s	
longest-running	series	
(YOUR	BUSINESS	with	JJ	
Ramberg),	this	collection	
of	hard-earned	practical	
advice	is	culled	from	the	
thousands	of	successful	
small	business	owners	and	
entrepreneurs	who	have	
appeared	on	JJ’s	show.	With	
advice	from	Ramberg	and	
such	notable	entrepreneurs	
as	Blake	Mycoskie	and	Guy	
Kawasaki,	this	right-to-the-
point	book	covers	topics	

from	human	resources	to	finance,	public	relations	to	
sales,	and	much,	much	more	–	all	geared	towards	the	
small	business	owner.	Knowing	that	entrepreneurs	
have	no	time	to	waste,	Ramberg	presents	simple	
and	effective	guidance	that	can	be	put	to	use	right	
away.	This	book	will	be	indispensable	for	every	small	
business	owner,	from	a	family-owned	store	to	a	
venture	capitalist-backed	start	up.

Business book top picks
MAKERS: THE NEW INDuSTRIAL REVoLuTIoN	–	Wired	
magazine	editor	and	bestselling	author	Chris	Anderson	takes	
you	to	the	front	lines	of	a	new	industrial	revolution	as	today’s	
entrepreneurs,	using	open	source	design	and	3-D	printing,	bring	
manufacturing	to	the	desktop.	In	an	age	of	custom-fabricated,	
do-it-yourself	product	design	and	creation,	the	collective	potential	
of	a	million	garage	tinkerers	and	enthusiasts	is	about	to	be	
unleashed,	driving	a	resurgence	of	American	manufacturing.	
A	generation	of	“Makers”	using	the	Web’s	innovation	model	
will	help	drive	the	next	big	wave	in	the	global	economy,	as	the	
new	technologies	of	digital	design	and	rapid	prototyping	gives	
everyone	the	power	to	invent	–	creating	“the	long	tail	of	things.”

THE STARTuP oWNER’S 
MANuAL	–	The	Startup	Owner’s	
Manual	walks	you,	step-by-step,	
through	
the	tested	
and	proven	
customer	
development	
process	
created	
by	startup	
expert	
Steve	Blank,	
unlocking	
the	secrets	to	building	a	
successful,	scalable	company.	
This	a	near-encyclopedic	
manual	that	will	teach	you:	How	
to	incorporate	the	Business	
Model	Canvas	as	the	organizing	
principle	for	startup	hypotheses;	
How	to	find	product-market	
fit;	How	to	get,	keep	and	grow	
customers;	How	to	fuel	growth	
with	metrics	that	matter
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Social networking has become a common 
element of sales and marketing inside most 
companies. Social media allows firms to engage 
customers in market research, provide customer 
support, and gather information about both 
customers and prospects.

However, while there are definitely benefits 
to social networking, there are also four pitfalls. 
Here they are, along with how to easily over-
come them.

1. An unclear RoI
Social networking is far from cost-free. It 

takes time to read and write, blog entries and 
comments, set up contests, and participate in 
the social interaction of a user community. 
Unfortunately, the activity is often so dispersed 
among multiple individuals that it’s difficult to 
figure out whether or not the activity is worth 
the effort in terms of new revenue.

Some firms deal with this problem by ignor-
ing it. I remember having a conversation with 
Brian Dawson, CEO of the telecommunica-
tions firm Tel-Tron. “All of our department 
managers are responsible for blogging once a 
month [because] we’re trying to give our com-
pany an online personality.” However, when I 
asked Dawson about the ROI for this effort, he 
replied that he had no idea.

A better approach is to examine before-and-
after changes in sales conversion rates and cus-
tomer service expense. If your social network-
ing effort is paying off, you should see your 
conversion rates go up (due to better leads, bet-
ter customer engagements) and your customer 
service costs go down (because the community 
provides remedial support.)

2. Rogue employees
In the past, many companies only allowed 

executives who had been “media trained” to 
talk to the press. Such training showed execu-
tives how to remain “on message” in order to 
reinforce the company’s brand and use the 
press to further the company’s own strategic 
goals.

With social networking, though, any 
employee can post something that can dam-
age your brand, as when a Chicago bartender 
recently put racist remarks on his Facebook 
page. Similarly, employees have been known to 
grouse about their employers online, thereby 
creating the impression among your customers 
that you treat your employees poorly.

To avoid such debacles, set explicit but 
flexible employee standards and appoint an 
administrator or ombudsman to monitor par-
ticipation and (gently) work with and correct 
employees who violate them. Here’s a great 
example from IBM.

3. Negative customers
Once you open your social network to cus-

tomer comments, it’s only a matter of time 
before you get some negativity. For example, 
the high tech manufacturer Asus recently cre-
ated a competition where six people reviewed 
new products on a public website so that read-
ers could rate their posts. Unfortunately, the 
post that proved most popular was one that 
panned the product.

However, attempts to control content (like 
deleting negative comments) will simply cause 
the discussion to move elsewhere on the web, 
where you’ll have even less control. Worse case, 
you could find your customers participating 
on a social network run by your competitors, 
simply because they’ll tolerate comments you’re 
afraid to leave active.

When confronted with customer negativity, 
your best response is to answer complaints with 
facts and criticisms with understanding. This 
allows you to address problems quickly, squelch 
rumors and feed information to your customer 
base.

4. Hidden agendas
Because the Internet enables (and even 

encourages) anonymity, it’s almost inevitable 
that you’ll end up with some of your competi-
tors in your community. Since they’re probably 
“hanging out” in order to pick up some com-
petitive intelligence, they may seek to guide 
discussions in directions that might reveal 
plans you’d prefer to keep secret.

Employees and customers may have hidden 
agendas, too. An employee, for instance, might 
post anonymously, hoping to influence product 
development to favor a pet projects. Or a cus-
tomer might use multiple aliases to rally sup-
port for a feature that would only be useful for 
that individual customer.

The solution is to treat social networking 
as an input to market research rather than a 
replacement. Take everything you learn with a 
pound or two of salt, and discuss any ideas that 
surface to ensure that they actually serve your 
company’s longer term goals.

Social networking and 
business – a primer

tHe liStThe List



Done right, by

Electrical - Heating - Cooling, Co.
Authorized TRANE, KOHLER & GENERAC dealer

Same-day service • Call 317.24POWER
www.CallDowdy.com

Get your card in front of more than 93,000 households in Hamilton County! Call Dennis O’Malia @ 370-0749 for details

Hamilton County Business Contacts

LAURA'S LAUNDERMUTT 
                   Mobile Dog Grooming We come 

to you
!

 
   For information or to make an appointment call:

317-202-1005

This ad is a COUPON for $10 OFF(one coupon per visit)

Fully Equipped

 Grooming Van

Personal Training
with Cindy Sams (317) 250-4848

A.C.E Certi�ed

A LifeVantage Independent Distributor of Protandim
www.abcliveit.com

GET A
FREE MONTH
OF TRAINING!

Ask me how!

• Get Real Results you can See and Feel! 
Lose intimidation of weights, gain con�dence, get your MOJO back!
• My specialty is EVERYTHING Weight Loss!
9 years of success after success!
• It’s Your turn! Check it out at:

www.fb�tness.com

Servicing:
Carmel, Fishers, Noblesville,

Westfield and Zionsville.

Insured & bonded.

1400 S. Guilford Road, Carmel 46032 • (317)641-8600
(116th and Guilford)

11720 Olio Road, Fishers 46037 • (317)348-8600
(116th & Olio - Kroger Plaza)

FREE TRIAL WEEK

GET IN SHAPE
FOR WOMEN

BANKRUPTCY
In most cases, you may be able

to protect your home & car!
Get rid of most debts!

Free Consultation
Attorney F.A. Skimin | Indianapolis

317.454.8060
We are a Debt Relief Agency. We help people file for relief under the Bankruptcy Code.

Save 15% off 1st Time Cleaning
(317) 645-8373

* Commercial / Residential Window Cleaning * Gutter Cleaning
* Fully Insured * Free Estimates

Family owned - Carmel/West�eld based
2011 & 2012 Angie’s List Super Service Award winner
Fully insured - FREE ESTIMATES
Discounts on high quality paints

WALLA INTERIOR PAINTING

• walls
• ceilings
• trim
• drywall repair

wallapainting@gmail.com
317.656.7045

Most rooms $150 to $185
for two coats and patching

• Car, Truck and Motorcycle Accidents
• Biking Accidents
• Slip and Falls on Residential
   and Commercial Premises
• Injuries from Explosions, Fires, Railing
  or Stair Collapse 
CALL 317-525-7754 OR 317-576-8620

HAVEL LAW OFFICE, PC
11650 Lantern Road, Ste.214, Fishers, IN 46038 | www.havel-law.com

Providing Personal Attention to your Personal Injury Claims

Linda Havel

Since 1993

“WE FIX LEAKS”

848-7634
www.centennialremodelers.com

Storm Damage/Insurance Specialist

ROSE
  ROOFING

Fall Services:
ROOFING • SIDING

WINDOWS

Member
Central Indiana

LICENSED
BONDED
INSURED



Less than an inch. The difference 
between off and on. For you, there 
is no in-between. Just today’s 
deals and deadlines. Clients to 
email and copies to make. You 
don’t think about all that goes on 

behind that switch. Because we do.


