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Where Carmel Business Comes First

New company hopes to counteract Obamacare and rising health insurance costs 
while helping maintain healthy employees and stout balance sheets / P8
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Adam’s Flooring expands, joins local TV show
Adam Nisley planned to have a grand opening for Adam’s Flooring on March 1 (Staff photos)

By Chris Bavender
It’s been a year since Adam Nisley took a leap of faith and 

opened his own business - but, oh, what a year it has been for 
Adam’s Flooring.

“The biggest decision I’ve made has been the location. I’ve 
mentioned before that I looked at other locations.  This one 
is a perfect fit,” Nisley said. “Right on Range Line (Road) in 
the heart of Carmel proves to be a hotspot. Who doesn’t drive 
down Range Line to get from point A to B? It’s the perfect thor-
oughfare.”

In the last year Nisley has seen not only his client base grow, 
but his showroom, as well, knocking down a wall and adding 
2,000 square feet.

“I went to pay for my rent in December and my landlord 
mentioned my neighbors were moving out. I felt my heart sink. 
I knew if he rented to someone else then that would blow my 
chances of expanding in the next four to five years,” he said. “I 
also knew I wanted to go at least one more year at the size I 
was at. It really weighed on me heavy to make the right deci-
sion. I woke up one night about 2 a.m. thinking, You have to 
do it, regardless.”

‘We have to take chances’
The next morning Nisley went to his landlord and had him 

draw up a contract, and he signed it three days later.
“I still get nervous talking about it. In business we have to 

take chances. I have a huge dream to be the premier flooring 
provider for central Indianapolis. There’s only one way to do 
that: I need to expand and work as hard as I can to provide 

that,” he said.
Extra space means Nisley will be following through on an-

other promise he made to himself a year ago – to add a sales-
person or two by July at the latest.

“Having a plan and following it helps. I might get sidetracked 
occasionally but it helps to look back at the plan,” he said. “Al-
though, in business you should always be prepared and open 
for change. They call that ‘moving at the speed of business.’”

‘Knowledge to back it up’
And, learning to take advantage of other opportunities – 

such as being named a style pro for “Design Your Life. Style 
with Barry & Joni.” 

The show – which has tips on everything from buying a 

home to making it your dream home and all the personal style 
in between – debuted March 1 on WRTV with co-hosts Barry 
Lantz and Joni Michels. It airs at 1:30 p.m. Saturdays.

“Adam is one of the best in his field. He has superior ratings 
and positive client feedback and the man treats his clients like 
friends,” Michels said. “He has been in the flooring business for 
over 18 years and has the experience and knowledge to back 
it up.”

“Joni and I were introduced via a mutual friend through 
email. He knew what she was putting together and knew I was 
itching to get the word out - more so than what social media 
could do,” Nisley said. “Joni and I met at the store and instantly 
hit it off. We both had some great ideas and want to move in 
the same direction along with Barry.”

‘Not easy, but manageable’
But Nisley said none of it would be possible without “two of 

the best installers in the market.” 
He also said, despite his seemingly nonstop worklife, he’s 

learning to take time to enjoy life outside the showroom.
“I like to spend time with my girlfriend and her kids. They 

are into sports, and I try to attend as many practices and games 
as I can,” he said. “When we are together I keep the phone use 
to a minimum - only answer or respond when it’s an emergen-
cy. I’ve learned to enjoy the little things in life. Family comes 
first. It’s not easy, but manageable.”

Which just might explain why Nisley’s dreams are all falling 
into place.
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Don’t put the method 
before the message

Content marketing is the fad phrase for online marketing 
right now. 

By fad, I don’t mean “wrong,” but rather that marketers are 
still trying to find a phrase to explain 
how to market effectively, and “social 
marketing” wasn’t cutting it. It doesn’t 
do much good to market on social 
media if you have no valuable content. 
Therefore, content marketing must be 
the better answer, right? 

Perhaps we are getting closer, but 
there is still a big gap to close to explain 
why some companies thrive online and 
others don’t. I would say the two suc-
cessful online strategies are tribal lead-
ership and thought leadership. 

Today I would like to discuss the lat-
ter, because “thought leadership” is a great word being mixed 
too closely with “content marketing.” So here is your first clue: 
thought leadership does not mean writing lots of content.

Whatcha thinkin’ about?
What your investors and shareholders care about, and 

what your customers care about are two different things. 
CEOs, entrepreneurs and leaders who can’t tell these cares 
apart usually succeed at keeping their jobs long enough to 
tank their businesses. 

While your investors care about the bottom line, your cus-
tomer’s care about their daily lives. 

Being a “thought leader” means that you are thinking 
about and taking responsibility for your customers’ daily 
lives as they relate to your products or services. 

Shareholders want to know if a burger has a maximum 
profit margin, but customers want to know if the burger is 
healthy(ish) and tastes good. Investors want low overhead, 
but customers want sanity and safety.

Good for karma is good for PR
The chemical spill in West Virginia is a great example of 

thinking too much about the bottom line. Sure, inspections 
and renovations would have hurt the profit of Freedom In-
dustries (what a name!), but now they are really going to feel 
the pain. In the end, the consumer market doesn’t necessar-
ily want to know how the sausage is made, but they do want 
to know you are making the sausage in their best interest. 
Yes, part of that interest is affordability, but only after the “as-
sumed” factors of trust are met.

How the two work well together
If you are putting a lot of thought into making your prod-

ucts healthier, safer or other consumer-level benefits, then 
your customers will want to know. In this way, thought lead-
ership and content marketing go together. 

If you are only putting thought into your efficiency and 
bottom line, then no one really cares.

People love thinking about the future. The best content 
marketing is content about how you are pushing boundaries, 
developing new products and keeping up with the changes 
in our world. The worst content marketing is when you talk 
about how you are already “the best.” 

Blogging, video campaigns, press releases and public 
events are all great ways to get the word out about your busi-
ness. But the first question you need to ask yourself is; “Why 
would anyone care?”

Learn more about Chris “The Brain” at christhebrain.com

Chris “The Brain”
Growth

Our friend and sometimes Business Leader consultant 
Jack Klemeyer asks a great question: “How do you keep your 
team motivated?”

We’ve been guilty here of not even considering the top-
ic from time to time, and, we assume, 
the same could be the truth at your en-
terprise. It’s not a conscious decision to 
not motivate. The minutiae of running 
a small business swallows us whole on 
occasion, and, therefore, best practices, 
such as motivating the team, come and 
go. It shouldn’t happen. Ever.

Since we find the almighty dollar to be 
a good sparkplug, we will offer cash bo-
nuses from time to time to help the com-
pany achieve or surpass a particular sales 
goal. We’ve been known to treat the staff 
to lunch. Beyond that, and the rah-rah 
that often is greeted by glazed eyes – Can you blame them? 
– we need to do better. And we shall.

Motivation, through the past 70 years, has been a topic of 
much discussion and research. Klemeyer tells us that from 
Maslow’s needs-hierarchy to Skinner’s reinforcement theo-
ry, the question has remained the same: “How do we as lead-
ers create a feeling of interest, a reason for doing something 
or behaving in a certain way?” 

We’ve found, as Klemeyer has, that no single motivator 
applies to all. The key, he says (and we believe) rests with 
feedback. On that front, we do only an OK job, if we’re be-
ing truthful. Imagine how empowered a sales executive or 

editor in our organization would be were 
we to take the time to say, no matter how 
much we mean it, more than “great job.” 
That’s not nearly enough feedback, and 
we’ll change that, too.

The crux here is that people want to 
feel valued. Having a paycheck helps, but 
it isn’t the end-all. A conscious effort in 
the feedback arena will pay off nicely on 
the personal level. Klemeyer says in order 
for feedback to be effective the message 
must be relevant, specific, timely, valu-
able, genuine and accurate. It’s that pen-
ultimate characteristic – genuine – that 

supports everything else. If you don’t really mean it, why 
bother saying it? Gratification will foster motivation, we be-
lieve.

So let’s all do our businesses and us a big favor by making 
sure – where warranted – that outstanding work is noticed 
and appreciated. It can only lead to inspired performance, 
and that should have a positive outcome on the bottom line.

How do you keep everyone motivated?

Brian Kelly & Steve Greenberg
From the Backshop
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Woman turns life-long antiques passion into a profession

Linda Weiss at Antique Emporium. (Staff photo)

By Lana Bandy
How did you get started as an antiques dealer? I used 

to come in here because a close friend of mine was a dealer. I 
helped her set up displays and price things and I got to know 
the people in here. 
They said, ‘You’re 
good at this – you 
should do it.’ I’ve been 
a dealer here since 
2009. I started rent-
ing a case and it did well, so I added another case and eventu-
ally took over a booth. My business has increased every year.

What do you sell? My space is a little bit of everything, but 
mostly glassware, linens and hankies. I have some jewelry and 
other things – mostly prissy things. I try to have a lot of diver-
sity, from small inexpensive items to high-end items. I have a 
basket of $1 jewelry, but I have cases of some jewelry that is 
$50 to $100. 

Do you have a ‘theme?’ Different dealers specialize in dif-
ferent things. We all have our own personality in our booths; 
we try to figure out what works for us. I like to think of mine 
as traditional décor. I try to sell the type of things I think will 
blend with traditional décor or living. And it takes repurpos-
ing things to make people see the potential. You have to dis-
play it so customers can see it can be repurposed. For exam-
ple, I had a Limoges celery dish. No one uses a celery dish any 
more. I put it on the wall and someone fell in love with it as 
a wall piece. You have to be imaginative these days or people 
might think it is junk or doesn’t fit in with today’s living.

What do you sell the most of? Believe it or not, hankies. 
I’m a big hankie collector because I’m a quilter and I make 
things with them. It’s a natural for me to sell them. I have a 
following of people who come in to buy hankies. I also sell a 
lot of doilies and tablecloths, as well as high-end china like 
R.S. Prussia and some of your more high-end glassware, like 
cranberry glass and old Fenton glass (before the 1950s).

Where do you get your merchandise? I buy my stuff from 
people at auctions, estate sales and garage sales. I also buy 
from other dealers. I have put a lot of my own things in the 
shop. As I’ve found things I like, I replace things at home with 
the things I like better. It’s a little addictive.

How do you know if something is valuable and might 
sell? I’ve been collecting antiques since I was a girl and I was 
always interested in it, so I’ve gained knowledge over the 
years. I do a lot of research in references books or on the In-
ternet. Some dealers carry their cell phones and do research 
that way. Sometimes you get a gut feeling and take a chance. 
Other times you just know by looking at the item.

What was one of your best finds? I went on a house call. 
Someone was downsizing and wanted dealers to come and 
take a look. Several of us went out here in Carmel and I spot-
ted a lamp. It looked interesting to me, but I didn’t really 
think it was worth much. I paid $30. I looked it over closer 
and took it apart and found out it was made by a design-
er who worked for Tiffany and went out on his own. It was 

worth $600. That was really exciting. 
Have you had any unusual items? Recently I had a fossil 

bone trinket box. When I bought it, I had no idea what it was. 
I put it on the shelf and fortunately the (Antique Emporium) 
owner had some experience with it. I had a couple of pieces of 
ivory in the shop. You don’t see it anymore because you’re not 
allowed to sell it unless it is antique.

What do you like best about this job? I like it because it 
gives me the freedom to come and go as I like and I work at 
my own pace and schedule. But I guess the best part is that it 
feeds my addiction for antiques. It gives me an excuse to buy.

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: Linda Weiss
Title: Dealer

Business: Antique Emporium

The Applied Behavior Center ribbon cutting - Please join us for 
the grand opening and ribbon cutting for our newest member. U.S. 
Rep. Susan Brooks will speak at 4:15 p.m. followed by a ribbon cut-
ting at 4:30 p.m. that will include Mayor Brainard and COO Sherry 
Quinn. The event is from 3 to 6 p.m. March 19 at the Applied Behav-
ior Center for Autism, 13431 Old Meridian St. in Carmel. For more 
information call 849-5437.

Carmel ChamBer evenTS Carmel roTary CluB

The Carmel Rotary Club has the follow-
ing events planned for March. All of the 
events are at 12:15 p.m. at the Oak Hill 
Mansion, 5801 E. 116th St. unless other-
wise indicated. The buffet opens at 11:30 
a.m. Meal cost is $12. Meeting only cost 
is $2. For more information contact Ro-
tary President Ray Kramp at 809-0068 or 
visit www.carmelrotary.com.

March 7 – Thomas Mason will discuss 
General Lew Wallace, the author of 
Ben Hur.
March 14 – Robert Kariuki will dis-
cuss An Ambassadorial Scholar’s 
Story.
March 21 – Joan Isaac from the 
United Way of Central Indiana will talk 
about literacy programs.
March 28 – Bryan Richards will give 
a presentation on how social venture 
philanthropy is revolutionizing non-
profits.

Business After Hours - 
Meet up with members of 
the Carmel Chamber for 
after-work networking at 
Lake City Bank. Bring your 
business cards and enter to 
win one of two $100 Visa 
gift cards from Lake City 
Bank - and take home a 
special gift just for attend-
ing. Enjoy pretzels with spicy 
Bock cheese, glazed jumbo 
shrimp and Whiskey Oak-
Aged Schottish Ale - all from 
Granite City Food & Brewery. 
This event is from 5 to 6:30 
p.m. March 6 at Lake City 
Bank, 100 W. 96th St. in Indi-
anapolis. It’s free for Carmel 
Chamber members and $10 
for nonmembers. For more 
information call 846-1049.

March luncheon: How secure is your 
business? - We hear the words every 
day – security breach, identity theft, 
hacking, scam. But how much do we 
know about prevention, regulation 
and the effect on our businesses today 
and tomorrow? Learn more about how 
it happens, the impact on your busi-
ness and what your company should 
be paying attention to now as Darrell 
Bowman, Assistant Professor of Infor-
mation Systems at the University of 
Indianapolis MBA program, looks at 
what’s happening today and the future 
of the way we do business. This event 
is from 11:30 a.m. to 1 p.m. March 12 at 
the Mansion at Oak Hill, 5801 E.116th 
St. in Carmel. The cost is $20 for mem-
bers who prepay and $25 for guests 
and walk-ins. Pre-paid reservations are 
required by noon March 10. For more 
information call 846-1049.

Arrows YP After Hours Net-
working - Under 40? Join us 
for after work socializing and 
networking while enjoying a 
drink and delicious appetiz-
ers provided by Sullivan’s 
Steakhouse. This free event 
is from 5 to 7 p.m. March 
27 at Sullivan’s Steakhouse, 
3316 E. 86th St. in Indianap-
olis. It will feature compli-
mentary appetizers and a 
cash bar. For more informa-
tion call 580-1280.

March Legislative Breakfast - 
The Legislative Breakfast series is 
presented by the Hamilton County 
Business Issues Committee, which 
includes representatives from the 
six Hamilton County Chambers 
and advocates on issues of impor-
tance to local businesses and the 
community. This event is from 7:30 
to 9 a.m. March 14 at the Mansion 
at Oak Hill, 5801 E.116th St. in Car-
mel. The cost is $15 for members 
and $20 for guests. For more infor-
mation call 846-1049.
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We’ll get the job done. Fast!

directdeliveryinc.netSchedule online. Save money 
on your next delivery!

Direct Delivery isn’t the new delivery company on the block. We’ve 
been around for decades, delivering materials of all sizes on time and 
on budget. Let’s face it, when you need something delivered, you just 
want to make the call with confidence that your shipment is as good as 
delivered. Well, you’re at the right place.

Direct Delivery is the answer for your shipping needs. In fact, you’ll 
find that we are a reliable and responsible company that is always will-
ing to work with you regardless of your needs. Not only do we take our 
business serious, we take our role in the business community serious 
as well. Welcome to our site, feel free to browse it or if you just need a 
delivery contact us and make it a Direct Delivery.

“We have used Direct Delivery for a number of years and have developed a 
strong relationship with them. Like us, they are locally owned and though 
we know there are other companies we could use, we know that the owner, 
Greg Mertz is always a phone call away, and we take great comfort in 
that...” - RJ Pile, Indianapolis

Direct Delivery
PH: 317.353.1111 TF: 1.888.446.7087
email - gmertz@directdeliveryinc.net

Address:
1633 Howard St. 

Indianapolis, IN 46221

Development

By Bill Dragon 
Plans call for the construction of a new Ho-

rizon Bank this year at the northwest corner 
of Old Meridian Street and Carmel Drive, 
across from Meijer. 

Horizon Bank, founded more than 100 
years ago in Michigan City, Ind., is a commu-
nity-sized bank. 

While most of its locations are in northwest 
Indiana, Horizon recently opened a branch in 
downtown Indianapolis. It also acquired the 
five Heartland Community Banks in Johnson 
County. Those banks will be changing to the 
Horizon name this year. 

The plans for the Carmel branch may in-
volve a relatively new concept in banking - no 
actual teller windows. 

“The new Carmel location is planned to 
have a teller window right now, but we may 

go with the new concept 
(currently being tested 
at the new downtown 
branch) of no teller win-
dow,” said Jeff Maggin-
nis, a Horizon Bank vice 
president. 

He explained how 
the new concept would 
work. 

“Instead of the usual 
teller lines, there are a couple of ‘kiosk-type’ 
stations where customers can conduct some 

The Horizon Bank planned for the corner of Old Meridian Street and Carmel Drive might not feature a teller window. (Submitted rendering)

Horizon Bank may bring a new concept in banking to Carmel

business themselves or a receptionist or em-
ployee from one of the front offices will help 
them with their transaction,” Magginnis said. 
“These front office employees have more 
training than the traditional teller in such ser-
vices as lending and credit lines, so they can 
provide more of a conversational atmosphere 
with customers.” 

The driving force behind this new concept 

is a result of how much banking has changed 
in the past 10 years. 

“People don’t go into a bank branch like 
they used to,” Magginnis said, citing the ad-
vent of online banking, direct deposit and 
ATM machines. 

There’s just not the need for all those teller 
windows anymore, he said. 

Implementation of this concept at the Car-

mel branch will depend upon how successful 
it proves to be at the downtown location. 

“The new Carmel location will be a full-ser-
vice, two-story building and will include com-
mercial and mortgage lending, treasury man-
agement and trust and investment advisory 
services,” Magginnis said. Construction of an 
additional branch in Fishers is planned for 
2015. 

Magginnis
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St.Vincent Carmel 
Hospital to target women 

with new facility
St.Vincent Hospital has announced it plans to build 

a four-story, 96,703-square-foot women’s center, and 
a 512-space expansion of the existing parking lot on 
the St.Vincent Carmel Hospital campus at 136th and 
Meridian streets.

The St.Vincent Women’s Center will be an outpatient 
facility that will include obstetrics and gynecology; 
maternal fetal medicine; breast care including mam-
mography and ultrasound services; full-service café; 
full-service pharmacy; concierge patient navigation; 
physical therapy with a focus on pelvic health; preven-
tive well-health services; community room and chapel; 
and a women’s boutique that provides wigs and bras for 
breast cancer survivors, bariatric supplies and more.

The St.Vincent Women’s Center will focus on gen-
der-based medicine specifically designed to address 
disorders that are unique and predominant in wom-
en, or that have a different disease course for women.

The new outpatient facility will feature a highly inte-
grated electronic medical-records system to enhance 
patient care and facilitate seamless referrals between 
physicians and other providers within the center.

Having multiple specialists providing high-quality, 
focused care for women on a single day in one loca-
tion also is likely to improve care and create unprec-
edented clinical integration.

A women’s center care navigator will also assist pa-
tients with questions, appointment scheduling, navi-
gation and education depending on the needs of pa-
tients and family members.

St.Vincent Carmel Hospital is a 124-bed, full-ser-
vice healthcare ministry that has been serving Hamil-
ton County since 1985.

The St.Vincent Women’s Center is expected to be 
completed by early 2015.

Submitted renderings
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316 S Range Line Rd, Downtown Carmel
Hours 9-6 M-F and 10-3 Sat. Call anytime.

317-867-0900
www.CTCarmel.com

Need I/T
support?

Call on us at any time
for services including:

Hardware Troubleshooting
Software Troubleshooting
Internet/Email Setup and Assistance
Networking & Servers
Application Setup and Support
Regular Computer Maintenance
Backup & Disaster Recovery
Virus Protection & Removal
Internet Security Troubleshooting
Remote Access & Diagnostics
Service Plans & General Consulting

PROFESSIONAL QUALITY I/T
SERVICES AT COMPETITIVE RATES!

Help is just around the corner.

Businesses around the world depend on

Computer Troubleshooters.
We’re the “computer experts”...

the people to call when your computer breaks down, when 
your machine or software needs to be upgraded, when 
viruses attack or even when you’re about to throw your 

computer out the window.

317-867-0900
Computer Troubleshooters

By Bill Dragon
There are many stories of people who rose 

from humble beginnings to achieve tremen-
dous success in business. Jim Hallett’s story is 
an example. 

Growing up in a small Canadian farming vil-
lage of 300 people, Hallett graduated from Ot-
tawa-based Algonquin College and began sell-
ing cars for a dealership in 1975. It was there 
that he got the idea of starting his own local car 
auction to dispose of his used car inventory.

“The closest car auction to me at the time 
was Montreal, which was 2 hours away, or To-
ronto, which was 4 hours away,” Hallett said. 

The car auction business proved to be suc-
cessful. So much so that Hallett left his high-
paying sales manager position at the dealer-
ship to strike out on his own in the car auction 
business in 1990. The rest, as they say, is his-
tory.

Hallett went on to work his way up in the 
auto auction and remarketing industry, even-
tually becoming president of ADESA Canada. 
In 1996, he was promoted to CEO of ADESA 
and moved to Carmel. 

A 2005 corporate shakeup forced his de-
parture from ADESA, but his passion for the 
remarketing industry and desire to remain in 
Carmel led him to research ways to buy back 
the company. 

In 2007, he succeeded and returned to AD-
ESA, forming its parent company, the pub-
licly-traded KAR Auction Services. Hallett is 
now CEO and board director of Carmel-based 
KAR Auction Services. 

Under Hallett’s leadership, KAR has grown 
into the ninth-largest publicly traded com-
pany in the Indianapolis region and the 15th-
largest publicly traded company in Indiana.

You would think running a large, publicly 
traded corporation would require his all-con-
suming focus, but that’s not the case. 

In fact, Hallett’s devotion to giving back to 
the Indianapolis community is the most inter-
esting part of his story.

“To whom much is given, much is expected. 
It’s not a responsibility, it’s an obligation,” Hal-
lett said about his charitable efforts. 

Hallett directs many charitable giving initia-
tives at KAR. Whether it’s the recently com-

Jim Hallett’s auction business, KAR, raised more than 
$125,000 in just two weeks for United Way. (Submitted 
photo)

Carmel executive focused on 
giving back to the community

pleted United Way campaign which raised more 
than $125,000 in just two weeks or the Battle of 
the Floors food drive at the KAR headquarters 
building that collected food and donations for 
the Indianapolis branch of the Midwest Food 
Bank, he is passionate in his belief that to “en-
rich yourself, you must enrich others”. 

On a personal level, Hallet has become a 
member of United Way’s Tocqueville Society, 
a recognition awarded individuals who make 
extremely large donations. Other charitable 
initiatives support the Susan G. Komen Foun-
dation, Junior Achievement and the Indianap-
olis Repertory Theatre.

And Hallett is helping Indianapolis main-
tain its goal as the “sports capital” of the 
world. A true Canadian at heart, he is respon-
sible for bringing professional ice hockey back 
to Indianapolis. 

Indy Fuel will be playing it home games 
starting this fall at the State Fairgrounds Coli-
seum, where a $63 million dollar renovation is 
wrapping up. 

Hallett said, “The KAR family of compa-
nies calls the Indianapolis region home, and 
is deeply committed to doing our part to 
strengthen the community.”

Snider Insurance to add jobs – Snider In-
surance Group of Liberty National is proud 
to announce that it will be filling 96 jobs in 
2014. The company experienced 100 per-
cent growth in 2013 and is looking forward 
to more opportunities in 2014. With offices 
in Carmel, it is looking to hire more account 
executives and are accepting applications. 
Applicants can contact HR at 574-0497 and 
ask for Cassandra. For more information visit 
www.libertynational-snider.com.

Northwestern Mutual to add jobs – 
Northwestern Mutual - Indiana aims to add 
80 financial representatives and 138 finan-
cial representative interns across the state. 
The effort is part of Northwestern Mutual’s 
nationwide goal to recruit a record-setting 
6,400 financial professionals in 2014. For 
more information, contact C’Koh Andrew, 
chief recruiting officer at Northwestern 
Mutual - Indianapolis, at 238-6515 or ckoh.
andrew@nmfn.com.

BuSineSS BriefS



Activate Healthcare President Nathan Mowery, at left, said that he doesn’t see a limit to the amount of savings possible by utilizing his company’s 
healthcare model. Monarch Beverage built the gym in its clinic to help improve employee health (Staff photos)

By Pete Smith
If you’ve been losing hair or sleep trying to find a way to 

keep your business profitable while dealing with the current 
healthcare fiasco, you’re not the only one.

It’s the topic that business leaders, government officials, in-
surance brokers and – of course – lawyers have been grappling 
with for the past several years. And the solutions presented no 
doubt have often seemed like just a series of bad choices.

But a new Carmel-area business said it believes it has an an-
swer to ward off the sleepless nights. It’s an elixir that combines 
preventative care, personal accountability and convenience.

And it’s no snake oil. The company has data to back up its 
claims and a string of satisfied clients that sing its praises.

Activate Healthcare plans to establish its new headquarters 
at 9302 N. Meridian St., just south of Carmel, but the com-
pany is no stranger to Indiana. It was cofounded by Debra 
Geihsler, the former CEO of Advocate Medical Group in Chi-
cago, and former Steak ’n Shake CEO Peter Dunn.

It currently manages 20 employer-operated clinics 
throughout Indiana, with plans to expand in Michigan, Ohio, 
Wisconsin and Washington as the popularity of its healthcare 

model grows.
‘Patients at the 

center’
Activate President Nathan 

Mowery said the company 
constructed its philosophy 
by first analyzing why he 
said health care costs can 
sometimes consume as 
much as 50 percent of a 
company’s profits:
• Patient behavior that 
can leads to chronic 
disease, which ac-
counts for about 75 
percent of all costs
• U.S. culture that 
reinforces un-
healthy habits.
• Most organiza-
tions lack the 
scale to affect 
healthcare qual-
ity and cost.
• Medical care 
not designed 
to combat or 
prevent chronic 
disease.

“None of the 
current systems 
were putting 
patients at the 
center of their 
healthcare solu-
tions,” Mowery 
said.

Activate’s plan to combat these problems is to construct a 
fully staffed clinic at the business. And by utilizing the ser-
vices of a primary care physician, nurses and a life coach, the 
company aims to reduce the cost of medical care while trans-
forming employees’ lives such that they don’t need it in the 
first place.

The company claims that within a year most participating 
businesses experience:

• About 20 percent reduction in healthcare costs in clinics 
with more than 1,000 members thanks to generic prescrip-
tions, radically reduced lab costs and early interventions.

• Zero physician turnover.
• About 90 percent employee participation in clinics and 

more than 70 percent spouse participation.
• Patient satisfaction ratings above 4.6 on a five point scale.

A case study
Monarch Beverage, the largest alcoholic-beverage distribu-

tor in the state, decided to partner with Activate more than 
two and a half years ago.

Monarch senior vice president Natalie Roberts said her 
company was looking for a provider that focused on wellness 
and preventative care.

“We’ve had a great experience with Activate,” she said, cit-
ing the example of a 28-year-old employee whose life may 
have been saved with an early melanoma detection in the Ac-
tivate clinic.

Monarch paid for a clinic buildout at its warehouse in Law-
rence. It’s a permanent structure complete with a physical 
therapy facility and gym that can serve the needs of Monarch’s 
1,100 employees, spouses and dependents.

Nathan Mowery
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•	Clinic would be open typically open 40-48 hours per 
week. 

•	 Full-time primary care physician.
•	Conducts annual physicals.
•	Guides patient care in the clinic or via secure 

teleconference via smartphones.
•	Guides care for patients cross the healthcare 

continuum.
•	 Full time nurse practitioner/coach.
•	Manages the on-line incentive plans for patients.
•	Medical assistants/phlebotomists.
•	 Saves 90 percent on lab costs and more than 50 

percent on prescriptions available onsite.

Activate Healthcare President Nathan Mowery, at left, said that he doesn’t see a limit to the amount of savings possible by utilizing his company’s 
healthcare model. Monarch Beverage built the gym in its clinic to help improve employee health (Staff photos)

New company hopes to counteract 
Obamacare and rising health 
insurance costs while helping 

maintain healthy employees and 
stout balance sheets 

“It’s just like a primary care office in the middle of a beer 
warehouse,” said Roberts.

The company still offers traditional insurance, but employ-
ees don’t need insurance to use the clinic. And perhaps the 
greatest value can be found with improved employee morale.

“It’s the most popular benefit we offer,” Roberts said.
Startup costs

To get down to specifics, there are some initial startup costs 
when partnering with Activate.

The employer will pay for the cost to construct the clinic, 
and those costs will vary depending on the size of the com-
pany and the services it would like to offer.

Mowery estimates that a ballpark clinic costs in the range 
of $50,000 to $150,000. But he said Activate has a list of expe-
rienced construction companies that can help reduce costs.

The second cost is partnering with Activate to manage and 
staff the clinic.

Mowery said that Activate gets much of its business through 
working with insurance brokers, but it would be happy to deal 
directly with employers.

He said Activate typically targets companies that would 
have approximately 2,500 members on its healthcare plan. 
That’s the scale required to begin maximizing savings.

But if companies with fewer employees are interested in us-
ing Activate’s expertise, Mowery said that forming a healthcare 
co-op with neighboring companies can be effective as well, 
such as the one Activate recently established in Anderson.

“If you can put a clinic on site, we can reduce your costs 
and blow the doors off employee satisfaction, year after year,” 
Mowery said.

Benefits
Mowery points out that one of the benefits of an Activate 

clinic on-site at your business is that there are no wait times.
Employees call in advance to book a block of time with a 

doctor or their health coach. The doctors that staff the facili-
ties say that this makes everyone happy, because they get the 
adequate amount of time to consult with patients and don’t 
feel the pressure to cram in patients to meet quotas.

The extended time with patients is critical to help treat is-
sues like diabetes, weight-loss or smoking-cessation efforts. 
And Mowery said employers often make incentivized payouts 
to employees to ensure their health goals are met.

“But what really incentivizes is that personal relationship 
between the patient, the physician, the coach. That’s the se-
cret sauce,” Mowery said. “And frankly the government is nev-
er going to be effective in telling people what to do as it relates 
to their health. It’s going to take a person.”

The results of the preventative care are so strong, that em-
ployees also might consider only purchasing catastrophic-
care or high-deductible insurance plans.

And Activate’s database of referrals can provide people with 
the name of the lowest-cost, high-quality care providers – a 
feature that effectively negates a long-held insurance compa-
ny advantage and makes healthcare pricing more transparent.

“Ultimately it will be at the fingertips of all of us,” Mowery 
said.

Solving the primary-care 
conundrum 

It’s no secret that the nation is facing a shortage of primary 
care physicians, and the reasons behind it aren’t mysterious.

New doctors often graduate with more than $200,000 in 
student-loan debt, individual physicians have no negotiating 
power with insurance companies and if they work for a larg-
er medical organization, doctors are often forced into the so-
called hamster wheel of constantly increasing productivity in 
exchange for low compensation.

Which makes Activate’s statistic of zero physician-turnover 
all the more amazing.

Dr. Joseph Lisanti, who works at the Monarch clinic, said 
that for physicians who care, the current medical system 
wears them out.

“It’s difficult to provide quality chronic disease care (under 
those conditions),” he said. “With this Activate model, we have 
that time to get a more thorough history and coach that patient.”

“When you go to see a doctor, these days, they prescribe a 
pill. That’s not the best way to handle our healthcare,” Mowery 
said. “There are behavioral changes that we should be work-
ing on first.”

Lisanti said that his patients at Monarch also like the clinic’s 
convenience and the fact that there are no co-pays.

“The philosophy of Activate is, ‘We are trying to save every-
body money,’” he said.

“The reason primary care doctors went into it is to make a 
difference in peoples’ lives,” Lisanti said. “The most rewarding 
thing about being here is I can spend the appropriate amount 
of time to educate patients about their condition.”

He also noted that employers are happy because their em-
ployees are healthier.

Activate Healthcare 
clinic features

Obamacare looms large
There is also another reason to begin thinking about health-

care changes now. 
The current healthcare system is designed and staffed to 

treat only the amount of people who can pay for the service or 
have insurance to cover the cost.

If the number of people with an insurance card increases, 
where will the medical facilities and staff needed to treat them 
come from?

The potential for a logjam in primary care clinics is not un-
reasonable, and Activate’s model would buy a company guar-
anteed access, its leaders said.

Obamacare also won’t solve the doctors’ reimbursement 
issues, and it does nothing for patient accountability, Lisanti 
said.

He said that co-op clinics are the only way to make real 
improvements in employee health and start to bend the cost 
curve. 

Focus on patients
Mowery said that each of Activate’s monthly operations 

meetings starts out with a success story.
One such story occurred in February, when a man came 

into a clinic complaining of double vision.
“One of our providers though it odd, was concerned about 

it, got him in for a CT scan, which identified that he had an 
aneurism that was pretty close to blowing,” Mowery said. 
“That was a stoke, maybe a death.”

He said stories like that are not unusual. The reason is be-
cause in areas without much primary care, there is pent-up 
demand.

“There’s a lot of ticking time bombs out there,” Mowery said 
noting that 60 to 70 percent of the time patients at an Acti-
vate clinic have no primary care doctor and haven’t seen one 
for years.

“A clinic is just perfectly designed for that kind of person,” 
he said. “That’s why we see a huge spike in attendance when 
clinics first open.”
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Carmel business thrives by filling need for complementary services

12955 Old Meridian St | Suite 103 | Carmel, IN 46032
317.844.6629 | www.us605.alphagraphics.com

visit us on the web

We know it can be difficult to stand out from the crowd.  You want to showcase your 
business, but your budget only goes so far.  That’s why Pop-Up Retractable Banners 
are a great solution - with a wide variety of stands, sizes and materials and full-service 
design assistance, AG Carmel can help you make a BIG impression!

Make your message come across loud and clear with 
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The industry experts at Somerset CPAs have examined the 
Affordable Care Act and have discovered that not all beans 
are taxed the same.

To learn more, visit us online at www.SomersetCPAs.com, or 
contact one of our tax professionals with expertise in industries 
such as:

MORE JARS.
SAME BEANS...

3925 River Crossing Parkway, 3rd Floor | Indianapolis, IN 46240 | 317.472.2200 | info@somersetcpas.com

- Agriculture
- Construction
- Dealerships

- Dental
- Health care
- Manufacturing

- Retail 
- Real estate

The Backroom@WestClay and Art & Texture finish studio complement customers’ desire for unique décor. (Staff 
photo)

By Bill Dragon
Ten years ago Mark Roger and his wife 

opened Art & Texture finish studio in the Vil-
lage of West Clay. The business specialized 
in decorative wall treatments and refinishing 
furniture – a challenging business no matter 
the economic climate.

“The refinishing business has always been a 
hobby of mine. We specialize in updating fin-
ishes on both furniture and hardware. We’ve 
always had a niche in refinishing both wood 
and metal; like turning oak built-ins into aged, 
distressed black furniture and giving new fin-
ishes to 80’s-era brass chandeliers”.

Art & Texture became known throughout 
the Midwest for restoring clients most trea-
sured possessions, whether it is vintage trunks 
and painted furniture, restoring artwork or 
matching metalwork. As that business grew, 
people began showing up at the studio with 
furniture that they had no place for and leav-
ing it with him.

That’s when Roger heard opportunity 
knocking on the door and another business 
was born. 

His fine furniture consignment and acces-
sories business, called the Backroom@West-
Clay, was started two years ago. 

Located in the same building, the Back-
room carries many high-end, one-of-a-kind 
items along with items seldom found through 
consignment such as chandeliers, custom 

drapery and original artwork. Roger keeps an 
updated website offering online shopping at 
www.BackroomAtWestClay.com where cli-
ents from near and far prefer to shop - at least 
to see recent arrivals.

Loyal designers, again, quickly sought him 

out, but this time to consign their own fur-
nishings with him. “We have a great working 
relationship with many designers in the area 
and they all have their favorite pieces that they 
don’t have the room for themselves,” Roger 
said.

By having both a refinishing business and a 
furniture consignment store in one location, 
Roger can offer a unique service.  

“When you purchase a table, for example, 
we can refinish the top to a more customized 
look if you desire. That’s something that the 
normal consignment store can’t do,” Roger 
said. 

Additional services offered by Art & Tex-
ture include the “Clean Slate” program, where 
Roger will come into your house and clean up 
walls and wood trim, caulk and fill holes. This 
service is used a lot by people getting their 
home ready for resale.  He also offers a similar 
service on furniture, called the “Furniture Pre-
server”, where he will clean, fix scratches and 
repair all the furniture in the home.  

“We’ve always tried to provide services that 
people desire, but can’t readily find,” Roger 
said.

Last year, the Backroom’s consignment 
sales doubled its profits from the prior year 
while Art & Texture continues to work pro-
viding furniture refinishing and decorative 
walls. 

By following the simple, yet important, 
business practices of staying loyal to clients 
and keeping an eye out for complimentary 
services to meet customers’ ever-changing 
needs, Mark Roger has built a loyal customer 
base over the last ten years. 
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Kolache Factory specializes in dough stuffed with sweet or savory items – 
like a handheld sandwich, but fully covered. (Submitted photo)

Changes coming for area restaurant industry
Staff report

You might not have heard of a kolache, but one bite and 
you’re sure to be hooked on the soft pillows of pastry stuffed 
with anything from meat and cheese to fruit.

And Cheryl and Scott Early are bringing the taste sensation 
to Carmel with the recently opened Kolache Factory store on 
116th Street and Guilford Road.

So, what exactly is a kolache? 
“It’s dough stuffed with sweet or savory items – like a hand-

held sandwich, but fully covered,” Cheryl Early said. “Inside 
ranges from say eggs and cheese and bacon or jalapeno cheese 
or the sweet ones that are fruit-filled but with an open top that 
look like a Danish. We also have stuffed croissants. They are 
basically a bakery item that are a breakfast or lunch item on 
the go.”

The Carmel store will be the company’s 25th location, with 10 
more set to open in the next several months across the coun-
try.

The Carmel location will boast 2,000 square feet and will be 
open 364 days a year, closed only on Christmas. 

In addition to the 30-40 different varieties of kolache’s, the 
shop will have cinnamon rolls, strudels and sticky buns. And, 
unlike the Fishers location, it will boast a full service espresso 
service. 

Carmel residents also will have another quick lunch option 
with Blaze Pizza open at 12697 Pennsylvania St., in the Mei-
jer Outlot Shops. The restaurant calls itself a “build-your-own-
artisan-pizza” restaurant — in other words, the “Chipotle” of 
pizza. They invite guests to “co-create” their own work of art 
by traveling down an assembly line to craft an individual 11” 
pizza to exactly their own specifications, choosing from more 

than 40 artisanal toppings. 
The toppings include unique, chef-driven choices such as 

roasted garlic, caramelized onions, meatballs shipped in from 
New York and vegan cheese. 

The pizza is then fired in a 600 to 800 degree oven and is 
ready in three minutes. 

Another thing that sets Blaze Pizza apart is the cost — even 
if you choose more toppings than your crust can reasonably 
hold, the price is, at most, $6.95 (less for plain cheese or one-
topping pizzas; slightly more for a gluten free crust.) 

Hino Oishi Japanese Steakhouse recently opened on Michi-
gan Road south of 106th Street. The restaurant specializes in 
hibachi and sushi.

But the three restaurants will have a hard time filling the 
void left with the February closings of Holy Cow Cupcakes, 

Detour: An American Grille and Fox and Hound Pub.
Rogue Decor Company is now open in the Indiana Design 

Center on Range Line Road. Owner Adam Graef specializes in 
custom, repurposed furniture and lighting that become one-
of-a-kind treasures. Each work is created using exceptional 
craftsmanship, along with his impeccable taste in design.

Power Booster, a high-tech indoor riding and coaching 
program designed for competitive cyclists and tri-athletes, has 
opened a third location inside St. Vincent Sports Performance 
at Clay Terrace Mall in Carmel. The popular indoor cycling 
training series prepares cyclists and tri-athletes for a full sea-
son of training and competition through an established system 
of workouts that take place inside on state-of-the-art Compu-
trainer units. The advanced indoor multi-rider set-up allows 
the riders and coach to monitor, via digital screens, individual 
power (wattage), speed, distance ridden, caloric expenditure 
and other metrics.

Beyond.com, an internet-based jobs website, opened a sales 
office at 3077 E. 98th St.

Carmel-based Wordlove is a new business that provides 
proofreading and personal writing instruction to students, 
professionals, and business-owners in Hamilton County. Car-
mel resident Alicia Woodward created Wordlove to fuse her 
passion and talent for teaching and writing. For more infor-
mation about Wordlove, visit www.wordlove.net or call 618-
204-9437.

A new yoga studio has opened behind the Super Target on 
Michigan Road. Bar Method Studio on Commerce Drive. 
Drop in classes are $22 and monthly memberships are $155.

Sophia Square also will get some workout space with the ad-
dition of owner Phil Canada’s The Exercise Coach. 



12   March 2014 • businessleader.bz Carmel Business Leader

I was having coffee with a friend last week, and we were having 
a discussion about important things: The weather, the Olympics, 
grandkids…heavy issues. 

All of a sudden my breakfast buddy got a 
weird, sort of scrunchy look on her face. I 
figured she was either trying to pass a stone 
or she had something serious on her mind. 

She said, “I’ve been in business for over 
25 years and I still haven’t quite figured out 
why people buy. It’s always bugged me.”

Ah, the eternal business dilemma: I have 
a great product or service, I have competi-
tive prices and I provide excellent custom-
er service. So why aren’t customers knock-
ing down my doors? 

Of course there are many theories about 
this very topic. In fact, if you want a good chuckle just go to 
Google and ask that question. 

You’ll find articles such as, “The Top 6 Reasons People Buy” and 
“The Top 10 and The Top 20.” I even found an article that had “The 
51 Reasons” - somebody stayed up all night compiling that list! And, 
of course, I think it’s a law that no self-respecting writer can address 
this subject without tossing in “Maslow’s hierarchy of needs.” 

Now, I’m not saying that the reasons given in those articles are 
wrong…quite the contrary. In fact, I’ll go so far as to say there are 
a lot more than 51 reasons why a person would swipe their card. 
The problem is that none of these lists say why people buy your 
products. And that’s the dilemma.

Unless you have a gazillion dollars to spend on advertising, you 
have no way to touch your potential customers with messages that 
will touch on each of the 6 or 51 reasons people dip in their pock-
ets and hand over their cash. Lucky for you we’re here because our 
little firm knows the secret. We know the one simple rule that is a 
summation of all the lists that have ever been created. It’s the one 
truism every business must keep in mind but all too often forget. 

So why do people buy? Here it is…
…Customers buy for their reasons, not yours.
Disappointed? You were expecting something exotic or maybe 

a mantra of some sort? Let me explain.
It’s easy for any company – whether B2B or B2C – to get so im-

mersed in the details of their product/service offering that they 
lose sight of what the customers want. 

Instead, they focus on why they think the customer should buy. 
I have news for you; I’m a customer and I don’t care why you think 
I should buy from you! I have my own reasons. What I expect 
from you is to tell me how your product fulfills my wants or needs. 

And how do you know what my needs are? Ask me.
Any marketer worth their salt knows that the best and most re-

liable source of customer information is a previous/current cus-
tomer or a prospective customer who didn’t buy. They’ll give you 
invaluable direction, keep your target marketing efforts evolving 
appropriately and will encourage you to not waste time studying 
all those lists that I mentioned. 

How you ask the customer, how you contact them, what ques-
tions you ask, how you interpret the data and how to use it to 
build your message is another topic. For now it’s just important 
that you know that nobody else can answer your question.

Of course you can ignore what the customer wants and just tell 
them that they have to buy from you because you have a list of 51 
reasons why they should. 

Good luck with that.

Sharon Robbins is the President of Carey Road Marketing, which provides strate-
gic plans, marketing and general business health support to companies from start-up 
to maturity. Based in Carmel, they may be reached at 580-9700, via e-mail at srob-
bins@careyroad.com or through their website at careyroad.com.

Why do people buy?

Sharon robbins
Marketing

My wife has just finished paying her annual debt to so-
ciety; she had headed up a fundraiser gala for a local non-
profit. 

Every night for the past couple of weeks 
she and her cadre of merry women (and some 
men) have gone to local businesses and polite-
ly harassed them into giving out free stuff for 
silent auctions and the like. This is like adult 
“trick or treat”. 

Every night they would arrive at our home 
and open their bag with brag as to all the stuff 
they have received. Some had smiles so wide 
you would have thought that they had “movie-
size” Snickers candy bars in the bag. 

They had coupons for everything from free 
dog washes to free car washes, to free nights at 
a bar, to free nights on the town. If you can beg for it, they 
probably have it. You want a round of golf for four guys? 
You can bid on it. 

Yes, if any of you readers have ever been to a silent auc-
tion black tie event you know the drill. You probably have 
at least one autographed football in your basement bar 
and can’t even remember who the player was; it was a fun 
night, and your wife looked beautiful in that gown. Who 
was that guy that kept buying me drinks? We all pitched in 
for the limo, thank goodness. 

A great time was had by all, and the nonprofit, well this 
was its biggest event all year long. The income of that night 
sustains most all of the giving needs for a full year. All the 
other events combined are just fill-ins at best.

Now, let’s look behind the curtain. What actually took 
place here? What just happened? 

Well, a small group of people who were passionate for 
a need - say children, say poor ones, or sick ones - went 
out to their first circle of small business friends and so-
licited funds and gifts. Some of the friends gave because 
of friendship, others gave out of compassion for the cause 
and others gave to move on to other problems of the day. 

They were then asked for referrals from their friends in 
business, and the circle got bigger. The drill went on. Then 
the small army went to retail row and solicited all of the 
people that they purchase from, the restaurant, the car 
dealer, the dentist, the optician, the tanning salon, the golf 
course; the beat goes on. 

And over all, if you attend one of these black tie events, 
you will realize, these merchants roll up their sleeves and 
give. When you as a customer come to the local auto deal-

er for the free oil change, or the restaurant for the free din-
ner, they treat you just like you had cash. If you are a cur-

rent customer, they want to retain you, if you 
are a new client, they want to win you, these 
are the laws of gravity in the capitalistic system. 

Now, here is what I know that a lot of you 
don’t know. 

I do some business consulting, and a lot of 
these small firms have no business giving away 
precious goods and services, but they do it any-
way. 

Why do they do it? It is in their DNA. 
They do it for 2 reasons I believe. One, they 

feel the need to give back to the community, 
it’s just that simple. They know the feel of the 
struggle in life, they want to help others even 

if they struggle. And two, they are eternal optimists, they 
think that if they give you a free gift certificate for one hour 
of their plumbing service, you will be the new customer 
that they have been waiting for all week long. 

You will give them the big remodel job. And you also 
own the big apartment complex in town and will give them 
the life-saving monthly contract. Yes, they can dream, but, 
yes, sometimes it happens, and when it happens, that 
keeps the dream alive.

Back to that young poor sick child, thank God for the 
groups of men and women that take the time out of their 
lives to tirelessly raise funds to help them in their plight. 

Thanks to the parents that worked a shift and went 
around after hours and pick up donations that the stay-at-
home moms solicited on the phone all day long. 

And thanks for all of the small business men that gave 
of their products for free for a good cause preparing to get 
nothing in return but knowing that they helped their com-
munity a little bit. 

Thanks to all of the people that categorized and wrapped 
and listed the items for sale. Thanks to those that took 
them to the venue and set them up in a display-like fashion 
to look appealing. 

And thanks to all of the folks that bought all of the tick-
ets and attended the events and bought all of the auction 
stuff and patronized all of those businesses that gave the 
stuff that you bought. 

And yes, that poor kid, or the sick kid, now they have 
some iPads, or some teddy bears, or some heart monitors, 
or trips to Disney world. And yes, a good time was had by 
all.

A good time was had by all

howard hubler
Advice

up The ladder

First Merchants welcomes 
new vice president – First 
Merchants is proud to wel-
come Dave DeCraene as vice 
president with First Merchants 
Bank’s Middle Market Group 
serving the central Indiana 
market. DeCraene has 12 years 
of banking experience and 
specializes in financing work-
ing capital, equipment, owner-
occupied real estate, acquisi-
tions, management buyouts 
and syndicated credit facilities. 
DeCraene’s focus is on compa-
nies with $5 to $100 million in 
annual sales revenue. 

OrthoIndy and IOH add 
new surgeon – OrthoIndy 
and the Indiana Ortho-
paedic Hospital announce 
the addition of Dr. Zachary 
Dodd. Dr. Dodd is a sur-
geon with a practice focus 
in spine. He is currently see-
ing patients at OrthoIndy 
Northwest and South loca-
tions. Dr. Dodd is a member 
of American Association of 
Neurological Surgeons and 
Congress of Neurological 
Surgeons. To schedule an 
appointment with Dr. Dodd 
call 802-2444.

Fashion Mall has new manager – Simon Property 
Group is pleased to announce that Patrick Moyers 
has been named general manager of Fashion Mall at 
Keystone. In addition, he will serve as general man-
ager of the mall’s sister lifestyle properties, Keystone 
Shoppes and Village Park Plaza. Moyers has been 
with Simon Property Group for more than 14 years. 

Carmel RE/MAX broker wins award – RE/MAX of 
Indiana has announced the top broker/owners and 
offices from its 74 offices throughout the state. Jimmy 
Dulin of RE/MAX Ability Plus was recognized as 2013’s 
Broker/Owner of the Year for the multiple offices cat-
egory. With 140 total associates, RE/MAX Ability Plus 
operates two offices in Carmel, along with other loca-
tions in Zionsville, Lebanon, Fishers and Broad Ripple..

Commentary
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Video will bring added dimension 
to any advertising campaign

Jon Quick

There’s no argument. A website is essential 
for businesses today. No matter who designs 
your web presence - whether you hire some-
one or do it yourself - I want to emphasize the 
importance of using video on the site to pro-
mote your business. 

Here are a just few of important facts:
• Most people first 

find out about a 
business by using 
a search engine. 
Sorry, it’s not the 
Yellow Pages any-
more.

• Your chances of 
better search re-
sults multiplies if 
you have video on 
your web site.

• About 85 percent 
of Americans have 
viewed a video online. 

• Being able to provide content in video 
format increases your ability to differen-
tiate yourself from the competition.

• YouTube is the second biggest search en-
gine after Google. More than 4 billion 
videos are viewed each day on YouTube.

• Using videos in email marketing gener-
ates two to three times higher click-thru 
rates. 

“But video is so expensive to produce,” you 
say. That can be true. Until now. 

Enter Brian Kelly, president and publish-
er of Current Publishing, which includes the 
Carmel Business Leader. 

“We know that print advertising is still ex-
tremely viable. In fact, a 2013 Nielson sur-
vey of 5,000 U.S. adults revealed that respon-
dents still rate newspapers (in print and on 
the internet) as the most effective advertising 
source among various media,” Kelly said

“However, these days it is clear people love 
to consume video,” he said. “Offering the max-
imum advertising impact possible is clearly 
our mission at Current. All of the trends in-
dicate that your customers want video from 
you.” 

“Now I’m proud to announce that our com-
pany is offering a new opportunity for adver-
tisers to combine the power of print with the 
added dimension of video - all at an affordable 
price,” Kelly said.

I am also honored that Brian and his co-
owner Steve Greenberg have selected my 
company Absolutemax! Marketing and Pub-
lic Relations to coordinate this new project. I 
am even more excited that we have procured 
the services of award-winning filmmaker Phil-
ip Paluso, to produce our client videos. Philip 
is owner writer and director at Medium Cool 
Pictures in Fishers.

Philip is an extremely gifted video artist. In 
fact, he was featured in Current in Fishers this 
past year as he was about to debut his latest 

documentary “Wings for Maggie Ray” that 
has since aired on PBS.

According to the Current article: “The film 
details Margaret Ray Ringenberg’s life – from 
her time on an Indiana farm to her days as 
part of the Women’s Air Force Service Pilots 
during World War II to a time later in her life 
when she was recognized as a valued trailblaz-
er who helped prove women could be pilots. 
WASP provided the American military with a 
small host of female pilots that flew new air-
craft to airfields, points of embarkation and to 
bone yards throughout the U.S. But the wom-
en who gave their time, effort and even lives 
for the war effort were not given the same 
benefits as American men who joined the ser-
vices. One WASP class wasn’t even assigned 
duty before the program was shut down.” 

“There was an injustice done,” Paluso said. 
“There’s no way to sugarcoat that. I just knew 
I needed to tell the story of Maggie Ray.”

Now Paluso and Current Publishing is 
ready to tell the story of your business in stun-
ning high-definition video. 

Randy Sorrell, owner of Carmel-based Sur-
roundings by Natureworks, was the first to 
take advantage of this exciting new opportu-
nity. 

“Current has been an inspiring contribu-
tor to our success and longevity,” Sorrell said. 
“We consider them genuine business part-
ners and are fantastic folks to work with. Our 
fabulous new video will certainly expand our 
leadership in the communities we serve. I am 
thrilled to be the company launching this ex-
citing new venture.” 

See Sorrell’s video at businessleader.bz. 
The new advertising package combines full-

page ads in Current in Carmel and the Carm-
el Business Leader with a custom-made video 
profile of your company produced by Paluso. 

“The video will be featured on our publica-
tion websites and is yours to keep to use on 
your own site and in any other way imagin-
able,” said Current advertising executive Den-
nis O’Malia.

For more information call O’Malia at 370-
0749 or email him at dennis@youarecurrent.
com. 

Jon Quick is President of the Carmel-based marketing and 
public relations firm, Absolutemax! You can reach him at 
jon@absolutemaxpr.com. He is a former 25-plus year ex-
ecutive manager at both CBS and Emmis Communications.

Philip Paluso (Submitted photo)
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You’ve grown your business over the years by keep-
ing your finger on the pulse of your customers. Meet-
ing their needs has meant keeping up with the trends 
within your industry, bring-
ing on board new technolo-
gies or product innovations to 
stay ahead of the curve. You’ve 
made changes within your 
company to remain relevant 
in the marketplace. 

Has your logo followed suit?
Your logo is the face of your 

brand. It is meant to resonate 
with your customers and to 
communicate the value your 
business will bring to them. 

When was the last time you 
examined the message your 
logo is providing? Does it reflect the evolution of 
your business and your customers? 

Just as fashions change, so do logos. Ten years ago, 
highly stylized fonts like Papyrus and Comic Sans 
were popular. These days, the trend is toward more 
functional and clear typography. These clean lines 
lend themselves to the changes we are seeing in web-
site design, where large graphics and images, and 
bold words are the new focus. 

The digital world has also brought about what I call 
the URL look – no spaces between the words within 
your logo. Playing with letter sizes, colors and styles 
allows the eye to differentiate between the amalgam-
ated words. 

This style of logo particularly suits a company 
whose website address matches its name. In this 
case, whenever potential customers see the logo, they 
are learning where to find the company on the web. 
That’s powerful messaging.

Social media avatars are also playing a role in logo 
design. An avatar is the little picture that follows your 
comments and postings on sites like Twitter, Face-
book and LinkedIn. Designing an element within 
your logo that lends itself to being recognizable in 
that little space is an important part of today’s brand-
ing.

Remember, updating does not necessarily mean 
drastically changing your logo. It is important to still 
be familiar to your customers, continuing to build on 
the reputation you have honed since your company 
started. However, if your current logo was created to 
attract a target market that is no longer relevant to 
your business, big changes may be appropriate.

Promoting a dated logo is akin to wearing your 
1970s leisure suit to a sales call.  

The message you are sending will not instill confi-
dence that you will be able to serve your client’s cur-
rent needs. 

Your logo was designed to be relevant to the era of 
its creation. Just like your company has had to evolve 
to stay relevant, your logo must follow suit. 

Jennifer Riley Simone is the principal at Fresh Figs Marketing, a 
small business multi-channel marketing firm in Carmel. Visit www.
freshfigsmarketing.com for more information.

Is it time to 
refresh your logo?

Jennifer  
riley-Simone

Kathleen lee

BuSineSS Crime waTCh

BuSineSS BriefS

Date Business Address Description

Jan. 27 Best Buy 10025 N. Michigan Rd. Theft

Jan. 28 Carmel Elementary 101 4th Ave. SE Criminal Mischief

Jan. 28 Taste of Europe 4320 W. 96th St. Fraud/Deception

Jan. 29 Lecesse Construction 1335 S. Guilford Rd. Theft

Jan. 31 St. Vincent Health 10330 N. Meridian St. Theft

Feb. 1 Meijer 1424 W. Carmel Dr. Theft

Feb. 2 Meijer 1424 W. Carmel Dr. Theft

Feb. 3 Carmel Dads Club 10850 Towne Rd. Criminal Mischief

Feb. 4 Ermco Electric 13500 N. Meridian St. Theft

Feb. 4 Best Buy 10025 N. Michigan Rd. Theft

Feb. 5 Main Street Barber Shop 41 W. Main St. Fraud/Deception

Feb. 5 Indiana American Water 14598 Lowes Way Theft

Feb. 6 We Frame It 1660 W. 136th St. Theft

Feb. 10 Which Wich 1430 W. Carmel Dr. Fraud/Deception

Feb. 11 Which Wich 1430 W. Carmel Dr. Fraud/Deception

Feb. 11 Village Pantry 9601 College Ave. Theft

Feb. 11 Meijer 1424 W. Carmel Dr. Theft

Feb. 13 Carmel High School 520 E. Main St. Counterfeiting

Feb. 15 Super Target 10401 N. Michigan Rd. Theft

This fall Ivy Tech will celebrate the opening of its 32nd campus in Indiana 
when its new Noblesville location opens for classes. We couldn’t be more 
excited for this opportunity to continue to partner with Hamilton County. 

Our new location will provide Hamilton Coun-
ty residents easier access to college credits, tech-
nical certifications and associate degrees. Ivy 
Tech offers the most affordable tuition in the 
state and credits that transfer to colleges and uni-
versities across Indiana. 

The relationship between Hamilton County 
and Ivy Tech dates back to 1980, when the Col-
lege began offering classes in Noblesville. In 1995, 
we opened an Ivy Tech site at Carmel Communi-
ty Life and Learning Center, where students can 
still take courses today. The College also contin-
ues to offer classes at Noblesville High School. In 
the Spring 2013 semester, more than 3,000 stu-
dents took Ivy Tech courses in Hamilton County. 

We also partner with Carmel, Noblesville, Fishers, Hamilton Heights, 
Hamilton Southeastern and Sheridan High Schools in our dual enroll-
ment program. This program allows students to earn college credit at 
Ivy Tech while they are still in high school. More than 1,500 Hamilton 
County students took part in the program last spring. 

Hamilton County High School students have made Ivy Tech one of 
their top choices for Indiana colleges in recent years. In 2011, more than 
300 Hamilton County high school students chose to come to Ivy Tech 
upon graduation. In fact, Ivy Tech ranked within the top three choices of 
all Indiana colleges for 2011 graduates from each of the above Hamilton 
County high schools. We look forward to now partnering with Hamilton 
County on a larger scale and serving your growing population!

Ivy Tech is busy at work to determine what the site will look like and 
how to best serve your community, including what degree programs and 
course offerings will be available. We look forward to continually in-
forming you of the progress that is being made. It is our intent to keep 
you updated each step of the way. 

Visit www.IvyTech.edu/Noblesville for more details. 

Kathleen Lee is the Chancellor of Ivy Tech Community College‒Central Indiana

Ivy Tech no stranger to county
Investment firm has new offices – Integrated Plan-
ning & Wealth Management LLC has recently moved to 
a new location at 11495 N. Pennsylvania St, Suite 120. 
Integrated Planning & Wealth Management offers cli-
ents customized service in areas of financial planning 
including comprehensive wealth, investment, retire-
ment, and risk management. For information on Inte-
grated Planning & Wealth Management’s new location, 
visit www.integratedpwm.com.

Wild Birds Unlimited is growing – Wild Birds Un-
limited reported an increase in same store sales for 
the fourth consecutive year. With over 280 locations 
throughout the United States and Canada, the com-
pany opened 12 new franchises in 2013 with three in 
development and has plans to open 16 more new loca-
tions in 2014 throughout the nation. Wild Birds Unlim-
ited provides bird supplies that are designed to be the 
highest quality bird feeding equipment on the market. 

JCC announces Earth Day partners – The JCC an-
nounces Indianapolis Power & Light Company and 
Citizens Energy Group as the co-title sponsors of its 
award-winning Earth Day Community Celebration 
from 1 to 4 p.m. April 27 at the Arthur M. Glick JCC. Vol-
unteers ages 16 and older are needed. For more infor-
mation, visit www.jccindy.org.

Duke Energy issues RFP – Duke Energy Indiana has 
issued a request for proposals for companies inter-
ested in supplying the company with solar energy. The 
request is for capacity, energy, and renewable energy 
credits from one or more solar electric generating facil-
ities that could provide up to five megawatts of electric 
power to customers. For more information, visit www.
duke-energy.com. 
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Get your card in front of more than 108,133 households in Hamilton County! Call Dennis O’Malia @ 370-0749 for details

Hamilton County Business Contacts
HANDYMAN SERVICES

CHIP TRAIN REMODELING
KITCHENS • BATHROOMS • BASEMENTS

Licensed • Bonded • Insured
Chip Train 317-258-2650 • chiptrain@msn.com

Remodeling
Carmel and Zionsville

since 1992

Servicing:
Carmel, Fishers, Noblesville,

Westfield and Zionsville.

Insured & bonded.

(317)846-5554
shepherdins.com

Family owned - Carmel/West�eld based
2010-2012 Angie’s List 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

$150 average per room,
2 coats & patching on walls

(317) 645-8373 • www.TopShineWindowCleaning.com

• Commercial/Residential
• Gutter Cleaning

• Fully Insured • Free Estimates

SAVE 25% OFF
WINDOW CLEANING

(O�er expires 3-31-14)

BANKRUPTCY
In most cases, you can 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.

Since 1993

848-7634
www.centennialremodelers.com

Insurance Specialist
Storm Damage

ROSE
  ROOFING

ROOFING • SIDING • WINDOWS

Member
Central Indiana

LICENSED
BONDED
INSURED

3C Plumbing Inc.

- water heaters -
- sump pumps -

- garbage disposals -
- bath & kitchen faucets -

- water softeners -

Cy Clayton
Cadwalader

cy@3CPlumbing.com
317.850.5114

16 years experience
Free home inspection

Guaranteed work/referrals
Lic. # PC1Q701074

REASONABLY PRICED. RESIDENTIAL PLUMBING REPAIRS. CALL
TODAY!

Indy's #1 Weight Loss Specialist

Check out my website:
www.fb�tness.com

GET FIT! STAY FIT, FOR LIFE!

Cindy Sams, FULL-BODY FITNESS
(317)250-4848

Indy Gun Safety
Armed with knowledge!

Learn to shoot a handgun!
Beginner thru advanced pistol, CCW

& instructor training courses.
Firearm sales & transfers

Yes, there’s a Gun Shop in Fishers!
www.IndyGunSafety.com

13287 Britton Park Rd., Fishers, IN  (317)345-3263

“JEFF” OF ALL TRADES
• PLUMBING
• ELECTRICAL
• TILING, CARPENTRY
   & MORE!

317-797-8181
www.jeffofalltrades.net - Insured & Bonded

HANDYMAN
SERVICES, LLC.

TURN YOUR
‘TO DO’ LIST

INTO A
‘TO DONE’ LIST

FREE
ESTIMATES $35 OFF

Any job of $250 or more
“JEFF” OF ALL TRADES

317-797-8181
Coupon must be presented at time of estimate.
Not valid with other offers or prior purchases.

Offer expires 3/31/14.

• 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



Protect 
what
matters
most

317.846.5554  |  shepherdins.com  

Shepherd 
can help you 
make the right 
decisions for 
your life.


