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Greenwood  
Rotary Club

Rick Myers                     (317) 300-8782

The Greenwood Club
Rotary Club members represent a broad cross-section of 

businesses and professional leaders of our community. The 
club is one of about 32,000 Clubs in more than 200 countries’ 
and territories in the world that make up Rotary Internation-
al, the world’s largest service club organization. The members 
of these Rotary Clubs form a global network of more than 
1.2 million businesses and professional men and women who 
volunteer their time and talents to serve their communities 
and the world. 

Club Meetings
Club meetings are held in conjunction with lunch every 

Monday at noon in the conference facilities of Jonathon 
Byrd’s Banquet Center in Greenwood. Meetings offer an op-
portunity to visit with other members, learn about Rotary 
projects and hear from speakers on a variety of topics, from 
politics to humanitarian issues.

Partner

225 S. Emerson Ave., Ste. 181 | Greenwood, Indiana 46143

(317) 881-7575 
vanvalerlaw.com

Michael R. St. Pierre, CFSP
CEO/Chairman of the Board

Bus: (317) 632-9431
mrs@wilsonstpierre.com
www.wilsonstpierre.com

family owned & operated since 1897

Evelyn ‘Ebbie’ 
Crawford CLU

586 South State Rd 135 Ste A
Greenwood, IN 46142-1439

Bus: (317) 888-0101
Cell: (317) 727-7353

ebbie@myagentebbie.net

Rob Bailey, Agent
48 N. Emerson Avenue
Greenwood, IN 46143

Bus: 317-882-1299
www.robbaileyagency.com

CONTACT ME TODAY.Meeting Time: Monday at 12:00pm

Meeting Place:
Jonathan Byrd’s Cafeteria

100 Byrd Way • Greenwood, IN

Come Join Us!

For more information, contact  
membership representatives: 

Chris Rosser (317) 412-5114 
chris.rosser@edwardjones.com 

or 
Jerry Sparks (317) 626-9002 

jerrysparks8352@comcast.net

The Rotary Club of Greenwood  
was organized in 1965. 

BIZ BRIEF
Jamie Green joins Express 
Employment Professionals

Express Employment Professionals located at 707 S. Madison 
Ave. in Greenwood has named Jamie Green its new employment 
specialist for commercial staffing. In her new position, Green 
will work with local applicants by trying to place them in posi-
tions offered by Employment Professional's client companies. For 
more information, contact the office at (317) 888-5700 or visit 
ExpressIndySouth.com.

BIZ BRIEF
LJC: Connecting people  

with nonprofits 
Leadership Johnson County will host an event on Tuesday, Nov. 10, from 4:30 – 6:30 

p.m. designed to connect people in the community looking to become more civically en-
gaged with nonprofits eager to gain committee and board members. Up to 15 nonprofits 
serving Johnson County will be in attendance with information to recruit for board seats, 
committee, and volunteer opportunities at the All Aboard event.  The event will combine 
networking and information sharing. Additionally, a $500 grant will be awarded to one 
nonprofit organization in attendance and attendees will meet the quarterly cover win-
ners from The Southside Business Leader. For more information about the event, visit 
the LJC at leadershipjohnsoncounty.org or email ktaylor@franklincollege.edu to RSVP.  
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FROM THE PUBLISHER

Rick Myers
FOUNDER/PUBLISHER

A few months ago while in 
a mall I stopped by my 
favorite pretzel place. 

After I made the purchase I was 
asked if I would like the company’s 
app. I politely told the young per-
son behind the counter that I was 
all app out, and hurried on my way.

I’ve made no secret that I believe 
we are inundated with technology 
and all that comes with it. I’ve said 
many times that I’m old enough 
that I could’ve lived my life without 
any of it, but young enough to see 
all of the wonderful things that it brings to ev-
eryday living. 

Having said that, there is an app that I 
would download in a minute if it were avail-
able. In fact, maybe it exists, but I am so tech-
nologically un-savvy that I’m not aware of it.  
That would be an app that would keep me on 
track. I’m sure you know what I mean. 

With all of the emails that I receive in the 
course of a day and all of the texts and phone 
calls – not to mention the sudden needs of 

employees and family – I find it 
hard in most instances to keep on 
track. I know I am not alone.

We’re supposed to multitask 
even more than we did when we 
didn’t have all of this technology. I 
don’t believe it’s humanly possible. 

Please, someone, help me find 
that app that can help me sort out 
what  needs to get done in the 
course of the day and what can 
wait.  Something that will help me 
get on track when I’ve jumped off 
of it. 

Give me an app that
 keeps me on track

Rick Myers is publisher of the Southside Business Leader. 
Email: rick@businessleader.bz

LOOKING FOR A BETTER JOB?
Express can help you get hired today!
Express is the connection to over 350 top companies offering:

 • Career Advancement 
 • Better Hours or Increased Pay 
 • Enhanced Benefits for Your Family

We have jobs and career opportunities in the following areas:

 • Engineering & Logistics 
 • Accounting & Finance 
 • Industrial & Warehouse 
 • Administrative & Clerical 
 • Skilled Manufacturing & Technical

(317) 888-5700 
707 S. Madison Ave. 
Greenwood, IN 46143

ExpressIndySouth.com
3925 River Crossing Pkwy, Suite 300   |   Indianapolis, IN 46240   |   317.472.2200   |   somersetcpas.com

AFFORDABLE CARE ACT 
INFORMATION REPORTING

If you are an applicable large employer, or a small 
employer with a self-insured healthcare plan, you have 

an obligation to submit information reports.

compliance  |  data extraction  |  consultation and staffing

Contact us today to learn how Somerset can help you with:

find us on...

"We’re supposed to multitask 
even more than we did when 

we didn’t have all of this 
technology. I don’t believe  

it’s humanly possible."
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Gus Pearcy is a contributing columnist to the Southside 
Business Leader. He may be reached at (317) 403-6485 
or pearcy.gus@sbcglobal.net. Gus blogs frequently at 
guspearcycommunications.wordpress.com.

Editor's Note›

OPINION

Humor›

Quote of the Month›

Times-Leader Publications, LLC
7670 US 31 S • Indianapolis, IN 46227

Phone: (317) 300-8782
Email: info@businessleader.bz

Founder & Publisher Richard K. “Rick” Myers
Contributing Writer Gus Pearcy

Content Editor Nicole Davis
Copy Editor Katie Mosley

Design/Production Carey Germana
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Copyright 2015© 
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Yes, we want your letters: 

Readers of the Southside Business Leader are 
encouraged to send letters to the editor as often 
as they wish. The stipulations are that the letter 
is timely, focused (not more than 200 words) 
and verifiable. Please make sure to provide 
your complete name and daytime and evening 
telephone contact numbers. All letters are subject 
to editing for brevity, clarity and grammar. Please 
direct correspondence to info@businessleader.bz.

The Southside Business Leader is published by 
Times-Leader publications, LLC. Content published 
alongside this icon is sponsored by one of our 
valued advertisers. Sponsored content is produced 
or commissioned by advertisers working in tandem 
with Times-Leader’s sales representatives. Sponsored 

content may not reflect the views of The Southside Business Leader 
publisher, editorial staff or graphic design team. The Southside 
Business Leader is devoted to clearly differentiating between 
sponsored content and editorial content. Potential advertisers 
interested in sponsored contact should call (317) 300-8782 or 
email sponsored@businessleader.bz.

Have the courage to follow 
your heart and intuition. They 
somehow already know what 

you truly want to become. 
~ Steve Jobs

Money makes the world 
go round, am I right? 
It also makes the lazy 

cheapskates change their attitudes. 
When money is involved, people 
can change their minds pretty 
quickly.

Let's take the Indianapolis Colts. 
What good is having an NFL team 
if they are constantly losing? For 
fans, it makes for a tough Mon-
day. Even if the win was a fluke of 
nature, fans are grumpy that their 
NFL team does not dominate. This 
has to translate to lost production.

It also has to affect the economic windfall 
that NFL teams claim. Winning teams in-
crease economic activity because everyone 
wants to be a part of the atmosphere. They 
spend money because of the excitement of a 
possible Super Bowl contender. No one cel-
ebrates a great pick in the next draft by buy-
ing a beer or two. Of course, there would be 
no activity if there wasn't an NFL team, but 
we are paying a lot of money for a losing team 
that still makes a profit.

Salespeople who lose a big account worry 

that they are replaceable. So should 
NFL players who can't get the job 
done. Only weather forecasters can 
screw up 60 percent of the time and 
still keep the job.  

So let's make it count. Let's find 
the one motivation that will force 
the Colts to take action to field a 
winning team. Let's sack their bank 
accounts and force them to spend 
the money.

Here's my proposal. As you know, 
taxpayers are helping to pay for the 
new Lucas Oil Stadium in the form 

of a 1 percent food and beverage tax. In many 
areas, this brings the total tax to a whopping 
9 percent in areas that have enacted anoth-
er percent to fund parks projects. It may not 
seem a lot, but over time it can add up. Once 
we pay off the stadium, won't it be time to ei-
ther overhaul the current one or start all over 
with a new stadium?

Here is my proposal: Every time the Colts 
lose a game, the state deducts a quarter per-
cent of the food and beverage tax for the fol-
lowing year. Lose four games in the season 
and the Colts lose all subsidies provided by 

frustrated fans who only want a decent offen-
sive line.

Shortages in the mortgage are to be made 
up by the Colts organization. 

After four losing games, the likelihood of 
the Colts making the playoffs are all but lost, 
anyway. Let's give the fans a little cash back 
to ease the pain of rooting for a poor team. 
Maybe Joe Schmoe won't be a crabby jerk on 
Monday mornings because he can save a few 
bucks and drown his sorrow in a nice local 
craft beer.

Call your legislator and demand that action 
be taken to punish a multi-million dollar or-
ganization for producing a crappy product. 
Then, following the Colts is like a stock pick. 
Many will root for a losing effort, which in the 
long run may make the team more popular 
than ever.

Gus Pearcy
COLUMNIST

Field a good team

Veterans are worthy  
of our awe

On Veterans Day, we are asked to pause 
and remember, to applaud the veteran of 
war. Take your children to a ceremony 
and stop and think how the world and 
your life would be different had they not 
taken action. No one wants to go to a war. 
No one dreams of graduating high school 
to go across the world and end tyranny.

 Ask your children, no…demand, that 
they cover their hearts with their right 
hand during the Pledge of Allegiance and 
the National Anthem. Above all, teach 
them to admire the veteran for giving 
them the opportunity to live in a coun-
try that not only rewards hard work, but 
gives them an infrastructure of safety 
and quality of life absent in other places 
around the world. It's our job to help them 
see why the United States of America is 
worthy of their allegiance.

We get what we order
What if every time you walked into a 

restaurant, there were no menus. They 
just bring you a dish and expect you to 
pay for it. That's what you get when you 
do not participate in elections. 

I believe the majority of people spend 
more time with a menu or ordering a latte 
than they do with candidates who will 
lead us.

Are you voting based on party but don't 
like the platform? That's like expecting to 
find roast beef at Chik-fil-A.

Study the candidates. Study their plat-
forms. Ask for specifics. Find a candidate 
you can believe in. Business owners do 
not realize how important that this can 
be. They act like choosing a candidate is 
like salmonella. It's tainted and they could 
lose customers. That is certainly true. But 
your business is in a niche, right? You 
don't cater to all of the people.

Vote if you're able. The leaders need 
your input or else, you'll get any old dish.
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Beech Grove Bowl
95 N. 2nd Ave.

Beech Grove, IN 46107
(317) 784-3743

bgbowl.com

Best Advice: My advice is for business owners 
to understand the positives and especially the 
negatives of social media. More damage can be 
done than many people can believe. I’m very 
accessible but also very cautious. Realize it’s 
important to be a part of social media. You have 
to be out there, but you have to be cautious.
Worst advice: One of the worst philosophies is 
that the whole idea that the customer is always 
right. It’s not that simple. The customer is always 
valued and respected, but they’re not always 
right. We respect what they say and we’ll figure 
out a way to make things right for them ... but 
you have to weigh your responsibility to the 
community, employees and family before doing 
something because just one customer said so.
Best business decision: Raising the floor 
level up to make it more accommodating for 
handicap people. There used to be a four-inch 
drop and we’d have to bring this big ramp out. 
After the first year with the kids of the Special 
Rollers League we filled the floor in so people 
can wheel right out in their wheelchairs. We’re 
truly accessible to anyone now.
Secret to success: I’ve always been driven. 
Anything I do, I want to do the best that I can. In 
the business, I don’t ever sit back and see what 
happens. I’m always trying something new. 
In 5 years... Hopefully I’ll be expanding the 
business somehow. I have a limited amount of 
space, so there are not a lot of things I can do 
differently.

How Scott did it?

By Nicole Davis
Scott Seach immersed himself in the 

bowling industry 20 years ago, creating ways 
to grow the business at Beech Grove Bowl. 
He told the previous owner that he’d own the 
business one day – a statement he fulfilled 
five years ago when he purchased it. His cre-
ative mindset has never ceased, as he con-
tinuously adds new programs or renovations 
on the facility.

When Seach first visited Beech Grove 
Bowl in 1995, he had a brief conversation 
with its owner, Ron Hammersley. 

“I came back a few weeks later and when 
I walked in the door, Ron said, ‘Hi, Scott.’” 
Seach says, “I was flabbergasted that he 
knew who I was or remembered that he’d 
even seen me. That really sunk home.”

Seach learned that Hammersley was look-
ing to transition from a paper scoring sys-
tem to a computer scoring system. Ham-
mersley was preparing to open Brownsburg 
Bowl, which is no longer in business, and 
wanted to link the computers to each oth-
er. He had no knowledge of the technology. 
Seach, who was going to school for comput-
er management, was hired to do the job. He 
would work between the two bowling alleys 
but found himself doing more than the com-
puter work. 

He invested himself in researching the 
industry. He created new programs such as 
the Bowlers Appreciation Club, offering cus-
tomers more rewards the more they bowled. 
He says the club is now the largest frequent 
bowlers program in the nation with more 
than 30,000 people registered. He created 
a birthday rewards program, mailing a card 
for a free visit on the customer’s birthday.

“I was always looking for ways to make 
more money for my family,” Seach says. “I 
was constantly thinking of new ideas. My 
philosophy was if I want to earn say $50 a 
week more, I need to find a way to bring in 
$150 a week more to the business. That’s 

how my salary would increase because I 
could justify by increasing the income of the 
business.”

Seach began working as a manager for 
Pizza Hut, but stayed on with the bowling 
alleys part time. 

“In ’97 Ron went 24 hours,” Seach says. 
“He saw more people stay later and later. The 
first year he lost a lot of money because no 
one knew about it. It took two or three years 
to build it. I couldn’t do what I’m doing now 
if we weren’t open 24 hours. It’s a strong part 
of the business.”

When he returned to a full-time position, 
he became increasingly active in the busi-
ness. In 2004 they expanded the food ser-
vice. Seach says he spent four months re-
searching pizzas, everything from the crust 
and sauce to cheese, until they settled on a 
combination. They currently offer pizzas, 
garlic bread, calzones which are the most 
popular menu item, dessert pizzas and add-
ed garden salads last month.

Seach had gone back to school to get his 
Master’s degree and become a math teacher, 
but realized that the career wasn’t for him. 
When the time came, he debated purchasing 
Beech Grove Bowl, but if he didn't then the 
business would have closed.

“I would tell a good friend of mine, Mikel 
Sanders, that I didn’t know if I wanted to 
mess with it,” Seach says. “By that point 
I was so wrapped up in the business that I 
was the face of the business. He said ‘you 
have to do it, you have to save the place. You 
have support.’ ... Two years later Mikel Sand-
ers passed away suddenly of a heart attack. 
Mikel was the person who encouraged me 
the most to go through with it.”

Seach purchased the business on July 31, 
2010.

“The first week people looked at me and 
said it must be nice, you don’t have a boss 
anymore,” he says. “I said no, I have several 
thousand bosses now. Before, I just reported 

to Ron. Now I report to everybody. Especial-
ly in today’s society with social media, I’m 
never not here. I can be home or anywhere 
and I’m getting messages from people. It 
does make it a lot easier to interact with peo-
ple and I think that’s some of the advantage 
we have over larger centers is the customers 
can interact with us on a one-on-one basis.”

Sales for Beech Grove Bowl have in-
creased each year, and Seach says they’ve 
broken every sales record that Hammersley 
ever had.

“One of the things Ron always emphasized 
was value over cost,” Seach says. “Even in re-
cessions, people still want and need recre-
ational time. Everyone is more savvy in their 
shopping, looking for the best value. We do 
everything we can to keep costs down but to 
add the best value.”

With the help of Beech Grove resident 
Anna Lee, Seach developed the Beech Grove 
Bowl Special Rollers League in 2012 which is 
open to all children, but especially for those 
with disabilities. In 2013 he decided to raise 
the floor to make it more handicap accessi-
ble for all of his customers. The work is nev-
er done as he continues to evolve the food 
menu and renovate the building. 

“Realistically, the future is to continue 
growth,” Seach says. “We’ve toyed with do-
ing pizza delivery. It’s a possibility. We’re in 
the middle of doing our remodeling. We’re 
constantly trying to find new ways to inno-
vate for people.”

Pictured on the cover:  Scott Seach stands near a 
jersey belonging to his late friend, Mikel Sanders, 
who encouraged Seach to purchase the business five 
years ago.  Photo by Nicole Davis

•	 I’m into sports: football, basketball, etc. 
I like to travel, go to Colts games, Pacer 
games, am a fan of the Mets.

•	 I met my wife, Amy, at a baseball game, at 
the Indians downtown. A year later we got 
married. We had our wedding pictures at 
the old Bush stadium when they were out 
of town. We’ve been married 22 years now. 
Our daughter, Josie, will be 21 on Veterans 
Day.

•	 Nobody in my family bowls. I just always 
liked it. When I was a senior in high school, 
I had my parents buy my first bowling ball 
and shoes... My senior year, I’d go bowling 
for an hour after school. It was cheap and 
affordable. My buddies would go with me. 
None of us were any good. It’s the ultimate 
participant sport. Anyone can do it, of any 
skill level.

•	 I don’t live in Beech Grove, but I’m active 
in the Beech Grove community. I’ve been 
a member of the Beech Grove Promoters 
Club for three years now.

•	 I install bowling systems all over the nation. 
When we bought our second scoring 
system in 2005, I researched all of the big 
names and found out about this one... I 
am now the only trainer in the U.S. for this 
system – Computer Score, sold in the U.S. 
by BEST (Bowling Electronics Services & 
Technologies).

Getting to know Scott…

COVER STORY

Scott Seach’s innovative attitude has increased service and value at Beech Grove Bowl for 20 years

Beech Grove Bowl Special Rollers. Submitted Photo

THIS IS HOW SEACH ROLLS
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Andrew Angle is the owner of NetGain Associates, Inc. He can 
be reached at (317)534-2382.

It's like everything else. We figured out 
automation for the factory floor, and 
now businesses are automating the 

more cerebral roles of marketing 
processes. Are you?

Marketing automation shifted 
away from the pure automation 
aspect to an integrated marketing 
approach. Workflows can be con-
nected across multiple channels 
based upon predefined scenari-
os and customer-driven triggers. 
Now individuals can be identified 
through various touch-points and 
receive timely follow-ups all the 
way through the marketing cycle, 
often without directly interacting 
with people.

When you visit a car dealer's website, the 
ads for the dealership start to appear every-
where you look. Fill out a sweepstakes form 
at a festival and get email, snail mail, and/or 
phone calls, all of which invite you to share 
more details about your interests, filtering 
your needs so that the business can better 
target you with the product and pitch. Con-
sumers may think of it as onerous and in-
trusive to know that this goes on, but savvy 
marketers know better. Today’s consumers 
are living better lives because of such auto-
mation. Consumers get bombarded by far 
fewer advertising messages that are com-

pletely irrelevant to their interests.
CRM (Customer Relationship Manage-

ment) software is the central tool for mar-
keting automation. It helps you 
organize your prospects as well as 
your customers, identifying your 
touch-points for your business 
and tracking when each individual 
touches them. In doing so, you can 
connect the dots to better serve 
your prospect’s needs..

Deciding which CRM to choose 
for your business may not be an 
easy task. Small businesses should 
start with the basics and build out 
from there. Otherwise it becomes 
too complicated and may delay it 
ever getting done. Never forget 

that you are in a race against your competi-
tors.

Once you start searching for marketing 
automation solutions you will be followed 
by ads promoting CRM systems. I know be-
cause I am wading through CRM solutions 
for a client now. To save you some time, 
I will publish my findings at http://www.
BusinsessLeader.bz/tech for you to review. 
Get a good CRM and you will wonder how 
your businesses survived without it.

Connect the dots with 
marketing automation

BIZ WEB

Andrew Angle
COLUMNIST

Jim Ittenbach is owner of SMARI, a research company, and 
he offers insights based in his years conducting research.

Consumers are becoming 
sheep as technology is 
adopting the role of a 

sheepherder that empowers 
marketers and media mongrels to 
serve as Judas goats! Historically, 
consumer needs drove innovation. 
Yet, sometime prior to the 
millennium, it flipped. 

Now, technological introduc-
tions are shaping behavior as con-
sumers line up to learn new tricks. 
Coveting cellphones that are rare-
ly used for conversation, watch-
es that modify movement more often than 
track time, computers that entertain more 

than calculate, and robotics that 
eliminate more labor than they 
create: it’s all leading us into an 
era of delightful technology, but at 
what price?  

Let’s strip away judgment for 
a moment. Capitalism works by 
recognizing emerging market 
forces and responding according-
ly. While human frustration, toil 
and desire have driven capital-
ism for decades, a new business 
model is seemingly adulterating 
consumerism. Digital interactions 

are creating desired efficiencies for time-
starved consumers. Handheld technology is 
fostering on-demand entertainment to bal-

ance demanding work styles. 
While the value versus the 
consequences of usage can 
be questionable, consumer 
needs are still driving a lot 
of innovative market oppor-
tunity. 

Yet a new marketing mod-
el, the creation of market de-
mand for the sake of capital-
ism, is emerging. This model 
actually fabricates human 

Beware of the Judas goat

Jim Ittenbach
COLUMNIST

frustration or desire for its own purpose. 
These sellers create and exploit the emotion-
al energy of consumers by promoting seduc-
tion via crowd aspira-
tion. Crafty marketers 
are depicting aspi-
rational and alluring 
lifestyles through the 
use of handheld tech-
nology and validating 
desire by having the 
media focus attention 
upon pent up crowd 
demand (herds of 
folks huddled in long 
lines or overloading 
web sites). 

We have all seen consumers camping 
on sidewalks to purchase smartphones or 
tablets.  Similar crowd driven demand en-
courages consumers to camp out for days 
to get door busting sales at 4 a.m. Recent-

ly, Amazon Prime Day, a true fabrication 
of an artificial time demand, generated re-
cord sales during a traditionally slow retail 

period. Even though 
consumers were un-
derwhelmed by the 
offering, the second 
annual Prime Day is 
planned. 

So buyer beware: a 
market leader, capable 
of herding a crowd of 
consumers to buy, be-
haves like a Judas goat 
cloaked in technology 
and aspiration more 

than an innovator to me. The outcome may 
prove to be a hollow one at the cost of a pay-
check. Live long and prosper.

BIZ RESEARCH

Your LOCAL
BUSINESS LENDER

When you need a business loan, open new opportunities 
by turning to Horizon – your hometown bank. 

Talk To Your Local 
Business Lender Today!

horizonbank.comMember FDIC

Steve Bechman Rob HendersonDavid Bedwell

Bargersville
507 Three Notch Ln
(317) 738-7317
Franklin
420 N Morton St
(317) 738-3915
Greenwood
942 S US 31
(317) 885-7371
151 Marlin Dr
(317) 881-3915
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Howard Hubler can be reached at howard@hubler.com.

I have been fortunate enough in my life 
to have been on some of the city’s finer 
nonprofit boards. I have also served on one 

or two national boards. As Hoosier 
businessmen, we all feel an urge to 
give back to our central Indiana 
community and our vocation. I 
believe it was Teddy Roosevelt 
who said it was the finest calling 
that we could have that of giving 
back to our trade. Several years 
ago many faith-based groups were 
involved in crises that called to 
question their viability as nonprofit 
organizations. Ultimately, what 
ensued was a national organization 
that a faith-based group could be 
a member of, which created standards that a 
501c3 non-profit group could follow. Potential 
contributors could rest assured that you were 
legitimately investing their funds. 

Today, if you are on the board of an orga-
nization, either large or small, there are some 
tests you must pass before many people or 
gifting organizations will consider before 
writing your organization a check. For exam-
ple, the money that you collect, you contrib-
ute to needy causes, and the relationship to 
the administrative cost it takes to raise these 
funds generally should not exceed 80/20. If, 
for example, your administrative cost were 25 
or 30 percent of all you took in, you were pay-
ing your administrators too much money or 
they were not efficient enough in collections. 
That troubles potential gifters.

 I have been doing some research on the 
Clinton Global Initiative, a 501c3. I have al-
ways thought it was a fine organization giv-
ing away hundreds of millions of dollars. In-
terestingly, if you look online, it has received 
millions of dollars and given away less than 

20 percent! (This is a reasonable "guesta-
ment" as it now has created a tangled web to 
confuse). This is a complete inversion of the 

model of gifting: 80 percent admin-
istrative costs and 20 percent given 
away. The group has turned around 
the model again and said, "Well, we 
are a nonprofit, don't tax us, but 
we are not a charity. Who said we 
are giving this money away?" The 
group holds these very large ex-
pensive events around the world 
called "initiatives" and pontificates 
on such things as hunger, glob-
al warming, and the like. While 
these may all be noble endeavors 
to some, it appears gifters are really 
purchasing influence with Bill and 

Hillary Clinton. Additionally, the initiative 
pays huge administrative salaries to ex syco-
phants for running it.

 This got me thinking. Why don't I run the 
Howard City and State Initiative? You give 
me lots of money and I will introduce you 
to the power people in the city and state. My 
wife Janet runs a great charity banquet that I 
will rename The Initiative. All attending la-
dies will have a free gift bag with trendy jew-
elry. There will be a concert by Bon Jovi or 
whoever the 40 something housewife finds 
"hot" this year. The power people will be es-
corted to the event by limo and put up in 
presidential suites. They will be so pampered 
that they could not say "No." I will guarantee 
you two things if you give me enough mon-
ey. One, the party will be grand, and you will 
meet all of the "right" people. Two, my "non-
profit" will give away over 20 percent of the 
proceeds. Now, what could be wrong with 
this picture? It works for Bill and Hillary! 

Howard Hubler
COLUMNIST

A profitable nonprofit
PEER TO PEER
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CENTER GROVE

CONNECTING                SOUTHSIDE. My
For more information, 
contact: Katy Cavaleri

kcavaleri@myicon.info • (317) 313-5033

2016 GGCC Community Guide
A total of 6,000 copies will be distributed to Chamber members, local 
families, visitors, new residents, new businesses, as well as from the 
Chamber office, Greenwood City Center, Greenwood Airport, local 
hotels and businesses. Moreover, it will be seen by more than 40,000 
Chamber website visitors. Publishes November 13, 2015.

RIBBON CUTTINGS

Personal Finance Company celebrated their grand opening Thurs. Oct. 15 with a ribbon cut-
ting with the Greater Beech Grove Chamber of Commerce at their 5375 E. Thompson Rd., 
Ste. A. location.  Photo by Brian Ruckle

PFC celebrates grand opening

uPaint Pottery celebrates grand  
opening with Greenwood Chamber

uPaint Pottery Studio, located at 3113 W. Smith Valley Rd., Greenwood, celebrated its grand 
opening ribbon cutting with the Greater Greenwood Chamber of Commerce on Oct. 20. 
uPaint offers paint-your-own pottery and warm glass fusing. All ages are welcome to cre-
ate a project, no reservation needed. Find more information, visit upaintpotterystudio.com. 

 Photo by Nicole Davis
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Rustic Root
222 Main St.

Beech Grove 46107
(317) 591-9497
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By Nicole Davis
Standing behind a 1952 Chevy pickup truck bed that has been converted into a countertop in the front 

of Rustic Root in Beech Grove, Tammy Hanna says she’s confident that once a person steps into the shop, 
they won’t forget it. 

“We have such unique things here,” Tammy says. “We’re an antique shop but we don’t just do antiques. 
We have repurposed items. We have handmade items... I have to be on the hunt all of the time for some-
thing that’s different. If I like it, I buy it.”

Hanna and her husband, Tony, own Hanna’s Wrecker Service based in Indianapolis and have retail 
properties, including the building that now houses Rustic Root, under Hanna’s Rentals. 

“My husband comes to me and says we should do an antique repurpose shop,” Tammy says. “We 
wanted to open before the fall festival in Beech Grove. I do well with deadlines so we set a deadline and 
got it done. We put all of this together in 30 days... Beech Grove has needed something like this for a 
long time.”

The shops houses antiques and additional items including soy candles, organic lotions, local hand-
made items such as greeting cards and more. They are open Monday – Tuesday and Friday – Saturday, 
10 a.m. – 6 p.m.; Wednesdays, 10 a.m. – 7 p.m.; and Sundays, noon – 7 p.m.

Tammy says they’ve received great support from the Beech Grove and surrounding community since 
they’ve opened; it’s now a matter of making potential customers aware that they are open.

“I think Beech Grove is the up and coming,” Tammy says. “Main Street is very cute. My hope is we can 
get the word out, let people know we’re here, bring more people to Beech Grove and hopefully someday 
be able to expand.”

Rustic & Repurposed

Center Photo: Tammy Hanna stands behind the 1952 Chevy pickup truck bed that 
has been converted into Rustic Root’s countertop. Remaining Photos: Antiques and 
locally-made items at Rustic Root.

Photos by Nicole Davis

Tammy Hanna is always on the hunt for antique and  
unique items for Rustic Root in Beech Grove
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Carolyn Goerner is a Professor of Management at Indiana 
University-Bloomington’s Kelley School of Business. Email: 
goerner@indiana.edu.

Your organization needs employees 
who express their thoughts and 
opinions. This phenomenon, known 

in the literature as “employee 
voice,” is often the way problems 
are identified and solved or new 
products developed. In fact, the 
lack of employee voice has been 
blamed for such notable failures as 
the Challenger disaster and airplane 
crashes.

But despite its value, employ-
ee voice isn’t always rewarded. 
Hearing bad news is rarely pleas-
ant, and having problems pointed 
out by a subordinate is something 
some managers aren’t comfortable 
experiencing. Many managers don’t reward 
employee voice because it is often expressed 
with significant negative emotion. People 
typically don’t speak out about something 
unless they’re upset, and that emotional 
state can prompt them to communicate less 
effectively by yelling, threatening, or oth-
erwise expressing their displeasure in ways 
that are hard to hear.

A recent study confirmed that the way in 
which employees express negative views or 
feedback makes a difference in whether it 
is acknowledged or acted upon. Employees 
who are capable of controlling their emo-
tions are simply better heard and more pos-
itively treated than those who cannot ex-
ercise this control. This likely comes as no 
surprise: messages are heard and acted upon 

more easily when listeners can respond to 
them rationally; messages are often “spoiled” 
by negative emotional content.

What makes this study notewor-
thy, however, was the finding that 
employees are generally aware of 
their own abilities and limitations 
in controlling their emotions. Peo-
ple with better skills at controlling 
or hiding their emotions are more 
likely to engage in employee voice. 

Based on this research, man-
agers would do well to remem-
ber that people typically won’t 
come forward with a problem un-
less they feel strongly about it – 
so someone who approaches you 
with an issue should have their 

concerns treated with respect. Luckily, those 
most likely to comment are also those with 
the skills to discuss their issues most ratio-
nally. But to gain the benefits that can accrue 
from open communication at work, supervi-
sors also need to control their own emotion-
al responses and use their emotion regula-
tion skills to become better listeners.

……………………………………………………
Grant, A. M. (2013). Rocking the boat but 
keeping it steady: The role of emotion regula-
tion in employee voice. Academy of Manage-
ment Journal, 56, 1703-1723. 

Speaking up or speaking out
BIZ MANAGEMENT

Carolyn Goerner
COLUMNIST

SAVE THE DATE!
Business Leader Cover Party

Food • Fun • Networking
2015 COVER PARTY • NOVEMBER 10th

4:30-6:30 p.m. 
Johnson County REMC

750 International Dr., Franklin, IN 46131

SEE YOU
THERE!

RSVP by Nov. 6 to KTaylor@franklincollege.edu or call (317) 738-8094

In Partnership with
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Dan Miller is founder and president of Historical Solutions 
LLC - Ideas and Inspiration Through History. Dan uses history 
to help people strengthen their leadership. His website 
is historicalsolutions.com.

George Marshall was called "the 
architect of victory" in World War II. 
He came by that title because he was 

U.S. Army Chief of Staff and military 
advisor to President Franklin D. 
Roosevelt. Roosevelt depended 
heavily on Marshall's ability to plan, 
organize, and manage a large group 
of people, in this case, the American 
army that fought Germany, Japan, 
and Italy from 1941 to 1945.

It won't surprise you to know 
that one of Marshall's defining 
qualities as a leader was an iron-
clad sense of duty. In fact, so great 
was the sense, so deep did it run, 
that I call tell you truthfully that 
for Marshall, duty was capitalized and sin-
gular.

Duty. He viewed it as a willingness to sac-
rifice in the name of something higher than 
yourself. For Marshall, that something was 
the American nation, particularly its quest 
for victory against the "axis" of three nations 
I mentioned before.

But where did Marshall's 
sense of duty come from? The 
answer might surprise you, and 
in so doing, provide you with 
reflection on your own leader-
ship, your own understanding 
of duty.

Many of us draw an under-
standing of duty from family, 
youth, and upbringing. Not 
Marshall. George Marshall 
hated his childhood. He dis-
liked his father and despised 
his brother. He wasn't fond of 
his hometown (Uniontown, 
PA.). And he didn't have any 
longstanding friendships with 
school mates. As soon as he 
could, Marshall got away from 
his family and their town. He 
never looked back.

Marshall found duty at the 
next place after leaving his fam-
ily — the Virginia Military In-
stitute in Lexington, VA. There 
he thrived. He loved the dis-
cipline, the clear purpose, the 
camraderie between himself 
and the other cadets. He saw a future run-
ning ahead of him, a future rooted in the past 
of the place. The place exuded a spirit that 
he could embrace. A clear line was now vis-
ible to him, tying what was before to what 
was ahead.

A key lesson that Marshall learned at VMI 
was that Duty and duties weren't the same 
thing. He didn't confuse the small-letter and 

multiple with the capitalized and 
singular. The completion of as-
signed tasks and responsibilities — 
duties — is valuable to leader and 
follower alike. But the greatest and 
most lasting impact will be found 
in Duty, the acceptance of person-
al cost in the name of a higher vi-
sion and result. Duty and duties 
run in quite different directions. 

For you, George Marshall's lead-
ership experience points to the 
importance of source. Duty comes 
from somewhere. It might be fam-
ily. It might be a place. It might be 

an experience or example. Marshall shows 
us that disappointment in one part of our 
lives doesn't have to mean disappointment 
in all parts of our lives. In the place where 
duties surrounded him, George Marshall 
came to see Duty above all.

The letter D in caps: George 
Marshall and you (Part 2)

BIZ HISTORY

Dan Miller
COLUMNIST

British Prime Minister Winston Churchill, U.S. President Franklin 
Roosevelt, and Soviet leader Joseph Stalin met at Yalta in February 
1945 to discuss their joint occupation of Germany and plans for 
postwar Europe. Behind them stand, from the left, Field Marshal 
Sir Alan Brooke, Fleet Admiral Ernest King, Fleet Admiral William D. 
Leahy, General of the Army George Marshall, Major General Laurence 
S. Kuter, General Aleksei Antonov, Vice Admiral Stepan Kucherov, and 
Admiral of the Fleet Nikolay Kuznetsov. February 1945. (Army). Public 
Domain Image.

BIZ BRIEF

Jack Klemeyer is the founder and head performance coach 
of GYB Coaching (gybcoaching.com). Contact him at: Jack@
GYBCoaching.com.

Jack Klemeyer
COLUMNIST

COACH’S CORNER

The most common training process 
in the workplace today happens to 
be the worst training program in 

the workplace today. That is a pretty bold 
statement, but I will stand by it all 
day long. How do I know? Let me 
explain. 

I was having a meeting with a 
friend of mine who happens to be 
a former vice president of human 
resources for a Fortune 100 com-
pany. I say former because she 
saw this so-called training pro-
gram and was directly exposed to 
the negative effects it had and did 
not want to be any part of it. She 
left to join a smaller firm and to 
start her own thing. 

The most common form of training in 
the workplace or even in homes is model-
ing. People do what people see! Unchecked 
or unguarded that can be devastating. The 
boss says, “You be here on time!” yet he is 
repeatedly late and he wonders why he has a 
tardiness problem at work. He made it crys-
tal clear for the employees that they had to 
be on time. He even made big signs to make 
the point clearer, yet he still has a tardiness 
problem. 

What if the boss is a bully? You guessed 
it … that behavior is being modeled some-
where in the business and is no doubt be-
ing replicated by others. That was one of the 

situations my friend saw in her for-
mer job. An employee survey finally 
discovered THE problem. The boss 
who was bullying her, well, now he 
is now looking for a job.

Sometimes things in the work-
place that seem to be THE problem 
are only a symptom or a result of 
the real problem. Make sure when 
you are addressing a problem that 
it is THE problem and not a result 
of the real issue. Otherwise, it will 
show up again and again in another 
place in another unwanted behav-
ior.

When you notice that you are becoming 
frustrated with your employee actions or 
non-actions, take a look in the mirror. They 
might be seeing what you are not seeing, but 
what you are doing.

The most common, yet very 
worst, training available

New VP of ambulatory services  
for Franciscan Alliance

 
Christopher A. DiGiusto was recently appointed vice president of am-

bulatory services for Franciscan Alliance. Among his duties, DiGiusto 
will provide operational leadership and direction over Franciscan Alli-
ance’s retail sites and ambulatory services, urgent care and occupational 
health sites; assist with direct-to-consumer engagement; and develop-
ment and oversight of all telehealth platforms and services. DiGiusto has 
held many positions with Franciscan St. Francis Health since joining the 
organization in 2003. He has served as director of product and business development 
and manager of business development. He also was a project team leader for informa-
tion technology implementation.
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Mike Heffner is the owner of the Greenwood Express Em-
ployment Professionals franchise. Contact Mike at mike.hef-
fner@expresspros.com or visit www.expressindysouth.com.

Mike Heffner
COLUMNIST

Recently, I have spent a lot of time on the 
golf course – not playing but watching. 
My 13-year- old son just 

started playing about a year ago. He 
is in love with the sport and I have 
fallen in love with watching him 
play.

This past week, I watched 
a match by myself, and I real-
ized there are lots of things to be 
learned from watching golf. Many 
think it’s a boring sport to watch, 
but the elements of strategy, disci-
pline and physical skill make it ex-
citing.

Here are a few of my thoughts 
on what I think we can all learn about the 
game to apply to our professional life:

Self-Control 
A bad tee shot can infuriate a player and 

take him out of the game mentally. Similar to 
golf, having self-control as a leader is critical. 
You will inevitably make some poor deci-
sions or bad calls and how you handle those 
mistakes reflect on the entire organization. 
It’s easy to look to blame others or lose con-
trol of your emotions. No different from golf, 
the mistakes we make usually help develop 
self-control as we learn and grow and be-
come better at our game. The key is to have 
self-awareness to know that an adjustment is 

needed to move on to the next opportunity 
versus pouting over a couple bad shots. 

Hazards force you to play better 
If you play golf, you know what 

it’s like to hit into the sand. But 
hitting into the sand doesn’t have 
to ruin your game. I have a neigh-
bor friend who loves the sand. He 
is good at hitting it out because 
as a college golfer, he spent days 
working on this part of his game. 
He knows that it won’t ruin his 
round because he has prepared for 
it when it happens. Obstacles force 
you to play better, strat-
egize and focus on 

the task at hand. If you 
want to just hit balls, 
you can go to the 
driving range.  The 
range is the place 
you train yourself 
to be prepared for 
hazards. Business is 
the same way – we 
are always looking to 
get better, training and 
finding ways to improve 
because obstacles are always 
lurking.  But if we are prepared 
and tested, when the obstacles find us, we 
won’t rattle.

You are your worst enemy 
I think my son likes golf because it’s a 

game that allows him to compete against his 
buddies yet is only reliant on his own score 
and abilities. It has been hard for him to re-
alize though, that he has only been playing 
for a year and several of his buddies have 
been playing for 5+ years. We have tried tell-
ing him he needs to just focus on improving 
over the last round. I have learned as a leader 
we can always get better, but as much as we 
want to see it happen quickly, it doesn’t hap-
pen overnight.  We only need worry about 
what we can do to improve our own skills 
and improve on our game knowing there is 
always someone better than us.

I hope this fourth quarter is filled with 
lots of straight drives, nice approach 

shots, birdie putts and maybe even 
a hole in one for your business.  

So…how is your golf game?
PERSONNEL MATTERS

Powerful  
solutions  
for powerful 
businesses.

Businesses depend 
on Duke Energy for 
our reliable service, 
competitive rates, and 
technical support to help 
manage their energy use. 

Our award-winning site 
selection services are 
also available to help our 
business customers gain 
a competitive edge – and 
have a positive impact on 
our communities.

THE PERSONAL TOUCH

Scott Flood can be contacted via email at sflood@sfwriting.
com or by calling (317) 839-1739, or visit his blog at: 
sfwriting.com/blog/.

Scott Flood
COLUMNIST

It’s been said that the best things in life 
are free. It logically follows then that in 
the world of marketing, social 

media must be the very best thing. 
After all, it’s free. Isn’t it?

Your company can start a Face-
book page, set up a LinkedIn pro-
file, and do much more without 
spending even one penny. Why 
would you even need a marketing 
budget when you can use all the 
social media you want for noth-
ing? 

Well, when you consider the 
true cost of participating in so-
cial media channels, they can be 
pretty pricey. How could some-
thing that’s free be costly? One obvious cost 
factor is any money you spend. A cost factor 
that’s less obvious is what economists refer 
to as “opportunity cost,” which reflects the 
fact that when you use a resource to do one 

thing, you can’t use the same resource to do 
something else.

For example, time is a limited re-
source. We get just 24 hours each 
day. If we spend an hour sleep-
ing, we can’t also spend that hour 
working or jogging. The things we 
choose not to do become the op-
portunity costs of the choices we 
make. 

Suppose you earn $75,000 an-
nually. That means you’re mak-
ing roughly $37.50 for every hour 
you work (based on 2,000 hours). 
If you’re in some kind of sales role, 
you need to generate enough reve-
nue on average each hour to cover 

that $37.50 an hour plus any overhead costs.
Let’s say that you spend just one hour 

each day on your company’s Facebook and 
LinkedIn pages. That adds up to 300 hours 
per year. At your $37.50 an hour rate, you’ve 

effectively “invested” $11,250 a year in those 
“free” social media sites. If we’re being hon-
est and you really spend closer to two hours 
seeing who liked your posts and watching 
videos of burrito-eating hamsters, that in-
vestment becomes $22,500.

If you can prove that your social media 
activity has generated an additional $22,500 
of revenue this year, congratulations! You’ve 
managed to break even. But how much rev-
enue would you have generated if you spent 
those 600 hours in sales calls? The difference 
between that number and your $22,500 “out-
lay” is your opportunity cost.

How much time and attention do you and 
your employees devote to that “free” social 
media? How much business does it really 
generate for you? Still convinced that social 
media is the bargain of the century?

How costly is 'free' social media?
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Jeff Binkley is the Founder and Managing Director of Binkley 
Wealth Management Group. He can be reached at Jeff@
thebinkleygroup.com or (317) 697-1618.

Jeff Binkley
COLUMNIST

I had an interesting conversation with a 
client the other day. We were 
talking about setting up an 

introductory meeting with one 
of his business associates. He said 
when he asked her if she’d meet with 
me she asked, “Is your investment 
guy rich?” It took him by surprise 
and he answered that his guy (me), 
“Does okay.” Ladies and gentlemen, 
let me state for the record that I am 
not “rich” and “does okay” could be 
considered a stretch. But the whole 
conversation raised a question 
in my mind that I thought might 
make a good column: Should your investment 
advisor be rich?   

I actually didn’t want to write this col-
umn thinking that it might be too self-serv-

ing, but as I discussed the conversation with 
my boss (Mrs. Binkley), she said I 
needed to. I needed to tell readers 
my thoughts on the whole idea of 
rich investment advisors.  

One of the Laws of Stratospher-
ic Success in Bob Berg’s little book, 
“The Go-Giver, A Little Story 
about a Powerful Business Idea” 
(thegogiver.com/book/) is The 
Law of Compensation. Your in-
come is determined by how many 
people you serve and how well you 
serve them. It’s a “law” that serves 
business leaders well. Your com-
pensation is dependent not upon 

how much you charge your customers, but 
rather how many you serve and the quality 
with which you serve them. 

In much of my experience, the invest-
ment industry – my industry – turns this 

idea on its ear. In much of my experience, 
the business models of many in the invest-
ment industry are largely built around how 
much they can get from their clients, not in 
how well they serve them. Unfortunately, in 
much of my experience, the business model 
of much of my industry relies upon clients 
not knowing how much they’re paying for 
the services they receive. That’s one of the 
reasons my industry has the many disclo-
sures, disclaimers, switch forms, 10-day an-
nuity “free look” periods, and so much fine 
print. 

Should your investment advisor be rich? 
Sure he should! With a caveat. If your in-
vestment advisor is rich, understand that his 
wealth comes from the commissions, 12b-1 
fees, advisory fees, revenue sharing agree-
ments, etc. that the products he sells and the 
accounts he manages pay himself.  In oth-
er words, their wealth comes from taking a 

piece of yours away. Make sure they’re earn-
ing it.  

I think back to my client’s conversation 
with his business associate who is apparent-
ly very pleased that her investment advisor is 
rich. My question to that lady, and really to 
all of you: If your investment advisor is rich, 
is it because he is serving many people very 
well, or is it because his business model is 
focused around maximizing the compensa-
tion he can take from every client and every 
transaction? 

Disclaimer: Binkley Wealth Management 
Group LLC is a fee-only Independent Indi-
ana Registered Investment Advisory Firm 
and is not compensated by commissions in 
any way. 

Should your investment advisor be rich?

Sitting on a patio facing the golf course, 
diners can enjoy a full meal with a scenic 
view. Hillview Country Club and Scotty’s 
Brewhouse struck up a one-of-a-kind part-
nership this year when they formed Scotty’s 
Brew Club, with the restaurant operating 
from inside of the country club. The business 
opened on July 27 at 1800 E. King St., Frank-
lin, celebrating its grand opening in October.

“The distinction is we don’t do exactly 
what Scotty’s Brewhouse does,” said General 
Manager Terry Moberly, Greenwood resi-
dent. “That’s more of a college club in a small 
community. We have to cater to a different 
crowd. We added steaks. We have a more ex-
tensive wine menu. With this balance, we’re 
trying to be respectful to our roots and our 
clientele who want a little more grand dining 
experience.”

Moberly says operating from inside of the 
country club has allowed them to expand the 
catering and banquet side of the business 
that Scotty’s doesn’t typically do. 

In the short time that they’ve been open, 
he says other brands have expressed inter-
ested in modeling a business after the new 
Scotty’s Brew Club. For now, he says they 
look forward to continuing the learning pro-
cess and being to offer a special service to 
their customers.

“Once you find us, you will love us,” 
Moberly said. “I enjoy coming to work every 
day. I take pictures at work in the morning 
and send them to friends. You can’t have a 
bad day on the golf course and I don’t have a 
bad day at work.” 

Here, Moberly speaks more about devel-

oping this Johnson County business.

Why did you open this business?
This business was a partnership with Pete 

Grimmer, the owner of the golf course, to re-
energize his brand... He didn’t want to han-
dle the food and beverage part of the busi-
ness because it wasn’t his niche so he called 
upon someone that he had respect for, Scott 
Wise, who owns Pots & Pans Productions 
which is Scotty’s Brewhouse brands that 
have been around since 1996. He agreed this 
would be a partnership where we as Scotty’s 
Brewhouse would operate food and bever-
age, provide a place that his members could 
be proud of. I was working as a franchisee for 
a restaurant in the Northeast (of the U.S.). 
He had this unique opportunity that didn’t 
fit into a blue print that he thought my skill-
set would fit. He trusted me and my business 
sense to take the reins of an adventure for 
which he could provide me no direction.

What did you do to prepare for opening 
your business?

I took the best of everything that I was fa-
miliar with for Scotty’s Brewhouse brands 
and I had to figure out how to penetrate the 
local community in a way that was genuine 
and authentic... I got to go out in the com-
munity, get to know everybody here. Every-
one was enthusiastic about us being here. 
We’ve taken something and provided the op-
portunity for them to be prideful again.

Who is your ideal customer/client?
Our ideal customer is who they tell us 

they are. We are shaping who we are as we 
proceed through this. We take suggestions. 
We’ve actually changed our menu items 
twice because customers are requesting cer-
tain things.

How do you plan to be successful?
Patience. I prefer to grow organically by 

providing genuine and authentic experienc-
es for people. I want to be dynamic in our 
ability to morph into whatever it needs to be. 

What would we be surprised to learn 
about you or your company?

It is one of the few companies where the 

employees carry as much power as the au-
thorities that run the business. Scott is the 
most approachable owner of any place I’ve 
ever seen. If a customer has an issue, they 
send it directly to him. He will follow up to 
make sure I’ve gotten it right.

Scotty’s Brew Club develops a one-of-a-kind business  
model for its Franklin franchiseDining with a view

General Manager Terry Moberly enjoys the view of Scotty’s Brew Club at Hillview Country Club.

OPEN FOR BUSINESS

Scotty’s Brew Club
1800 E. King St.

Franklin, IN 46131
(317) 739-0378

scottysbrewclub.com

Compiled by Nicole Davis

Photo by Nicole Davis
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Chamber meetings 
and events

3 – Greater Greenwood 
Chamber of Commerce 
(Adaptive Nursing 
and Healthcare Grand 
Opening Ribbon 
Cutting); Nov. 3, 1 – 2 
p.m., 225 S. Emerson 
Ave., Suite 195, 
Greenwood. For more 
information, call (812) 
946-9330.

5 - Greater Greenwood 
Chamber of Commerce 
(Magnolia Springs 
Southpointe Grand 
Opening Ribbon 
Cutting); Nov. 5, 4 – 7 
p.m., 4926 Sir Banton 
Way, Indianapolis, 
IN 46237. For more 
information, call (317) 
665-0565.

10 - Greater Greenwood 
Chamber of Commerce 
(November Business 
Matters Luncheon); Nov. 
10, 11:30 a.m. – 1 p.m., 
Dye’s Walk Country Club, 
2080 S. State Rd. 135, 
Greenwood. For more 
information, call (317) 
888-4856.

13 – Greater Beech 
Grove Chamber of 
Commerce (Let’s Put 
Beech Grove on the 
Map Workshop); Nov. 
13, 1:30 – 11:45 a.m. 
and 12 – 1:15 p.m. and 
Dec. 4, 1:30 – 11:45 
a.m. and 12 – 1:15 p.m. 
at Beech Grove Public 
Library, 1102 Main St. 
Workshop features a 
lesson on optimizing 
online presence through 
search engine maps. For 
more information, visit 
beechgrovechamber.
com.

19 – Greater Beech 
Grove Chamber of 
Commerce (Free 
Quickbooks Training for 
Members); Nov. 19, 8:30 
– 10 a.m., Hornet Park 
Community Center. Cost 
is $10 for nonmembers. 
For more information, 
visit beechgrove.com.

19 - Greater Greenwood 
Chamber of Commerce 
(Engagement in Public 
Service Workshop); 
Nov. 19, 8:30 a.m. – 4 
p.m., Ivy Tech Franklin 
Campus, 2205 McClain 
Dr., Franklin. For more 
information, call (317) 
738-8264.

Greater Greenwood 
Chamber of Commerce 
New Members

4 Green Solutions, Inc.
432 S. Emerson Ave., 
Suite 210
Greenwood, IN 46143
(317) 497-0965

BioLife Plasma 
Services
1138 N. Emerson Ave.
Greenwood, IN 46143
(701) 885-1900

Honey Creek Tackle
2380 N. State Rd. 135
Bargersville, IN 46106
(317) 422-0102

JantizeIndy
432 S. Emerson Ave., 
Suite 210
Greenwood, IN 46143
(317) 497-0965

Piece Mobile 
Medicine, PC
941 E. 86th St.,  
Suite 109
Indianapolis, IN 46240
(317) 288-9385

Rees Restoration
3599 Pine Knoll Court
Greenwood, IN 46143
(317) 777-4669

Restore Old Town 
Greenwood Inc.
370 N. Valley Lane
Greenwood, IN 46142
(317) 889-3252

The Meat Shop of 
Greenwood
954 M+N. State Rd. 135, 
Suite B
Greenwood, IN 46142
(317) 851-9429

uPaint Pottery Studio
3113 W. Smith Valley 
Rd., Suite D
Greenwood, IN 46142
(317) 893-5700

Newly Incorporated

Dowty Construction
Thomas P Dowty
6736 Horshoe Rd.
Morgantown, IN 46160

G T Drywall
Grantors: Juan D Garcia
1253 N. Emerson Ave.
Greenwood, IN 46143

Haislet Transport
Daniel Haislet
1783 Black Oak Lane
Franklin, IN 46131

Johnson Heating & 
Cooling Inc.
Ronald D. Griesemer
11 S. Meridian St.,  
Suite 1313
Indianapolis, IN 462096

Robert Finchum DBA
Sues Alterations
Robert Finchum
1518 Heron Ridge Blvd.
Greenwood, IN 46143

SBA Guaranteed Loans

Boone County 

Restore Life 
Chiropractic, LLC
11701 Chant Ln., Unit 6
Zionsville, IN 46077 
$42,300 
Star Financial Bank 

Hamilton County

The Bants Realty 
Group, LLC
7348 River Glen Dr.
Fishers, IN 46038
$4,000,000 
The Huntington National 
Bank [OH]

Edgewater Tax  
Group, Inc.
1 S. Range Line Rd.
Carmel, IN 46032
$392,000
Keybank [OH]

Halcomb Singler, LLP
789 W. Main St.
Carmel, IN 46032
$121,000
Indiana Statewide CDC 

Mc Newco, Inc.
12401 Reynolds Dr.
Fishers, IN 46038 
$248,000
Wells Fargo Bank [SD]
 
Nicole Bryan  
Salon, LLC
13190 Hazel  
Dell Pkwy., Ste. 10
Carmel, IN 46033 
$150,000
PNC Bank [DE]

PCWH Three, LLC
11650 Lantern Road, 
Ste. 107
Fishers, IN 46038
$256,000
Ameriana Bank 

Phil 413, Inc.
626 S. Range Line Rd.
Carmel, IN 46032 
$175,000
First Colorado National 
Bank [CO]

Pickett's Place, Inc.
5225 E. 161st St.
Noblesville, IN 46062
$70,000
First Merchants Bank 

Reuters, LLC
8754 E. 116th St.
Fishers, IN 46038 
$235,000
Ridgestone Bank [WI]
 

Right Choice  
Foods, LLC
3221 E. S.R. 32
Westfield, IN 46074
$25,000. $121,500
Mainsource Bank

Laura Snider 
Consulting, LLC
5189 W. 600 North
McCordsville, IN 46055 
$150,000 
West Central CDC [OH]

Think Fit II, LLC
11504 Grassy Ct., #102
Fishers, IN 46237
$25,000. $163,500
The Huntington National 
Bank [OH]

Wellington Fishers 
Banquet & Conference
9775 North by 
Northeast Blvd.
Fishers, IN 46037 
$401,000
Indiana Statewide CDC 
 
Wild Sales, LLC
17401 Tiller Ct., Ste. A
Westfield, IN 46074
$1,000,000 
$4,000,000
$4,000,000
Ridgestone Bank [WI]

Hendricks County

Danville Family  
Eye Care LLC
95 N. Tennessee St.
Danville, IN 46122
$150,000
Premier Capital 
Corporation 

Equity Financial 
Services
4310 Saratoga Pkwy. 
Plainfield, IN 46168 
$785,000. Live Oak 
Banking Co. [NC]

Karmah  
Enterprises, Inc.
915 E. National Ave.
Brazil, IN 46168
$480,000
Ridgestone Bank [WI]

Looney Birds, Inc.
8100 E. U.S.  
Hwy. 36, Ste. O
Avon, IN 46123
$50,000
The Huntington  
National Bank [OH]

Mei Fitness, LLC
9166 E. U.S. Hwy. 36
Avon, IN 46123
$475,000
Ridgestone Bank [WI]

Two Guys Window 
Tinting, LLC
1218 Kinross Dr.
Avon, IN 46123 
$16,000
The Huntington National 
Bank [OH]

Johnson County

A Cottingham 
Appraisals, LLC
3209 W. Smith Valley 
Rd., Ste. 1
Greenwood, IN 46142
$57,000. The Huntington 
National Bank [OH]

C T W Electrical  
Co., Inc.
601 Sayre Ct.
Greenwood, IN 46142
$5,000,000
The Huntington National 
Bank [OH]
 
Hometown Insurance 
& Real Estate LLC
72 E. Jefferson St.
Franklin, IN 46131
$50,000. $50,000
$360,000

Mallow Run Properties
6964 W. Whiteland Road
Bargersville, IN 46106
$4,085,000
Horizon Bank

Warweg & CO., Inc.
3055 RJ Pkwy.
Franklin, IN 46131
$113,000
Indiana Statewide CDC 

XL Graphics Inc. D/B/A 
Spotlight Strategies
170 Commerce Dr.
Franklin, IN 46131
$150,000
Horizon Bank
 
The Color Café, LLC
1480 Olive  
Branch Park Lane
Greenwood, IN 46143
$35,000
Mainsource Bank

Longardner 
Investments, Inc.
3147 W. Smith Valley Rd.
Greenwood, IN 46142 
$300,000
The Huntington  
National Bank [OH]

Marion County

1919 E. 52nd, LLC
1919 E. 52nd St.
Indianapolis, IN 46205 
$251,000
Chase Bank [DE]

ABC's & 123's, Inc.
7050 Coffman Rd.
Indianapolis, IN 46268
$1,600,000
Ridgestone Bank [WI]

Advaita, Inc.
3525 N. Shadeland Ave.
Indianapolis, IN 46226 
$665,000 
First Western SBLC [TX]

All Night Bowling, Inc.
95 N. 2nd Ave.
Beech Grove, IN 46107
$13,400. The Huntington 
National Bank [OH]

Avon Transport, Inc. 
5723 Dividend Rd.
Indianapolis, IN 46241
$76,900. The Huntington 
National Bank [OH]

Avtar Trucking, Inc.
5502 Glen Canyon Dr. 
Indianapolis, IN 46237
$30,400
The Huntington National 
Bank [OH]

Axia Technology 
Partners, LLC
151 N. Delaware St.
Indianapolis, IN 46204 
$300,000
Star Financial Bank

BJM Sons  
of Saroli, Inc.
7314 E. 21st St.
Indianapolis, IN 46219
$1,128,000 
First Western SBLC [TX]

CMAJ Enterprises, Inc.
5855 Kopetsky Dr., 
Ste. G
Indianapolis, IN 46217 
$500,000
First Merchants Bank

Crackers Comedry 
Club Broad Ripple, Inc. 
6281 N. College Ave.
Indianapolis, IN 46220
$50,000. $50,000
The Huntington National 
Bank [OH]

Cranium,  LLC
3174 N. Delaware St. 
Indianapolis, IN 46205
$150,000
Celtic Bank [UT]

C & S Engineering 
Services, Inc.
7416 Eastwick Lane
Indianapolis, IN 46256 
$30,300. The Huntington 
National Bank [OH]

ECU Staffing  
Multi-Services, Inc.
2346 S. Lynhurst Dr.
Indianapolis, IN 46241
$900,000
Ridgestone Bank [WI]

Energy Systems 
Maintenance, LLC
1936 S. Lynhurst Dr.
Indianapolis, IN 46241 
$400,000
Ridgestone Bank [WI]

First Indy Group, Inc. 
10434 Clifty Falls Rd.
Indianapolis, IN 46239
$37,400. The Huntington 
National Bank [OH]

Horsepower Indy, LLC
4 Gasoline Alley, Ste. D
Indianapolis, IN 46222 
$100,000. $40,000
Chase Bank [DE]

JTLEDM, LLC
3119 E. Thompson Rd.
Indianapolis, IN 46227 
$50,000
First Merchants Bank

Just Darts, Inc.
6888 Hillsdale Rd.
Indianapolis, IN 46250
$50,000
$283,800
Chase Bank [DE]

Lucky B Boutique
918 Broad Ripple Ave.
Indianapolis, IN 46220 
$50,000
Celtic Bank [UT]

Kennedy Veneer 
Corporation
68 N. Gale St.
Indianapolis, IN 46201 
$350,000
Forum Credit Union

New World  
Collections, Inc.
Keystone Crossing,  
Ste. 635
Indianapolis, IN 46240 
$50,000
Fifth Third Bank [OH]

PMK Corporation
6850 E. 21st St.
Indianapolis, IN 46219
$2,454,000 
The Huntington National 
Bank [OH]

Prime Car Wash
8919 S. Emerson Ave.
Indianapolis, IN 46237
$1,383,000 
Premier Capital 
Corporation 

Pro Scott  
Enterprises, LLC
115 Jordan Rd.
Indianapolis, IN 46217 
$25,000 
The Huntington National 
Bank [OH]

Shelby County

3 Towers Broadcasting 
Co., LLC
2356 N. Morristown Rd.
Shelbyville, IN 46176 
$100,000
Indiana Business Bank

BIZDISPATCHES

n Network After Work 

Network After Work will meet from 6 
to 9 p.m. Nov.11 at Cadillac Ranch, 39 
W. Jackson Pl., Indianapolis. Admission 
starts at $25 and includes: one free 
cocktail, name tags color coded by 
industry, and a relaxing atmosphere for 
networking. For discounted admission, 
RSVP online at www.networkafterwork.
com.

n Golf outing success 

Financial Center’s 17th annual charity 
golf outing raised more than $21,500. 
Proceeds from the outing were divided 
among multiple organizations that 
meet the credit union’s three areas 
of charitable focus: financial literacy, 
feeding the hungry, and supporting the 
military and their families. 

n State architect 
honored 

The Indiana Department of 
Administration has announced 
the state architect, Jason Larrison, 
AIA, received the Young Architect 
Award from the America Institute of 
Architects’ (AIA) chapter in Indiana. The 
award recognizes a licensed Indiana 
architect under the age of 40 years old 
who has demonstrated exceptional 
accomplishments in, and contributions 
to, architecture. He is the first Indiana 
state architect to receive this award.  

n Zdenek award given

Rodney Stockment of the Indiana 
Housing and Community Development 
Authority was named the recipient of 
the Robert O. Zdenek Staff Member 
of the Year Award by the Indiana 
Association for Community Economic 
Development.

n Smaller stock gains 

Some experts are predicting smaller 
stock gains over the next decade. 
Average annual returns will likely be 
six to eight percent for the next several 
years – down from the ten percent 
average since 1926. The good news is 
that average inflation is expected to be 
lower as well – down to two percent 
from the average three.

- The Kiplinger Letter



About the Greater Beech Grove  
Chamber of Commerce

Established in 2007, the Greater Beech 
Grove Chamber of Commerce partners with 
businesses to build a dynamic community 
that benefits the greater Beech Grove area.

President: Melody Stevens
Vice President: Jim Coffman

Secretary: Linda Melton
Treasurer: Liz Schoettle

ABOUT US

BEECH GROVE CHAMBER NEWS Greater Beech Grove Chamber of Commerce 
Mailing address: PO Box 702, Beech Grove, IN 46107  
Building Location: 409 Main St., Beech Grove, IN 46107
Office: (317) 800-8499  • Email: info@beechgrovechamber.org

WELCOME NEW MEMBERS

LegalShield, Cindy and Mike Tollar 
1169 Crescent Dr., Greenwood, IN 46143 

(317) 426-6812

Personal Finance Company 
Jennifer Morris 

5375 E. Thompson Rd., Ste. A. 
Indianapolis, IN 46237, (317) 786-8047

beechgrovechamber.org

EVENTS CALENDAR

•	 November 12: Monthly Meeting, 11:30 
a.m. – 1 p.m., Hornet Park Community 
Center.

•	 November 13: Put Beech Grove on the 
Map with Google, BG Public Library. 
Workshop one, 10:30-11:45 a.m. 
Workshop two, 12-1:15 p.m. Free for local 
businesses.

•	 November 19: QuickBooks training, 
8:30 – 10 a.m., Hornet Park Community 
Center. FREE for members, $10 non-
members.

•	 November 28: Shop Small Saturday. 

•	 December 4: Put Beech Grove on the 
Map with Google, BG Public Library. 
Workshop one, 10:30-11:45 a.m. 
Workshop two, 12-1:15 p.m. Free for local 
businesses.

CHAMBER EVENT

Greater Beech Grove Chamber of Com-
merce to host Let’s Put Beech Grove on the 
Map workshops to help small businesses 
succeed on the web

The Greater Beech Grove Chamber of 
Commerce is helping small businesses grow 
their presence online with four Let’s Put 
Beech Grove on the Map workshops, which 
will feature a lesson about optimizing online 
presence though search engine maps. The 
workshops, which are limited to 10 people 
each, will be hosted at the Beech Grove Pub-
lic Library, 1102 Main St. on the following 
dates: Fri., Nov. 13, 10:30-11:45 a.m., Fri., 
Nov. 13, 12-1:15 p.m., Fri., Dec. 4, 10:30-
11:45 a.m. and Fri., Dec. 4, 12-1:15 p.m.

Let’s Put Beech Grove on the Map is part 
of Google’s Get Your Business Online pro-
gram and aims to bring community mem-
bers, business owners, and civic leaders to-
gether to help small businesses succeed on 
the web. 

“Four out of five consumers use search 
engines to find local information nearby, yet 
only 37 percent of businesses have claimed 
their listing on a search engine,” says Soo 
Young Kim, Head of Small Business Engage-
ment at Google. 

Let’s Put Our Cities on the Map is a pro-
gram designed to empower communities to 
support their local businesses and encour-
age them to get on the map. The Let’s Get 
Beech Grove on the Map workshop is a 
Google presentation hosted by the Greater 
Beech Grove Chamber of Commerce

To register for this free workshop, visit 
www.beechgrovechamber.org. Visit www.
gybo.com/business to see if your business is 
on the map.

Get Beech Grove 
on the Map

MEMBER SPOTLIGHT • THE SKILLMAN CORPORATION

The Skillman Corporation
3834 S. Emerson Ave., Building A,  

Beech Grove, IN 46203
Hours: 7:30 a.m. - 4:30 p.m.

www.skillman.com
Ph: (317) 783-6151

Email: indianapolis@skillman.com
Twitter handle: @SkillmanCorp 

LinkedIn:  https://www.linkedin.com/
company/the-skillman-corporation

Years in business:
43 years (Founded in 1972)

1. What does your 
business provide? The 
Skillman Corporation 
provides construction 
management and proj-
ect administration ser-
vices.

2. What makes your 
business unique? Skill-
man’s goal is to build 
relationships, not just buildings. We ap-
proach every project and every client 
with a relationship-building attitude.

3. What are the greatest obstacles and/
or challenges your business has faced 
or is facing? How were they overcome? 
In the recent economy, it has been a chal-
lenge to be aware of our clients’ facility 
needs and not be able to help them ad-
dress those needs due to unavailability of 
funding for facilities. We are overcoming 
this challenge by being available to our 
clients in new capacities, such as facility 
assessments, feasibility studies, and small 
projects. These services allow our clients 
to better manage their available funds 
and resources and we are able to help 
them plan for the future.

4. What is the business’s biggest ac-
complishment been in the past year? 
Skillman is proud to be able to help clients 
successfully complete their construction 
projects. Whether it’s a new facility or 
an existing upgrade, we know that these 
structures enable our clients to carry out 
their missions and achieve their goals. 
Several of Skillman’s recent projects have 
been on Indy’s south side, including the 
City of Greenwood’s Aquatics Center, the 

renovation of Southport 
High School, and the 
new senior living com-
munity of Aspen Trace 
in Bargersville.

5. Where do you see 
the future of the busi-
ness? Skillman is proud 
to be the construction 
manager and owner’s 

advocate for so many organizations and 
schools in the greater Indianapolis area 
and throughout the Midwest. We con-
tinue to look for opportunities to help or-
ganizations get the quality facilities they 
need as cost-effectively and as timely as 
possible.

6. Why do you belong to the Greater 
Beech Grove Chamber of Commerce? 
It is important to The Skillman Corpo-
ration to be involved in the communities 
where we live and work.

Chamber Hosting QuickBooks Training
QuickBooks is the most widely-used accounting software for businesses. The Great-

er Beech Grove Chamber of Commerce, in partnership with the Franklin Township 
Chamber of Commerce, is hosting a free QuickBooks workshop for its members, and 
$10 for non-members. The training session takes place on Thurs., Nov. 19 at the Hor-
net Park Community Center, 8:30-10 a.m. and is being led by QuickBooks expert, Gor-
don McOuat, Real Tax Pro Taxes and Accounting.

The goal of the training is to answer users’ questions and provide insight into tools 
businesses may want to use to take further advantage of QuickBooks’ features. To par-
ticipate in the training, register online at www.beechgrovechamber.org. 

CHAMBER EVENT

Southport High School renovation 
by The Skillman Corporation. 

has been serving the Southside  
community weekly for 87 years  
and is proud to be this month’s  

luncheon sponsor.



Leadership Johnson County 
(LJC) provides personal and 
professional development to 
a diverse group of individuals 
representing small and large 
organizations, nonprofit and 
for-profit groups, government 
officials, volunteers and anyone 
interested in improving individual 
leadership skills, learning more 
about Johnson County and 
making connections. With over 
575 graduates of the signature 
program, LJC continues to 
make a positive impact on our 
community. Please visit our 
website to see all available 
programming.

Register for this seminar at: leadershipjohnsoncounty.org 
101 Branigin Boulevard • Franklin, Indiana 46131 • Phone: 317.738.8264

A one-day seminar designed to help those interested in 

becoming involved in politics learn how the process works.

Thursday, November 19, 2015
8:30 a.m. – 4:00 p.m.

Ivy Tech Franklin Campus Room 131B
Cost: $79.00

      Program Sponsors:

Engagement in Public Service
One-day Workshop

Guest speakers will discuss:
• Opportunities for public service
• How to file to run for office
• Creating a campaign plan
• Campaign finance and budget
• Fundraising
• Creating a media plan
• Public speaking

DON’T 
MISS
THIS 

EVENT!


