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Sherpa 
A knowledgeable, experienced guide that provides exceptional guidance 

and support when venturing into dangerous, unknown territory.  
 

Markets have recovered nicely.  
 However, the need for diligence and discipline has not diminished.  

 

Ready for a partner, instead of a salesperson? 
ready to be guided rather than told? 

Ready for investments focused on improving your results  
rather than improving their revenue?  

 
Then maybe you should call us. 

  
Email us for a complimentary white paper on a new ultra-low cost way 

of investing that is growing exponentially in popularity.  
Or call us today for a free no obligation initial consultation.  
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The Business Leader cel-
ebrates its 6th anniversary this 
month and after our August 
Cover Party, which was held at 
Mallow Run Winery, Bargers-
ville, I did some reflection. 

By all accounts it was one of 
the best we have had in a long 
time, but I do realize the Cover 
Party model still seems to be 
relatively new to folks in John-
son County. So here is an ear-
ly reminder: Our next Cover 
Party will be held on Monday, 
Nov. 12, 5:30-7:30 p.m., at Win-
chester Place, 300 N. Madison 
Ave., Greenwood. You may 
RSVP to coverparty@business-
leader.bz. These are great, free, networking op-
portunities and again, a great way to connect. 

I received, after our Hendricks County Cov-
er Party Aug. 14, an email from Alice McCol-
gin, president of the Hendricks County Com-
munity Foundation. I want to share with you, in 
part, the email, which was not only addressed 
to me but to Les Mongel, president and CEO of 
State Bank of Lizton. State Bank of Lizton has 
been our Hendricks County Business Leader 
Cover Party sponsor since 2009 and it has been 
an excellent partnership; The Business Leader 
Cover Party sponsor of the Johnson Business 
Leader is First Merchants and they, too, have 
been a wonderful partner.

McColgin’s email perfectly articulates what 
we have attempted to achieve over the past 
seven years with the Business Leader in Hen-
dricks County and what we want to achieve 
in Johnson County as well.  Yes, we publish a 
print product, but it has always been my goal 
that it is utilized as a way to connect businesses 
and the people who work for them as well – the 
Cover Party is an extension of that  – here it is:

………………
Dear Rick and Les,

What a great model your two businesses 
have developed together! Last evening’s Cover 
Party brought together over 100 community 

leaders in a unique historic 
venue where we:

• celebrated Hendricks 
County Business Leader’s 
(HCBL) seventh anniversa-
ry and cover stories about 
three outstanding business 
leaders 

• announced the name 
of the new president of the 
State Bank of Lizton (SBL) 

• introduced Hendricks 
County Community Founda-
tion’s (HCCF) new executive 
director 

• recognized the new ex-
ecutive director of Leader-
ship Hendricks County 

• witnessed a generous SBL contribution to 
the Kingsway Clinic 

• participated in an outstanding opportuni-
ty to network with a wide variety of business, 
nonprofit and government leaders 

Each time I attend one of your Cover Parties, I 
am reminded (as I should be) about the passion 
and dedication both of your businesses have 
around giving back in the communities where 
you do business.

It was especially nice to have the opportuni-
ty to officially introduce William to everyone as 
a part of your planned agenda. Can’t thank you 
enough for the much appreciated recognition 
HCCF received from each of you at the cover 
party and throughout the years. 

………………
I can’t tell you what McColgin’s email means 

to me. My goal is to get a letter like this from 
someone from the Johnson County business 
community. It has been my pleasure, for six 
years, to be able to publish the stories of John-
son County’s small- and medium-size busi-
nesses.  Thanks to all of those who have worked 
with JCBL over the years, and, of course, our 
advertisers. Thank you, too, for being such loy-
al readers. The best is yet to come.

JCBL celebrates  
6-year anniversary

expressindysouth.com

(317) 888-5700
707 South Madison Ave. Suite Q 
Greenwood, IN 46143

Are You Having Regulatory  

Nightmares?
Express has the tools  
and knowledge to help  
you keep up with  
constantly changing  
federal and state  
regulations. 

To see how Express can  
provide you with the  
solutions your business  
needs call or go online today.

A new federal rule hits the 
books roughly every two 
hours, 365 days a year.

Make your business presence known!

Advertise next month by 
calling today! (317) 451-4088

2 Great Markets • 1 Low Price
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Yes, we want your letters
Readers of the Hendricks County 

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.
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President Obama, in a weak attempt to show 
the good that government does, really stepped 
in it this summer. As if the drought wasn’t dry 
enough, the President chose to tell a group of 
supporters that small business owners did not 
build “that.” He was trying to say that small 
businesses are prosperous, in part, because of 
the government-funded roads, markets and 
regulations that benefit the economy. Of course, 
the Romney campaign and supporters seized 
the moment and distorted it, but even if you 
give our “Leader of the Free World” context, he 
made an error.

Even if you grant the Presidential pardon for 
trying to say that government creates a climate 
where business can thrive, you still have to ask 
yourself, “Who paid for that, Mr. President?” 
Government is nothing without tax dollars 
that come, in part, from small businesses and 
the free market consumers who choose to do 
business with them.

Scott Tibbs of the Hoosier Access blog at 
www.hoosieraccess.com, correctly writes 
that small business owners, you, me, we all 
paid taxes to build the roads and infrastruc-
ture that the President alluded to. So they did help build “that.” 

Second, if these government amenities are so helpful, then 
why doesn’t everyone have a small business that will make them 
a living wage? Can’t everyone bite from the Apple of Govern-
ment and have a successful business?

Thirdly, don’t we send those guys to D.C. to do this kind of 
work? Isn’t that what we want them to do? They act like our free 
market is a gift.

The fact of the matter is entrepreneurs work extremely hard 

and long hours to “build that.” They pay taxes 
and they do the rest of the necessary work that 
creates an economic engine of our economy. 
The Democratic Party may include raising tax-
es on small business owners in their platform if 
they want, but let’s not discount the work put 
in by the saving grace of our economy. Glass 
houses is an apt metaphor for those presiden-
tial remarks.

While you’re at it, both President Obama 
and Governor Romney could do us all a favor 
and talk about real reform and the future of 
our country instead of bad-mouthing business 
owners and each other. Outside money will 
take care of the negative, while the candidates 
could engage in debate over important issues 
like an overhaul of our bloated tax system, re-

duction in our national debt, the inevitable 
crash of Social Security, the corruption of 
money in politics, lowering healthcare costs, 
and getting Betty White on Dancing with the 
Stars. (That was an attention check.)

As a country, we have some very hard de-
cisions to make over the next four years and 
we deserve a very complete understanding 

of what each candidate will champion. We’ve reached a point 
where the status quo isn’t getting it done. We must demand 
change from our leaders and then prepare for what may come. 
If we don’t, then we could be in some real trouble in 2016.

It won’t happen, but a patriot can dream.

The List

By Nicole Davis
For Deb Walton, gift-giving 

isn’t just for birthdays and 
holidays. Utilizing corporate 
gifts as a networking method, 
she has developed her busi-
ness, Indy City Gift Baskets, 
into an ever-growing compa-
ny that knows no geographi-
cal limits.

“I have one of those very 
fun jobs,” Walton said. “I de-
liver smiles. We really do have 
a niche business.” 

While premade baskets 
complete with an assortment 
of edible treats and presents 
are displayed in the front of 
her Indianapolis office, the 
bulk of the gift basket goodies 
fill the back offices, with extra 
packaging in the basement – 
everything she needs to create 
a gift for any occasion. She be-
gan the business in 2003, of-
fering each client a marketing 
strategy to go along with their 
purchase.

 “I think it goes back to the 
saying that people forget what 
you say to them or did for 
them, but they remember how 
you made them feel,” Walton 
said. “People want to feel ap-
preciated and that is how you 
maintain your clients today. 
Our tagline is ‘Discover the 
power of presents.’”

Walton said her business 
is basically an extension of a 
company’s marketing depart-
ment. She says she often hears 
unsolicited testimonials from 
her clients of what her gifts 
were able to do for them. They 
not only help businesses gain 
new clients, but they also al-
low them to gain back lost ones and show ap-
preciation for them and to employees. She 
services businesses from around the world, 
shipping globally. She said she takes pride in 
the fact that she packages the gifts so well, 
that they will come out of the box looking ex-
actly like they did when they were put in.

Outside of Indy City Gift Baskets, Walton 
is involved with organizations such as The 
Greater Greenwood Chamber of Commerce 
and the National Association of Women 
Business Owners. She is one of four founders 
of the Savvy Dames, an organization which 
supports women in their community.

 “In order to be successful in any busi-

ness you have to have a broad 
and deep network you know,” 
Walton said. “I don’t think any 
business makes it out there 
without the help of others.”

Walton says Savvy Dames 
has been extremely rewarding 
for her. She has helped orga-
nize events such as the up-
coming annual Pay It Forward 
Johnson County Golf Outing, 
which will take place Sept. 13 
at The Legend’s Golf Course 
in Franklin. The goal is to raise 
$30,000 for charities. She has 
displayed the book they pro-
duced, titled Dear Me, Ad-
vice to Our Younger Selves, in 
her office. They are currently 
working on the idea for a new 
book. 

“It’s always hard to find 
enough hours in the day, but 
it’s brought a lot of joy in my 
life,” Walton said. “It’s great 
when you can have partner-
ships with people who are as 
strong as we all are. We all 
have different strengths and 
talents, can recognize them 
and divide up the work that 
way.”

Walton says she is doing 
something right because her 
business has continued to 
grow, despite the downturn 
in the economy. She has more 
than 100 very active clients. A 
typical client purchases 15 to 
20 baskets a month. Though 
about 20 percent of her cus-
tomers are local, she says she 
has clients all over the world, 
many of whom are larger 
companies with multiple lo-
cations.

“Sometimes you never 
know who’s going to pick up the phone and 
ask for a basket,” Walton said. “Once in a 
while, you do baskets for people and you 
would like to see the expressions on their 
faces… It’s not unusual for our customers to 
e-mail us with how thankful a gift was. It is a 
lot of fun.”

Best advice:  Listen 
to your heart as 
well as your head. 
If something or 
someone does not 
feel right, it’s not 
a good fit for your 
business.

Worst advice:  None, 
I paid close attention 
to the best advice.

Best Biz Decision:  
Setting my business 
apart from my 
competition, working 
as an extension 
of their marketing 

department as a 
gift company that 
specializes in gifts 
such as Mother’s Day 
and graduations.

In 5 years:  Offering 
fulfillment to other gift 
basket companies

Secret to Success:  
No business is 
successful without 
the partnership 
and resources of 
other good partner 
businesses.  Align 
your business with 
businesses that will 
compliment your 

business and forge 
strong relationships 
with them.

How Deb did it…
Indy City Gift Baskets

130 E. Epler Ave., Suite E
Indianapolis, IN 46221

(317) 782-4438
Indycitygiftbaskets.com

Deb Walton, owner of Indy City Gift Baskets

How gifts work in the 
corporate world…

n Court new clients by sending 
them something special that 
reflects their personal taste and 
shows that you value them.

n It really is the thought that 
counts. Current customers love to 
feel thanked, too.  

n Mark milestones in customer’s 
lives - Weddings, New Babies, 
Employee Anniversaries

n Referral Magic! When a client 
sends you a new client, say thank 
you in a meaningful way. Everyone 
wants to feel appreciated; you will 
be amazed at how many more 
referrals you will receive.

n Say you’re Sorry! It happens to all 
businesses, sometimes things just 
don’t go right. Taking ownership 
of a faux pas can go a long way 
to keeping that valuable client. 
Saying it with an appropriate gift 
can make it more likely you’ll be 
forgiven.

QUOTE OF THE MONTH

The danger of you didn’t build ‘that’

“We’ve reached a point 
where the status quo  
isn’t getting it done.”

Photo by Rick Myers

 “People want to feel 
appreciated and that is 
how you maintain your 

clients today.”

Delivering 
smiles

Deb Walton turns 
networking method 

into a growing 
business.

There are many ways of  
going forward but only one 

way of standing still.  
~ Franklin Roosevelt

EdITORIaL/OPInIOnEditorial/Opinion

‘403’

It was a beautiful blue-sky day in Central Indiana 
that September morn.  All across the country real-
ly. The sun was shining.  Kids were at school. People 
were at work. It was a day which could easily entice 
one into thinking that all was right in the world.  And 
for we lucky few who called this great nation “home”, 
well, we could count on prosperity and security for-
ever. 

That world no longer exists. But we lucky few still 
do. We faced great danger that September morn. 
Physical danger and other dangers that we had yet 
to fully understand. That day, many fell victim for no 
other reason than that they were Americans.  

They were free.  They were pursuing lives that mur-
derous others could only dream about.  Destroyers 
that were mercilessly envious of that freedom. 

Others fell that day. And their sacrifice was all the 
greater. Greater because unlike the murder victims 
in the towers or on the planes, these few, these 403 
knew the danger and ran toward it.  They embraced 
the danger. They marked “paid” to others’ safety at the 
expense of their own. They paid the ultimate price.*  

And now We remain. We lucky few. And We owe 
them. We owe those who died. 

We owe them lives of ambition, and productivity 
and success. We owe them love for our families and 
our communities and our Nation. We owe them to 
never succumb to the fears spawned on that day. 

We owe them to never forget. We owe them to nev-
er surrender.   

*On September 11, 2001 a total of 343 firefighters and para-
medics, 37 Port Authority Police and 23 New York Police De-
partment officers died pursuing the safety of others.

Photo by Rick Myers
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OPEn FOR BUSInESSOpen for Business

Compiled by 
Jill Bode

DCI Crete opened in March of 2012 and fo-
cuses on decorative, commercial, & industrial 
concrete, hence the DCI in the company name.  
While they do not pour new concrete, they work 
with existing concrete doing resinous floors, 
such as epoxy or polyurethane, to concrete, 
wood or other rigid substrate. Resinous flooring 
systems are smooth 
and non-porous; they 
are often used in new 
construction, restora-
tion projects, general-
use commercial and 
industrial systems. 

  They can also pro-
vide concrete staining, 
polishing and resur-
facing services. Resur-
facing can be done on 
a porch, patio or side-
walk that may have 
become worn, stained 
and uneven. Decorative concrete resurfacing is 
an affordable alternative to tearing out concrete 
and it can create a beautiful, unique new surface 
that will last for many years. 

Why did you open this business? My origi-
nal idea was simply to create unique concrete 
countertops. I had seen them at a trade show and 
absolutely fell in love with them. I enjoy showing 
customers the unique designs that can be cre-
ated. However, I quickly discovered that trying 
to support a business on concrete countertops 
alone was going to be difficult because they are 
relatively new and not well known. Since some of 
the same materials used 
for the countertops are 
also used on the floor-
ing side, we began cre-
ating uniquely beautiful 
floors as well. 

I raised my children 
and decided that I was 
ready to take the risk of 
being a business owner. 

I have always wanted to be in business for myself 
and decided it was now or never. 

What did you do to prepare for opening 
your business? I did a lot of research, asked a 
lot of questions and took some training classes 
as well. I sat down and talked with the Central 
Indiana Small Business Development Center 

(SBDC). They gave 
me a lot of advice and 
helpful information.  I 
wanted to make sure 
I was as prepared as I 
could be. My wonder-
ful family and friends 
provide not only their 
support but also the 
wonderful advice and 
encouragement that 
keeps me motivated.  

Who is your ideal 
customer/client? We 
work with both home-

owners and businesses to provide a great floors, 
patios, countertops, etc.  Concrete design is not 
just for commercial or industrial buildings any-
more, the ideas are limitless as well as affordable. 
Our very best customer comes by referral from 
another satisfied customer.

How do you plan to be successful? 
By working hard, networking and providing a 

quality service/product. I believe the best mar-
keting is word of mouth.  

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

Don’t be surprised to see me in a pair of work 
boots and old jeans, 
working right along 
side of my installers to 
get a job done.  

  

Beth Bell, owner of DCI Crete, with new flooring options.

Photo by Jill Bode

Less than an inch. The difference 

between off and on. For you, there 

is no in-between. Just today’s 

deals and deadlines. Clients to 

email and copies to make. You 

don’t think about all that goes on 

behind that switch. Because we do.

You’ll be floored by this
Greenwood business owner Bell  believes 
best marketing is still by word of mouth.

“I raised my children and 
decided that I was ready to 

take the risk of being a 
business owner. I have always 

wanted to be in business 
for myself and decided it 

was now or never.”

JLP EntErPrisEs, inc. 
John PricE, PrEsidEnt/cEo

0 9 . 1 3 . 1 2
Foursomes/Sponsorships still available.
Info at: payitforwardjc.com

An Afternoon  
at the Oscars

Coming June 2013 
Benefiting the Women’s Leadership Fund.  
Learn more: savvydames.com.

John L. Price, President and CEO of JLP Enterprises, Inc.,  
pictured with Deb Walton, Susan McCarty, Erin Smith & Jill Bode.

An Afternoon at the Oscars 2012
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Mike Heffner
Columnist

Mike Heffner is the owner of the Greenwood  
Express Employment Professionals franchise. Con-
tact Mike at mike.heffner@expresspros.com or visit 
www.expressindysouth.com.

PERSOnnEL MaTTERSPersonnel Matters

I just recently spoke to a 
group from the Franklin Cham-
ber of Commerce about the 
speed of business and how we 
need to adapt to it as we strive 
to engage and retain our em-
ployees. In preparation for my 
talk, I thought about all the 
changes that are happening in 
our world.  In today’s fast-paced 
society, data is coming and go-
ing at alarming speeds.  People 
aren’t finding information any-
more, information is finding 
them. Whether it is through a 
tweet by someone famous or 
a Facebook update by an old 
friend, the world is constantly 
being inundated with news, trends and changes 
from around the world. With the constant flow 
of changes and new information, comes a heavy 
burden for businesses: government regulations.

Did you know that on average, regulato-
ry agencies enact more than 3,500 new rules 
a year? That is nearly one new rule every two 
hours.  With so many changes, how can we keep 
up with it all? It’s scary how vulnerable we are as 
business leaders to legal ramifications including 
fines and fees. The biggest areas of risk include 
filing taxes in a timely manner, improperly cal-
culating overtime or misclassifying employees. 
In fact, an Ernst and Young Business Risk report 
named regulation compliance the No. 1 worry 
for business owners. I know it keeps me up at 
night.

Regulation compliance risk is an ongoing is-
sue. The risk requires constant monitoring by 
an HR professional or someone with legal ex-
pertise to protect your business’s health. As I 
spoke to the Franklin Chamber members about 
change, speed and what they need to do to avoid 

turnover and retain top talent, 
we didn’t even have a chance to 
discuss having to navigate the 
red tape enacted by regulatory 
agencies.  Agencies such as The 
National Labor Relations Board 
(NLRB), the Department of 
Justice and Occupational Safe-
ty and Health Administration 
(OSHA) are enacting regula-
tions that cost businesses $1.75 
trillion last year.  Companies 
that misclassify employees and 
fail to comply with overtime 
laws are finding that the gov-
ernment is aggressively audit-
ing wage and hour practices in 
an effort to recover more than 

$7 billion in lost payroll tax revenue.
With the possible legal ramifications of hiring 

and firing employees, businesses need informa-
tion on these crucial topics before they end up 
on the wrong side of the law. Companies should 
be aware of regulations that impact hiring, post-
ing ads, employment applications, background 
checks, interviewing, hiring decisions, sever-
ance and termination, among others.  I recom-
mend that due to the constant change in em-
ployment law and regulation, companies rely on 
outside parties that can help police, stay abreast 
of these issues and inform businesses about 
how to avoid legal ramifications. With constant 
change in the regulatory landscape, it’s impor-
tant to ensure your company is knowledgeable 
about the current employment rulings and reg-
ulations.

Government regulations: Among 
top threats for employers

THE PERSOnaL TOUCHThe Personal Touch

The new client needed a bro-
chure. After discussing his ob-
jectives, he handed me a bro-
chure and said, “Everything is 
in here.” 

“So you want me to convey 
the same basic messages?”

 “No. I want you to use what’s 
there. It says exactly what I want 
us to say.”

“You want me to use these 
exact words?” He nodded, and 
I took a deep breath. “You do 
realize that this is another com-
pany’s brochure?” 

He nodded. “They’re a great 
company. I love their products. 
In fact, I’ve been modeling our 
company on what they do.”

“But you can’t copy their words.”
“Why not?”
Every word of that story is true. And it wasn’t 

the only conversation like that I’ve had. Each 
time, I’ve shared the legal consequences of vio-
lating someone else’s copyright.

Now, I’m not an attorney, so what I’m dis-
cussing here does not constitute legal advice. 
But if you think it’s acceptable to use another 
company’s materials, you’d better have a good 
lawyer.

Sometimes, companies lift items from other 
companies’ publications and drop them into 
their own. They include a credit line, so that’s 
not copyright infringement, is it? 

Actually, it is. If you reprint something with-
out getting the copyright owner’s permission, 
you’ve broken the law, even if you cite the 
source. You’ve taken somebody else’s property 
and used it without asking. It’s like driving their 
car to Cleveland without their permission. 

Copyright laws are based on the simple ethi-
cal concept that it isn’t right to take something 

that belongs to somebody else 
without compensation or per-
mission. And the law says that 
a story or Web content is just 
as much someone’s property as 
his car.

 Most infringement results 
from ignorance of the law, or 
it’s a misunderstanding of a 
murky concept called “fair use” 
from the academic world.

 If you were writing an arti-
cle and wanted to share a con-
cept I’ve mentioned here, you 
could quote me by reprinting a 
sentence or two under fair use. 
But if you reprint this entire ar-
ticle without asking, or claim a 

paragraph of it as your own, you’re violating the 
law. 

So what do you do if someone else has al-
ready found the perfect words to describe what 
you want to convey? One option is simple and 
polite: ask for permission. Most people will be 
happy to give you the okay. The author might 
request a payment to allow you to use the con-
tent. That’s called licensing.

Or you could develop words of your own us-
ing the other piece as inspiration. Just be sure 
that it’s different enough that nobody would 
conclude that yours is a copy. 

You may get away with copyright infringe-
ment, and you may also get away with robbing a 
bank. Both are examples of stealing something 
that belongs to somebody else, and both carry 
hefty penalties. It boils down to simple moral-
ity: if you wouldn’t steal something from an-
other person’s home or business, you shouldn’t 
steal his intellectual property, either. 

Scott Flood
Columnist

Scott Flood can be contracted at sflood@sfwriting.
com or 317-839-1739, or visit his blog at: sfwriting.
com/blog/.

When copying crosses the line

MOnEY MaTTERSMoney Matters

Jeff Binkley
Columnist

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.

The kids are back to school. 
The temperatures have begun 
to cool.  And we can look for-
ward to all those political ads 
really ramping up now.  Hooray!

One of the most perilous 
things a money manager can 
do is making his or her poli-
tics a matter of public record, 
especially as political passions 
proportionally increase the 
closer we get to Election Day.  
He is certain to displease one 
or more of his clients.  Another 
dangerous (and foolish) thing 
for a money manager to do is to 
make a prediction as to whom is 
going to win a political contest.    
Now I have often proved myself for a fool (just 
ask my wife).  But for this piece, I will do neither.   
I will however point out a fascinating bit of mar-
ket data that by the time this comes to press, if 
you are a market junkie like I am, you probably 
have already heard from one of the financial 
talking heads on one of the plethora of market 
news outlets online or via cable or satellite:  

Since 1948, the market has an outstanding 

history of predicting whether 
the president or his party gets 
to keep their jobs.

Sam Stovall, chief invest-
ment strategist for Standard & 
Poor’s Equity Research Servic-
es, wrote this in a recent S&P 
newsletter:

“The S&P 500’s price perfor-
mance during the three calen-
dar months leading up to the 
presidential election has been a 
good predictor of whether the 
president or his party would 
be re-elected or replaced. An 
S&P 500 price rise from July 31 
through October 31 tradition-
ally has predicted the reelec-

tion of the incumbent person or party, while 
a price decline during this period has pointed 
to a replacement. Since 1948, this election-
prognostication technique did an excellent job, 
in our view, recording an 88% accuracy rate in 
predicting the re-election of the party in power 
(it failed in 1968).”  Mr. Stoval went on to say:  
“Either we have a tremendous situation of being 
fooled by randomness or we have an interesting 

Ah, September

COaCH’S CORnERCoach’s Corner

There are four pillars of busi-
ness development and you need 
to know about them if you want 
to get more business and more 
income.

The first of the four is the 
most important and is founda-
tional to the other four. 

The first is Market. Who, 
specifically, is your market? Put 
another way, who is your ideal 
client? Once you are very clear 
on clients, the other four pillars 
are a piece of cake. 

The second is Message. 
What is your message, your 
unique selling proposition? The 
single most important question 
to be answered here 
is one I learned from 
Dan Kennedy. Why 
should I buy your 
(whatever) over any 
and all other avail-
able choices? I think 
you’ll agree, that is 
one powerful ques-
tion. Give it some 
good thought and 
treat it for the weight 
it holds.

The third is the 
Method of Delivery. How specifically will you 
get the word out? There are six main strategies 
for Method of Delivery, from most effective 
to least: Direct Contact and Follow-Up, Net-
working and Referral Building, Public Speak-
ing, Writing and Publicity, Promotional Events 
and Advertising. Now before you jump up and 

shout, “Jack, did you dis adver-
tising in the Business Leader?” 
The answer is absolutely not. If 
you only used advertising as a 
method of communication, you 
would certainly gain visibility; 
however, when you combine 
it with other marketing strate-
gies, you multiply the effect and 
begin to gain credibility to out-
reach which is direct contact.

The fourth pillar is your 
Process. What specifically do 
you do once contact has been 
made with a prospect (potential 
client)? You need to know how 
to handle both incoming (they 
contact you) and outgoing 

(you contact them). 
One of four things 
should happen. They 
set an appointment 
with you, you actually 
have the appointment 
and present what you 
can offer, you need 
to follow-up again at 
some future date or 
they give you a refer-
ral. This all should 
be a process that you 
and your team follow 

every time come rain or shine.
The result of having all four pillars firmly in 

place is assurance you will get more business 
and have greater income. 

4 pillars of business 
development

Jack Klemeyer
Columnist

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

To Advertise in the next issue of the Business Leader, call (317) 451-4088 today! 

stock market phe-
nomenon.”

An interesting ex-
pression that “fooled 
by randomness.”  
As a student of the 
markets for the last 
20+ years, I remain 
amazed at inves-
tors’ capacity to 
succumb to the per-
ceived power of that 
randomness.  I also 
caution myself daily 
in hopes for me to 
avoid the same.

Just in case this 
piece of market 
phenomena hap-
pens to be an ac-
curate predictor of 
the future… at least 
until it isn’t, I’d like 
to share with you a 
number.  No, not the latest Rasmussen poll or 
the RCP Polling Average or even a Zogby.  No, 
the number I want to share with you is 1379.32.  
That was the closing value of the S&P 500 on 
July 31, 2012.   

If you choose, you can watch all the upcom-
ing political coverage with abandon and glee.  

You can keep your-
self updated on ev-
ery new poll and 
be alternately frus-
trated or elated with 
the coverage your fa-
vored future leader 
is getting.  All while 
sacrificing quality 
time you could be 
spending on your 
business or with 
your family or sim-
ply reading a good 
book. 

Or you can just 
wait until market 
close, Monday, No-
vember 5th, take a 
look at the S&P 500 
and know with 88% 
accuracy what the 
morrow will hold.  

That is unless we 
have all fallen victim to yet another case of be-
ing fooled by randomness.  

SCEnES FROM a COVER PaRTYScenes from a Cover Party

Stocklins, Richardsons and Bishop 
honored at August Cover Party

The Johnson County Business Leader held its 
August Cover Party, sponsored by First Mer-
chants, Aug. 21 at Mallow Run Winery, Barg-
ersville. Honored were June cover, Angie and 
Randy Stocklin  (One Click Ventures); July 
cover, Bill, John and Laura (Mallow Run Win-
ery); and August cover Ted Bishop (The Leg-

ends Golf Club). The Business Leader’s No-
vember Cover Party will be Monday, Nov. 12, 
5:30-7:30, at Winchester Place, 300 N. Madison 
Ave., Greenwood. RSVP by Nov. 9 to coverpar-
ty@businessleader.bz or call (317) 451-4088 for 
more information.

Photos by 
Nicole Davis 

and 
Rick Myers

Pat and Brian King Rick Myers and Ted Bishop

Diane Schultz, Jill Bode, Beth Walker Bell  
and Deb Walton

Angie and Randy Stocklin

Bill Richardson and Rick MyersCover Party attendees enjoy the eveningSomerset CPAs announces 
the recent promotions of three 
individuals to principal.

Howard Cox of Somerset’s 
Business Advisory and Entre-
preneurial Services Team has 
been promoted to principal.  
He started his career with a Big 
Four firm in 1983 and then es-
tablished his own practice in 
1987.  Howard then merged 
his independent CPA firm 
into Somerset in December of 
2001.  During 2006 and 2007, 
he gained experience as the Di-
rector of Operations for a large 
real estate developer.  In 2008, 
Howard was recognized as a 
Business Consulting Super CPA 
by the Indiana CPA Society.  He 
graduated with high distinction 
from Indiana University in 1983 
with a B.S. degree.  In addition 
to being a Certified Public Ac-
countant, Howard is also a Cer-
tified Management Accountant 
and a Certified Internal Audi-
tor.  He is a member of the Indi-
ana CPA Society and the World 

Speakers Association. 
Chris Mayfield of Somerset’s 

A/E Team has been promoted 
to principal. He joined Somer-
set in 2001 with over 12 years 
of experience in the private sec-
tor including experience as the 
controller for an engineering 
firm.  Chris effectively applies 
this experience 
to help clients 
make financial 
and operating 
decisions.  He 
has experience 
with INDOT 
and FARs over-
head rate audits.  
Chris earned his 
B.S. degree in ac-
counting from 
the Indiana Uni-
versity Kelley 
School of Busi-
ness.  He is on the Board of Di-
rectors of the American Council 
of Engineering Companies In-
diana.  In 2007, Chris received 
the Sagamore of ACEC Indiana 

Award, which is awarded annually to a person 
who has helped elevate the engineering pro-
fession, created goodwill toward ACEC or the 
profession, advanced the cause of engineers 
and their issues and is not a practicing engineer.  
He is Somerset’s team leader for the Rebuilding 

Together Indiana annual event.  
Chris is a member in good 
standing with the American In-
stitute of Architects, American 
Institute of CPAs and Indiana 
CPA Society.  

 Dan Dickerson of Somer-
set’s Real Estate Team has been 
promoted to principal. He has 
several years of public account-
ing experience with a special 
concentration in strategic tax 
planning and compliance for 
agriculture, real estate and con-
struction businesses. Dan’s ex-

perience includes consulting on business entity 
structure and formation, business succession 
and estate planning, real estate return on in-
vestment analysis, cash flow planning and cost 
segregation studies.  He has extensive knowl-

Somerset CPAs promotions

edge related to tax strategies regarding part-
nerships, LLCs, S corporations and individuals.  
Dan spends most of his time with commer-
cial and residential developers, farmers, Ag-
business, general contractors, home builders, 
subcontractors, property managers, real estate 
brokers and real estate investors.  He graduated 
from Indiana University in 1991 where he re-
ceived his B.S. in accounting.  Dan is a member 
of the Indiana CPA Society and the American 
Institute of CPAs.  

Howard Cox

Chris Mayfield

Dan DIckerson

Margaret McGovern
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Leading the Way!
Leadership Johnson County (LJC), in partnership with Franklin College, began in 1995 
to promote community involvement, creative problem-solving and collaboration among 
people who live and/or work in Johnson County, Indiana. A non-profi t, non-political 
organization, LJC welcomes a new class of participants each year and has nearly 500 
alumni.

Graduates complete a nine-month, interactive curriculum, which emphasizes local history, 
government, agriculture, industry, media, economic development, infrastructure, social 
services and leadership theory. LJC graduates become part of a formal and informal 
network of community leaders who take action to make Johnson County a better place to 
live, work and raise families.

For more information, visit www.LeadershipJohnsonCounty.org or call (317) 738-8264.

Michael Waddick
Aero Engine Controls
LJC Class 2010

How has Leadership Johnson County impacted your life personally?
Leadership Johnson County has given me more of a sense of ownership in our community.  Through my group project I devel-
oped a passion for recycling and now am serving on 
the Johnson County Recycling District Citizen’s Action 
Committee.  LJC really motivated me to get out there 
and try to make a difference in my community.
 
How has Leadership Johnson County impact-
ed your life professionally?
Leadership Johnson County has improved my profes-
sional life by helping me be more open minded and 
more able to see the big picture.  Many of the exer-
cises centered around fi nding unique solutions to 
problems and that is a skill that I will take with me 
through the rest of my life.

How has Leadership Johnson County benefi ted 
Johnson County?
Leadership Johnson County has helped the county by 
developing a large force of people that are dedicated 
to the community.  Graduates are involved in various 
aspects of county government and in numerous com-
munity projects and non-profi t organizations.

Why should Leadership Johnson County
continue to educate the leaders of Johnson 
County?
Leadership Johnson County should continue to edu-
cate leaders because the needs of our community are 
growing and always changing.  Each new class will 
bring a new skill set into the mix for the county and 
make it a better place to live.
 
What one thing did you like best about the 
Leadership Johnson County Program?
The thing I liked most about Leadership Johnson 
County was the opportunity that it gave me to experi-
ence things in the community that I normally would not 
have.  Getting to see how a farm operates and how to 
best handle media exposure were valuable exercises 
that helped me see a bigger world and community.

Barb Dunn
Maple Grove Elementary School
LJC Class 2008
How has Leadership Johnson County impacted your life personally?
LJC has impacted my life by making me more aware of those around me.  I learned how everyone who is a member of an orga-
nization can contribute.  Find everyone’s individual strengths and fi nd a way to use that person to better your organization. 
 
How has Leadership Johnson County impact-
ed your life professionally?
Professionally I work with eight year old children.  
Each child has his or her own personality.  As a 
teacher I learn that child’s strengths and interests so I 
can use those to make the child a better leader.  Kids 
can greatly infl uence each other.  Seeing a child over 
come a fear of speaking in front of a group by giving 
either a book report or learning lines for a play, makes 
my job worthwhile.  I love to see children grow into 
people who can tackle most any problems.  I am also a 
4-H leader of a club of about 87 kids.  Here I can help 
kids learn about life skills that they can carry into their 
future.  4-H also gives me a chance to work with High 
school age kids.

How has Leadership Johnson County benefi ted 
Johnson County?
LJC has benefi ted Johnson County by training so 
many people to become leaders in so many ways.  I 
see LJC graduates in all organizations I am a member 
of.  Many of our 4-H leaders and Purdue Extension 
staff are graduates of LJC.  We have a very successful 
County Fair in Johnson Co. and I know that LJC has 
helped bring this about. There are many programs that 
were started by LJC groups that have continued many 
years.  It has made our county a much better place to 
live.

Why should Leadership Johnson County
continue to educate the leaders of Johnson 
County?
LJC should continue to educate leaders because there 
are many people out there that are not aware of their 
own potential.  By participating in the many activi-
ties, the members constantly learn new things about 
themselves.
 
What one thing did you like best about the
Leadership Johnson County Program?
The best thing about LJC is the friendships you make 
you make and keep for a long time).

Byron C. Bayne
EHH Hamilton Trucking, Inc
LJC Class 2001

How has Leadership Johnson County impacted your life personally?
I found Leadership Johnson County renewed my outlook and skills. At the time, I had a number of years experience but the 
enthusiasm and experiences with both young and seasoned leaders was invigorating. 
 
How has Leadership Johnson County
impacted your life professionally?
Professionally LJC enhanced my faith in the young 
people in our company and made me more aware of 
the leadership potential in everyone. 

How has Leadership Johnson County benefi ted 
Johnson County?
LJC is a positive infl uence on our community. It has 
helped develop strong leaders that are willing to share 
their abilities with others for the betterment of our 
county.

Why should Leadership Johnson County
continue to educate the leaders of Johnson 
County?
We need this leadership program to make and keep 
enthusiastic leaders. We are in a competitive environ-
ment and every positive infl uence is needed. Leader-
ship, pride, and accomplishment requires constant rein-
forcement. The interaction of our members with others
in the community will help more and more people 
as our members grow. This exponential impact truly 
makes LJC an essential outreach program for our 
county. 

What one thing did you like best about the
Leadership Johnson County Program?
The leveling of the class as to age, experience, and 
ability was great! Young, old, accomplished or novice 
came together to do great things as a team.  
It shows what can be done when everyone works 
together.

Brenda Wilkerson 
Johnson Memorial Hospital
LJC Class 2009 

How has Leadership Johnson County impacted your life personally? 
Leadership Johnson County was such a wonderful learning opportunity for me.  Not only did I learn about leadership and all it’s 
styles, I learned so much about Johnson County.  I have lived and worked in Johnson County most of my life, but I  learned so 
much about our county and its residents during this program. 

How has Leadership Johnson County impacted 
your life professionally? 
 I have made great friends and great contacts through 
the Leadership Johnson County program.  LJC has also 
made me very proud to live in Johnson County.    

How has Leadership Johnson County benefi ted 
Johnson County? 
Every year great things happen because of Leader-
ship Johnson County.  Each class performs community 
service projects that bring together the LJC class and 
citizens from the county working to make Johnson 
County a better place to live.  

Why should Leadership Johnson County
continue to educate the leaders of Johnson 
County? 
We must keep developing and training leaders to keep 
Johnson County a wonderful place to live and work.

What one thing did you like best about the 
Leadership Johnson County program? 
I enjoyed our group project the most.  Our group 
helped fl ood survivors spruce up and landscape 
their fl ood damaged yards.  We had community 
groups and individual volunteers work with us.  It 
was fulfi lling to make a difference for these fami-
lies.
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Here’s the thing. Marketing 
to women isn’t complicated; it’s 
just different from marketing to 
men.  You can’t just slap the col-
or pink on something and wait 
for women to come rushing in 
to buy it. You actually have to 
understand how women want 
to be treated and then treat 
them that way.

Since its inception, market-
ing has been heavily domi-
nated by male-centric thinking 
and messaging. That may have 
been ok into the nineties, but 
in ensuing decades, it has only 
served to alienate women from 
many brands.

Why does marketing directly to women 
matter?

From a purely financial perspective, it makes 
sense to listen carefully. Women as a demo-
graphic are the largest group of decision mak-
ers in our economy. According to She-conomy.
com, women make 85 percent of all consumer 
purchases and over the next decade they will 
control two-thirds of consumer wealth in the 
United States. If you weren’t paying attention to 
women before, you should be now.

This isn’t about men versus women; it’s about 
understanding both sexes in order to better de-
liver the value they both need.  Clearly if women 
are making 85 percent of the purchases, they are 
purchasing for men as well as themselves.

What do women want?
Quite simply, women value relationships.  

They want to be treated like 
adults with brains. They pre-
fer to engage in a conversation 
instead of being lectured. They 
like to create relationships with 
people they do business with 
and they want to feel like they 
can recommend the businesses 
they use to their friends and 
colleagues.

This is a paradigm shift for 
many men who are typically 
more transactional. A good ex-
ample of this is frequently seen 
at business networking events. 
It is not unusual to be intro-
duced to a businessman and 
have him hand you his card 

within the first 15 seconds of meeting you. From 
his perspective, he is simply being efficient and 
courteous.  If he happens to hand out his busi-
ness card to people who have no interest in his 
goods or services, he thinks, “Maybe they’ll 
hand it someone else.”

Conversely, you may stand and have a con-
versation with a businesswoman for 15 min-
utes before she asks if she can give you her card. 
From her perspective, she doesn’t want to hand 
out her card to someone unless she wants to 
continue to build a relationship.  She’s being ef-
ficient and only handing her card to those with 
whom she wants to consider doing business.  

For many salespeople this is an uncomfort-
able place to be. In many cases they are trained 
to meet, greet and ask for the sale, all within 5 
minutes. Taking any longer means you might be 

missing out on the next sale.  
A simple example comes from a client I was 

meeting with one day. We were discussing the 
sales process he used when meeting with wom-
en and he said, “And then at the end I overcome 
all their objections.”  If you are a woman reading 
that, you just took a mental step backwards.  As 
a man, you may not have even noticed his faux 
pas.

Most women are looking for someone who 
will “answer their questions” not “overcome 
their objections”. They want to be an equal part-
ner in the conversation, not be subjected to a 
sales pitch. They also value sincerity and don’t 
like to be rushed.

How do I market to women?
Online or in person, understand that wom-

en want to be engaged and informed. They like 
having an opportunity to learn more about your 
product or services in a non-threatening and 
comfortable way.  

One of the best ways to engage women is to 
ask them relational questions. By this I do not 
mean talking to them about their kids (or yours) 
or assuming that they are a Soccer Mom or that 
they even have kids. Do not ask them when 
their husband will be joining them or in any way 
indicate that they are not the primary focus of 
your conversation.

Do try to “game” the system and take short-
cuts to establishing a relationship with women. 
You have to expend the time to build the rela-
tionship. One way to do that is to connect with 
women by supporting the causes they care 
about: education, health care and community. 
Above all, be sincere. Women can see through 

insincerity quickly and will walk away instead of 
confronting it.  

What’s the payoff?
If you connect with the right women, the re-

wards can be vast.  A woman who loves your 
product or service will tell her friends.  And be-
cause women value relationships so highly, they 
frequently have a lot of friends.  But you have 
understand that she puts her personal relation-
ships at risk to do this, so you need to acknowl-
edge and even reward her trust in you and your 
company.

Learn to market to women today and your 
business will prosper and thrive over the next 
few decades as women control more of this 
country’s wealth and continue to make a dispro-
portionate amount of the purchasing decisions.  
Even better, you may find that your products 
and services are improved by establishing these 
long-term customer relationships with women.  
That makes marketing to women a win for ev-
eryone.

PR Chick Jill Bode founded Designed Write Pub-
lic Relations in 1998. Working with recycled bubble 
gum, string and duct tape, she managed to craft a 
cutting-edge, custom PR consortium that works with 
clients all over the world. Rabid entrepreneurs fre-
quently stalk Jill for her knowledge of Word-of-Mouth 
Marketing.  In her free time she has pursued her 
non-profit volunteer passion, spending more than 
18 years working at the forefront of disaster response 
management.  She is a member of several elite Red 
Cross disaster teams, responding to some of the 
most memorable disasters our country has known. 
You can check out Jill’s soapbox at YourPRChick.
Wordpress.com or follow her Disaster Adventures at 
twitter.com/RedCrossPRChick.

Taking the mystery out of marketing to women

Jill Bode

GET YOUR FREE MOBILE BLUEPRINT
AT BOOMERANGMOBILE.INFO!

MOBILE MARKETING

Women in 
    Business

A special report on
HCPBWA Expo is Oct. 11

What are three things every small business leader needs to know?
1.  How to target female decision  

makers in your marketing
2. How to network productively
3.  How to generate sales and  

keep customers.

Gain insight from local experts at the Grow 
Your Business Expo, hosted by the Hendricks 
County Professional Business Women’s Asso-
ciation, on Thursday, Oct. 11, noon, at the Hen-
dricks County 4-H Conference Center, Dan-
ville. The featured speaker, Jennifer Holmes, 
will share how to market your business services 
and products to women decision-makers. Nikki 
Llewellyn will provide insight into strategic net-

working and Danny O’Malia will share tips from 
his years of sales experience. Don’t miss this op-
portunity to be a part of small business growth 
in central Indiana and to learn how to move 
your business to the next level. Sponsorship op-
portunities and booth space are still available. 
For more information, go to www.HCPBWA.
com or contact Jennifer McPeak at Jennifer@
danvillechirocenter.com or (317) 361-2050.

The Hendricks County Professional Business 
Women’s Association donates GYB Expo pro-
ceeds to fund a scholarship program to support 
women pursuing higher education in the busi-
ness field.
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All credit products are subject to credit approval. Banking products and services are offered by KeyBank N.A. Member FDIC and Equal Housing Lender. 
Key.com is a federally registered service mark of KeyCorp. ©2012 KeyCorp. ADL5053

We look up to our customers  
because mutual respect is a  
must in any banking relationship.
You’re the engine of our country’s economy and we believe in treating you that 
way. Starting with the relationship. That’s why we offer you a team of specialists 
right here in your community who advocate for your financial future and support 
your business any way we can. You’re a big deal. It’s about time you had a  
bank that sees you that way.

Visit key.com/bigdeal to learn how we’ll make you a priority.

Howard Hubler
“The Car Guy”

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

BUSInESS TaLkBusiness Talk

As a job creator, I frequently 
post job wanted ads in the pa-
per or on Monster.com and the 
like, seeking people looking for 
jobs in the $30K-$40K range. In-
terestingly enough, though, very 
few people show up. For example, 
let’s say I was looking for a clerical 
position, say in the $30,000 range 
that included healthcare. To the 
uninformed reader, he would 
think that 50 people would show 
up. Of those of you reading this, 
you know how many respondents 
will show up: 10, if we are lucky. 
Perhaps five of those responding 
approaching 99 weeks of unem-
ployment with benefits terminat-
ing.

Now again to the unin-
formed, one may think the 
government pays all of this 
unemployment benefit. 
Conversely, we know busi-
ness owners are charged to 
pay a tremendous share of 
it.  So what does that mean 
to me?  I need to look at say 20 candidates to try 
and find two or three people of quality for my em-

ployment opportunity.  However, 
if only 10 people show up, and 
only half of those are seriously in-
terested in being employed, then I 
am paying the state of Indiana by 
these additional unemployment 
benefit fees and making hiring of 
quality people even more difficult. 
There is a law in the universe that 
says if you reward activity, you get 
more of the same activity. If you 
reward people to be unemployed 
for 99 weeks, you will get more 
unemployed people for 99 weeks.

I just learned an interesting 
fact after doing some research; I 
assume it is true. If we, the small 
business owner, lose our business 

and go unemployed, we may 
not even qualify for unem-
ployment benefits, yet we 
have been paying into un-
employment benefit pools 
for as long as we have been 
in business: interesting.

If two people get laid off 
from their jobs this Friday, 

one will very likely have a job by the following 
Friday and the other may not find a job until 99 

weeks are up. I have been paying into unemploy-
ment benefit pools most of my professional life; 
I’m very blessed to have never been unemployed. 
I am very sympathetic to people who lose their 
jobs and, despite every attempt to regain one, 
cannot find another job. It would give some-
body a hopeless feeling. I am also sympathetic 
to small business men and women who put their 
economic life on the line every day and who pay 
more and more into increasing unemployment 
benefit pools only to find it harder and harder 
to hire good people in the $30K-$40K range. We 
are forced by the government to make finding 
these new hires all but impossible. Has it ever oc-
curred to anyone that when the government tries 
to make things right for everybody, it can some-
times cheat a citizen out of his own integrity and 
cheat small business people out of quality new 
hires?

I know a weight loss coach who likes to say, 
“No food taste as good as being at your ideal goal 
weight feels.” With that, I learned to say, “Gaming 
the system for more money never makes you feel 
as good with your additional dollars as does an 
honest paycheck on Friday.”

Connections: Unemployment 
and job applicants

“There is a law in the 
universe that says if you 
reward activity, you get 

more of the same activity.” 

BUSInESS BRIEFBusiness Brief

Kelli Turlo was 
recognized by Fran-
ciscan St. Francis 
Health for extraor-
dinary caregiving 
as one of two July 
recipients of the 
hospital’s DAISY 
Awards. Turlo, a 
post-surgical care 
unit nurse, India-
napolis campus, 
was nominated by a 
patient, who wrote: 
“She made me feel comfortable, ensured me I 
wasn’t alone and gave me personal attention. 
Kelli was so caring and her willingness to do 
for others is remarkable. I always felt her com-
passion and her caring spirit every time she en-
tered the room. I will always now return to St. 
Francis and I would like to believe that Kelli had 
a lot to do with that decision.” For more infor-
mation, visit daisyfoundation.org.

Franciscan St. Francis 
Health nurse honored for 

making a difference

Kelli Turlo

BUSInESS BRIEFBusiness Brief

A taste of wine cake

by Nicole Davis
It took Daina Chamness and Betty Davis two 

years to develop their unique wine cake mix. Be-
tween researching the best flavoring, affordable 
packaging and figuring out a marketing strategy, 
the women said they couldn’t get it done fast 
enough. Demand started long before the prod-
uct was even finished. They launched Yours Tru-
ly Foods with Truly Chocolate and Strawberry 
Kisses wine cake and frosting 
mixes on July 21.

“Betty knows a good idea 
when she sees it,” said Cham-
ness, who resides in Greenwood. 
“We thought we’d give consum-
ers the option to make their own 
cake when they’re ready for it.”

The product is like a regular 
cake mix and includes a pack-
age with the frosting. Custom-
ers add oil, eggs and wine. Davis 
said there’s no way they could 
add enough wine to an ordinary 
cake mix without there being 
too much liquid. With no arti-
ficial flavors, the wine added to 
the mix is reflected in the final 
taste. 

They found a company in 
California to help them with the 
flavor and a company in Warsaw, Ind. to produce 
the packaging. The mixture has a suggested retail 
of $9.95 and will be sold at local wineries across 
the state. So far, five wineries have purchased 
cases to sell.

“We knew who our customer was, it was the 
wineries,” said Davis, who works part time at 
the Greenwood Senior Center. “Not only does it 
add another product, it will increase their wine 
sales… Who would have thought there are 61 
wineries in Indiana?”

At an event at Huber Winery in Starlight, Ind. 

on July 21, the women took their mix and some 
miniature cupcakes to a taste testing. Only ex-
pecting to pass out samples, they carried along 
the product just in case. They sold $1,000 worth 
of mixes in one day.

Davis and Chamness said they intend to add 
additional flavors in the future, but the price of 
launching additional products is expensive, so 
they will take their time. They are considering 

Spiced Peach, Vanilla, White 
Almond Wedding Cake and 
even beer cake. Chamness said 
their customers’ suggestions 
will likely be influential in future 
products.

“This is not a grocery store 
item and we will never be at gro-
cery stores,” Chamness said. “It 
costs more because it’s special 
and different.”

The women are currently 
making and packaging the mix 
themselves at Ms. Betty’s Din-
ner Theatre in Trafalgar. It takes 
an hour for one of them to pack-
age one case of a dozen mixes. 
They hope to outsource produc-
tion soon so they can concen-
trate more of their time market-
ing. 

“We’ve done a lot of things for fun, buy you 
can’t take fun to the grocery store,” Chamness 
said. “We want to grow this business to be a big 
business.”

Most importantly, the women, who have been 
friends for years, were excited to go into business 
with each other.

“Through the years, we have done all kinds of 
things together and separately,” Davis said. “You 
learn who to share your dream with.”

For more information or to order, visit your-
strulyfoods.com or call (317) 878-2313.

Friends Betty Davis and Daina Chamness went into  
business together for their unique wine cake mix.

Daina Chamness and Betty Davis receive demand 
for wine dessert before they perfect the mix

Photos by Nicole Davis
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Johnson County is still a great 
place to live and work. Accord-
ing to the U.S. Census Bureau, 
Johnson County ranked in the 
top five counties in the state, fol-
lowing Hamilton and Hendricks. 
The sluggish economy slowed 
many businesses and the hous-
ing market suffered as owners 
wondered when positive growth 
would continue. For the first half 
of 2012, housing activity steadi-
ly increased 17.3 percent across 
central Indiana. The Metropoli-
tan Indianapolis Board of Real-
tors also reported the consis-
tent price increases welcoming 
stability to Johnson County homeowners. As 
mortgage rates stay at an all time low, buyers 
seek opportunities that will one day be part of 
history.

St. Francis Hospital and Health Center con-
tinue to draw new development to the Emerson 
Avenue area. Circle K Gas Station and a sit-
down restaurant are being built on the north-

east corner of County Line Road 
and Emerson Avenue. Allen 
Commercial Group has develop-
ment plans for 70 acres of retail, 
professional office and medi-
cal offices known as Claybrooke 
Commons. Emerson Avenue will 
be widened to accommodate an 
already over burdened inter-
section. The sight of dirt being 
moved is encouraging as signs 
of the economy are improving. 
National tenants are seeking op-
portunities for the first time in 
years.

Thanks to the growth of the 
hospital, office vacancy rates 

are down 10.6 percent from a high of 15 per-
cent at the start of 2010, according to a study by 
Cassidy Turley Commercial Services.  Johnson 
County has always been known for being a con-
sistent but cautious player as they compete with 
surrounding counties.

Marsh Grocery announced the closing of the 
US 31 store next to K-Mart. The store known 

for its beautiful trees in the full glass front has 
served the community for many good years. 
The store is among three that will close as the 
competition changes the way people shop.

Yogurt lovers welcome Orange Leaf on 
Greenwood Park Drive South. Ice cream and 
yogurt stores have been one of the few business-
es that have thrived in the hot weather. The real 
estate hot line has rumors of Wal-Mart eyeing a 
location on State Road 135. 

The drought continues to have wide spread 
effects on the entire Midwest as Johnson Coun-
ty farmers are part of a designated natural disas-
ter area.  Landscapers, mowing companies, veg-
etable and flower growers who depend on the 
weather to support their businesses have felt the 
ripple effect. Many small businesses have seen 
profit margins drop due to people staying in-
doors out of the record high heat. Remember 
the businesses throughout Johnson County as 
we continue to remember our roots and be a 
good neighbor.

County thrives without rain

Brenda Richards is a commercial real estate at Car-
penter Realtor. She is interested in new business 
and real estate in Johnson County. Brenda can be 
reached at Brenda.richards@comcast.net.

Brenda 
Richards

COMMERCIaLLY SPEakInGCommercially Speaking

Michael Lenahan  |  1275 U.S. Highway 31 N., Greenwood  |  317.566.6151  |  mlenahan@firstmerchants.com

First Merchants Bank
Banking Solutions for Business Owners

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

1.800.205.3464 |  www.firstmerchants.com

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

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

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

That’s First Merchants!

Michael Joyce

Michael Lenahan

nOW THaT WE’VE BEEn OPEnNow That We’ve Been Open

Keith and Kurt Lambert’s parents started 
Greenwood Moving & Storage in 1974 with 
one truck and one simple idea.  That idea was 
to provide the local community with a profes-
sional mover.  Now, over a quarter of a century 
later, Greenwood Moving & Storage, Inc. has 
become one of the most recommended full ser-
vice moving and storage companies in the busi-
ness.  

As a full service mover, they offer everything 
from residential and corporate moving to pack-
ing services and materials as well as short and 
long-term storage.  Today that one truck has 
grown to a multi fleet moving company with 
over 70,000 square feet of storage space, pro-
viding that same professional service across the 
country.  

What is the most valuable piece of advice 
you’ve been given?

 That customer service is the most important 
part of a business’s survival.  

How have things changed since you start-
ed working in the business?

The increase in square footage of homes is 
the biggest change.  When Kurt and I began 
working in the business, the average square 
footage of a home was around 1500, now it is 
about 2500.

Tell us about your biggest challenge and 
how you overcame it.

Keith:  My biggest challenge was to not let 
work interfere with family time.  Over time I 
have reduced my working hours to only work 
during the day and to keep evenings free for 
family and personal time.

Kurt:  My biggest challenge has been to ad-
just from working out on job sites to working in 
the office.  I just had to commit to making the 
adjustment and realized that there is a lot that 
is involved with our clients before the move ac-
tually happens.

What do you wish someone had told you 
before you started in the business?

We were just kids when our parents started 
in the moving business, so we were fortunate to 
learn the business as we grew up.

What is the hottest new trend in your in-
dustry?

 There are always new trends or fads but old-
fashioned customer service is still the only way 
to have a successful move.

Getting a move on

Compiled by Jill Bode

From left, Kurt Lambert, Keith Lambert

Sign the papers – It’s now cheaper to buy 
homes than rent in 98 of the top 100 metro 
areas in America, according to trulia.com. 
Even better? Becoming a landlord. You 
stand to see returns of five to 10 percent 
from rent over a five to 10-year hold.
-cnnmoney.com

Savings – How to increase them? Get a 
high-yield checking account. You can earn 
nearly 20 times the rate of an average 
savings account while dodging the fees 
that plague basic checking accounts. 
Community banks or credit unions offer 
rates up to four percent and will usually 
reimburse you up to $25 a month in ATM 
fees with such accounts, as well.
-cnnmoney.com

Know your number – People who have 
calculated the amount they’ll need to retire 
have more saved than those who haven’t. 
An easy way to figure that number? The 
calculator at cnnmoney.com.
-cnnmoney.com

FINANCE Dispatches

Photo by Jill Bode

Low-risk funds – These seven funds have 
delivered over time: Buffalo Growth (BUFGX), 
Fidelity Growth Co. (FDGRX), FPA Capital (FPPTX), 
Harbor Capital Appreciation (HCAIX), Sequoia 
(SEQUX), T. Rowe Price Mid-cap Growth (RPMGX) 
and Yacktman (YACKX). -cnnmoney.com

Low-risk stocks – These seven stocks pass even 
the strictest safety screens: Becton Dickinson 
(BDX), Emerson Electric (EMR), Exxon Mobil 
(XOM), General Mills (GIS), IBM (IBM), United 
Technologies (UTX) and Wal-Mart (WMT).
-cnnmoney.com

Midsize, anyone? – These regional lenders are 
stronger than giant banks like Citigroup or Bank 
of America: Commerce Bancshares (CBSH), UMB 
Financial (UMBF) and Cullen/Frost (CFR). On average, 
they have a more than two percent higher dividend 
yield than the giants listed above. -cnnmoney.com

The Lambert brothers share family secrets  
for the success of their Greenwood business
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set your radio button to KORN Country 100.3!

GROWInG SMaLL BUSInESSGrowing Small Business

Sherrie Zuchristian of Greenwood has be-
come an independent consultant with Tasteful-
ly Simple Inc., a national direct sales company 
featuring more than 60 foods.

As an independent business owner, Zuchris-
tian offers food samples at home taste-testing 
parties, along with ideas for everyday meals, 
recipes and serving suggestion. 

Tastefully Simple 
adds new consultant

BUSInESS BRIEFBusiness Brief

So you have decided that 
business ownership is some-
thing you want to pursue. If you 
have decided that buying an ex-
isting business is the direction 
you want to choose, here are 
the steps to accomplish that ob-
jective. 

• Determine the right type 
of business 

This initial step takes self 
analysis regarding your abilities 
and goals.  What is your skill set 
– selling, operations, finance?  
Of course, as a business owner 
you will be wearing many hats, 
but certain businesses will re-
quire specific skill sets of 
their owners. For example, 
if a particular business re-
quires the owner to be 
heavily involved in sales 
and that’s not your forte, 
maybe it’s not a fit for you.  

• Determine your in-
vestment level

Businesses are typically priced for sale based 
on a multiple of the earnings they are generat-
ing. An accountant qualified in business valua-
tions should be able to assist you with this cal-
culation.  Remember, the earnings the business 
produces not only provides your income, but it 
also needs to provide for debt service if you are 
financing the purchase.

• Focus your search 
As you can guess, most busi-

ness owners don’t publically an-
nounce that their business is for 
sale.  These days the newspaper 
classifieds have been replaced 
by websites listing the business-
es.   An example would be www.
bizbuysell.com. 

Networking with small busi-
ness accountants, attorneys, 
and business coaches is an ex-
cellent way to connect with 
business owners who are plan-
ning their exit strategy. 

• Investigate the business
Three years of P&Ls and bal-

ance sheets are useful to see 
a breakdown of the financial 
health as well as the cash 
flow the business is gener-
ating.  However, make sure 
that tax returns accompany 
these documents to insure 
that the numbers are valid. 

If the seller is not willing to share these, look for 
another business opportunity.  

This is the time to ask the owner questions 
about his operation. Inquire about all facets of 
the business that he is willing to discuss.   

• Negotiate the LOI
Very much like a real estate transaction, the 

prospective buyer makes an offer on the pur-
chase of the business detailing the price they are 

willing to pay, the terms, what’s included and 
what’s not included. Be prepared to enlist the 
services of an attorney at this point.

• Due diligence
After the LOI is acceptable to both parties, 

the buyer has the opportunity to conduct his 
due diligence which means he has access to the 
seller’s books and financial records. If you do 
not have an accounting background or are not 
strong with financials, I would strongly suggest 
enlisting an accountant to verify the numbers.   

• Financing
If the buyer will be utilizing a bank or third 

party for financing, now will be the time to ap-
ply for the funds.  Be prepared to present a well 
thought out business plan, resume, and person-
al financial statements.  

• Closing the deal
So you have gotten this far – now it should be 

a piece of cake, right?  Unfortunately, about 50% 
of the deals that are agreed to between buyer 
and seller never get to closing.  An experienced 
attorney in business transactions is critical at 
this stage to protect your interest but also keep 
the deal together.

• Seek professional advice 
As I mentioned above, the small business ac-

countant and attorney should have key a role in 
the purchase of a business.   Since it’s typically the 
largest transaction a person will make in his life-
time, make sure you have a team working for you.   

Steps to buying an existing business

Dough Boehme
Guest Columnist

Doug Boehme is a business advisor with the Central 
Indiana Small Business Development Center. He can 
be reached at 317-402-1802 or dboehme@isbdc.org.

“Be prepared to present a  
well thought out business plan, 

resume, and personal  
financial statements.”

Mutual Savings Bank 
has promoted Adam 
Browder to Manager of 
its main office in down-
town Franklin, an-
nounced President and 
CEO Robert D. Heu-
chan. Browder will also 
continue to serve as the 
bank’s IRA Coordina-
tor.

A Franklin native, 
who currently lives in 
Indianapolis, Browder initially joined Mutual in 
2007 as a Teller. In 2008, he had the opportunity 
to move to California and perform behind-the-
scenes work on several TV shows. In June 2009, 
he decided to return to his hometown, and Mu-
tual happily rehired him. He was promoted to 
Assistant Branch Manager at the downtown lo-
cation in January 2010. Browder is a graduate of 
Franklin College.

Mutual Savings Bank 
promotes within

Adam Browder

PLannER OF nOTEPlanner of Note
September Chamber of 
Commerce Meetings

13 - Franklin Chamber of 
Commerce (Chamber luncheon): 
Thursday September 13, 12 
p.m., Franklin Community High 
School, 998 Grizzly Cub Dr. Franklin, 
IN. door #55. For more information, 
call (317) 736-6334.
 
20 - Greenwood Chamber of 
Commerce (On the Rise Young 
Professionals): Thursday, September 
20, 5:30-7:30 p.m., Winchester 
Place, 300 North Madison Ave. 
Greenwood, IN 46142. For more 
information, call (317) 888-4856
 
26 - Greenwood Chamber of 
Commerce (Membership 101): 
Wednesday, September 26, 9-10:30 
a.m., Greater Greenwood Chamber 
of Commerce, 65 Airport Parkway, 
Ste. 140  Greenwood, IN 46143. 
For more information, call (317) 
888-4856
 
Franklin Chamber 
New Members

Welch Electric, LLC
940 Brookhaven Drive
Franklin, IN 46131
(317) 850-9583
 
Caretenders
690 State Street
Franklin, IN 46131
(317) 346-1453
 
Connection Church of Franklin
1371 N. 400 East
Franklin, IN 46131
(317) 437-4879
 
Dugan Air
107.5 N. State road 135
Trafalgar, IN 46181
(317) 878-9111
 
American Enforcement Security 
Company, LLC
Steven Love
5190 Poynter Pass Dr., Ste 7
Bargersville, IN 46106
(317) 616-8506
 
D.W. Planker Inc. Home Services
Daniel Planker
1548 West Smith Valley Road
Greenwood, IN 46142
(317) 865-7900
 
Roncalli High School
Gary Armbruster
3300 Prague Road Indianapolis, IN 
46227
(317) 787-8277

Sales Leads
Newly Incorporated

AJ’s Handyman Service
Anthony Varns, Heidi Varns
774 Woodway
Bargersville, IN 46106

American Home Care Hearing
Kelly Johnson
5363 Mt. Pleasant N. St.
Greenwood, IN 46142

Assurance Home & Property 
Inspection
Kyle Elkins
1766 Bluegrass Pkwy.
Greenwood, IN 46143

Bubbles
James Brian Adams
2807 17th St.
Columbus, IN 47201

Cab2You!
Timothy A. Ray
1810 Madison Village Dr.
Apt. F-1
Indianapolis, IN 46227

Computers N Effects
George W. Payne III
1135 Southbridge Dr.
Greenwood, IN 46142

Feed Ur Soul
Joshua D. Evans, Callie Buschman
1743 Southwood St.
Greenwood, IN 46143

Franklin Auto Care Center
Ronald Douglas Wright, Deborah 
Pemberton
497 S. 100 W.
Franklin, IN 46131

Jani Save
William M. Hill
P.O. Box 7037
Greenwood, IN 46142

Johnson County Antique Market
Jennifer Mcalpin
5081 E. 100 N.
Franklin, IN 46131

Miss White River Scholarship 
Program
Alicia Martin
372 S. State Rd. 135
Greenwood, IN 46142

Prestige Paving
Cagney Western
104 Malet Dr.
Greenwood, IN 46143
 
Professional Health Services
Thomas Pacheco, Beverly Pacheco
1425 N. Priscilla
Indianapolis, IN 46219

Res Q Plumbing
Adam Tames
186 Frostwood Ln.
Greenwood, IN 46143

Shallos Development
D Paul Shellabarger
1107 Tampico Rd.
Greenwood, IN 46143

Shop Small Indiana
Jennifer Mcalpin
5081 E. 100 N.
Franklin, IN 46131

United Sports Promotions
Jeremy Dammeier
2901 W. 100 S.
Franklin, IN 46131

SBA Guaranteed Loans

Boone County

JTL Holdings, LLC
7669 Carriage House Way
Zionsville, IN 46077
$157,000
The Huntington National Bank

KMC Industries, LLC
11547 Indian Hill Way
Zionsville, In 46077
$16,000
Chase Bank

Lead Management  
Consulting, LLC
5000 W. 126th St.
Zionsville, IN 46077
$40,000
Chase Bank 

The Order Fulfillment Group, Inc.
7313 Mayflower Park Dr.
Zionsville, IN 46077 

$130,000 
$75,000
KeyBank

Reproductive Specialty Group 
2590 N. 500 E. 
Lebanon, IN 46052 
$150,000
The Farmers Bank, Frankfort 
 
Hamilton County

The Abbey Tap House, LLC
32 1st Ave. NE
Carmel, IN 46032
$1,045,000
$275,300
$25,000
The Huntington National Bank

C. E. Ray Company, Inc. 
1089 Third Ave. S.W.
Carmel, IN 46032
$40,000
The Huntington National Bank 

Duramark Technologies, LLC 
209 E. 175th St. 
Westfield, IN 46074 
$700,000
First Merchants Bank 
 
Fall Creek Visionaries, LLC 
11848 Olio Rd. 
Fishers, IN 46037
$25,000
Wells Fargo Bank
 
Grandma’s Pizza, LLC
9883 Traditions Lane 
Noblesville, IN 46060  
$50,000
The Huntington National Bank

HG Studio, LLC
930 Logan St.
Noblesville, IN 46060
$250,000
 The Huntington National Bank

 Jazzy A Trucking, LLC
10643 Summerwood Lane 
Fishers, IN 46038 
$12,100
The Huntington National Bank
 
Olio Ventures, Inc.
13647 Olivia Way
Fishers, IN 46037  
$687,000
Premier Capital Corporation
 
Tabo Property Group, LLC
11848 Olio Rd.
Fishers, IN 46037 
$863,800
Wells Fargo Bank
 
Traditions Senior Care, Inc. 
6681 Riverside Way 
Fishers, IN 46038
$50,000
The Huntington National Bank 

Hancock County

Armonia Interiors, LLC 
10190 Fantina Lane 
Fortville, IN 46040
$25,000
Chase Bank

B.L. Management, Inc.  
6314 W. Broadway 
McCordsville, IN 46055 
$2,160,000 
The Huntington National Bank 
 
G.T. Services, Inc.
6314 W. Broadway
McCordsville, IN 46055 
$200,000
The Huntington National Bank 
 
Plant Health Concepts, LLC 
4907 W. U.S. Hwy. 40
Greenfield, IN 46140

$25,000
Chase Bank

Hendricks County
 
Aaron Long Competition
451 Southpoint Circle, Unit 100
Brownsburg, IN 46112
$30,000
First Merchants Bank

Hoosier Gymnastics Training Ctr. 
5036 C.R. 600 E.
Plainfield, IN 46168
$155,600
First Merchants Bank
 
Indy Mobile Gaming, LLC
7394 Glensford Dr. 
Avon, IN 46123
$120,000 
$10,000
First Merchants Bank

Marion County
 
Bill Robertson & Associates, Inc.
435 E. Main St.
Indianapolis, IN 46143
$100,000
$86,300
The Huntington National Bank 
 
Brian Allen dba Allen Sealcoat 
376 Ticen St.
Beech Grove, IN 46107  
$19,000 
The Huntington National Bank
 
Braun Built, Inc. 
5802 Shelby St.  
Indianapolis, IN 46227  
$10,000
The Huntington National Bank 

Creole Style, LLC
543 Indiana Ave.
Indianapolis, IN 46202

$6,500
The Huntington National Bank 

CRG Holdings, LLC 
530 Fulton St., 530 Sprin 
Indianapolis, IN 46202
$292,000
Premier Capital Corporation 

Douglas Norris dba Norris 
Cleaners 
3125 Lindbergh Dr. 
Indianapolis, IN 46227
$25,000
The Huntington National Bank 
 
Full Circle Renovation, LLC 
8481 Bash St., Ste. 600
Indianapolis, IN 46250
$150,000
$50,000
Stockyards Bank & Trust Co.  

Global Warming Entertainment, 
LLC
3505 Park Lodge Ct., Apt. F
Indianapolis, IN 46205
$15,000
Chase Bank 

Hahn Systems, LLC 
5762 W. 74th St.
Indianapolis, IN 46278 
$1,100,000
Bank of Indiana 

Joshua E. Carr dba Joshua E. 
Carr
500 E. 96th St., Ste. 125
Indianapolis, IN 46240
$16,000
The Huntington National Bank 

Keystone Food Mart 
3950 S. Keystone Ave. 
Indianapolis, IN 46204  
$310,000
Indiana Statewide Cert. Dev. Corp.

 
Ripped Health, LLC
4927 Birmingham Dr.
 Indianapolis, IN 46235
$20,000
Chase Bank 

Schaefer Technologies, Inc. 
4901 W. Raymond
Indianapolis, IN 46241 
$885,000
$625,000
First Merchants Bank 

Silver City Beads, LLC
8651 Jaffa Court East Dr. 
Indianapolis, IN 46260
$5,000
The Huntington National Bank 

SNAX 2 U, INC. 
4830 Mesa Dr.
Indianapolis, IN 46241  
$5,000
The Huntington National Bank 

Square Donuts of Indiana, LLC  
6416 W. Washington St.
Indianapolis, IN 46202  
$137,000
Premier Capital Corporation 
 
Morgan County
 
Morgantown Mini Mart 
249 W. Washington St. & 30 
Morgantown, IN 46160  
$313,000
Indiana Statewide Cert. Dev. Corp.

Shelby County
 
Pamela Lee Campbell
1406 Meridian St. 
Shelbyville, IN 46176
$455,300
Wells Fargo Bank 




