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Sweet 
success

By Bill Dragon
In true entrepreneurial spirit, several Butler 

students have started making and selling their 
own unique peach BBQ sauce. 

The school has a two-semester class, simi-
lar to the popular TV show Shark Tank, where 
students first develop a business plan and then 
pitch their idea to a faculty panel. 

If approved, the panel provides limited 
funds to support the business as the students 
further develop and market their product. 

“It’s months and months of preparing, and 
then we present our plan in front of trust-
ees,” said Butler student Jordan Cohen. “If ap-
proved, they serve as our investors.” 

The business Cohen and five of his fellow 
students came up with involved creating a 
BBQ sauce. And their pitch before the panel 
was approved and funding was provided.

The students are now faced with the chal-
lenges associated with producing and market-
ing their sauce to the real world. 

And Cohen said he and his partners have 
faced several trials and challenges so far. 

“One of our major challenges was realizing 
there was so many sauces already out there,” 
he said. “We wanted to create a specialty BBQ 
sauce.” 

So they came up with the idea of introduc-
ing an ingredient in their sauce that was not 
found anywhere else. 

“We began experimenting on what that in-
gredient would be. It took us many hours be-
fore we decided on peach.”

They gave their sauce the clever name of 
“Freedom Of Peach BBQ” and then they were 
off and running. 

“We bottled sixty bottles in our kitchen and 
began selling them around on campus. Then 
we took one bottle to Joe’s Butcher Shop in 
downtown Carmel,” Cohen said. “Joe tasted it 
and loved it. He was running up and down the 
aisles having his own customers try it.” 

They all loved it and Joe told Cohen that, 
whenever they could mass produce it, he 
wanted to stock it in his store. That first suc-
cess empowered the student team to overcome 
all the manufacturing hurdles associated with 
mass-producing and bringing their sauce to 
market. 

“It meant hiring the food scientist necessary 
to test the product, getting labeling and glass-
ware, caps and shrink wrap for the bottles and 
the UPC code for the product,” Cohen said. 

As far as knowing how to do these things, 
Cohen said his team followed a simple plan. 

“We spent a lot of time calling people 
who had already done this, and getting their 
feedback,” he said.

The team began marketing their sauce to 
other stores, and they even offered to set up 
a tasting booth in the store where custom-
ers could taste the sauce and buy it on the 
spot. 

A particular success story was when they 
were asked to come in for a taste-testing at 
Sullivan’s Hardware on Keystone Avenue. 

“While we were there, 93.1 radio was do-
ing their home and garden show. The prod-
uct ended up getting an eight minute live 
feature promotion. After that show, people 
started coming into Sullivan’s wearing their 
Butler shirts and looking for our sauce,” Co-
hen said. 

To the student entrepreneurs, this expe-
rience drove home the importance of net-
working in building a business. 

“It’s about contacting people, word of 
mouth and keeping the friendships and 
communications alive,” Cohen said.

He said the sauce is currently in fourteen 
stores. And with its first production run be-
hind it, the team plans to continue making 
and marketing Freedom Of Peach BBQ to 
central Indiana and the world. 

For more information visit www.insauce-
wetrust.com.

Secret ingredient, 
networking and hard 

work makes BBQ Sauce a 
hit for six Butler students

Butler student Jordan Cohen, second from left, led a goup of student entreprenuers as they developed and marketed their own brand of BBQ sauce. (Submitted photo)
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Soccer hooligans are coming
American football will never be as popular as soccer – 

a sport the rest of the world calls “football.” 
The economic drivers behind soccer are so powerful 

that there is no chance of it being overthrown any time 
soon. 

Understanding the extrinsic 
value of sports

Intrinsic value refers to the inher-
ent features and benefits a product 
or service has. In other words, what-
ever changes in the world around it, 
its value remains the same 

When you ask people why they 
love a particular sport, they often 
tell you: “I love it for the strategy,” 
or “I like the action and find it en-
tertaining.” 

However, economics have 
taught us that the real reason we enjoy a sport is for the 
extrinsic value, or what we bring to it.

Things that make us love a sport
•	 Nostalgia - This is a well documented motivation 

for demand. All other factors I am going to list are 
really a break-down of this feeling. While sports 
have some inherent value, as we grow up we root 
for teams and follow seasons mostly out of a love for 
fond childhood memories.

•	 Repeated experiences - Part of the reason we form 
family traditions and take repeated vacations to the 
same spots is that when we have experienced some-
thing fun, exciting and rewarding, we want to expe-
rience it again.

•	 Relatable spectating - We get more out of specta-
tor events if we relate - even in a small way - with 
those we are watching. That means we will enjoy one 
sport more than another if we have played it and en-
joyed the experience. 

•	 Tribal unity - Humans are very much a herd-spe-
cies. Sports have always been a safe ubiquitous fo-
rum for having common experiences with people we 
may not have anything in-common with.

Soccer is the single-most accessible sport 
Stop for a minute and think outside the box of subur-

bia, salaries and disposable income. Of all the sports in 
the world, soccer requires the least investment. The afflu-
ence we enjoy here in America is not enjoyed everywhere. 
In reality it is the exception.

Many sports require lots of equipment, gear and tai-
lored environments. 

But what do you need for a few kids to practice soc-
cer? A ball.

The reason most of the world loves soccer is that chil-
dren around the world still have the greatest chance of be-
ing exposed to, accessing and enjoying soccer.

What the NFL just doesn’t get
The most effective way to grow a sports market is to 

make it accessible and fun for children. 
No amount of clever commercials, big graphics and 

huge stadiums are going to really make a difference for 
any major sport franchise. What our kids play today are 
what adults watch tomorrow. 

Because of this, soccer is here to stay for a very long 
time. And the way the U.S. economy keeps going, it is go-
ing to grow in popularity here as well.

Chris “The Brain”
Growth

With CarmelFest 2014 upon us as we tickle the keyboard, we 
got to thinking about what it means to be involved as a plati-
num-level sponsor of the Greatest Festival in Indiana. The ob-
vious answer is pride in community and nation.

Current Publishing - which produces the 
Carmel Business Leader as well as Current 
in Carmel, Current in Fishers, Current in 
Noblesville, Current in Westfield and Cur-
rent in Zionsville – takes part in as many 
community activities as possible each year, 
CarmelFest being the largest. It is important 
to us to be a good corporate citizen.

Mind you, we’re not hunkered down in 
our booth at the festival trying to hawk ad-
vertising or anything of the sort. We leave 
the sales at the event to others. We’re there 
simply to connect with everyday folks, our 
neighbors and fellow business owners, so-
licit ideas and answer questions. 

In truth, we don’t believe we’ve ever written a single reve-
nue-producing order off our multiple appearances there, and 
we couldn’t possibly care less.

For us, the business of being community-minded is a serious 
effort that has paid dividends – yes, including cash – well after 
the last entry has left the parade route, the performance stages 
have been disassembled, the grounds have been scrubbed free 

of refuse and the volunteers – scores of them – return to their 
9-to-5 or retirement existences.

In the end, for us, this is about conspicuousness, and it’s 
a two-fold experience. For one, Current Publishing couldn’t 

possibly “buy” better visibility (other than 
the dominant penetration of businesses and 
households with its products) than sponsor-
ing and participating in community events. 
That, in the end, tends to help the bottom 
line. You know what, though? If it didn’t, it 
wouldn’t be the end of the world. We will 
have done our part to advertise and support 
these all-volunteer efforts, because it’s the 
right thing to do, and we will have made new 
friends. The other “fold,” if you will, is that 
it feels good – really good – to pay forward 
into the communities we serve. It’s so overly 
satisfying to use our news-and-information 

platforms to move the not-for-profits’ agendas forward. 
Forward, indeed. Paying forward. That’s what this is all about, 

and we’re proud to state here that we’ve topped the $1 million 
mark in doing so through our almost eight years as a company.

We believe you’ll experience the phenomenal feelings we do 
all year by investing time and resources to help move the not-
for-profits toward their respective goals. And you’ll be a great 
corporate citizen for doing so – and what’s wrong with that?

The business of being community-minded

Brian Kelly & Steve Greenberg
From the Backshop
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From left, attorneys Timothy Schrader, Rebecca Geyer and Corrina Smith try to provide prompt advice on issues of elder law. (Submitted photo)

New law firm adds personal touch to elder law issues
By Chris Bavender

For Rebecca Geyer, becoming a lawyer 
seemed the natural thing to do. 

“My father is and my grandfather was a law-
yer, and I grew up wanting to help people in 
a similar manner. Although none of us prac-
tice the same type of work, I have vivid mem-
ories of my father on the phone with his cli-
ents and helping them when issues arose,” she 
said. “This stuck with me throughout my child-
hood and led me to the practice of law.”

But it was watching her mother’s interac-
tions with her parents – Rebecca’s grandpar-
ents – that led her to practice in the area of es-
tate planning and elder-law needs.

“My mother was an original member of the 
sandwich generation. She was a late-in-life 
baby for her parents, and they were in their 
70s when I was born,” Geyer said. “I grew up 
watching my mother care for her parents while 
raising my brother and me. I vividly remember 
my mother having to take away my grandfa-
ther’s car keys and he told my dad to ‘kill him 
now’ when she did it. That situation led me to 
want to help others in similar situations.”

Geyer started working in estate planning 
when she graduated from law school. And in 
2013 she opened her own firm – Rebecca W. 
Geyer & Associates in Carmel, adding attor-
neys Corrina Smith and Timothy Schrader to 
the team. Most of her clients are direct refer-
rals from existing clients, or other attorneys, 
financial advisors, insurance professionals and 
other people who serve older adults. 

She said she believes it is the quick nature of 
response to client needs and her ability to ex-
plain difficult topics in an easy-to-understand 
way that helps her practice stand out.

“In my office, we have a policy that commu-
nications should always be responded to same 
day and no more than 24 hours at worst. I en-
force this rule with everyone who works for 
me,” Geyer said. “Whether or not I think the 
matter is an emergency, the issue is on my cli-
ent’s mind and he or she deserves a prompt 
response to the matter about which he or she 
is calling.”

Geyer said it’s important because elder is-
sues affect everyone.

“We are an aging population and each of us 
should have tools on hand to deal with the is-
sues of aging when the time comes. It is very 
important to have valid powers of attorney 
in place and health care documents to en-

sure that you have someone named to han-
dle financial and medical decisions for you 
if you become unable to act for yourself,” she 
said. “People should also openly communicate 
their wishes with their family members. Too 
often people assume their families know what 
they would want done in a health situation or 
upon their deaths, but often they are not aware 
of the individual’s specific wishes.”

Geyer said there are many changes in the 

law, including a new advanced health-care 
directive called Physician’s Order Scope of 
Treatment (POST), which has been around 
for just a year. 

“This document allows people to be specific 
about the care they wish to receive if they are 
suffering from a chronic or terminal illness or 
chronic frailty,” she said. “The form is complet-
ed with their doctor and is a permanent medi-
cal order which travels with them from home 

to hospital or nursing facility.”
Other changes include Medicaid, which 

now has income caps on people’s ability to 
qualify for it; and issues with VA benefits – 
both in eligibility and processing.

“I want people to know they have options 
when they deal with elder issues, and elder law 
attorneys can help them navigate the difficult 
waters and provide needed resources,” Geyer 
said. 

Carmel roTary CluB

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

July 4 – No meeting. Please join us at CarmelFest
July 11 – Come hear Hamilton County resident Chuck Layton tell the story of a Korean War POW
July 18 – Anna Crumley-Effinger will speak as a Rotary Peace Scholar
July 25 – Isabel Ryerson will talk about being a returning outbound Rotary Youth Exchange 
student.

Carmel ChamBer evenTS

June luncheon – A speaker had not yet 
been determined by press time, but the 
Carmel Business Leader staff will be pres-
ent to talk more about the publication. This 
event is $20 for members who prepay and 
$25 for guests and walk-ins. The luncheon 
is from 11:30 a.m. to 1:30 p.m. July 9 at the 
Mansion at Oak Hill, 5801 E. 116th St. in Car-
mel. For more information call 846-1049. 

Ribbon cutting at First Merchants Bank 
– Carmel Mayor Jim Brainard and mem-
bers of the chamber will be present to 
welcome First Merchants Bank to the Car-
mel business community. This ribbon cut-
ting event will be at 1 p.m. July 15 at the 
new branch at 10210 N. Michigan Rd. in 
Carmel. For more information call 450-
4180.
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Member FDIC

317.574.0436 EXT. 3903  |  CENTIER.COM

Centier is Indiana’s largest private family-owned bank. Since 1895, the Schrage 

family has built a legacy of success, not merely through business, but through 

philanthropy that extends throughout the communities it serves. As a family-owned 

bank, Centier stands firmly behind its “Not For Sale” promise, pledging to the 

families, businesses, and communities of Indiana that it will continue to preserve 

independent, hometown banking in Indiana for generations to come.
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BriefS

Charitable Business

Carmel Cyclery gives back through Bikes4Kids
By Bill Dragon

Carmel Cyclery is a family-owned bike shop located on West 
Carmel Drive off the Monon Trail. 

And while they are in the business to sell a new bike to any-
one, for the past seven years they also have been giving refur-
bished bikes to underprivileged kids in the area who otherwise 
would not have a bike. 

“It actually started about seven years ago, when our son re-
furbished a bike and gave it to an underprivileged kid. He was 
so excited about doing it he made it part of an Eagle Scout 
project. We subsequently created a 501(c)(3) nonprofit project 
we call Bikes4Kids,” said Carmel Cyclery Owner Pat Luzzader.

“We work through the school systems, social workers and 
churches to find truly needy kids,” Luzzader said. “To-date, 
we’ve given out over 1,200 bikes.” 

Fixing-up used bikes takes the support of a lot of mechanics, 
and support in this effort came from a local church. 

“Grace Church (in Noblesville) is our primary support for 
volunteer mechanics to work on these bikes,” Luzzader said.

Most of the bikes come from people dropping off gently-used 
bikes that people have had sitting around in garages that are no 
longer being used. 

And while the project is focused primarily on kids’ bikes, 
occasionally someone will bring in an adult bike in great con-
dition. 

“On adult bikes that are donated, we work through Circle 
Center relief or other downtown agencies to get the bike to 
an adult who might need a bike to get to work,” Luzzader said. 

She said kids light up when a bike is delivered. 
“Sometimes, we will deliver a bike to a child, only to find out 

there are 2 or 3 siblings there also. They also would like to have 
bikes,” she said. “We usually find a way to also get them bikes.” 

Bikes have also been given to libraries to use as part of read-
ing programs for kids. And at the end of the reading program, 
the library can give the bike away to a child who is particular-
ly needy.

The program is ongoing throughout the year. 
For more information call 575-8588 or visit http://bikes4kids.

webs.com.

We’ll get the job done. Fast!

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

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

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

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

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

Address:
1633 Howard St. 

Indianapolis, IN 46221

City Center business gets new owners – The children’s 
boutique Jack & Jill Children’s Shoppe is under new own-
ership. The store will remain open at Carmel City Cen-
ter and will boast new hours of 10 a.m. to 6 p.m., Mon-
day through Saturday and closed on Sunday. “Our family 
had been loyal patrons of the store and upon hearing the 
original owners were ready to sell the business, we de-
cided it would be an opportunity to fulfill my wife’s dream 
of owning a children’s clothing boutique,” said owner An-
dreas Kyriacou. Jack & Jill Children’s Shoppe will continue 
to carry a broad range of children’s apparel as well as ac-
cessories. It will also carry special occasion dresses for girls 
including First Communion and Christening.

Local CEO recognized - CEO Jim Hallett of Carmel-based 
KAR Auction Services received the 2014 EY Entrepreneur of 
the Year Award in the consumer catego-
ry in the Midwest. The award recognizes 
outstanding entrepreneurs who demon-
strate excellence and extraordinary suc-
cess in areas such as innovation, financial 
performance and personal commitment 
to their businesses and communities. Hal-
lett was selected by an independent panel 
of judges, and the award was presented 
at a special gala event at Navy Pier in Chicago on June 18. 
“I am incredibly honored to have been chosen out of such 
an amazing group of individuals. They all have inspirational 
stories and incredible results,” Hallett said. “This recognition 
is not all about me ; it reflects the dedication and hard work 
put in every day by our entire team to make the KAR Auc-
tion Services group of companies successful.”  

Carmel Cyclery has given out more than 1,200 bikes through its Bike4Kids 
charity. (Submitted photo)

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

317-867-0900
www.CTCarmel.com
info@ctcarmel.com

Need I/T
support?

Call on us at any time
for services including:

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

PROFESSIONAL QUALITY I/T
SERVICES AT COMPETITIVE RATES!

Help is just around the corner.

Businesses around the world depend on

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

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

computer out the window.

317-867-0900
Computer Troubleshooters

Carmel’s second tattoo shop means 
its now a competitive market

Staff Report
When Carmel Tattoo Ink opened in the Arts 

& Design District about four years ago, some 
people said, “Can you believe Carmel has a tat-
too shop in its downtown?”

Now, a second tattoo shop has opened less 
than a mile away.

Jay Schuler left his job as a tattoo artist at 
Carmel Tattoo Ink to open his own business 
with longtime friend Neil Foster. They each 
have more than 25 years of experience creat-
ing tattoos.

And while many people have dreamed of 
quitting their job with visions of doing things 
differently, the duo are willing to put their 
money on the table.

Their shop is called Indiana Tattoo Compa-
ny and it opened June 7 at 1077 S. Range Line 
Road in the Shoshone Place shopping center.

Schuler was new to Carmel when he started 
at his former employer. But he said he came 
to love the area and he decided to stay be-
cause he built up a strong clientele. Once he 
saved enough money, he decided to pursue his 
dream of opening his own place.

“It’s just time,” he said. “When you’ve been 
tattooing as long as me, you don’t need (to) 
work for someone else.”

From left, Jay Schuler and Neil Foster will bring more 
than 25 years experience to Indiana Tattoo Company 
in Carmel. (Staff photo)

Foster comes from Alabama where he 
owned his own shop for 18 years. And they 
said they’ll rely on their experience in the new-
ly competitive field of Carmel tattooing.

These artists say they can do any style of tat-
too that people want. Their goal is to create 
a welcoming, clean business with wide open 
space and appropriate lighting so everyone 
knows how they value a sanitary atmosphere.

The shop is open from noon to 9 p.m. Mon-
day, Tuesday, Thursday, Friday and Saturday 
and is closed on Wednesdays and Sundays.

For more information call 993-3526.

Showcase a place where new businesses 
connect with capital resources

The Innovation Showcase July 11 is a must for new 
entrepreneurs looking for startup capital. (Submitted 
photo)

By Bill Dragon
This year’s Innovation Showcase is sched-

uled for July 11 at the Dallara IndyCar Factory 
just south of the Indianapolis Motor Speed-
way. 

From its humble beginnings in 2009 at the 
Purdue Technology Center of Indianapolis, the 
Innovation Showcase has grown to become In-
diana’s premiere event for new companies to 
connect with capital resources. 

The Showcase is organized by Venture Club, 
a nonprofit organization dedicated to help-
ing investors and entrepreneurs succeed, and 
Verge, a platform for software entrepreneurs, 
developers and investors. 

“We will have eighty one companies exhibit-
ing and pitching to win $123,000 in cash priz-
es,” said John Wexler, Planning Committee 
member for the Showcase. 

From 750 to 1,000 people are expected to at-
tend, and this year the showcase will be a full-
day event. In addition to being Indiana’s largest 
expo of startups, it will feature morning educa-
tional sessions for angel investors and found-
ers, as well as a day-after showcase feedback 
session for exhibiting companies. 

“Angel investors are high-net-worth individ-
uals, typically entrepreneurs or high-earning 
professionals or business owners that invest 
small amounts of money in promising com-
panies. Their investments represent the early 
stage of support for entrepreneurs with ideas.” 

These angel investors aren’t as cutthroat 
as those people see on the popular TV show 
Shark Tank (where they may ask for 50 percent 
equity), but they do try to get good deals when 
they invest in a fledgling company. 

Companies attending the showcase get a 
booth to exhibit and have the opportunity 
to get onstage and make a 60-second pitch 
to convince these angel investors to invest in 
their company.

“Mobile apps, health information, ‘big data’ 
and software for analyzing it are all trends that 
are hot now,” Wexler said, noting that there are 
a lot of capital dollars out there available to in-
vest in promising companies.

For more information call 339-6205 or visit 
http://theinnovationshowcase.com.
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By Bill Dragon
Carmel entrepreneur Patrick Cowherd started his com-

pany, PC Brands, out of a passion for cheerleading. That 
passion began in college while he was attending the Uni-
versity of Louisville. 

On a dare from a best friend who was dating a cheerlead-
er at the school, he tried out for the cheerleading squad. 
To his surprise, he was asked to join the squad and subse-
quently awarded a cheerleading scholarship to the school.

As his love for the sport grew, he eventually decided to 
pursue it as a career and start his own business. 

While most businesses face the question of how to fund 
their start up costs and where to go for business loans, 
Cowherd was able to fund his own business from the be-
ginning. 

“I was a choreographer and personal trainer before start-
ing PC Brands. So, I used my own money to start this com-
pany,” he said.

Located on Executive Drive in Carmel, PC Brands has 
been in business since 2008. For the past six years, Cow-
herd’s business has been primarily focused on student 
athletes pursuing cheerleading (now called tumbling and 
trampoline). 

By supporting and grooming students involved in the 
sport, his company is well positioned to act as an agent for 
students who desire to continue with the sport in college 
or into other professions. 

“My desire is to match them up with a school where they 
can be successful in both cheering and academics,” Cow-
herd said. “The NCAA is looking at making cheering into 
a Title-9-sanctioned sport. It would involve 
two teams competing in 

four quarters, called stunts.” 
And there’s even a movement to make it an Olympic-

level sport. Cheering has become such a popular sport that 
some cheerleaders have developed a large fan base of social 
media followers. 

“These “cheerlebrities” have anywhere between 600,000 
to 800,000 followers on social media,” Cowherd said. “It 
was a natural progression for some of these athletes to want 
to move into acting after their cheerleading careers ended.” 

With this in mind, Cowherd recently teamed up with 
Margi Beaver of Milestone Talent Group to begin offering 
acting classes. 

“There’s nothing in the Midwest currently available to 
guide local talent desiring to break into acting,” he said.

So Cowherd and partner Beaver are trying to offer some-
thing more directed and focused than the “talent search” 
-type companies out there. 

Connecting with the right people 
“Milestone Talent Group helps the student connect with 

the right people (in show business) and make sure the stu-
dent (and the parents) knows exactly what they need to do 
should they chose to make acting a career,” Cowherd said. 

Edan Evans, a local performing arts instructor, teaches 
the acting classes.

“Our goal is for students to develop a solid acting 
technique while having fun in the process,” Beaver said. 

“Through the basics of the Stanislavski system, students 
learn about want objectives, through-line of action, sense 
memory and place work. Students will develop a self-con-
fidence that will stay with them wherever they may go.” 

Classes are also available in voice, improvisation and 
stand-up comedy. 

There are private coaching classes available, along with 
workshops where “working” actors are brought in to teach 
their techniques. 

Cowherd also sees online streaming as being a real asset 
his business can provide to acting students seeking recog-
nition in Hollywood. 

Online streaming is a lot like using Skype, and through 
the use of PC Brands studio equipment - which in-
cludes a sound booth and “green screen” room along 
with the services of an onsite videographer - a student 
can submit an audition in a streaming video format di-
rectly to a casting director in Hollywood or New York.  
This gives local talent exposure to the decision-makers 
without the initial expense of traveling to those locations. 

‘The playing field has been leveled’
Milestone Talent Group’s Margi Beaver started her act-

ing classes through her connections to the industry in Los 
Angeles. 

“The Midwest is probably one of the 
most uneducated places when it comes 
to understanding how to break into 

the business,” she said. 
While living in the Midwest can present a challenge to 

breaking into big-time acting, Beaver said the advent of on-
line video streaming has helped. 

“Unless you are represented by a great agency, it’s al-
most impossible to be located in the Midwest and break 
into the industry. But, with the advent of online streaming 
video, the playing field has been leveled to a degree,” she 
said. “With streaming online, you don’t have to spend thou-
sands of dollars to get a face in front of a casting director.” 

There are scams everywhere in the industry. And, break-
ing into acting doesn’t necessarily mean packing your bags 
and moving to L.A. or New York. 

Beaver said there is a move to construct a small “Holly-
wood-type” studio in Michigan. And, she added, there is 
a lot of filming being done now in places like Atlanta and 
Miami. 

By starting Milestone, Beaver and acting coach Edan Ev-
ans can educate someone and develop their talent. Then, 
they can use video streaming to show that actor’s talent to 
a casting director. 

She said, “Spending lots of money with local agencies on 
photo shots is not necessary and unfair.”

‘You still need a resume’
When starting out in acting, Beaver said that a correct 

portfolio and resume is crucial to being recognized. And 
she educated herself on what it takes to “make it” during 
the years her own daughter was pursuing an acting career. 

Local businessman capitalizing on 
Midwest’s undiscovered stars to find new 

actors for New York or L.A. productionsCarmel has talentCarmel has talent

Patrick Cowherd, center, gets the chance to work with som of Carmel’s up and coming talent in his ole as CEO of PC Brands. (Photo by Sara Craford)
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the business,” she said. 
While living in the Midwest can present a challenge to 

breaking into big-time acting, Beaver said the advent of on-
line video streaming has helped. 

“Unless you are represented by a great agency, it’s al-
most impossible to be located in the Midwest and break 
into the industry. But, with the advent of online streaming 
video, the playing field has been leveled to a degree,” she 
said. “With streaming online, you don’t have to spend thou-
sands of dollars to get a face in front of a casting director.” 

There are scams everywhere in the industry. And, break-
ing into acting doesn’t necessarily mean packing your bags 
and moving to L.A. or New York. 

Beaver said there is a move to construct a small “Holly-
wood-type” studio in Michigan. And, she added, there is 
a lot of filming being done now in places like Atlanta and 
Miami. 

By starting Milestone, Beaver and acting coach Edan Ev-
ans can educate someone and develop their talent. Then, 
they can use video streaming to show that actor’s talent to 
a casting director. 

She said, “Spending lots of money with local agencies on 
photo shots is not necessary and unfair.”

‘You still need a resume’
When starting out in acting, Beaver said that a correct 

portfolio and resume is crucial to being recognized. And 
she educated herself on what it takes to “make it” during 
the years her own daughter was pursuing an acting career. 

Relationships that she developed in the industry at that 
time have helped her provide insight today to local actors 
pursuing the same dream. 

One of her contacts is Harriett Greenspan, a noted act-
ing coach and casting director in L.A..

“Acting is NOT acting. Make sure you know what you 
are getting into. Always take classes and keep on studying 
your passion. Make sure you have a reputable agency. Nev-
er spend a lot of money on head shots, photo shoots. Stay 
away from cattle calls at hotels, if it sounds too good to be 
true, it probably is!” Greenspan warned.

“Never pay any money for an audition. And never be des-
perate for any role. Make sure your head shots are updated 
every six months and it looks like you. Make sure you keep 
your resume updated and done correctly,” she said. “If you 
are a beginner, you still need a resume. In order to become 
a successful actor, promoting yourself to talent agents and 
casting directors are extremely important.”

And, most importantly Greenspan advised, stay positive 
and remind yourself that this is what you want to do, and 
appreciate your passion and continue to work hard on it.

It’s a message that resonates with Cowherd.
Cowherd doesn’t foresee moving his operation to bigger 

cities like Chicago, Los Angeles or New York. 
“We’re in a great location right here close to the Arts and 

Design district in Carmel,” he said. 
For more information call 703-7895 or visit www.pc-

brands.net.

1. Understand the Industry - Before you enter it, become an expert 
on the acting and entertainment industry. Read twenty books on the 
business of acting, talk to dozens of actors and meet with as many 
people in the industry as possible. Pick their brains. Take notes. Send 
thank you cards.

2. Manage expectations - Remember that your chances of becoming a 
star are extremely small. You may be able to make a living after years of 
training and hard work, but 99.99 percent of all actors are unknown. If 
your goal is to win an Oscar, you will most likely find disappointment. 
However, if your goal is simply to act, all you need is a bit of talent, and 
a huge helping of persistence, flexibility and hard work.

3. Get training - Study at a university with a good drama program. In 
addition to acting, take courses in literature, psychology, history and 
philosophy. A broad liberal arts background will provide you with more 
tools and a broader palette. Never stop training. Take a few classes 
every year to address your weaknesses or to improve skills that will 
increase your stamina, awareness or psychological well-being.

4. Get awesome headshots - Headshots are your primary means of 
getting work – don’t rush or skimp on them. That doesn’t mean you 
have to spend a fortune; it’s more important to find a photographer 
who can bring out your best qualities. Great headshot photographers 
will take time to get to know you, identify your type, and give you lots 
of options. Job-winning headshots are bursting with personality.

5. Get practice - Don’t wait for the perfect role or the big gig: get out and 
act. In addition to improving your abilities, working consistently keeps 
you on directors’ and agents’ radar and increases the number of people 
you’ll meet. And work leads to more work. Remember that you can 
learn something from every acting experience, no matter how dismal.

6. Network - As in all industries, personal connections play an important 
role in progress. Agents and directors work with those actors that they 
know, like and trust. So make sure people know you, and earn their 
respect. You can accomplish this by always being professional and 
positive. Think of it as building a community of people who can support 
you in your aspirations. 

7. Be positive - People like to be around others with a positive outlook. So 
don’t be grumpy, especially on set or backstage. Don’t bring personal 
problems to your job. Not only will the project be more enjoyable and 
rewarding for everyone involved, but you’ll almost certainly do better 
work. And nothing helps get recommendations down the road than 
being remembered as a person who was a joy to work with.

8. Never stop learning - Great actors are insatiably curious. They are full of 
wonder at the world and the people who inhabit it. They ask questions, 
they listen, they read, they watch plays and films and great television. 
And even more important, they watch themselves. In all these activities, 
they take notes and reflect, constantly honing their craft.

9. Know your type - It’s natural to want to try new characters and normal 
to fear being typecast. However, especially in the beginning of your 
career, it is important to know your type. It will determine the feel of your 
headshot and the roles you initially aim for. It’s best to get advice from an 
experienced actor or casting agent as to what your type could be. 

10. Know success when you have it - If you work for five years at 
becoming an actor, one day you may wake up to find that you’re 
consistently acting. You’re doing work that you love, you’re doing what 
you do best, and you’re part of a community. You’re a successful actor. 
Don’t fall into the trap of feeling like a failure because you don’t make 
millions. Appreciate the fact that you are doing what you love. Very few 
people can claim that.

Tips for suCCessLocal businessman capitalizing on 
Midwest’s undiscovered stars to find new 

actors for New York or L.A. productions
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Physician joins St.Vincent Medical 
Group – Dr. Mohammed Tarrabain, a 
board-certified 
family medi-
cine practitio-
ner, has joined 
St.Vincent Med-
ical Group in 
Carmel. Dr. Tar-
rabain provides 
general primary 
care for adults 
and children in-
cluding routine check-ups. He has a 
special interest and training in weight 
loss treatment and obesity. He is a 
member of the American Academy of 
Family Physicians, American Society 
of Bariatric Physicians and Obesity 
Action Coalition. Dr. Tarrabain is wel-
coming new patients and offers free 
get-acquainted visits.

Feature

By Chris Bavender
When you think of a beach read, a book on 

the business-to-business marketplace prob-
ably doesn’t pop to mind. But Chris Wirth-
wein, a Carmel resident and CEO and own-
er of 5MetaCom – a branding and marketing 
agency - and co-author of “The People Pow-
ered Brand - a Blueprint for B2B Brand and 
Culture Transforma-
tion,” thinks his book 
will change that.

“My co-author and 
colleague Joe Bannon 
and I wanted to write 
a book that took a 
weighty topic but pre-
sented it in an easy-to- 
read, conversational 
style. So, for instance, 
each chapter plunges 
the reader into a real-life business situation,” 
Wirthwein said. “We introduce concepts and 
processes throughout the chapter that relate to 
the opening dilemma, then the chapters wrap 
up with some summary points that explain 
how the situation was resolved by using the 
principles we just explained. At less than 150 
pages, it’s a one-trip read on an airplane – and 
I suppose it could also be read during an after-
noon at the beach.”

Wirthwein wanted to write the book be-
cause he felt there was little information about 
brand culture in the business-to-business mar-
ketplace. He and Bannon also wanted to pro-
vide a viable blueprint that B2B companies can 
use to help “get their culture right.”

“Most of the books tend to focus on con-
sumer brands – names like Amazon, Google 
or Apple. There is also the ‘people factor’ that 
distinguishes business-to-business purchases 
from consumer goods and services. Business-
to-business purchases always involve peo-
ple on both the buying and selling side of the 
transaction,” he said. “The collective behaviors 
of a company’s people define its culture and 
how it is viewed by customers.”

This isn’t Wirthwein’s first book. The former 
newspaper sports reporter and magazine writ-
er published Brand Busters: Seven Common 
Mistakes Marketers Make in 2008 and also au-
thored Crooked Stick Golf Club in 2009.

“About 10 or 12 years ago, I struck up a con-
versation with Crooked Stick designer Pete 
Dye as I was hitting balls on the practice range. 
I asked Pete about the history of Crooked Stick 
and his answer not only fascinated me but be-
came the genesis for the book. A 20-minute 
conversation turned into a 7-year project dur-
ing which I worked closely with Pete and Alice 
Dye to research and publish the book,” Wirth-
wein said. 

CEO has blueprint 
for B2B marketplace

“The Crooked Stick history tells the story 
of how Pete knocked on doors to build sup-
port for his idea, raised the money and built 
the finest course in the region,” he said. “Pete’s 
story was fascinating and I became engrossed 
in the research. The approach of the U.S. Se-
nior Open in 2009 created a spark of urgency. 
I wrote for eight to 10 hours a day for a solid 
week in January, then continued to fine tune 
and edit the book before delivering the man-
uscript to the book’s publisher in April. The 
books arrived from the publisher one day be-
fore the tournament started, just in time to 
make it into players’ gift bags.”

So how does the busy Wirthwein find the 
time to write?

“It’s really important to have a deadline. I 
carve out four-hour chunks of time when I 
can write without interruption. You’ll see me 
writing with my headphones on at the Carmel 
Public Library and at the local Einstein’s Ba-
gels on 116th Street,” he said. “I kept track of 
my writing time while I worked on The People 
Powered Brand. From starting the first chap-
ter to writing the final word, the book’s devel-
opment spanned 254 days, including 95 writ-
ing days.”

As for any other books in the works, Wirth-
wein said he always has an idea for a new one 
“percolating.”

“I’m afraid to mention it though, because 
then I’d have to write the book,” he said.

Wirthwein

BuSineSS Crime waTCh

up The ladder

Date Business Address Description

 May 22 GSI Services 108 E. Carmel Dr. Theft of a motor 
vehicle

 May 27 Valero 1701 E. 116th St. Counterfeiting

 May 27 Gehring Underground 201 Pennsylvania Parkway Theft

 May 27 Engledow Estates 1100 E. 116th St. Theft

 May 28 Marsh 2140 E. 116th St. Fraud/Deception

 May 30 First Merchants Bank 1 Carmel Dr. Fraud/Deception

 June 3 Target 10401 N. Michigan Rd. Theft

 June 4 Chipotle 1422 Keystone Way Burglary

 June 5 Marsh Fresh Market 10679 N. Michigan Rd. Theft

 June 5 Best Buy 10025 N. Michigan Rd. Theft

 June 6 City of Carmel Parks 
Dept.

Hagan Burke Trail and 
Keystone Parkway Criminal mischief

 June 6 Macy’s 4610 E. 96th St. Fraud/Deception

 June 6 City of Carmel Cherry Tree Road and 
South Aquamarine Criminal mischief

 June 6 Ritz Charles 12156 N. Meridian St. Theft

 June 9 Mohawk Elementary 
School 4242 E. 126th St. Criminal mischief

 June 9 Tom Wood Think 4620 E. 96th St. Theft

 June 10 Tom Wood Automotive 4620 E. 96th St. Theft of a motor 
vehicle

 June 12 Aldi 3412 Briar Dr. Criminal mischief

 June 13 Carmel Auto Contours 1020 3rd Ave. SW Criminal mischief

 June 14 Bill Estes Chevrolet 9680 N. Michigan Rd. Theft

 June 17 Holiday Inn 251 Pennsylvania Parkway Counterfeiting

 June 18 Brighthouse 11720 Springmill Rd. Theft

 June 19 Tru Worth Auto 3006 E. 96th St. Theft

 June 19 Radio Disney 630 W. Carmel Dr. Theft

Delta Faucet makes promotions - Jai Shah has 
been appointed as President of Delta Faucet 
Company and Group Vice 
President of Masco Corpo-
ration.  Shah joined Masco 
in 2003 and has held a va-
riety of leadership roles in 
finance, corporate strat-
egy and group opera-
tions, and most recently 
served as Vice President-
Chief Human Resource Of-
ficer. Shah is preceded by 
Richard O’Reagan, who has been promoted to 
Group President, Global Plumbing for Masco, ef-
fective immediately. Ken Roberts also has been 
appointed to Vice President, International for 
Delta Faucet to lead the continued expansion in 
Delta Faucet Company’s international markets, 
leveraging key innovations and technology to 
continue building brand presence, expanding 
sales and enhancing distribution.

Shah Tarrabain
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A love of comics and gaming is all Fanboys! requies

Brian Hastings is a manager at Fanboys!, the comic book store his 
brother owns. (Staff photo)

Name: Brian Hastings
Title: Manager

Business: Fanboys!

By Lana Bandy
What is Fanboys! all about? The store is about comics and 

games. We have new and old comics. Some from the ’70s, but 
not a lot; mainly the ’80s and ’90s up to current. We have a lot 
of adult titles, more violent type stuff. But we also have a lot 
of kids stuff. The games run the gamut. We even have vintage 
video games like Nintendo and Sega.

What do you do at Fanboys!? I man the register, play 
games with people and talk to them about comics. Anything 
nerdy, I’ll stand here and talk to them about it.

How did the store get started? Growing up in Carmel, we 
always had two comic shops. As we grew up, they stopped be-
ing around and we wanted to bring that back because it was 
always one of our favorite things to do. It was our thing – we 
went to comic shops and game shops. I went to college for 
graphic design and worked some jobs in Carmel and Nobles-
ville before my brother said he wanted to open a comic shop. 
I said, “I’ll run it for you.” It’s a family affair. 

Who are your customers? Anybody and everybody. That’s 
the most surprising thing about working here. The people 
who come in are so varied. Everyone loves comics. 

What are some special events you host? The “Monday 
Night Magic” guys are awesome. “Magic The Gathering” is 
a collectible card game. You collect cards, make a deck and 
play against other people. On Monday nights, we play cards 
and hang out. It’s a social place for kids; a 
place for people who don’t want to go to bars. 
We’re trying to build that kind of a hangout 
and have a good time. Every Monday night, 
pretty much all the tables are full. If someone 
came in and wanted to play now, I’d do it.

Where do you get the comic books? The new ones come 

from a distributor. A lot of the older ones, we got from our 
late uncle. The more rare ones, we bought personally over the 

years. Also, if someone brings in a collection 
of rare comics, we’ll talk to them about it and 
we’ll barter with them.

What items are most popular? We’re 
starting to focus on smaller titles like “Walk-
ing Dead.” Our clientele seem to like the less-

er-known comics more than the Spiderman, Batman-type 

thing. And that’s what we like. 
What about games? X-Wing, a Star Wars game, is the new 

big thing, but I’d probably say Magic because people know 
we have it. I have a feeling X-Wing will take off when people 
know we have it. Also, a lot of people go to comic and game 
shops for singles. If you need a specific card, you can find it 
here. They are a quarter to $15 or $20. Some are worth $2,000 
for just one card, because they stopped printing them 15 
years ago. They’re not for tournament play, but it’s a prestige 
thing, just to say you have it.

What are the comic book price ranges? We have “Spawn” 
No. 1 that Matt bought at the original $1.95 cover price 15 
or 20 years ago. It’s black and white, but the original cover 
was in color. Because it’s black and white, it’s called a variant. 
That’s our most expensive one, for $500. Then we have “The 
New Mutants” No. 98, which featured the first appearance 
of Deadpool, one of the most popular comic book characters 
now. It is $200, our second-most expensive item. The thing 
about comics is that they’re all barterable. We have $1 comics. 
We have free comics.

What do you like best about your job? The people that 
come in here are awesome. We’ve had a few comic book artists, 
including a local one who draws a popular comic book now. 
You get the moms and dads who know nothing but are look-
ing for something for their son or daughter. Sometimes they’ll 
come back and say “you made me the coolest.” Comic books 
make you cool if you’re a parent. 

Do you or someone you know have an interesting job? Or is there an occupa-
tion you would like to know a little more about? Send your story ideas to lcban-
dym@yahoo.com and we might feature you in an upcoming issue of The Carmel 
Business Leader.
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Creating a brand’s home on the web is hard work. 
When done with a marketing strategy in mind, it 

involves a lot of well thought 
out planning, designing and 
writing. 

However, there are some 
overarching themes to con-
sider when building a robust 
website:

Be recognizable
People tend to skim over 

details, using salient cues or 
larger symbols to recognize 
brands. Keep the same col-
or and shape of important 
navigation cues or branding 
throughout your site.

Be interesting
Human faces; pictures of food, sex or danger; sto-

ries; and movement tend to grab visitors’ attention. 
Include appropriate content and imagery designed 
to attract and engage your target market.

Be conscious of the culture 
Colors and images have different connotations 

in different cultures. Also, where you look for im-
portant information depends on the language you 
speak. 

Be brief
Though it is important to have searchable key-

words within your website, design the content to 
be skimmed over fully read. Visitors rarely take the 
time to read every word.

Be repetitive, as people forget
As visitors click through your website, remind 

them over and over what you want them to know. 
Do not rely on them to remember!

Be judicious with instructions
Do not give too much information at once. Us-

ers do not mind clicking again for more useful con-
tent. When offering step-by-step instructions, give 
a chunk of information first, and then let users click 
through to the next step.

Be easy to use
Do not make it hard for your visitors to find the 

information or to purchase the item they need. Too 
many convoluted steps will lead visitors to click 
away from your site or abandon their shopping carts.

Be readable
Use fonts that people of all ages can read. It is 

more important to be understood than to look pret-
ty.

We launched a client’s website last week, provid-
ing them with a powerful marketing tool that will 
drive their digital strategy. Next steps will include 
driving traffic to it and monitoring visitor behavior 
and desired outcomes to ensure that it is perform-
ing as expected. 

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

Jennifer  
riley-Simone

Marketing Mojo

A website is much 
more than a 

pretty home page You know that you are finally getting a bit smarter in life when 
you can think ahead of a national issue. 

As I write this, we are knee deep in “Veteransgate.” The only dif-
ference is that it is now off that front page for a few weeks as the 
president’s next phony scandal takes over for a mo-
ment, “POWgate.” 

I want to concentrate on the prior issue, however, and 
compare it to another phony scandal that occurred two 
phony scandals before; let’s call it “Obamacaregate.”

The dots have not been connected in the national 
media between the two, but they should be by the time 
you’re reading this. The fundamental problem between 
the Veterans Administration’s problems and Obam-
acare’s problems is the same.

If you “overly institutionalize” either of the issues, 
service will be the first thing to fail. It is endemic. 

By service, I mean service in all forms: quality of ser-
vice, timeliness of service, customer satisfaction of ser-
vice and the like. 

If you start with a beautiful Ruth’s Chris steakhouse piece of 
meat and put it through the food service at the best VA hospital, 
by the time it gets portioned and to the patient in bed, it is just an 
ordinary piece of meat. 

Then you scream, “Who is to blame here?” 
No one is to blame. The environment took, say, 10 percent of 

efficiency off each handler’s skills. Perhaps no one really missed it, 
but 10 percent efficiency lost from a dozen stations of care reduces 
the quality of that steak! 

Yes, some hospital leaders could make a better steak than others 
by reducing the 10-percent efficiency drop somewhat - say a point 
or two - but the system still stinks.

In business, we have seminars that focus on to how to bring a 
new product to market. These seminars revolve around studying 

business models. 
If you invented a widget, and market studies said it was a great 

product, how will you bring it to market? This is what the seminar 
will help you determine. 

Will you open a widget store? Will you get a sales staff 
and try to sell it in stores? Will you just sell it online? 

You get the idea. There are dozens of ways. 
Now, let’s suppose you were in a group of folks 

charged with reinventing healthcare and bringing it to 
the marketplace. You were in a room of some of the 
brightest healthcare minds in the nation. You sat for 
days pondering the problems of the current situation, 
price, portability, previous conditions and the like. 

Would the finished model resembling Obamacare 
be recommended and thus federalizing healthcare? 

I heartily suggest not! It would not even be among 
the top few recommendations. 

Many readers do not know this, but the federal gov-
ernment was full of stop signs for healthcare. Once dismantled, 
this group would see some obvious other solutions to bring the 
product to market.

Rest assured, the problems that we are seeing today in the VA are 
the same problems that we will see in a few years with Obamacare. 

Yes, better managers can do more than less-effective ones, but 
their hands are tied. They are trying to bring a product to market 
with the worst possible model imaginable. 

Back to today. Fake lists, covering your behind, hopeless waits 
and no real accountability are just part of this system. When you 
build healthcare around the federal-bureaucracy model that is all 
you can expect. 

Let’s hope this glimpse into the future on the backs of poor vet-
erans will offer a wakeup call on what Obamacare has in store for 
us before it is too late.

Without an efficient system, forget 
about viable federal healthcare

howard hubler
Advice

Don’t forget the little things in your rush to tweet

Jon Quick

My dad always gave out cards to customers and friends when he 
owned a corner grocery store in Wisconsin. 

The cards said: 
There are five little words I’d have you know.

They are “pardon me,” “thank you” and “please.” 
Oh, use them quite often where ever you go. 
There are few words more useful than these.

These few words are filled with power
That money or fame cannot give.

So commit them to memory this very hour.
And use them as long as you live.

And on the other side of the card ... 
Maintain top personal appearance. 

Greet customers with a sincere, cheerful smile. 
Always speak pleasantly.

Maintain helpful and courteous attitude. 
Train memory for customers’ names and faces. 

Display sincere enthusiasm.
Today, some 40 years later, I hand out the same cards. 
In college I attended a lecture by the late Leo Buscaglia who 

taught special education at the University of Southern California. 
His words had a lasting effect on my life. 

He would say, quoting from the movie “Auntie Mame,” “Life is a 
banquet, and most poor fools are starving to death.” 

He talked on the topic of love and human relationships, empha-
sizing the value of real live human interaction. 

It was not uncommon for him to give a talk for about an hour. 

Then he’d stay until he thanked (and sometimes hugged) everyone 
in the audience. 

Meanwhile, back at dad’s grocery store, a little kid 
would often come in to buy an apple. Often, my dad 
would give the kid another apple or an orange, free 
of charge. 

“This one is for later,” he would say with a smile and 
a wink. 

Dad’s customers loved him. 
It’s the little things. 
I’ll never forget my first visit to Zacky’s Hot Dogs 

on Range Line Road in Carmel. Immediately I experi-
enced a team of upbeat workers with huge smiles. I felt 
welcome right away. 

And standing at the end of the line, well, it was 
Zacky himself. He smiled, introduced himself and shook my hand 
like we were old friends. 

That’s the way to get (and keep) happy customers. 
It’s all about great customer service. My friend Danny O’Malia 

has made teaching it a real business. It’s sad that many businesses 
have seemingly forgotten the obvious. 

It’s even sadder when they go out of business.
Social media, email and Twitter are wonderful new ways to 

communicate. Still, we can never forget the power of reaching out 
and actually touching people - whether it’s putting some change 
in a Salvation Army kettle or calling a friend or client to tell them 
how much they mean to you. 
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12955 Old Meridian St | Suite 103 | Carmel, IN 46032
317.844.6629 | www.us605.alphagraphics.com

visit us on the web

There are a lot of things to think about when it comes to signage for your  
business.  Whether you’re looking for an update to your windows or walls, or 
an affordable way to add some graphics to your vehicle, AG Signs has the 
materials and resources to help you every step of the process. 

Get them pointed in the right direction with indoor and 
outdoor signs and graphics from AlphaGraphics Carmel. 

at

CARMEL

Is your 

mixed
signals?

sending your customers
signage

Somerset CPAs is an accounting and consulting firm that 
is passionate about the success of our clients, employees, 
community and profession. 

To learn more about how we work with you to help you 
achieve and surpass your financial goals, visit us online 
at www.SomersetCPAs.com, or contact one of our tax 
professionals with expertise in industries such as:

BOTTOM LINE RESULTS.
INNOVATIVE STRATEGIES

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

- Agriculture

- Construction

- Dealerships

- Dental

- Health care

- Manufacturing

- Retail 

- Real estate

Leaders of tomorrow graduate - The Hamilton County Leadership Academy, a nonprofit or-
ganization dedicated to educating and inspiring leadership to create a positive impact in our 
community, recently graduated its 23rd class.  The following individuals have now joined the 
more than 570 Leadership Academy alumni: Dena Aleksa, Community Health Network; Cindy 
Benedict, City of Noblesville; Nicole Bickett, Mainstreet; Ryan Clark, City of Westfield; Andrea 
Davis, Indianapolis Business Journal; Mike Dawson, Cloudapt; Catherine Dixon, Booth Tarking-
ton Civic Theatre; Tom Dooley, First Merchants Bank; Danyele Easterhaus, Student Impact of 
Westfield; Tammy Elmore, Meals on Wheels of Hamilton County; Susan Ferguson, Prevail; Ve-
ronica Ford, RCI; Rob Garrett, Ameriana Bank; David Haboush, City of Carmel; Patrick Kelley, 
Insects Limited; Courtney Knies, Mentors for Youth of DuBois County; Andrew Litke, Messer 
Construction; Amy Matthews, Church, Church, Hittle & Antrim; Rita McCloskey Payne, St. Vin-
cent Seton Cove Spirituality Center; Jason Morehouse, Beck’s Superior Hybrids; Chris Owens, 
Indiana Park & Recreation Association; Nancy Ramsey, JAG – Job’s for America’s Graduates; Paul 
Roberts, Always Best Care; Jason Rowley, CHA Companies; Cierria Schmalzried, BMO Harris 
Bank; Lisa Sheets, Carmel Swim Club; Todd Thurston, Hare Chevrolet; Jill Troha, United Way of 
Central Indiana – Hamilton County; Leslie Webb, Carmel Green Initiative; and Jim Wolf, ELFCU 
Wealth Management. Terry Anker, President of Anker Consulting and President of The Legacy 
Fund, served as this year’s Curriculum Dean, assisting the class with thought-provoking discus-
sion and leadership throughout the year.

grow your business now

Extend your brand and 
advertising message 
to more than 4,000+ 

Carmel businesses by 
U.S. Mail every month. 

For as little as  
$300 a month

489.4444
info@businessleader.bz

Brought to you by the publishers of 
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Get your card in front of more than 108,133 households in Hamilton County! Call Dennis O’Malia @ 370-0749 for details

Hamilton County Business Contacts

CALL
TODAY!

 FIRM. TONE. TIGHTEN.

Find Your Weight Loss
Package here:
www.fb�tness.com
GET FIT! STAY FIT, FOR LIFE!

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

LOSE WEIGHT NOW...
AND KEEP IT OFF!

3C Plumbing Inc.

- water heaters -
- sump pumps -

- garbage disposals -
- bath & kitchen faucets -

- water softeners -

Cy Clayton
Cadwalader

cy@3CPlumbing.com
317.850.5114

16 years experience
Free home inspection

Guaranteed work/referrals
Lic. # PC1Q701074

REASONABLY PRICED. RESIDENTIAL PLUMBING REPAIRS.

Indy Gun Safety
Armed with knowledge!

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

& instructor training courses.
Firearm sales & transfers

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

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

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

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

HANDYMAN
SERVICES, LLC.

TURN YOUR
‘TO DO’ LIST

INTO A
‘TO DONE’ LIST

FREE
ESTIMATES $35 OFF

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

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

Offer expires 7/31/14.

Family owned - Carmel/West�eld based
2010-2012 Angie’s List Service Award winner
Fully insured - FREE ESTIMATES
Discounts on high quality paints

WALLA INTERIOR PAINTING

• walls
• ceilings
• trim
• drywall repair

wallapainting@gmail.com
317.656.7045

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

WESTFIELD
783 E. Main St., West�eld, IN

317.804.5377
(Across from Big Hoffa’s BBQ)

BROAD RIPPLE
1430 E. Broad Ripple Ave.,

Indianapolis, IN
317.253.ECIG (3244)

Email: info@indyecigs.com | www.indyecigs.com
Electronic Cigarettes | Accessories | E-Liquid
INTERNET PRICES. INSTANT GRATIFICATION.

MAID SERVICES
THAT WOW!

$20 OFF
NEW CUSTOMERS

OFFER GOOD UNTIL 7/31/14

VISIT MYMAIDINDY.COM
CALL 317.732.5071

TO BOOK NOW!

317.846.5554
shepherdins.com

Protect what 
matters most.

Home | Life | Auto | Business

BANKRUPTCY
In most cases, you can protect

your home & car!
Get rid of most debts!

FREE CONSULTATION
Attorney F.A. Skimin | Indianapolis

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

Since 1993

848-7634
www.centennialremodelers.com

Insurance Specialist
Storm Damage

ROSE
  ROOFING

ROOFING • SIDING • WINDOWS

Member
Central Indiana

LICENSED
BONDED
INSURED
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Toys, Glassware,
China, Pottery, Coins,

Trade Books, Trains and
much more.

Specializing in Antique & Vintage Items
Onsite   -   Online/Proxibid   -   E-Bay Consignments

Sandy Flippin
PO Box 725
Plain�eld, IN 46168

Of�ce: (317) 495-8482
Fax: (317) 203-5506

Website: www.aclassactauction.com
E-mail: scamp45450@aol.com

Servicing:
Carmel, Fishers, Noblesville,

Westfield and Zionsville.

Insured & bonded.

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

• Commercial/Residential
• Gutter Cleaning

• Fully Insured • Free Estimates

15% OFF GUTTER
& WINDOW CLEANING

(O�er expires 7-31-14)

Fast & Affordable Firearms Training

www.indianajim.com•317-258-5545

Chaudion “Full Service” Auctions
22690 S. R. 19 - Cicero, IN 46034 (South of Cicero)

ELITE ON-SITE AUCTION SERVICE
ESTATES • ANTIQUES • REAL ESTATE

Only 3% Fee on Real Estate
Check our website @ www.cwchaudion.com

(317) 984-9200 - Cell 409-6112
Hamilton County’s #1 Auction Team Since 1920

Chaudion 3rd Generation Since 1964

“OUR FAMILY WORKING FOR YOU”

CHAUDION “FULL TIME” AUCTIONEER

(317) 409-6112

HERE FOR YOU AND YOUR FAMILY
Protect Your Assets

For Your Children and Grandchildren

• Estate Planning & Reviews
• Wills
• Trusts
• Pet Trusts

3501 West�eld Rd, Suite 101 • West�eld IN
(317) 913-2828

info@hoppenrathlaw.com • www.hoppenrathlaw.com

Law O�ce of                 Wesley N. Hoppenrath

Member of the Indiana
and Indianapolis
Bar Associations

• Power of Attorney
• Health Care
   Directives
• Living Wills

TUXEDO RENTAL
• PROM

• WEDDING
• BLACK TIE AFFAIR

317.847.4071
www.chromaticsstudio.com

1233 W. Oak Street, Zionsville, IN 46077

www.ductznoblesville.com • 317.773.9831

HANDYMAN SERVICES
CHIP TRAIN REMODELING

KITCHENS • BATHROOMS • BASEMENTS

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

Remodeling
Carmel and Zionsville

since 1992

Commentary

Revisiting what servant leadership really means

richard Taylor iii

I was very humbled when I was asked to write about my 
perspective on leadership for the Hamilton County Leadership 
Academy’s Leadership Link newsletter. I have enjoyed reading 
past articles and other community leaders’ take on the subject 
of leadership. 

From these articles I began to under-
stand that each leader develops their 
own leadership style through their daily 
interactions, past reading, work experi-
ences and mentors. 

I have been blessed with the opportu-
nity to lead and work with many experi-
enced leaders.

Successful leaders who have loyal 
subordinates and raving fans seem to 
have one thing in common - they prac-
tice ‘servant leadership.’ 

Robert K. Greenleaf coined the term. 
He wrote an essay called “The Servant as Leader” in 1970. 
Greenleaf founded the nonprofit Robert K. Greenleaf Center 
for Servant Leadership in 1964. This nonprofit is now head-
quartered in Westfield. 

Connections made through the Rotary Club of Carmel intro-
duced me to this organization and its philosophies. The Green-
leaf Center’s philosophies contrast the servant leader versus 
traditional leadership. 

Traditional leadership seems to focus on the “accumulation 
and exercise of power” while a servant leadership focus is on 

“the growth and well-being of people and the communities to 
which they belong.”

My introduction to this leadership style was through presen-
tations made by Kent Keith. He is the past CEO of the Green-
leaf Center in the United States and is now the Chief Executive 
Officer of the Greenleaf Center in Asia. 

During his tenure with the Rotary Club of Carmel, I was able 
to learn about this leadership style and found that this was the 
leadership style I had inherently adopted through mentors and 
working with likeminded community leaders. 

Keith often spoke about how people you serve as a leader 
should grow as an organization and as individuals. 

Keith said, “Servant leadership is ethical, practical and mean-
ingful. It is ethical because it is about serving people, not using 
people. It is practical because it is about identifying and meet-
ing the needs of colleagues and customers. It is meaningful be-
cause servant-leaders help their colleagues and organizations 
to grow, enhancing their service to others and contributing to 
the creation of a more just, caring, prosperous and sustain-
able world.” 

Keith also created the Paradoxical Commandments. He first 
wrote these commandments while in college in 1968. I provide 
them below as they still are very relevant to today’s leaders.

Paradoxical Commandments, by Kent Keith
People are illogical, unreasonable and self-centered.

Love them anyway.
If you do good, people will accuse you of selfish ulterior mo-

tives.

Do good anyway.
If you are successful, you will win false friends and true en-

emies.
Succeed anyway.

The good you do today will be forgotten tomorrow.
Do good anyway.

Honesty and frankness make you vulnerable.
Be honest and frank anyway.

The biggest men and women with the biggest ideas can be 
shot down by the smallest men and women with the smallest 
minds.

Think big anyway.
People favor underdogs but follow only top dogs.

Fight for a few underdogs anyway.
What you spend years building may be destroyed overnight.

Build anyway.
People really need help but may attack you if you do help 

them.
Help people anyway.

Give the world the best you have and you’ll get kicked in 
the teeth.

Give the world the best you have anyway.
Adapting this style of leadership benefits all concerned, and 

I believe it is a sign of an unselfish and caring leader.

Richard Taylor III was a member of the HCLA Class of 2009 and he is a vice presi-
dent and banking center manager at National Bank of Indianapolis in Carmel.
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