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About the Keynote Speaker

Invited to speak again, Chad Sorenson 
previously spoke to ADVANTAGE readers 
in the workshop, “Taking Care of your  
Employees without Emptying your Wallet.” 
As a principal in Talent  
Development Inc., Chad 
brings more than 15 
years of experience from 
both small and large 
Fortune 500 companies 
ranging from five to 
5,000 employees. Being 
an expert in his field, 
Chad has studied and learned first-hand 
how social media can create wonderful  
opportunities or human resource and  
customer relations disasters.  Chad is  
certified as a Senior Professional in  
Human Resources (SPHR) from the HR 
Certification Institute (HRCI) and is also 
President of Adaptive HR Solutions and 
Vice President of SHRM Jacksonville).

Sponsored by:

As the modern age of media blooms, new questions are 
being asked about very old problems. Your reputation that 
you spent years earning may be in jeopardy.  As your  
organization grows, you need a policy.

Join us to learn how to use social media in the workplace 
including Facebook, Twitter and LinkedIn.

What you will learn in this workshop:
3  Learn from the mistakes of others as we analyze  

          blunders from even the biggest brands
3  Managing your reputation online
3  Protecting your brand by crafting a social media   

          policy for employees
3  Sample language for your employee manuals             

          (BONUS: Handout takeaway)
3  How to set up processes that work in your favor
3  Learn the best practices from progressive companies
3  Legal pitfalls
3  Building goodwill with your own employees
3  How to use social media in the hiring process

Cost: $25 (includes lunch)
Register: www.advantagebizmag.com/events
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FROM THE PUBLISHER

“Where others see obstacles, I see opportunity”

  It must have been a 
terrifying time in the late 
’50s — Cuba was in the 
middle of a revolution 
and Ralph de la Vega 
was just a boy when his 
parents decided to flee to 
the United States. How 
bleak the future must have 
seemed at that time to even 
consider this as an option. 

   Few of us can imagine 
leaving everything behind 
forever and getting on 
an airplane with only the 

shirt on our backs. Yet, that was the plan for his family of four. 
Ralph and his family arrived at the airport terminal only to hear 
the words that would change his life forever: “Only the boy can 
go.” Tears were shed and his father furiously got on the phone to 
make plans for his only son. 

   It would be four long years before he would speak to his 
family again. He was living in a new land, living with strangers 
and didn’t speak the language. Regardless, he was in the land of 
opportunity and made the conscious decision to make the most 
of it.
 
   Today, he is the CEO of ATT Wireless. It is an impressive career 
so far for someone that started with the cards stacked against 
him. He tells factual stories of how he negotiated the multibillion 
dollar business deal with Steve Jobs to bring the iPhone to 
market. He built the largest wireless network in the world 
spanning across third world nations and hundreds of cultures. 

   Today he manages operations that produce over $35 billion in 
revenue and has over 70,000 employees. 

   Yet he still says, “That was easy; having my family torn apart 
was hard.”

   De la Vega’s words really resonated with me because I have 
heard this similar story of adversity many times, except the 
stories were from my father. Escaping from Cuba and coming to 
this country as a teenager, he thought the move was temporary. 
Not so. He, too, made the choices to not take any opportunity for 
granted. 

   These were some of the lessons I learned recently when I 
attended the Jacksonville University Davis College of Business 
Leadership series luncheon. It proved to be an unexpected 
inspiring talk for me because it reminded me of my own family 
history and the sacrifices they made. It reminded me that life is 
10% what happens to me and 90% how I react to it. 

   I thank JU for having me and hope to continue to participate in 
more events. This was a great event in an intimate setting. 

   If you are interested in being notified of future speakers and 
programs, visit www.Dcob.ju.edu.

   Until next time,

   Brian Barquilla,
   founder and publisher

   brian@advantagebizmag.com
   904-222-8140
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E D I T O R I A L  A D V I S O R Y  B O A R D

  ADVANTAGE readers occasionally write to us or make comments 
online about our website, print magazine, Knowledge is Power 
workshops, and e-edition. Here are the latest things they have to 
say: 

  “What an interesting company Krystal 
Klean turned out to be (Vol. 4, Issue 2)! 
Glad to see a company can grow and 
achieve more by acquiring other, perhaps 
smaller and in need, companies. Seems like 
a win-win situation!”

About our workshops
  “I love how you always have easy to follow presentations and 
relevant topics with great speakers who have great credentials. 
Thank you.”

  “Thank you for the current and relevant information presented 
professionally by an authority in the subject. I also enjoy that 
you allow time for us to ask the speaker questions, which were 
answered candidly and honestly.”

Got a great story to tell?
  Then we want to hear from you! We are always on the lookout 
for great candidates to profile for our Cover Story and in our 
After Hours section. Want to nominate yourself or someone you 
know, let us know!

Comments or concerns?
  Do you have comments about articles you’ve read or want to 
read? Good or bad, we’d like to hear from you. You can comment 
on articles online, or send your thoughts to the editor at Wendy@
advantagebizmag.com.

What our readers tell us
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f you are like most employers, you are wondering where 
the health reform roller coaster is going to take you and 
your company’s medical insurance plan next. You would 
also not be alone. 

  The question of, “What actions do I need to take as an employer 
to comply with health reform” is frequently asked, but the 
unfortunate reality is it is not very easy to answer. With 26 states 
in a lawsuit against the constitutionality of the Patient Protection 
and Affordable Care Act (PPACA), better known as health 
reform, that is to be heard by the Supreme Court this spring, the 
future of health reform remains uncertain. 

  If the Supreme Court rules the mandate unconstitutional, 
it doesn’t necessarily mean the entire health reform will be 
reversed. A change in the presidency and the Senate in 2012 
also don’t guarantee complete repeal, with many of the reform 
measures already incorporated into our medical insurance plans 
remaining. 

  Regardless of which side of the debate you are on, the issue for 
many companies remains how to best deal with the changes that 
have already occurred and the changes to come. Most of the early 
aspects of the health reform were not favorable to lowering the 
cost of the coverage. 

  Components such as no policy maximum, dependent coverage 
to age 26, 100% coverage for preventative care and no pre-
existing conditions for under age 19 dependents are all good 
features to have in a policy. The bottom line, however, is they 
add to the cost of the claims incurred by the carriers, which 
means health reform isn’t going to lower the cost of coverage for 
employers.

WHAT’S NExT FOR HEALTH REFORM?
  In 2012, the big item implemented was the requirement for 
employers to report the cost of employer sponsored health 
coverage—which only applies to employers who produce more 

than 250 W2s per year. (For information on this requirement, 
reference IRS Notice 2012-9.) In 2013, all employers will be 
required to report cost of health coverage on W2s. 

  The next big event in health reform will be the implementation 
of the exchanges. Without getting into too much detail, the 
exchange concept was created to provide a marketplace to make 
insurance more affordable and easier to purchase for small 
employers and individuals. 

  By 2014, every state is required to provide an exchange to 
allow the comparison of cost and different types of benefits for 
employers and individuals to purchase insurance. If your state 
chooses not to implement an exchange, then you will have access 
to a multi-state exchange. 

  Like many aspects of health reform, the exact rules and 
regulations haven’t been finalized. With state budgets being tight, 
not many states are proactively spending the money to develop 
exchanges and the likelihood of the exchanges being ready for a 
roll out in 2014 is highly questionable. 

  One thing is for certain: If the exchanges do come about, the 
only way to claim the Health Insurance Premium Tax Credit for 
your employees that qualify will be through insurance purchased 
through the exchanges. 

WHAT TO DO AS AN EMPLOYER? 
  You can’t control what is going to happen with health reform. 
One thing you can do is not worry about it until the next aspect 
of health reform is implemented, more than likely sometime after 
the Supreme Court ruling and the elections of 2012.  

  If your company is on a fully insured plan, your insurance 
company will help you keep your plan in compliance. As far 
as saving money goes, health reform is not going to bend the 
medical insurance cost curve for you and costs will continue to 
go up as they have in the past. The national medical trend rate 

I

The next steps in 
health reform
What it means for you 
and your company

By Mike DeVaux

DOWN TO BUSINESS

BENEFITS
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(i.e., medical inflation rate) is 10% to 11% and will most likely 
continue to be a starting point for your renewal rates. 

  Prior claims and demographic changes will be factored around 
the medical trend factor to determine your renewal rates.

HOW TO CONTROL COSTS
  Now that you know health reform isn’t going to lower the cost of 
health insurance, what can you do to control costs?
 
  To contain and reduce costs, you need to change the way you 
look at health insurance. There are some businesses that have had 
low claims years but still received double digit renewals, but why?  
There was components of their health plans they were paying too 
much for. 

  Bottom line: your company is most likely overpaying for first-
dollar insurance company benefits that most of your employees 
never use.

Statistics show that:
•88% of your employees will spend less than $500 per year on health care;
•93% of your employees will spend less than $1,000 per year on health care; and
•Tower Perrins studies show that 80% of your claims will come from 20% of your 
enrolled. 

  To cut unnecessary cost, remove overpriced components of your 
health plan that very few employees actually use. You can also 
stop pre-paying insurance companies to administer benefits that 
are not cost-effective.

  If providing first-dollar coverage is essential to your business 
and employees, then incorporate a Health Reimbursement 
Arrangement (HRA) and a high-deductible strategy to have the 
money available for employee use, but only send to the providers 
when services are utilized. If services are not utilized then the 
money stays with the company and not the insurance company.

FINDING A SOLUTION
  Health insurance is never going to be free and health reform 
certainly didn’t provide a solution to make it less expensive. 
The health insurance market will continue to be a very fluid 
environment. 

  The only solution to managing medical insurance costs is a 
proactive approach on the part of the employer working with 
their broker to build a cost-effective and comprehensive medical 
insurance program that provides protection for your employees 
and their families at the best possible cost. 

Mike deVaux is a Registered Health Underwriter and Managing Partner 
of Keystone Benefit Group, an employee benefits consulting firm in 
Jacksonville. Keystone Benefit Group serves clients throughout the U.S. 
helping them develop, implement and manage employee benefit solutions. 
He can be reached at mdevaux@kbgllc.com, 904-464-0888 or by visiting 
www.YourInsuranceKeystone.com
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our newest hire has worked for their first 30 days and 
while looking back at their great resume and 15 years 
of experience, all you can think is, “Does he really have 
15 years of experience or just one year of experience 15 

times?”

  Sometimes hiring someone with experience means they are 
competent in only one area instead of many. Since they also had 
“years” of experience, they demanded a premium pay that bore a 
poor relationship to profitability. This type of experience is why 
you to have to make “you have to love training” one of your core 
values. 

  Instead of just passing on the cost to your clients by paying too 
much for labor, solve the problem a different way. By growing 
your own talent, you would be able to keep access to your 
services more affordable and fulfill your company’s mission. 

TAkING THE STEPS
  The first step is to identify which core areas you need your 
employees to be competent in. For instance, a CPA firm may 
need it to be personal tax, business tax, accounting system 
implementation, financial statement preparation and forecast 
modeling. 

  The next step is to identify the personality characteristics you 
need and screen your candidates for those characteristics. If you 
need an outgoing personality for your customer service, be sure 
to hire someone with a friendly disposition. If you need someone 
who is extremely organized, ask questions that would provide 
you some insight as to how they organize.

  Some companies offer a test (for a fee) you can use such as 
Caliper (www.calipercorp.com). After your candidate takes the 
test, you get an email with basic results within 24 hours, a call 
from their consultant to discuss the results and a written report 
with even greater detail findings within three days.

  Once you hire your employee, schedule the work for them to 
stretch but not break them. One way to achieve this is to employ 
a 70/20/10 training philosophy, which is 10% classroom, 20% 
one-on-one mentoring and 70% “throw you off the deep end of 
the pool to see what you can do.” 

  Until you throw them off the deep end of the pool, you won’t 
know what they really can do! You are not going to let them 
“drown,” but this technique lets you know what they are capable 
of and what limits you can expect, and then you can train them 
for how you want things done.

MAkING IMPROvEMENTS
  When you add an expensive person with narrow experience, 
you may get some growth but not much in the way of profit since 
he or she cannot be used for more than one service offering and 
may be resistant to expanding his or her skill set. When that 
employee leaves, either by your choice or theirs, the crazy cycle 
starts all over again.

  When you hire an employee based on personality 
characteristics, however, you get an employee that will be with 
you for a while and more than likely become one of your top 
performers. Going from turning over two staff members a year 
to turning over two staff members in, say, seven years is a much 
better statistic. There will always be plenty of new business 
opportunities; your only bottleneck will be how quickly you can 
add the right people. Hire for attitude, train for skills—it really 
works!

Y

Grow your own 
talent
Why you should hire for 
attitude, train for skills

By Greg Crabtree

DOWN TO BUSINESS

HIRING

Greg Crabtree has worked in the financial industry for more than 30 years. 
He founded Crabtree, Rowe & Berger, PC, a CPA firm dedicated to helping 
entrepreneurs build the economic engine of their business. Crabtree leads 
the business consulting team, helping clients align their financial goals with 
their profit model and their core business values. 

He is the author of “Simple Numbers, Straight Talk, Big Profits!” He can be 
reached through www.seeingbeyondnumbers.com.
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   Keeping social media clean and tidy will help make it work 
for you. Don’t let the weeds grow too long in your social media 
profile and certainly don’t keep your audience waiting. Keep 
them engaged and you may be surprised as to the real affect 
social media can have for you and your organization.

   Let’s talk about your social media profile. Do you have old 
information, job history, photos, and posts? It’s time for a spring 
cleaning. Here are five simple steps you will want to do to stay 
social media savvy.

   Step 1. Go through your e-mails and add the names of contacts 
to your social media. You can start with LinkedIn. Go to the 
search field and start typing names. Do you collect business cards 
or have an app that does so for you? Be sure to get those inputted 
as well.

   Step 2. Go postal. When was the last time you had a social 
media posting? If it was more than three weeks ago, you are 
in need of spring cleaning. First, write a post about you, your 
company, positive news, upcoming projects, or something to get 
the ball rolling. Don’t stress too heavily on what to write — just 
start! Next, get your planner and begin writing some broad topics 
for certain days. Now make sure you post regularly. The rule of 
thumb is posting at minimum twice per week for your audience 
to stay engaged.

   Step 3. Spring cleaning still involves cleaning. Do you have 
old information on your profile? Maybe you still have a few 
colleagues or employees who have left your organization and 
know your social media passwords. Maybe your Facebook 
Timeline needs some “sprucing up” or perhaps you have some 
comments which you wish to take down all together. This is the 
time to get this done. You will thank yourself!

   Step 4. Teamwork is great! If you are too busy to keep your 
social media tidy, get some help. Get one or two employees in 
your organization, come up with a timetable of who will post and 
when (that way there is not duplicated effort) and make a plan. 
You might find this to be a fun project for them to be included in 
and also showcase new talents.

   Step 5. Toot your own horn. Do you have your LinkedIn 
profile link on every signature line of your e-mail? Why not? 
Let others know that you want to connect. Have you had a great 
accomplishment and want to share with others? Of course you 
can share this with social media.

   Keep savvy!

Jennifer Vickery is CEO/president of National Strategies Public Relations, a 
national public relations agency based out of Tampa. Vickery is considered 
a PR Social Media Coach and Expert and advises on public relations efforts 
and campaigns with an emphasis on social media. She can be reached at 
727-946-2082 or through nspublicrelations.com.

Spring clean your
social media profile
5 simple steps to make social 
media work for you
By Jennifer Vickery



Since the beginning of language, stories have helped 
us understand human nature. By identifying with 
characters during their quests to achieve certain goals, 
stories teach us important lessons about who we are and 

what lies within our own potential.
 
  But this teaching is done through implication, not explanation. 
Stories don’t tell you how to think or what to value. Rather, they 
provide a welcomed freedom to self-select the truths you read 
into them, which is why they can be immensely powerful.
In many ways, stories provide a great example for brands to 
follow. Brands, like stories, also contain truths. But whose truth 
is it, the brand’s or yours? It is one thing for brands to push their 
meanings on you, and quite another to help you to your own 
conclusions. 

  Too much advertising tells you how to see things or what you 
should believe is important. As a result, you are often inundated 
with facts that can be argued and opinions that are self-serving. 
It is hard to form a willing relationship with anyone, let alone a 
brand, that tries too hard to convince you of its own importance. 

WHAT IS A STORY? 
  In simplest terms, a story is made up of a character (or 
characters) dealing with obstacles to achieve certain goals. The 
extent to which stories help you connect with your own truths is 
a function of how well you can identify with the values, beliefs 
and feelings experienced by its character.

  To help brands become more story-like, the “story branding” 
process provides a template to aid communications planning. 
The brand is substituted for the main character who is described 
as having functional capabilities and is additionally infused with 
values and beliefs that resonate with audiences. 

  In all cases, the brand’s ultimate goal, apart from increasing 
sales and profits, is to influence a relationship with the prospect. 
It is assumed that sales and profit growth are a function of this 

relationship, but attempts to force a relationship impede progress. 
Once the relationship is formed, it becomes the foundation for 
an enduring loyalty that the customer proudly subscribes to. As 
is the case with stories, there are obstacles in the brand’s path 
toward its goal. These must be identified and dealt with before 
the desired relationship is achieved. 

THE 6 C’S
  Working with this model, there are six steps that should be 
taken to apply its usefulness to a particular brand. Following is 
a brief explanation of each step and how to apply it to your own 
brand.

Step 1: Collect the back story. 
  Start by digging up the back story. In traditional marketing 
parlance, this is often referred to as the situation analysis. This 
provides the background necessary to explain the problem that 
must be solved for the brand.
 
  Every back story is different but usually consists of any and 
all information relevant to the story about to be written. This 
includes an assessment of the brand’s culture as well as problems 
and opportunities it faces in the marketplace.
 
Step 2: Characterize the brand. 
  One of the key challenges of the story branding planning 
process is to identify the brand’s persona. Traditional planning 
methods start by focusing on the prospect. In contrast, the story 
branding process starts with an investigation of the brand—
specifically, with a thorough understanding of the brand’s value 
and belief system.
 
  Since this is sometimes difficult to articulate, use a number 
of techniques, including archetypal analysis, to help everyone 
see the brand more as a person than a thing. While looking for 
belief markers, it is equally important to determine if the brand is 
evidencing what it stands for. Is there proof that what the brand 
wants to stand for is authentic and not just “lip service”?

I

The 6 C’s of
‘story branding’
A breakthrough approach to
identify and develop a compelling
brand story

By Jim Signorelli
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  It is equally important to understand the brand’s limitations. 
Too often, brands try to take advantage of opportunities that are 
far outside the realm of what is believable and consistent with 
consumer expectations. At other times, brands uphold values 
that their products and/or operational behaviors can’t possibly 
support, such as a fast food burger place suddenly adopting a 
position around healthful eating or a budget motel trying to 
associate itself with the value of luxury.
 
Step 3: Characterize the prospect. 
  Once the brand is fully explored, you can then characterize the 
most likely prospects. Specifically look to see what functional 
and emotional needs are being left unfulfilled. Then set out 
to discover the extent to which any of these needs present an 
opportunity for the brand in question.
 
  In story parlance, this is referred to as the dramatic issue. It 
consists of the problem that propels the main character’s journey. 
That issue might be about finding redemption, love, or a life 
purpose. 

  While constructing the brand story, you are similarly looking 
for something that would propel the prospect’s movement toward 
a fulfilled relationship with the brand. 

Step 4: Connect the characters. 
  At this stage, you start to play matchmaker. Now that you 
understand the two story characters, the brand and the prospect, 
look for the fit between them. Short term, you are interested in 
knowing how the brand satisfies a functional need through its 
product features and benefits. Additionally however, you need 
to know that there is something that can spark a long-term 
relationship, one that is founded on shared values and beliefs.

Step 5: Confront the obstacles. 
  This model requires a definition of the communication obstacles 
standing in the way of the brand/prospect relationship. Typically 
these fall into four categories: awareness, comprehension, 
confidence and affinity. The extent to which any of these obstacles 
must be overcome sets up the plot. Besides identifying the big 
rocks that are in the way, prioritize them in order of which have 
to be moved first to achieve the brand’s ultimate relationship goal.

Step 6: Complete the story brief. 
  Unlike the traditional creative brief, the story brief outlines 
the entire brand story in ways that further an empathetic 
understanding of the brand and prospect personas. One of the 
main functions of the story brief is to identify what we call the 
outer and inner layers of both the brand and the prospect. 

  Outer layers have to do with functions performed by the brand 
and desired by the prospect. Inner layers have to do with values 
and beliefs that are subscribed to by both of the characters. 
To help, craft what is referred to as “I AM” statements for each 
character. 

Volume 4, Issue 3 11



  These take the form of first-person autobiographical sketches 
as opposed to factual descriptions that are common to most 
traditional briefs. These stimulate empathy and identification, 
which can be something missing from most traditional creative 
input documents.

 Additionally, the story brief provides a summary and 
prioritization of the communication obstacles that the brand 
must overcome to establish a relationship with the prospect.

  Whether the brand is B2B or B2C, the story branding process 
can move a brand closer to connecting with its prospects on an 
emotional level. In all cases, the principle of implication over 
explanation is relevant and applicable. 

Jim Signorelli is the founder and CEO of ESW Partners and author of the 
new book, “StoryBranding: Creating Stand-Out Brands Through the Power 
of Story.” 

Signorelli’s agency has been cited as one of the fastest growing independent 
companies in the U.S. by “Inc. Magazine” for three years running and, in 
2010, he was the recipient of the “Smart Leader” award given by “Smart 
Business Magazine and U.S. Bank. 

He can be contacted through www.eswpartners.com.
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etween all generations lie gaps. Yet in the course of some 
generations, major events occur that cause tectonic 
shifts. The fact is that many individuals and businesses 
today face a massive and growing generation gap.

 
  As this digital native generation, which has grown up immersed 
in digital technologies such as the mobile phone, gaming, and 
social networks, becomes our dominant employee and consumer 
base, those in “older” generations must learn to navigate a 
radically altered landscape in order to succeed in business going 
forward. 

5 kEY INSIGHTS
  Here are five key insights into the digital native generation 
that will help you understand how best to leverage their distinct 
worldview to achieve your business objectives.

1. They live publicly online. 
  Without a doubt, the notion of privacy didn’t change overnight 
with the advent of the Internet. For better or worse (or for lack of 
a better word), we’ve seen an evolution of privacy. It was once the 
norm to keep one’s dirty laundry tucked away and out of sight. 

  However, with the digital native, businesses must address 
the expectations of a generation raised in social networking 
environments, in which they routinely share every detail of 
their activities and opinions with a potentially limitless group of 
friends.

Tip: Often, businesses are hamstrung by outdated notions of 
privacy. They fail to recognize and capitalize on the digital 
native’s openness. You need to understand the native’s natural 
inclination to live publicly to guide these activities so they are 
consistent with your business objectives. You can also build 
business models that leverage on this openness, both in the 
way you structure your employee activities as well as customer 
interactions.

2. They share knowledge. 
  Once you recognize that the natives are living their lives out 
loud, you can begin to understand how this behavior shapes all 
aspects of their lives. Despite a good deal of hyperbole about 
social media and marketing via Twitter and social networks, 
as many as 50% to 75% of organizations limit or ban the use of 
social networks while on the job. 

  What this demonstrates is not simply a fear of exposure through 
inappropriate use of social technologies, it shows a distinct lack 
of understanding of how to effectively manage and channel the 
knowledge sharing inclination of this generation.

Tip: Beyond crafting guidelines to regulate the appropriate use 
of social networks on the job, proactive use of socially mediated, 
open, collaborative ways of working can help companies capture 
otherwise transient knowledge assets. The old adage was that 
knowledge is power; for the digital native knowledge shared is 
power.

3. They believe transparency yields trust. 
  Because digital natives live publicly and value knowledge 
sharing, organizations that demonstrate a similar level of 
openness will be the ones that attract and retain them as 
employees and customers. Digital natives make new friends, 
followers, and fans every day. It is important, however, to keep in 
mind that it takes a lot of work to maintain the kind of genuine 
relationship required with the digital native.
 
  If digital natives dislike your brand, they will make it publicly 
known. Luckily, the reverse is also true. Today’s ultra-connected 
consumer, raised to share and monitor sentiment, may seem like 
a fickle friend, but that’s only if organizations don’t stay involved 
by listening, responding, owning up and doing the work it takes 
to maintain a genuine long-term relationship.

B

The digital native
5 things you need to know about 
this generation to succeed in business

By Michelle Manafy

DOWN TO BUSINESS

TECHNOLOGY

Volume 4, Issue 3 13



Tip: When it comes to attracting and retaining this generation as 
employees, it is essential to recognize that today’s best employees 
are also monitoring opportunities and discussing employers 
online.
 
  For recruiting, this can provide insights into who the best, 
brightest, and most social media savvy are. For employee 
retention, employers can leverage these same tools and 
tendencies to make sure they are competitive in the market and 
respond to concerns in order to attract and retain the best and 
brightest.

4. They are timely not time managed. 
  While most people are painfully aware that the line between “at 
work” and “off duty” is increasingly blurred, for the native this 
will be taken to a whole new level. The digital native will move 
beyond what previous generations called a work-life balance to a 
new sort of work-life integration.

  For the digital native, work and social activities are ever-present; 
they travel with the native anywhere and anytime. Digital natives 
may log more hours at their computers during the course of a 
day than those in previous generations, but switch back and forth 
between work and leisure in short bursts.
 
  Though this may strike some managers as inappropriate, it helps 
to realize that while an older worker might head to the break 
room or a co-worker’s desk to clear their head, natives are more 
likely to “info-snack” or catch up on a quick burst of Facebook 
updates.

Tip: Moving forward, companies that emphasize collaboration, 
learning and socialization will see key benefits in comparison to 
companies that focus solely on productivity. The native doesn’t 
need to play all day to be happy, however, there’s no reason that 
work inside an organization can’t be constructively influenced by 
the expectations of our younger workforce.

DOWN TO BUSINESS

TECHNOLOGY
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5. They believe in interactions not transactions. 
  With all this socializing through social networking and social 
media, one might begin to wonder how any business ever 
gets done. Suffice it to say, it does and it will continue to do so. 
Organizations that develop good social skills, however, will have 
a competitive advantage over those that remain socially inept. 

  One quality of this business that will be essential for business 
success going forward is recognizing that this generation is not 
interested in traditional transactive business models—which are 
based upon exchanges of money for goods and services. This is a 
generation that is interested in interactions.

Tip: Unlike a transaction-based system, an interactive one is 
based upon social currency. The fact is all aspects of business 
will need to embrace interaction, from marketing and CRM to 
product and content creation. This generation doesn’t just want 
to do business with companies it views as friends; it wants to do 
business with itself and expects to see its ideals and objectives 
reflected in the companies it chooses to do business with.

  While there are many digital immigrants who are whole-
heartedly adopting digital tools, it is not simply emerging 
technologies that must be mastered. A lifelong immersion has 
affected the mindset, behavior, and expectations of the digital 
native generation. To succeed in business with them, you must 
understand it and build models based on this new native culture.

Michelle Manafy, director of content for FreePint Ltd., is an award-winning 
writer and editor, with a focus on emerging trends in digital content and 
how they shape successful business practices. 

Manafy is also a sought-after speaker and a dedicated mentor to many 
digital natives and is the co-author of “Dancing With Digital Natives: 
Staying in Step With the Generation That’s Transforming the Way Business 
Is Done.” 

She can be contacted through www.DancingWithDigitalNatives.com.
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Welcome new businesses!
Advantage Magazine would like to extend a warm welcome to the following 
new small businesses opening in or around the Jacksonville area:

NEW BUSINESSES

28th & Stuart Confectionary Inc
3802 N Stuart St, Jacksonville 32209 
Dawn Madison Lewis 

A Blessed Life Lawncare /Handyman Service 
11001 Old St Augustine Rd, Jacksonville 32257
Travis R Burleigh 

Action One Enterprises LLC
 3076 Falconer Dr, Jacksonville 32223
Rod Hicks 

Align Roofing LLC
1219 Romney St, Jacksonville 32211 
Mason F Fleming 

Amanda Jayne Photography LLC 
2081 S Chaffee Rd, Jacksonville 32221 
Amanda Jayne Fennell 

Associates Consortium LLC 
8643 Tower Falls Dr, Jacksonville 32244 
Kevin M Smith 

Blairs Screens & Repairs LLC
1837 Faye Rd, Jacksonville 32218 
Philip Micah Blair
 
Caiser Enterprises Inc
6680 Powers Ave, Jacksonville 32217 
Shirley F Acquah
 
Carpet Care Solutions of Jacksonville 
610 W Lady Lake Rd, Jacksonville 32218 
Michael L Berry 

Chinos Tire Shop 
2973 Phillips Hwy, Jacksonville 32207-4484 
Patricia A Hurtado
 
City Wide Cleaners, Inc
11753 E Waterbluff Dr, Jacksonville 32218 
Cheri R Errington
 
Clear-vue Professional Window Cleaning 
4108 Rosecliff Lane, Jacksonville 32216 
Eric Hansen 

Coastal Lawnscapes & Property Services
8848 Atter Lane, Jacksonville 32216 
John C Kelly 

Come Clean Mobile Detailing 
2116 Emerson St, Jacksonville 32207 
Charlene P Graham 

Commercial Cleaners and Laundry Inc 
13529 Beach Blvd, Jacksonville 32224 
Jose Vasconcellos 

Dor’s Fashion Shoe Inc 
7945 103rd St, Jacksonville 32210 
Doreth Campbell 

Eleets Logistics Inc 
11430 New Berlin Rd, Jacksonville 32226 
Ashley A Dodd 

Magdalena Enterprises LLC  
950 Marsh Landing Pkwy, Jacksonville 32250 
Emma Rose

GD Construction & Design Inc 
8095 Tuxford Lane, Jacksonville 32244 
Daniel De Jesus 

Glotel, Inc 
7018 A C Skinner Pkwy, Jacksonville 32256 
Glotel, Inc 

Heaven Sent Daycare 
2151 S Lane Ave, Jacksonville 32210 
Andrea S Burke 

J D Plastering Services LLC 
661 Mickler Dr, Jacksonville 32211-7249 
Jose F Deras 

Jackson & Jackson Housing Inc 
6031 N Terry Parker Dr, Jacksonville 32211 
Vickie M Jackson 

Jax Paper Co 
1414 Hendricks Ave, Jacksonville 32207
The Creative Printing Place Inc 

JLC Tanning Inc 
7200 Normandy Blvd, Jacksonville 32205 
Jerry L Carroll 

John Baxter Company LLC
4123 London Rd, Jacksonville 32207-6330 
John Everett Baxter 

John Thi Flooring Inc 
7061 Old Kings Rd, Jacksonville 32217 
Ha Minh Thi Cao 

k Hobbs Painting Inc 
5244 N Magnolia Circle, Jacksonville 32211 
Kevin D Hobbs 

L A Robinson Inc 
2470 Bayway Ct, Atlantic Beach 32233 
Kevin D Robinson 

Midnight Painters Inc 
8619 Firetower Rd, Jacksonville 32210 
Carrie A Curtis 

NCFI & Associates 
5780 Monroe Smith Rd, Jacksonville 32222 
Elexis Rivera 

New Look New Life Productions LLC
4162 Woodley Creek Rd, Jacksonville 32218 
Katrina McMath 

NTR Metals LLC 
6950 Philips Hwy, Jacksonville 32216 
Tait D Coates 

On Point Cleaning Company 
1631 Mill Creek Rd, Jacksonville 32211 
Brittany D Butler 

Open Road Bicycles Inc 
1017 S 3rd St, Jacksonville Beach 32250 
Clean Pair Of Wheels LLC

Poe’s Tavern 
363 Atlantic Blvd, Atlantic Beach 32233 
Poe’s Tavern Jax Beach LLC

Quality Care Electrical Contracting LLC 
14086 Denton Rd, Jacksonville 32226 
James C Cunningham Jr 

Sam’s Quality Air, Inc 
5896 Norwood Ave, Jacksonville 32208 
Samir I H Aljaberry 

Shaft Management Corporation 
3701 Danforth Dr, Jacksonville 32224 
Christopher E Shaft 

Sheffield Drywall Improvement Services 
4623 Merrimac Ave, Jacksonville 32210 
Christoper D Sheffield 

Strategic Partners & Associates LLC 
1468 Edgewood Circle, Jacksonville 32205 
Zoe M Lindemuth 

Tactical Armored 
9242 Prosperity Lake Dr, Jacksonville 32244 
Victor E Quick 
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NEW BUSINESSES

Tidy Lawn & Landscape Service Inc 
3279 Peeler Rd, Jacksonville 32277 
Roderick R Grey 

Traumatic Solution Restorations LLC 
6593 Powers Ave, Jacksonville 32217 
Christopher A Crawford 

United Motors Inc 
1809 E 8th St, Jacksonville 32206 
Veniamin Kovalenko 

Warehouse Studios 
2071 Emerson St, Jacksonville 32207 
Richard Ryan Turk

The World Of Weave Salon LLC DBA The Wow Salon
3546 St. Johns Bluff Rd, Jacksonville 32256
Terry Dais-Pasley and Laronka Garrette

Yoga Zensation LLC 
1188 S Edgewood Ave, Jacksonville 32205 
Michael A Senteno 

Zoey Lynns 
301 W Bay St, Jacksonville 32202 
Heather D Monroe 
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rom their 100 acres of land in Keystone Heights, Tom 
and Cathy Perryman, owners of Country Caterers BBQ 
(www.countrycaterersbbq.com), have turned a family 
restaurant into a turnkey event/catering company that 

expanded into disaster relief and government contracts feeding 
the troops.

ICE CREAM TO CATERING
  “Years ago, we bought a little ice cream shop and turned it into 
a restaurant called Tasty Cave,” says Tom. “When I did that, I 
also obtained a mentor who taught me about catering. I began 
shadowing and doing jobs with him, and eventually expanded the 
restaurant to include catering.”

  The Perryman’s clearly and fondly remember their first catering 
job—it was for Clay Electric Cooperative, whom they still 
provide services for 35 years later. “That many years ago, there 
weren’t many caterers,” says Cathy. “We were somewhat of a 
novelty, which was great.” 

  They eventually sold the restaurant and went strictly to a 
catering business, but it wasn’t long before the needs and desires 
of their customers changed their business forever. “We went 
from ‘just food’ to acquiring our own equipment; tents, tables 

and chairs; and moonwalks and other amusement-type things 
because the customers wanted them,” says Cathy.

  “When we first started, Cathy and I had a pick-up truck and 
a makeshift cooker,” says Tom. “Today, we have 20 rotisseries, 
25 flat grills, 15 vans, tractor trailers, trailers, semis, and all this 
equipment, with some we built ourselves to make jobs easier and 
to suit our needs.” 

  Those needs include being able to prepare all of the food 
wherever they may be.  As no food items are premade, they bring 
in all the cooking equipment needed for each event.

A CATERED AFFAIR
  With a staff of  about 70, to include their children Teresa and 
Tom Jr. (Tommy) the Perryman’s achieve close to 1,200 parties 
a year, which averages to about 25 to 30 events a week and an 
average revenue of about $4 million a year.

  While the hub of their business is barbeque, the scope of what 
they can do is much larger than most people think—and its pig 
logo may be the culprit. “While we are known for our gourmet 
barbeque ribs, pork, slaw, beans, and potato salad,” says Teresa, 
“Unless you know us, you don’t realize we can do a large variety 

F

Feeding groups and feeding troops
How Country Caterers BBQ’s expansion into 
government contracts and disaster relief
has made them ‘more than just great barbecue’

By Wendy Bautista
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of meals other than just BBQ like, meatloaf, spaghetti, seafood, 
gourmet foods, and the like.
 
  “We can do the same events as the fancier hotels do downtown 
for upscale weddings, banquets, corporate picnics, corporate 
events and holiday parties—even with a pig as our mascot,” jokes 
Teresa.

  Tom and Cathy also pride themselves on being able to offer 
turnkey events to customers. “If the customer just wants food, 
they can get just food. If they want to just rent tents, they can just 
rent tents,” says Cathy. “If they want it all, they can have it all—it 
really is all about what they want and/or need for their event.”
This turnkey mindset is also what helped them branch into 
aiding in disaster relief and obtaining government contracts.

DISCOvERING NEW AvENUES
  In 1990, during Desert Storm, they acquired their first 
government contract to feed the troops during a military exercise 
at Fort Stewart. “I remember that we had just bought a fax 
machine and were still learning how to use it, but we had to get 
the signed contract to them by midnight,” says Tom. “We faxed it 
over just before midnight and started feeding thousands of troops 
the next morning for the next three weeks, 24 hours a day.”

  After successfully completing Fort Stewart, they started looking 
for other jobs that were similar in volume and began acquiring 
work with power companies such as JEA, Florida Power and 
Light, Sumter Electric Cooperative, and other commercial 
companies around Florida. It was then they realized that the 
training exercise resources could be used in hurricane disaster 
relief.

  When the hurricanes hit in the early 2000s, they were ready 
to assist. “We would go in with these companies, set up, and 
be there to support the community and feed the linemen and 
the tree trimmers and the people that were there to bring the 
community back to life,” says Cathy.

  It was after completing these events successfully that Tom and 
Cathy began to explore government contracts. 

GOOD WORk IF YOU CAN GET IT
  Teresa, who was working in retail management at the time, was 
asked by her parents to come back and help work the government 
contracts. “Mom had just acquired a GSA (U.S. General Services 
Administration, www.gsa.gov) contract, but was just not sure 
what to do next and asked me to figure it out,” says Teresa. “I 
soon figured it out and we started winning contracts. Our first 
major contract was in Wyoming feeding soldiers from Nebraska, 
24 hours a day for 30 days during a military training exercise.”

  When they returned, they received a phone call from someone 
who found them through the GSA directory. He had a customer, 
who was looking to use a GSA contractor, but he was not on 
schedule, he said would you be interested in priming the contract 
under your GSA schedule and letting me supply you all the life 
support resources for the exercise. Of course, Teresa said, “Yes,” 
and their second major contract ended up lasting 56 days and 
served 150,000 meals.
 

BUSINESS vITALS

Owner: Tom and Cathy Perryman

In business since: Late ’70s, incorporated 
Country Caterers BBQ in 1981

Projected growth: “We will definitely 
continue to do government contracting work, 
and will keep the emergency disaster relief 
contracts active—but you can’t call that part 
growth unless a hurricane strikes or you 
land a contract, unfortunately,” say Teresa. 
“We will also continue to grow our local 
customers, but the major vision is to have a 
facility in town to house our own events. 

“We would like to own a 20-30 acre facility 
which contains a banquet space for 1,000 
or more people, halls, grounds, etc. where 
we could do more than one event at a time 
and sustain all of our customer’s different 
needs. For our local business, that is the one 
element that customers need that we have 
not been able to provide for them. It would 
be the final episode of our turnkey event 
solution.”
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  “Life support resources include sleeping tents, shower and 
laundry trailers, toilets, fuel and water tankers, power generation, 
cots, dining facilities, tents, tables, chairs, lighting—all the items 
you need to set up what we call ‘base camp,’” says Teresa.

  Knowing those same resources are used after an emergency as 
well, they took some of the contract money and reinvested it into 
the company. They purchased more life support resources for 
themselves so they can be the one vendor clients can call that has 
or can get all the resources—be turnkey.

  “We’ve been fortunate enough to continue working for a year 
and a half in Ohio providing base camp resources,” continues 
Teresa.

WORkING THE DEAL
  Teresa has spent the last five years focusing on government 
contracting and post-disaster contracting. She admits to writing 
hundreds of bids—winning some, losing some, but learning the 
ins and outs of contracting in general as she went along.
 
  Obtaining government and commercial work, especially when it 
comes to hurricane relief, takes time, with a lot of backend work. 
“You have to find the jobs, bid on them, hopefully win them, 
and then secure them,” says Teresa. “You have to do a lot of work 

prior to a hurricane because once it hits, you don’t have time to 
be doing all the details. All I have to do is pull the file and the 
plan is already laid out, which I can’t execute unless a hurricane 
hits.” 

  With many of the foundations laid, she is looking now at 
expanding. “I have made critical industry connections and am 
a more knowledgeable bidder now,” says Teresa. “We did a few 
small jobs to get the big jobs, and did some big jobs so we could 
go after the even bigger jobs.”
 
  Country Caterers is currently pursuing a second GSA contract. 
The second contract will position them to be able to bid on more 
base camp exercises, giving the ability to provide operations, 
logistics and management support to the U.S. military on a larger 
scale.
 
  They have also used their GSA contract at the city level to secure 
post-disaster contracts and other city work. Through the Federal 
Business Opportunity (FBO), they acquired a post-disaster 
FEMA contract. “If and/or when a hurricane hits, I come in 
right after the storm to support FEMA’s search and rescue team, 
setting up a smaller scale base camp,” says Teresa. “They will use 
me for various life support resources. It’s a great contract, but, 
unfortunately, there needs to be a hurricane to execute it.”

PROFILE
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RE-ENERGIZING FOCUS
  Even though they are active in government contracts, they 
can’t—and won’t—forget about the local market. “We maintain a 
nice balance between our government work and our local market 
because it’s cyclical and you don’t know what next month holds,” 
says Tom. “We don’t focus on just one thing at a time; you can’t. 

  You have to be able to do all the different types of jobs to sustain 
work 365 days a year—diversifying has been a key to our growth 
and continued success.”

  Over the years they have noticed that their different lines 
of work “flip-flop.” “Some years the government work will 
generate 80% of our revenue and the corporate/local side will 
produce only 20%,” says Cathy. “And other years it flips, and the 
corporate/local side generates 80% and the government work 
generates 20%. We just fill in the months with what available to 
us.” 
 
  Teresa, being a numbers kind of a person, thinks it will flip 
flop again soon and is concentrating on re-energizing the local 
market. “Our core customers haven’t gone anywhere, they just 
haven’t been able to do as much as in the past,” says Teresa. “By 
‘maintaining’ relationships with our customers through the good 
times and tough times, we hope to continue their support and 
commitment as in years past.”

IT TAkES ADAPTABILITY
  “If the customer wants it, you need to be able to adapt and get 
what they need,” says Tommy. “There is no, ‘I can’t get that for 
you.’ Only, ‘Yes I can.’ That is one of the reasons why we are where 
we are today.”

  “We may not always get it right, but we don’t fail,” says Tom. 
“There are times that we could’ve done better, but I haven’t met 
a company yet that’s perfect. We do make mistakes, but when we 
make them we admit them and work to correct them for the next 
time.” 

   “I can pretty much tell you the growth of the business is 
because of my parent’s original vision,” says Teresa. “That and my 
father’s motto of ‘Large or small—we cook them all!’ I am very 
proud of my parents’ accomplishments; they are my heroes.”

  All of this together explains why Country Caterers BBQ 
has been such a longstanding premiere catering company in 
Jacksonville and is more than just great barbecue.

Wendy Bautista is the editor of Advantage Small Business Magazine. 
She can be reached at Wendy@advantagebizmag.com or 904-222-8140.

HOW YOU CAN DO IT

“Buy and build your company, but constantly 
reinvest in your company,” says Tom.  “You 
might have to sacrifice for a few years, but you 
want to be smart about where you spend your 
money.”
“There will be times when you are going to fail 
in one way or another,” says Cathy. “It’s how 
you pick yourself up and move on that makes 
you successful because we haven’t always 
done it right. You have to meet the customer, 
follow through, do what you say you are going 
to do and if you still fail, then you correct it.”
“I wouldn’t say there was one thing that made 
us successful,” says Tom. “It really is the 
ability to never give up and to persevere. Look 
around; everything is an opportunity. It’s how 
you learn from those opportunities, do better, 
grow, and meet the ever changing demands. I 
guess it’s about having stamina.”
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o, you’ve got a plan, a product and a partner, and 
you’re ready to launch your very own business and 
take the world markets by storm. In this article, we will 
explore the different legal issues that prudent business 

owners should address before going forward with any business 
venture. Essential to the operation of any successful business is 
the effective management of the three P’s of business: patrons, 
partners, and property.

PATRONS
  The success or failure of your business depends on one thing: 
your patrons, customers and clients. Having a large pool of 
clients is always a good thing, but, as with most things in life, 
quality counts for more than quantity.

  Business owners learn early and are reminded frequently that 
customers may be their best friends or their worst enemies. 
Billing disputes and frivolous lawsuits regularly cost American 
businesses millions of dollars. 

  Since business owners typically lack the ability to pick and 
choose their patrons, they must learn to protect themselves 
through other means. Liability or malpractice insurance is 
something that business owners routinely pay for and hope to 
never have to use. Liability waivers may allow business owners 
to resolve adverse litigation quickly or to prevent it altogether, 
thereby avoiding having to pay larger insurance premiums. 

  By using waivers, business owners may guarantee certain rights 
to the patrons of their businesses, accepting liability in specific 
cases for the patrons’ financial or physical security, but limiting 
liability in other ways. By signing waivers, business patrons are 
essentially signing away their rights, and many such rights must 
be considered when drafting waivers, including rights to privacy. 

  Since courts are typically hesitant to limit the rights of 
individuals, waivers containing specific and clear language will 
have a higher chance of enforcement than waivers containing 
general and vague language. Waivers are not just for business 
owners whose businesses involve routine operations that have a 
high risk of causing financial or physical injury to clients.
 
  As a rule of thumb, if you pay a liability or malpractice 
insurance premium, you should probably be using waivers. 
Waivers will not protect business owners who cause harm to 
their clients wantonly or take unreasonable risks. There is no 
reason, however, for business owners to live in fear of being held 
liable for the negligent actions of their employees or for damages 
caused by unforeseeable environmental factors.
 
PARTNERS
  Your business partner is your wing man. More than just a 
friend, your business partner is someone you rely on to keep your 
dreams of operating a successful business alive.
 
  The process of starting a business is exceedingly simple in 
Florida. In most cases, in order to form a limited liability 
company, future business owners must simply file the Articles 
of Organization and pay a small fee. The Articles contain tiny 
snippets of information concerning your business; typically, the 
names of the officers and the registered agent, and the address of 
the company are listed, but little else.
 
  This means that, at the outset, nothing exists delineating the 
duties, obligations, rights, privileges, or profit allocations among 
business partners. In other words, at the outset, your relationship 
with your business partner and, by extension, your business is 
held together with nothing more than a gentleman’s word.

 

S

Managing the three P’s of business
Learn to effectively manage your
patrons, partners, and property

INDUSTRY INSIDER ADVANTAGE

LEGAL

By David P. Grigaltchik
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  With a little foresight, this precarious situation may be remedied 
by way of an operating agreement for your limited liability 
company. For a limited liability company consisting of two or 
more business partners, an operating agreement is an absolute 
must. Not only do operating agreements contain such essential 
information as the initial capital contributions of each business 
partner or member, but also provide for the allocation of profits, 
the timelines of disbursements, and the assignment of other 
duties. 

  Operating agreements may contain information specifying 
the employment of certain professionals, such as lawyers 
and accountants, and may designate members as specifically 
responsible for handling tax issues or other specific duties for the 
benefit of the company. 

  Consider that most people get married without ever intending 
to divorce, and yet divorce happens all the time. Similarly, even 
if the relationship between business partners is stellar, prudent 
business owners must have the vision and foresight to consider 
the possibilities of disagreement and dissatisfaction.

PROPERTY
  Your interest in your business is a property interest. Like most 
property interests, it is freely alienable, which means that you are 
free to dispose of it as you like. It may be sold. It may be given 
away. It may be inherited upon your death. What’s true for you is 
also true for your business partner. 

  What happens to your business if your business partner no 
longer wants to be involved? What happens to your business if 
your business partner, god forbid, dies an untimely death? The 
answer is that you may end up having to deal with someone you 
never wanted to deal with, a business partner you don’t know, 
like or trust. In many situations, this will effectively bring an end 
to your business.

  Once more, with a little foresight, you may address these issues 
before they arise by executing a buy-sell agreement with your 
partners. Buy-sell agreements govern the transfer of a business 
interest upon a business partner’s unwillingness or inability to 
continue with the relationship.
 
  Typically, buy-sell agreements grant to the remaining partners 
the first option to purchase the withdrawing partner’s interest. 
Such agreements also contain provisions addressing the purchase 
of a deceased partner’s interest from the estate of the deceased 
partner. Buy-sell agreements may be tailored in many ways, in 
some cases making the purchase of the withdrawing partner’s 
share mandatory. 

  Regardless of how such agreements are tailored, they allow 
business owners to protect their interest in the business by 
giving them the option to continue to operate the business on 
their own terms following the departure of a business partner. 
 
 

 
 
 
GAIN FORESIGHT
  In order to be successful in managing the three P’s of business, 
patrons, partners and property, business owners must have 
foresight and exercise such foresight by timely executing a series 
of available legal agreements.
 
  In dealing with patrons, customers or clients, business owners 
should make use of waivers to limit their liability, thereby 
protecting themselves from frivolous lawsuits. 

  In dealing with business partners, business owners should make 
use of operating agreements to ensure that all the rights and 
duties are clearly delineated at the beginning. In order to manage 
their property interest in their business, business owners should 
make use of buy-sell agreements to enable them to continue 
operating their business on their terms. 

  Many surprises will greet you in during all phases of business 
operation, from formation, through expansion, and into 
dissolution, but with a little foresight, you will be able to nip 
some of these in the bud.

David P. Grigaltchik is a business law attorney practicing law with his own 
law firm, David P. Grigaltchik, P.A. His office is located at: 6144 Gazebo 
Park Place South, Suite 215, Jacksonville, FL 32257. He may be reached at: 
904-738-8398 or info@griglaw.com.
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mall businesses near and far are thankful that 
technology is on their side, especially when it comes to 
financing. Tremendous strides have been made in the 
banking world in the last few years that makes getting 

a loan easier than before, but many small businesses are finding 
that there is none easier than online.

ONLINE FINANCING?
  Touting themselves as something of a 
Match.com for lenders and borrowers, 
BoeFly (www.boefly.com) is an online 
loan exchange that efficiently connects 
small business owners with more than 
2,000 business lenders.

  “We connect borrowers and lenders by helping borrowers build 
a better loan package and helping lenders find those borrowers,” 
says David A. Nayor, co-president and chief operating officer for 
BoeFly. “Being former lenders ourselves, we noticed inefficiencies 
in the marketplace—mainly where borrowers were having 
trouble finding lenders.

  “We took a step back and figured there’s got to be a better 
way,” Nayor continues. “Looking at other industries that use the 
Internet to connect parties more efficiently, such as eHarmony, 
Match.com, Cars.com, or eBay, we took that concept and applied 
it to small business lending with BoeFly.”

HOW IT WORkS
  BoeFly is a loan-packaging service with software that helps 
the borrower gain a thorough understanding of what goes into 
a small business loan request and how to properly package it. 
Within that process, the borrower receives feedback from the 
exchange explaining where the strengths and weaknesses are in 

the deal and allows adjustments to be made as to what lenders 
want to see based on the marketplace of lender preferences.

  “It’s not incredibly complicated, but it does take work to get a 
loan—no matter the size,” says Nayor. “There is a certain amount 
of work that lenders want to see in the loan request and we 
empower borrowers to be prepared before they connect with 
lenders. It also helps lenders find deals they wouldn’t have ever 
been privy to otherwise. Really, the success comes down to us 
matching borrowers with lenders, and ensuring it’s the right 
lender.”

  Kevin Ellis, vice president of Small Business Lending at 
Atlantic Coast Bank, is one such lender that uses BoeFly to make 
connections. “With traditional methods, someone looking for 
lending would have to send their information, documents, and 
loan package to me. Then I would have to sort through it and ask 
for documents that may be missing,” says Ellis. 

  “With BoeFly, there is very little to sort through as everything is 
right in front of you to make an informed decision—the business 
plan, tax returns, estimates for build out costs and equipment 
costs, data on the franchise and the industry, resumes… the 
whole spectrum of things we would ask for, which sometimes 
when dealing with a busy borrower can take a long time to 
obtain,” says Ellis. 

MAkING A DEAL
  One such informed decision Ellis made after a BoeFly alert 
came across his desk was with Nick Borst, a Jet’s Pizza franchisee 
in Destin. Borst, who was looking to get funding to open this 
franchise, says he saved the online financing option for last not 
thinking he would find anyone, “but within 24 hours we had 
Atlantic Coast Bank interested.”

S

Lending through a new technology
How small businesses are finding financing online

INDUSTRY INSIDER ADVANTAGE

FINANCE

By  Wendy Bautista
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  “It is probably the best example of the strength of BoeFly’s 
platform in matching me with the borrower,” says Ellis. “He’s in 
Destin and I’m in Jacksonville, and we were still able to make this 
deal happen in a matter of hours.” 

  “This project would have been 
up and running three months 
earlier if we would’ve started 
with BoeFly,” says Borst. “We 
tried several traditional avenues, 

and while they thought we would be great people to run it, they 
didn’t have the ability to fund us and we lost a lot of time with 
their processes. With BoeFly, you know the interest you receive 
from a lender is from somebody with a serious interest.” 

  “There is a lot of information you have to put in to the system, 
but the more you put in the better your chances are and the nice 
thing is you only have to put it in once,” continues Borst. “In our 
case, we had a very in-depth, several hundred page—probably 
too much—business plan and BoeFly helped us determine what 
was pertinent information and actually needed for the loan. They 
outlined what they and lenders look for which allowed us put the 
right information in the right spots.”

EASE OF USE
  “The word that always comes back to us is that it is efficient,” 
says Nayor. “Efficient from a time perspective as the borrower 
only has to build a loan package once and efficient from a cost 
perspective as borrowers and lenders only pay a very small 
posting or subscription fee to use the platform.  There are no 
large commissions involved as BoeFly did not want to drive up 
the cost of the transaction or this interest rate that the borrower 
ultimately pays. This allows lenders to get more aggressive on 
their pricing and terms and it allows borrowers to find the best 
deal for them.”

  Ellis adds, “It’s a different financial world these days. This is a 
great way that allows borrowers, lenders, franchisors—really 
everyone—to navigate this new environment and reach places 
and surrounding areas that wouldn’t have been available to them 
otherwise. It allows me to be mobile without being mobile.”

Wendy Bautista is the editor of Advantage Small Business Magazine. 
She can be reached at Wendy@advantagebizmag.com or 904-222-8140.
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et’s face it, you are busy. Directives, assignments, 
projects, meetings, expectations and deadlines hover 
around you—and you struggle to get it all done and 
to fit it all in, let alone to find the time to take care of 

yourself along the way. Life has taken on the shape of constant 
movement and the stress of it all takes a toll on your mind and 
your body. 

  The net effect? Fatigue, decreased productivity, lack of focus, 
stress and disease. Taking a few moments each day to breathe 
deeply and stretch into your body, reduces stress and tension, 
stimulates circulation, focuses the mind and leaves you feeling 
better and better equipped to face the challenges of the day.
 
  Try the following and see how you feel. Start now. 

  1. Neck rolls. Close your eyes. 
Take a deep breathe. Relax your 
shoulders. Gently lower your 
chin to your chest and feel the 
sensation of the back of your neck 
lengthening. Begin to slowly roll 
the neck in a circular movement, 
reaching your right ear toward 
your right shoulder, then tilting 

your head back, and reaching your left ear toward your left 
shoulder. Move slowly. Stop to experience the stretch in the front, 
back and sides of the neck as you explore 
your range of motion. Move in both 
directions.

  2. Chair twist. Place your feet flat 
on the floor with your knees stacking 
over your ankles. Sit up tall. Relax your 
shoulders. 

  Take a deep breath in and, as you exhale, reach for the back 
of your chair and twist to the right. Close your eyes. As you 
inhale, feel the spine lengthening. As you exhale, peel your right 
shoulder open and twist through the torso. Explore the range of 
your twist for several breaths then switch sides.

 

  3. Ragdoll. Stand up. Separate your feet hip 
distance apart. Bend your knees. Slowly hinge at 
the hips and fold forward. Reach for the opposite 
elbows. Let the head hang heavy and release any 
tension in the neck. Feel the hamstrings, hip and 
spine beginning to lengthen as you relax into your 
breath.

  4. Wrist stretch. Lift the arms chest height and bring your 
forearms parallel to the floor. Place the backs of the hands 
together with the fingers pointed toward to the floor. Reach 
the backs of the hands toward one 
another and begin to drop the elbows 
until you feel a stretch in the top of 
the wrists. Breathe.

L

Yoga 
at the office
7 moves you can do from the office 
chair to better improve your day

By Bonnie Murdoch
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Bonnie Murdoch has been practicing law for more than 15 years and yoga 
for almost 10. Three years ago, she reduced her hours at the law firm to open 
Lotus Yoga, a vinyasa flow yoga studio in Riverside/Avondale. 

She co-owns the studio with her good friend and fellow lawyer/yogi, 
Bethany Crawley. Bonnie believes in the power of yoga as a process to 
develop mindfulness, strengthen the body, cultivate balance and transcend 
boundaries. 

For more information regarding Lotus Yoga, visit www.lotusyogajax.com or 
email Bonnie at bonnie@lotusyogajax.com.

5. Forearm lengthener. Place your 
palms on your desk with fingertips 
pointing toward your body. Take a 
deep breath in and, as you exhale, 
gently lean into the wrists and reach 
the palms of the hands  toward the 
desk.

6. Standing pigeon. Stand at your 
desk with your feet flat on the floor. 
Lift the right knee up and place the 
shin on your desk parallel to the 
front edge. Inhale to lengthen your 
spine and, as you exhale, begin to 
lean the body forward until you 
feel a stretch in the outer right hip. 
Repeat on the left.

 

7. Breathe. Close your eyes. Sit up tall. Begin to breathe deeply 
in and out of the nose. Relax your jaw and shoulders. Become 
aware of the sensation of your breath. Notice where it goes in 
your body. Feel its warmth. Allow your body to relax into the 
sensation of the breath moving through you. 

It starts with an intention. Set yours and off you go. 
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nyone who has been to THE PLAYERS Championship 
knows that the greatest tournament in golf is about 
more than the game itself. The annual tournament is 
a social mecca, a haven for new business development 

and the must-attend venue for executives of all levels.
 
   THE PLAYERS is the place where businesses meet, new 
relationships are formed and deals are made. Each year, more 
than 350 corporate businesses invest in a range of hospitality and 
sponsorship programs at THE PLAYERS — all with a goal to 
build relationships and generate new business. But the question is 
often asked, “What is available for small business owners?”

WHAT’S IN IT FOR ME?
   “There is no better event in Northeast Florida to meet 
influential business professionals and decision makers than at 
THE PLAYERS,” said Jared Rice, director of sales and marketing 
for THE PLAYERS. “But there is a misnomer out there that small 
businesses cannot get into these big hospitality tents. 

   “We want local businesses to have the opportunity to network 
with C-level executives from around the world and have created 
customized packages just for that purpose. We have thoughtfully 
designed tickets and venues that allow businesses of every size 
and type to attend the tournament and network with local, 
national and international executives who attend the tournament 
not only to watch the game, but to make deals and meet new 
contacts,” continues Rice. 

   Vince McCormack, president of locally based Perdue Office 
Interiors, is one small business owner who understands the 
value of networking at THE PLAYERS. For the past 20 years, 
McCormack has taken advantage of the opportunities afforded 
to small businesses by purchasing packages ranging from private 
chalets to The Benefactor packages.

   This year, McCormack has already purchased a customized 
package for The Benefactor tent that includes 16 tickets per day, 
Monday through Sunday, for his sales team to utilize for business 
development and client entertainment. 

   “We often entertain clients at local events, such as the Jaguars’ 
games and the Gator Bowl, but THE PLAYERS is unique in that 
it is an international event right here in our backyard that draws 
business professionals from around the world,” said McCormack. 
“The tournament has always been a great value for our company 
— customers appreciate it and we are able to develop new 
relationships and enhance existing ones.”

   Like McCormack, Andy Baggs is another local business owner 
that understands the value of business development at THE 
PLAYERS. Every year, The Baggs Craft Dixon Powell Group at 
Morgan Stanley Smith Barney purchases corporate hospitality 
packages to network with other business owners and generate 
business leads at the tournament. 

   “THE PLAYERS is the place to be for that one week in May 
and it is a great opportunity to network; odds are when you are 
out there you will run into people you know and be introduced 
to new business professionals,” said Baggs, first vice president, 
wealth advisor and investment management consultant with the 
financial group. Baggs is also a fourth-year vice chairman with 
THE PLAYERS. 

   For this year’s tournament, Baggs and his group purchased 
The Benefactor package, which includes 30 tickets per day to 
the venue, and divvied up the tickets amongst their team and 
other advisory groups. Baggs said this is the best way for small 
businesses like his to have access to corporate hospitality tents 
without spending outside their budgets. The tickets are used 
to entertain clients throughout the week, or in some cases, 
Baggs and his team will give the tickets to clients to use at their 
convenience. 
  

A

Got your game plan?
How you can utilize THE PLAYERS Championship 
to benefit your small business
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   “We get more mileage from The Benefactor package because 
we are able to take a small group of clients to the tournament 
each day and this fits well within our business model,” Baggs said. 
“I think THE PLAYERS has done a tremendous job of creating 
customized packages for small business owners who may have 
different needs and uses for the tournament than a Fortune 500 
company.”
 
BE A PART OF THE ACTION
  The key for small businesses to take advantage of the 
networking opportunities at THE PLAYERS is to find a plan that 
works for them. Here is a list of options for small businesses to 
attend the tournament and network at Northeast Florida’s largest 
business and sporting event:

• Decide which package or ticket is the best fit for your company. 
Small business owners and executives can purchase weekly and 
individual tickets to hospitality venues and make a plan to take one 
or two clients to the tournament each day.

• Work with THE PLAYERS sales and marketing team to discuss a 
custom package that fits your budget and entertainment style. 

• Determine which clients, prospects or former clients you would 
like to invite to the tournament. Call and invite them to attend on 
a particular day or send an invitation.

• Make a list of other businesses and executives you want to meet 
at the tournament. Make it a priority to network at venues such as 
The Turn, The Benefactor, The Courtyard and The Clubhouse to 
meet new business contacts.

• Partner up with another small business to purchase a private 
tent or customized package to entertain your clients, prospects and 
employees. There are several private venues and packages that can 
be shared by companies that pool their funds together and divvy up 
the tickets. 

GIvING BACk
There is no doubt that THE PLAYERS is an economic engine 
for Northeast Florida and its small businesses. The tournament 
brings an economic impact of more than $150 million to the 
First Coast, which is the equivalent to having the Super Bowl in 
Northeast Florida every year. 

Small businesses in Northeast Florida have the opportunity to 
take advantage of the tournament and create lasting relationships 
that will ultimately affect their bottom line. By investing their 
time and resources, small businesses can be a part of the action 
and increase their recognition, relationships and revenue 
by utilizing the networking opportunities available at THE 
PLAYERS.

 

THE PLAYERS CHAmPionSHiP 2012 
WHAT YOU NEED TO kNOW 

When: May 7-13, 2012

Where: TPC Sawgrass, Ponte Vedra Beach

Tickets: Children 18 and younger are admitted free with a 
ticketed adult. Tickets can be purchased at Publix or online 
at www.pgatour.com/theplayers. 

Corporate Hospitality: Corporate hospitality packages are 
still available. Visit www.pgatour.com/theplayers and click 
on 2012 Tickets or Hospitality. 

Parking: All parking is onsite at THE PLAYERS 
Championship. General parking Monday through 
Wednesday is free. Parking passes Thursday through 
Sunday must be purchased prior to arriving at the 
tournament. Passes are $20 and can be purchased online 
at www.pgatour.com/theplayers, at Publix or at Will Call the 
day of the tournament. 
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Jacksonville businesses in the news
DUGGAR & TRAYLOR ANNOUNCE 
AFFILIATION

Duggar & Traylor 
LLC, a Jacksonville 
based CPA firm, 

announces its affiliation with Sheldon 
& Associates. The combined expertise 
of both firms will provide insight into 
managing dental practices from day-
to-day challenges, profitability analysis 
and financial and tax implications. 
Donna Sheldon, principle at Sheldon 
& Associates, specializes in the dental 
industry and brings more than 30 years 
of experience transforming dental 
offices into productive and profitable 
businesses. For more information, 
email jsmith@duggarandtraylor.com or 
donnaasheldon@aol.com or visit www.
duggarandtraylor.com.

LEGACY TRUST FAMILY WEALTH 
OFFICES SPONSORS LPGA GOLFER 
AMELIA LEWIS

CEO and 
Chairman Kristin 
M c L a u c h l a n 

announced that Legacy Trust Family 
Wealth Offices will sponsor LPGA tour 
player and Jacksonville native, Amelia 
Lewis. The relationship between Lewis 
and Legacy Trust is unique in that it will 
focus mostly on Lewis’ ability to help 
Legacy Trust build relationships with 
clients and prospects as an ambassador 
for the firm. Lewis will participate at 
Legacy Trust golf outings and clinics, 
attend special events as a guest or 
host, and, when possible, even take 
Legacy Trust clients inside the ropes of 
tournaments. For information, call 904-
280-9100 or visit www.legacytrust.com.

MALLOY TO RETIRE FROM TBA
The Board of Directors 
for The Blood Alliance 
(TBA) announced that 
President and CEO Dale 
Malloy will be retiring. 
A succession planning 

committee appointed by the Board has 

been conducting its own recruitment 
and search for a replacement. A formal 
announcement will be made later 
this year to name the new successful 
candidate. As part of Malloy’s transition, 
he will remain with TBA in a part-time 
advisory and transition support capacity 
starting in Oct. 2012, and will fully retire 
on Oct. 1, 2013. For more information, 
visit www.igiveblood.com or call 888.99.
TBA.HERO (888.998.2243).

PEAk 10 INFRASTRUCTURE HOUSES 
vIRTECH SYSTEMS DATA

Peak 10 Inc. 
announced it is 
supporting the IT 
infrastructure of 
VirTech Systems 

LLC, which specializes in consulting, 
hosting, virtualization, networking, 
EDM, security, HIPAA compliance as 
well as other IT services. Peak 10 is 
delivering data protection services 
including Remote Hands and backup as 
well as cooling, power redundancy and 
burstable Internet. For more information, 
visit www.VirTechSystems.com or www.
peak10.com.

WINGARD CREATIvE WINS 4 ADDY 
AWARDS
Making an ancient art collection 
interactive for The Cummer Museum 
of Art & Gardens won Jacksonville 
design firm Wingard Creative a Gold 
ADDY at the 2012 ADDY Awards and 
Un-Masquerade Gala. In total, Wingard 
Creative took home four ADDY Awards, 
a Gold and three Silvers, for its work for 
The Cummer Museum of Art & Gardens 
and Florida Coastal School of Law. Learn 
more at www.wingardcreative.com.

TD CHARITABLE FOUNDATION 
CONTRIBUTES $100,000 TO FLORIDA 
FOOD BANkS 

The TD Charitable 
Foundation, the 
charitable giving 

arm of TD Bank donated a total of 

$100,000 to food banks and shelters 
throughout Florida to help ease the post-
holiday demand for meals, with Second 
Harvest North Florida – Jacksonville 
receiving $25,000. The donation helps 
support Florida communities, where the 
need for food assistance remains high 
due to significant shortages on food 
bank and pantry shelves in the new year. 
More information is available at www.
TDBank.com.

DAvIDSON REALTY INTRODUCES 
HOUSE HUNTING TExT FUNCTIONALITY

World Golf Village-based 
Davidson Realty has 
updated the traditional 
“Home for Sale” sign 
with new text messaging 
functionality. Info tubes 
have been replaced 

with text messaging signs at all of the 
Davidson Realty properties throughout 
Jacksonville, St. Augustine and Ponte 
Vedra. Now house hunters simply send 
a text message to get the most up-to-
date information on a Davidson Realty 
home for sale sent right to their phones, 
including photos and video tours, 24/7. 
For more information about Davidson 
Realty, call 904-940-5000 or visit www.
DavidsonRealtyinc.com.

ADvANCED DISPOSAL WELCOMES 
ZAWADSkI 

Advanced Disposal 
Services Inc. is pleased 
to announce the hiring 
of Joe Zawadski as auto 
property damage claims 
manager. Zawadski 
will be responsible for 

managing property damage claims with 
the ultimate goal of bringing each case 
to a conclusion and streamlining the 
claims process. For more information, 
visit www.AdvancedDisposal.com or 
on Facebook at www.facebook.com/
AdvancedDisposal.
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GLOBAL TECHNOLOGIES TO ADD NEARLY 
250 CONSTRUCTION-RELATED JOBS

Global Technologies, 
a Chicago-based 
major national 

construction and engineering contractor 
for telecommunications and utility 
operators, announced it will hire 
between 220 and 250 full-time employees 
in Orlando, Jacksonville, Tampa and 
Miami this year. 

Global Technologies has maintained a 
presence in Florida since January 2010 
and has opened permanent service 
offices in Jacksonville, Lakeland and 
Orlando, driven by ongoing relationships 
with customers including Nsoro MasTec, 
AT&T, Verizon Wireless and others. To 
learn more, go to www.glotech.us. 

BRUNET-GARCIA AWARDED 
8(A) CERTIFICATION

Through the 8(a) 
program, Brunet-
García can now 
be selected as a 

sole-source contractor for government 
agencies with less time, less paperwork 
and less hassle. 

Its background working with government 
entities including the Florida Department 
of Health and Florida Department of 
Transportation proved that it can do 
the work on time, on budget and with 
positive, measurable results. Visit www.
brunetgarcia.com to learn more. 

PRIME REALTY REPRESENTS COYOTE 
LOGISTICS 
Prime Realty announced Coyote 
Logistics, one of the leading providers of 
logistics and transportation services in 
the country, has signed a five year lease 
at 814 North A1A Highway, Veranda 
Building One. Veranda is located 
adjacent to the Marriott at Sawgrass 
Resort and Sawgrass Village offering 
easy access and visibility on Highway 
A1A. 

Coyote Logistics leaves the Deerwood 
office park for the new office space in 
Ponte Vedra Beach. The 3,173 square 
feet space will be some of the first new 
construction at the property this year. 

The new space in Ponte Vedra Beach 
allows for growth of the Jacksonville 
operations. For more information, visit 
www.primerealtyinc.comv or www.
coyote.com.

BROADBASED COMMUNICATIONS 
RECEIvES NATIONAL CERTIFICATION 
FROM WBDC

B r o a d B a s e d 
C o m m u n i c a t i o n s 
Inc. has been 

nationally certified as a Women’s 
Business Enterprise (WBE) by the 
Women’s Business Development Center, 
a regional partner of the Women’s 
Business Enterprise National Council 
(WBENC). BroadBased Communications 
Inc. is one of 17 WBENC certified 
businesses in the Jacksonville area and 
410 in the state. 

BroadBased is the only marketing and 
public relations communication agency 
certified as a WBE in Jacksonville. To 
learn more, visit www.bbased.com or 
call 904-398-7279.

MAYOR HOSTS INAUGURAL BUSINESS 
BUILDER SUMMIT 

Mayor Alvin Brown 
hosted his inaugural 
Business Builder 

program where small businesses 
learned more about available resources 
and tools necessary to compete and 
grow. Participants also received 
information on how to gain access to 
capital and credit. 

More than 450 small business owners 
and entrepreneurs attended Mayor 
Brown’s Business Builder and learned 
more from instructional sessions that 
featured speakers including: Small 
Business Administration Administrator 
Karen Mills, American Management 
Services’ George Cloutier and First 
Oklahoma Bank’s Tom Bennett. 

A highlight of the summit was the signing 
of a memorandum of understanding 
(MOU) between the U.S. Small 
Business Administration and the City of 
Jacksonville. The MOU is a partnership 
joining the two entities together with 
a common mission to helping start, 
maintain and expand small businesses in 
the area. 

The next Mayor Brown’s Business 
Builder will take place May 17-18, 2012.

DALTON AGENCY AND kILGANNON 
JOIN FORCES

Jacksonville-based 
Dalton Agency 
and Kilgannon, 

an Atlanta-based, advertising agency, 
announced that the two firms have 
merged. The joined companies will 
operate under the Dalton Agency name 
with Kilgannon serving as the newly 
expanded group’s Atlanta office. The 
Dalton Agency currently has offices in 
Jacksonville, Orlando, Savannah, Ga., 
and Columbia, S.C. For more information, 
visit www.daltonagency.com.

FOUNDATION FINANCIAL GROUP INkS 
MAJOR ACQUISITION

F o u n d a t i o n 
F i n a n c i a l 
Group acquired 

B&R Insurance. Financial terms of the 
transaction were not disclosed. B&R 
Insurance customers can expect to 
receive Foundation Financial Group’s 
efficient service, quick turnaround times 
and competitive pricing for which the 
company is renowned. More information 
is available at www.ffg.com. 

BRENNAN, MANNA & DIAMOND SET 
TO OPEN ITS FIRST INTERNATIONAL 
OFFICE

Brennan, Manna 
& Diamond LLC 
will open its 

first international office in Shanghai, 
China, this spring. Since opening in 2000, 
the firm has experienced tremendous 
growth and this new office will allow it to 
expand its international law practice and 
reach in the global market. 

It will also continue to serve clients 
in business law, commercial litigation 
and health care. Although Brennan, 
Manna & Diamond began its operations 
with just seven attorneys in the Akron 
office, there are now more than 50 
attorneys in the firm practicing in three 
offices, including two in Florida, one in 
Jacksonville and one in Bonita Springs. 
The Shanghai office is set to open in 
April in the downtown financial district.
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Small Biz news
REvISED PAYROLL TAx FORM AvAILABLE 
  The Internal Revenue Service (IRS) released revised Form 
941 enabling employers to properly report the newly-extended 
payroll tax cut benefiting nearly 160 million workers.

  Under the Middle Class Tax Relief and Job Creation Act of 2012, 
workers will continue to receive larger paychecks for the rest of 
this year based on a lower social security tax withholding rate 
of 4.2%, which is two percentage points less than the 6.2% rate 
in effect prior to 2011. This reduced rate, originally in effect for 
all of 2011, was extended through the end of February by the 
Temporary Payroll Tax Cut Continuation Act of 2011, enacted 
Dec. 23.

  No action is required by workers to continue receiving the 
payroll tax cut. As before, the lower rate will have no effect 
on workers’ future Social Security benefits. The reduction in 
revenues to the Social Security Trust Fund will be made up by 
transfers from the General Fund. Any further updates will be 
posted on IRS.gov.

GETPROMOTD SERvICE PROMOTES YOUR EvENTS 
  GetPromotd is an online publicist for events: it posts your 
events online to national and local event calendars in your niche. 
You will then instantly see your events listed across all the top 
ranking event websites like Backpage, Zvents, Yelp, and more.
 
  From there, GetPromotd finds local event websites to submit 
your event on to, arguably, the most valuable of all attendees: 
locals. In a final move, GetPromotd then submits niche events to 
online calendars related to an industry or topic of interest.

  Each of these websites, by themselves, sends a small number of 
visitors to view your website or ticket links. Combined, however, 
the GetPromotd service offers the most simple and cost-effective 
method to get more paying customers in the door online or 
anywhere else. Learn more at www.getpromotd.com.

BILLTRUST LAUNCHES INvOICE CENTRAL 
  Billtrust, a provider of outsourced billing services, announced 
the launch of Invoice Central, a cloud-based business invoice 
network that is focused on streamlining invoice delivery and 
payment for both vendors and small businesses.
 
  Invoice Central provides vendors with a hub-based approach 
to deliver invoices and accept payments electronically. Small 
businesses can sign up for free, log in and begin receiving and 
paying invoices from multiple vendors from one convenient 
website. 

  Invoice Central empowers small business owners with a one-
stop location for invoice and payment management, helping 
them avoid late fees, maximize early-pay discounts and save time 
by scheduling future payments. 

  For more information, visit http://invoicecentral.com. For more 
about Billtrust, visit www.billtrust.com. 

SBA TO HONOR SMALL BUSINESSES AT NATIONAL 
SMALL BUSINESS WEEk 
  The nation’s top entrepreneurs will be honored at the U.S. Small 
Business Administration’s National Small Business Week events 
May 20-22 in Washington, D.C. A series of award ceremonies, 
small business events and educational forums will mark the 59th 
anniversary of the agency and the 49th annual proclamation of 
National Small Business Week.
 
  More than 100 outstanding small business owners from across 
the country will receive awards while gathering for three days 
at the city’s Mandarin Oriental Hotel. They will meet with top 
administration officials, congressional representatives and 
national business leaders. 

  The highlight of the celebration will be the announcement of 
the National Small Business Person of the Year. Interested parties 
can register online at www.nationalsmallbusinessweek.com. The 
event also will be webcast live at the web site.

ICBA LAUNCHES ‘I LUv MY CB 2.0’
  The Independent Community Bankers of America (ICBA) 
officially introduced the newest version of its highly successful “I 
Love My Community Bank” campaign. Dubbed “I LUV MY CB 
2.0,” the grassroots-style social media campaign offers consumers 
and small businesses a forum to share their experiences with 
their community bank. Consumers and small businesses who 
share testimonials by May 1 are eligible to receive one of five $500 
gift cards, courtesy of ICBA.
 
  ICBA’s original “I Love My Community Bank” campaign 
includes an interactive website, www.ilovemycommunitybank.
com, where you can post comments, upload photos and deliver 
video testimonials about your community banking experiences, 
and a special Twitter handle, @iLuvmyCB.
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Do you offer benefits to 
your employees?

WE WANTED TO kNOW IF YOU, AS A SMALL 
BUSINESS OWNER, OFFER ANY BENEFITS TO YOUR 
EMPLOYEES, AND IF YOU DO, WHICH BENEFITS DO 
YOU OFFER? IF NOT, WHY NOT? 

“That is a great question. Lately, I have been 
asked by business owners how they can retain 
their employees and, even more so, their key 
employees. Recently, I have had an influx of one-
to-one meetings with business owners explaining 
the benefit of having an executive bonus 
agreement as part of their business plan.” 

—Thomas McKay, MSM, owner/manager
McKay Financial Solutions, LLC

“As a benefit, we pay for 100% of the employee’s 
individual health insurance.” 

—Lewis Hunter, principal 
ROCG Americas LLC

 POLL:
 Do you offer benefits to 
 your employees?

ON THE STREET

Volume 4, Issue 3 33

SURE Do!
56%

no
44%



 

AFTER HOURS

Giselle Carson:
THE GREAT OUTDOORS

IN ADDITION TO PARTICIPATING IN MANY EVENTS 

AIMED AT PROMOTING AND IMPROVING THE 

COMMUNITY, GISELLE CARSON, A SHAREHOLDER 

WITH MARKS GRAY, P.A. (WWW.MARKSGRAY.COM), 

IS CURRENTLY TRAINING TO COMPLETE HER FIRST 

BOSTON MARATHON AND THE MIAMIMAN.

  “Every year, my husband and I pick two to three key sporting 
events to participate in from our ‘bucket list,’” says Carson. 
“This year, they include the Boston Marathon in April and the 
Miamiman Half Ironman in November.” 

  As an immigration and business attorney, she works long hours, 
but still finds time to train four to six days a week—alternating 
between swimming, running, cycling, yoga and walking. “Since 
I never know what the day may bring, I schedule my training 
for early in the morning. I swim and run at 5:30 a.m. during the 
weekdays and run and bicycle in the morning during weekends.” 

AT THE STARTING LINE
  Carson recalls that it all started when her and her husband Jeff 
started training for the Bike MS 150—a 150 mile, two-day bike 
ride that benefits the North Florida Chapter of the National 
Multiple Sclerosis Society. “My husband works for Mayo and they 
have a very strong Bike MS 150 team. In 2002, we started training 
with them and have completed six MS 150s since,” says Carson.
 

  To add variety to her fitness routine and stay involved with the 
athletic community of Northeast Florida, she also began training 
and completed her first Gate River Run in 2004, and is now one 
of her favorite races. “This year will mark my ninth year running 
it, and placing in the top 10,” says Carson. “Several running 
friends told me the Boston Marathon was the world’s greatest 
running race and that I had to train, qualify and finish it. So I 
trained, qualified and now continue to train to run and finish the 
legendary and demanding 26.2 miles across eight towns from 
Hopkinton to Boston in April!” 

PURE JOY OF IT 
  Carson says the main reason she does all of this is because of the 
people she has met and the places she has seen. “It is a beautiful 
sight to run or walk over Jacksonville’s Main or Acosta Bridge at 
sunrise or sunset,” says Carson. “It is beautiful and peaceful to 
run, bike or walk through the city in the early morning hours 
when the streets are quiet, and there is little traffic. You can 
appreciate the beauty of Jacksonville’s environment and our 
quality of life.”

  Her husband is also very physically active and they enjoy 
cycling, walking and hiking together in Jacksonville and 
wherever they travel. In fact, it isn’t uncommon for them to run 
a race or hike a mountain when they travel. “Last year, while I 
was a forum speaker at the annual American Immigration 
Lawyers’ Association conference in Arizona, Jeff and I extended 
our stay to climb Mt. Whitney, the highest peak in the contiguous 
U.S. with an elevation of 14,497 ft.,” says Carson. “Some careful 
planning, conditioning and a positive mental attitude allowed us 
to submit and make the 22 mile round trip hike an unforgettable 
experience.”
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REASONS BEHIND IT
  For Carson, a marathon, a triathlon, a challenging hike is about 
living life, achieving goals, creating friendships, and learning 
from the experience. “There are so many reasons why I run and 
train and compete—the experience, friendships, confidence, 
bragging rights,” jokes Carson. “But primarily because being 
physically active and living a healthy lifestyle is the key to my 
personal and professional development. 

  “It makes me more productive throughout the day and I have 
more energy for my profession and life. I encourage anyone 
looking to have more energy, less stress and a happier life to start 
exercising! And the effect is compounded. Physical activity will 
benefit you, your family, your friends and your colleagues….how 
can it get any better?”
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