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It has been four years since Ted Leon-
sis, long-time AOL executive and

owner of the NHL’s Washington Capi-
tals, graced the cover of Washington
SmartCEO’s premier issue. Since that
first issue, SmartCEO has continued to
tell the stories and share the insights of
the Washington area’s top business
minds. In turn, the DC business com-
munity has truly embraced SmartCEO
as a trusted, timeless resource. 

At SmartCEO, we have a mission to
capture the essence of what drives local
CEOs to grow their companies. And
while other media companies may be
struggling, SmartCEO has made smart
decisions to control costs and focus on
what is most important to our readers.
The inspiration and advice that CEOs
have shared with one another over the
past four years is more important than
the paper these words are printed on. It
is because of this that SmartCEO will
be around for a very long time.

Headquartered in Baltimore,
SmartCEO has been locally owned
and operated since it was founded

in 2001. When I joined SmartCEO’s
Baltimore office more than five years
ago, I was instantly captivated by the
publication and its reach with entrepre-
neurs. The stories that have been told on
these pages have moved me. They
inspired a passion that drove me to
launch the Washington edition of
SmartCEO magazine in 2005 with
Samantha Belin.

You can count on SmartCEO’s
award-winning editorial
and art direction teams,
along with our dedicated
sales and marketing staff,
to continue to produce the
top-quality publications
and events you’ve come to
expect from SmartCEO.
We will continue to high-
light local CEOs whose
stories have the power to
educate, motivate and
inspire you to grow your
companies. We will con-
tinue to link you with the
tools, products and servic-
es that busy CEOs need.

We will continue to celebrate and recog-
nize CEOs for their entrepreneurship
and the risks they take in the pursuit of
opportunity. And we will continue to
create powerful events that connect our
CEOs with one another.

Thank you to all of our SmartCEO
ambassadors who have believed in our
mission. I look forward to working with
many of you to continue to build
Greater Washington as the preeminent

place for business
opportunities.

-Jaime Park

>> P U B L I S H E R

publisher’s letter
Washington SmartCEO celebrates four years

4th

HAPPY ANNIVERSARY
Washington SmartCEO
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Highlighting 10 Outstanding CEOs

Washington SmartCEO invites you to celebrate with the Capital's
business elite as we honor the 2009 Circle of Excellence and
Choice Award winners.

Join SmartCEO as we host our inaugural Circle of Excellence and Choice Awards Gala. The party starts high atop Gaylord National
Resort in Pose, a cutting-edge, two-story lounge that offers dramatic vistas of the National Harbor and DC skyline. Arrive in your finest
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About a year ago, I had lunch with
an executive of a major local com-

pany. Among the things I wanted to
inquire about was a potential problem I
thought he might be missing with
regard to some recent decisions his com-
pany had made. It was a very sensitive
topic and I was a little hesitant to bring
it up and somewhat nervous about how
to do so without seeming presumptu-
ous. But it was not long before this exec
told me about a meeting he had with
the CEO of a major Wall Street invest-
ment firm. He went to great lengths to

stress how impressed he
was by how generous
the Wall Street executive
had been with his time.
It became clear to me
that he was drawing a
subtle comparison to

our lunch meeting and patting himself
on the back for his own generosity of
time with me. The analogy annoyed me
enough to convince me it was not
worth the trouble to try to inquire
about the problem I thought I might
have spotted in his company. I thanked
him for lunch and kept moving with
my day.

All of us do this. We miss informa-
tion or feedback because we lecture
when we should listen. It’s an especially
sensitive problem in the print media
world, where we use words to paint pic-

tures about reality. If we listen well
enough, we can get close to truth, but
it’s still just an interpretation and people
closer to the reality always know what
was gotten wrong and often won’t tell
you. Accurate writing is always a reflec-
tion of taking time to listen and then
doing all the homework.

I walked away from my lunch think-
ing hard about what the executive was
saying about time. To a large extent,
business is about smart use of time.
Employers pay workers for their time.
Company efficiency is largely a measure
of how well those workers are able to
manage time. So, I don’t dismiss the rel-

ative value of a CEO’s time, but it’s
important to remember that the Wall
Street CEO who was so generous with
his time is also part of the crowd that
just burned our economy down with
unprecedented fraud. Perhaps it is mis-
guided to be impressed when a crook
spends a lot of time with you. 

And that is the conundrum about
managing time. The power above doles
time out to everyone in equal measure
incrementally, but unequal measure in
totality. Wealthy people are commonly
assumed to be more skilled at time
management, but sometimes the
unconstrained rich squander away their
time, while the highly constrained poor
manage it brilliantly (think Dr. Ben
Carson’s mother, Sonya). 

There are 24 hours in a day in which
to think and act. Using money to create
action on your own behalf is easy. Rather
than paint my house myself, I hire a
painter. This is how people and compa-
nies use money to manage their time
constraints. But what about the time
constraints on thought and on listening?
Such constraints are among the hardest
of all things for CEOs to manage. Dis-
tractions ceaselessly compress delibera-
tion, so delegation is the tool that CEOs
harness to compensate for the time
squeeze. But while most actions can be

delegated away entirely, strategic think-
ing can only be shared, at best. 

In this decision-making realm, what
matters most is the quality and useful-
ness of information. Actual thinking
still requires time, but a significant com-
petitive advantage can be achieved if
your systems of gathering good infor-
mation are superior. Effective CEOs
build networks where important infor-
mation filters their way from trusted
sources. The old rule of thumb here
used to be that there were no shortcuts
for building these kinds of networks.
Most are built by developing solid per-
sonal relationships inside and outside

the company. Technology
purveyors say otherwise
and have for the last few
years been pushing the
new god of information
transfer: social networking.

The question for CEOs
pondering the use of these
media tools, I suppose, is
whether or not online
social networking repre-
sents some amazing new
shortcut to creating a
strong information base.
Reports from the front
lines of early-adopters sug-

gest a bit of a mixed bag. The latest rage
in this hyperventilated space is Twitter, a
Web company that essentially offers
users the ability to conduct a one-way
instant-message conversation. If you are
asking yourself what’s so groundbreaking
about that, I congratulate you on your
question. The answer appears to be that
Twitter pushes out data in such a way
that it doesn’t culturally burden the
reader with any expectation of reply. As a
personal publishing solution, Twitter
appears to be the ideal print media chan-
nel for lazy and mildly illiterate narcis-
sists. Companies see these sites as yet
another marketing channel for belching
out information about the company. In
the parlance of sales strategies, it caters to
the “show up and throw up” approach to
selling where all that matters is the
number of people you hammer with a
message. Eventually, if most of the mes-
sages have no value, much of the audi-
ence will drift away once the novelty
wears off.

On the other side of the coin, as a
business intelligence solution, social
media sites like LinkedIn, Facebook and
Twitter have a more interesting value
proposition.

The most obvious value these sites
bring is in gleaning information about
new acquaintances and potential hires.

listen up: 
listen down
What’s the opposite of Twitter?

A wise old owl sat on an oak
The more he heard, the less he spoke,
The less he spoke, the more he heard
Why can’t we all be like that wise old bird?

-Unknown

>> E D I T O R ’ S D E S K
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Facebook works so well for this purpose
that NFL teams have allegedly even
gone so far as to create fake profiles of
attractive young women as a means of
“friending” draft prospects to learn
more about them. The NFL teams
apparently hope to discover whether a
potential recruit has put up a false front
in the evaluation process. Facebook
helps them do this by providing a covert
means for being completely dishonest
themselves, which I guess is what they
mean when they say, “We’re like one big
family here.”

If an NFL team turns to Facebook as
a shortcut, it is because the scouts can’t
afford to spend the time getting to know
every potential recruit. The old-fashioned
methods of establishing personal contact
and listening hard apparently aren’t
working well enough. But as a technique
for talent evaluation, this is a parlor trick
– and one that will soon evaporate. 

Social networking isn’t worthless,
but finding the real value in the ocean
of tech shortcuts that have popped up
in the last decade is tricky. And none of
it matters if it doesn’t improve your own
capacity to listen, think and strategize. If
you can figure out how to harness new
tools to create communication systems
that bring valuable information to you
and target your prospects with thought-
fully contrived information, then odds
are you will be ahead of the game.  

But in some ways, the old-world
skills of taking time to listen to the
needs of customers and partners matter
more than ever. Failure to deploy that
skill can’t really be replaced by simply
“spraying and praying” on Twitter. Just
because you are not working harder
does not automatically mean you are
working smarter. One carefully consid-
ered handwritten thank you note to one
important contact (see page 19) may
eventually bring more business in the
door than 100 tweets to everybody.

And if you listen – really listen – to
the type of buzz surrounding social net-
working, you may find the chatter is
laced with just a hint of fear about being
left behind by an economic gravy train.
It’s the type of chatter you may recog-
nize – it sounds vaguely like hot air
rushing into a balloon. 

The Internet didn’t go away after the
bubble popped. Neither did real estate
or investment banking and neither will
online social media, but the estimations
of its value by its fiercest proponents
might just be a little off. My advice?
Listen harder than you shout. 

-David Callahan

GEPPETTO CATERINGINC

As Washington’s choice for corporate catering, We cater all occasions 
and satisfy all appetites. we’re good, we’re fresh and we’re fast. 

w w w. g e p p e t t o c a t e r i n g . c o m        T e l e p h o n e 8 8 8 - 6 5 9 - F O O D

“On occasion,

carnivores and

herbivores coexist

peacefully

during feeding.”

GPC_CEO_JR_LS_F  7/8/08  12:20 PM  Page 1
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SHIVER ME TIMBERS
I nearly choked on my mixed greens

on April 2, when ABC News anchor
Charlie Gibson asked Bob Hormats
(vice chairman of Goldman Sachs) and
C. Fred Bergston, (Peterson Institute
for International Economics) whether
the actions of the recent G-20 meeting
“represents a new world order.”
Bergston replied, “In a very important
sense it does represent a new world
order … it’s the true globalization of
economic decision making.”

Gibson wasn’t parroting the words of
conspiracy buffs; he was parroting the
words of the leaders of Britain and
France. But give the conspiracy guys some
credit: they’ve been predicting a New
World Order coming-out party for years.

But let’s not make too much of
chatter – just because British PM
Gordon Brown is getting chirpy about
global governance doesn’t mean that the
real heavy lifting has been accomplished
on that score. Before global institutions
like the U.N. or IMF can gain any real
teeth, they need to rebuild a van-
quished old revenue mechanism and
foist it back on the United States and
other major democratic powers: taxa-
tion without representation. The pet
proposal for accomplishing this has
been the oft-hyped notion of carbon
taxes, but so far, the very few countries
that have ventured into the territory of
actually implementing a carbon tax
(Finland, Sweden, Norway) have not
surrendered the revenues to an unac-
countable international body.

Undaunted, some globalists think
they see another international problem
that could finally pave the way to tax rev-
enues flowing into the U.N. – piracy. Yes,
piracy on the high seas is back after being
buried somewhere for 200 years. The
practice was dug up by Somalia, a coun-

try that essentially collapsed
in 1991. The Somali pirates
are heroes at home partly
because they claim to have
political motives that extend
beyond money. They charge
that foreign interests have ille-
gally heavily fished their terri-
torial waters and that some
European companies have
taken advantage of Somalia’s
plight and dumped all kinds
of hazardous waste (chemical,
industrial, medical and
nuclear) right off their shores,
sickening people. Not that it
excuses piracy, but both accu-
sations appear to have some
credibility, according to the
Times of London and some

other neutral reporting.
The Somali side of things isn’t report-

ed much by western news outlets, but
don’t be surprised if instead, you sudden-
ly start hearing a revival of reporting on a
left-for-dead treaty from the 1980s – the
“Law of the Sea Treaty” (LOST). 

The Reagan administration fought
against joining the treaty on the
grounds that it needlessly voluntarily
surrendered U.S. sovereignty and violat-
ed free market principles, but the Bush
administration championed the revival
of the treaty and the Obama adminis-
tration shows clear signs of this being
yet another example of a policy stance
where they are right on the same page as
their predecessor. The treaty, which
would empower the U.N. to regulate all
human activity in international waters,
was originally drafted as an idea for
saving whales and other marine wildlife,
but suppressing piracy may become the
new tactical justification for a ratifica-
tion push by the State Department. 

The irony is that LOST might only
make piracy worse, because once pirates
made it back into their own territorial
waters, an international tribunal could
punish anyone who chased them. Most
of the explicit provisions in the treaty
are already observed by the United
States with just a few meaningful excep-
tions and one very notable exception –
U.S. ratification of the LOST treaty
would represent the first time the
United Nations was granted interna-
tional taxing authority through license
fees and direct taxes on economic activ-
ity in deep seabeds.

Where you stand on this issue prob-
ably depends on what you find scarier:
Somali pirates with guns and speed-
boats or international bureaucrats with
handshakes, smiles and fine print.

Observations and lessons

from the news headlines

newswatch

By David Callahan
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RESPONSE:  
Most of the writing on delegation

covers what you should do in delegat-
ing. There is another dimension to the
issue that is just as important: the
impact that trying to delegate has on
you and what to do about it.

Loss of perceived control. Being in
control of our own circumstances is
something we all struggle with from
birth. Psychologists are the people qual-
ified to talk to this in much greater
detail. But, ask yourself how you felt in
those times in your life when you did
not feel in control of things – being in a
skidding car, dealing with a bureaucracy
that did not respond to your complaint,
being snowed in (without enough bread
and toilet paper). Scary, or, at least, dis-
turbing stuff. Now, how differently did
you feel when you got control of the
car, resolved the dispute with the
bureaucracy or got to the store for sup-
plies? Delegation is loss of control as we
have become accustomed to it. 

You need to do something to estab-
lish control: learn to shift your owner-
ship of the process to ownership of the
results. This sounds simple, but it takes
discipline, clear communication of the
results you expect from others and the
patience to support their development.
So, it is really not a loss of control at all,
just a change of its location.

Loss of relevance. A second personal
roadblock to delegation is dealing with
filling the vacuum created by transfer-
ring duties to others. What will you do
with your time after delegating? If what
you did before trying to delegate
defined to you your relevance in your
company, then you have a decision to
make: either re-define your relevance or
keep doing what you are doing and
accept the barriers to growth (and the
exhaustion) that will result.

But there is a possible rainbow here:
the need for delegation usually rises

from a situation where the owner has let
things other than his or her highest and
best use eat up too much time. Often
these things are administrative duties
that can be transferred. Administrative
duties can be very seductive – they are
things you can do quickly, leaving
behind a sense of accomplishment.
They are necessary things – what can be
more important than making appoint-
ments, making deposits, writing checks?
They are also lousy reasons for you not
doing what you do best, whatever that
is, and letting the rest of the organiza-
tion do the things you are not good at. 

What are the things that really make
you feel relevant to others and your
company? Meeting with clients and
prospects? Wandering the market and
figuring out what’s coming next and
then determining what your company
will do about it? Determining the
makeup of the organization you will
need to support the next stage of
growth? Whatever those things are, there
is a close relationship between your
highest and best use and your real rele-
vance, to your business and to others.

Loss of the thrill of beginning. Some-
times, owners get stuck in the transi-
tion to the next stage of business that
requires more delegation because they
are bored. “Builder” entrepreneurs love

>> T H E p r o b l e m  s o l v e r

letting go is hard to do 
WHY ARE YOU STILL RESISTING DELEGATION?

PaulRiecks

QUESTION:  

I have read all the books and articles about “letting go” and encouraging my

employees to grow by taking responsibility. I have tried to set clear expecta-

tions, measure results and, hardest of all, recognize that my way may not be

the only way to get something done. But things just don’t feel right. What

am I leaving out of my process?

to get something started and when it
really gets rolling, they get bored
because they miss the thrill of the strug-
gle and overcoming the initial obstacles.
This is a very dangerous time. Not only
are things not being delegated, but
there might also be a need to bring in a
different type of leader to drive the
company forward – a “manager” entre-
preneur, someone who is good at
taking someone else’s idea and making
it better. Then the founder has a deci-
sion: is it possible to turn the company
over to the new “driver” and still find
something new in the company – a
new product or service, a new division,

a new location, or sell and start some-
thing new independently?

The gains. There is so much to be
gained from dealing successfully with
these issues: a more successful company
for the owner and employees, more job
fulfillment for the owner and the
employees, the joy of developing others
and seeing them grow by overcoming
their own challenges. The bottom line
is the willingness of the owner to recog-
nize the situation and take action. 

Paul Riecks is president of the Inner Circle Mid-Atlantic,
which forms and facilitates peer groups of business
owners and CEOs. www.innercirclemidatlantic.com.
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This sounds like a good idea but,
unfortunately, it isn’t feasible. The hard
truth is that there are times when you
will have to criticize your staff as well as
your managers. By remaining silent and
hoping that performance issues will dis-
appear by themselves, you are helping
to preserve the status quo and also
shirking your responsibilities. 

1>> FOCUS ON BEHAVIORS,
NOT ON PERSONALITY 

The best way to criticize others is to
focus on actions that you have

observed, not on their personalities.
Instead of telling one of your direct
reports that he or she is not dependable
or reliable, you’d be a lot better off
telling them that they “show up late for
staff meetings,” “make budget estimate
errors,” and “do not submit monthly
financial reports on time.” Using per-
sonality traits will typically elicit a
defensive or angry reaction on the part
of most employees – “I resent your
saying that I’m not dependable or reli-
able person.” Employees are much
more likely to accept, without becom-

ing defensive or angry, those behaviors
that you have seen with your own eyes. 

2>> GUARD AGAINST BROAD
GENERALIZATIONS

A sure way to trouble is to use two
deadly words – “always” and “never.”
Refrain from ever telling an employee
that she “always shows up late for meet-
ings,” or that he “never submits month-
ly reports on time.” Even if your state-
ments are accurate, you’re only asking
for a hot debate over precisely how fre-
quently or infrequently the individual is
late for meetings and with reports. You’ll
get a lot more improvement out of the
individual by saying you “frequently
show up late for meetings,” and you
“rarely submit monthly report on time.” 

3 >> DON’T PLAY ‘FREUD’
Unless you are a trained psy-

chologist, don’t try to be one. Stick to
making your criticisms in the form of
observable actions. Don’t even try to
make guesses as to what is causing an
employee to do what he or she is doing.
If you do, chances are that you’ll be off-
base. If an employee were to bait you
by asking why you think they’re sud-
denly making a lot of budget estimate
errors, you might have your opinions
(he’s depressed as a result of his divorce;
he feels bored and stiffled in his current
position), but keep them to yourself.

4 >> HELP THE MEDICINE
GO DOWN

Criticism is like taking medicine —
it doesn’t taste very good, but it can be
good for you. Nobody likes receiving
criticism, especially from their manager.
An excellent way of helping to make
the medicine go down is to express
your criticism as a question. For exam-
ple, one CEO needed to inform a man-
ager that he often embarrasses his
employees in public and that he refuses
to listen to their suggestions. This CEO

knew that this particular manager had a
great deal of respect for Terry Mitchell,
one of the company’s senior VPs.
Rather than confronting this manager
directly, the CEO simply said, “My
question is this: Would Terry Mitchell
ever treat his people in this manner?”
At that moment, this manager got
insight into his own actions.   

5 >> AVOID SANDWICHING
In his book, Skills For New

Managers, Morey Stettner points out
that some teachers are trained to give
school children criticism by mixing it
with positive comments. According to
conventional wisdom, youngsters will
be more receptive to criticism from
teachers if it is blended with compli-
ments. While this may prove true for
youngsters, it is not a good way to
handle your employees. If you try to
sandwich criticism between two slices of
praise to “soften its blow,” you’re getting
nowhere fast. Don’t play games. If you
have something negative to say about an
employee’s job performance, just say it.  

6 >> INSTILL CONFIDENCE
IN YOUR EMPLOYEES

Criticism will have its greatest
impact on improving employees’ job
performance when it is combined
with attempts to instill confidence.
Highly confident employees have the
deep belief that they can cause, bring
about, or make something happen.
Your role is to not only inform
employees when they are doing their
jobs poorly, but to also instill in them
the belief that they possess the where-
withal to straighten out. Here are a
few ways that you can enhance
employees’ feelings of confidence:
• Make certain that employees get the

training they need. This shows that
you and the organization believe that
the person has the ability to master
the skill; it also sends a message that
the employee is a valued resource.

• Model desired behaviors for employ-
ees. Seeing others perform a task suc-
cessfully makes employees judge that
they, too, possess the capability to
master the observed activities.

• Work on changing employees’ “self-
talk” so that it becomes constructive,
not debilitating. If you hear statements
from employees such as, “I never make
the tough sales,” “I always get nervous
when making presentations,” and “I’ll
never be able to manage my time as
efficiency as Terry does” – encourage
them to think positively. 

>> C E O A D V I S O R

10 ways to effectively 
CRITICIZE AND MOTIVATE 
Let’s clear up something right from the start. As a CEO, you want to be liked
and respected by your employees. You don’t want to treat them in the callous
and negative way that certain managers you’ve reported to in the past have
treated you. In fact, you vowed that if someday you were to become a CEO,
you would be different – you’d try your best to not to criticize employees to
avoid making them feel as you had in the past.

DouglasStrouse & 
KennethWexley
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7 >> SELECT AN 
APPROPRIATE SETTING

In his book, Effective Coaching, Mar-
shall Cook points out that when it
comes to delivering bad news to an
employee, the setting may be as impor-
tant as the message. First, for obvious
reasons, criticism should never be given
to any employee in the presence of
others. Second, consider using the
employee’s own office or cubicle, so
long as the setting is private. If this isn’t
feasible, then select a neutral site in your
company. If you decide to meet in your
office, don’t retreat behind your desk.
Instead, discuss the employee’s job per-
formance seated around a small table. 

8 >> CLARIFY WHAT 
YOU WANT 

Since the major objective of criticiz-
ing employees is to improve their job
performance, they also need to be told
how they can perform better in the
future. Discuss specifics with your
employees and get agreement from
them regarding what they need to do to
improve their performance. It’s critical-
ly important that the dialogue is collab-
orative so you get the “buy-in” from
your employees.

9 >> BE AWARE OF NONVERBAL
COMMUNICATIONS

Be careful not to raise your voice or
sound upset with an employee when pro-
viding criticism. Speak in your normal,
conversational voice. Be aware of your
facial expressions and body language.
Take a few minutes prior to the meeting
to calm yourself down so that you don’t
appear to be angry or frustrated.

Let employees know that you’re “on
their side” and that you simply want to
help them to do their jobs better. 

10>> PUT YOURSELF 
IN THEIR SHOES

Put yourself in your employees’
shoes by doing the following things:
• Explain how your comments will

help them make their jobs easier and
more satisfying.

• Guard against the temptation to tell
them how their actions are creating
headaches and problems for you.

• Give them a chance to talk and
explain, from their perspective, why
this is happening.

Kenneth N. Wexley, Ph.D. is an organizational psychol-
ogist and president of Wexley Consulting - HRD, an
Annapolis-based management consulting firm
Douglas A. Strouse, Ph.D. is the president of the CEO
Club of Baltimore and an organizational psychologist.

In the exciting, new destination of National Harbor, Maryland. Just minutes from downtown DC and Old Town Alexandria.

Attractive Rates  |  Extraordinary Value  |  All Sizes & Budgets
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“A key to our business model was
driven by an offhand comment by a
friend,” exclaims Naomi Simson,
founder and CEO of Sydney-based Red
Balloon. It was a similar set of “cus-
tomer clues” that drove a 60 percent
increase in revenue for Roger Hardy’s
Vancouver-based Coastal Contacts. 

It’s these “Black Swan” moments that
drive the success of your company –
these few-times-in-a-lifetime events when
the entire fate of the company is changed
forever. Your only hope is to up the odds
of bumping into these moments and
preparing yourself to recognize and act
when they present themselves. 

This requires a relentless pursuit of
your market involving numerous direct
conversations with your customers over
a sustained period of time. It involves
getting on more airplanes and on more
phone calls than you’ve done since the
launch of your business – especially
during turbulent times. 

And it involves stomaching what
many perceive as a lot of wasted time
and effort in conversations where you
must endure a monotonous rehash of
issues that risk boring you to tears. In
short, you must suck it up and “stay in
the game.” I implore top executives to
formally talk to one customer each
week, a critical routine easily jettisoned
if the power of the black swan moment
isn’t appreciated. 

STAYING IN THE GAME
The term “Black Swan” comes from

Nassim Nicholas Taleb’s in-your-face
book by the same name – a book that
uber guru Tom Peters has already
declared the best book of the decade,
and the decade is not even over, In short,
Taleb drives home the point that the
really important events in life and the
marketplace are rare and unpredictable
and what you must do is protect yourself
from the downside while giving yourself
a chance at the wild upside. 

Which brings me back to my two
opening examples. Naomi Simson, a
former corporate marketing executive
for Apple, already understood the
importance of listening to customers
when she launched her business in
2001. So when a friend of hers made an
off-hand comment that he loved her
company’s Web site (Red Balloon is a
gifting service that today offers over
1,500 unique experiences across Aus-
tralia) – and that he used it as a free
directory for locating interesting experi-
ences and then would book directly
with her supplier, Naomi’s heart sank. 

It was at that moment her business
model was reformulated, resulting in

what is called a “Pleasure Guarantee” –
you pay no more booking through Red
Balloon than you would if you went
direct. And given the added conven-
ience, service, packaging and branding
Red Balloon provides, it’s become a
powerful value proposition that has
driven phenomenal growth, including
over 60 percent in 2008. 

THE EPIPHANY 
A similar epiphany came to the

executive team of Coastal Contacts, a
global provider of contact lenses. Using
SurveyMonkey.com, they survey their
customers instantly after a purchase and
update the management team weekly
on the scores. They have adopted Fred
Reichheld’s Net Promoter Score (NPS)
methodology, which basically involves
asking two questions: 1) would you rec-
ommend us to a friend? and 2) if you
didn’t rate the answer a nine or 10 on a
10-point scale, may we give you a
phone call? 

The NPS score gives Hardy’s team
an overall gauge if they are “wowing”
their customers. From this data the
executive team calls 20 customers each
week, which gives them insights into
how they can deliver what Hardy calls a
“quantum leap value proposition.” 

“The process of calling customers
each week lets us see the patterns and
trends of our market,” Hardy says. “For
instance, we realized overnight shipping
was a big deal, so we started over-night-
ing everything and sales grew 60 per-
cent in one of our markets.” 

Hardy’s team has stuck to this
weekly process of measuring “wow” and
calling customers for over two years.
And though there is a large amount of
repetition in the feedback they receive
and the stories they hear, they know
they must keep at it relentlessly or they
risk their competition picking up the
clues and Black Swan moments before
they do. 

You have to stay in the game – and
the game of business is constant, direct,
firsthand interaction with your cus-
tomers on a weekly basis. So pick up a
phone right now and call a customer. 

Verne Harnish is the CEO of Gazelles and founder of
Entrepreneurs Organization (EO). www.gazelles.com.

>> T H E  G R O W T H  G U Y

black swan moments 
WHY YOU SHOULD PICK UP THE PHONE 

RIGHT NOW AND CALL A CUSTOMER

VerneHarnish

The game of business is
constant, direct, 
firsthand interaction with
your customers on a
weekly basis.

In the largest city in Southwest Florida.

Where hundreds of thousands of workers
are within minutes.

Where there are tens of thousands of
square feet of newoffice space and light
industrial buildings ready for occupancy.

Where robust broadband and the new
Southwest Florida International Airport
can connect you and your customers
across the globe.

Where, after a day at work, you can be
“on vacation” in your own tropical
retreat along 400 miles of lakes and
canals – in a place known for its value in
waterfront property.

If your business could be anywhere, why
not Cape Coral?

Cape Coral Economic Development Office
(239) 574-0444 • (866) 573-3089

www.bizcapecoral.com • ecodev@capecoral.net
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GET TO KNOW US AT
301.296.8940 • WWW.RGPI.COM

Ralph Graves Productions is more than a

production company – we are a trusted

partner who can deliver custom videos,

shows, meetings, and conventions that meet

your budget and WOW your audience.

DICK GRAVES, MIKE GRAVES, STEVE MARKS

� Creative Ideas & Content

� Event Production & Management

� Impact Openings & Entertainment

� Corporate Awards Ceremonies

� Internet Streaming & Webcasting

� Marketing, Training & Recruitment Videos

an affiliate of MJM Graphic Communications

15914 INDIANOLA DRIVE • ROCKVILLE, MARYLAND 20855

MAKE YOUR NEXT CORPORATE EVENT
EXCITING, AFFORDABLE, AND HIGH-IMPACT.



It was only 11 a.m., but I could not
keep my mind on work. Not with those
leftovers waiting for me in the refrigera-
tor. Come on, noon! I’d slaved all week-
end making a traditional Daube de
Boeuf Provençale, or beef stew. This is
not just any old stew with any old beef.
This takes days to get right, to eek out
all the flavors. So, there I was, trying to

work, urging Father Time to shake his
tail. And then the phone rang. At long
last, a distraction!

“Julie, I’ve got Bob Finton on your
line,” my assistant chimed. “Hi, Bob,
how you doing?” “Well, I’m still kick-
ing, but I been better. I will say that.”

Bob is the CEO of a commercial
security devices company headquartered

in Bel Air, MD, that employs about 20
people. A few weeks earlier, Bob’s com-
pany had been sued by a former
employee claiming violation of Mary-
land’s wage and hour law for failure to
pay overtime. Bob called me when he
was served with the lawsuit and I
advised him to contact his insurance
carrier immediately. His company was
hemorrhaging cash like every other busi-
ness muddling through the economy
and the last thing he needed was to
spend precious money on legal fees. I
was quite sure the company’s liability
insurance would cover this type of claim. 

I was half right. The policy – a ful-
some general liability insurance policy –
did include wage and hour claims, but
not my client’s. The policy specifically
says that coverage may be denied (1) if
the “insured fails to demonstrate proof
of a written policy covering the subject
of the claim,” and (2) if the insured
could not demonstrate that the policy
had been distributed prior to the events
giving rise to the lawsuit. Basically, if
Bob couldn’t demonstrate that the com-
pany had, for example, an employment
handbook that addressed overtime
wages, and that the handbook had been
distributed to employees before the
events complained of in the lawsuit,
insurance coverage could be denied. So
much for cost cutting.

GET-OUT-OF-JAIL-FREE CARD
Bob had been referred to me when

the lawsuit began, so I had not yet had
time to get on my soapbox about
employee handbooks. If only I had
been his lawyer before all this hooten-
anny began. My clients hear “hand-
book” and a faraway, glazy stare comes
over them. Employee handbooks are
like watching wallpaper peel, I know,
but – and if you’re a regular reader,
you’ve heard me say this before –
employee handbooks can be your get-
out-of-jail-free card. 

Aside from providing valuable, prac-
tical day-to-day guidance on employee-
management relations and workplace
dos and don’ts, employee handbooks
can be powerful defensive tools in dis-
crimination and other employment legal
claims. Trust me, I’ve got the stories to
prove it (good and bad, alike). Not only
do judges, the Equal Employment
Opportunity Commission, and the
Maryland Commission on Human
Relations look favorably upon employee
handbooks, handbooks have become
nothing short of a legal necessity to
avoid liability. Some courts have held
that the absence of an employee hand-
book is akin to having no policy at all,
which can cripple a company defending
an employment lawsuit.

The letter from the carrier denying
coverage quoted the section of the
policy regarding denial of the claim on
the basis of the absence of a written
policy, and enclosed a copy of Bob’s
signed application for coverage. The
application specifically inquired: (1)
“Does the Applicant have an employ-
ment handbook?” (2) “Does the Appli-
cant have a written anti-discrimination
policy?” (3) “Does the Applicant have a
written wage and hour policy?” (4)
“Does the Applicant have a written ‘at-
will’ provision in the employment
application or handbook?” and, my
personal favorite, (5) “Does the Appli-
cant use outside employment counsel
for employment advice?” Bob answered
no to all. Although the insurer had
issued a policy to Bob’s company (albeit
at a heightened premium), the policy
expressly disclaimed coverage obliga-
tions in the absence of a written policy
on the subject of the claim. There was
really nothing Bob could do. The lan-
guage was plain and he did not have a
written policy. 

But not all was lost for Bob. The
case settled out of court after docu-
ments exchanged during litigation
revealed that, while still employed by
my client, the plaintiff had started his
own security company, diverted Bob’s
customers to his own company and
pocketed the cash. Bob got lucky, but
you might not. Insurers may issue your
company a liability policy even if your
company doesn’t have its workplace
policies in order, but read the fine print.
Issuance of a policy is a far cry from
extending coverage. Don’t find out the
hard way. 

Julie Rubin is a principal of Astrachan Gunst Thomas.
Names and circumstances have been changed to pro-
tect privacy. www.agtlawyers.com

>>p o w e r  O F a t t o r n e y

run for cover(age)

JulieRubin
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hy should people buy
from you? If you’re like
most companies that are
growing, your list will
have two things in

common: it’s long, and it deals with spe-
cial insights, expertise or intelligence you
provide that your competitors do not.

In today’s hyper-commoditized
“flat-world,” the only opportunity you
have to effectively differentiate your-
self from your competition is your
intelligence. 

Here’s your challenge: Your com-
petitors have answers that are very sim-
ilar to yours. So, how are your best
potential customers – and even your
current customers – supposed to be
able to tell that you are a better alterna-
tive than your competitors? According
to Joe Pulizzi and Newt Barrett,
authors of Get Content Get Customers:
How to use content marketing to deliver
relevant, valuable, and compelling infor-
mation that turns prospects into buyers,
the answer is “content.”

According to Pulizzi and Barrett, the
Internet has transformed buyer behavior.
Customers have access to vast amounts
of online information from a broad
range of sources. They can find almost
anything they want in order to make an
intelligent buying decision. They want
plenty of information from you, too, but
they want it on their terms. They expect
to gather the information they need
without being interrupted by unwanted
marketing messages. Content marketing
is the art of understanding exactly what
your customers need to know and deliv-
ering it to them in a relevant and com-
pelling way.

Content marketing takes various
forms, and is by no means new. Since
the beginning of marketing, growth
executives have tried to find new ways
to develop and package their wisdom
in a manner that is innovative, enter-
taining and effective. The struggle for
growing firms was that distribution
was the content bottleneck. It didn’t
matter if you could create great con-
tent if there was no way to distribute
it. Therefore, companies relied on tra-
ditional advertising and PR to “get
their message out.”

Today, the Internet allows compa-
nies to become their own publishers,
and not only has this empowered com-
panies that are taking advantage of this
trend – it is punishing companies that
aren’t. Technology such as blogs, pod-
casts, You Tube, Facebook, LinkedIn
and Web site content management sys-
tems allow any company or individual
to bypass traditional publishing limita-
tions and let the world know what they
really have to offer.

Simply put, you can no longer rely
on claims to drive and create demand
for your products and services. Today,
you must prove it; you must “napsterize”
your knowledge. This means that if you
want people to treat your offering as
anything other than a pure commodity,
you must allow your buyers and poten-
tial buyers to sample your intelligence.

This thought scares most traditional
business people – and that leaves a
wide-open opportunity for companies
that are ready, willing and able to
embrace the world as it is. It means let-
ting the world know what you think –
and yes, that includes your competi-

tion. Whatever risk is associated with
releasing your intellectual capital is
overcome by the ability such a release
has to make true connections with
prospective clients, to clearly demon-
strate just how different you are (or are
not), and to shorten the sales cycle.

In my blog, I’ve written about The
New Marketing Funnel, which
describes the approach businesses must
take to create awareness, cultivate their
market, convert opportunities, and ulti-
mately to close business. The most crit-
ical piece of The New Marketing
Funnel puzzle is content. 

Get Content Get Customers provides
the outline of how to develop and
implement an effective content strate-
gy for both beginners and the
advanced. Get Content Get Customers is
really two books in one. The first part
builds the case for content, what it is
and isn’t and how to create an effective
strategy. This part of the book is writ-
ten in a breezy, effective style that will

keep the attention of experts and non-
experts alike. Everyone should read the
first part.

The second part focuses on a series
of case studies of actual content
approaches used by large, mid-sized
and small companies. While this part
was a struggle to keep my attention, the
examples used are highly effective. My
recommendation here is if you are
involved in growing the business from a
strategic standpoint, you don’t need to
read this section, so long as the person
who is responsible for executing an
effective strategy does.

Today’s condition is best summed
up by Puluzzi and Barrett, “All the rules
have changed. You need to relearn the
marketing game with a brand-new
marketing mindset. Those who can
adapt will flourish. Those who don’t –
well, think of dinosaurs.”

Doug Davidoff is founder and CEO of Imagine
Business Development. www.imaginellc.com.

BOOKSHELF 
by Doug Davidoff

Get Content 
Get Customers   
How to use content marketing to
deliver relevant, valuable, and 
compelling information that turns
prospects into buyers
By Joe  Pul izz i  and New Barrett
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A Case for Content
Why you should let prospects sample your intelligence
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On the heels of the Dulles Toll Road
development boom, developers

Akridge and Soave Real Estate are look-
ing to extend construction down the
Dulles Greenway with Loudoun Park-
way Center, a 2 million-square-foot
class A office park on almost 200 acres
straddling the primary north-south
connector in Loudoun County west of
Dulles International Airport. 

The site is zoned for up to 2.4 mil-
lion square feet of office, retail and
hotel development located at the inter-
change of Loudoun County Parkway
(Rt. 607) and the Dulles Greenway
(Rt. 267) – the first major intersection
on the greenway – and divided into
two parcels. Up to 800,000 square feet
may be built on the north parcel, and a
south parcel can accommodate up to
1.6 million square feet. 

The developers are first turning
their attention to 40 acres on the north
parcel on which they plan to build a
138,000-square-foot office building
and 28,000 square feet of retail in the
project’s first phase, according to Mike
Gill, project manager for Akridge. Sub-
sequent phases will add up to five simi-
larly sized office buildings, with addi-
tional walkable amenities concentrated

around an “amenity pond,”
Gills says. Site plans for the first
phase should be approved by
this fall, he adds. 

“We are not intending to
build it on spec, so once we get
a pre-lease we can build it,” Gill
says. “We are looking for a big
user, which could be a govern-
ment user or corporation that is
looking for space in this sub-
market.” Gill adds that the site
will incorporate adequate set-
backs to meet a government
user’s security requirements. 

“We are thinking to get the
project kicked off, we’d look for
someone to take up half the
building, or 60,000 square feet,”
Gill says. 

Loudoun County has seen
dramatic residential and commercial
development in recent years, particular-
ly in the areas surrounding the airport.
“Dulles is a huge engine and it put
Loudoun on the map commercially,”
Gill says. “A lot of the development
here has been residential, so I think
there are a number of buildings being
built on the toll road. Loudoun and
Akridge see the greenway as an exten-

ADDRESS: Loudoun County Parkway and the Dulles Greenway just beyond

Dulles Airport

DESCRIPTION: Mixed-use office, retail and hotel 

TOTAL SQUARE FOOTAGE: 2 million square feet of office and retail space on

almost 200 acres

ESTIMATED COST: $200 million for phase 1

DEVELOPERS: Akridge and Soave Real Estate

ARCHITECT: DVA Architects

LEASE AGENT: Millennium Realty Advisors

GROUNDBREAKING DATE: TBD, site plan for phase 1 to be approved Fall 2009

COMPLETION DATE: 2019

PROJECT toWATCH
Loudoun Parkway Center

Mayer
Hoffman
McCann P.C.
An Independent CPA Firm
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T toWATCH
Class A office space comes 

to Loudoun County

sion of the toll road, and this is a corri-
dor that the county has designated as
the keynote employment district.”

AOL’s global headquarters and Ver-
izon’s 1.5 million-square-foot campus
have also accelerated the region’s
growth. “The toll road has become the
primary corridor, and this is the exten-
sion, so we think we are in the path of
growth here,” Gill says.

Loudoun Parkway Center will be
located between the last two stations of
the proposed Metro Silver Line Dulles
extension. “With the stimulus package
helping to give the Silver Line the
green light, we are expecting the last
two stations to be built in 2016. So
within the next seven years, we’ll be
within a mile of two Metro stations,”
Gill says.

The developers are seeking LEED
Gold or Platinum certification for
Loudoun Parkway Center, according to
Gill. “We are contemplating using geot-
hermal for our HVAC system,” he says.
“Instead of cooling the building with
cooling towers on the roof, you’d send
the water down into 500-foot wells, and
it is three to five times more efficient, so

we think there would be substantial
energy and tax credit savings.”

Unlike commercial developments
east of the airport on the Dulles Toll
Road, Gill says that Loudoun Parkway
Center will include surface parking, as
opposed to structured parking garages.
“[Garages] can be a very expensive
component of the project,” he says.  “A
garage can sometimes be as expensive
as the building. When you look on the
other side of the airport, for those sites
to be viable, they need to charge much
more rent because they have to build
the garage. Going forward, this project
will have a lower cost basis than the
projects on the toll road, so we can
offer better rents.”

Gill says that with a portfolio of
class A developments in DC’s central
business district, Akridge is poised to
bring high-quality commercial real
estate to Loudoun County. “A lot of
the office product in Loudoun hasn’t
been class A, so we’ll be delivering a
quality of office out there that’s a great
option for anyone looking to have
offices out there. We are going to raise
the bar out there.”
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These are
the leaders
we support.

There are more than 100,000 people working
for you at thousands of nonprofits across your
community—providing afterschool programs
for disadvantaged youth, job training, envi-
ronmental service and so much more.{

Your support for the Center for Nonprofit Advancement and our member nonprofit organizations during
the Center’s 30th anniversary year will pay dividends for hundreds of thousands of people in need for years
to come. 

Support best practices in management, training and technical assistance that helps nonprofits succeed in
meeting the critical needs of your community.

Make a difference—join the Center for Nonprofit Advancement’s Corporate Social Enterprise
Initiative today. Visit www.nonprofitadvancement.org or contact Center for Nonprofit Advancement
CEO Glen O’Gilvie at gleno@nonprofitadvancement.org.

Featured Partners



< The Business Owner’s outsourcingguide2009
< < < < < < < < < < < < <
APPLICATION 
DEVELOPMENT

I4DM
Ben Hannon

(410) 766-8610 x111
www.i4DM.com

I4DM is a growing IT consulting firm focused on busi-
ness intelligence, data warehousing, enterprise
reporting and application development. We have a
regional focus in the mid-Atlantic and clients nation-
wide. I4DM provides strategy, business process, tech-
nology and project management services.

LOGIXML
Steven Schneider

(703) 752-9700
www.logixml.com

LogiXML is the smart choice for business intelligence.
It’s simple to start creating web-based dashboards in
hours, reports in minutes and analysis on demand,
without complex pricing schemes or user fees.

< < < < < < < < < < < < <
ASSOCIATIONS

ACG NATIONAL CAPITAL 
(Association for Corporate Growth)

Katie Newland
(703) 584-0246

www.acgcapital.org
With over 400 members, ACG National Capital pro-
vides unparalleled opportunities for networking, deal-
making and professional development for individuals
involved in building corporate value through M&A,
strategic partnerships, organic growth and capital
funding.

CENTER FOR NONPROFIT
ADVANCEMENT

Glen O’Gilvie
(202) 457-0540

www.nonprofitadvancement.org.
The Center for Nonprofit Advancement, serving more
than 800 nonprofit organizations, connects business-
es with their communities. Partner with the Center to
increase your visibility and impact locally.

ROCKVILLE ECONOMIC 
DEVELOPMENT

Sally Sternbach
(301) 315-8096

www.RockvilleREDI.org
The mission of Rockville Economic Development, Inc.
(REDI) is to assure Rockville’s future economic vitali-
ty. REDI provides knowledge, access, resources, and
direction to companies at all stages of growth

< < < < < < < < < < < < <
AV/PRODUCTION

ATLANTIC VIDEO
Krista Jenusaitus

(301) 408-0900
www.atlanticvideo.com

Atlantic Video’s production and digital expertise com-
bined with our creative team and years of experience
allow us to offer cutting edge solutions to all aspects
of broadcast television and new media platforms.

RALPH GRAVES PRODUCTIONS
Stephen L. Herchenroeder

(301) 296-8940
www.rgpi.com

Ralph Graves Productions is a 35-year-old full-serv-
ice event management and video production compa-
ny. We produce shows, events and meetings on
budget, and combine technology, creativity, experi-
ence, and determination to WOW your audience. 

PROFESSIONAL PRODUCTS
(240) 864-4000

www.professionalproducts.com
Professional Products Inc. is a technology driven
design-build company that prides itself on a “think-
tank” approach to solving client technical communi-
cation issues with solutions that focus on effective
and improved workflow.

< < < < < < < < < < < < <
COMMERCIAL 
REAL ESTATE

JONES LANG LASALLE
Robb Johnson

(703) 485-8800
www.us.joneslanglasalle.com

At the end of your lease term, the right relocation or
renewal strategy can transform challenges into cost
savings. Jones Lang LaSalle’s Tenant Representation
team will help you make the strategic real estate
decisions that will carry your firm well into the future.

< < < < < < < < < < < < <
COMMUNICATIONS/PR

VOCUS,  INC.  
Norm Weissberg 

(301) 459-2590 
www.vocus.com 

Vocus’ on-demand public relations management
software fundamentally changes the way organiza-
tions communicate, optimizing the critical functions
of public relations including media relations, news
distribution and news monitoring. 

PRIORITY MARKETING OF
SOUTHWEST FLORIDA,  INC.  

Teri Hansen
(239) 267-2638 

www.prioritymarketing.com 
Priority Marketing of Southwest Florida is the largest
full-service marketing, advertising and public rela-
tions firm in the region providing a broad spectrum of
services for successful businesses and organizations. 

< < < < < < < < < < < < <
DELIVERY SERVICES

FALCON EXPRESS 
TRANSPORTATION,  INC.  

Joe Ashkin
(240) 264-1236

www.fxtran.com
Falcon Express Transportation, Inc. provides superior
ground delivery and third party logistics services
throughout the Mid Atlantic region. FXT’s growth is
driven by seasoned leadership, customer service, and
decades of transportation industry experience. 

< < < < < < < < < < < < <
EDUCATION

MBA FOR EXECUTIVES AT UVA’S
DARDEN SCHOOL

Larry Becker 
(434) 982-2589

www.darden.virginia.edu/MBAExec
Darden’s MBA for Executives program lets you earn
an MBA from the University of Virginia while continu-
ing to work fulltime. Combine distance learning with
monthly weekends on campus in Charlottesville.

TRAINING SOLUTIONS,  INC.  
C. Michael Ferraro

(703) 318-0838
www.trainingsolutions.com

Training Solutions, Inc. provides people skills training
(classroom and online), coaching, workforce invest-
ment and HR consulting. In-house trainers can buy
products. Website offers free samples, free video pre-
views and more.

SPECIAL ADVERTISING SECTION

Is your to-do list running out of lines? 
Check out this directory and let someone else do the work. 

April Jones
Marketing Manager
Deloitte Services LP
Class of 2010

April Jones
Marketing Manager
Deloitte Services LP
Class of 2010

April Jones
Marketing Manager
Deloitte Services LP
Class of 2010

You can earn the Darden MBA without
interrupting your career.

The University of Virginia’s Darden MBA for Executives program 
combines monthly weekend residencies in Charlottesville with flexible 
distance learning. Your classmates are seasoned professionals and you 
study with the faculty that’s consistently ranked #1 by Princeton Review.

Now accepting applications to begin studies in August.
To learn more or apply, visit: 
www.darden.edu/MBAE

“�e world’s best business professors
 are making me a stronger leader.”
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< < < < < < < < < < < < <
EMPLOYMENT

CMI
Brock Boyd

(703) 356-2190
www.cmicareers.com

CMI is the leading sales and marketing recruiting
firm in the DC area. We align talent with opportunity,
at all levels of the sales career ladder.

CAPITAL SEARCH GROUP
Marc Zeid

(703) 288-3600
www.capitalsearch.com 

Capital Search is one of Washington’s leading execu-
tive search firms specializing in retained, contingent,
and consulting searches in accounting and finance,
IT and HR. Our client base ranges from multinational
publicly traded corporations to early stage VC funded
companies. With over a century’s worth of recruitment
experience, we are uniquely positioned to fulfill all
your hiring needs. 

< < < < < < < < < < < < <
EVENT CATERING

GEPPETTO CATERING
Josh Carin

(301) 927-8800
www.geppettocatering.com 

In business since 1989, Geppetto Catering is Wash-
ington’s choice for corporate catering. We pride our-
selves on reliability, innovation, and quality. We look
forward to the opportunity to serve you. 

SUPERB CUISINES
Keula Binelly

(301) 869-5335 
www.superbcuisines.com

Superb Cuisines provides premier off-site catering
services to the DC Metro area. We understand the
demands one faces in organizing an office lunch or
hosting a casual get-together at home. We offer
menus designed to simplify your job and everyday life. 

< < < < < < < < < < < < <
EXECUTIVE COACHING

VISTAGE
Clyde Northrop

(202) 316-3159 
www.vistage.com

Since 1957 Vistage has been helping CEO's become
better leaders, make better decisions, and achieve
better results, with monthly problem-solving peer
meetings, individual coaching, expert speaker work-
shops, and web access to more than 15,000 execu-
tives in 16 countries.

ACTION COACH
Angie Segal

(301) 879-7873
www.actioncoach.com/angiesegal

ActionCOACH is the world’s number one coaching
firm helping small and medium size business owners
overcome obstacles and achieve unlimited success.
Call us when you are ready to take it to the next level.

THE BOARD,  INC.  
John L. Foote

(410) 974-9265 
www.metrodcboard.com (DC/NVA)

We offer business owner CEOs the better alternative
to a formal board of directors by putting 12 to 14
carefully selected non-competing owners together in
monthly problem-solving meetings, resulting in
improved performance and profitability. 

< < < < < < < < < < < < <
FINANCIAL SERVICES

CBIZ MHM, LLC /  MAYER 
HOFFMAN MCCANN PC

Greg Allender 
(301) 951-3636 

www.cbiz.com/Mid-Atlantic 
CBIZ MHM is among the top10 accounting service
providers nationally. Services to small and middle
market public and privately held companies, govern-
ment contractors, grant recipients and nonprofits
include assurance, tax compliance and strategy, risk
advisory and internal audit services, M&A, valuation,
and business consulting.

ACCOUNTING & TAX 
PROFESSIONALS LLC

Kimberly A. Wheeler
(301) 643-1167

www.accountingpros.net
A full-service firm providing accounting, bookkeep-
ing, tax planning and preparation and business con-
sulting services. Additionally, we provide temporary
and part-time controller and CFO services. Whether
it’s on-going or temporary, let us be an accounting
outsourcing solution for you.

SNYDER,  COHN,  COLLYER,
HAMILTON & ASSOCIATES,  P.C.

Deborah L. Waldman
(301) 652-6700

www.cpahelp.com
In business for more than 80 years, Snyder Cohn’s
dedicated outsourced accounting division provides
services ranging from temporary accounting staffing
through controllership. We customize the traditional
model for accounting services to meet the needs of
our individual clients’ internal accounting systems.
The resources in our tax, pension and other divisions
are added client benefits to our outsourced work.

< < < < < < < < < < < < <
HUMAN RESOURCES

ADMINISTAFF 
Rory Cooper

(800) 465-3800
www.administaff.com

Administaff provides small and medium-sized busi-
nesses with a full range of human resources services,
including employment administration, government
compliance, employee benefits management, recruiting
and selection, performance management, employer lia-
bility management, and training and development.
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Accounting & Tax Professionals, LLC
(301) 643-1167         

kwheeler@acctandtax.com          KIMBERLY WHEELER
Your Accounting Outsourcing Solution

Every business needs help now and then.  Whether it’s full time, part time, ongoing
or temporary, Accounting & Tax Professionals, LLC provides it all.  Our talents
include more than 14 years of public accounting, tax, and consultant experience,
helping companies meet and exceed their financial and business goals. 

Our services include accounting and bookkeeping – from financial statement reporting, budgeting, forecast-
ing and cash flow – to tax planning and preparation, and just about everything in between.  Transitioning or
just getting started?  We provide temporary and part-time Controller and CFO services and human resource
services including recruiting and payroll.    It doesn’t end there.  We also assist with SEC reporting and investor
relations. All of this with precise focus on personal service and attention to detail. 

By outsourcing your accounting needs, short term or ongoing, you can concentrate on taking care of your busi-
ness.  Let Accounting & Tax Professionals, LLC be an accounting outsourcing solution for you. 

TPO, Inc.
(703) 533-1533

www.tpo-inc.com EVE FRAMIÑAN
HR Drives Business Results

Today it is more vital than ever that you devote your time and energy to generating
revenue and results.  You hired finance and operations professionals to help you
achieve those results, but nothing affects their effectiveness more than having to
respond to the HR needs of the company.

TPO is the leading strategic HR outsourcing and consulting company in the Greater Washington Metropolitan
area and we work with organizations that need the full attention of their leadership team focused on core oper-
ations. TPO has been a valued HR partner to over 150 non-profits, associations and corporations for 14 years.
TPO can help you and your team get back to business.

AnalySYS 
(410) 661-9800 – Greater Baltimore 
(301) 571-9115 – Greater Washington          
www.analysys.net STEPHEN KOLBE
Improve Flexibility and Efficiency When the Budget for New
Expenses is Already Zero

With payroll costs comprising the single most expensive component of the IT budg-
et and volatility in the marketplace demanding unexpected and sometimes drastic

growth or constriction in need for staffing, there has never been a time like the present to consider IT outsourc-
ing.  Whether outsourcing the entire IT department or augmenting an existing team to meet a temporary need,
organizations can scale staffing up and down as needs dictate and without most of the concerns associated
with traditional employment relationships.

As part of a holistic approach, AnalySYS also assists clients in evaluation of other cost saving solutions such
as green computing, virtualization, datacenter colocation, remote service monitoring, teleworker and secure
remote access, and process optimization.

Start reducing IT operating costs.  Increase efficiency.
Contact us today.
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HELIOS HR 
Kathy Albarado 

(703) 860-3882 
www.helioshr.com 

As the trusted advisor to some of the nation’s top
small and mid-sized organizations, Helios HR pro-
vides expertise in assisting organizations in achiev-
ing their business goals.

IMPACTHR,  LLC
Kelly Mitchell

(410) 480-7145
www.impacthrllc.com

Providing clients with HR services focused around
compliance, recruiting and selection strategies, com-
pensation strategies, employee development, man-
agement training, succession planning, leadership
development, performance management and work-
place productivity strategies.

TPO,  INC.
Eve Framiñan

(703) 533-1533
www.tpo-inc.com

TPO is the leading strategic HR outsourcing and con-
sulting company in the Greater Washington Metropol-
itan area. Founded in 1994, TPO believes that
engaged and active management of an organiza-
tion’s human resources has a direct and measurable
effect on bottom line results.

TRINET
Doug Bailey

(703) 899-7076
www.trinet.com 

TriNet delivers HR outsourcing services that allow
small companies to do what they do best. Over 2,000
companies have turned to TriNet for human
resources, benefits, payroll, workers compensation,
and strategic HR services.

< < < < < < < < < < < < <
INNOVATION STRATEGY

MYUTIQ
Karen Maples

(703) 521-1233
www.myutiq.com

Myutiq, LLC is an innovation strategy firm that helps
clients ignite significant growth through breakthrough
ideas and initiatives that address aggressive growth
targets and anticipate unforeseen market risks. 

< < < < < < < < < < < < <
INSURANCE

POTOMAC COMPANIES,  INC.
Joseph Appelbaum

(301) 840-0770
www.potomacco.com

Potomac is an employee benefits brokerage and consult-
ing firm that helps enterprises navigate the complicated
world of employee benefits and provides customer,
human resources and technology support services.

KELLER BENEFITS
Andrea Kessler

(301) 652-3650
www.kellerbenefit.com

A leading employee benefits broker for small to mid-

sized employers since 1983. Provide health and wel-
fare benefits and retirement plans to over 400
employers by a team of 23 professionals.

COLONIAL LIFE
Cherie Ashcroft

(866) 600-5886
www.coloniallife.com

Colonial Life pioneered offering voluntary benefits
through pay-roll deduction. Our first payroll deducted
account from 1955 remains a customer today. We’re
the benefits counselor for working Americans. 

< < < < < < < < < < < < <
IT CONSULTING 
SERVICES

NEW SIGNATURE
Christopher Hertz

(202) 452-5923 
www.newsignature.com

New Signature is a customer service centric IT consult-
ing firm. We provide: strategic planning; proactive net-
work management; on-site and remote support; help
desk; and managed services. Microsoft Gold Partner.

ANALYSYS
Stephen V. Kolbe
(410) 661-9800 (Greater Baltimore)

(301) 571-9115 (Greater Washington)
www.analysys.net

Provides IT outsourcing services in the Baltimore-
Washington area, including consulting, augmenta-
tion, and managed datacenter services. For more
information, please see our profile ad.

SECURE MY IT
Mehran Firouz 

(301) 960-4898
www.SecureMyIT.com

SecureMyIT Inc. is a reliable and affordable global
technology consulting firm. We guarantee cost sav-
ings on your monthly IT bills. Contact us for a free
network security audit. 

< < < < < < < < < < < < <
IT MANAGEMENT

GOBEYONDIT
Richard Crane

(443) 832-4165
www.gobeyondit.com

GoBeyondIT, an IT-services company, provides busi-
nesses with managed technology solutions that
enable clients to deploy desktops and applications
without the associated cost and burden of owning,
managing or supporting them. 

THINKING BEYOND
Andrew Glinka

(703) 740-1111
www.thinkingbeyondIT.com

Looking for an IT company that's thinking ahead? Our
proactive computer support prevents problems and
keeps your employees productive. Learn about our
unlimited fixed price plans that fit within your budget. 

What makes Keller’s Employee 
Benefit Experience 

YOUR Advantage?
Since 1983, Keller Benefit Services has been designing, implementing and
managing employee benefit programs for leading employers.  With over
400 clients, a 98% client retention rate, and a team of 23 professionals,
Keller is one of the largest and most experienced, independent full-service
employee benefit brokerage firms in the Washington, D.C. metropolitan
area. Keller is a recognized leader in providing employee benefit services to
local employers.

Our Areas of Expertise:

• Group Medical, Dental and Vision Plans

• Group Life, Disability and Voluntary plans

• Cafeteria/Flexible Benefit Plans

• Wellness, EAP and Work Family Benefits

• Qualified and Non Qualified Retirement Plans

• Internet and Intranet Benefit Support Services

Contact Andrea Kessler, Director of Business Development at 
(301) 652-3650 ext 316 or akessler@kellerbenefit.com 

to find out how we can benefit you.
www.kellerbenefit.com

“CapitalSource has built a strong relationship with Keller Benefit Services.
Keller not only provides knowledgeable advice in a wide range of complex
benefit situations, they also provide stellar customer service.  The expertise
they bring to our benefit programs has given us complete confidence in all of
their consultants.  We highly recommend their services to anyone seeking a
qualified benefits broker.” 

Dana Smith, Vice President, Human Resources
CapitalSource, Inc.
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< < < < < < < < < < < < <
LEGAL SERVICES

NATIONAL LAW OFFICES OF
JULIUS P.  TERRELL,  PLLC

Julius P. Terrell, Esq.
(202) 349-5554

www.jptlawchambers.com
National Law Offices of Julius P. Terrell, PLLC, is a
boutique law firm specializing in business develop-
ment, contracts, government relations, real estate,
securities and trusts matters. Providing valuable
legal services for a small fee.

STEIN, SPERLING, BENNETT, DE
JONG, DRISCOLL & GREENFEIG, PC 

Millard Bennett 
(301) 340-2020 

www.steinsperling.com 
Stein Sperling offers legal services through multiple
practice groups including business, tax, real estate,
employment, civil litigation, municipal, criminal,
estate planning and probate, family and injury law.

JOSEPH, GREENWALD & LAAKE, PA
David Bulitt 

(301) 220-2200
www.jgllaw.com

Our 40-year history in the Maryland and DC area has
been aimed at putting the law to work for our clients
who seek compensation for injuries, face business
and family law challenges, require assistance with
labor and employment law issues and plan for the
future through estate planning.

< < < < < < < < < < < < <
MEETING VENUE

RONALD REAGAN BUILDING AND
INTERNATIONAL TRADE CENTER

Mitchell Bierbaum
(202) 312-1320
www.itcdc.com

DC’s most dramatic building is the ideal location for
your next conference or gala. We are everything you
need: versatility, resplendent interiors, innovative
cuisine and impeccable service.

< < < < < < < < < < < < <
MOVING SERVICES

THE KANE COMPANY
James H. Durfee 

(800) 331-4025 
www.kanecompany.com

Office Relocations; Secure Document and Electronic
Equipment Destruction; Office and Hotel Furniture
Installation and Storage. Trust The Kane Company to
get it right, at a price competitive for today’s market.  

D H MOVING & STORAGE,  INC.
Sean O’Malley

(410) 525-2300
www.dhmoving.com

www.dullesmoving.com 
D H Moving & Storage, Inc is a locally owned, inde-
pendent, full service provider with offices in Balti-
more and Northern VA. We do local and long distance

moves. We are an agent of Wheaton World Wide, a
national van line. Services include moving, packing,
crating, storage, consulting, etc.

< < < < < < < < < < < < <
ORGANIZATIONAL
MANAGEMENT

INNER CIRCLE MID-ATLANTIC
Paul A. Riecks

(410) 323-7429 
www.innercirclemidatlantic.com

Inner Circle Mid-Atlantic forms and facilitates groups
of 10-15 non-competing business owner/CEOs who
meet monthly to fight “it’s lonely at the top” and to
share experiences, ideas and advice.

SMART PERFORMANCE 
STRATEGIES,  LLC

Eric Miller / Carol Vellucci
(410) 453-9591 / (410) 241-2699

www.smartperformancestrategies.com
Organizational development firm specializing in advis-
ing business owners on effectively using pre-hire job
match assessments, measuring employee performance
and leadership in supporting business growth plans.

THE CHAPMAN GROUP
Dennis J. Chapman Sr.

(410) 381-7113 x16
www.chapmanhq.com

The Chapman Group enables sales organizations to
optimize sales effectiveness. Our clients increase
sales revenue through: strategic account manage-
ment programs, sales and account management
metrics, process and methodology and more.

< < < < < < < < < < < < <
PAYROLL SERVICES

PAYROLL NETWORK
George Whitehouse, CPA

(301) 770-4200
www.payrollnetwork.com 

Provides premier payroll solutions that include inter-
net based, time and attendance, payroll and tax filing,
direct deposit, employee self-service, online benefits
management, interfaces to 401(k) and general ledger,
flexible reporting and responsive, personal service.

ADP MAJOR ACCOUNT SERVICES
Franco Benazzo

(703) 307-1230
www.adp.com

ADP, Inc. is one of the world’s largest providers of
business outsourcing solutions. Leveraging more
than 55 years of experience, ADP offers the widest
range of HR, payroll, tax and benefits administration
solutions from a single source. 

ANYBILL,  INC.
Sander Mueller 

(202) 682-6323 
www.anybill.com 

Anybill provides on-demand accounts payable
automation by combining the cost savings of out-
sourcing with the efficiency, visibility, and control of
software automation. 
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THE VALUE OF BENEFITS COMMUNICATION
Even though employers are offering more benefits

than ever, employees may not understand those ben-
efits or appreciate the value of their benefits package.
The good news? Colonial Life’s benefits education
sharpens employees’ understanding and appreciation
of the value of their employer-provided benefits. 

We can help you design a flexible employee bene-
fits package that fits the needs of your business as
well as your employees. This enables you to build a
more loyal and satisfied workforce, and ultimately, a
stronger business. 

As counselors for your employees’ benefits needs,
we come to your worksite and spend one-to-one time
with each employee to provide simple, straightforward
advice about the benefits they have — and those they
need to fit their individual lifestyles and budgets.

AT NO DIRECT COST TO YOU, COLONIAL LIFE CAN PROVIDE:
• One-to-one benefits counseling for the total

benefits program – core and voluntary – to
help your employees understand and appreci-
ate their benefits and to help guide them
through the decision-making process.

• Group meetings for a full overview of the entire
benefits program and to help employees better
prepare for individual enrollment sessions.

• Personal salary illustrations that
outline employees’ benefit
selections and how each
affects their paycheck, ensur-
ing the employee knows what
to expect when the first
deductions are made.

• Benefit statements for a detailed
overview of employer-provided
benefits and their monetary value,
helping employees understand and appreciate
the true value of their “hidden paycheck.”

• Election forms for a detailed accounting of
each employee’s selections and contributions.
Gives plan administrators a concise summary
of payroll elections for easy data input and
employee records.

BY PACKAGING YOUR CORE OFFERINGS WITH OUR
SUPPLEMENTAL INSURANCE PRODUCTS, YOU CAN
ENHANCE YOUR BENEFITS PROGRAM BY:

• Offering new coverage options to help employ-
ees pay for what their group insurance doesn’t,
at no direct cost to you.

• Allowing employees to pay for coverage
through the convenience of payroll deduction. 

• Enjoying employer and employee tax savings
by pre-taxing through Section 125.

WE ALSO PROVIDE ENROLLMENTS THAT
ARE PERSONAL WITH EASY-TO-USE
TECHNOLOGY. 

We work with you to determine
which of our one-to-one enrollment

options will best meet your business
needs:

• One-to-one counseling session
• On the phone
• Co-browsing

Whichever option best fits your needs, the web-
based technology that powers all of our enrollments is
our award-winning and simple-to-use Harmony®
system, which features online and offline capabilities.

The more employees understand their benefits, the
more they appreciate them. The more work we can
do for you, the less you have to do for yourself. With
70 years under our belts, administering more than
50,000 accounts and 2.8 million policies in force,
Colonial Life has learned a thing or two about partner-
ing with companies like yours.

Call Cherie Ashcroft (1.866.600.5886) for addition-
al information on Colonial Life’s products and services.

Colonial Life products are underwritten by Colonial
Life & Accident Insurance Company, for which Colonial
Life is the marketing brand.

Colonial Life Cherie Ashcroft, CLU, ChFC, Agency Development Manager 
coloniallife.com  
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How Wellness Promotion & Consumer Driven
Healthcare Can Benefit Any Organization

THE PROBLEM
Employee health care costs are skyrocketing due

to a national epidemic of poor health caused by
unhealthy lifestyle choices.  87.5% of health care
claims costs are due to an individual’s lifestyle
(Source: Indiana University-Purdue University, Fort
Wayne (IPFW) Study, 2006).  If 87.5% of health
care claims costs are lifestyle related, then these
costs are potentially preventable.

For every 100 employees, 25 have cardiovascu-
lar disease, 12 are asthmatic, 6 are diabetic, 26
have high blood pressure, 30 have high cholesterol,
38 are overweight, 21 smoke, 31 use alcohol exces-
sively, 20 don’t wear seatbelts, 24 don’t exercise,
and 44 suffer from stress (Source: Department of
Health and Human Services, 2007).  In addition, on
average, more than 95% of health care costs are
spent on diagnosis and treatment (medical care),
with only 2-3% invested in early detection (screen-
ings), and no more than 1-2% on prevention
(Source: David Anderson, PhD reporting in
Wellness Councils of America’s Absolute Advantage
2003).  This is a purely reactive approach to health
care management, and the cost to both the employ-
er and employee is immense and growing.

In fact, poor health practices and existing health
risks of employees have significant impact on an
organization’s bottom line including increased
health claims, decreased productivity, increased
presenteeism (at work but distracted by health or
personal issues), increased absenteeism, and
increased employee turnover.

THE ANSWER
How does a small to medium sized company

combat ever increasing health care costs (not to
mention low productivity, high absenteeism, etc.)
fueled by employee health risks?

1. Shift away from the copay paradigm. There is a
limit to the cost reductions garnered from adjusting
health plan deductibles, copays and coinsurance
each year.  At some point, any savings associated
with annual adjustments to the coverage provided
by a company’s health care plans is reduced or
eliminated by the higher cost of employee dissatis-
faction and turnover.

2. Educate employees to save money through
effective and cost-saving health plan utilization.
This can include better utilization of in-network
providers, on-line health resources, retail clinics &
urgent care centers, and/or implementing a compa-
ny-wide pill splitting program.

3. Educate employees about the
true costs associated with their
lifestyle choices. Study data can be
presented to employees along with
company-specific aggregate claims
data and how those claims costs
directly impact company premiums.
If employees understand the direct
impact their behavior can have on corpo-
rate health care costs, and their own out-of-
pocket costs, there will be increasing incentive to
make wellness programs successful and to
embrace health and wellness in general.

4. Implement a proactive, 10-year business plan
for managing the health care program. A proactive
approach to the management of health care bene-
fits would include the Strategies discussed above
along with a strategic plan that identifies when to
introduce wellness and wellness incentives, when
to introduce consumer-driven health care, how to
monitor and measure the true cost of the 
company’s health care benefits program, and when
and how to determine employee satisfaction with
the program.

5. Move toward integrating an effective employee
wellness program with consumer-driven health care.
This is the strategy that will have the largest direct
affect on health care costs over time.  Employers
must commit to this strategy, supporting the pro-
grams with an investment of both dollars and time.

RETURN ON INVESTMENT
The return on an investment in employee well-

ness is not only possible, but probable.  A compre-
hensive wellness program can be implemented at a
cost of $150 - $200 per employee per year includ-
ing incentives.  Companies paid an average of
$9,312 per employee for health care in 2008,
$7,272 of which was employer paid (Source:
Towers Perrin 2008 Health Care Cost Survey).  So
an employee wellness program can be implement-
ed for about 3% of an employer’s annual health
care bill.

There are a large number of studies showing a
significant return on investment for worksite well-
ness promotion – anywhere from $3 to $6 for every
$1 invested (Chapman LS. Meta-evaluation of work-
site health promotion economic return studies:
2005 Update. The Art of Health Promotion.
July/August 2005).  According to the American
Journal of Health Promotion, the data supporting
the claim that health promotion can reduce medical
care costs and reduce absenteeism is of higher
quality than the data most businesses have to sup-
port other investments of similar cost.

There can be even more savings
associated with increased produc-
tivity, reduced disability costs,
increased morale, and decreased
employee turnover.  The key to

remember is that wellness promotion
is a long-term investment.  The

returns described above generally take a
minimum of 2 to 3 years to come to fruition.

The best possible results are garnered from cou-
pling wellness promotion with consumer-driven
health care (CDH) and employee incentives. 

HEALTHE INITIATIVES
The premise behind Potomac’s HEALTHe

Initiatives© is that the only way to change an orga-
nization’s health care cost trend is to affect a
change in employee lifestyle.  Promoting employee
lifestyle change helps to keep low-risk employees
healthy, move medium-risk employees to low-risk,
and manage high-risk employee health.
Prevention, health risk factors, and chronic disease
management, therefore, are the primary targets of
effective CDH/wellness promotion.  Programs must
include:

• Incentives & empowerment for employees
• Extensive employee education
• The development of a corporate culture that

values wellness
• On-going evaluation & measurement of pro-

gram outcomes
Potomac is able to function as a guide to the

world of wellness and CDH offerings for our clients,
including providing:

• Education – What makes up an organization’s
health care costs; trend data; the benefits of
investing in wellness promotion and CDH

• Resources – Carrier wellness offerings; third-
party wellness vendors; CDH and HRA/HSA
analysis and education

• Recommendations – Wellness promotion
options and CDH options based on risk
analysis, corporate budget, funding and pro-
gram support

• Coordination of program implementation and
management

• On-going Review – Monitor program effec-
tiveness with recommendations for modifica-
tions of the services and incentives offered

It is Potomac’s intent to partner with our clients
through innovative thinking and long-term planning,
and HEALTHe Initiatives© is one very important
facet of that partnership.

Potomac Companies, Inc. Joseph Applebaum, President 
www.potomacco.com  



Innovative Thinking

HEALTHe INITIATIVES© – A program to guide and facilitate
small to medium-sized employer implementation of corporate
wellness programs and employee consumerism (consumer-
driven health plans), including the design, vendor selection,
communication, and on-going monitoring.  These initiatives
have the potential to:

• Decrease the number and cost of employee 
health claims

• Increase productivity
• Reduce absenteeism and employee turnover
• Slash premium increases by 50% or more

These initiatives are in addition to our basic service and sup-
port that includes:

• Employee benefit brokerage 
• Employee customer service 
• Human resources consulting 
• COBRA & Flex Plan Administration

– all at no additional charge, excluding 
FSA Administration.

TECHNOLOGY – As a member of the HR Technology
Advisors Network (HRT), Potomac is able to better serve our
clients through unique tools that diagnose current system
capabilities, pinpoint gaps, and identify comprehensive HR &
benefits delivery wants and needs.  Better yet, because of
our Network affiliation, our clients are not limited to one set
of solutions or vendors.  Instead, we access a long list of
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Rosetta Stone’s Tom Adams dove into the pool of
foreign languages and lost his trunks – Now he’s
dedicated to ensuring you surface with dignity. 

For many of us the toughest part of speaking a foreign language is mustering the courage to begin speaking it in public.

When we speak a new language, we inevitably make mistakes. It’s embarrassing. Rosetta Stone CEO, Tom Adams,

understands the pain of such embarrassment all too well.  

Tom Adams was born in Sweden, but in early childhood moved to France with his parents. Like any child he learned

the tongues spoken in and around his household with the facility children have for acquiring language, seemingly by

osmosis. Everything went well for the bilingual youngster until he was 11 years old. That’s when Adams family

moved to England and enrolled him in an English public school (referred to as a private school in the U.S.).

He did not speak a word of English. 

“My parents were pretty rough I guess,” Adams remembers. “They just threw me into an English-

speaking classroom. I had to figure out what was going on. It was an experience like many

immigrants go through here.”  

It’s an experience Adams hasn’t forgotten, in large part because he stood out so obviously

on his first day in class. 

“My mother was clueless [about the school],” he says. “So she goes and buys all the kits for

the school. She buys all the things like a rugby shirt that we would need for sport. I like casu-

al wear so I wanted to wear that during school. The first catastrophe for me was that I showed

up in the wrong clothes. There are 400 boys all in uniform, looking exactly the same, and there

I am.”

The sartorial faux pas was merely the beginning of a period of unwanted attention. Things did-

n’t improve when Adams sat down to lunch during his first week. Seated at a long table with other

children, he was approached by school administrators. 

dynamic
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dynamic immersion 
“They were trying to determine what my phone number was,” he says. “They’d

forgotten to ask my parents. They started asking me in Swedish what my telephone
number was – Vad är din telefonummer? Then they started saying it slowly. At this
point, everyone’s giggling and all the kids are joining in. It’s funny, of course, because
I’m dumb, because I don’t know your language but it also pushed me down. You’re
an outsider to start with and those sorts of experiences really hurt you. I don’t know
why but I just pressed on.” 

Despite his Swedish origin, Adams pronounced English words with a decidedly
French accent. Predictably, the other boys gave him a fitting nickname. 

“I would say ‘free-hundred’ [300] and ‘faa man’ [the man] and everyone thought
I was extremely funny,” he says. “I was called ‘French Frog.’ About four months into
it, I went home one day and said to myself, ‘I’m gonna get rid of this damn fff and
start pronouncing th!’ I had a tape recorder and I pressed play and record and sat
there for hours saying, ‘Three hundred and thirty three thousand three hundred and
thirty three’ to get rid of an effective disability to feel more integrated.”    

His triumph over the pronunciation and over English in general in what might be
called a “shock immersion” environment are hallmarks of his determination. Adams’
use of a tape recorder to help suggests a readiness (even at a tender age) to turn to
technology for solutions – interesting given that Rosetta Stone relies on technology.  

Adams makes the “th” sound with impressive clarity today. You hear it when he
says “thank you” to staff members who stop by his office. Surrounded by smoked
glass, it sits in the center of Rosetta Stone’s open, window-ringed floor of an office
building in Arlington. The company’s headquarters are here, facilitating sales, legal,
finance and other administrative functions. The firm’s original (and largest) office in
Harrisonburg, VA, remains, along with satellite offices in Boulder, CO, London,
Tokyo, and Seoul, Korea. 

When Adams joined the company, its Harrisonburg location had floor-to-ceiling
partitions that allowed employees to “hide,” Adams says. One of his first acts was to
do away with enclosed offices, “ripping the office open,” in his words. “I’m a big
believer in learning and speed and ease of communication and I’m willing to sacrifice
privacy for that cause.”    

He’s certainly not shy about advertising for the cause. If you watch much TV,
you’ve undoubtedly seen the company’s ads. “Are you one of those people who think
you just can’t learn a new language?” the commercial asks.

The people at Rosetta Stone, from its CEO on down, genuinely believe you can.
The product’s bright yellow packaging can be seen at Barnes & Noble and chances
are, at a kiosk at your local mall. The company’s message seems to be everywhere, in
fact. Yet it’s a good bet that few SmartCEO readers are aware that Rosetta Stone is
headquartered here in the DC area. That’s probably because the firm’s origins lie a
little further south. 

frustration and fairfield <<<
The company that has become Rosetta Stone was inspired in the early 1980s.

That’s when Allen Stoltzfus began studying Russian. But glacial progress with the
language frustrated Stoltzfus, who knew that being thrust into an exclusively Russian
speaking environment would greatly improve his learning curve. He’d experienced
such immersion while studying in Germany, gaining command of the language in a
matter of months. 

That experience, coupled with his Russian frustration led Stoltzfus to imagine a
way to simulate an immersive language environment. Put pictures and sounds in
context, with no translation, and you’d have it, he reasoned. Stoltzfus approached his
brother-in-law, John Fairfield, a James Madison University computer scientist, with
the idea. 

Fairfield eagerly embraced it, but the pair had to wait until the advent of the
CD-ROM made the idea technically feasible. By 1992, the technology was mature
and the Fairfield family partnered with Stoltzfus to launch Fairfield Language Tech-
nologies in Harrisonburg, VA. Stoltzfus’ brother, Eugene, an architectural executive,
joined Fairfield as the firm’s first president and chairman, lending design expertise to
the structural and visual components of the program.  

Fairfield’s product was named “Rosetta Stone” after the artifact that had
unlocked the secrets of Egyptian hieroglyphics for linguists. It incorporated the
immersion approach that Allen Stoltzfus had recognized as a natural path to lan-
guage learning, spurning traditional institutional grammar-based instruction. In the
meantime, Tom Adams was receiving instruction of his own. 
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Upon graduating from Bristol University in the UK in the early 1990s, he
attended INSEAD, a leading international postgraduate business school in Paris.
Adams took his MBA and set himself on a trajectory far removed from the field of
language learning. He became a commodity merchant. 

“I was effectively traveling the world and buying the production of mines called
concentrates [raw material like an ore, only refined] and shipping it to other coun-
tries for sale,” Adams explains. He lived in China for two years during which time he
used Rosetta Stone to learn basic Mandarin. He traveled throughout Eastern Europe
as well, working in a fluid business that that effectively put him in the role of “mid-
dleman.” 

In the course of his travels, Adams visited an old school friend here in the United
States. The friend happened to work for Fairfield and introduced him to Allen
Stoltzfus. “I met Allen and he wanted me to do all sorts of things for them,” Adams
remembers. “Nothing materialized but then Allen passed away. There was sort of a
void because he was the driving force in the company.” 

Allen Stoltzfus died of a heart attack at the age of 60 in 2002. Not long after his
passing, Adams’ old friend called again. He wanted Adams to work with him at Fair-
field and to introduce him to Allen’s brother, Eugene Stoltzfus. 

“I was a young guy, 30 years old,” Adams admits. “I hadn’t done this before but
my friend had worked diligently for the family for a number of years, so they trusted
him. He swore I was a great guy and would do the right things. Eugene and I got on
famously and he offered me the position as CEO.” 

Whatever Eugene Stoltzfus and the Fairfield family saw in Tom Adams overrode
any concerns they may have had about his age and general experience. While his
international background and business training were undeniable assets, the switch
from essentially brokering deal after deal to running a company would challenge any
individual. But Adams’ enthusiasm proved convincing. 

“I had an MBA from a great school in Europe,” he says. “I had a passion for lan-
guage learning, which I had done many times. I’d also failed at it so I knew what
worked and what didn’t work viscerally. That passion, energy and good ideas for how
to structure the business were things I had.”    

Adams’ mission would be to grow the business and ultimately take it beyond the
mid-size family-held enterprise it had become. He would make structural changes
and recapitalize Fairfield, but from the start he was adamant that despite pressure,
Allen Stoltzfus’ basic idea would remain at its heart. 

never translate<<<
Tom Adams’ own English is slightly accented. You can hear it when he’s describ-

ing the Rosetta Stone language learning method, particularly when he uses the word
“disruptor.” That’s how he views the product and the company. Upon his arrival as
CEO, however, some in the company were suggesting changes to make Rosetta
Stone more mainstream. 

CEOoftheYear Tom Adams Rosetta Stone
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Before joining Rosetta Stone, Adams lived in China for two years, during which time he used Rosetta Stone’s
software to learn basic Mandarin.



dynamic immersion 
“Right about the time I joined after Allen’s passing, there was an argument about

adding a dictionary and a grammar book to complete the offering that we had,”
Adams says. “We had asked customers what was missing from our product and they
said a grammar book and a dictionary. They thought our product was a much easier,
much better way to learn, but they were so accustomed to the old way of teaching
languages that they wanted those elements. That idea always tries to creep back in
because it’s consistently how language has been taught. But Rosetta Stone will never
translate. We will never do that in our history.”  

According to Adams, our current approach to language learning emerged in the
Middle Ages as monks sought to learn Latin and classical Greek, orally extinct lan-
guages that remained only in textual form. Grammar translation was thus the only
method suitable for deciphering them. Bypassing grammar translation is the crux of
Rosetta Stone’s methodology, which the company calls “dynamic immersion.” Essen-
tially, it attempts to mimic our natural process of language acquisition.  

“All we do is we imitate that method that you used as a child,” Adams says. “It’s
portable across all languages with great ease because all children learn the same way.
People often ask me, ‘Which is the hardest language to learn?’ I say, do you think
children learn to say, ‘I want ice cream,’ later if they’re Arabic because of the tense or
the script? No. Everybody learns at the same pace.” 

I tried Rosetta Stone’s CD-ROM Swedish offering briefly. Once you’re past instal-
lation and setup, which does take a few minutes, you’re given the option of working
through exercises that address specific skills from listening and reading to speaking
and writing at absolute beginner or more advanced levels. Users are encouraged to do
the exercises that best suit their individual learning styles and progress entirely at their
own pace. The exercises are all visual in nature with combined sound and text compo-

nents. The software is able
to analyze your pronuncia-
tion and correct it, adding
interactivity. 

The absence of a dic-
tionary or grammatical
primer forces you to take
more of a stepped

approach, building on what you’ve learned rather than jumping ahead. It can be
frustrating for users who wish to follow a tangent monologue/dialogue progression
or extend a scenario. And there are occasional technical hurdles. Even Adams trips
over one as he tries to demonstrate Rosetta Stone’s basic exercises in Russian as we sit
in his office. But just a minute or two into the exercise, one of the people in the
room registers an “I’ve got it!” moment, suggesting the potential of the system. 

Rosetta Stone appeals to common sense. As children, we learn oral language first.
Most of us are not really literate when we arrive at school. Thus we learn spoken lan-
guage and literacy separately. But school-based foreign language instruction seeks to
teach us both simultaneously. 

Researchers remain convinced that learning spoken and written language in par-
allel is the best method. Research over the past decade, they say, has shown that
second languages are most effectively acquired when oral, aural, visual, textual and
grammatical components are taught at the same time. The also draw a distinction
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between what is commercially referred to as immersion and an academic definition
of the term. 

Immersion has become a highly popular catchword in the language learning
business. (Berlitz has a product called Total Immersion; Topics Entertainment offers
Instant Immersion Spanish; Auralog’s Tell Me More is described by the company as
immersion software.) But the scholarly notion of the term differs in that language
immersion is considered to have been achieved only when a student is learning other
subject matter (for example, science or history) in the language they are attempting
to acquire. 

Academics point out that the majority of immigrants do not share exactly the
same experience Tom Adams had. They tend to come from backgrounds with differ-
ing degrees of literacy and foundations, which may handicap their language learning
success. Researchers refer to their learning experience as “submersion.” The point
dovetails fittingly with Rosetta Stone’s typical customer profile, which the company
says is highly educated and economically successful.

However, Rosetta Stone director of communications, Duane Sider, sees no
reason why individuals with less literate foundations cannot succeed with Rosetta
Stone since it’s mapped to the brain’s natural process of learning, not to a specific lin-
guistic structure. “Rosetta Stone places you in an environment where you’re not
translating from your native language,” Sider explains. “You don’t have grammar
rules from the language you’re learning but there’s a very systematic approach that
enables you to understand and develop key skills from the beginning.”  

The discussion among academics and commercial language learning providers is
always interesting and tellingly, Adams would happily spend most of our time
together talking about the manner in which Rosetta Stone works – he says no other

learning product in the world is as “pedagogically interesting.” But the business and
its growth are equally engaging. That growth has been pretty impressive.     

create evangelists and 
change the world <<<

“The idea is, we’re going to make our customers evangelists by making them
super successful in language learning,” Adams says. Word-of-mouth recommenda-
tion can spur the growth of any product, but Rosetta’s CEO wants users to prosely-
tize its learning approach. 

“In our category that needs to happen,” Adams says. “There needs to be a trans-
formation in how people learn languages. We simply cannot have 12 million stu-
dents a year take a foreign language course and then not be communicative. Your
children shouldn’t be spending that much time doing something that they can’t acti-
vate later in life.” 

Activating what he’s learned is important to Adams. One of the personal ele-
ments he’s brought to the company is the goal-oriented approach he applies in his
own life. As he’s written down his own goals, Adams has developed a mission state-
ment solely for the company, not for outsiders. 

“It’s to remind ourselves about what we’re trying to do, so it’s not an uplifting
mission statement,” he says. “‘We deliver the best technology-based solutions for
learning languages.’ Every single word is important. It’s about delivery, not just
developing.” 

In describing Rosetta Stone, its CEO uses the word “craftsmanship.” It denotes
the sort of company Fairfield was when Adams took the helm in 2003, a family
operation with 100 employees driven by the passion of Allen Stoltzfus. Adams’ suc-
cess has been in maintaining that family esprit de corps while scaling up the business
and adding structure. 

On the people side, Adams has added expertise while being careful not to quash
the individual initiative that is the hallmark of smaller firms with fewer individuals.
“I believe in people being free within constraints,” he says. “Why is the U.S. such a
successful country? It’s because there are some very high level principles in the Con-

“I had a passion for language learning, which I had
done many times. I’d also failed at it, so I knew what
worked and what didn’t work viscerally.”    
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200,000 years ago

> Humans learn to speak
1799 > The Rosetta Stone is discovered
1980s> Founder Allen Stoltzfus’ idea of learning languages through immersion is born
1992 > Creation of Fairfield Language Technologies in Harrisonburg, VA, home of

research and development
2000 >Rosetta Stone goes virtual, becoming available online
2003 >Tom Adams becomes CEO
2005 > The Unites States Army begins using Rosetta Stone for language learning training
2006 > Fairfield Language Technologies renamed for their signature product: 

Rosetta Stone
> Rosetta Stone makes Inc. Magazine’s ranking of the top 500 fastest-growing pri-

vate companies in the country
2007 > Rosetta Stone Version 3 Personal Edition launches with 21 languages, including

the most advanced voice recognition 
2008 > Rosetta Stone Classroom Version 3 launches, allowing for an integration of tra-

ditional classroom education and interactive computer software
> Launch of the Audio Companion, allowing consumers to take their language

learning experience on the road through the use of a portable audio player
> Launch of seven new languages in Version 3, bringing a new level of learning

excellence to those wanting to learn Dutch, Persian (Farsi), Greek, Hindi, Korean,
Polish and Swedish.

2009 > The Unites States Marine Corp. begins using Rosetta Stone for language training

Rosetta timeline
stitution that are so good that society is able to function with few higher-level laws.
We’ve tried to create the same thing.”

The most obvious structural change was the opening of new offices and overseas
expansion as demand for Fairfield’s product continued to grow. (Rosetta’s research
showed that America represents but 5 percent of global language learning demand.)
The company’s first step abroad was to London, a location chosen for its transition-
al ease and its access to other markets. With increasing governmental and institu-
tional business and the need for more administrative capability, the company next
opened its Arlington headquarters.

In 2006, Adams reorganized the firm’s R&D function, established with Fairfield
in the early 1990s. The company had progressively put more resources into market-
ing and selling the product, but Adams saw “a huge opportunity to innovate” and
realized that a lack of further product development would stifle growth. To empha-
size the rededication to development, he moved the function to Boulder, CO, where
Rosetta’s speech recognition team now operates. From a total of seven R&D people
on hand when he joined, Adams has boosted the number to 190.   

Though much of the Fairfield personality has remained, the most significant
change during Adams’ tenure has been its acquisition by private capital. As the busi-
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According to Adams (pictured above in Rome), Rosetta Stone uses immersion language learning to mimic our
natural process of language acquisition. 

Washington CEOs, 
Make Another Smart Decision. 

30+ Recruiters • 3 Local Offices 
Over 30 Years Experience In The DC Metro Area 

Washington 202-737-0075 / Bethesda 301-654-0082 / 
Tysons Corner 703-790-1100 

Accounting & Finance • Legal • Human Resources
 Architecture & Engineering • Interim Executives 



She was an 
Italian supermodel.

He knew he would 
have just one chance 
to impress her.

He was a
hardworking farm boy.

The fastest and easiest 
way to learn  . 

Arabic Chinese (Mandarin) Danish Dutch English (American) English (British) French German Greek Hebrew Hindi
Indonesian Italian Irish Japanese Korean Latin Pashto Persian (Farsi) Polish Portuguese (Brazil) Russian
Spanish (Latin America) Spanish (Spain) Swahili Swedish Tagalog (Filipino) Thai Turkish Vietnamese Welsh

Call
(866) 364-9762

Online
RosettaStone.com/wcs059

Use promotional code wcs059 when ordering.
Offer expires August 31, 2009.

©2008 Rosetta Stone Ltd. All rights reserved. Offer applies to Personal Edition only. Patent rights pending. Offer cannot be combined with any other offer. Prices subject to change without notice. Six-Month Money-Back Guarantee is limited to product purchases made directly from Rosetta Stone and does not include return shipping. Guarantee 
does not apply to an online subscription or to Audio Companion purchased separately from the CD-ROM product.  All materials included with the product at the time of purchase must be returned together and undamaged to be eligible for any exchange or refund.

Rosetta Stone® brings you a complete language-learning solution, wherever you are: 
at home, in-the-car or on-the-go. You’ll learn quickly and effectively, without translation
or memorization. You’ll discover our method, which keeps you excited to learn more 
and more.

Dynamic Immersion® as you match real-world images to words 
spoken by native speakers so you’ll find yourself engaged and learn your second 
language like you learned your first.

Our proprietary Speech Recognition Technology evaluates your speech and coaches 
you on more accurate pronunciation. You’ll speak naturally.

Only Rosetta Stone has Adaptive Recall,™ that brings back material to help you where
you need it most, for more effective progress.

And Rosetta Stone includes Audio Companion™ so that you can take the Rosetta Stone
experience anywhere you use a CD or MP3 player.

Innovative software. Immersive method. Complete mobility. It’s the total solution. 
Get Rosetta Stone —The Fastest Way to Learn a Language. Guaranteed.®

SAVE 10%!

Level 1 Reg. $259 NOW $233

Level 1&2 Reg. $419 NOW $377

Level 1,2&3 Reg. $549 NOW $494

SIX-MONTH MONEY-BACK
100% GUARANTEED



dynamic immersion 
ness grew through 2006, founder Eugene Stoltzfus and the Fairfield family decided
they wanted to direct their energies elsewhere. Adams and his staff carefully identi-
fied and then worked with Baltimore-based ABS Capital Partners on a management
buyout that would give the Stoltzfus/Fairfield families the freedom they sought while
enabling the company to move ahead with further reinvention. 

Reinvention began with renaming the business. In 2006, Fairfield Language
Technologies took the name of its signature product, becoming Rosetta Stone.
Adams remained as CEO and while the change in ownership didn’t provide signifi-
cant fuel for expansion, it did release him and others in management to start execut-
ing more aggressively and to direct investments to capitalize on Rosetta Stone’s chief
strategic value – its difference. 

the value of difference <<<
A look at Rosetta Stone’s annual revenue figures strongly suggests Adams is on to

something. When he joined Fairfield in 2002, annual revenue stood at a little more
than $10 million. In 2005 it hit $48 million, then $91 million in 2006, $137 mil-
lion in 2007 and $209 million in 2008. 

That growth stemmed from a fundamental change in consumer demand
brought about by the unorthodox nature of Rosetta Stone itself. The language learn-
ing market hasn’t expanded in absolute terms, Adams says, but his company’s prod-
uct is different enough from existing books and tapes (always a fringe category) that
sophisticated consumers have recognized its power and increased Rosetta Stone’s
market share accordingly. 

“I attribute [the growth] to our release of new product with an improved curricu-
lum and better speech recognition,” Adams says. “That allowed us to have a better
conversation with customers and demonstrate something more exciting.”

Advertising is crucial and constitutes a major driver for Rosetta Stone. The port-
folio of activity matters more to Adams than any single channel, whether television,
magazine, radio or Internet. The product is available directly from the company’s
own Web site and online through Amazon.com. But physical retailing is perhaps
even more important because demonstration is clearly a catalyst for sales. 

Rosetta Stone is available at Barnes & Noble locations and at Apple Stores, link-
ing brands that further raise the product’s visibility and consumer associations. The
software is also available at a large network of company-leased kiosks in malls and
shopping centers across the country. Kiosks present the opportunity to demonstrate
Rosetta Stone, leading to “I’ve got it!” moments. Their scalability has proven valu-
able in the current poor retail environment – Rosetta Stone sales were not down as
of fourth quarter 2008. 

C. Michael Ferraro, President/CEO
Sharon A. Ferraro, Vice President
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“The flexibility of the kiosk set-up is a real source of strength for the company,”
Adams affirms. “The most powerful dimension of the kiosk network is that we’re
able to demonstrate the product, and our product lends itself to demonstration. You
can experience how you would learn at a location. By doing that you establish confi-
dence in the buyer’s mind.”    

Demonstration establishes other aspects of the Rosetta Stone value proposition,
as well. One of the most compelling is the one-on-one interactivity it offers. Learn-
ing to communicate in a foreign language is a process of trial and error – frequently
a painful process, as Adams’ own experience proves. Rosetta Stone allows the user to
make the basic mistakes that are part of the learning process in private. When they
go out and actually speak the language, users undoubtedly make more, but the prod-
uct enables them to avoid many of the most fundamental. This private quality has
tremendous appeal for children and adults. 

There are in-person private and semi-private immersion learning offerings avail-
able, Adams points out, but they are particularly expensive. Rosetta Stone delivers
immersion learning in a more cost-efficient way. Convenience is yet another factor.
The CD-ROM or download-able online formats allow users to access Rosetta Stone
anywhere, at any time. Just landed in Portugal and want to go over a few phrases and
scenarios before you leave your hotel? You can fire up Rosetta Stone on your laptop
or iPod. 

That kind of portability syncs well with Rosetta Stone customers who are accus-
tomed to accessing digital information on the fly. The portability of the Rosetta
Stone methodology yields unexpected value, as well. The company offers far more

languages (31 and counting) than most of its competitors, in part because its learn-
ing format can be applied irrespective of the language.

It’s a competitive advantage driven by the method, Duane Sider asserts. “There
are efficiencies across the board in creating a basic template that we use for any lan-
guage. One of our commitments as a company has been to make sure that every-
thing we do from technology to method can be applied universally.”  

“If you look around the world at language companies, most of them have
focused on English because you can make a lot of money [teaching] English,”
Adams observes. “Rosetta Stone is trying to change the world in terms of making it
easy to learn any language. Because we teach the way we do, we’re able to teach
many languages.”    

Of course, Adams is not ignoring English, acknowledging that it is their most-
subscribed offering. Like other Rosetta Stone offerings, it enjoys an element that fur-
ther appeals to and absorbs users. It is playful. 

“Learning anything is hard for adults because we’ve stopped playing and play is
such a core part of learning,” Adams says. “So our product tries to be game-like. I
think of this as a small Sudoku puzzle.”    

There are adults who’ve not forgotten how to play games. You’ll find a large
group of them in the U.S. military, an institiution in which “gaming” scenarios is
long standing tradition. Not surprisingly, the military has been among Rosetta
Stone’s most enthusiastic government clients. In 2005 the Army began using Roset-
ta Stone, and more recently the Marine Corps has acquired an enterprise license for
the product.   

The USMC’s Center for Advanced Operational Culture Learning (CAOCL)
in Quantico, VA, awarded a contract to Rosetta Stone in October 2008 and is in
the early stages of integrating the product into its Career Marine Regional Studies
Program. 

“Language is extremely important to us,” CAOCL operations officer Lt. Col.
William Shannon confirms. “Everybody recognizes Rosetta Stone because they have
a great marketing program. We’ve purchased an enterprise license and we’ve put the
software on our MarineNet Intranet. A Marine can simply sign on to MarineNet,
click on ‘language,’ and sign in to Rosetta Stone. It’s very easy.”   

“I went through all of that feeling like an outsider
because of the language barrier, 
so for me language learning is very emotional. 
That drives me whenever I feel tired or frustrated.”
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Language education is currently an elective for Marines but is considered a posi-
tive ingredient in their professional development and recognized for its tactical value.
The Rosetta Stone program compliments the Corps’ tactical language training
system, a computer game where participants communicate face-to-face with animat-
ed characters representing local peoples. According to Marine Corps Times,
Brigadier General Richard M. Lake, the Corps’ top intelligence officer, is using the
program to improve his Swedish – one of three languages for which he receives extra
pay. Marines who can show basic proficiency in a language deemed operationally rel-
evant are eligible for an extra $100 per month. 

The military is but one of a number of institutional clients. They include several
U.N. agencies, the Foreign Service Institute of the U.S. State Department and vari-
ous Homeland Security agencies. 

“They look to Rosetta Stone as an integral component of the language training
that they deliver,” Adams says. “They do many other things in addition to Rosetta
Stone, but there are very few leading language institutions in the U.S. government
that don’t use Rosetta Stone.”  

Rosetta Stone is popular with a range of corporate clients, and according to
Adams, the company is a leading language technology supplier to schools in the
United States, providing software to more than 10,000 schools. 

This variety of institutional clients paired with its success with individuals has
made Rosetta Stone noteworthy. When SmartCEO visited its Arlington office in the
depths of unemployment growth in February, the company had some 80 positions
to fill, truly a rare circumstance. As attractive as the firm is, you may be surprised to
learn that it has filed with the SEC for an IPO. [See update, page 41.] Few of its
peers would even consider going public in this economy, but Tom Adams is focused
on something beyond the short term. 

missionary <<<
“From my perspective, the company is missionary,” Adams declares. “Our raison

d’etre is what needs to drive our decision making rather than short-term considera-
tions.”

His view explains Rosetta Stone’s decision to go public at a time when but a
handful of other companies are bold enough. There were zero IPO filings in Febru-
ary when SmartCEO met with Rosetta’s CEO. The company had itself filed in Sep-
tember of 2008. Even then it was one of an intimate group. In 2007, 203 firms filed
for IPOs, while in 2008 only 29 did. IPO specialist and University of Florida profes-
sor of finance Jay Ritter says the number will be smaller still this year.   

dynamic immersion 

W H E N  R E S U LT S  M AT T E R

v i s i t  M I N D O V E R M A C H I N E S . C O M

An experienced IT strategy and application 
GHYHORSPHQW�oUP��LPDJLQLQJ�DQG�GHVLJQLQJ�
sustainable competitive advantages.

40 Washington SmartCEO  May 2009  www.smartceo.com

“Learning anything is
hard for adults

because we’ve stopped
playing and play is
such a core part of

learning,” Adams says.
“So our product tries to

be game-like.” Left:
Adams and his wife on
a trip to Rome in 2008.



“Until the stock market recovers, the volume of IPOs will continue at a near
trickle,” Ritter says.

Regardless, Adams sees the step as a logical one for Rosetta Stone, whether equity
market conditions are rosy or not. “We’re not focused on trying to time an IPO,” he
says. “Some companies time their IPO perfectly, but that can be fleeting success.
What’s important is that if the company does go public, it’s on solid ground. Finan-
cial markets can be good one month and terrible the next. We can’t predict that.”  

Ritter agrees. “I think it depends on a case by case basis but a company like this
with $200 million of annual revenue will likely be analyzed by investors not as an
IPO but as an ongoing business opportunity,” he says. “It’s a company with estab-
lished operations and demonstrated profitability.” 

Speculative IPOs, like those of the tech and biotech sectors in the late 1990s, are
largely a thing of the past, Ritter adds, underlining the strategic determination of
firms going public in this era. “Given the substantial expense, both in dollars and
management effort that go into filing, there are very few companies that file for an
IPO without planning to complete it,” he says. 

However actively Rosetta’s IPO is subscribed, the company plans to go forward
with a number of initiatives in 2009, including offering more online socialization for
users. Rosetta Stone currently facilitates user interaction through its sharedtalk.com
platform. The idea is that users can practice speaking languages to their mutual ben-
efit though there is as yet no particular structure. “It’s not set up for learning but it is
a place where you can practice with someone who is native in the language you are
learning,” Adams explains. 

Rosetta Stone’s next generation online socialization offering will use proprietary
speech recognition technology, allowing additional features. The project is one of a
number at a company that tends to plan in three-year cycles but looks ahead as far as
20. If Rosetta Stone’s people are long-term focused while simultaneously executing
on a high level operationally, they can do “amazing things,” Adams enthuses. “That’s
what people here at Rosetta Stone have signed up for – to change the world in our
own little way.” 

How has Rosetta Stone changed him? Adams confides that he’s very impressed
with how far the company has come and how different his life is. He learns “all the
time,” he says, but his biggest lesson has been the power of a mission. 

“One should not underestimate how incredible individuals can be if given an
opportunity and a unifying mission,” he says. “That lesson can be applied every-
where.” 

As to the long-term future of Rosetta Stone, Adams feels he’s helped his col-
leagues distill what is particularly good within the company and that they mutually
reinforce each other’s passion. Rosetta Stone’s people periodically revisit their values
and assess their progress setting the stage for an enterprise that can function without
Adams. If there is an “Adams imprimatur,” he concludes it is in motivating the com-
pany’s people.

“All I’ve done, really, is channeled the energies of others,” Adams says. “I believe
you can do that in a way that is sustainable long term.”

Improving the product, overseeing the transition to public equity, and refining
Rosetta Stone’s process and execution occasionally take their toll, but when they do
he remembers being an 11 year old known as “French Frog.” 

“I went through all of that feeling like an outsider because of the language barri-
er, so for me language learning is very emotional,” Adams says. “That drives me
whenever I feel tired or frustrated.” CEO

update ROSETTA STONE GOES PUBLIC

Editor’s Note: On April 15 in late-day activity (just before this edition of SmartCEO went
to press), Rosetta Stone completed its initial public offering (IPO), gaining 40 percent in
the first day of trading, closing at $25.12 after an initial offering price of $18. It was the
best result for any IPO in nearly a year and only the fourth IPO of 2009. The success of
the Rosetta Stone IPO left some market watchers wondering if it represented a turning
point in the IPO market that will encourage other more reluctant companies to test the
waters in the second half of 2009.

The company says it will use much of its newly raised cash to push expansion of its
business overseas.

CEOoftheYear Tom Adams Rosetta Stone
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ON CLIENT RETENTION 46
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I f it costs less to keep a client than to get a new one, why are
so many companies falling short when it comes to retention?

Especially in this economy, it is more important than ever to
maintain existing relationships
with the customers who already
know the value of your product or
service. But how do you show
your customers how much you
care? In this month’s i3,
SmartCEO asked local CEOs to
explain how they keep their
clients satisfied and coming back for more. 

With so many investments competing for your
limited dollar in this economy, it is tempting to write off office
space improvements as a frivolous spend. However, some com-
panies view their company offices as more than just a place to
plug in a computer. They see their space as a
physical manifestation of their brand, a place
that imbues employees with the company culture
and speaks to clients about your values.
SmartCEO asked business leaders to explain the
return on their office space investment.

i3
BUSINESS LEADER COMPANY PAGE 

Sid Banerjee Clarabridge 47

Larry Blue High-G-Tek 47

Jeff Brouse The Tower Club 54

David Campbell Optimal Networks 47

Dennis J. Chapman The Chapman Group 48

Detria Courtalis Celebree Learning Centers 50

Christine Epps Epps Consulting 48

Jeffery Goldscher Havit Advertising 46

Stacy Hayes DS3 DataVaulting 48

Jacqui Higgins Accents by Design 54

Greg S. Jones Bookkeeping Express 53

Heidi Kallett The Dandelion Patch 47

Richard Kane International Limousine Service 47

Woody Kay Arnold DC 54

Sheila Laderberg Punk’s Backyard Grill 50

Heinan Landa Optimal Networks 47

Karen Lehr Clear Management 44

Scott Levitan Forest City Science + Technology Group 54

Michael MacNair MacNair Travel Management 46

Lisa Martin LeapFrog Solutions 50

Valentia McVey Mundell FatCat Studios, Inc. 48

Scott Mikolajczyk Havit Advertising 46

L. John Pearson Baltimore Life 48

Gary Pick Connectus 50

Steve Ridenhour ServRight 54

Robyn Sachs RMR & Associates 50

Christian Sullivan FedConcepts 50

Ryan Telle CloseCall America 48

Crystal Uppercue EU Services 50

Greg Van Allen CloseCall America 48
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iNDIVIDUALS. iDEAS. iNFORMATION. on COMPENSATION

The overall result is that 2009 salary increase budgets are expected to be at least 1
percent lower than in the recent past, an average of about 2.9 percent. With reduced
salary increase budgets, is this the time to consider “cost of living adjustments”? A so-
called “COLA” is an across-the-board salary adjustment intended to offset price
increases experienced by employees in their personal lives. This provision is found in
union contracts, more so than in general industry. When salary increase budgets are
small, executives might feel that rewarding excellent performers with only half a per-
cent more in pay (for example, 2.5 percent increase for “Meets Expectations” per-
formers versus 3 percent for “Exceeds Expectations” performance) is meaningless.

So should you resort to using COLAs in 2009? Here are three disadvantages of
COLAs that may dissuade you: 
• COLAs undermine the “performance matters” message. If you’ve worked hard to

motivate and reward employees, stay with that message. Performance matters as
much now as ever, maybe more. A company becomes what it rewards.

• COLAs may discourage high performers that you want to retain. Most employees
can understand that business is tight and executive leadership needs to spend pru-
dently on salary increases. Take care of your best performers – you need them now
more than ever.

COLA now?  
DITCH COST-OF-LIVING ADJUSTMENTS AND TRY THESE CREATIVE SALARY SOLUTIONS
BY KAREN LEHR, SPHR

For seven years, salary increases have averaged about 4 percent per year. With the worsening of economic conditions, salary increase

plans for 2009 have been revised sharply downward. Various surveys report that 35 percent to 50 percent of companies will reduce

their planned salary spending in 2009, and another 25 percent are considering doing so. Some have eliminated previously planned salary

increases, freezing salaries for 2009 or waiting until later this year to decide.
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• Inflation is negligible. Actually, for the last four months, the 12-month change in
the national Consumer Price Index has been 1 percent or less. Compared to the
July 2008 peak, energy costs are way down in 2009.

Instead of resorting to COLAs, consider these creative approaches to stretching
your company’s salary increase dollars.
• Reduce Merit Increases. With a smaller budget for salary increases, you’ll need to

devise a less-generous plan for merit increases. The increase for each performance
evaluation rating will be smaller than in past years, but this approach continues to
communicate that performance matters.

• Flat Rate Increase. Award all employees with the same performance rating the
same dollar amount increase, for example, $1,000 for “Meets Expectations” and
$1,500 for “Exceeds Expectations.” This approach favors lower-paid employees
because $1,000 is a larger percent of salary for lower-paid employees than for
higher-paid employees. A $1,000 increase is worth 4 percent for employees making
$25,000 and 2 percent for employees making $50,000.

• Merit-Based Lump Sum. A one-time payment that is not added to an employee’s
annual salary. Merit-based lump sums are awarded based on performance, but
without permanently increasing ongoing operating costs. Options include allowing
employees to defer the lump sum into the 401(k) or a similar plan, and if financial
conditions improve, adding the lump sum to annual salary later.

It’s advisable to select a salary increase approach tailored to meet your company’s
needs, and that parallels the actions of your industry’s competitors. Multiple approach-
es can be combined for maximum effectiveness – for example, a 2 percent merit
increase for employees whose performance is at “Meets Expectations” and higher, along
with additional merit-based lump sums to reward your company’s top performers. 

As always, ensure that managers don’t skew performance ratings to give higher
increases to their favorites. Protect the integrity of performance evaluations, which pro-
vide valuable communication and feedback to employees in any economic climate.

Karen Lehr is President of Clear Management, a human resources consulting firm specializing in compensation
consulting to small and mid-size organizations. www.clearmgmt.com 
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“We’ve increased account management staff to reach out to customers
and prove our value more. We’ve spent time clarifying what our promise
was so everyone on staff was delivering on it. I know myself, I have set
aside some time to reach out to my best customers more than I have in
the past. Shame on me, but we were all fat and happy for a while and

adding services and people, but I think one of the benefits of the recession
is we go back to what is really important, which are the great customers you have,
and showing them gratitude makes a big difference.”
MICHAEL MACNAIR, president and CEO, MacNair Travel Management

“There is certainly a patience aspect. Some clients aren’t
spending money right now, and the worst thing you can do is
pressure them or make them feel guilty. You have to be sensitive
because you want them to trust you once they figure out the
plan that is right for their business. As much as we are focused on
the short-term, you can’t forget the long-term goals of running your
business.”
JEFFREY GOLDSCHER, president, and
SCOTT MIKOLAJCZYK, partner, Havit Advertising

i3
iNDIVIDUALS. iDEAS. iNFORMATION. on CLIENT RETENTION

keeping your customers 
CEOs SHARE THEIR BEST CLIENT RETENTION STRATEGIES  

BY JEANINE GAJEWSKI

You’ve heard it time and again: It costs less to keep a client than to get a new one. And in this economy, it is more important than ever to maintain existing

relationships with the customers who already know the value of your product or service. But how do your best customers know how much they mean to

you? These CEOs explain what they are doing to retain their clients and offer advice to other business leaders who want to keep their customers

satisfied and coming back for more. 

Because every successful organization has one.

planbtech.net      planbgov.netI
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“You have to recognize
how your clients are grow-
ing, and if you can become
part of a solution for them,
you’ll keep them. We
polled our clients about

what else we could do to help
them and we found they wanted to use
us in other cities, so we created a net-
work that covers 600 cities. We turned
one reservation into four, and that has
dominated our growth.”
RICHARD KANE, president and CEO,
International Limousine Service

“Feedback from
your customers is a gift
from them and you
need to acknowledge it
and make good use of
it. That means making

sure you create listening
posts in your organization so you can
pick up on that feedback and incorpo-
rate that into the way you do business.”
SID BANERJEE, CEO, Clarabridge

“Don’t make any presuppositions
and chalk it up to the economy. You

OK, I’ll admit it. I have been optimistically trying all the new
social media outlets to try and improve our business. From blogs

and Facebook, to Twitter and YouTube – we’ve just about covered
them all. But most of these mediums haven’t done a darn thing to increase how fre-
quently our cash register rings. As a stationery store owner, a traditionalist at heart,
and a small business entrepreneur, I hereby issue an alternative and a challenge to
other business professionals that I believe is an affordable and more impactful way to
increase sales: write a handwritten thank you note.

Seriously. That’s it. 
True story: Last year, I proposed this same challenge to a group of fellow small

business owners. I asked all of us to commit to writing 52 thank you notes in a year.
There weren’t any hard and fast rules. Some wrote their notes once a week and
others wrote their notes in one month. Some of the group wrote to clients and
prospects, while others wrote to employees and vendors. The fact is that after one
year, we found that while some of our businesses were up year over year, all of us had
posted better sales than our competitors. Additionally, our best clients spent more,
our employee turnover dropped, our relationships improved, and overall we unani-
mously felt that we had improved our quality of living by focusing on being grateful.
All for the cost of a 42 cent stamp and some nice stationery. 

Here a few tips of the trade so you can get the most ROI for your effort:
1. Yes, you must handwrite the letter. Sure, I understand the temptation for e-

mail. But then again, everyone is doing that. Stand out from the crowd and become
a pleasant distraction from the bills.  

2. You are a professional. Write the part! You know how your mom told you to
dress for the position you want to be? Same for your stationery wardrobe. White and
ivory may sound dull. But unless you work as a graphic designer, those choices are
always safe bets.  

3. Remember: less is definitely more.  Now is not the time for a long story. Keep-
ing it short and sweet will have the greatest impact. To maximize success, use this
simple template:

a. Name the giver
b. Say something nice about the “gift” or “act”
c. Say why you think the “act” was nice or what you will do with the “gift”
d. Sign your name

4. Beware of TMI! If you wouldn’t say certain comments in person, trust me,
they won’t go over well here either. Leave the casual tone and banter at home. 

So far, I’m not convinced that social media can provide the same outcome and
contribution to my own P&L as the social grace of the written word. I’ve learned
that sometimes doing things the “old way” and sending a message via “snail mail” is
worth the wait. 

Heidi Kallett is the President and CEO of The Dandelion Patch. www.thedandelionpatch.com 

BY HEIDI KALLETT    Thank You
THE OLD-FASHIONED WAY

have to start with a
blank slate and then go
to your clients and get
the feedback, and get it

from your internal
people, as well.
Are you focused
on customer
service all the
way through the
organization, or

are you just
expecting your front line folks to be
service-oriented? It starts at the top.” 
HEINAN LANDA, president and CEO,
and DAVID CAMPBELL, COO, 
Optimal Networks

“We’ve had a number
of customers that have
asked us to extend credit
terms. We are typically a
net 30 business, and in a
few cases have extended a
net 60. If your cash flow
can handle it, it certainly shows good
will in difficult times and most compa-
nies will remember that for a long time
to come. A broad client retention
strategy doesn’t work. The strategy is
personal. You can’t take one and
apply it the same way to everyone
you have. Each client has a different
set of challenges.”
LARRY BLUE, CEO, Hi-G-Tek

Alleviates aches and pains associated with common CMMI
approaches, including:

– Headaches from lost productivity
– Bloating due to cookie-cutter processes
– Fever as a result of high costs
– Indigestion caused by bad advice

If you suffer from these symptoms and concerns for your
company’s health or prior bouts with CMM/CMMI are
preventing you from taking proper action,

call 1-877-ENTINEX
or visit us at www.entinex.com/cure
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“We do a couple different things throughout the year to boost client
retention. We host a summer social and invite many of our clients –
both new and longstanding – as a way to thank them. Also, throughout
the year, we visit many of our clients and surprise them with coffee,
lunch or a snack. Currently we are sending out a three-part postcard
series. The second postcard advertises a contest where the 100th person
who joins our e-mail list will receive a $100 gift certificate. We made a point to
include our current, potential and longstanding clients on that mailing so that they
all have the opportunity to win.”
VALENTIA MCVEY MUNDELL, founder, FatCat Studios, Inc.

“Customers are very busy, and if you demand or touch them too
often – especially if nothing is wrong – if you ask them too many
times, ‘How am I doing? Pat me on the head,’ then you can annoy
your clients. It is a balancing act. To the CEO, my advice is get
involved. It gives you an accurate barometer, where stats can only go
so far. Being able to talk to prospects and customers and former cus-

tomers gives the CEO the greatest insight into the business. And
seeing the CEO in the deal flow makes customers understand that from the top
down, this company has a vested interest in my satisfaction and is willing to do what
it takes.”
STACY HAYES, co-founder and COO, DS3 DataVaulting

“The biggest thing I’d say is focus. If it is important that you
retain clients – and it is hard to imagine a business in which it isn’t –
I would say providing a focus on retention is critical. It is easy to lose
focus, particularly in these difficult times. You have to be organized to
be successful; for example if you have a fully staffed customer service
area, consider a unit that specialized in troubled clients.”
L. JOHN PEARSON, chairman, president and CEO, Baltimore Life

“Sales people quite often make the worst account managers.
You have some that are good at getting new customers, and then
you have some who are good at keeping and farming existing
customers. You can’t think a sales person can do both because it
is rare. That’s why team account management is so important.
When we manage a large account, we make sure we have a team
that can do client support work, manage senior-level relation-
ships, and do project management. And account managers need

to be measured and managed differently than sales people.”
DENNIS CHAPMAN, founder and president, The Chapman Group

“Planning a successful client retention strategy is very difficult to
do after an unsuccessful quarter, which is what so many companies
try to do. It’s definitely one of the biggest mistakes companies
make, and it’s because the decision to create a client retention strate-
gy becomes reactive, not proactive. Emotion fathers reactive strate-
gies, causing some companies to feel personally neglected by
clients.”
CHRISTINE M. EPPS, owner, Epps Consulting

“We send customer surveys out in invoices quarterly that ask
brief multiple-choice questions. If we get one that says, ‘I don’t like
you,’ we are picking up the phone immediately to do everything we
can to improve their experience. We also just started a courtesy call
campaign. When there is downtime on the phone, we have a list of

all our customers and we’re calling to allow them to address
problems and give them a way to get in touch.”
GREG VAN ALLEN, executive vice president and general man-
ager, and RYAN TELLE, marketing director, CloseCall America 
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When you ask for referrals, you learn of prospective customers – qualified, warm
leads – you might not have otherwise known. If your customer agrees to introduce your
company to peers, you’ve managed to break through the clutter of 2,999 marketing
messages that bombard consumers every day. Your chances of a close have just increased. 

Referral campaigns also inspire customer loyalty. By promoting your customer’s
success, you build a partnership and strengthen your relationship. Success-story case
studies also become free publicity to help your clients market their own product or
service. When a customer refers you to another department within the company,
that initiative supports your customer’s reputation as a forward-thinking team player.

WHOM SHOULD YOU TARGET?
Start by looking at your top customers for possible referrals. Which customers

have had the most success in using your products? Create a referral campaign to see
if these people are interested in helping you spread the word about your services.

Contacts can either refer you to their peers or provide you with testimonials.
Build your “mid-level” customers into the referral campaign, as well. For exam-

ple, persuade these customers to refer you to other departments within their organi-
zation. Also ask them to provide introductions to contacts at a higher level within
their company. In this way, mid-level customers may become some of your best
referral sources. Always remember that customers probably network with peers who
can use your services. You also never know when your contact may change jobs.
Finally, don’t forget your prospects or not-yet-customers. Just because you didn’t get
the work from them, doesn’t mean there’s not another contact they may know
within their company or another organization that could use your product. 

LAUNCHING A REFERRAL CAMPAIGN
Referral campaigns can employ a multitude of media options. Direct mail works

well when asking your customer for a list of referrals with contact information. E-

refer me  
HOW TO FIND NEW CUSTOMERS WHILE KEEPING EXISTING CUSTOMERS ENGAGED 
BY CRYSTAL UPPERCUE

Areferral campaign can be a win-win approach to finding new customers and keeping existing customers engaged in a relation-

ship without breaking your budget. A referral occurs when you ask customers to relay their success with your company to col-

leagues who might be interested in your company’s goods or services, sometimes called viral marketing or word-of-mouth marketing.

“Companies lose clients because they lack structure, focus and
passion for what they do. It all boils down from the top. If there
is structure, focus and passion at the top, it resonates with your
company and is communicated as such to your clients through
your team. The reverse is also true. You are as strong as your
weakest link and clients see and feel it quicker than you realize.”
LISA MARTIN, CEO, LeapFrog Solutions

“I think ultimately people lose clients because those clients are
finding a better value elsewhere. When they make the comparison
of where they can spend their money, if they are finding that
other places are giving better product or service for the money
they are spending, then I think the places where the value isn’t
there fall off the map.”
SHEILA LADERBERG, co-owner, Punk’s Backyard Grill

“Companies lose touch with their customer’s needs and a
better product or service is offered by another company. They
don’t stay relevant. In difficult economic times, such as now,
companies begin to trim unnecessary or irrelevant expenses. If
you don’t stay relevant to your customers, you become expend-
able.”
GARY PICK, president and CEO, Connectus

“Why companies lose clients boils down to the fact that they
over-promise and under-deliver. Our mantra is to deliver the
promise of the proposal. Also, businesses don’t get personal
enough. They rely on e-mail and phone, and there is not enough
face time. We make sure our account reps meet with our clients in
person at least once a month. Good communication is the core of
any retention program.”
ROBYN SACHS, president and CEO, RMR & Associates

“You can do a few things well or everything badly. A lot of
times, companies take too much on and can’t deliver all of it,
which aggravates customers more than saying no in the first
place. Managing expectations is something that takes a long time
to develop and more so to manage in the long haul.”
CHRISTIAN SULLIVAN, CEO, FedConcepts

“They don’t listen, actively listen, and hear what their clients
are saying. Companies that aren’t open to change are not going to
be able to hang in there and continue to improve. I think the key
is listening and asking clients what they need and then doing
something about it. You can talk all day, but you have to act.”
DETRIA COURTALIS, vice president of operations, Celebree
Learning Centers

Another One Bites the Dust WHY DO YOU THINK COMPANIES LOSE CLIENTS?
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Events Like This Should
Come Along More Than

Once in a Lifetime.
They will when you select
Swank Audio Visuals.

Being recognized for a job well done. It’s a
feeling meeting planners who turn to Swank
Audio Visuals experience all the time. For any
venue, anywhere, anytime, turn to Swank as
the complete source for all your events and
presentations. We’ll produce something truly
memorable for you, every time.

Contact Swank at www.swankav.com
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mails, which are a less intrusive referral request, work best when asking your con-
stituent to forward your company’s information on to anyone who might need your
services. Appointments and customer visits also afford a great opportunity to ask for
referrals. This personal touch will usually elicit a positive response from your contact. 

TIMING YOUR REFERRAL CAMPAIGN
The best time to ask for a referral is when you’ve completed a sale to an existing

customer. With your company top-of-mind, a customer can easily translate the ben-
efits of your product or services. Even if your contact has not yet done business with
you, that doesn’t mean there will be an unwillingness to refer an acquaintance.
Remember to ask for the referral even at the gut-wrenching moment when the client
in front of you says “no” to your services.  

As soon as possible, follow up with both your customer and the person to whom
they referred you. Customers who gave you a referral deserve a personal thank-you call
or letter as soon as they send a list of contacts. Let them know you appreciate their
confidence in your business. Likewise, contact referrals within a day or two so they
remember being approached. The quick response also creates a positive impression.

ENTICE AND MOTIVATE
While your best customers might sing your praises without the need for a $25

gift card, some customers might need a nudge to offer up friends and colleagues.
Keep in mind that a more extravagant incentive can cheapen the quality of referrals.
Could you offer a discount on a customer’s next purchase or a complimentary
upgrade? Some companies give gift cards or special perks like sporting event tickets
to those who refer. Larger rewards are given if the referral then becomes a customer.
Whatever you decide, make sure you calculate the ROI of any incentive you select.  

Sometimes, noncommittal referrals work better. For example, rather than pro-
viding colleagues’ information to you directly, some customers might prefer to pass
your information along themselves. This approach makes it more difficult for you to
track the source of referrals, but it could be an easier pitch to your top customers. 

THINK OUTSIDE THE BOX
You can break from traditional referral campaigns and create a unique program

that works best for your organization. Perhaps your customers would be interested
in presenting an educational session sponsored by your organization and describing
to peers how they benefited from using your product or service. Maybe your cus-
tomer would be willing to show a link to your Web site on the organization’s inter-
nal intranet, thereby exposing your brand to more of the customer’s employees. You
can use your top customers’ success stories as case studies in lead handouts and your
customers can use them in board presentations. Many times, before testing your
services, a potential customers will ask to speak to one of your clients. Be sure to
routinely ask for customer testimonials. Leave product samples for your customers
to hand out; samples may pique the interest of a friend or coworker.  

Crystal Uppercue is marketing manager at EU Services, a 400-person, full-service direct marketing production
facility in Rockville, MD. www.euservices.com. 

WHAT'S ON YOUR BOOKSHELF?
SmartCEO is looking for CEOs and C-level executives in the Baltimore-Washington area to
answer the following question for our annual Summer Reading issue:

What business book would you 
recommend to another CEO and why?

Send your responses to managing editor Jeanine Gajewski, jeanine@smartceo.com, by May
18. Please include the name of the book, the author, and why you think it's a valuable addi-
ton to a CEO's library. Select responses will be published in SmartCEO's July issue.
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1. MAINTAIN DAILY RECORDS
If you don’t have time to do a little bookkeeping each day, when will you find

time to record a month’s or a year’s worth of records? Different people have different
systems, but what matters most is that you have a system and use it daily.

2. BANK STATEMENTS AND CREDIT CARD 
STATEMENTS
These statements should always come to the business owner or cardholder

unopened. Review them thoroughly before passing them to the bookkeeper or other
employee, thereby preventing unauthorized checks or credit card usage. Unnoticed
errors on these documents represent the biggest losses within the small business
community.

3. PETTY CASH BOX
Set up a petty cash fund for small purchases rather than charging a credit card or

personally paying for the smaller items in order to gain control of the small charges
that can add up to big expenses. Using a metal cash box, add in currency and coins
that total $50 or $100 as a starting point. When a small item needs to be purchased,
use the money from the petty cash box and replace the money with the receipt,
keeping the value of the box at the starting amount. When all of the cash in the box
is gone, replenish it by writing a check to cash and expensing all the receipts.

4. NEW STORAGE BOX
Keep all records for one year in one box, including the tax return for the year,

bank statements, cancelled checks, paid bills, financial statements and any other
backup files in case you are asked to review your books.

5. SWITCHING COMPUTER SYSTEMS
When switching from paper books to software or between software packages, do

so at the end of the quarter. Run both systems for the next quarter simultaneously to
make sure both systems are equal before disposing of the old method.

6. DON’T OVER-CATEGORIZE
When categorizing expenses, don’t make it harder than it needs to be. For exam-

ple, for office supplies, you don’t need to separate fax paper, copy paper, letterhead,
printer cartridges, etc. All of these items can be listed under “office supplies.”

7. SEPARATE ACCOUNTS
Have a separate checking account and credit card for your business. Not only

will you be able to track expenses more efficiently, but if something goes wrong or
the IRS wants to review your books, you will only need to review the one account.

8. SAVE ALL RECEIPTS
The IRS may only need receipts for expenses over $75; however, by not tracking

the smaller items, you could be losing potential expenses that can be written off.

9. CLASSIFYING EMPLOYEES
The proliferation of independent contractors, consultants and freelancers has

made it difficult to determine who is on staff and who is not. This results in misfil-
ing when it comes to filing taxes, since there are different rules and regulations for
employees and non-employees.

10. CHART OF ACCOUNTS
Determine what expense categories to track by taking a look at the tax return you

will need to follow. If you are required to file a Schedule C, list the categories that
apply to your business as your expense items on your Chart of Accounts.

Greg S. Jones is CEO of Bookkeeping Express. www.bookkeepingexpress.com.

iNDIVIDUALS. iDEAS. iNFORMATION. on BOOKKEEPING

small biz bookkeeping tips
10 PRACTICAL STEPS TOWARD CONSISTENT FINANCIAL TRACKING

BY GREG S. JONES

Recognizing the positive impact that consistent bookkeeping can have on the U.S. small business community, following are 10 practical bookkeeping tips:

i3

CONFERENCE BUDGET
CUT IN HALF?

KEEP THE QUALITY WHOLE.

We need your business.
You need quality and our price.

A success story in a recession.
Sales meetings, All Hands, Client briefings, User groups,

Technical, Scientific, Investment Conferences, Fundraisers,
Galas, Political, Legislative, Medical, Pharmaceutical, 

Military, Defense, Holiday Events

Production, Coordination, Sound systems,
Lighting, Video systems, Décor

Dial our number

American Audio Video
703-573-6910 • sales@aavevents.com

www.aavevents.com
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iNDIVIDUALS. iDEAS. iNFORMATION.  on OFFICE SPACE

WOODY KAY, managing partner and chief creative officer, Arnold DC
My Goals: Transparency and Efficiency 
My Space: “The move was very strategic from the standpoint of

building a business, attracting talent and reflecting our culture. We have
no offices, no cubicles – it’s a European benching system idea. It’s a
transparent culture physically and intellectually. The openness allows

everyone to see where everyone is; everyone sees everything going on. Part
of the design of the space was an efficiency play. While the open environment rein-
forces the collaborative nature of advertising, from a dollar standpoint, it is a more
efficient way to build out space. We moved in our space on time and on budget and
I think it has been a worthwhile investment.”

JEFF BROUSE, membership director, The Tower Club
My Goals: Brand Enhancement and Recognition 
My Space: “We needed something timeless that would work for a

number of different tastes, because we have younger and older mem-
bers. It needed to convey the branding and image of high-end. We
wanted them to feel good about the place. We upgraded the walls and
fixtures, and brought everything more up to date. To enhance our brand, we did
simple things like when you walk off the elevator, you see ‘The Tower Club’ written
on the marble wall. That image does make a huge difference.”

SCOTT LEVITAN, senior vice president, development director, 
Forest City Science + Technology Group

My Goals: Equality and Flexibility  
My Space: “We decided to go 100 percent workstation. There is no

hierarchy at all within the work stations, so we were allowed to get very
high quality and spacious work stations. I sit at one, just as everyone in

the office sits at one. Because of our cost savings with the open office sta-

tions, we have three conference rooms, and a
nice kitchen with a [high-end] coffee machine. We have a serenity area and two tele-
phone ‘booths’ – brightly colored, well-furnished rooms for conference calls. The
office is a great marketing tool in terms of how client see us when they visit our
office. They see that this is a physical manifestation of the culture.”

STEVE RIDENHOUR, CEO, ServRight
My Goals: Sustainability and Employee Morale 
My Space: “We wanted to do as much sustainable elements as pos-

sible. And now, those elements are not only affordable but also high
quality. Since I was buying it, my sense of responsibility was very tangi-
ble. I believe this green movement is an ethical issue. I also felt a
responsibly to my 70 employees. Morale is very important and if you
want excellence from your employees, you have to provide them an excellent home.”

official business BY JEANINE GAJEWSKI

INVESTING IN YOUR SPACE CAN BE A STRATEGIC MOVE

With so many investments competing for your limited dollar in this economy, it is tempting to write off office space

improvements as a frivolous spend. However, some companies view their company offices as more than just a

place to plug in a computer. They see their space as a physical manifestation of their brand, a place that imbues employ-

ees with the company culture and speaks to clients about their values. These business leaders explain the return on their

office space investment. 

i3

Environment is one of the top three reasons why employees choose to stay or
leave, according to JACQUI HIGGINS, president of Accents by Design, so CEOs
would do well to provide an office space that speaks to their workforce. However,
with four generations in the workplace, pleasing everyone can be difficult. 

“The Traditionalists are used to the cubes from hell with the gray-haired
executives in the corner office,” Higgins explains, adding that AARP esti-
mates that 70 percent of people age 43 to 65 plan to work into their retirement years. “For
the Boomers, their jobs defined them and the size of their office was a reflection of their
worth. X-ers and Millennials are more comfortable with technology and used to working on
their laptops in a crowded Starbucks.”

To encourage the generations to collaborate, Higgins says it is important to understand
the makeup of your employee base. “Create pockets or communities within the space to
reflect those needs,” she says. “Create areas where people can collaborate, as well as spaces
where employees can be alone. Create a space for games, such as Foosball.” 

If you have a population of older employees, consider their physical as well as cultural
differences. “Employees in their 60s or 70s aren’t as agile as younger employees,” Higgins
says. “Will hardwood floors work? Do you need to have handrails?” 

To balance the older generation’s wish for privacy with the younger generation’s desire for
a bright, open space, Higgins suggests creating office walls out of partially frosted glass
instead of daylight-blocking drywall. 

And remember to include employees in the process of designing your new space. “Most
people are reluctant about change unless they can see the direct benefit,” Higgins says.

Space Age HOW A MULTI-GENERATIONAL
WORKFORCE IMPACTS OFFICE DESIGN

The Tower Club

Arnold DC

ServRight

Forest City Science + Technology Group
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VA Lic. #11-3694   DC Lic. #2022   MD Lic.#106-3444

Sexton Executive Security private investigators are experi-
enced in conducting high level, confidential investigations
throughout the Washington D.C. metro area and beyond. 
Areas of expertise include;

• Surveillance
• Background checks
• Embezzlement/Fraud
• Locating missing persons
• Undercover investigations
• Child custody/neglect

Our male and female detectives are in high demand by area
Law Firms, Corporations and Private Individuals who are in
need of professionals capable of winning cases and deliver-
ing successful results. Our senior investigators are former
Police Detectives and International Investigators.

Sexton Executive Security – The “Secret Service” of the private sector.

w w w . s e x t o n s e c u r i t y . c o m

Confidential Investigation

Dedicated. Diligent. Discreet.
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THE BETTER ALTERNATIVE
TO A FORMAL 

BOARD OF DIRECTORS

Confidential • Problem-Solving • Quantifiable Results

"Since joining the BOARD:

• My business has grown exponentially from 
approximately $12M to well over $20M;

• I have developed a peer group of close business
friends in the BOARD that I have helped and who
have helped me."

-Robert L. Grey, Chairman & CEO, www.intellidyne-llc.com

John L. Foote, Founder, Chairman
410-974-9265 (O), 443-250-8392 (C)

THE BOARD,INC. ®,© 
Copyright 2006 All rights reserved.

www.metrodcboard.com • jfoote@theboardinc.com

Creating 
Entrepreneurial 
Wealth

Even the most talented 
business owner can be chal-

lenged by the obstacles to 
corporate growth and 
shareholder liquidity. 

John Colwell | Managing Director
Tel 410 296 2200
John@mentorcappartners.com
www.mentorcappartners.com

11001 York Road • Cockeysville, MD 
410-771-6800 • www.markdowns.com

MARYLAND’S LARGEST DISPLAY

NATIONAL LAW CHAMBERS OF

Need Legal Counsel?

www.jptlawchambers.com • 202-349-5554

CEONETWORK
DDoo yyoouu hhaavvee ddoouubbttss aabboouutt
eemmppllooyyeeee ppeerrffoorrmmaannccee iinn

tthhiiss eeccoonnoommyy??
To maximize your employees current 

productivity hinges on job fit.

Are you able to measure job fit?  We can!

Eric Miller • (410) 453-9591
www.smartperformancestrategies.com
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EdibleArrangements.com
Copyright © 2008 Edible Arrangements, LLC Franchises Available.  Call 1-888-727-4258
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301-263-1020
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Meeting Bouquet
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Corporate Accounts
Welcome!

Cherie Ashcroft, CLU, ChFC
Agency Development Manager

1.866.600.5886
ashcroftagency@aol.com

©2009 Colonial Life & Accident Insurance Company
Colonial Life is the marketing brand of Colonial Life & 
Accident Insurance Company.

Count on Colonial Life’s 
supplemental insurance products 
and services to help you:
 Fill in gaps in existing bene�ts coverage. 
 Communicate the value of employees’ bene�ts. 
 Save hours of valuable administrative time. 

Creating lasting memories
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We provide photography for:
• Weddings 
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• Conferences
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Lansat Photography
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WHAT IT MEANS IS ANYONE’S GUESS
By Barnaby Wickham

$25.9million
Value of the University of North

Carolina men’s basketball team.
Forbes

1
National value rank of the Tar

Heel team, the same as the year

before. Forbes

$16.7million
Value of the University of

Maryland men’s basketball

team. Forbes

9
National value rank of the

Terrapin team, an 8-place

improvement from the year

before. Forbes

$1.1million
Additional giving to the Terp

program last year that spurred

the ranking increase. The gifts

were a result of a new policy

that assigns seats based on

contribution levels.       Forbes 

“It makes 
no sense.”

Six Flags Inc. CEO Mark Shapiro, on the refusal of one of the company’s

principal noteholders to even meet to discuss refinancing the theme park

operator’s debt. The company faces default if it can’t refinance.  WBJ 3-16-09 

$10m
Funds the Jewish Federation of

Greater Washington had invested

with Bernard Madoff. Jewish Federation

$5m
Goal of an emergency fundraising

campaign currently underway by

the Federation.              WBJ 3-16-09

2
Of the five-month campaign,

months it took to raise half the

total. WBJ 3-16-09

679
Numbers of households for every

one household in foreclosure in

Virginia in February. RealtyTrac

730
Numbers of households for every

one household in foreclosure in

Maryland in February.       RealtyTrac

750
Numbers of households for every

one household in foreclosure in

the District of Columbia in

February. RealtyTrac

70
Numbers of households for every

one household in foreclosure in

Nevada in February.         RealtyTrac

60,062
Numbers of households for every

one household in foreclosure in

Nebraska in February.      RealtyTrac

datadump

7%
Interest rate that Pennsylvania

charges for back taxes.
Sun 3-16-099%

Interest rate that Virginia

charges for back taxes.  Sun 3-16-09

13%
Interest rate that Maryland

charges for back taxes.  Sun 3-16-09

$118m
Interest on delinquent taxes

Maryland collected in fiscal

2007. Sun 3-16-09

62
Percent of the income that

derives from individual income

taxes. Sun 3-16-09

“We outpace
them all.”

D.C. Councilman Jack Evans, on per capita District commercial property and

income taxes relative to any other state, county or city jurisdiction in the country.

Evans is leading an effort to reduce these rates to help city businesses. WBJ 3-17-09 
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Experience everything Washington, D.C. has to offer at Hyatt Regency Bethesda. Whether it is impeccable service, world class cuisine, 
or casual and comfortable accommodations, Hyatt Regency Bethesda is your answer for business and pleasure. Feel the Hyatt Touch.®

For reservations, call 301 657 1234 or visit bethesda.hyatt.com.
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BLURRING BUSINESS AND PLEASURE.




