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Our country was founded by visionaries who believed in free enterprise through
individual determination. We support that spirit and hold that the future of our
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Make 2021 Easier:
Outsource Your Accounting

-Royal Banks

M i s s o ur i

We can help with strategies for:

« Form 1099 Preparation and Filing
Outsourced Accounting
Bookkeeping
Payroll Services
QuickBooks
CFO Services
State & Local Tax (SALT)

To discuss outsourcing to a full-service accounting
firm, contact Karen Stern, CPA,

at 314.983.1204 or kstern@bswlic.com or

visit brownsmithwallace.com.

Investing in Our Communities
One Business at a Time

Where Better Service Means Better Banking!
www.royalbanksofmo.com

(314) 212-1500
QuickBooks & Accounting Software WA L LAC E
1099 Prep & Filing | Outsourced Accounting Member ﬁ 8 @
Payroll Services | Tax Preparation | Check Writing THE FIRM FOR GROWTH." FDIC i

Sr. Wealth Advisor, Mike Clark can help you
adopt a balanced money mindset to help
connect your life and wealth in a more
meaningful way. Mike will partner with you to
uncover your Wealth’s WORTH by defining:

WHAT happiness means to you.
OWNERSHIP of what you want your life to be.
RELATIONSHIPS that matter.
THOUGHTS about money.
HEALTHY boundaries.

4

"‘ MIKE.CLARK@VWA-LLC.COM \. 618-726-3011 CONTACT MIKE CLARK TODAY TO DISCOVER HOW TO OWN YOUR WEALTH; NOT LET IT OWN YOU.

GH VISIONARY WEALTH ADVISORS,

ADVISORY SERVICES PROVIDED THROU Ll
RM‘S LATEST FORM ADV DISCLOSURE B

LC, AN SEC REGISTERED INVESTMENT ADVISOR. FOR MO
ROCHURE ON THE INVESTMENT ADVISER PUBLIC DISCLO

PLEASE VIEW A COPY OF THE FI
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PUBLISHER'S LETTER svron aveLn

Top Business Advisors
The Value of These Mentors Is Enormous.
It’s Time We Recognize Them.

Lusher Elementary School in Florissant in the 1970s, I was far behind my class-

To say | was a poor student growing up would be an understatement. Attending
mates in every subject.

The principal approached my parents toward the end of the third grade. The school
wanted to flunk me. I just wasn’t even close to catching up. My mother was concerned
not only about my studies, but also about my emotional well being. As a shy, intro-
verted kid, she worried that holding me back would do serious damage to my emotional
future. Like only my mother could, she struck a deal with the principal. Send me to
fourth grade, and if I couldn’t catch up, she wouldn’t stand in the way of holding me

back the next year.

Fourth grade came around and my teacher was Ms. Cox. She
changed my life.

Ms. Cox stayed after school with me days out of each week.
We’d go over math, reading, social studies, etc. We went through
second grade material, third grade material, and fourth grade
work. The process was tedious. So many times I wanted to give
up and go out and play with my friends. But her selflessness
paid off. She not only got me caught up, she also got me excited
about reading and what was happening in the world. She gave me confidence in myself.

She spent hours with me, away from her family and from doing things she enjoyed to
help one scrawny fourth grade boy.

Later in life I learned how important her work would become. I learned that as many
as 75% of children who enter middle school - and who are unable to read at middle
school level ~ end up not graduating from high school.

[ went on to become the first person in my extended family to earn a college degree.

The thing that still bothers me today is that I never reached out to Ms. Cox to thank
her and let her know how her help changed my life. I'm sure she has no idea.

Every day in St. Louis, business advisors and mentors are making huge contributions
to entrepreneurs, just like Ms. Cox did for me many years ago. For the most part, we
don’t even know who they are. They don’t help others for publicity, fame and fortune.
They help for one reason: to make the mentee better.

We decided it was time to bring these mentors out of the shadows and put them in
the spotlight. We've captured the thoughts and ideas of the area’s top business advisors.
A few months ago, we asked our readers to help us select top mentors in our commu-
nity and did they ever! We ended up with hundreds of nominations.

What does that tell you about St. Louis? There are a lot of business advisors making a
huge impact in the lives of many business owners. Would we expect anything else from
our friends and neighbors in St. Louis! These mentors are providing everything from
education to a shoulder to lean on during trying times.

Our hope is that these stories will encourage other would-be mentors to step up and
help others. ™

we protect your
business. because

you’ve worked
hard to build it.

CALLOWAY INSURANCE

AGENCY
636.305.8320
callowayagency.com

Auto-Owners
INSURANCE

LIFE - HOME - CAR - BUSINESS

Unlimited

Water Processing,Inc
‘H
Rk &

Unlimited Year Round Refreshment
Where You Work!

B Variety of Styles B Water by the Case _i—
B Premium Drinking Water or Spring Water M Cups
B Cold or Hot/Cold Dispensers B Coffee Service

314-227-4602 www.unlimitedwater.net
6891 Hazelwood Ave. - Berkeley, MO 63134
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SALES MOVES By MARK HUNTER

How To Be Seen As An Expert

By Your Customers

ach month, I share new ideas and

strategies about how you can be a

more effective salesperson. Today,
[ want to share how you can and should
become a subject matter expert to your
customers. | feel like I could be a subject
matter expert to you, and you could then
be a subject matter expert to your custom-
ers, so here are 10 ways to be seen as an
expert by your customers:
1. Ten Burning Questions

To what ten burning questions do your
customers most likely need answers?

If you want to be a subject matter
expert, you must be able to offer good
answers to their ten burning questions.
You'll see how much this exercise increas-
es your level of knowledge and enables
you to share answers with your customers.
That takes me to number two...

2. Create Key Lists

One of the things I do each week is put
out a video of ten key things that you can
do to become a better salesperson. I put
these lists out there as a way to be seen
as a subject matter expert in sales. You
can do the same thing and be seen in the
same way.

3. Ask Tough Questions

Subject matter experts aren’t shy about
asking difficult questions. Don’t be afraid
to ask the kinds of questions that a lot of
people don’t even think about. The cus-
tomer may respond with “Wow, I hadn’t
thought about that.”

Subject matter experts are always willing
to ask questions to which neither they nor
their customers have answers, but that’s
exactly how they become subject matter
experts. Why? Because those kinds of
questions push them to go further.

4. Share Insights

Look for interesting information and
share it with your customers. [ routinely
email engaging content that I have discov-
ered in a book or article online. Rou-
tinely, I try to share information that’s

valuable and insightful.
5. 30 Minutes/Day

Discipline yourself to spend 30 minutes
every day learning about your industry,
your niche. Learn as much as you can.
Commit to doing so for 30 minutes each
day, and in six months, you’ll be a subject
matter expert. This process will offer you
a deep dive into your industry. You're not
going to know everything. However, you'll
know 95% percent more than everyone
else.

6. SME Peers

Surround yourself with people who
are also subject matter experts in their
respective fields. Personally, I have certain
people whom I call when I need help
on this or that, in this or that industry. I
nurture relationships with these peers, so
[ can call them. Spending time with expert
peers allows me to expand my knowledge
base and better serve my customers.

7. Multiple Contacts

Not only do you want to associate with
more subject matter experts, but also you
want to know as many people as possible.
The more people who know you, the more
people will call you. The more people
who call you, the more you'll be able to
share your insights. The more insights you
share, the more you'll be seen as an expert
- knowing how it all works.

It doesn’t do you any good to be a sub-
ject matter expert who shares with no one.
You always want to have multiple contacts.
With every customer I work with, [ want
to have multiple people to whom I can
reach out for information or answers.
Keep in mind: not every customer will
have the same number of multiple con-
tacts, however.

In a short time, you can be seen as a
subject matter expert when you talk to
many different people in a variety of areas.
[ cannot tell you the number of times I've
lost out on business because I didn’t do
just that. [ also can tell you the numerous

times I have gained business because |
have done precisely that.
8. Industry Associations

Are you involved with them? Are you
connected! Do you even know what
industry associations are? Industry asso-
ciations are involved with (and designed
around) expertise. If you want to be an
expert in your field, you need to engage
with these groups. Now, your sched-
ule and time might not allow you to
become super engaged, but you should
still know what they’re doing. Be an
active contributor. Be a helper. Subject
matter experts are those who give rather
than take.

9. Social Media

So, are you sharing your insights on
LinkedIn? Are you sharing informa-
tion in various blog posts? [ know one
subject matter expert who regularly
contributes to five sites. One is Linked-
In and the other four are industry sites.
He focuses solely on those sites and
doing so allows him to be perceived as a
subject matter expert.

Subject matter experts are not experts
on everything. They specialize in one
subject and the people who deal with
that subject on a regular basis.

10. Universities

Universities come into play when you
can help a professor or serve as a guest
speaker. Your stature increases dramati-
cally. Look for various institutions - |
can think of four or five right now that
[ am engaged with on a daily basis. I
thoroughly enjoy working with them
and doing so helps raise my stature as a
subject matter expert. M
Mark Hunter, of The Sales Hunter sales
motivation blog, is the author of “High-Profit
Prospecting: Powerful Strategies to Find the
Best Leads and Drive Breakthrough Sales
Results.”

ASKTHE BANKER

WWW.SBMON.COM

How Do | Assess My Business’
Financial Health As We Enter
The New Year?

As a new and
-- let’s hope
-- better year
begins, now
is a good
time to take
the financial
pulse of your
business.

A simple financial assessment requires you
to identify your assets and liabilities, under-
stand your expenses, project your sales for
the coming year, and calculate your projected
profit. When you're finished, you will better
understand what you should be charging and
whether you need to add or reduce inventory,
roll out a new product - and mare.

A financial professional can provide great
help. Still, you can learn much from conduct-
ing a do-it-yourself assessment that looks at
three important financial reports:

1. Your year-end balance sheet - A balance
sheet provides a snapshot of your business’s
net worth. It includes your assets (i.e., equip-
ment, inventory, property, and cash) along
with your liabilities, such as loans, credit card
debt, and outstanding payments. Subtract
your liabilities from your assets, and you'll
know how much equity you have in the busi-
ness.

2. A cash flow statement - It's very possible
for your business to be profitable on paper,
but cash poor as you invest in inventory or
await customer payments or seasonable
sales. A cash flow statement that sum-
marizes all cash that enters and leaves your
business can help you to evaluate whether
you'll have the cash on hand to pay expenses
throughout the year. Such a statement can
also be a helpful tool in planning purchases
and assessing a long-term outlook.

3. An income statement - This financial
report shows your business earnings minus
your expenses aver the previous month,
quarter, or year. It provides a clear picture

of your profitability over a given period of
time. These figures can be helpful as you put
together sales forecasts and expenses for
the future.

The bottom line: Each of these three finan-
cial reports provide information that can help
guide your strategy and decision-making,
whether you are looking to grow your sales
or build your nest egg. Taken together, they
can help get your new year off on the right

foot. W

Debi Enders (debi.enders@
commercebank.com) is

vice president, small business
banking at

Commerce Bank.
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ENTREPRENEUR’S TOOLBOX
BY JAMES CANADA

There Are Two Types Of Customers-

And Pleasing Each Is Critical To Success

During my time as a consultant, as well as
my days owning a small business, I've met
dozens of people who don’t understand
the customer/supplier relationship. I've
encountered even more who fail to see that
there are actually two types of relationships:
internal and external.

The external customer is what we typically
think of as “a customer”— the person to
whom you supply goods or services. Mean-
while, the internal customer is someone
within your own organization to whom you
must provide the information necessary to
do the job. The external customer pays the
bills—but the internal customer is no less
important. And distinguishing between
the two, while giving each equal care and
attention, is vital to your business’s overall
success.

For example, I was once asked to manage
a cross-functional team of American Airlines
employees in an effort to improve the ef-
ficiency of departures from DFW Airport in
Dallas. In this instance, external customers
were paying passengers whom we needed
to get safely to their destinations on time.

Internal customers were the people in all
the different departments working for the
airline. Each team member needed specific
information to complete his or her task.
The pilot couldn’t taxi until the ground
crew had all the bags in place and flight
attendants had seated all passengers. The
cleanup crew needed to know when the lava-
tory crew was done; food service had to wait
until the cleaning crew was done, as did the
gate agents and flight attendants.

As each department realized its unique
role, the process became more efficient.
Delays went down; external customers were
happier. But internal customers—the team
members—were also happier and had a
clearer understanding of the importance of
customer/supplier relationships. ®
James H. Canada is managing partner/CEO
for Alliance Technologies LLC, ITEN mentor
and author of “Corporate to Entrepreneur:
Strategies for Success.” Contact Jim at james.
canada@alliancetechnologiesllc.com, 636-734-

2337 or www.alliancetechnologiesllc.com.

MASTERING LINKEDIN
BY KATHY BERNARD

Share Your Videos, Visuals,
And News On Your LinkedIn Profile

The Featured section of
your LinkedIn profile is
where you can showcase your
company products, show off
a video, or display your sales
sheet or PowerPoint presenta-
tions. You can also use it to
feature your news articles and
LinkedIn posts.

To add the Featured section
to your profile, click “Add
profile section” and then un-
der Featured, choose whether
to add a post, article, link, or
media. A large image will show from your
featured content and you can add a caption
to provide useful details.

Use it to feature posts that you've authored
or re-shared; articles you've published on
LinkedIn; external media, such as images; or
links, for example to your YouTube videos.
By using the Featured section, you can pick
and choose the content you want people to
see.

You can include as many items as you want
in your Featured section, but only two will
show until profile visitors click the arrow to

Featured

KR B

Partial List of Driveway Productions recent work

Recent work includes for 21 Ninety, Always a
Bridesmaid, ATL, Bigger (BET), Boomerang, Capital

0]
@ o CHoosgm-m
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METRO
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More recent productions from Driveway Productions

Recent work also includes Steve Harvey's FunderDome,
Target, The Passage, Throwback Holiday, Verizon, Wh...

view more. Manage what you would like
featured by adding and removing content
or by reordering your selections. To feature
content as you're posting it on your Linke-
dIn news feed, click the More icon from
the top right of the post to add it to your
Featured section.

Show off your best with the LinkedIn
Featured section on your profile! B

Kathy Bernard (kathy@wiseru.com), CEO
of WiserU.com, is a St. Louis-based LinkedIn
expert/trainer who equips businesses to maximize
LinkedIn for sales, marketing, or fundraising.

T -

You Have
Questions?

- PPP Loan Forgiveness
- Tax Law Changes
- Liquidity

- Cash Flow Management
- Financial Reporting
- Tax Planning

Call us today.

314-514-8881
www.lopataflegel.com

We Have
Answers...

[LOPATA,
FLEGEL &
(COMPANY..»

Accountants and Management Consultants
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CYBER SECURITY INTELLIGENCE
BY DAVID WREN

Building A Cyber Security Program

reating a cyber security program
Cis no easy task. Doing so involves

implementing a well-documented
and comprehensive plan. Requirements
established for an organization’s cyber
program come with a great deal of risk
that should be handled carefully. Inex-
perienced or ill-advised cyber programs
leave your organization open to attack,
compromise, and financial hardship if not
followed correctly during a cyber incident.
Avoid these troubles by ensuring you have
the best possible insight and knowledge
about the requirements of a competent
cyber security program.

First, we need to take a high-level view
of the environment. Understanding your
organization’s business ~ and how that
business should alter security planning
~is key. The program should be custom
tailored for your environment and not
just downloaded from the internet or
borrowed from another entity. A cookie
cutter or one-sizeAfits-all approach can
leave gaps in your security posture. The
types of data that you capture and store
should dictate your approach to develop-
ing the program. For example, health and
financial data are heavily regulated, with
penalties for violating regulations. Most
companies store some forms of this data,
for example in employee records, payroll,
accounts receivable, and accounts payable.
We must take special care with identifying
such data, knowing where it is stored, and
understanding how it is being accessed.
Knowing your environment and work-
flows are critical in the planning process.

How secure should your environment
be? Once you understand the nature of
your data and pertinent regulations, you
can start planning for the level of security
that is required. Convenience and security
must always be balanced with level of
acceptable risk. If accessing your data is
too convenient, a malicious actor will find
it easy to exploit and share to the world,
resulting in potential loss of business or
even closure. Conversely, if your data is se-
cured so well that productivity is severely
hampered, then users may loathe the pro-
cess, focus less on personal cyber hygiene,
and attempt to circumvent safeguards by
any means.

Once you understand your environ-

ment and how secure it needs
to be, it’s time to define orga-
nizational targets. How mature
your environment’s security is
can help to benchmark prog-
ress. Maturity benchmarks are
necessary to showcase your
efforts and keep the plan
moving forward. Much leg
work has already been done
by framework organizations.
These organizations study IT
environments and threat land-
scapes to create checklists that
ensure nothing is overlooked or forgotten.
Using frameworks such as NIST 800-53
R5, CMMC, ISO 27001-27002 and CO-
BIT can greatly simplify and streamline
your cyber security program. These frame-
works are built on a solid understand-

ing of industry best practices. If you are
not operating in a regulated business or
industry, using one of these frameworks is
a great way to develop your program.

Knowing your environment and having
a clear framework of goals are important
for growing your cyber program. So is
developing a multi-year plan. Such a plan
allows your organization to better prepare
for the future and recognize where pit falls
may exist. At this stage, you can create a
timeline to establish maturity benchmarks
and next steps across time. While your
cyber program grows, consider business
ramifications of decisions. How will this
program interface with other components
of the business? If loss of functionality or
access is too great, then long term effects
could hamper implementation of the
cyber program.

Once the plan is in place, define the
policies and standards to be adopted by
IT staff and users. What’s considered
“acceptable” in your environment has
legal and enforcement implications. Clear
communication about your security policy
is essential for maintaining a compliant
environment.

Additionally, determine what’s accept-
able from a management perspective with
monitoring and enforcement in place.
How should funding be allocated? How
should security and workplace culture
interact! How should the program be
leveraged when ambiguity arises? Opera-

tional policies keep everyday interactions
between systems and people well defined.
Technical policies and standards are es-
pecially important to define well because
they are paramount to your environ-
ment’s security. Mis-configured systems
can present massive security risks and
leave doors open for bad actors to exploit.
Having a clearly defined policy can be the
difference between a chaotic, vulnerable
environment and a stable, secure one.

Once standards and policies have been
defined and adopted for the environment,
implementing these standards and policies
can be accomplished through procedures.
This is the point at which your IT staff
and executive sponsor will begin changing
and improving IT assets to adapt the envi-
ronment to your cyber security program’s
vision. Strategy, goals, and planning
have led to this point of action. Defining
procedures will initialize action in your
organization.

Creating a cyber security program can
be exciting and overwhelming. No one
individual can effectively plan, create, and
implement a program alone. Teamwork
and cooperation will always be necessary
for such an undertaking. At Network
Technology Partners (NTP), we have
extensive expertise in cyber security and
the threat landscape against which your
program will be defending.

I would like to thank Hunter Williamson
for his assistance in researching and developing
this article.™

David Wren, CISM is President of Network
Technology Partners, a regional Cyber Security
Intelligence firm headquartered in St. Lousis,
MO. He can be reached at dwren@ntp-inc.

com.
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NO SWEAT PUBLIC SPEAKING
BY FRED MILLER

NO Buzzwords!

You DON'T Impress People with Words
they don't know.

You make them feel Stupid! In your next
presentation, avoid buzz words, acronyms,
and techno-speak.

The goal of all communication -- verbal,

written, or visual -- is the same. We want
the audience to GET IT as quickly as pos-
sible. Using words they don't understand
will quickly lose them.

People from many occupations, genera-
tions, industries, clubs, and geographical
areas use words and phrases that strang-
ers fail to comprehend. Even when speak-
ing to people in the same industry, we use
language that's common to you, but may
be new to them. How long have your lis-
teners been in their positions? The words
you choose may have different meanings
in their world than in yours.

Plain and simple language RULES!

Example: | work with peaple in the finan-
cial industry. They present information
about topics like ETFs, mutual funds, and
derivatives. Some in the audience will nod
their heads up and down like they grasp
everything that's being said. Many don't!
And they won't work with advisers they
don’'t understand. Who likes feeling stupid?
We see the emperor with no clothes, but
no one says anything.

If you think those Buzz Words are
unavoidable, try this at the beginning
of your talk:

“My industry, like many of yours, has
buzzwords, acronyms, and language that
outsiders may find to be unfamiliar and
may not understand. It's my job to make
sure my message is understood.

To accomplish this goal, I need us to make
this agreement. If you hear anything you're
not 100% sure of in terms of meaning,
you'll raise your hand so | can explain it.”
[Raise your hand and continue.] “I am not
moving forward till all hands are raised!”

You have given the audience permission to
not understand and let you know.

In formal and informal presentations and
in your elevator speeches:

DO NOT USE buzz words, acronyms, and
techno-speak.

Do that, and | guarantee: Your next pre-
sentation will be absolutely, positively -
NO SWEAT!

Fred Miller (fred@NoSweat-
PublicSpeaking.com) is a
Speaker, International Coach
and Author. Businesses and
individuals hire him to improve
their public speaking and
presentaiton skills.
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CULTURECENTRIC LEADERSHIP
BY JONATHAN JONES

HIGH VOLTAGE MARKETING
BY TOM RUWITCH

Your Culture And Your
Community

Successful companies embrace and
incorporate a wide variety of resources
to engage their employees both inside
and outside of their businesses. Often,
in troubled companies, employees are
obsessed about territories and have
inter-departmental squabbles, and the
constant internal conflict detracts from
the corporate mission, efficiencies, and
inevitably customer service and reten-
tion.

Look to the external community to keep
your company fresh. | suggest budgeting
time and money for leaders to lever-

age some of the following resources to
improve the organization. During the
pandemic, most of the forums listed
below have discovered ways to connect
virtually, allowing faster connectivity with
less cost.

Trade associations - encourage collab-
orative networking and insight into your
industry. By building relationships and
friendships with peers in the industry,
employees grow in knowledge and con-
nectedness.

Training/technical courses - help update
skills and set employees up to achieve
their next promotions.

Conferences - inspire staff with new
ideas. Strategically determine which
conferences are a good fit (or solicit em-
ployees for their input). Good conferences
inspire and develop growth.

Local business community gather-

ings - encourage networking with other
organizations. Success breeds success.
Ideas and connections can often bring
new opportunities or sales referrals.
Local and regional chambers of com-
merce - connect people. Engaging with
the community increases the connected-
ness of your people and their community.
Professional peer groups - develop in-
novative solutions to business challenges
by sharing experiences and expertise in a
confidential environment with similar ca-
reer growth and achievement levels. Such
groups offer business and leadership
education through confidential forums.
People who are connected and continue
to grow consistently outperform those
who do not. Continuing growth is good
business. B

Jonathan Jones (Jonathan.
jones@uvistagechair.com or
314-608-0783) is a CEQO peer
group chair/coach for Vistage
International.

Turn To Testimonials To Elevate
Your Marketing

friend recommended
that I check out a busi-
ness that tests dogs’

DNA.

She suggested I might be
interested in the service for
my dog, Moose.

[ visited the site and wasn’t
very fired up...

...until [ got to the bottom
of the front page and saw this
quote from a happy customer:

“Dakota is such a sweet dog
and it’s so good to know her
background and health issues
that we are able to address
before she starts showing signs
and too late to treat! Thank

1

you!

And this:

“I recently rescued my dog
from a Chicago shelter and
wanted to know which breeds
she is. I also wanted to know
if she had any health condi-
tions.”

And this:

“In the reports, details are
explained for better under-

standing, which leads to some answer why

your dog(s) look and act the way they do.”

The top of the site hinted at this stuff:
“Smarter Dog Care Powered By DNA.”

But it didn’t capture my attention...

...because it didn’t tell me a story I
could relate to.

I could relate to those quotes. They re-
flected my worries and wishes for Moose
-~ and all the other dogs I've owned over
the years.

And that’s the moral of this story:

You will capture prospects’ attention if
they can relate to the picture you paint,
the story you tell.

If the DNA testing company hired me
to power up their story, I'd put this at the
top of their site:

B Improve odds that your dog lives a long
healthy life by discovering health risks

eb A /
o2\
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BEFORE they become issues.

B Loveable mut? Learn all the breeds that
make up your unique dog.

B Understand why your dog looks and
acts the way it does.

[ pulled all of these selling points from
the testimonials...

...which leads to another moral of this
story:

If you want to power up your business
story so prospects and customers tune in,
listen to what they’re saying.

When I work with clients to power-up
their business stories, I often start by read-
ing the testimonials.

What pain do you relieve for customers?
What desire do you fulfill?

Testimonials often answer those ques-
tions ~ as they do on the DNA testing site.

STRATEGY .

/’ :: /]
o |

i

And those answers use the language of
your marketplace. They come from the
horse’s mouth.

So check out your website and ask
yourself: “Does the most prominent
copy paint a picture my prospects can
relate to!”

If not, read your testimonials and case
studies. What stories are your happy
customers telling?

And if you don’t have testimonials or
case studies, drop everything and go get
some. They're marketing gold. ™

Tom Ruwitch is Founder and CEO of
Story Power Marketing. Coaches, consultants,
and other thought leaders choose Story Power
to attract more leads, keep them engaged and
interested, and inspire them to act. More at
StoryPowerMarketing.com.
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FUTUREOLOGY
BY JEREMY NULIK

FINANCIAL FITNESS
BY KAREN STERN

A Non-Anxiety-Inducing
Way To Face The Future

he most significant feat of architec-
Tture in the United States is the en-

tryway of the Augusta High School
in the hamlet of Augusta, Kansas. There
is a caveat to the previous statement:
The mantle, “most significant,” is from a
Ronald-Reagan-era version of me.

However, imagine you're me in 1987,
and you are a passenger of a mid-size
car driving south through rolling hills
of wheat and cattle when a triangular
structure teases your horizon. The build-
ing’s roof line resembles something out
of a science fiction film — like a Robot
Mothra had descended upon an other-
wise pastoral scene. As the car nears the
building, the zenith of the roof plunges
to nearly street level. Then severely back
up again. Because the windows follow
suit, it seems like some kind of strange
invitation, a smile from another world.

“Why did they make the building like
that!” I ask my father.

“I don’t know,” he says. “It was like
they were trying to make something that
looks futuristic.”

“Is that what buildings are going to
look like in the future?” I ask.

“No,” he says. “That is what buildings
look like right now.”

And, perhaps without knowing it, my
father uttered something fundamentally

profound. The future, as [ had character-
ized it in 1987, does not really exist. I had
been under the assumption, as so many
of us are, that the future is this opaque
thing. It’s out there. And, often, when
thinking of that “out there,” anxiety is
triggered: What is going to happen?

Thankfully, this understanding of the
future is erroneous. As indicated by my
father more than 30 years in the past.

As we've come to understand, the
future is not some single dimension or
point toward which we are marching in
lockstep. The thing that we call the future
is all around us. It makes itself known
in through the mental (and sometimes
tangible) artifacts and images that we have
in the present moment. As the science
fiction writer William Gibson said, “The
future is already here — it’s just not very
evenly distributed.”

The signals of what is to come are
among us all the time. The challenge
for most of us is our fitness in register-
ing which of those signals or trends will
most likely impact and shape our mul-
tiple futures. And yet more challenging
is deciphering or making decisions on
what impact we hope to have in shaping
futures.

Today (with the pandemic, unrest, vola-
tility), it feels like we have been getting a

0 010y
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force-feeding on uncertainty and disrup-
tion. The questions that we typically ask
are ones that sound like, “Is this what
our world will be in the future?” The
answer, oddly, is yes and no. The world
has always been and will continue to be
rife with uncertainty. But the future will
not be a linear continuation of today.

It is being expressed, right now, in the
decisions you are making and in your
ability to look for signals or images of
what could be.

Here is a non-anxiety-inducing method
for looking forward now: Horizon
Scanning. This is a weeks-long asynchro-
nous challenge that you can take as an
organization. Horizon Scanning does not
require sophisticated understanding. All
that is required is curiosity and diligence.
Gather your team and agree that you are
in search of the signs of where your in-
dustry may be heading. It can start with
something as simple as Googling, “The
future of <industry>.” Get past the top
headlines. Look for patterns. Look for
outliers. Create a shared document and
reconvene to have conversations about
what you found. You will get to know the
future when you become more curious
about your world today.™
Jeremy Nulik (jeremy@bigwidesky.com) is
evangelist prime at bigwidesky, a human busi-
ness consultancy, in St. Louis, Mo.

Consolidated Appropriations
Act: How Your Small Business
Can Benefit

The Consolidated Appropriations Act of
2021 (CAA) contains billions of dollars in
additional stimulus funding in response to
COVID-19, and numerous other provisions.
Here are some ways the CAA can impact
your company'’s bottom line.

« Paycheck Protection Program (PPP):
First-draw and second-draw borrow-

ers have access to another $284 hillion

in funding for forgivable loans through
the PPP. New loans can be made through
March 31, or until funding runs out. Sec-
ond-draw loans are available for smaller
and harder hit businesses, including busi-
nesses, certain nonprofits, self-employed
individuals, sole proprietors and indepen-
dent contractors. The CAA also expands
the allowable uses for PPP funds.

 EIDL Grants: Businesses in low-income
communities have access to $20 billion in
new EIDL grants. Live venues, independent
movie theaters and cultural institutions
have access to $15 billion in EIDL grants.

« Employee Retention Credit (ERC):

The ERC, created by the CARES Act, is a
refundable credit against payroll tax to
encourage businesses to maintain their
waorkforces. As of January 1, 2021, the CAA
increases the credit from 50% of quali-
fied wages to 70%, expands eligibility and
increases the threshold for a business to
be considered a “large employer” from 100
to 500 employees.

* Business Meals Deduction: For 2021 and
2022, businesses can deduct 100 percent
for food and beverages “provided by a
restaurant.” It is anticipated that the IRS
will provide guidance on the deduction,
including the meaning of “provided by a
restaurant.”

« Deferred Payroll Taxes: Businesses could
withhold their employees’ share of Social
Security taxes from September 1, 2020,
through December 31, 2020. Qriginally,
those that did were told to increase the
withholding and pay the deferred amounts
on a prorated basis from wages and com-
pensation paid between January 1, 2021,
and April 30, 2021. The CAA now grants
employers all of 2021 to withhold and pay
the deferred taxes.

At more than 5,000 pages, the CAA con-
tains several components that could im-
pact your business and personal taxes. To
discuss this further, contact Karen Stern,
Partner in Charge, Entrepreneurial Services
Group at Brown Smith Wallace, at kstern@

bswllc.com or 314.983.1204. =
Karen Stern, CPA, (kstern@

bswllc.com), partner in charge,

Brown Smith Wallace Entrepre-

neurial Services Group, provides

N tax and accounting services for
companies ranging from start-

| ups to $20 million in revenue.
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SPECIAL REPORT: TECHNOLOGY

Protecting Yourself And Your Company On Social Media - Part Two Of Three

BY SCOTT M. LEWIS

emoving inappropriate or negative

posts in social media can be dif-

ficult, but there is a way to manage
such posts. When social media became
popular, these platforms quickly proved
themselves when communicating with
customers and other individuals. In today’s
world, maintaining constant communica-
tion is essential with people who are inter-
ested in your products and services, or just
interested in your business. At the same
time, social media has become a favorite
cudgel for people who think you’ve failed
to bend to their every whim, or if you have
made a simple mistake and people have
decided they want you to pay exponentially
for whatever happened to them.

Being consistent in handling complaints
is important for your company’s success,
and you need to handle complaints the
same way - whether online or face-to-face.
According to Khj Branding Activation,
here are some rules for managing negative
posts on social media.

B Respond in a timely manner. In today’s
electronic world, customers expect to
receive a response from you the same day.
Your response time indicates that you are
taking a complaint seriously and are eager
to find a resolution.

B People want to know they have been
heard. Most of the time, when someone
gives you a negative review, it’s because he
or she has encountered a problem with
your product or service. The customer may
be angry or very frustrated, but most of the
time, they have tried other avenues to get
your attention and don’t know what else
to do.

B People want you to own the issue, and
they want you to acknowledge that your
product or service has failed to meet their
expectations. Apologize and show them
that you value them as customers. Take
action and move on. Avoid dwelling on the
problem or issue any longer than needed.
B Customers want a solution. In this
instance, you're goals are to try and meet
their expectations, explain the options,
discuss how you are trying to improve as an
organization, and articulate the steps you'll
take to keep the problem from affecting
other clients.

B Rarely (if ever) delete a post ~ which

can be interpreted as hiding, ignoring,

or failing to value a customer’s feedback.
Treat social posts the same as you would if
the customer was standing in front of you.
Respond to the post and provide corrective
information, but don’t get into an online
argument. Doing so communicates to oth-
er customers what their relationship will
be like if they do business with you. One
exception to the rule: Seriously consider

blocking an online profile due to profanity,
spamming, or blatant negative attacks.

When developing a social-media man-
agement strategy regarding positive and
negative feedback, it’s about managing the
analytics of who is looking at your online
profiles. According to a Salesforce survey,
the average consumer uses ten different
online channels when looking for or com-
municating with businesses. Your online
profiles are the Yellow Pages of today, and
it is essential to understand how compa-
nies and competitors are offering products
and services through social media.

Using social media analytics can help
you streamline your message and focus
your efforts on meaningful customer sup-
port and service activities. Through social
media, you are giving yourself the opportu-
nity to respond quickly to customer ques-
tions and feedback about your products
and services. According to Salesforce, 72%
of customer service teams currently provide
customer service on social media. Approxi-
mately 13% plan to use social media for
customer service in the next 18 months,
and 55% already use messenger apps like
Facebook Messenger. These statistics are
an indication that businesses need to pay
attention to how they will leverage social
media in the future. The days of the tra-
ditional Contact page on your website are
going away quickly.

Implementing best practices is the first
step to putting together a successful online
strategy and developing policies to man-
age that strategy. Keep in mind that your
social media platforms serve as your public
relations and branding departments. The
cautionary thought here is that so-
cial media is very public, moves very

fast, and quickly escalates a situation >

making issues seem much more
significant than they are, especially
when feedback is negative.

Ideally, you will have a team of
people working together in your
company to manage social media
and approve posts. These same
individuals should also review
comments and manage responses.
Don’t panic if you receive nega-
tive feedback! Responding quickly
is essential but doesn’t have to be
instantaneous. Your team should

take a reasonable amount of time to et

discuss the best possible responses § e

and determine if a particular re-

sponse should be addressed online . Y
or privately. ool G

In today’s world, documenta-
tion is king. Make sure that you are
taking screenshots of all question-
able social media communication,

— 0

Why Trust Us..

www.hostirian.com | info@hostirian.com | 314-216-2040

. - B

especially if the comments are accusatory
or derogatory. If the case goes to litigation,
your written correspondence could be the
difference between winning and losing in
court.

Keeping legal matters front and center
also means metering your online reaction
to inflammatory posts. Although you don’t
want to delete a post if doing so can be
avoided, NOT responding may be the best
course of action from a legal perspective.
Your responses can be used against you in
court, so if you're going to respond, make
sure to demonstrate the proper sympathy
and empathy regarding the customer’s
concern, and offer a proposal to rectify the
situation. ™

Done For You -
Website Design
& Ad Management

We completely design and manage your
website & online advertising.

Running the gym i tough enough. | dont

i

Scott Lewis is the President and CEO of
Winning Technologies Group of Companies,
which includes Liberty One Software. Scott
has more than 36 years of experience in
the technology industry and is a nationally
recognized speaker and author on technology
subjects. Scott has worked with hundreds of
large and small businesses to empower them
to use technology to improve work processes,
increase productivity, and reduce costs. Scott
has designed thousands of systems for large,
medium, and small companies, and Winning
Technologies’ goal is to work with companies
on the selection, implementation, management,
and support of technology resources. Learn
more about Winning Technologies at www.win-
ningtech.com or call 877-379-8279. To learn
more about Business Manager 365, visit www.
businessmanager365.com.

Protect your company with
DARK WEB MONITORING
&

PROACTIVE THREAT
HUNTING

Proactively Manage

& Minimize Risk!

24/7 Monitoring &
Rapid Response Team!

NTP

CYBER SECURITY
INTELLIGENCE

NTP offers a broad range of solutions to help your
organization monitor, defend, and respond to today’s
continually evolving cyber threats.

636-458-4995 e NTPCyberSecurity.com
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Y'SIMPLOY CONDUCLT.

Human
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c From leave absence management to employment applications,
. 3 employers are sure to face new challenges in 2021. Our attorneys
< . . . .
Workers’ o) in St. Louis and across the country regularly advise clients in
' Compensation implementing proactive measures to ensure policies and programs
' 1 are appropriately tailored for the changing legal environment.
. . , Arms trong 314.621.5070 » ATLLP.COM
With Simploy, you're covered at every turn. Teasdale

For more information about Simploy’s integrated HR
solution, contact Jay King at (314) 544-1700
or JKing(@simploy.com

The choice of a lawyer is an important decision and should not be based solely upon advertisements.

COMPLIMENTARY

SECOND
(\Z‘\PINION

Let us review your recent tax returns.
We may find some tax savingideasforyou!

WE FIND MONEY
OTHERS MIGHT MISS.

Call us for a Second Opinion 314.966.2727 SCHMERSAHL TéELOAR, CPA's

connectwithus@stcpa.com trusted advisors
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Best Cyber Security
Firms

Regardless of the industry, one of the
biggest threats facing businesses today is
cyber security. The following companies
were voted the best cyber security firms
in St. Louis. Make sure you check out the
Awards page at www.sbmon.com to stay
up to date with other Best in Business
nominations for 2021.

314.890.2208

COMPANY NAME CONTACT INFORMATION

300 Hunter Ave.

A lis Technology G °
Cropotis tecinotogy roup acropolistech.com St. Louis, MO 63124
Alpine S . 844.925.7463 7 Eagle Center, #B-5
pine ecurity alpinesecurity.com ® O’Fallon, IL 62269
Anderson Technologies 314.394.3001 ° 2190 S. Mason Rd., #102
andersontech.com St. Louis, MO 63131
Avatara LLC 888.943.5605 2329 Market St.
vatara avataracloud.com ¢ St. Louis, MO 63103
Blade Technologi 314.752.7999 10820 Sunset Office Dr., #101
ade lechhologles bladetechinc.com ¢ St. Louis, MO 63127
C ter St. Loui 314.821.3237 1650 Headland Dr.
omputer outs computerstlouis.com ¢ Fenton, MO 63026
C t 314.432.1661 ° 10805 Sunset Office Dr., #300
ompuiterease computer-service.com St. Louis, MO 63127
GadellNet C lting Servi 314.942.7485 1520 S. Vandeventer Ave.
adelifet Lonstiting vervices gadellnet.com ° St. Louis, MO 63110
K 1 Soluti 314.892.6300 9717 Landmark Pkwy., #200
arpel sotutions karpel.com ° St. Louis, MO 63127
MB Technol Soluti 314.725.3584 1001 Craig Rd., #400
cchinology wotutions contactmb.com ¢ St. Louis, MO 63146
Miken Technologi 314.961.0501 7790 Watson Rd.
tken fechnologies miken. net ®  Clayton, MO 63119
M C ting, LLP 314.621.5585 317 N. 11th St.
oore L-omputing moorecomputing.com ® St. Louis, MO 63101
Nuclle Prost 800.649.4838 ° 7733 Forsyth Blvd., #1200
Hener Tros muellerprost.com St. Louis, MO 63105
Nasoeic ekl T 636.458.4995 ° 16274 Westwoods Business Park
ctwork Lechnology Farthers ntpcybersecurity.com Ellisville, MO 63021
Parameter Security 314.442.0472 o 122 South Main St.
parametersecurity.com St. Charles, MO 63301
Pearl Soluti G 636.949.8850 1450 Triad Center Dr.
cart Sottions utoup pearlsolves.com ¢ St. Peters, MO 63376
Results Technol 314.222.2600 ° 17295 Chesterfield Airport Rd.,#200
csuits Lechhology resultstechnology.com St. Louis, MO 63005
RubinB 314.290.3300 ° 1 N. Brentwood Blvd., #1100
HbIBIown rubinbrown.com St. Louis, MO 63105
SpearTip 800.236.6550 ° 1714 Deer Tracks Trail, #150
speartip.com St. Louis, MO 63131
T Lowic IT 314.594.4000 ° 1100 Corporate Square Dr., #133
camLoglc teamlogicit.com St. Louis, MO 63132
Tech Elect : 314.645.6200 ° 6437 Manchester Ave.
c¢ CCtTonIes techelectronics.com St. Louis, MO 63139
TechGuard S : 636.489.2230 ° 17295 Chesterfield Airport Rd.
echiuard security techguard.com Chesterfield, MO 63005
ThrottleNet 866.418.9268 ° 12970 Maurer Industrial Dr., #150
rottienie throttlenet.com St. Louis, MO 63127
UNCOMN 618.744.9771 L4 911 Washington Ave., #160
uncomn.com St. Louis, MO 63101
Winning Technologies 636.379.8279 147 Triad West Dr.

winningtech.com

O’Fallon, MO 63366
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barlow:.c..cions THANKS TOYOLU...

We’'ve made the BEST in CYBER SECURITY list, AGAIN!

BEST CYBER
SECURITY FIRM

IN SAINT LOUIS

ThrottleNet protects our client’s systems, networks, policies and
programs from digital attacks. Not one of our clients have paid a
penny in ransom, saving more than 2.6 MILLION in ransom losses!

Let’s take advantage of tax reform. Call us today.

Specializing in:

Individual and Business Taxes
Auditing

Business Consulting
Software Integration

PROFESSIONAL PHOTOGRAPHY AND VIDEO FOR BUSINESS. Our clients are our priority, so we provide professional services

at a reasonable cost with experience and a friendly touch.

. Your satisfaction is our success.
314.994.9990 info@barlowpro.com www.barlowpro.com

:@ NDEVEREU 307 N. Main Street | St. Charles, MO 63301

Cp\k}& e el devereuxcpa.com

COMPUT.I

\‘\ moore

LLP

7
Thank you
to our clients and employees

for helping us achieve the status
COMING IN MARH VIRTUAL

aS One Of the EVENT Teresa Kat:Jbig,

= = wWwWWw. o / i vel
Best Cyber Security Firms [ somon com na
in St. Louis. |

SPONSORS:

ANDERS Hi

CPAs + ADVISORS I

317 North Eleventh St, Suite 200+ St. Louis, MO 63101
phone 314-621-5585 « www.moorecomputing.com @ National Medical [ UnitedHealthcare ~ LibertyOne

Billing Services SOFTWARE, LLC.
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Best Wealth

Managers

The following wealth managers were voted
the best in St. Louis. Make sure you check
out the Awards page at www.sbmon.com to
stay up to date with other Best in Business
nominations for 2021.

COMPANY NAME CONTACT INFORMATION

Endeavor Wealth Management endeavorwealthmgt.com

Ruth Auer Chady, 618.234.2500 2 Parks Place
Arlington Securities, Inc. arlingtonsecurities.com ®  Swansea, IL 62226
Todd Brand, 636.532.7333 o 16090 Swingley Ridge Rd., #400
Brand Asset Management Group brandamg.com Chesterfield, MO 63017
Matthew Claus, 314.783.4213 o 1515 Des Peres Rd., #100
Thrivent thrivent.com St. Louis, MO 63131
Mike Clark, _ 314.764.2727 o 1401 S. Brentwood Blvd., #700
Visionary Wealth Advisors visionarywealthadvisors.com  St. Louis, MO 63144
Brad Combs, Acropolis 888.882.0072 e 14567 North Outer Forty, #200
Investment Management acrinv.com St. Louis, MO 63017
. 314.699.9218 Three City Place Dr., #590
Ryan Conley, RFG Advisory Wealth rfgadvisorywealth.com ° Creve Coeur, MO 63141
Mark Gubernik, 314.736.5560 o 11477 Olde Cabin Rd,, #105
MG Advisory Group mgadvisorygrp.com St. Louis, MO 63141
Chad Hemphill, Panoptic 314.415.1700 e 10900 Manchester Rd., #100
Wealth Advocates panopticwealth.com Kirkwood, MO 63122
Paul Larson, 866.569.2450 e 14567 North Outer 40 Rd., #300
Larson Financial Group larsonfinancial.com Chesterfield, MO 63017
618.692.9999 60 IL-157
kigcf\?vnlgfnggé?:\f,(}roup lexowfinancialgroup.com ° Edwardsville, IL 62025
Thomas Martin, 314.659.8065 8860 Ladue Rd., #230
°
Clayton Investment Associates, LLC ciastl.com St. Louis, MO 63124
Mary Alsup-Niedergerke, 636.940.5601 206 N. Fifth St.
First State Wealth Advisors firststatewealth.com ® St Charles, MO 63301
Mike Moeller, 314.729.9500 3770 Lindbergh Blvd., #102
Wells Fargo Advisors stonebridgefin.com ® St Louis, MO 63127
Hanh Nyguyen, 314.884.2800 o 600 Emerson Rd., #110
Krilogy Financial krilogy.com St. Louis, MO 63141
Brian Pultman, Correct 314.930.4015 . 130 S. Bemiston Ave., #602
Capital Wealth Management correctcap.com Clayton, MO 63105
Carol Rogers, 314.598.4060 o 1401S.Brentwood, #550
ngh Tower Advisors hightowerstl.com St. Louis, MO 63144
Matthew Renaud, 636.688.7173 793 W. Terra Lane
Renaud & Co. Investment Advisors renaudandcompany.com ®  O’Fallon, MO 63366
ohn Russell, .126. Maryland Ave., 1st Floor
hn Russell 314.726.8900 o 0182 land Ave., 1st Fl
Stifel stifel.com St. Louis, MO 63105
Tim Schulze, 314.249.8107 o 3660S. Geyer Rd., #200
Pioneer Wealth Management pioneerwealth.org St. Louis, MO 63127
Brian Skrobonja’ 636.296.5225 ° 16A Municipal Dr.
Skrobonja Financial brianskrobonja.com Arnold, MO 63010
Bret Sinak, 636.778.2500 o 16100 Swingley Ridge Rd., #240

Chesterfield, MO 63017

Craig Snavely, Snavely 314.416.2607

Insurance and Financial Services

) . [ J
snavelyfinancialgroup.com

4111 Telegraph Rd., #200
St. Louis, MO 63129

Joe Terril, 314.965.0344 10777 Sunset Office Dr.

Terril & Co. terrillco.com ®* s Louis, MO 63127

William Meyer, 636.537.8770 15415 Clayton Rd.

Cutter & Company cutterco.com ® Ballwin, MO 63011

Dave Walther, 314.884.4000 o 1034 Brentwood Blvd., #2000
Purk & Associates purkpc.com St. Louis, MO 63117
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SMART INVESTMENTS, SOLID RELATIONSHIPS

Congratulations
MATTHEW RENAUD
On Being Named
One of the BEST
Wealth Managers

in St. Louis
by Small Business Monthly -

Feb. 2021
A Retiring?
- Financial and Changing Jobs? Have
Retirement Planning a401kto rollover?
I Call today for more
' information or
to schedule your
793 West Terra Lane
RENAUD &Comp (Zi’ly OFallon, MO 63366 free consultation

Registered Investment Advisors

636.240.5055
www.RenaudandCompany.com

501D
fuow!

Quality Breading & Batters
For Fish and Chicken

Opening the Door to Financial Clarity

Matt with Gateway Financial Group of Thrivent specializes in providing
generational financial guidance that helps establish a foundation of confidence
and clarity for decades to come. Services include:

« Wealth and asset management.

« Comprehensive, customized and strategic financial strategies.

» Financial guidance focused around your values and goals.

Matthew Claus, FIC, CLTC®
Financial Consultant
matthew.claus@thrivent.com
connect.thrivent.com/matthew-claus

‘ 314-783-4213 -
| thrivent

Securities and investment advisory services offered through Thrivent Investment
Management Inc., a registered investment adviser, member FINRA and SIPC, and

a subsidiary of Thrivent, the marketing name for Thrivent Financial for Lutherans.
Registered representative of Thrivent Investment Management Inc. Advisory services
available through investment adviser representatives only. Thrivent.com/disclosures.

3410301-011921
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For more information or re0|pe ideas:

www.andysseasoning.com
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Subscribe To SBM.
Only $21.50 A Year

sbm-store.com

~  Got the Gu
ts
o Raise Your Pric

What Ol Boys, I

BRIAN 1. PULTMAN, CFP®

IS HONORED TO BE NAMED A
SBM'S BEST WEALTH
ADVISOR IN ST. LOUIS.

CORRECT CAPITAL

Wealth Management

Trust Matters.

AT CORRECT GAPITAL, WE ADVISE
ST. LOUIS-ARER BUSINESSES’ 401(K) PLANS:

SERVING OVER 30 PLANS®
IMPACTING 5,000 PARTIGIPANTS
OVER $200 MILLION IN PLAN INVESTMENTS

DOWNLOAD YOUR 20271 CONTRIBUTION LIMITS GUIDE AT

WWW.CORRECTCAP.COM/401K-SERVICES

WWW.CORRECTCAP.COM

*ALL DATA AS OF 1/25/2021

INVESTMENT ADVICE AND PORTFOLIO MANAGEMENT QFFERED THROUGH CORRECT CAPITAL WEALTH MANAGEMENT,
A REGISTERED INVESTMENT ADVISOR WITH THE UNITED STATES SECURITIES AND EXCHANGE COMMISSION

WWW.SBMON.COM
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TOP BUSINESS ADVISORS

Top Business Advisors

The Top Business Guides Who Freely Share
The Wealth Of Their Wisdom

WORDS BY RON AMELN
hat makes a great business advisor? Successful business owners often talk about With that in mind, it is time to give the top,
What inspires them, even as they the importance of having great business advisors. most trusted business advisors in St. Louis a turn
inspire others! For their clients they ~ Typically those advisors aren't looking for atten- in the spotlight. In the following pages, SBM
provide guidance, ideas, a sounding board and,  tion. They prefer to play a behind-the-scenes role presents the thoughts and advice from the area's
very often, emotional support. and let their clients shine. best advisors.

Brian ). Sabin, Capes Sokol
Position: Shareholder

Biggest challenges for business owners: Clients are sometimes unsure
when it’s appropriate to engage legal counsel. While delaying the
engagement may initially result in savings on legal expenses, doing so
increases the risk that clients will agree to unfavorable terms or take
action that will need to be corrected later. Having a conversation with
legal counsel at the inception of a matter (regarding when engagement
is appropriate) helps to ensure that a business owner’s legal needs will
be addressed at all stages of a matter.

Best advice for business owners: “An ounce of prevention is worth

a pound of cure” is really true for many legal issues faced by business
owners, particularly for businesses with multiple owners. Owners

of new businesses want to focus on the future success of the busi-
ness, and rightfully so. However, every owner will eventually exit the
business, whether due to disagreement with other owners, transfer of
interests, sale of the company, death, or any number of reasons. Tak-
ing time at the outset to thoughtfully address how partners will exit
can help everyone avoid potentially costly legal disputes and minimize
disruptions to the business.
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Stacey Dohrman, Saint Louis Bank

Position: Director of Cash Management Sales

Biggest challenges for business owners: I see business
owners encounter challenges daily, but the most sig-
nificant challenge I've witnessed is the lack of access to

a group of knowledgeable, trusted and responsive advi-
sors. In my experience, it’s imperative that business
owners surround themselves with a group of expert
advisors they trust who can be directly responsive to
their individual business needs - offering solutions as
necessary. From a banking perspective, this challenge
takes the form of the ever-changing banker or bank.

I've seen businesses change banks due to their bankers’
moving, retiring or even staying put ~ and no longer hav-
ing an advocate for their business needs. The lack of a personal connection between
a bank and business owner can put unneeded stress on a business. In the fluctuating
world of finance, the business owner is the one left to react to those changes.

Best advice for business owners: My steadfast advice for business owners is to find a
bank/banker with whom they can connect on a personal level and who is responsive

to their business needs. Business owners can benefit from trusting a bank with an
experienced team that can add value to their business, listen to their needs and provide
tailored solutions. A banking team with partners and business associates that can

help business owners achieve their goals is crucial. It takes a network to be successful.
Working for a community bank that understands the value of strong relationships and
investing in our community allows me to collaborate with many clients each day and
help them with their business banking needs.

Jennifer Davis, Greensfelder, Hemker & Gale, P.C.

Position: Trusts & Estates Officer, Co-leader
of Closely Held Business/Private Client Indus-
try Group

Biggest challenges for business owners: I have
the pleasure to work with many family-owned
businesses, and in my experience, succession
planning is often the biggest challenge. There
is a clear difference between those families who
have had the honest and sometimes difficult
conversations about who is best to lead the
business into the next generation and those
who have not. Family-owned businesses can
also struggle with separating business needs
from family needs. These two issues are often
intertwined, which prevents many such owners
from having discussions about succession plan-
ning.

Best advice for business owners: It is never too soon to start planning to transition to
the next generation. I have often found that family business owners have difficulty just
starting the conversation about this important subject.

Christiano Gherardini, Turnkey Technologies, Inc.

Position: President/CEO

Biggest challenges for business owners: The biggest
challenges for business owners are real-time analytics
and visibility into the key areas of their businesses ~
versus the typical 45-to-60 day rear-view-mirror visibili-
ty. While varying by business, owners must keep sight
of the sales pipeline, new orders, cash, receivables,
stock levels and shortages, delivery risks, production
staff usage, backlogs, profitability by product line,

and customer service issues. Doing so is imperative to
being sustainable and profitable.

Best advice for business owners: Plan and imple-
ment a Microsoft Dynamics 365 business solution
that supports your business processes and provides
real-time visibility around those processes. Such an
investment in business application software and
business process automation will generate a return on
investment year after year as the business grows due to increased capability, confidence
and efficiency.

Berlin Haugen, BowPoint

Position: Founder & CEO

Biggest Challenge for Business Owners:
Evolving into "The Owner" and learning
how to outsource, train, delegate, and
empower employees so they can begin to
work "ON" the business instead of just "IN"
the business.

Best Advice for Business Owners: Take as
many small bets as possible, and constantly
experiment to figure out what works best
when the downside to failure is pretty
minimal and the upside to success has the
potential to be quite substantial.

SBMiEs Subscribe To SBM.

Only $21.50 Per Year
sbm-store.com

-/ Got the Guts
Raise Your Pric]

WWW.SBMON.COM
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CONGRATULATIONS To Dick Mueller,

One of STL's Top Business Advisors!
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¥\
636.530.6925

XY se,ect www.franselect.com
Al | info@franselect.com

As a franchise owner, franchise partner, and franchise
developer for three national brands; Dick has 30 years

of expertise on all sides of a franchise transaction, and as
a Franchise Advisor he has guided hundreds of
individuals through a process that helped them to make
an Informed Decision before they invest in a franchise.

CONGRATULATIONS

Honored by St. Louis Small Business Monthly as
one of St. Louis’s Most Admired Advisors.

Your dedication
to the success
of our clients
and the entire
community is truly
extraordinary.

Subscribe To SBM.
Only $21.50 Per Year
sbm-store.com

2% ENTERPRISE
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Norma R. Boozer, Regions Bank

Position: Commercial SBA Relationship Manager, Vice Presi-
dent

Biggest challenges for business owners: In my 25 years of
banking experience, some of the biggest challenges first and
foremost have been dealing with the pandemic. The past year
has been unprecedented for so many small business owners.
Fortunately, many have seen significant increases in revenues
while others have seen declines and losses of their businesses.

Pandemic aside, here are some of the many challenges that
owners face:

1. Financial management - understanding when and how (i.e.,
what type of debt) to grow the company and manage expenses
2. Employee retention - acquiring and keeping good talent
given ever-increasing wage requirements

3. Quality vs quantity - building a diverse client base at all
income levels, so that one client can’t eliminate your business
4. Innovation and succession - staying current with technology
and ensuring the transition of the company and its legacy in
the future

Best advice for business owners: First, build a power network
including your banker, CPA, and attorney. This power team
will be imperative to the successful growth of your business.
Second, “measure twice and cut once.” DON’T become
reactionary and stay active with the ORIGINAL plan. Finally,
build a performance-driven environment where EVERYONE
is involved in the company’s outcomes. In the process, create a
positive and engaged culture.

A
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Mark Lawson, Enterprise Bank & Trust
Position: Director of Treasury Management

Biggest challenges for business owners:

The challenges that business owners face

are constantly evolving, so the ever-present
requirement is to be flexible and nimble
through change and adversity. Specifically,
during a pandemic -~ and in today's work-
from-home environment ~ business owners
are focusing on managing cash flow, protect-
ing their assets, and maintaining a healthy,
stable workforce. Taking preventive measures
to mitigate fraud (both external and inter-
nal) is also more important than ever, and
businesses are doing everything they can to
stay one step ahead.

Best advice for business owners: Leverage
your cadre of advisors — that’s why you have
them. Your business is only as strong as the advisors with whom you surround your-
self. Your CPA, attorney, banker, and other professional advisors are your best source
of knowledge and advice because they understand how your business operates. Lean
on your board of directors, too, because they understand what makes your business
unique. With experience and perspectives, your team of advisors can help you make
the right decisions and evolve to overcome business challenges.

Lakesha Mathis, Greater
St. Louis Inc.

Position: Program Director
Inclusive Business Solutions

Biggest challenges for busi-
ness owners: Since | work
with business owners from
underrepresented, underes-
timated and often disenfran-
chised communities, my an-
swer is access. The business
owners with whom I have
the privilege of working are
talented, smart, capable, de-
termined, strategic thinkers
who (more often than not)
are challenged by systemic
inequities rather than their
own personal limitations. So,
the biggest challenge for busi-
ness owners who are women
and people of color is access:
access to resources, networks,
opportunities, and capital.

Best advice for business owners: Work on your business as much as you work in the
business!

Brad Butler, Acropolis Technology Group

Position: CTO
Co-Founder

Biggest challenges
for business own-
ers: Many compa-
nies are started by
tactical people who
can do a handful
of things very well.
My brother and [
started Acropolis
because we were
good at develop-
ing technology and
saw how we could
fulfill a business
need. Attorneys are
good at lawyering and manufacturers are
good at making things; however, doing
so is only one aspect of running a busi-
ness (a very important one, of course). A
long time ago, I read a book called The
E-Myth and learned that every company
has three foundational roles that must be
filled before they can get off the ground:
the visionary or dreamer, the integrator
(turns the dream into a product), and the
tactician or skilled worker who actually
delivers the product or service. In a very
small company, these three roles can be
played by a single person, but that indi-
vidual must successfully fill all three roles.
If not, the business will die. Once these
roles are filled and the company grows,
the organization needs a decision-making
system that can cascade decisions to the
rest of the organization. The bigger the
organization, the harder the challenge. As
our company has grown, this process has
been one of our biggest challenges - one
that we have worked tirelessly to address.
The recipe for Acropolis has been an
unwavering cadence of weekly, monthly,
quarterly, and yearly decision making and
planning. Finally, we have a structure to
consistently communicate our goals and
assess outcomes across the entire com-
pany, and we involve everyone in process
improvement. At the end of the day, if we
can help our clients better utilize technol-
ogy, we can add value to what our clients
do every day.

Best advice for business owners: No
one has ever said, “Gee, I wish I had
communicated less or had access to less
information to make this decision.”
Your question is a great one, and I think

about it often. Instead of giving a gen-
eral answer like “control your costs” or
“know your numbers,” I'm going to offer
a specific answer in the context of the
times in which we’re living. We have all
been forced to change the ways we meet
and collaborate in 2021. Indeed, the
past year has put a magnifying glass on
how employees communicate and work
together. Navigating this change involves
so much more than buying Zoom or
Teams, and I would argue that as time
passes, the platforms will converge and
become agnostic. Today, companies must
make sure that they have a strategy - and
understand, use, and find ways to push
the boundaries to get more out of their
digital platforms.

Approximately 20-30% of all meet-
ings will always be better in person.
However, many day-to-day operational or
functional meetings are more effective
when conducted digitally. I personally
have meetings daily where anyone on the
video call can share data, metrics, and
dashboards, and we can solve problems
faster than if we were sitting around a
conference room table as we did in the
past. Prior to this year, I rarely had inter-
nal conference calls with members of my
team, and now | have multiple people
on video calls almost daily to solve very
specific problems. We are fortunate that
we have many co-workers with a true in-
terest in pushing us to do more with the
tools we have. This year has forced us to
rethink communication, and I challenge
all of you to build a culture that pushes
a change in attitude from “That’s how
we’ve always done it,” to “How can we do
it better on the next call?”
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CONGRATULATIONS!

To our very own Robert Offerman for
being recognized as one of St. Louis’
Most Admired Business Advisors.

St. Louis has spoken! BowPoint» / d /,
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Congratulations to Rich Ryffel for
being named one of

We are grateful to have you as a part
of our team for the last 45 years!
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Hochschild, Bloom & Company team
has joined the Sikich family, bringing

you the same world-class service and
now access to expanded capabilities.

% SIKICH.

636.532.9525 | SIKICH.COM

WWW.SBMON.COM ST. LOUIS SMALL BUSINESS MONTHLY / FEBRUARY 2021 21



TOP BUSINESS ADVISORS

Gabriela Ramirez-Arellano,
Center For Emerging Technologies

Position: Director of Entrepreneurship,
Cortex, & Executive Director, Center for
Emerging Technologies

Biggest challenges for business owners: The
pandemic has changed everything about
doing business, and small businesses have
faced both challenges and opportunities.
Some of the biggest challenges have involved
managing cash flow, being prepared to access
capital, and reacting to (or leaning into) tech-
nology and new ways of doing business.

Best advice for business owners: As a small
business owner myself, my advice starts with
asking for help - don’t do it alone. The

St. Louis ecosystem has so many resources
and support networks, but you must make
time to network and work on the business.
Amidst the pandemic, seize opportunities

v that come your way. Be prepared to get
creative, innovate, change course, fail, and
learn.
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Allan D. lvie, IV, Simmons Bank.

Position: President of Community Affairs and
Corporate Banking for the Missouri Market

Biggest challenges for business owners: From
my experience, business owners face several
challenges.

First, small businesses need capital to support
their growth. Yet, many are under-capitalized
at the start, which creates on-going challenges
as the company begins to grow and expand.
Most business owners desire to be profitable.
However, cash ~ not profits ~ pays the bills. It is
so important to have accurate cash budgeting/
forecasts and to understand that rapid growth
can quickly deplete your cash reserves.

Second, marketing can be a major challenge.
Understanding where your audience is and
using optimal channels to connect with current
and future customers is paramount for any
small business.

Third, attracting top talent is a must for any
small business to thrive. Gathering a diverse
group of people who are passionate about your
company’s work can provide a strong founda-
tion for your business to thrive. Plus, when
your team is dedicated to delivering a good
product or service, your customers will want to
return.

Finally, choosing the right time to sell the busi-
ness or to pass leadership/ownership to the
next family generation is challenging. Succes-
sion is an important decision that should be
made carefully. Small business owners must be
willing to objectively look at their respective
business models and be willing to have difficult
conversations about the future of the business.

Best advice for business owners: The best
advice I can provide to small business owners
is to surround yourself with a team of qualified
advisors who will be your financial advocates,
and who will offer honest and open feedback.
This team should include a CPA, an attorney,
an insurance broker, and, of course, a commer-
cial banker.

Invest in people by cultivating and developing
your staff. Embrace diversity among your staff,
advisors, and customers. Diverse perspectives at
the table make your business stronger. We truly
are better when we work together.
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Robert (Bob) Offerman, Sikich, LLP
Position: Senior Partner

Biggest challenges for business owners: Every
business owner faces daily challenges. I call them
opportunities. When interviewed, many business
owners will state that their biggest challenges are (1)
managing healthcare for employees, (2) dealing with
government regulations, (3) tax compliance, or (4)
hiring employees. By far the biggest challenge is man-
aging cash flow. It doesn’t matter if your business is
small or large; cash flow management is the key to
success. If your business is growing - you need cash.
If your business is struggling - you need cash. How
does a business effectively manage cash? Look at your
business’s accounts receivable turnover.

Implement aggressive receivable-collection policies. Some of the most successful busi-
nesses that ['ve seen are aggressive about collecting from their customers. You may lose
some customers because they struggle to pay their accounts on time, but you will mini-
mize bad debt write-offs. Also, manage your payables with vendors and service provid-
ers. Pay invoices on time, but not until they're due. I've seen businesses manage their
growth by having good payment terms with their vendors. Vendors can be your silent
partners. Ask if you can have 45- or 60-day payment terms. Another important part of
cash flow is to build and maintain good banking relationships. Most businesses rely
on their banks to help manage cash flow by making cash available. Borrow the money
needed for expansion but be aware of debtservice requirements and loan covenants.

Best advice for business owners: Two things that will propel your business to success:
(1) create a culture of honesty and integrity, and (2) hire the best people for the posi-
tion. If management projects a culture of honesty and integrity, then these two values
will filter down through the organization. If you are honest with your employees, they
will reward you by doing their jobs the best that they can. Always hire the best candi-
date for the position. Doing so might cost you more up front, but you are building a
team. You need employees who are bright and energetic, who enjoy their jobs, and who
can expand their talents as your business grows. Be sure that candidates will fit into
your organization’s culture. A little advice ~ and you’re on your way to success.

Roger W. Pecha, Jenkins & Kling, P.C.
Position: Partner

Biggest challenge for business owners: Overcoming dis-
ruptions in cash flow.

Best advice for small business owners: Be honest in your
assessment of the working capital and credit facilities
needed to sustain your business. Establish credit relation-
ships before you need them and carefully manage these
relationships. When faced with a difficult decision, be a
moral actor - you must stand for something, and your customers will be loyal to you
when you do.

Dick Mueller, FranSelect
Position: Franchise Advisor

Biggest challenges for business owners:
Generally, when I meet with clients for the
first time, they are not yet business owners.
Their initial question is almost always the
same: “What'’s the best franchise to own?”

My answer is always the same. I won’t know
the answer to that question without know-
ing the amount of money they intend to
invest, their business experience, and their
transferable skills. I also need to know the
amount of income they need to maintain
their current lifestyle and their long-term
business ownership goals.

The International Franchise Association Opportunities Guide lists 86 different
franchise business categories, with several brands listed in each category and a dozen
or more sub-categories. My clients come to me for guidance regarding the process of
determining “the best” franchise for them. In my experience, most people don’t make
informed decisions on their own. They're often emotionally invested in the dream of
owning their own businesses.

Once a client and I have articulated the answers to these questions, we can begin the
search and evaluation process to select the right franchise business for them.

Best advice for business owners: Before deciding to invest in a franchise business, my
clients must understand that they are investing in a business that already has a success-
ful business operating plan, and that (regardless of the franchise) the most successful
franchise owners are those who consistently follow that proven plan.

Rich Ryffel, First Bank

Position: Executive Vice President and Managing
Director | Wealth Management

Biggest challenges for business owners: In the short run,
managing and recovering from Covid-related issues. In
the longer run, maintaining their competitive advantage
relative to larger national (scaled) competitors.

Best advice for business owners: Create, nourish, and
cherish a customer- and employee-focused culture. As
Peter Drucker said, “Culture eats strategy for breakfast.”
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FOCUS ON: TOP ATTORNEYS

2021 Top
Business Attorneys

or entrepreneurs, their attorney plays an active and

necessary role in many facets of their businesses.

The following attorneys have proven their
dedication to the success of small businesses in St. Louis
and have been named this year’s top Small Business
Attorneys. Check out the advice from the Best Business
Attorneys in St. Louis.

Kathleen Bilderback
Affinity Law Group

Years of experience! 26

What's the No. 1 piece of advice you would give to business
owners!

Watch your aged AR, especially in the current environment. [
understand that from a “human” perspective, you may want to give
clients a little extra time to pay, but be vigilant and do not be too kind or you may end
up not getting paid at all or getting pennies on the (your) dollar.

What's the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

[ work with many family businesses. The biggest mistake I see is giving equity to
children who are not active in the business. Usually, equity should be given only to
children who are active in the business. [ have many clients tell me that in their family,
there will not be a problem. However, after Mom and Dad are gone, there frequently is
much internal strife. There are many other potential ways to true up with children who
are not active (life insurance, other assets, etc.). Giving equity (including non-voting
equity) to children who are not active in the business may have dire consequences.

Where does your motivation to help businesses grow come from?

As a business owner myself, I understand the everyday and long-term stressors that
business owners experience. All business owners want to live their best life and I want
to help them get there.

Emily Cantwell
Lathrop GPM LLP

Years of Experience? 10 years

What's the No. 1 piece of advice you would give

to business owners!

Depends on the business owner. Most often, if a deal seems too
good to be true — it is!

What's the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

Business owners are successful because they are driven. They often know the path they
want to take or the goal they want to reach immediately, and they work tirelessly to get
to that outcome. Sometimes the process can result in missed warning signs that may
present problems later (even much, much later). So, my advice for business owners is to
trust their instincts — if something feels like a warning sign while you are doing a deal
or making a sale, take a minute to look into it further. If necessary, call your lawyer, ac-
countant, or a trusted colleague. Doing so can save a lot of hassle, time, and money.

Where does your motivation to help businesses grow come from?

[ grew up playing sports and often feel that working at my law firm is a continuation of
the same mentality, in that we are working together as a team. The same is true when

[ work with my clients. We are a team that is working together to reach some goal or
solve some problem. The desire to be the best team we can be is what helps to keep me
motivated.

Julie Devine
Lashly & Baer, P.C.

Years of experience: 18

What’s the No. 1 piece of advice you would give to business
owners/

Given the impact of COVID-19, the movement for racial justice,
and the #metoo movement, we are in a period of extraordinary
change as far as employment law. This confluence of events is an opportunity to think
outside of the box, and businesses have the chance not only to “return to normal,” but
also to create new frameworks for how their workplaces function.

What’s the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

A common mistake related to employment law is to think that that an employee’s com-
plaint about discrimination or harassment must be written or made in a formal man-
ner. In my experience, many complaints about discrimination or harassment are made
as part of a more casual conversation. Owners and managers may not recognize the
need to investigate or intervene in these circumstances but doing so is crucial. Similarly,
I often see managers or owners fail to respond to an issue raised because the employee
doesn’t want to “file a formal complaint” or wishes to keep the issue confidential. Clear
policies about how managers and owners should respond in these situations are help-
ful, as is specific training for managers and owners about how to respond to employees
who raise complaints about harassment or discrimination.

Where does your motivation to help businesses grow come from?

[ was born and raised in St. Louis and chose to return to St. Louis with my husband to
rear our children. I feel very connected to this community and know that the success
of St. Louis is tied directly to the ability of businesses and organizations to create good
jobs and workplaces. Business owners already know that their employees are the key to
their success, and it is very rewarding to work with those businesses as a partner to help
them create positive work environments and comply with the myriad of employment
laws and regulations.
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Tucker Ellis placed this tiny, boring ad to congratulate:

Brian Huelsmann

in a big, meaningful way.

We are donating the money we saved in ad space and TLICker
design to Brian’s favorite charity:
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We hope to inspire you to congratulate Brian by tuckerellis.com
donating to this worthy cause here:

cff.org/StLouis/

Thank you. And nice job, Brian.
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Brian Huelsmann
Tucker Ellis LLP

Years of experience: 20 years

What's the No. 1 piece of advice you would give to business
owners!

Companies both big and small can hesitate to take risks, which can
result in lost opportunities. Experienced, communicative, and col-
laborative counsel can mitigate and calculate those risks to make
the most of opportunities while helping business owners sleep better at night.

What's the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

I think business owners are sometimes reluctant to consult lawyers for fear of high legal
fees, but laws are continually changing. Without a good understanding of the law, small
nuances missed by a business can be potentially catastrophic. For example, Illinois is
one of the few and toughest states in the country with a statute concerning the protec-
tion of biometric data (Biometric Information Privacy Act BIPA). The statute requires
business owners to secure a signed written release from each employee before securing
any physiological characteristics, including fingerprints and face or retina scans. Compa-
nies that fail to comply with the statute are subject to a monetary fine, and this failure
has already resulted in numerous class action lawsuits against both small and large com-
panies in Illinois. Consulting a qualified attorney to help you navigate these important
subtleties is the safest — and possibly the most cost effective - way of doing business.

Where does your motivation to help businesses grow come from?

I’'m motivated by the impressive results of small business activity in my local communi-
ty. For example, family-owned construction companies that have served the community
for 100 years provide critical housing, and small local product manufacturers create job
opportunities. Residents of these housing developments and employees of these compa-
nies then spend their money in their communities, coming full circle to support other
local businesses. I'm inspired to help our community thrive and feel grateful to work in
a profession where I'm able to play even a small role.

Joseph E. Walsh, Jr.

Harness Dickey

Years of experience: 34

What’s the No. 1 piece of advice you would give to business owners!
Hire the absolute best people you can afford.

What’s the biggest mistake you've seen business owners make, and

what advice would you give to solve the problem?

Not monitoring changes and advancements in the industry(ies) they serve. Stay current
and participate in trade and industry organizations.

Where does your motivation to help businesses grow come from?
The client satisfaction that results from my input.

Michael ). Silver
HuschBlackwell

Years of experience: 25 years.

What's the No. 1 piece of advice you would give to business owners!
Planning, planning, planning. Sometimes running the business can
seem all-consuming, but it is critical to adhere to corporate formali-
ties, protect personal assets from business issues, and prepare for the
future. Find legal counsel that you like and make time to talk to them periodically.

What’s the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

It sounds so simple, but you must put things in writing. Most of the time, people do
what they say they will do. However, when they don’t, it can be catastrophic in the ab-
sence of a well-written contractual understanding. Like insurance, legal documents are
designed to ensure business stability. Enforcing a legal document is much easier when it
actually exists.

Where does your motivation to help businesses grow come from?

Small businesses are the lifeblood of our economy and our communities. I have had
the privilege of working with and consulting with many diverse businesses around the
country for many years. The process never gets old.

Justin Welply
SmithAmundsen

Years of experience: 8 years

What's the No. 1 piece of advice you would give to business owners’
Plan for the future. A lot of small business owners fail to consider
the long-term ramifications of entering into contracts with employees
or vendors. These contracts, especially long-term contracts, can have
devastating long-term effects. Contact your lawyer prior to entering into any significant
long-term contract, and make sure you understand the impact a contract can have on
your business down the road.

What'’s the biggest mistake you've seen business owners make, and what advice would
you give to solve the problem?

The biggest mistake I have witnessed is an unwillingness to be flexible. The pandemic
has taught us many things, but one of the most important is that you must be flexible
with your business. Your clients and employees expect it and, for the most part, we have
seen recently that the more nimble you are, the better you can navigate the unexpected.

Where does your motivation to help businesses grow come from?
A law firm is a business like any other. I understand my clients’ desire to grow and be
successful. I enjoy partnering with them and seeing their businesses succeed.
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LEADER ACCELERATION
BY KATHY COOPERMAN

A Leader’s Many Hats

today. As they face uncertainty with
what tomorrow will look like in the

workplace, leaders must forge ahead and
strive to lead their teams successfully. The
best leaders know when to wear which of
their multiple hats.
The Manager Hat

When individual contributors get
promoted to supervisory or management
positions, they are given a “manager” hat.
They are granted authority by the orga-
nization. Few people argue with them
and their authority to make decisions
regarding:
B Hiring
B Setting goals
B Providing feedback on performance
B Disciplining
B Rewarding
W ... and more

This hat is also
known as the “boss”
hat. If this hat is the
only one the leader
wears, underlings will
likely do what they
are directed to do,
but often nothing
more. Workers will
comply to achieve expectations but rarely
will be motivated to go beyond that—
commitment.
The Visionary Hat

Great leaders have a vision of where
they want to lead their organizations and
teams going forward. They are able to
paint a clear picture of what the desired
future state will look like and how it will
be different (better) than today. They not
only strategically look toward the future,
but they communicate that future to
everyone in the organization. By doing
so, they can:
B Create excitement about what can be
B Engage everyone in aligning with the
organization’s direction
B Instill pride in all workers by explain-
ing how everyone fits into the big picture
The Mentor Hat

There are times when a leader will put
on the “mentor” hat. Rather than direct-
ing work, the leader may serve as a wise
sage. In this instance, the leader takes

I eaders face unparalleled challenges

Some experts suggest
that 5% of a leader’s
time should be
reserved for coaching
conversations with their
direct reports.

employees under his or her wing and
teaches them “shortcuts”. The mentor
explains how things really work and per-
haps shares lessons learned and pitfalls
to avoid. Determining the best people
to mentor is a consideration for leaders.
Some variables to keep in mind:
B Motivation of the mentee
B Amount of time available for this role
B What's important in terms of fairness
and equity
o Many mentors work with individuals
a few layers down in the organization
who are identified as “high potential”
employees.
The Coach Hat

Finally, the “coach” hat is future-
focused and anchored in possibilities
for the coachee.
Rather than sharing
lessons learned from
experience (“men-
tor” hat) or telling
someone what they
should do or ought
to do (“manager” hat)
the coach leads and
guides the coachee to
self-discovery. Several
skills that make this a
unique role:
B Asking powerful questions
B Following a coaching process (begin-
ning with establishing a specific goal and
ending with implementing an action
plan)
B Using empathy during confidential
conversations
B Demonstrating confidence in the
coachee’s ability to find his or her own
best solutions

Some experts suggest that 5% of a
leadet’s time should be reserved for
coaching conversations with their direct
reports. Based on a 40-hour work week,
that amounts to two hours per week.
Some leaders devote 30 minutes every
week to meet one-on-one with team
members to continue coaching them
toward high performance. M
For more information contact Kathy Cooper
man, KC Leadership Consulting, LLC,
kathy@kathycooperman.com, 1 (866) 303-
1996 or (303) 522-2114.

LEGAL MATTERS
BY DAVID R. BOHM

What, Me Worry?

If You Store Customers’ Personal Information
on Your Computer System, You Should!

AD Magazine’s Alfred E.
M Nuemann would famously say,

“What, Me Worry!” If you store
personal information about your clients
Or customers on your computer, you
should worry that it is properly secured.

Hackers and other malevolent indi-
viduals on the World Wide Web are con-
stantly trying to compromise or steal data
from your computer system to sell on the
dark web. They particularly target names
combined with (1) social security num-
bers, (2) credit or debit card numbers or
other account information, (3) security or
access codes or passwords, and (4) medi-
cal or health insurance information.

Another common form of cyberattack
is to plant ransomware on a target’s com-
puter system. Ransomware encrypts the
data on the system making it inaccessible
to the system’s owner, leaving a ransom
note as the only thing readable on the
affected system. The note promises that
the system will be restored if a ransom
is paid in bitcoin. However, hackers
often do not restore the affected system,
even if a ransom has been paid. Further,
hackers are often first stealing data before
encrypting it, and then selling the stolen
data on the dark web. Such data breaches
have happened to companies both large
and small, many of which have under-
taken substantial efforts to protect the
data on their systems. We have recently
seen perhaps the most egregious hack
yet, with (apparently) Russian agents
infiltrating government computer systems
and systems of some of the U.S.’s largest
corporations. The public does not yet
know the exact amount of data that has
been exfiltrated from these systems, but it
is likely to be significant in terms of both
amount and substance.

To reduce the chances of falling victim
to a ransomware attack or other hack,
have your system audited regularly by a
cybersecurity expert. It is also important

to install patches to your firewall and
other software as soon as these fixes be-
come available to reduce system vulner-
abilities.

In addition to having your system
audited, determine whether your insur-
ance covers you against a ransomware
attack or other cybersecurity breach
and whether the amount of coverage
is sufficient. Approximately 60% of
small to mid-size companies that suffer a
cyberattack do not survive. The law in
most states requires a company to notify
customers if their information has been
compromised, or potentially compro-
mised, by a cybersecurity breach. The
required notification and other required
elements of responding to a data breach
(including offering credit monitoring to
customers) can be quite expensive.

Should you have the unfortunate
experience of suffering a cyberattack, it is
important to engage a cybersecurity firm
to conduct an investigation to determine
the extent of any breach (i.e., what data
may have been compromised and how).

You should also consider hiring an
experienced law firm to advise you of
any breach notification requirements.
(Generally, you must comply with the law
in each state where you have customers
whose data have been compromised, and
these laws have significant differences.)
Some of these costs are likely to be paid
for if you have cybersecurity insurance.®
David R. Bohm is Principal at Danna
McKitrick, P.C. Bohm is an experienced liti-
gator working with health care, government,
and business clientele. He handles matters
involving employment, trademark, copyright,
trade secret, cybersecurity and data protec-
tion, and complex contracts. He represents
clients before various administrative agencies
and is skilled in mediation and arbitration
techniques as an alternative to litigation. He
can be reached at 314.889.7135 or dbohm@

dmfirm.com.
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THE EXTRAORDINARY WORKPLACE

BY JUDY RYAN

Use Of Power

“Nearly all men can stand adversity, but if you want to test a man’s character, give

him power.”
- Abraham Lincoln

ticle Use of Power or Abuse of Power

because we are witnessing both in
spades right now. I decided to use the first
title because the phrase reminds each of
us that we all have choice regarding how
we exercise our power individually and
collectively. As a business leader, you are
uniquely called upon to recognize and
choose in every moment what part you
will play as you model your use of power.
This is especially important when the bat-
tle for peace, love and equity is at war with
behaviors resulting from fear, inferiority
complex and scarcity thinking. Use of
power for good or ill
has always been our
societal dilemma,
and now it requires a
conscious, structured
resolution, including
at work.

Here’s a crucial
question for you as
business leaders:
Will you influence
the creation of a
better world in your
business ~ one that’s
characterized by win/win for all, even for
those who have been conditioned to put
themselves first and win at all costs? Will
you make it a priority to guide even those
who are hardened to the fate of others
when they are pushed into lose positions!
The answer to this question is a resound-
ing YES! Just as parents play a major role
in developing the character and behaviors
of their children, so too do you either
contribute to or diminish healthy use of
power on the part of your people. And
how you do so is crucial for every relevant
reason, including your bottom line.

Will you help your employees consis-
tently show respect, remain receptive, and
give recognition to ALL, including those
who are vastly different! Can you provide
them with a psychologically safe (and
emotionally and socially competent) en-
vironment where each person can openly
disclose his or her thoughts and feelings,
make honest requests and communicate
expectations without fear? Can you ensure
your people are inspired to speak up and
tell the truth even when you or others may
not initially understand? Will you offer
them the consistent support they need to
grow and maximize their human poten-
tial? Your use of power and choices about
power are crucial.

As a business leader, you yourself must

I was unsure whether to call this ar-

Most people were not given the
understanding or the tools to
use power in positive, purpose-
based and values-based ways.
Our world needs you, a powerful
leader, to
embrace today’s trend
to develop healthy use
of power in all.

model an open heart while choosing pow-
erful and intentional actions that are free
from hateful, vindictive, or selfrighteous
intent. You do so ~ all while communicat-
ing high expectations and standing for
justice, even when your people engage in
violations. At best, the latter situation can
be part of the learning process. To some,
pairing justice and open-heartedness
sounds like an oxymoron. It is not; rather
it is firm and respectful, and results in an
environment where everyone’s needs are
considered and people trust your author-
ity, which comes from love. Your inten-
tion, especially during correction, must
come from a healthy
use of your power.
How you operate, ad-
dress challenges, and
invest in developing
your people matters
so much.

Sometimes your
use of power won’t
look or feel sugar
sweet or polite ~ nor
will it be mean or
shaming. It may not
always start with
collaboration or
compromise. Often you are defining what
is (and isn’t) allowed, always accompanied
with why. You assume your people will
become caring and influential given ade-
quate knowledge and support. Power used
well becomes the living outcome of your
legacy. You promote a safe, orderly and
caring society, including at work. Malice
is neither needed nor helpful in this en-
deavor. As you demonstrate your owner-
ship and joy in your own power, doing so
with loving intent, you assist those whom
you lead in doing the same. If you need
to understand specifically what this looks
and sounds like, please let me help. Most
people were not given the understanding
or tools to use power in positive, purpose-
based, and values-based ways. Our world
needs you, a powerful leader, to embrace
today’s trend to develop a healthy use of
power in all. B
Judy Ryan (judy@LifeworkSystems.com), hu-
man systems specialist, is owner of LifeWork
Systems. Join her in her mission to create a
world in which all people love their lives. She
can also be reached at 314-239-4727.

People hire LifeWork Systems because we help
businesses become agile and manage their
priority system: their human system. I hope this
article helps you make sense of what’s most
crucial to your evolving organization!

VALUE PROPOSITION
BY DAVE DRISCOLL

One More For The Owners
In The Back Of The Room...

Business owners who do not, will not, or cannot use their financials
for guidance will become one of the 75% that do not successfully sell.

his fact came to mind (again) after
I reading the article, “How well do
you know your numbers! How to
use your financials as a competitive edge
to build a better business in 2021,” by
Ron Ameln in Small Business Monthly
(December 2020).

Metro has been beating this drum since
2009 when the business brokerage was
founded. Ultimately, your company finan-
cials will be the largest single reason you
will be able to sell your business. If your
company’s numbers are not organized to
tell the story of the business, prospective
buyers will become confused, frustrated,
and skeptical of what is real vs. smoke and
mirrors, and they simply will walk away.
Or, a buyer may see the opportunity to
capitalize on the seller’s weakness (i.e.,
their financials) and expect a bargain.

The following are relevant excerpts
from a small selection of Small Business
Monthly articles I have written about the
importance of accurate company finan-
cials when selling your business:
November 2014

I need to vent my frustration with busi-
ness owners wanting to sell their busi-
nesses with incomplete or non-existent
financial information.

All the sexy graphs, pictures, history,
exciting stories, and hard work to create
interest in your business will not support
a sale if the financials of the business are
not readily available, clear, well-organized,
and supportive of the value you are asking
for the business.

Making the decision to sell a business is
hard, and lack of good financial infor-
mation further complicates the process.
Once buyers are past the beauty contest
stage, the next request is for hard evidence
of the historical financial operations of
the business. Buyers very rarely buy on
looks alone.

March 2016

As a buyer, the first thing you want
to analyze is the financial performance,
including profit & loss statements, to
determine whether the business operates
at a profit. And...?

This is where the rubber meets the road
for the seller. This is where a business
sale moves on to the next stage or dies!
Will the prospective buyer be given the
information they need to unequivocally
analyze the financial performance of the
business!? Or will the prospective buyer be

given bits and pieces that don’t really tell
the story of the business - just a collection
of numbers organized solely to create a tax
return with the owner’s main objective to
minimize tax liability?

September 2016

The common elements a buyer looks
for when buying a business are:

1. Solid, positive cash flow

2. Financials tied to operations that
paint a picture of how the business runs

3. Strong management not dependent
on intense owner direction
March 2018

Financials, financials, financials: The
most important factor prospective buyers
consider is historical financials. Make it
easier on yourself to tell the story of your
business growth and cycles by maintain-
ing accurate financials. Also track your
discretionary spending. You don’t want
to be forced to re-create years of financial
reporting when you’re eventually in the
middle of trying to woo a buyer.

The bonus: Accurate, timely financial
reporting will help you run your business
more efficiently and profitably in the
meantime.

October 2018

Failing to keep accurate, descriptive fi-
nancials: Buyers typically expect to review
tax returns and financial statements for
the past five years. If your financials aren’t
in order and do not clearly define the
operations and costs of doing business,
the buyer has no basis to support the valu-
ation of the business. Without accurate
and complete financials, expect a signifi-
cantly lower offer.

Business owners, do you see a theme
here? The most reoccurring and destruc-
tive issue we encounter is the lack of
organized, descriptive accounting of the
business. Distinguish your company with
accurate, consistent financial reporting
and you’ll have the best chance of being
in the 25% of businesses that successfully
sell. This factor is within your control and
will have a significant impact on your Life
Beyond Business. ™

The choice is yours. B
Dave Driscoll is president of Metro Business
Advisors, a business brokerage, valuation and
exit planning firm helping owners of companies
with revenue up to $20 million sell their most
valuable asset. Reach Dave at DDriscoll@
MetroBusinessAdvisors.com or 314-303-5600.
For more information, wvisit
www. MetroBusinessAdvisors.com.
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IT'5 SAD, HOW MANY

CLOSE FRIENDS THESE
PAST MONTHS HAVE

CAUSED ME TO LOSE.

SORRY,
covip?
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studiotodd.com

Islt
TimeTo

Pivot?

Did yourealize, the COVID situation may have created awhole
new way foryou to do business?

Beyour BEST online and stand out with captivating and effective:

AnimatedVideoMarketing » Animated Online Presentations«Social MediaVideos
+ Online Branding « Complete OnlineVideo Presentations

Ill

Don'tletthe so called”new normal”set you back. Use it to pivot and succeed.
Calltoday, and we'll showyouhow.
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(314) 809-2263

animated video marketing - commercials

www.studiotodd.com

TIME WITH
THE BOSS

Carla Stone

TechGuard Security

Website: www.techguard.com
Industry: Technology

What have been the keys to success for
the business?

For TechGuard, determination, persis-
tence, passion, focus, flexibility, and,

of course, collaboration as a team have
been driving factors in our success. You
will not succeed if you take your journey
alone, and it will go much farther and
faster when you have the right people by
your side.

Our business would not be success-

ful without our key players from every
department doing what they do daily.
Our government, commercial, techni-
cal, sales, IT, marketing, operations,
corporate, and HR teams all keep the
business moving forward. Even now in
uncertain times with COVID-19, we
have come together (whether remote or
in-office) and have made major strides
amid the changing environment and
cyber threat landscape. I am proud of
our entire team for their commitment
to TechGuard and their willingness to
persevere through uncertain times.

What is your best advice for other busi-
ness owners to find success in business?
My best advice is to take care of your
employees, and they will take care of
your customers. The best way to measure
your company’s growth is to measure
the growth of each individual employee.
Their combined growth is what makes
the company successful. Your job as

the leader of your organization is to

go above and beyond to find out what
your employees are looking for and then
deliver on it. People want to learn and
want to be heard. You hired them for

a reason, and they want to work for an
organization that promotes their growth
and values their opinions. Give them an
environment in which they can excel.

How do you differentiate your business
from others in your industry?

Our focus on our employees translates
into care and support of our customers.
Engaged employees help you to establish
an even better relationship with your
customers. First and foremost, we take

a holistic, proactive approach and pro-
vide in-depth customization for each
customer. We also provide excellent 24/7
support services with care and concern
for each of our clients. We build those
relationships and put ourselves in their
shoes to protect them and their data at
all costs. If we let them down, then we let
ourselves down. The entire Tech-

Guard team takes time to understand
each client’s individual issues, and

we never treat them as ‘just another
customer.” We understand each customer
is different, and we always try to offer a
customized approach for their specific
needs.

Not only are we customer-focused, but
we're also highly recognized for our
thought leadership in Network Security,
Defensive and Offensive Cyber, and

for the excellence of our Mission-Fo-
cused TechGuardian Team, a respected
group of security and engineering profes-
sionals. TechGuard is recognized as the
“go-to” small business that consistently
delivers quality to customers, including
the Defense Information Systems Agency
(DISA), US Cyber Command (USCY-
BERCOM), US Marine Corps Cyberse-
curity Command (MARFORCYBER),
United States Fleet CyberCommand
(FLEETCYBER), United States Trans-
portation Command (USTRANSCOM),
Department of Homeland Security
(DHS), US Intelligence agencies, and a
host of other government and commer-
cial entities. M
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877-379-8279 | WINNINGTECH.COM

ARE YOUR EMPLOYEES WORKING FROM HOME?

Winning Technologies has all of the tools and expertise necessary for making sure your
employees are successful and productive — wherever they are.

From innovative phone solutions to cloud hosting of your business software, we are prepared
to help take your business to the next level. Put your trust in the remote workforce experts.

Hosted Voice Solutions
ERP Cloud Hosting
Proactive System Monitoring

Data Backup

Disaster Recovery

Give us a call at 8 77-379-8279

or visit WinningTech.com

Virtualization
Cloud Computing
Cyber Security

Virtual Private Networks

Wirding

ECHNOLOGIES.NC

Where Technology Meets the Boardroom



