
PRESENTED BY

LVB STRATEGIES
New Economy. New Challenges. New Growth.



2    Lehigh Valley Business November 22, 2021STRATEGIES 

Wellness in the Workplace
Are you recovery ready? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3

TABLE OF CONTENTS EXECUTIVE MANAGEMENT 
Group Publisher

Suzanne Fischer-Huettner

Business Intelligence Analyst
Maria Kelly 

Audience Development  Manager
Tracy Bumba

 Managing Editor 
Garry Lenton 

Special Products Editor
Dick Moss

ADVERTISING 
Senior Account Manager

Michele Engle 
Jennifer Rush 
Carley Lucas 

Advertising and Public Notice Coordinator 
Joy Hough

Digital Editor 
Rebekah McClelland

Senior Events Manager
Erin McLaughlin

Events Manager
Kara Roberts

Special Productions Supervisor
Laura Black 

Graphic Designer
April Huber

Ad Designer
Noah Daum

Are you on
THE LIST?

LVB Lists are a comprehensive resource for the latest market data
on the Greater Lehigh Valley business community.

Each print edition of Lehigh Business includes a list of the top 
companies or institutions in a particular industry or category, ranked 
by a statistical criterion. As a general rule, organizations ranking 1st 
through 25th appear in the printed lists, and at the end of the year, 
these lists are compiled and republished in The Book of Lists.

Participating with our lists is free!

If you’d like to be a part of LVB lists, contact us at
listresearch@mesjassociates.com for more information.

Want a larger presence for your company in the weekly list or annual 
Book of Lists? Contact shuettner@bridgetowermedia.com
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Year establishedMajor clients
Specialties

1.
Butler/Till1565 Jefferson Road, Bldg. 200, Suite 280

Rochester, NY 14623www.butlertill.com $28.5 million Kimberly Jones(585) 274-5100 200
200 • • • • • • • • 1998Amgen, Bausch Health, Bristol Myers Squibb,

Ferring Pharmaceuticals, South Jersey
Industries, Highmark Health, Hologic

Capabilities: media, analytics, and creative.
Regulated industries: healthcare, financial
services, energy, and insurance in B2B and B2C
nationally

2.
Dixon Schwabl Inc.1595 Moseley RoadVictor, NY 14564www.dixonschwabl.com $24 million Kim Allen(585) 383-0380 100

100 • • • • • • • • • 1987Frontier Communications Corp., Community
Bank NA, ESL Federal Credit Union, MasterLock

Research, business intelligence/analytics,
strategy, branding, advertising/design, paid
media/social, web dev, marketing automation,
content & PR

3.
Partners + Napier1 S. Clinton Ave.Rochester, NY 14604www.partnersandnapier.com $20.7 million Sharon Napier, CourtneyCotrupe(585) 454-1010 150

150 • • • • • • • • • 2004Constellation Brands Inc., Xerox, Conduent
Inc., Corning Inc., Bausch + Lomb

Food & beverage (packaged foods, restaurants,
beverage alcohol), health & wellness, B2B
enterprise services, travel & tourism

4.
Digital Hyve88 Elm St.Rochester, NY 14604www.digitalhyve.com $12.34 million Jeff Knauss(585) 736-4371 20

52 • • • • • • • 2014Excellus BCBS, Rochester Institute of
Technology, Vision Automotive, Rochester

Museum & Science Center, Visit Rochester

Lead generation, website design and
development, SEO, SEM, social media
advertising, targeted display, video, retargeting,
geofencing, content

5.
Cooley Group Inc.1000 Pittsford-Victor Road, Second floor

Pittsford, NY 14534www.cooleybrand.com $12 million Phil Yawman(585) 385-1880 14
25

• •
1945University of Rochester, Rochester Regional

Health, CooperVision Inc., United Way of
Greater Rochester, Bonadio Group

Promotional products, branded apparel, specialty
printing, direct mail, kitting and fulfillment

6.
Flynn
175 Sully's Trail, Suite 100Pittsford, NY 14534www.helloflynn.com $9.21 million Christopher Flynn, KevinFlynn(585) 421-0100 47

47 • • • • • • • • 1967Dick's Sporting Goods, Quest Diagnostics,
Canandaigua National Bank, Pfizer, Bausch+ Lomb

Integrated marketing services, brand strategy,
strategic planning, media planning & buying, data

integration, web development, broadcast
production

7.
Truth Collective LLC25 Russell St.Rochester, NY 14607www.truthcollective.com $5.7 million Bob Bailey, John Roberts,Jeremy Schwartz(585) 685-8500 24

24 • • •
2013Bryant & Stratton College, Fannie Mae,

Genesee Specialty Brewing, Cream Ale,Buffalo Games

Brand storytelling and business growth consulting

8.
Wolff/SMG1641 Commons ParkwayMacedon, NY 14502www.wolff-smg.com $5.32 million Raymond DelMonte(315) 986-1155 32

32
• • •

1935The Humane Society of the United States,
Conde Nast Magazines, Hearst Magazines,

Nature Conservancy, National Wildlife

Fulfillment, online support, teleservices,
distribution, kitting, rebates, sweepstakes,
database, sampling, mailing, catalog fulfillment, e-

commerce

9.
The Martin Group10 E. Main St., Suite 303Victor, NY 14564www.martingroup.co $4.67 million Dion Pender(585) 433-2626 30

82 • • • • • • • • • 2014Wegmans, Cornell University, LiDestri,
Jewish Senior Life, BonaDent

Food and beverage, nonprofit, financial, health
care, education, sports, professional services

10.
Mason Marketing LLC400 Whitney RoadPenfield, NY 14526www.masonmarketing.com $1.89 million Timothy J. Mason(585) 249-1100 12

12 • • • • • • • • 1986Isaac Heating and Air Conditioning, Getinge,
Genesee Regional Bank, Kodak Alaris,Zweigles, Abbott's

Brand elevation and identity, sales promotion,
direct marketing, video storytelling, TV, radio,
print, packaging, digital marketing, web
development

11.
McDougall Communications121 Rue de VilleRochester, NY 14618www.mcdougallpr.com $1.83 million Michael McDougall(585) 441-0202 9

10 • •
• 2011CooperVision Inc., Cree Lighting, Centre for

Ocular Research & Education, Ionis
Pharmaceuticals, Rochester RHIO

Public relations, crisis/issues management,
corporate & employee communications, media/
influencer relations, social media, healthcare
communications

12.
webSURGE LLC807 Ridge Road, Suite 200Webster, NY 14580www.websurgenow.com $1.8 million Joseph Crestuk(866) 669-5404 6

6 • • • • • • • • • 2005CooperVision Inc., Legendary Auto Interiors
Ltd. , Orolia Inc., UltraFab Inc., Lefrois

Builders and Developers

Lead generation

13.
Tipping Point Communications
1349 University Ave. Unit 1Rochester, NY 14607www.tippingpointcomm.com $1.67 million Michelle Ashby(585) 340-1119 7

14 • • • • • • • 2005Isaac Heating & Air Conditioning, Connors &
Ferris, Summit Federal Credit Union, Bryant

& Stratton College, ADMAR

Marketing strategy, media planning and buying,
public relations, digital marketing, content/
inbound marketing, research

14.
Archer Communications Inc.
215 Norris DriveRochester, NY 14607www.archercom.com $1.2 million Carrie Tschetter, BrandonCapwell(585) 461-1570 6

6 • • • • • • • • • 1987LNB Banking, Quicklee's Convenience
Stores, Special Touch Bakery

Strategic marketing consultation and planning,
brand development, content marketing, video
production and editing, web design, digital
advertising

15.
Break The Ice Media5532 Rossier RoadCanandaigua, NY 14424www.breaktheicemedia.com $1.11 million Nicole Mahoney(585) 394-0787 9

9 • • • • • • • 2009Visit Rochester, Red Shed Brewery, The Wild
Center, National Comedy Center, OldSturbridge Village

Strategic planning, digital marketing, public
relations, content development, social media
marketing, influencer marketing

16.
Accountable Digital LLC95 Allens Creek Road, Suite 1-309

Rochester, NY 14618https://accountabledigital.com $1.1 million Peter Platt(585) 205-8185 10
10 • • • • • • 2011Panasonic Logiscend, Cerion NanoMaterials,

eHealth Technologies,Reliant Federal Credit
Union, Bonadio & Co.

Digital marketing & strategy, search marketing
(SEO & paid), social media, digital media
planning & buying, marketing automation, web
development

17.
Calm & Sense Communications Ltd.
25 N. Washington St., Fourth Floor
Rochester, NY 14614www.calmandsense.com $1.1 million Andrée S. Mastrosimone(585) 530-2420 3

3 • • • • • • • • 1992Anheuser-Busch, Bausch Health Cos.,
Constellation Brands Inc., TriHealth, RGRTA

Corporate communications, employee
communications, copywriting, social media
development, executive coaching and
speechwriting

18.
Makeway72 Cascade DriveRochester, NY 14614www.makeway.is $885,000 Greg Cunneyworth, JoshLowery, Kevin Siebert(585) 708-9669 6

10 • • •
•

• 2010Nalgene, Nationwide Insurance, Pro-Tech
Manufacturing, Aramark, Rochester FringeFestival

Website design and development, branding, web
applications, print advertising, SEO

19.
Sundance Marketing LLC430 Sundance TrailWebster, NY 14580www.sundance-marketing.com $875,000 Laurie Sagona(585) 670-0347 3

NA • •
• • • • • 2000Vanderstyne Toyota, Skip's on the Ridge,

Catholic Family Center, Midtown Tire Inc.
Strategic integrated marketing and advertising,
brand development, digital and video broadcast
production, media buying, digital marketing

20.
CAUSE + EFFECT Strategy1000 John St.West Henrietta, NY 14586www.causeandeffectstrategy.com $818,000 John C.S. Loury, Michael F.Sutton(585) 445-3888 7

9
•

2015Monro Inc., Briggs & Stratton, University of
Rochester, Core Spaces, Delta Sonic

Business and marketing intelligence, analytics,
and data science

21.
Corporate Communications Inc.
108 S. Union St.Rochester, NY 14607www.corporatecomm.com $799,000 Matthew Mitchell(585) 262-3430 12

13 • • • • • • • 1992University of Rochester, Baldwin Real Estate
Corp., American Association for Justice,

Pandion Optimization Alliance

Web design/development, digital marketing, SEO,

SEM, social media, creative marketing, branding,

identity and print design, digital consulting

22.
Accelerate Media6876 Lee Road, Suite 208Rochester, NY 14606www.accelm.com $795,000 Melissa Lord, SameerPenkalapati(585) 319-5422 11

11 • • • • • • • • 2006Buckingham Properties, CEIPAL, Draft
Sharks, Hazlitt 1852 Winery, University of

Rochester Medical Center

Digital marketing strategy and execution, website
design and development, conversion rate
optimization, SEO and marketing

23.
Kleehammer Communications
72 Cascade DriveRochester, NY 14614www.kleehammercommunications.com $650,000 Lawrence Kleehammer(585) 944-3996 4

4 • • • • • • • • 2007CooperCompanies, Regional Transit Service
(RTS), St. Ann's Community, L3Harris,McHarrie Life

Brand strategy & development of creative
solutions for digital, social media, video, web, TV,

radio, outdoor and print

24.
Hybrid Digital Marketing412 W. Maple Ave.Newark, NY 14513www.hybriddigitalmarketing.com $450,000 Montiel Hancock(315) 332-1909(888) 410-1906 2

4 • • • • • • 2015Harvard Pilgrim Health Care, Howard Hughes
Corp., Salesforce, Syngenta, Torchlite

B2B demand generation, digital marketing, email

marketing, Pardot & marketing cloud consulting,
Salesforce consulting

25.
The Cause Collaborative55 Railroad St., Suite 113Rochester, NY 14617www.thecausecollab.org $362,000 Rebecca Delaney Johnson(585) 481-2793 6

6 • • • • • • • 2014Venture Jobs Foundation, Compeer, City of
Rochester, Teen Empowerment, Impact

Earth, The Housing Council, Urban League

Nonprofit/mission-driven branding, identity,
marketing, graphic design, videography/
photography art direction, copywriting, web
design, event services

Information was provided by marketing firms in Monroe, Genesee, Livingston, Ontario,

Orleans, Wayne or Wyoming counties. NA-not available
Information about all companies on the list can be found on our website at www.RBJ.net/lists-center Researched by RBJ Research Staff © 2021 Rochester Business Journal

If you would like your company to be considered for next year's list, or if there are any corrections or

additions, please email listresearch@mesjassociates.com or write to: Research, Rochester Business

Journal, 16 W. Main St., Suite 341, Rochester, N.Y. 14614.
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Wellness in the Workplace:
ARE YOU RECOVERY READY?

There is a movement. A movement 

of health and wellness in the 

workplace.  If you don’t believe it, 

Google “Wellness in the Workplace” 

and you will discover approximately 

128,000,000 sites dedicated 

to this very subject. Articles, 

advertisements, advice all aiming to 

increase the health and wellness of 

your employees… your workplace.  

The question is why?  It is clear 

that investing in the health and 

overall wellbeing of your employees 

will help you meet your bottom 

line.  Healthy workers = Healthy 

companies.  

According to Mental Health First 

Aid and the National Council for 

Mental Wellbeing, untreated mental 

illness in the workplace costs 

businesses $105 billion each year 

due to lost productivity. 10.8 million 

full-time workers have an untreated 

substance use disorder.  But, less 

than 10 percent of employees feel 

their workplace is free of stigmas 

about mental health.  Often times, 

stigma is the biggest barrier in 

getting help/treatment for mental 

health challenges and substance 

use challenges.  Reducing stigma 

from a top down approach is step 

one in creating healthy workplaces. 

When management finds value in 

investing in their employees’ health 

and wellness, it creates a healthy 

culture and is recovery ready.  

Because the hope of the matter 

is, people can and do recover from 

mental health and substance use 

challenges.  

Employers can provide a significant 

role in employees getting help.  

With Recovery Friendly policies that 

encourage wellness, employers send 

a strong message to their employees 

and their community that they care 

about the physical, behavioral and 

mental health of those they employ. 

Solution-focused and recovery-

informed practices should include: 

health care benefits with strong 

coverage for mental health and 

substance use treatment, resources 

such as an Employee Assistance 

Program, leave policies that 

encourage treatment, promotion 

of self-care, and education for 

supervisors and staff on mental 

health and substance use.  

When employers make wellness 

a priority a shift in culture begins 

to happen.  Employees that may 

be struggling with stress, burnout 

or a mental health or substance 

use challenge will find safety and 

encouragement to get the help 

they need. Employee retention, 

morale, productivity and overall 

attendance will increase. The return 

of investment on the promotion 

of wellness and recovery will not 

only have a fiscal impact but, will 

impact the lives of your employees 

beyond the workplace.  It will have 

a positive and substantial impact on 

families and communities.  Are you 

ready?  Are you recovery ready?   

To learn more on how to become 

a recovery ready and Recovery 

Friendly Workplace, visit Drug Free 

Workplace PA’s website at dfwpa.

org or email; info@dfwpa.org or call 

717-454-3100.  

Recovery happens and you can be 

the first step. 

www.drugfreeworkplacepa.org
1517 Cedar Cliff Drive, Suite 204, Camp Hill, PA  17011

DrugFreeWorkplacePA @dfwpacompany/drug-free-workplace-pa dfwpa

SPONSORED CONTENT

Donna 
Creager
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Navigating the New Normal – Working Remotely
RESOURCES AND BEST PRACTICES FOR EMPLOYERS 

Many companies were on the verge of 

having their staff suddenly return to the 

office after months of remote work, and 

being firmly settled into work-from-home 

routines, but Berks Homes took a step back 

to review the pros of continuing remote 

working where feasible, from both the 

company and the employee’s points of view.  

After a thorough assessment, we were 

very pleased with what we discovered. 

Pros for the Company: Pros for the Company: 
• Reduces the need for office space and 

lowers operational costs associated 

with an office 

• Able to recruit qualified people who 

may live out of the area and are not 

willing to relocate 

• Staff was as productive working from 

home, as they were in the office 

• Employee retention 

 Pros for the Employee:  Pros for the Employee: 
• No commute saves both time and 

travel expenses 

• Less interruptions 

• Gives the employee autonomy in 

scheduling their day 

• Increases work/life balance morale 

After discussing the pros of working 

remotely and seeing what a true benefit 

it was in certain situations, we created a 

temporary remote work policy based on the 

current needs, with the understanding that 

as the “new normal” keeps changing, our 

policy might be updated to change with it. 

An employee can request to work remotely 

if their job description or circumstance met 

the following 3 criteria: 

• whose primary work location is an 

office, with little to no face-to-face 

interaction with internal and/or 

external customers 

• whose work involves extensive use 

of computers, who require minimal 

supervision and have clearly defined 

measurable tasks 

• as required as a reasonable 

accommodation under the American 

with Disabilities Act (ADA) 

 Approximately 1/3rd of our staff, (35 

+/- employees as of this writing), met the 

established criteria and chose the flexibility 

to work from the comfort and convenience 

of their home.  Almost all employees chose 

a weekly hybrid schedule of remote and in 

the office, but we do have some that are 

working remotely full-time, locally and even 

out of state.   

For those staff who did not meet the work 

from home criteria, we have reinforced our 

COVID protocols to provide a safe working 

environment. 

With 1/3rd of our staff working from 

home, the question was, how do we keep 

them engaged and continue to feel like 

a part of the Berks Family?  Like many 

other companies who found themselves 

in the same situation, we turned towards 

technology. Microsoft Teams was the 

biggest help to continue to have virtual, 

Berks Homes Central Region-State College Team meeting at our Nittany Glen Community Model Home 

“face to face” meetings, institute regular 

check-ins and also continue to have larger, 

in-person meetings throughout the year. We 

have found that this has worked superbly, 

keeping our remote workers engaged with 

the company.   

Our biggest piece of advice when 

venturing into the remote working 

realm?  Be clear with the expectations 

up front and put it in writing, by way of a 

policy that covers everything from work 

hours to how to get office supplies.  This 

defines clear expectations and provides 

general guidelines and responsibilities for 

employees and ensures that each party is on 

the same page.  

berkshomes.com
484-772-2693

BerksHomes BerksHomescompany/berks-homes berkshomes

SPONSORED CONTENT



Site License Subscriptions  
Keep Everyone Connected.

Give everyone on your team online access to Lehigh 
Valley Business through IP authentication.

 Leave the frustrating usernames and passwords 
behind and enter the modern work environment.

Small digital group subscription options still available.

For more information and to get pricing, contact Tracy Bumba  
at 443-524-8120 or tbumba@bridgetowermedia.com.
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Maintaining an Acquisition Mindset 

The world has changed rapidly 
over the past 18 months.  The 
direct effects of the pandemic, 
federal stimulus, supply chain 
issues, labor shortages, looming 
inflation, and a potential overhaul 
of the tax code have combined 
to throw an incredible amount 
of change at businesses and their 
leaders.  The challenges and 
upheaval facing the world today 
make it far more likely that any 
weaknesses in a business will be 
exposed, to the detriment of all 
involved.  Employers that can’t 
attract and retain workers in a 
tight labor market and inflationary 
wage environment will languish 

factor.  Any of the above can drive 
a deal, but in each of these cases it 
is essential to remember that most 
acquired businesses will be sold at 
a premium.  An acquiring company 
must be confident not only that 
the acquisition addresses a critical 
need, but that the acquired 
business will integrate with the 
acquirer in a way that drives a 
sufficient return on investment on 
the premium price paid. 

The next step in making an 
acquisition is ensuring that the 
combined business is on sound 
enough financial footing to be 
able to fund the acquisition.  A 

A business that searches for any 
angle to drive the bottom line 
has a lot more room to absorb 
error and bad luck.  A business 
that is constantly looking for 
new products and markets is 
positioning itself to succeed.  A 
business that proactively manages 
their supply chain is positioning 
itself to survive.  A business that 
attracts and retains top talent 
will have a huge leg up on its 
competitors.  A business that 
addresses its potential liabilities 
won’t be tripped up down the 
road.  A business that can raise 
capital and debt as needed can 

weather any storm this world can 
throw at it.  And a business that 
understands its weaknesses and 
opportunities is always positioned 
to take action on them. 

The world is changing in ways 
that are impossible to predict.  
Adapting to those changes is 
the challenge of our times.  
Business leaders that maintain an 
acquisition mindset, even if they 
have no intent to be part of a 
transaction, will find themselves in 
the best possible position to react 
to anything the post-pandemic 
world can throw at them, and not 
only survive, but thrive. 

for lack of talent.  Businesses 
that can’t source multiple cost-
effective avenues of supply will 
wither for lack of product to 
sell.  Companies that can’t adapt 
to dynamic changes in demand 
for their products will die on the 
vine.  Owners that can’t navigate 
a changing regulatory and tax 
environment will find themselves 
falling behind peers who are more 
adept at working the system.  In 
2022 and beyond, any one of these 
weaknesses may be enough to 
sink a business that would have 
survived in a kinder, gentler pre-
COVID world. 

The coming years will require 
business leaders to proactively 
address any weaknesses they may 
have.  This process of addressing 
problem areas, to the extent they 
can be addressed with internal 
resources, should be remarkably 
similar to what a business goes 
through when it is positioning 
itself to be acquired.  Most 
businesses are never stronger 
than the day before they are sold.  
Alternatively, if a problem area 
cannot be addressed with internal 
resources, businesses should 
look to the acquisition market 
to add access to markets, scale, 

and capabilities that they will 
need to survive.  A business that 
constantly positions itself to be 
in the strongest possible position 
to acquire or be acquired will 
find itself looking more deeply, 
thinking more creatively, and 
holding itself to higher standards 
than it otherwise would. 

For a mature business, the first 
step in taking a business to market 
is often shoring up the financial 
statements.  Underperforming 
products and areas can be cut, 
expenses can be streamlined, 
collections can be improved, 
etc.  New markets and products 
can be developed, and supply 
relationships can be solidified 
and made more cost effective.  
The best way to make a mature 
business attractive is to drive the 
bottom line. 

For many startups and growth 
businesses, the first step in taking 
a business to market is ensuring 
that the business has the talent 
and intellectual property to 
trigger explosive growth once 
sufficient capital is raised.  For 
these businesses, talent is often 
the main product they are selling. 

For any business going to market, 
skeletons must be dragged out 

of the closet and addressed.  
Potential liabilities, legal and 
otherwise, must be dealt with to 
ensure that there are no pitfalls 
waiting to be discovered by a 
buyer. 

Finally, any owner looking to 
take a business to market has to 
understand and mitigate their tax 
burden.  Any owner that isn’t tax 
planning an exit strategy years in 
advance will wind up paying the 
price. 

For businesses looking to acquire, 
the first step is to have a precise 
understanding of the company’s 
needs.  The most common cause 
of a failed acquisition is the 
lack of identification of specific 
capabilities that will be added that 
can’t be produced internally.  This 
can take many forms.  A specific 
product or piece of intellectual 
property can often drive an 
acquisition.  Collapsing a supply 
chain or otherwise ensuring access 
to supplies and suppliers can drive 
an acquisition.  Access to new 
markets, especially internationally, 
can be the key factor in a deal.  
Acquiring talent that would 
otherwise be unavailable can be 
the primary motivation.  Achieving 
needed scale can be the main 

company must have generated 
the results and have the collateral 
to entice investors and lenders to 
give them funds.  Furthermore, 
they must have demonstrated the 
leadership and internal controls 
to give investors and lenders the 
confidence that trust company 
leadership with their money.   

Maintaining an acquisition 
mindset involves all of the above 
and more.  Not coincidentally, 
all of the above are essential 
components of building and 
maintaining a strong business that 
can weather difficult times, even if 
it isn’t involved in an acquisition.  

www.flblaw.com
645 West Hamilton Street, Suite 800 |  Allentown, PA 18101  |  610-797-9000

FLBLaw @flblawlvcompany/fitzpatrick-lentz-&-bubba-p-c-

SPONSORED CONTENT SPONSORED CONTENT

Colin J. Keefe
Chair, Mergers & 

Acquisitions, Fitzpatrick 
Lentz & Bubba, P.C. 
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Maintaining an Acquisition Mindset 

The world has changed rapidly 
over the past 18 months.  The 
direct effects of the pandemic, 
federal stimulus, supply chain 
issues, labor shortages, looming 
inflation, and a potential overhaul 
of the tax code have combined 
to throw an incredible amount 
of change at businesses and their 
leaders.  The challenges and 
upheaval facing the world today 
make it far more likely that any 
weaknesses in a business will be 
exposed, to the detriment of all 
involved.  Employers that can’t 
attract and retain workers in a 
tight labor market and inflationary 
wage environment will languish 

factor.  Any of the above can drive 
a deal, but in each of these cases it 
is essential to remember that most 
acquired businesses will be sold at 
a premium.  An acquiring company 
must be confident not only that 
the acquisition addresses a critical 
need, but that the acquired 
business will integrate with the 
acquirer in a way that drives a 
sufficient return on investment on 
the premium price paid. 

The next step in making an 
acquisition is ensuring that the 
combined business is on sound 
enough financial footing to be 
able to fund the acquisition.  A 

A business that searches for any 
angle to drive the bottom line 
has a lot more room to absorb 
error and bad luck.  A business 
that is constantly looking for 
new products and markets is 
positioning itself to succeed.  A 
business that proactively manages 
their supply chain is positioning 
itself to survive.  A business that 
attracts and retains top talent 
will have a huge leg up on its 
competitors.  A business that 
addresses its potential liabilities 
won’t be tripped up down the 
road.  A business that can raise 
capital and debt as needed can 

weather any storm this world can 
throw at it.  And a business that 
understands its weaknesses and 
opportunities is always positioned 
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The world is changing in ways 
that are impossible to predict.  
Adapting to those changes is 
the challenge of our times.  
Business leaders that maintain an 
acquisition mindset, even if they 
have no intent to be part of a 
transaction, will find themselves in 
the best possible position to react 
to anything the post-pandemic 
world can throw at them, and not 
only survive, but thrive. 

for lack of talent.  Businesses 
that can’t source multiple cost-
effective avenues of supply will 
wither for lack of product to 
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to dynamic changes in demand 
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vine.  Owners that can’t navigate 
a changing regulatory and tax 
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weaknesses may be enough to 
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have.  This process of addressing 
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can be addressed with internal 
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than the day before they are sold.  
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to add access to markets, scale, 

and capabilities that they will 
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collections can be improved, 
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relationships can be solidified 
and made more cost effective.  
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bottom line. 

For many startups and growth 
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sufficient capital is raised.  For 
these businesses, talent is often 
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skeletons must be dragged out 
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Potential liabilities, legal and 
otherwise, must be dealt with to 
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Finally, any owner looking to 
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understand and mitigate their tax 
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planning an exit strategy years in 
advance will wind up paying the 
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the first step is to have a precise 
understanding of the company’s 
needs.  The most common cause 
of a failed acquisition is the 
lack of identification of specific 
capabilities that will be added that 
can’t be produced internally.  This 
can take many forms.  A specific 
product or piece of intellectual 
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chain or otherwise ensuring access 
to supplies and suppliers can drive 
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can be the key factor in a deal.  
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otherwise be unavailable can be 
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company must have generated 
the results and have the collateral 
to entice investors and lenders to 
give them funds.  Furthermore, 
they must have demonstrated the 
leadership and internal controls 
to give investors and lenders the 
confidence that trust company 
leadership with their money.   

Maintaining an acquisition 
mindset involves all of the above 
and more.  Not coincidentally, 
all of the above are essential 
components of building and 
maintaining a strong business that 
can weather difficult times, even if 
it isn’t involved in an acquisition.  
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COVID-19 AND THE WORKPLACE: 
AN OVERVIEW OF FEDERAL GUIDANCE ON 

EMPLOYER RESPONSIBILITIES & EMPLOYEE RIGHTS

There is no doubt that the work-
place has evolved tremendously 
over the past few decades, shaped 
largely by the advent of personal 
computing devices and the expan-
sion of the internet. Unexpectedly, 
the COVID-19 pandemic made its 
own imprint on the workplace that 
will require us to adapt and imple-
ment the necessary steps to ensure 
a vibrant and productive workplace 
for the future.

In the past year, multiple federal 
agencies, including the Equal Em-
ployment Opportunity Commission 
(“EEOC”) and the Occupational 
Safety and Health Administration 
(“OSHA”) have issued guidance 
that address requirements and best 
practices in the workplace. These 
guidance documents are updated 
on a regular basis and incorporate a 
science-based approach in conjunc-
tion with existing federal laws and 
regulations. An overview of the key 
guidance documents regarding em-
ployer responsibilities and employ-
ee rights in relation to COVID-19 is 
provided below.

Path out of the Pandemic: Presi-
dent Biden’s COVID-19 Action Plan

On September 9, 2021, President 
Biden announced a COVID-19 Ac-
tion Plan – the Path out of the Pan-
demic. The Plan is a comprehen-
sive, six-pronged, national strategy 
to combat COVID-19 and includes 
protections for the economy.  The 

Due to a Protected Category;
• Furloughs and Layoffs;
• Return to Work;
• Age, Caregiver, Pregnancy; and,
• Vaccinations.

Courts generally defer to the 
EEOC in deciding a claim, such as 
a claim that an employer failed to 
provide an accommodation to an 
employee. On that basis, employers 
are encouraged to be familiar with 
and implement the EEOC stan-
dards.  Key provisions include:
• Keeping confidential any med-

ical information related to 
COVID-19;

• Engaging in a dialogue with 
an employee that requests a 
COVID-19 related accommoda-
tion including requests based 
on medical or religious reasons; 
and,

• Responding to pandemic-related 
harassment.

The EEOC Guidance also provides 
that federal equal employment 
opportunity laws do not prevent 
an employer from requiring all 
employees physically entering the 
workplace to be fully vaccinated 

a safe and healthy workplace free 
from recognized hazards likely to 
cause death or serious physical 
harm. OSHA standards related to 
COVID-19 include employers being 
responsible to:
• Facilitate employees getting 

vaccinated;
• Instruct workers who are in-

fected or who have close con-
tact with someone who tested 
positive and all workers with 
COVID-19 symptoms to stay 
home from work;

• Implement physical distancing in 
all communal work areas for un-
vaccinated and otherwise at-risk 
workers;

• Provide workers with face cov-
erings or masks; and,

• Train workers on COVID-19 po-
lices.

The OSHA standards also include 
best practices for workplace ven-
tilation systems, cleaning/disin-
fecting and record keeping. Under 
OSHA, employees are protected 
from retaliation for raising work-
place health and safety concerns 
related to COVID-19 and employers 

are encouraged to provide an anon-
ymous process for workers to voice 
safety-related concerns and to im-
plement anti-retaliation policies.

At the time of print, a federal ap-
peals court has granted an emer-
gency stay prohibiting enforcement 
of the ETS and several other law-
suits have been filed.  The timing 
of rulings in these cases is unclear. 
Nevertheless, employers should 
begin preparing policies and pro-
cedures that comply with existing 
and forthcoming guidance from 
the various agencies addressed 
above. Employers should also pre-
pare for employees who refuse to 
comply with legal requirements and 
prepare an appropriate response, 
which may include discipline, up to 
and including termination.

White and Williams LLP’s team of 
employment attorneys are closely 
monitoring these developments. If 
you have questions about how to 
ensure that your policies comply 
with workplace and other appli-
cable laws, visit whiteandwilliams.
com or contact the authors.

six prongs are:
• Vaccinating the Unvaccinated;
• Further Protecting the Vaccinat-

ed;
• Keeping Schools Safely Open;
• Increasing Testing & Requiring 

Masking;
• Protecting Our Economic Re-

covery; and 
• Improving Care for those with 

COVID-19.
On the same date, the President 

signed Executive Orders that ad-
dressed vaccinations for federal 
workers and contractors and di-
rected OSHA to draft an Emergen-
cy Temporary Standard (“ETS”) di-
rected at private-sector businesses 
with 100 or more employees to:
• Mandate vaccination or weekly 

proof of negative test results; 
and,

• Provide paid time off for work-
ers to get vaccinated or to re-
cover if they suffer post-vacci-
nation effects.

On October 12, 2021, OSHA ad-
vanced the ETS for final White 
House review.  Following a swift 
review by the White House’s regu-
latory office, the ETS was recently 
filed in the Office of the Federal 
Register on November 4, 2021, and 
requires employers with 100 or 
more employees to:
• Require vaccinated employees to 

provide proof of vaccination by 
January 4, 2022;

• Ensure unvaccinated employees 
wear a mask by December 5, 
2021, and produce weekly neg-
ative test results by January 4, 
2022, and,

• Provide paid time off to employ-
ees to receive the COVID-19 
vaccine, including sick leave to 
recover from any side effects by 
December 5, 2021.

The ETS provides additional re-
quirements and guidance, including 
requirements related to payment 
for testing and penalties for non-
compliance.

Workplace Safety:  Guidance for 
Federal Contractor and Subcon-
tractors

On September 24, 2021, following 
the President’s announcement of 
the COVID-19 Action Plan and the 
Executive Order on Ensuring Ade-
quate COVID-19 Safety Protocols 
for Federal Contractors, the Safer 
Federal Workforce Tack Force is-
sued \COVID-19 Workplace Safe-
ty Guidance (the “Guidance”) for 
covered federal contractors and 
subcontractors. The Guidance is in-
tended to ensure compliance with 
specified COVID-19 workplace 
safeguards at work sites with indi-
viduals working on or in connection 
with a Federal Government con-
tract or contract-like instrument.  
The requirements apply to new 
contracts awarded on and after 
October 15, 2021 and to contracts 

before that date with options to 
extend.

The Guidance sets forth work-
place safety protocols, including:
• COVID-19 vaccination of cov-

ered contractor employees, ex-
cept for employees that are enti-
tled to an accommodation;

• Compliance by covered contrac-
tor employees and visitors with 
masking and physical distancing; 
and,

• Designation by covered contrac-
tors of a person to coordinate 
COVID-19 workplace safety ef-
forts.

The Guidance also includes Fre-
quently Asked Questions address-
ing vaccination policies, scope of 
the requirements, and compliance 
with the requirements. 

What You Should Know About 
COVID-19 and Equal Employment 
Opportunity Laws

On October 13, 2021, the EEOC 
issued updates to its Technical As-
sistance Questions and Answers 
Guidance (“EEOC Guidance”). The 
EEOC Guidance addresses the fol-
lowing key areas:
• Disability-Related Inquiries and 

Medical Exams in the employ-
ment context;

• Confidentiality of Medical Infor-
mation;

• Hiring and Onboarding;
• Reasonable Accommodation;
• Pandemic Related Harassment 

against COVID-19, subject to the 
reasonable accommodation provi-
sions of Title VII and the ADA.

On October 25, 2021, the EEOC 
added a new section concerning 
vaccine mandates to its Technical 
Assistance Questions and Answers 
Guidance and noted that “objec-
tions to COVID-19 vaccination 
that are based on social, political, 
or personal preferences, or on non-
religious concerns about the pos-
sible effects of the vaccine, do not 
qualify as “religious beliefs” under 
Title VII.” If an employee requests 
a religious exemption to a vaccine 
mandate in the workplace, the em-
ployer may make a limited factual 
inquiry to verify the religious belief 
on an objective basis.

Protecting Workers: Guidance 
on Mitigating and Preventing the 
Spread of COVID-19 in the Work-
place

OSHA has also issued its own 
set of guidance addressing safety 
practices and standards, including 
updates to its Protecting Workers 
guidance. Under OSHA, employ-
ers are responsible for providing 
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guidance documents are updated 
on a regular basis and incorporate a 
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Biden announced a COVID-19 Ac-
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all communal work areas for un-
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place health and safety concerns 
related to COVID-19 and employers 
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ymous process for workers to voice 
safety-related concerns and to im-
plement anti-retaliation policies.

At the time of print, a federal ap-
peals court has granted an emer-
gency stay prohibiting enforcement 
of the ETS and several other law-
suits have been filed.  The timing 
of rulings in these cases is unclear. 
Nevertheless, employers should 
begin preparing policies and pro-
cedures that comply with existing 
and forthcoming guidance from 
the various agencies addressed 
above. Employers should also pre-
pare for employees who refuse to 
comply with legal requirements and 
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which may include discipline, up to 
and including termination.
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com or contact the authors.

six prongs are:
• Vaccinating the Unvaccinated;
• Further Protecting the Vaccinat-

ed;
• Keeping Schools Safely Open;
• Increasing Testing & Requiring 

Masking;
• Protecting Our Economic Re-

covery; and 
• Improving Care for those with 

COVID-19.
On the same date, the President 

signed Executive Orders that ad-
dressed vaccinations for federal 
workers and contractors and di-
rected OSHA to draft an Emergen-
cy Temporary Standard (“ETS”) di-
rected at private-sector businesses 
with 100 or more employees to:
• Mandate vaccination or weekly 

proof of negative test results; 
and,

• Provide paid time off for work-
ers to get vaccinated or to re-
cover if they suffer post-vacci-
nation effects.

On October 12, 2021, OSHA ad-
vanced the ETS for final White 
House review.  Following a swift 
review by the White House’s regu-
latory office, the ETS was recently 
filed in the Office of the Federal 
Register on November 4, 2021, and 
requires employers with 100 or 
more employees to:
• Require vaccinated employees to 

provide proof of vaccination by 
January 4, 2022;

• Ensure unvaccinated employees 
wear a mask by December 5, 
2021, and produce weekly neg-
ative test results by January 4, 
2022, and,

• Provide paid time off to employ-
ees to receive the COVID-19 
vaccine, including sick leave to 
recover from any side effects by 
December 5, 2021.

The ETS provides additional re-
quirements and guidance, including 
requirements related to payment 
for testing and penalties for non-
compliance.

Workplace Safety:  Guidance for 
Federal Contractor and Subcon-
tractors

On September 24, 2021, following 
the President’s announcement of 
the COVID-19 Action Plan and the 
Executive Order on Ensuring Ade-
quate COVID-19 Safety Protocols 
for Federal Contractors, the Safer 
Federal Workforce Tack Force is-
sued \COVID-19 Workplace Safe-
ty Guidance (the “Guidance”) for 
covered federal contractors and 
subcontractors. The Guidance is in-
tended to ensure compliance with 
specified COVID-19 workplace 
safeguards at work sites with indi-
viduals working on or in connection 
with a Federal Government con-
tract or contract-like instrument.  
The requirements apply to new 
contracts awarded on and after 
October 15, 2021 and to contracts 

before that date with options to 
extend.

The Guidance sets forth work-
place safety protocols, including:
• COVID-19 vaccination of cov-

ered contractor employees, ex-
cept for employees that are enti-
tled to an accommodation;

• Compliance by covered contrac-
tor employees and visitors with 
masking and physical distancing; 
and,

• Designation by covered contrac-
tors of a person to coordinate 
COVID-19 workplace safety ef-
forts.

The Guidance also includes Fre-
quently Asked Questions address-
ing vaccination policies, scope of 
the requirements, and compliance 
with the requirements. 

What You Should Know About 
COVID-19 and Equal Employment 
Opportunity Laws

On October 13, 2021, the EEOC 
issued updates to its Technical As-
sistance Questions and Answers 
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against COVID-19, subject to the 
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mandate in the workplace, the em-
ployer may make a limited factual 
inquiry to verify the religious belief 
on an objective basis.

Protecting Workers: Guidance 
on Mitigating and Preventing the 
Spread of COVID-19 in the Work-
place

OSHA has also issued its own 
set of guidance addressing safety 
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SPONSORS

White and Williams LLP is a global-reaching, multi-
practice law fi rm with over 200 lawyers in eleven 
o�  ces. We represent public and private companies 
across industries including education, energy and 
utilities, fi nancial services, food and beverage, 
healthcare, insurance, life sciences, manufacturing, 
private equity/venture capital, real estate and 
technology.

The fi rm has a history of success in the courtroom 
as well as in arbitration. Our lawyers represent clients 
in high-stakes, complex litigation in both federal 
and state courts. Our litigators handle labor and 
employment matters, shareholder and partnership 
disputes, professional liability matters, healthcare 
litigation, class actions, intellectual property disputes, 
insurance coverage and reinsurance disputes, and 

product liability litigation.
White and Williams business lawyers represent 

foreign and domestic companies at all stages of 
development as well as private equity, venture capital 
and angel investors. Our lawyers handle transactional 
work as well as ongoing legal needs of our clients, 
often serving as general outside counsel on regulatory 
and compliance issues, labor and employment and 
employee compensation issues, entity formation, 
licensing and other intellectual property matters, 
commercial contracts, corporate governance, real 
estate and real estate fi nance matters. We handle 
mergers, acquisitions, divestitures, joint ventures, 
strategic alliances, debt and equity fi nancings, and 
bankruptcy and restructuring matters.

Since 1988, Fitzpatrick Lentz & Bubba (FLB) has 
propelled growth for its clients and the Lehigh 
Valley as a whole. Since its inception, FLB has served 
businesses and individuals throughout the Lehigh 
Valley. 

FLB’s exceptional team of attorneys provides clients 
with advanced insights and individual attention 
needed to solve the most complex legal challenges. 
They represent a broad range of local, regional, 

national and international businesses, such as banks, 
insurance companies, colleges and universities, 
real estate developers, building contractors, 
telecommunication providers, healthcare institutions, 
nonprofi t organizations, retailers, and manufacturers. 

With its commitment to clients, focus on integrity, 
and deep understanding of the law, FLB has been 
named the “Top Business Law Firm” by Lehigh Valley 
Business readers for fi ve years in a row.
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FOOD BUSINESS

Craft-beer boom spurs local hops farmers

By Jason Scott

jscott@cpbj.com

Pennsylvania leads the nation in craft-

beer production.

But while more beer is being brewed in 

places like Carlisle, Harrisburg and York, 

brewers here must rely on some key in-

gredients that often travel long distances.

One is hops, which are not widely 

grown in Pennsylvania, or on the East 

Coast in general.

In fact, most hops come from Washing-

ton, Oregon and Idaho, which account for 

the majority of the country’s hop produc-

tion. Washington alone has about 40,000 

acres of hops.

Two Cumberland County hop farmers 

are hoping to claim a piece of that market 

and inspire other Pennsylvania farmers to 

consider cultivating the crop for breweries 

in Pennsylvania.

“It’s a niche thing. Not too many peo-

ple do it,” said Michael Reifsnyder, who 

planted 3,400 hop plants on his 15-acre 

West Pennsboro Township property in 

2017. 

A big reason for the lack of new hop farm-

ers is difficulty in getting started and com-

peting with larger established operations. 

“These local houses are up against com-

panies that can reach a better economy 

of scale, plus have quality control proce-

dures and logistics plans that have been 

in place for decades,” said Brandalynn 

Armstrong, co-owner of Zeroday Brewing 

in Harrisburg. “It makes it harder for the 

small producer to compete.”

Hop growing requires a large trellis for 

the twining vines and an irrigation system. 

Farmers also need special equipment to 

harvest, process and package the hops. 

Hops, which take three years to reach 

full harvest, also are prone to pests and 

diseases and can be difficult to grow in 

certain soil types and climates. 

But Reifsnyder, who retired in 2011 

from the U.S. Navy after 22 years of service, 

took a chance on hops after experiment-

ing with grapes and asparagus on his 

Carlisle-area farm, dubbed GEMS Farm. 

He also saw success at nearby hop yard 

Sunny Brae Farms and thought his farm 

could provide complementary varieties of 

fresh local hops to small breweries.

He and his wife, Sharon, along with 

their two teenage daughters, maintain 

the hop yard, which is entering its second 

year of harvest. GEMS currently grows five 

varieties of hops on 3.25 acres, but the plan 

is to eventually grow to seven acres, plant 

a wider variety of hops and reach more 

breweries.

“Expansion is on our radar,” he said.

Local thirst

In preparation for hop harvest later 

this summer and early fall, th
e Reifsny-

ders recently purchased equipment that 

will allow them to pelletize dried hops 

— meaning to grind them into powder 

and press them into small pellets. Pellet-

ized hops have a longer shelf life
 and are 

what many brewers rely on throughout 

the year.

The farm’s hop yard could yield about 

5,000 or 6,000 pounds of hops this year.

GEMS expects to pelletize the majority 

of its hops this year after selling almost 

all of its harvest last fall to local breweries 

making wet-hopped beers — also known 

as fresh-hop beers that use hops fresh off 

the vine. 

Wet-hop batches of beer can use five 

to 10 times as many hops as pelletized 

batches.  

Local brewers say they are eager to buy 

more local ingredients, including hops, 

but purchasing decisions come down to 

quality, price and availability.

Jeff Musselman, head brewer at the 

Millworks in Harrisburg, said the local 

market has struggled to check all three 

buckets. Most local hop farms are growing 

on one or two acres and not pelletizing.

“The vast majority of local hops are 

brewed in late summer or early fall for 

wet-hop beers,” he said. “That has been 

the big limitation.”

The Millworks and other breweries said 

they would like to buy more local hops 

year round, especially pelletized hops, to 

support farmers. 

“I think brewers absolutely want to use 

it,” Musselman said, noting the differences 

in smell and taste between East and West 

Coast hops. 

But Musselman said he expects local 

hops would cost more than those from 

larger West Coast suppliers, given the 

lower hop volumes at local farms. Nev-

ertheless, he said he would still b
uy local 

hops for special PA Preferred brews, i.e., 

beers made with Pennsylvania-produced 

agricultural commodities, like hops or 

grain.  

Victor Shaffer and Andrew Lyons start-

ed growing an acre of hops outside of 

Mechanicsburg last year. Th
eir company, 

called Lion Bines Hop Farm, is expected to 

produce a partial harvest of hops this year 

and a full harvest next year. 

But the partners are investing now in 

processing equipment to pelletize their 

hops, with an eye on making extra money 

by pelletizing hops for other farmers.

“In the future, we would love to process 

for other farms so there is less of a cost 

barrier,” Shaffer said. 

Both Cumberland County hop farms 

acknowledged the hops business in Penn-

sylvania is not much more than a seedling. 

But through trial and error, they are opti-

mistic hop farms will begin to sprout. 

“I hope we see more hop growers,” Rei-

fsnyder said. <

Lancaster County is continuing to draw 

more people, with 2018 as the ninth consec-

utive year that the county saw increases in 

visitors, visitor spending and tourism jobs.

The nine-year uptick is the result of a 

diverse group of businesses and continued 

changes in the perception of the county, 

the county’s tourist information center, Dis-

cover Lancaster, wrote in a recent report.

Visitors to the county spent $2.24 billion in 

2018, up 4.6 percent from $2.14 billion in 2017. 

Of that total, $482 million of went to wages and 

salaries for the 16,968 people working in the 

Lancaster County tourism industry, accord-

ing to the report by Discover Lancaster, which 

is based in East Lampeter Township.

The number of visitors to the county also 

increased, rising from 8.64 million in 2017 

to 8.85 million people in 2018, an increase 

of 2.5 percent.

The report’s data was provided by Oxford, 

England-based Tourism Economics and 

based on hotel-tax collections reported by 

the county, average hotel-room rates and 

trends in visitor spending.

Lancaster County has had a long tradi-

tion of enticing tourists to its Pennsylvania 

Dutch dining, outlet shopping and family 

attractions like the Strasburg Railroad in 

Strasburg Township and Dutch Wonder-

land in East Lampeter Township.

Those attractions have continued to pull 

in tourists from across the globe but now 

share the market with new businesses and 

destinations.

They include popular restaurants and 

bars, revitalized downtowns in places like 

Lititz and Columbia, and outdoor activities 

like Refreshing Mountain Retreat in Clay 

Township, according to Joel Cliff, director 

of communications for Discover Lancaster.

“We have worked on broadening our 

brand for the last five or six years to expand 

people’s expectations of what Lancaster is 

all about,” Cliff said. “There are eight or 12 

reasons to come to Lancaster not just the 

three you already knew.”

The tourism increases also mirror the 

economic growth in the U.S. as a whole, ac-

cording to Cliff.

“Clearly the economy has continued to 

build itself back after the Great Recession,” 

Cliff said. “It was building steam in 2017 and 

certainly last year.” <

— Ioannis PashakisLancaster County tourism sees gain in visitors

Mike and Sharon Reifsnyder stand in the hop yard of their West Pennsboro Township 

farm. They began growing the crop in 2017 in a bid to make locally grown hops more 

available.     PHOTO/MARKELL DELOATCH
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OPINION

GUEST VIEWAt risk: A win for health care over big tobacco 

A lot has changed since 1998, the year 

that Pennsylvania and 45 states stood up 

to big tobacco and helped create the To-

bacco Settlement Fund, or TSF. We may 

have moved on from CD-

ROMs, dial-up internet 

and the Y2K-bug frenzy. 

But a few things have 

stood the test of time:  

Pokémon, “Toy Story” 

and Pennsylvania’s com-

mitment to keeping the 

core mission of the TSF 

dedicated to health care.

It took the 46-state co-

alition years of fighting with major tobacco 

companies in order to come to the 1998 

Master Settlement Agreement; the funds 

weren’t distributed in Pennsylvania until 

the Tobacco Settlement Act of 2001.

Throughout that process, The Hospital 

and Healthsystem Association of Pennsyl-

vania and the commonwealth’s hospitals 

played a big role in ensuring that money 

was preserved for health care — not to fill 

one-time budget holes or fund other proj-

ects. We worked with health educators, re-

searchers and provider groups to find the 

right balance for everyone.

Since Pennsylvania hospitals first began 

receiving this money, it has been used to:

• Help people quit using tobacco prod-

ucts
• Provide access to health care for ev-

eryone, regardless of their insurance or 

health status
• Fund research to cure diseases like 

cancer, and improve the health of all 

Pennsylvanians
• Support financially fragile rural hos-

pitals, which serve large proportions of 

vulnerable patients

• More recently, help hospitals address 

the opioid crisis
Specifically, during fiscal year 2017–

2018, Pennsylvania’s hospitals received 

$28.5 million through the TSF at the state 

level, which is then matched by the federal 

government to total approximately $60 

million. This money goes to cover the cost 

of caring for the uninsured and underin-

sured.
Pennsylvania also received more than 

$44 million for CURE grants during the 

fiscal year 2014–2015. The grants help 

universities, hospitals and research orga-

nizations partner to unlock solutions for 

cancer, ways to improve the quality and 

outcomes of health care, and how to ad-

dress community health issues.

This year, these hospital dollars and re-

search funds could be at risk.

Gov. Tom Wolf’s budget plan kept the 

TSF whole, but we are concerned that this 

year some lawmakers want to use tobacco 

dollars to pay state debt. You see, during 

the 2017–2018 state budget process, the 

General Assembly authorized borrowing 

against $1.5 billion in future TSF payments 

to balance the state’s budget. The bond 

payments now are due, to the tune of $115 

million during this budget.

Some of the reasons that TSF money 

went directly to hospitals to fund uncom-

pensated care is because they are under-

paid by the safety-net payer, Medicaid, 

which a recent analysis indicates reim-

burses at 81 cents on the dollar.

There are no hospitals or hospital staff 

that treat only the uninsured or patients 

insured by Medicaid, and Pennsylvania 

doesn’t have a public hospital system. As 

a result, the hospital community treats all 

patients, regardless of the type of insur-

ance they have — and serves as the safety 

net for the underinsured and uninsured. 

Even with the improvement in the insured 

rate through the Affordable Care Act and 

Medicaid expansion, we still have people 

who are uninsured and need help.

Our hospitals rely on these funds to 

make sure they can stay open and contin-

ue to treat everyone. The state has options 

to balance its budget — options that don’t 

jeopardize the already stressed financial 

situations of many of Pennsylvania’s hos-

pitals.
More than a third of Pennsylvania’s 

hospitals operated in the red last fiscal 

year. Among that group, more than three-

quarters have been operating in the red 

for the last three fiscal years. Now, more 

than ever, these hospitals are relying on 

the enduring promise that the TSF will be 

there to help them continue to stay open, 

remain financially stable and treat every 

patient who walks through their doors.

Trends may come and go, but the Penn-

sylvania hospital community’s mission 

remains focused on health care. We call on 

the legislature to make sure it remains the 

mission of the TSF, too. Don’t rob patient 

care to fill budget gaps.
•

Andy Carter is president and CEO of The 

Hospital and Healthsystem Association of 

Pennsylvania in Harrisburg.

AndyCarter

A strong wellness program can be a 

differentiator for recruitment, reduce the 

cost of health care benefits and help build 

a team atmosphere based around healthy 

choices. However, communicating the 

benefits and program elements of a well-

ness initiative can be hard to navigate. Hu-

man resources and cor-

porate leadership need to 

walk a fine line – avoiding 

sounding paternal, mor-

alistic or even too per-

sonal while empowering 

employees and spurring 

participation.
How a company com-

municates can make a big 

difference. It can boost 

enrollment in the wellness strategy and 

create more engagement among employ-

ees. Those who are engaged at work will go 

the extra mile and demonstrate increased 

productivity, which shows up in a compa-

ny’s profitability, turnover numbers, safety 

incidents and quality. 

Communication is key for an employee 

health and wellness program and for a 

business overall. Looking to a professional 

communicator for ideas and best practices 

will help streamline communications sur-

rounding such a program and lead to more 

engaged, healthier employees.

What can you do?

• See things from the employees’ per-

spective. How will the wellness program 

components benefit them? Why should 

they care? Does it affect their work life or 

home life? Zero in on key factors affecting 

employees and highlight the benefits of 

healthy choices. 

• Avoid communicating to staff as if 

they are marketing targets. Trust them 

and communicate with them as if they 

are “one of us,” instead of “one of them.” 

Use “we” and communicate from a team 

perspective, rather than a top-down 

standpoint. 
• Talk about the rewards – not only for 

their personal lives, but rewards of the 

program. What’s in it for them can be a 

powerful motivator to expand participa-

tion. That participation, in turn, can build 

a team atmosphere and lead to higher 

engagement. 
• Consider health and wellness ambas-

sadors. Peer-to-peer communication is 

powerful and partnering with passionate 

team members to communicate can re-

move the paternalistic factor. 

• Connect the dots for employees to the 

bigger corporate picture. Participation in 

wellness programs has the potential to de-

crease company health benefit costs over-

all, which in turn could make a difference 

in employees’ premium or out-of-pocket 

health care costs. 

• Remove jargon, whether health care 

or HR wording that might not be easily un-

derstood. Remember, when jargon is used, 

it may mean the employees are unlikely to 

understand the message. 

• Avoid populating emails or messages 

with large amounts of information. People 

digest details in small chunks, so consider 

an ongoing campaign to share bits and 

pieces of information, or a web page to 

view the full information when employees 

are interested and have time. 

• Have a sense of humor when commu-

nicating. Loosening up a formal approach 

can go a long way to creating engagement 

with the communication and getting on 

board with the program.

• Make it a two-way conversation. Ask 

employees what program components 

they’d like to see. Find out what might mo-

tivate them to participate. Ask for ideas on 

communicating the details to staff. 

• Use social channels to help spread 

the word. Whether its an internal social 

tool such as Slack or Yammer or a closed 

group on Facebook or LinkedIn, encour-

age employees to share pictures of their 

healthy choices and/or program partici-

pation. Build a little competition between 

company segments and offer content 

meant to engage the group – ask ques-

tions, post a quiz or host a ‘meet this goal’ 

challenge. 

• Bring creative ideas to the effort. 

Consider interesting program elements to 

up the ante of interest and participation. 

Think about bringing in a local chef to of-

fer a cooking class, having a local farm 

stand bring in their fresh produce regu-

larly or bring in a gardening expert to offer 

a hands-on workshop for growing veg-

etables or herbs. At GRIT, team members 

in the wellness program are walking miles 

(via a step tracker) to earn a free airplane 

ticket to anywhere in the world. The more 

creative and out-of-the-box the program, 

when paired with easy ways to participate, 

the more people will want to take part. 

• Stay diverse with your communica-

tions focus. If there is a large subset of 

staff who bike to work, that’s great, but if 

that’s all communications are about, the 

company risks losing support from other 

parts of the employee base. The same goes 

for any topic: if it’s strictly about one thing, 

the business might lose the interest of its 

whole audience. 

Internal communications centered around 

health and wellness can make or break pro-

gram participation. Get together with HR, 

leadership and a few employees to brain-

storm the best ways to get the message out.

•

Julie Lando is the owner and president of GRIT 

Marketing Group, a marketing and communica-

tions firm with offices in York and Lancaster. 

GUEST VIEWHealth and wellness communications can be engaging

JulieLando
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By Stacy Wescoe
BridgeTower Media

Stefanie Angstadt started making cheese 
as a hobby soon after graduating from col-
lege in 2008.

After a few years she knew it was some-
thing she wanted to do full time.

She opened Valley Milkhouse in a former 
dairy farm in Oley in 2014 and began to 
manufacture and sell her cheeses profes-
sionally.

Not a dairy farmer, herself, she partnered 
with other small Berks County dairies to buy 
fresh warm milk “straight from the udder.”

Her cheeses — mostly a mix of softer and 
aged styles — were a hit.

“We make everything by hand. It’s very 
good cheese so there is a demand,” Angstadt 
said.

In fact, demand often outpaced her sup-
ply. Nonetheless, she struggled with the lo-
gistics of getting the cheese she was making 
to the people who wanted it.

While around 80 percent of the cheese 
she makes is sold wholesale to markets and 
restaurants, profits were much higher on the 
20 percent of the product she was selling at 
her farm stand and the two farmers markets 
she attends, the Easton Farmers Market in 
downtown Easton and one in Philadelphia.

 “The question was, how do we reach 
these people who want to buy our cheese 
without standing there at a farmers market 
all day — sometimes in the rain — hoping 
the right people will come buy it?” she said.

Organizing principal
In 2016, as fate would have it, an old 

friend of Angstadt’s, Alex Jones, a prominent 
organizer of commu-
nity-supported agri-
culture programs in 
the Greater Philadel-
phia area, had just 
left a job with a CSA.

In a typical CSA, 
a group of farmers 
connect with a group 
of consumers who 
want to buy fresh, 
local produce. They 
sell shares of their fu-
ture crop to the con-
sumers, who then 
pick up weekly or 
monthly boxes of the 
farmers’ latest crops, 
sharing both the risk and the rewards of the 
farmers’ season and giving those farmers a 
more reliable source of income. 

“My job was to buy products from dozens 
of local farmers,” Jones said.

She was looking to take her CSA skills 
and use them in a new way.  She thought of 
Angstadt and another cheesemaker she had 
met in her old job: Sue Miller of Birchrun 

Hills Farm in Chester County.
Jones pitched the idea of using the CSA 

format to develop a new way of selling craft 
cheese to cheese fans. That led Jones, Ang-
stadt and Miller in 2016 to create the Collec-
tive Creamery CSA, based out of Angstadt’s 
Oley creamery, with Jones as the operations 
manager and Angstadt and Miller as the two 
primary cheese makers.

“We thought between the three of us, we 
could pool our resources and move beyond 
farmers markets,” Angstadt said.

According to Jones, the trio didn’t invent 
the idea of a cheese-based CSA. But, she 
said, “A cheese CSA is still pretty unique.”

Jones said it also makes sense.
“You can get subscriptions for anything 

today — dog products, beauty products —
why not cheese?” she said.

A profitable boost
The Collective Creamery is now heading 

into its third year. And while it is still just 
a small part of each of the cheesemakers’ 
business, it is an important one.

By eliminating the middleman, the chee-
semakers get more of the profit.

Angstadt said her profit margin is gener-
ally about 15 percent to 20 percent on the 
roughly $150,000 in gross sales she has in a 
year. That makes it a challenge to maintain 
a capital-intensive operation. Anywhere 
she can improve the profit margin is a boost.

Profits on the CSA vary from month to 
month, but she said they tend to average at 
the higher end of her overall profits.

The current CSA package from the Col-
lective Creamery ranges from $180 for a 
once-a-month pickup of two pounds and 
four varieties of cheese for four months 

to $280 for a twice-
monthly pickup 
of one-and-a-half 
pounds and three 
varieties of cheese 
for four months. 
CSA packages gen-
erally run from five 
to six months. The 
current package is 
shortened since the 
current CSA season 
has already begun.

Customers pick 
up their orders at 
participating loca-
tions. Most are busi-
nesses that focus on 

local craft foods and products like farm 
stands or craft brewers, which support “buy 
local” efforts.

Having a variety of pickup locations in 
the region helps the Collective’s members 
spread their cheese sales farther than they 
could on their own.

Subscriptions can be picked up in two 
Berks County locations — Hidden River 

Brewing Co. in Douglasville and Covered 
Bridge Farmstand in Oley — and at one 
location in the Lehigh Valley — Bonn Place 
Brewing Co. in Bethlehem. Other pickup 
locations are in the Chester County and 
Philadelphia areas.

By having a wider client base, the chee-
semakers also are able to offer more variety. 
Angstadt and Miller rotate between six 
varieties of cheese, including Angstadt’s 
Witchgrass, her version of a French Valen-
cay cheese, and Miller’s Clipper, an aged 
raw-milk cheese. They also reach out to 
other cheesemakers in other regions, hop-
ing to include their specialty craft cheeses 
in the CSA to give customers more options.

For example, Miller is currently work-
ing with a sheep farmer to blend sheep 
and cow milk together to make a creamy 
Camembert-style cheese.

Ultimately, their goal is to turn cheese 
lovers into die-hard cheese fans.

“We want to cultivate the cheese culture 
in this area like it is in Europe. We don’t want 
people to see cheese as a guilty pleasure, but 
as a food you eat every day,” Angstadt said. 
“This is a way to grow the cheese community.

“People don’t see fine cheese as a neces-
sity,” added Jones. “When they go to the gro-
cery store they feel they have to get produce 
and bread … we want them to think of fine 
cheese like that, not as a luxury.”

Miller sees the craft cheese industry 
growing in much the same way the craft beer 
industry has developed and grown, with 
those in the industry working cooperatively 
instead of competitively to boost the entire 
industry by sharing tips and efforts.

“It’s the whole ‘a rising tide raises all 
ships’ kind of thing,” she said. “We all benefit 
from a stronger cheese industry.”

Jones said the trio is focused on being a 
regional leader in the craft cheese industry. 
They aren’t planning any major expansion. 

But they are on the lookout for more pickup 
locations along their current route and for 
pockets of cheese lovers who may want to 
get in on their offerings.

“We have to be lean and use the resources 
we have,” Jones said.

One secondary benefit to the women’s 
local craft cheese making is the small boost 
it gives to the region’s dairy farmers, which 
Angstadt said are struggling with low prices 
on the commodities market.

She said there is a dairy crisis across the 
nation.

According to the National Family Farm 
Foundation, America has lost over half 
its dairy farmers in just the last 16 years, as 
wholesale dairy prices have dropped below 
1970 prices.

“Because of the quality I demand, I pay a 
premium for the milk,” she said.

Her sources include Spring Creek Farm in 
Wernersville, an organic dairy farm.

Greg Stricker, a partner in Spring Creek, 
said he pays special attention to the milk he 
produces for Angstadt.

“I always try to make the highest-quality 
milk, but we try to concentrate on making a 
milk that is higher in protein and butter fat 
to make her cheeses,” Stricker said.

Stricker said the extra money a cheese-
maker like Angstadt is willing to pay repre-
sents a needed boost for small farms like his.

“It’s a huge benefit to us when a local 
business like that uses our product,” he said. 
“It’s essential to find someone making a 
higher-end product to compete.” <

DAIRY GODMOTHERS

Specialty cheese biz taps into local dairies

From left, Sue Miller, Stefanie Angstadt and Alex Jones brought together their collective 
talents to form the Collective Creamery CSA in 2016. PHOTO/SUBMITTED

Honey-Bell is a brie-style cheese made by 
Stefanie Angstadt in her Oley creamery. 
PHOTO/SUBMITTED

“You can get subscriptions 
for anything today — dog 

products, beauty products 
— why not cheese?”

— Alex Jones, Collective Creamery CSA
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NEWSMAKERS
Promotions, appointments, hires

ACCOUNTING
Chambersburg-based Rotz and 

Stonesifer named 
Dennis Shindle

senior manager. 
He provides tax, 

consulting and 
financial state-

ment services 
to closely held 

companies. He is 
a CPA and a graduate of Shippens-

burg University. ARCHITECTURE/
ENGINEERING

Lancaster-based RGS Associ-

ates named Jake Krieger proj-

ect landscape architect. He has 

a bachelor’s degree from Temple 

University. Matthew Fauth was 

named a computer aided drafting 

and design designer. He also is a 

sergeant in the National Guard. He 

has an associate degree from York 

Technical Institute. Upper Dublin Township, Mont-

gomery County-based McMahon 

Associates Inc. named Christo-

pher K. Bauer an associate. He is 

general manager of the Camp Hill 

office. He has more than 20 years 

of project management and trans-

portation engineering experience 

and has helped municipalities 

through their responsibilities as 

local project sponsors on state 

and federally funded projects. He 

also serves municipalities’ day-

to-day traffic consulting needs. 

He is a professional engineer and 

professional traffic operations 

engineer.  
Swatara Township-based Skelly 

and Loy named LeShelle Smith

marketing spe-
cialist. She will be 

responsible for 
graphics coordi-

nation, including 
preparation of 

brochures, charts 
and exhibit ma-

terials. She will 
assist with the development of 

special marketing and public rela-

tions programs, communications 

and media plans and ensuring 

that the website is current and 

consistent. She has a degree from 

Elizabethtown College.  

BANKING/FINANCE

Lower Paxton Township-based 

Centric Bank named Patricia A. 

Kuhn assistant manager of the 

Silver 
Spring 

Township Finan-
cial Center. She 

will cultivate new 

customer rela-
tionships, man-

age the internal 

sales process, 

maintain 
the 

branch’s operational proficiency 

and mentor her financial center 

team. Most recently, she was a cor-

porate social responsibility super-

visor and head teller II with First 

National Bank. She has a bach-

elor’s degree from York College.  

Lower Allen Township-based 

Members 1st Federal Credit 

Union named 

Alma Jimenez
branch manager 

of the location 

inside the Gi-
ant Foods store 

on East Market 

Street, York. She 

was a branch 

manager for PNC Bank.  
Manheim Township-based 

Ambassador Advisors LLC named 

Christopher R. 
Coolidge chief 

investment of-
ficer. He leads 

the wealth man-
agement depart-

ment and works 

with various oth-
er departments. 

He is a chartered financial analyst 

charterholder.  
Manheim Township-based 

RKL Wealth Management LLC 

named William M. Onorato a 

senior wealth 

strategist. He will 

advise high-net-
worth families 

on multigenera-
tional planning, 

legacy planning, 

business succes-
sion and estate 

planning. He has 25 years of es-

tate planning and wealth strategy 

experience. He has a bachelor’s 

degree and an MBA from Loyola 

College and a law degree from the 

University of Baltimore.  Millersburg-based Mid Penn 

Bank named Julie A. Bramlitt

financial adviser for Mid Penn 

Financial Services. She will help 

clients prioritize, organize and 

simplify their financial matters

with customized financial solu-

tions. She has 25 years of banking 

and financial services experience 

and was a financial adviser with 

Smoker Wealth Management. 

She has bachelor’s and master’s 

degrees from Ashford University. 

Laura J. Melfi was named senior 

vice president and cash manage-

ment officer with Mid Penn’s First 

Priority Bank division. She will be 

based in Chester County and con-

tribute to deposit growth through 

business development activities. 

She will also generate fee income 

through cash management prod-

ucts and services, and expand and 

retain customer relationships. She 

has 43 years of financial services 

experience.  CONSTRUCTION
Lancaster-based 

Wohlsen 

Construction Co. named Manuel 

Maza 
project 

manager and es-
timator. He was 

project engineer. 

He has a bache-
lor’s degree from 

Millersville Uni-
versity.  

York-based Wagman Construc-

tion Inc. named Joe Corson direc-

tor of business development for 

Maryland. He will 

expand the firm’s 

participation in 

o p p o r t u n i t i e s 

and 
enhance 

client relation-
ships throughout 

Maryland. He has 

30 years of con-
struction industry experience. He 

has a bachelor’s degree from the 

University of Baltimore. 
EDUCATIONMillersville University named 

John Cheek director of web and 

creative services. He will over-

see the creative 

production op-
eration and serve 

the university’s 

marketing needs, 

focusing on un-
dergraduate and 

graduate admis-
sions, advance-

ment and the president’s office. 

He will also oversee design aspects 

of the school’s website. He was 

creative director of Schiffer Pub-

lishing. He has a bachelor’s degree 

from Millersville. GOVERNMENT 
Harrisburg-based Pennsyl-

vania Public Utility Commis-

sion named Amy S. Goldman 

of Philadelphia and Matthew 

Hrivnak of Cumberland County 

members of the Pennsylvania 

Telecommunications Relay Ser-

vice Advisory Board. Goldman 

has been a public member of the 

board. She is a speech-language 

pathologist, has conducted 

trainings on the importance of 

telecommunications for those 

with disabilities and has been 

involved with the administra-

tion of Pennsylvania’s telecom-

munications device distribution 

program. Hrivnak will represent 

the PUC’s Bureau of Consum-

er Services on the board. He 

is manager of compliance and 

competition in the bureau’s pol-

icy division.   
Harrisburg-based State Civil 

Service Commission named Te-

resa Osborne of Lackawanna 

County a commissioner. She was 

secretary of the Pennsylvania De-

partment of Aging.  HEALTH CARE 
East Pennsboro Township-

based Geisinger Holy Spirit 

named Dr. Ming Jang a member 

of Geisinger Ho-
ly Spirit Primary 

Care. He will see 
adult patients 

and specialize 
in geriatric care. 

He was a clinical 
assistant profes-

sor of medicine 
in the division of geriatric medi-

cine at the University of Pennsyl-

vania’s Perelman School of Medi-

cine. He has a medical degree 

from Drexel University College 

of Medicine.  HOSPITALITY
Abbottstown, Adams County-

based Hanover Country Club 

named John Danehy manager.

LAW 
East Hempfield Township-

based Russell, Krafft & Gruber 

LLP named Ju-
lia G. Vanasse a 

member of the 
family law prac-

tice group. For 
nearly 20 years, 

she was a Lan-
caster County 

divorce master, 
and she has 30 years of combined 

family law experience. She has a 

bachelor’s degree from the Col-

lege of William and Mary and a 

law degree from Dickinson School 

of Law. 

Susquehanna Township-based 

Mette Evans & Woodside named

Matthew D. Co-
ble a sharehold-

er. He represents 

insurance com-
panies, fraternal 

benefit societies, 

insurance pro-
ducers and third-

party administra-
tors in insurance regulatory, trans-

actional and litigation matters.  

MARKETINGLancaster-based 
Godfrey 

named Luke Weidner an asso-

ciate creative director. He will 

oversee message unification and 

brand consisten-
cy and align cre-

ative resources 
with project and 

account needs to 
ensure efficien-

cy. Most recent-
ly, he was the 

design manager 
for Artisanal Brewing Ventures. 

Weidner has a bachelor’s degree 

from Penn State. NONPROFITS
Philadelphia-based Pennsyl-

vanians for Modern Courts named 

retired Judge 
Lawrence 

F. 
Stengel a board 

member. He is 
a shareholder 

with Manheim 
Township-based 

Saxton & Stump 
and former chief 

judge for the Eastern District of 

Pennsylvania. PUBLIC AFFAIRS
Harrisburg-based Triad Strate-

gies LLC named Rob Ghormoz

a senior associate in the govern-

ment affairs practice. He was a 

senior adviser to Gov. Tom Wolf’s 

re-election campaign and led his 

2019 inauguration. He has a bach-

elor’s degree from Penn State.  

SENDING NEWSMAKERS

Send announcements concerning 

promotions and newly hired 

personnel to people@cpbj.com. 

Save photos at 300 dpi as TIFF 

or JPG files. Please do not embed 

photos in word documents. Photos 

sent through the mail will not be 

returned. Releases should include 

the municipality in which the 

company is located.
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OPINION

If yours is like m
any of the 

sm
all businesses I’ve studied, the 

price you quote 

for your prod-

ucts or services 

is determ
ined 

by a sim
ple for-

m
ula, based on 

your estim
ated 

costs. Feed in 

your costs and 

your desired 

gross m
argin 

and presto, out com
es the price. 

Th
ere’s just one problem

: price 

has nothing to do with cost. 

W
hen I tell m

y clients their 

prices should have nothing to do 

with their costs, they usually look 

at m
e as if I have suddenly sprout-

ed a third eye in m
y forehead. Af-

ter all, they’ve been doing that for 

(fill in the blank) years and it has 

worked, for the m
ost part. 

Th
at m

ay be true, but in do-

ing so they are probably m
issing 

opportunities to increase profits 

on som
e products or services, or 

to gain m
arket share with others. 

Th
ose two things are what pricing 

strategy is about. 

W
hen a business creates a 

budget, it estim
ates sales rev-

enue, costs, and a desired gross 

m
argin that will cover overhead 

and produce a budgeted profit. 

Looking at the budgeted profit 

and loss statem
ent, it is easy to 

fall into a trap of thinking, “If we 

can just get every sale for the es-

tim
ated cost plus gross m

argin, 

we’ll be right on target.” It sounds 

sim
ple and scientific, doesn’t it?

Th
e problem

 is that what buy-

ers are willing to pay has nothing 

to do with the sellers’ costs. You 

don’t believe that? I’ll give you 

two scenarios. 

I wear a Tim
ex Ironm

an 

watch that I can buy for about 

$35 from
 a num

ber of retailers. 

It is a very accurate watch with a 

quartz m
ovem

ent and som
e very 

nice features. “Casual” quartz 

watches from
 Gucci m

ade with 

sim
ilar m

aterials sell for $275 to 

$350. Trust m
e – I know m

anufac-

turing – there is no possible way 

to explain that price differential 

based on m
anufacturing costs. 

Th
at’s why you can buy fake 

Gucci watches for less than m
y 

Tim
ex on the street. Th

e differ-

ential is totally due to the cachet 

of the Gucci brand. Th
e price 

is what the m
arket will bear, 

the value the buyer puts on the 

product. 
Suppose you have two identi-

cal m
achines, except one is paid 

for and you took out a big loan 

for the second one. Th
e per-

son who runs it is a long-tim
e 

em
ployee, who m

akes a higher 

wage than the guy running the 

paid-off m
achine. Th

e cost of the 

second m
achine is higher than 

the cost of the first. Do you be-

lieve you can get a different price 

for a product based on which 

m
achine you decide to use? Of 

course you can’t.

Pricing is both strategic and 

tactical. W
orking with com

pa-

nies to im
prove profitability, we 

have adopted a strategy of slowly 

raising prices above what we 

get with the m
agic form

ula until 

custom
ers push back. W

e often 

end with prices at a higher, m
ore 

profitable level for m
any, but not 

all custom
ers. It’s the custom

er, 

not the form
ula that determ

ines 

the best price.

W
e have experim

ented tactically 

with what the m
arket will bear for 

change notices, usually m
uch high-

er m
argins than for the original 

orders. In that case the custom
er is 

a captive audience. But som
etim

es 

we ease up on the change adjust-

m
ent, and let the custom

er know it 

to build good will. 

W
e have som

etim
es reduced 

prices below the m
agic form

ula 

to build m
arket share or capture 

a new account. If the new busi-

ness is increm
ental, it is all good 

on the bottom
 line. 

Th
e m

agic form
ula gives you 

a nice target, but don’t fall into 

the trap of thinking that is your 

best price.

•

Richard Randall is founder and 

president of management-con-

sulting firm New Level Advisors 

in Springettsbury Township, York 

County. Email him at info@newleve-

ladvisors.com.

In his budget address, Gov. Tom
 W

olf 

stated to applause, “Th
is proposal asks for no 

new taxes. Not one dim
e. Not one penny.” 

Yet, as the General Assem
bly com

bs through 

the governor’s proposal, we find that there 

are, in fact, tax increases.

One specific tax being proposed by the ad-

m
inistration is a “double tax” on am

bulatory 

surgical centers (ASCs) like 

the ones in m
y district. 

ASCs are convenient 

health care facilities run 

by physicians that provide 

sam
e-day surgical and di-

agnostic care for focused 

care needs, such as eye 

surgeries, colonoscopies, 

spine and joint procedures, 

and m
ore. Th

ere are 234 

M
edicare-certified ASCs in Pennsylvania.

Th
e governor expects to take $12.5 m

illion 

from
 these innovative surgical centers, which 

is incom
e they would otherwise put toward the 

incredible services they provide at lower costs 

to patients. ASCs already pay incom
e, sales 

and property taxes, as opposed to general hos-

pitals, which do not pay these sam
e taxes.

Th
e governor is correct when he says there 

are no “new” taxes in his proposal, as he tried 

and was unsuccessful in getting this ASC tax 

passed through the General Assem
bly last 

year. It is m
y hope that the House Republican 

Caucus, along with the Pennsylvania M
edical 

Society and other m
edical-service advocates, 

will prove once m
ore that this tax would be 

detrim
ental to Pennsylvania surgery patients. 

First, this tax would cause ASCs to be un-

able to afford state-of-the-art equipm
ent. 

Such equipm
ent allows them

 to have higher 

productivity and healthier patients, but under 

this tax plan, this custom
er care m

ight no lon-

ger be possible.

Another advantage of surgical centers is 

that their nurse-to-patient ratios are generally 

lower than at general hospitals. Th
ese nurses 

are trained in one or a few specialized surgical 

procedures. Th
is system

 ensures that patients 

receive the best care possible with the sam
e 

nurses caring for them
 throughout their treat-

m
ent.Sm
aller facilities also help surgical hospi-

tals protect patients from
 spreading infections 

am
ong each other. Th

is large reduction in 

nosocom
ial infections is critical in a surgical 

environm
ent.

Not only are patients better cared for at 

ASCs, but they face lower costs at these cen-

ters than they do at general hospitals. M
edic-

aid patients face 50 percent lower costs and 

patients with com
m

ercial insurance plans 

pay as low as 25 percent the costs of a hospi-

tal-based visit.

In addition to saving patients m
oney, these 

practitioners also save M
edicare $2.3 billion 

a year on just the 120 m
ost-com

m
on proce-

dures that M
edicare patients receive, accord-

ing to UC Berkeley.

UC Berkeley noted in a recent study that 

in 2015, Pennsylvania ASCs saved M
edicare 

$32.6 m
illion on cataract procedures, $1.3 

m
illion on upper GI procedures and $6.9 m

il-

lion on cystoscopy procedures.

If the W
olf adm

inistration’s tax proposal 

were to be enacted, the Pennsylvania Am
-

bulatory Surgery Association, along with a 

coalition of state m
edical societies, warn that 

up to 25 percent of these centers m
ay need 

to close – pushing thousands of patients into 

costly general hospitals and forcing centers to 

withdraw from
 M

edicaid.

Th
is is the very problem

 that ASCs were at-

tem
pting to solve. 

Th
is ASC tax would be a blow to com

peti-

tion and innovation in health care. By tying 

the invisible hand of the free m
arket in health 

care with burdensom
e taxes, we get less 

health and less care.

Another tax on these ASCs would not only 

cost the state M
edicaid system

, it m
ay even 

cost lives.
I urge m

y colleagues in the Pennsylvania 

House and Senate to vote against this proposal 

and I urge Gov. W
olf to visit an ASC like W

est 

Shore Endoscopy in Cum
berland County to 

learn about the progress that is being m
ade by 

these entrepreneurial physicians and nurses.

As I m
eet with physicians and patients in 

m
y district, such as those at W

est Shore En-

doscopy, I have been am
azed at the benefits 

of their innovative approach.

W
e all can relate to the phrase, “Surgery is 

only m
inor if it happens to som

eone else.”

Nobody wants to be told they need surgery 

and they especially do not want an unpleas-

ant surgery experience.

Th
anks to ASCs, thousands of Pennsyl-

vanians have been given a convenient and 

quality outpatient experience with positive 

outcom
es and speedy recovery in the com

fort 

of their own hom
es. A double tax on these 

centers would not only be devastating to the 

m
any hardworking physicians in our com

-

m
onwealth but their patients as well.

For the sake of the health and wellness of 

our com
m

onwealth, I hope m
y colleagues in 

Harrisburg listen to our physicians and their 

patients and reject this tax.  •

State Rep. Greg Rothman (R) represents the 87th 

House District, which is in Cumberland County.

Proposed tax could harm specialty surgical centers

A formula for profit – or for missing out?
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Richard 

Randall

State
Rep. 

Greg 
Rothman

If there’s one constant in health 

care, it’s change. UPMC’s invest-

ment in southcentral Pennsylvania 

has brought positive change to 

our region, including new, highly 

specialized services, thousands of 

new providers and leading-edge 

technology to treat the most 

advanced diseases. However, even 

positive change can cause confu-

sion. I’d like to take a moment to 

clarify a question involving health 

insurance plans accepted at UPMC 

Pinnacle. UPMC Pinnacle hospitals and 

outpatient clinics continue to 

accept most major insurance 

plans, including Aetna, Capital Blue 

Cross, Highmark and UPMC Health 

Plan for all services. Changes in the 

relationship between Highmark 

and UPMC in the greater 

Pittsburgh and Erie areas will not 

affect the relationship between 

UPMC Pinnacle and Highmark.

W
e look forward to continuing 

to care for all of our patients in 

2019 and beyond. To learn more 

about full, in-network access to 

UPMC doctors and hospitals, call 

our toll-free help line at 1-833-

879-5013 or visit UPMC.com/

Choice2019. Philip W
. Guarneschelli,

President and CEO

UPMC Pinnacle

TO THE EDITOR
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Latest census data reveals trends to watch
The U.S. Census Bureau recently re-

leased new population estimates that 
account for and compare the resident 
population for counties between April 1, 
2010 and July 1, 2018. The outcome? There 
are shifts in population taking place across 
the nation that may differ from what you 
might assume. Here are the highlights at a 
national and local level.

What’s happening locally?
Cumberland, Dauphin, Lancaster and 

York experience consis-
tent growth. The most 
notable trend between 
2010 and 2018 in Central 
Pennsylvania is that these 
counties all experienced 
consistent growth year-
over-year. Moreover the 
growth was fairly even 
over the last eight years.

Another trend worth 
noting is that the counties have main-
tained the same order of ranking based 
upon population for eight-plus years. For 
example, in 2010 the counties in order of 
smallest population to largest were Cum-
berland, Dauphin, York and Lancaster. 
This is the same ranking we see in 2018, 

and every year in between.
Lancaster remains the largest and fast-

est-growing county. At 984 square miles, 
it also is the largest of the four counties. 
Between 2010 and 2018 it experienced the 
largest numeric growth at 24,112 people. 
No. 2 in numeric growth was actually the 
smallest of the four counties, Cumberland 
County, which grew by 16,017 people. 
York County grew by 13,301 people and 
Dauphin County grew by 8,997 people.

What’s happening nationally?
The census data confirmed that coun-

ties with the largest numeric growth are 
located in the south and the west. In 
fact, Texas claimed four out of the top 
10 spots. Looking at population growth 
by metropolitan area, Dallas-Fort 
Worth-Arlington, Texas had the largest 
numeric growth, with a gain of 131,767 
people, or 1.8 percent in 2018. Second 
was Phoenix-Mesa-Scottsdale, Arizona, 
which had an increase of 96,268 people, 
or 2.0 percent. The cause of growth in 
these areas is migration, both domestic 
and international, as well as natural 
increase. In Dallas, it was natural in-
crease that served as the largest source 
of population growth. For Phoenix it was 

migration.
The fastest growth occurred outside 

of metropolitan areas. Surprisingly, no 
new metro areas moved into the top 10 
largest areas. Of the 390 metro areas in 
the U.S., (including the District of Co-
lumbia and Puerto Rico), 102, or 26.2 
percent experienced population decline 
in 2018. The five fastest-shrinking metro 
areas (excluding Puerto Rico) were 
Charleston, West Virginia (-1.6 percent); 
Pine Bluff, Arkansas. (-1.5 percent); 
Farmington, New Mexico (-1.5 percent); 
Danville, Illinois (-1.2 percent); and 
Watertown-Fort Drum, New York (-1.2 
percent). The population decreases were 
primarily due to negative net domestic 
migration.

North Dakota was home to the fastest-
growing county. Among counties with a 
population of 20,000 or more, Williams 
County, North Dakota, claimed the top 
spot as the fastest-growing by percent-
age. This county’s population rose by 5.9 
percent between 2017 and 2018 (from 
33,395 to 35,350 people). The rapid 
growth Williams County experienced was 
due mainly to net domestic migration of 
1,471 people in 2018. The county also ex-
perienced growth between 2017 and 2018 

by natural increase of 427 people and in-

ternational migration of 52 people.

There is more growth than decline. Out 

of 3,142 counties, 1,739 (or 55.3 percent) 

gained population between 2017 and 2018. 

Twelve counties (0.4 percent) experienced 

no change in population, and the remain-

ing 1,391 (or 44.3 percent) lost people. 

Between 2010 and 2018, a total of 1,481 (or 

47.1 percent) counties gained population 

and 1,661 (or 52.9 percent) lost popula-

tion. Though there has been more growth 

than decline overall, the numbers indicate 

that this can easily shift year over year.

A deeper dive into the census data 

reveals several demographic changes 

impacting commercial real estate develop-

ment: household formations, aging baby 

boomers, growing millennials, women 

in the workforce and migration toward 

the South. Today’s demographic changes 

present challenges for commercial real 

estate developers, but they also offer lu-

crative opportunities to firms creatively 

adapting to new demands.
•

Mike Kushner is the owner of Omni Realty 
Group, a real estate firm in Harrisburg. He can 
be reached through www.omnirealtygroup.
com�

Mike 
Kushner

2018 was a banner year for mergers 
and acquisitions. Global M&A activity was 
the second highest on record, with deals 
totaling $2.72 trillion. Looking ahead, 76 
percent of top executives at U.S. compa-
nies expect to close more 
deals this year than last, 
and a majority predict 
these deals will be larger, 
according to a report 
from Axios. These compa-
nies, and others around 
the globe, turn to M&A 
deals to increase market 
share and improve their 
business models. 

Throughout the M&A 
process, executives are hyper-focused 
on company synergies and big-picture 
goals. As a result, one very important fac-
tor often goes overlooked – the employer’s 
retirement plans. There are many details 
to consider when acquiring a company. 
Understanding the seller’s retirement plan 
and how it will fit within the current ben-
efit structure is vital to success.

If retirement plans are not considered 
upfront, executives may learn that the ac-
quired company has an underfunded pen-
sion plan – which can be a deal breaker 
– or that the seller’s 401(k) plan does not 
meet compliance standards. 

So, if you’re planning a merger or acqui-
sition, consider the retirement plans now 
to avoid a headache later on.  

If the transaction is a stock acquisi-
tion – where the buyer takes full owner-
ship of the selling company – the buyer 
then assumes all of the seller’s liabilities, 
including its retirement plan. The buyer 
has three options for how to handle the 
acquired company’s retirement plan. It 
can either maintain its own plan and the 
seller’s plan separately, terminate the 
seller’s plan, or merge the seller’s plan 
into its own plan. 

If the buyer decides to maintain both 
plans, the newly acquired employees can 
either be offered the same benefits they 
had previously, or a new formula for their 
employer benefits. Maintaining both plans 
can provide employees continuity of ben-
efits with no impact to the buyer’s retire-
ment plan. However, operating multiple 
plans can be burdensome and expensive, 
and nondiscrimination testing is needed if 
employees are receiving different benefit 
packages.

If the buyer is going to terminate the 
seller’s plan, this decision should be made 
and the process initiated before the com-
panies merge. If the acquired company’s 
401(k) is terminated after the transaction, 
the seller’s employees will face a one-year 

restriction before being able to join the 
buyer’s 401(k) plan, losing out on a full 
year of tax-efficient savings and employer 
contributions. 

The main advantages of termination 
are that employees can be integrated into 
the buyer’s plan with one benefit structure 
for all; there is only one plan to maintain; 
and the risk of any liability transfer into 
the buyer’s existing plan is avoided. The 
downside is that the employee accounts 
become immediately accessible. So, if not 
rolled over into an IRA or other retirement 
plan, employees could squander retire-
ment assets and face penalty taxes for 
early distribution. 

The final option – merging the seller’s 
and buyer’s plans – requires that both 
plans be the same type and have a similar 
plan design. This option can be efficient 
and cost-effective – one benefit structure, 
one plan to operate – and it also avoids the 
negatives of plan termination. 

The risk associated with merging are the 
unknown factors of the seller’s plan. Has it 
always operated in compliance with all the 
complex rules associated with retirement 
plans? If not, the buyer’s plan would be at 
risk.

Before deciding how to handle the sell-
er’s retirement plan, the buyer will need 
to perform exhaustive due diligence. This 

includes confirming past operational and 
procedural compliance, making sure all 
plan documents are up-to-date, and con-
firming general compatibility between the 
plans. Examples include reviewing non-
discrimination testing results from recent 
years, the seller’s fiduciary oversight prac-
tices, administrative operations such as 
distributions, payroll and loan processes, 
and fulfillment of government reporting 
requirements. 

Many companies partner with an out-
side consultant to conduct a thorough 
benefit plan review and help determine 
the best option. When experts are engaged 
from the start, they can help ensure the 
transition is smooth and employees have 
a clear understanding of the benefits with 
their new employer.

An organization’s retirement plan 
should be a consideration from the early 
stages of an M&A. Though the evaluation 
process can be lengthy, it’s better to an-
ticipate issues that could arise, instead of 
realizing them in the midst of the merger 
when it might be too late. 

•
John Jeffrey is a consulting actuary, specializing 
in retirement plan consulting and post-employ-
ment health care benefits, for Conrad Siegel, 
which is based in Susquehanna Township, 
Dauphin County. 
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Retirement plans should be piece of M&A puzzle 

John
Jeffrey
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Expecting a record year for lending and 

more growth, the Lancaster-based Commu-

nity First Fund has been adding staff and 

restructuring its executive team.

The nonprofit economic development or-

ganization recently hired Michael Carper, the 

former CEO of the Housing Development 

Corp. MidAtlantic, to be its chief credit officer. 

Community First Fund also contracted with 

a finance expert from Chicago to serve as CFO 

until it h
ires someone to the post full-time.

“We’re adding and growing dramatically,” 

said Dan Betancourt, the organization’s presi-

dent and CEO.

Community First Fund provides financ-

ing for small businesses, affordable housing 

projects and nonprofit organizations located 

in low-income communities and serving dis-

advantaged groups, including Latino and Af-

rican-American entrepreneurs. And the need 

for services is rising.

The organization, which started out serving 

Lancaster, now covers 15 counties in Central 

Pennsylvania, the Lehigh Valley and suburban 

Philadelphia. Its staff has grown from 20 to 40 

over the past five years and it is making more 

direct loans to businesses, with volume rising 

from about $10 million to $30 million in the 

past three years. 

The nonprofit also has opened new loan offic-

es in Allentown and Philadelphia where it would 

like to add more people to expand lending.

“We expect to go deeper into markets we are 

in,” Betancourt said.  

But depth, he said, requires a bigger team. 

That starts at the executive level.

In addition to adding new execs, the non-

profit has made some internal promotions.

COO Joan Brodhead was recently named se-

nior executive vice president and chief strategic 

initiatives officer, while senior vice president of 

lending James Buerger was elevated to execu-

tive vice president and chief lending officer.

Community First also has hired staff to work 

under each of the C-suite executives.

The growth comes at a time when Commu-

nity First has been positioning itself as a go-to 

resource for investors and developers inter-

ested in the federal opportunity zone program, 

in which investors can get a tax break on capi-

tal gains by investing in projects in qualified 

distressed areas, dubbed opportunity zones.

The investments typically will flow through 

what are known as qualified opportunity funds. 

Community First has been working to develop 

such funds, which could work in combination 

with other state and federal incentives.

Among the most notable of those is the 

New Markets Tax Credit program, a federal tax 

credit program operated by the U.S. Treasury 

Department that helps support large urban 

redevelopment projects.

Community First is one of two local orga-

nizations that can apply for those federal tax 

credits. 

The other — Harrisburg-based Common-

wealth Cornerstone Group, a subsidiary of 

the Pennsylvania Housing Finance Agency 

(PHFA) — recently was awarded $55 million 

in the latest round of funding.

Community First was shut out but hopes 

its clients still can take advantage of the in-

centives.

“We plan to work with clients and try to 

help them find an allocation through another 

organization,” Betancourt said. 

Community First and Commonwealth Cor-

Pictured, clockwise from bottom left, is Community First Fund’s executive team: Dan 

Betancourt, president and CEO; Mike Carper, chief credit officer; James Buerger, executive 

vice president and chief lending officer; and Joan Brodhead, senior executive vice president 

and chief strategic initiatives officer.      PHOTO/SUBMITTED

Tax credit plan

After being shut out in the last fund-

ing round in 2017, Central Pennsylvania will 

receive a share of 2018 tax credits under a 

new round of funding from a federal program 

designed to support large urban redevelop-

ment projects: the New Markets Tax Credit.

The U.S. Treasury Department last month 

awarded $55 million in tax credits to the 

Pennsylvania Housing Finance Agency’s 

Commonwealth Cornerstone Group, based in 

Harrisburg. 

Commonwealth Cornerstone’s executive 

director Charlotte Folmer said the funding 

will help the nonprofit tackle a hefty pipeline 

of projects seeking funding. 

“We have over 40 projects requesting 

over $700 million,” she said, noting that the 

requests come from across the common-

wealth.

Folmer said she hopes the tax credits will 

be able to support about seven projects this 

year — likely mixed-use, commercial and 

community service projects — with a focus on 

those that exceed $5 million.

Developers often have to spend more 

money to buy and fix up vacant and blighted 

properties than they can expect to get back 

in rental rates once construction is complet-

ed. The New Markets program takes private 

equity from investors, usually banks, and 

turns that money into gap financing to help 

developers offset some of the construction 

costs and keep rents in line with what a local 

real estate market can support.

The investors receive tax credits in return, 

which count against their federal income 

taxes.
Investors can receive credits totaling 39 

percent of their investment. They can use the 

credits over seven years as such: 5 percent 

per year for the first three years and 6 per-

cent for the next four years.

Folmer said it will be several weeks until 

Commonwealth Cornerstone receives its 

federal allocation, the organization’s eighth. 

The previous seven allocations have helped 

fund 38 developments in the state, including 

the Hamilton Health Center in Harrisburg, 

Lancaster’s Keppel Building and the renova-

tion of Gettysburg’s Schmucker Hall.

In the meantime, officials are narrowing 

down mixed-use and commercial projects 

across the state that could receive the tax 

credits. Part of that selection process could 

include working with Lancaster-based 

Community First Fund, which did not receive 

tax credits this year but has its own backlog 

of projects.

The two midstate nonprofits have part-

nered on tax-credit projects in the past, 

including the redevelopment of the former 

Bulova building in Lancaster. Commonwealth 

Cornerstone poured $10 million in tax cred-

its into the project, while Community First 

added another $8 million.

Folmer said project announcements could 

come this fall.

Community First Fund 

expanding executive team

please see EXPANDING page 7

ECONOMIC DEVELOPMENT
they are marketing targets. Trust them 

and communicate with them as if they 

are “one of us,” instead of “one of them.” 

Use “we” and communicate from a team 

perspective, rather than a top-down 

standpoint. 
• Talk about the rewards – not only for 

their personal lives, but rewards of the 

program. What’s in it for them can be a 

powerful motivator to expand participa-

tion. That participation, in turn, can build 

a team atmosphere and lead to higher 

• Consider health and wellness ambas-

sadors. Peer-to-peer communication is 

powerful and partnering with passionate 

team members to communicate can re-

move the paternalistic factor. 

• Connect the dots for employees to the 

bigger corporate picture. Participation in 

wellness programs has the potential to de

crease company health benefit costs over

employees what program components 

they’d like to see. Find out what might mo

tivate them to participate. Ask for ideas on 

communicating the details to staff. 

• Use social channels to help spread 

the word. Whether its an internal social 

tool such as Slack or Yammer or a closed 

group on Facebook or LinkedIn, encour

age employees to share pictures of their 

Stefanie Angstadt started making cheese 
as a hobby soon after graduating from col-

cheese to cheese fans. That led Jones, Ang-
stadt and Miller in 2016 to create the Collec-

A strong wellness program can be a 

differentiator for recruitment, reduce the 

cost of health care benefits and help build 

a team atmosphere based around healthy 

choices. However, communicating the 

benefits and program elements of a well-

ness initiative can be hard to navigate. Hu-

spective. How will the wellness program 

components benefit them? Why should 

they care? Does it affect their work life or 

home life? Zero in on key factors affecting 

employees and highlight the benefits of 

healthy choices. 

• Avoid communicating to staff as if 

they are marketing targets. Trust them 

and communicate with them as if they 

are “one of us,” instead of “one of them.” 

Use “we” and communicate from a team 

perspective, rather than a top-down 

as a hobby soon after graduating from col

After a few years she knew it was some-

She opened Valley Milkhouse in a former 
dairy farm in Oley in 2014 and began to 
manufacture and sell her cheeses profes-

tive Creamery CSA, based out of Angstadt’s 
Oley creamery, with Jones as the operations 
manager and Angstadt and Miller as the two 
primary cheese makers.

“We thought between the three of us, we 
could pool our resources and move beyond 
farmers markets,” Angstadt said.

According to Jones, the trio didn’t invent 
the idea of a cheese-based CSA. But, she 
said, “A cheese CSA is still pretty unique.”

Jones said it also makes sense.
“You can get subscriptions for anything 
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manufacture and sell her cheeses profes

According to Jones, the trio didn’t invent 
the idea of a cheese-based CSA. But, she 
said, “A cheese CSA is still pretty unique.”

Jones said it also makes sense.
“You can get subscriptions for anything 

A strong wellness program can be a 

spective. How will the wellness program 

brewed in late summer or early fall for 

wet-hop beers,” he said. “That has been 

the big limitation.”

The Millworks and other breweries said 

they would like to buy more local hops 

year round, especially pelletized hops, to 

support farmers. 

“I think brewers absolutely want to use 

it,” Musselman said, noting the differences 

in smell and taste between East and West 

Coast hops. 

But Musselman said he expects local 

hops would cost more than those from 

larger West Coast suppliers, given the 

Lancaster-based RGS Associ-

ates named Jake Krieger proj-

ect landscape architect. He has 

a bachelor’s degree from Temple 

University. Matthew Fauth was 

named a computer aided drafting 

and design designer. He also is a 

sergeant in the National Guard. He 

has an associate degree from York 

Technical Institute. Upper Dublin Township, Mont

gomery County-based McMahon 

Associates Inc. named 

pher K. Bauer
general manager of the Camp Hill 

National Bank. She has a bach-

elor’s degree from York College.  

Lower Allen Township-based 

Members 1st Federal Credit 

Union named 

Alma Jimenez
branch manager 

of the location 

inside the Gi-
ant Foods store 

on East Market 

Street, York. She 

was a branch 

manager for PNC Bank.  
Manheim Township-based 

Ambassador Advisors LLC named 

Christopher R. 

degrees from Ashford University. 

 was named senior 

vice president and cash manage-

ment officer with Mid Penn’s First 

Priority Bank division. She will be 

based in Chester County and con-

tribute to deposit growth through 

business development activities. 

She will also generate fee income 

through cash management prod-

ucts and services, and expand and 

retain customer relationships. She 

has 43 years of financial services 

experience.  CONSTRUCTION
Lancaster-based 

Wohlsen 

Construction Co. named 

Maza 
project 

Telecommunications Relay Ser-

vice Advisory Board. Goldman 

has been a public member of the 

board. She is a speech-language 

pathologist, has conducted 

trainings on the importance of 

telecommunications for those 

with disabilities and has been 

involved with the administra-

tion of Pennsylvania’s telecom-

munications device distribution 

program. Hrivnak will represent 

the PUC’s Bureau of Consum-

er Services on the board. He 

is manager of compliance and 

competition in the bureau’s pol

icy division.   

Matthew D. Co
ble a sharehold

er. He represents 

insurance com
panies, fraternal 

benefit societies, 

insurance pro-
ducers and third-

party administra-
tors in insurance regulatory, trans

actional and litigation matters.  

MARKETINGLancaster-based 
Godfrey 

named Luke Weidner

ciate creative director. He will 

Fauth

Jimenez

The Millworks and other breweries said 

they would like to buy more local hops 

year round, especially pelletized hops, to 

“I think brewers absolutely want to use 

it,” Musselman said, noting the differences 

in smell and taste between East and West 

But Musselman said he expects local 

hops would cost more than those from 

larger West Coast suppliers, given the 

• Make it a two-way conversation. Ask 

employees what program components 

they’d like to see. Find out what might mo

tivate them to participate. Ask for ideas on 

communicating the details to staff. 

• Use social channels to help spread 

the word. Whether its an internal social 

tool such as Slack or Yammer or a closed 

• Avoid communicating to staff as if 

they are marketing targets. Trust them 

and communicate with them as if they 

are “one of us,” instead of “one of them.” 

Use “we” and communicate from a team 

it may mean the employees are unlikely to 

understand the message. 

• Avoid populating emails or messages 

with large amounts of information. People 

digest details in small chunks, so consider 

an ongoing campaign to share bits and 

pieces of information, or a web page to 

view the full information when employees 

are interested and have time. 

• Have a sense of humor when commu

nicating. Loosening up a formal approach 

can go a long way to creating engagement 

with the communication and getting on 

board with the program.

to balance the state’s budget. The bond 

payments now are due, to the tune of $115 

million during this budget.

Some of the reasons that TSF money 

went directly to hospitals to fund uncom

pensated care is because they are under

paid by the safety-net payer, Medicaid, 

which a recent analysis indicates reim

burses at 81 cents on the dollar.

There are no hospitals or hospital staff 

that treat only the uninsured or patients 

insured by Medicaid, and Pennsylvania 

doesn’t have a public hospital system. As 

a result, the hospital community treats all 

patients, regardless of the type of insur

ance they have — and serves as the safety 

net for the underinsured and uninsured. 

Even with the improvement in the insured 

spective. How will the wellness program 

components benefit them? Why should 

they care? Does it affect their work life or 

home life? Zero in on key factors affecting 

employees and highlight the benefits of 

• Avoid communicating to staff as if 

they are marketing targets. Trust them 

• Remove jargon, whether health care 

or HR wording that might not be easily un

derstood. Remember, when jargon is used, 

it may mean the employees are unlikely to 

understand the message. 

• Avoid populating emails or messages 

Health and wellness communications can be engaging
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Some of the reasons that TSF money 

went directly to hospitals to fund uncom

pensated care is because they are under

paid by the safety-net payer, Medicaid, 

which a recent analysis indicates reim

burses at 81 cents on the dollar.

There are no hospitals or hospital staff 

that treat only the uninsured or patients 

insured by Medicaid, and Pennsylvania 

doesn’t have a public hospital system. As 

a result, the hospital community treats all 

patients, regardless of the type of insur

ance they have — and serves as the safety 

net for the underinsured and uninsured. 

Even with the improvement in the insured 

spective. How will the wellness program 

components benefit them? Why should • Remove jargon, whether health care 

or HR wording that might not be easily un

derstood. Remember, when jargon is used, 

it may mean the employees are unlikely to 

Health and wellness communications can be engaging

with their costs, they usually look 

at m
e as if I have suddenly sprout-

ed a third eye in m
y forehead. Af-

ed a third eye in m
y forehead. Af-

ed a third eye in m
y forehead. Af

ter all, they’ve been doing that for 

(fill in the blank) years and it has 

worked, for the m
ost part. 

tim
ated cost plus gross m

argin, 

we’ll be right on target.” It sounds 

sim
ple and scientific, doesn’t it?

Th
e problem

 is that what buy

ers are willing to pay has nothing 

to do with the sellers’ costs. You 

In his budget address, Gov. Tom
 W

olf 

stated to applause, “Th
is proposal asks for no 

new taxes. Not one dim
e. Not one penny.” 

Yet, as the General Assem
bly com

bs through 

the governor’s proposal, we find that there 

are, in fact, tax increases.

One specific tax being proposed by the ad

m
inistration is a “double tax” on am

bulatory 

surgical centers (ASCs) like 

the ones in m
y district. 

ASCs are convenient 

health care facilities run 

by physicians that provide 

sam
e-day surgical and di

agnostic care for focused 

care needs, such as eye 

surgeries, colonoscopies, 

spine and joint procedures, 

and m
ore. Th

ere are 234 

M
edicare-certified ASCs in Pennsylvania.

Th
e governor expects to take $12.5 m

illion 

from
 these innovative surgical centers, which 

is incom
e they would otherwise put toward the 

incredible services they provide at lower costs 

to patients. ASCs already pay incom
e, sales 

and property taxes, as opposed to general hos-

pitals, which do not pay these sam
e taxes.

Th
e governor is correct when he says there 

are no “new” taxes in his proposal, as he tried 

and was unsuccessful in getting this ASC tax 

passed through the General Assem
bly last 

year. It is m
y hope that the House Republican 

Caucus, along with the Pennsylvania M
edical 

Society and other m
edical-service advocates, 

will prove once m
ore that this tax would be 

detrim
ental to Pennsylvania surgery patients. 

First, this tax would cause ASCs to be un-

able to afford state-of-the-art equipm
ent. 

Such equipm
ent allows them

 to have higher 

productivity and healthier patients, but under 

practitioners also save M
edicare $2.3 billion 

a year on just the 120 m
ost-com

m
on proce

dures that M
edicare patients receive, accord

ing to UC Berkeley.

UC Berkeley noted in a recent study that 

in 2015, Pennsylvania ASCs saved M
edicare 

$32.6 m
illion on cataract procedures, $1.3 

m
illion on upper GI procedures and $6.9 m

il

lion on cystoscopy procedures.

If the W
olf adm

inistration’s tax proposal 

were to be enacted, the Pennsylvania Am

bulatory Surgery Association, along with a 

coalition of state m
edical societies, warn that 

Proposed tax could harm specialty surgical centers

GUEST VIEW

Greg 
Rothman

• Make it a two-way conversation. Ask 

employees what program components 

they’d like to see. Find out what might mo

tivate them to participate. Ask for ideas on 

it may mean the employees are unlikely to 

understand the message. 

• Avoid populating emails or messages 

with large amounts of information. People 

digest details in small chunks, so consider 

an ongoing campaign to share bits and 

pieces of information, or a web page to 

view the full information when employees 

are interested and have time. 

• Have a sense of humor when commu

nicating. Loosening up a formal approach 

can go a long way to creating engagement 

with the communication and getting on 

board with the program.

to balance the state’s budget. The bond 

payments now are due, to the tune of $115 

Some of the reasons that TSF money 

went directly to hospitals to fund uncom

pensated care is because they are under

paid by the safety-net payer, Medicaid, 

which a recent analysis indicates reim

burses at 81 cents on the dollar.

There are no hospitals or hospital staff 

that treat only the uninsured or patients 

insured by Medicaid, and Pennsylvania 

doesn’t have a public hospital system. As 

a result, the hospital community treats all 

patients, regardless of the type of insur

ance they have — and serves as the safety 

net for the underinsured and uninsured. 

Even with the improvement in the insured 
• Remove jargon, whether health care 

or HR wording that might not be easily un

derstood. Remember, when jargon is used, 

it may mean the employees are unlikely to 

Health and wellness communications can be engaging

growth was fairly even 
over the last eight years.

Another trend worth 
noting is that the counties have main-

numeric growth, with a gain of 131,767 
people, or 1.8 percent in 2018. Second 
was Phoenix-Mesa-Scottsdale, Arizona, 
which had an increase of 96,268 people, 

population of 20,000 or more, Williams 
County, North Dakota, claimed the top 
spot as the fastest-growing by percent-
age. This county’s population rose by 5.9 

the South. Today’s demographic changes 

present challenges for commercial real 

estate developers, but they also offer lu-

Kushner
tim

ated cost plus gross m
argin, 

we’ll be right on target.” It sounds 

sim
ple and scientific, doesn’t it?

age. This county’s population rose by 5.9 
percent between 2017 and 2018 (from 

noting is that the counties have main-
tained the same order of ranking based 
upon population for eight-plus years. For 
example, in 2010 the counties in order of 
smallest population to largest were Cum-
berland, Dauphin, York and Lancaster. 
This is the same ranking we see in 2018, 

which had an increase of 96,268 people, 
or 2.0 percent. The cause of growth in 
these areas is migration, both domestic 
and international, as well as natural 
increase. In Dallas, it was natural in
crease that served as the largest source 

age. This county’s population rose by 5.9 

sim
ple and scientific, doesn’t it?

Th
e problem

 is that what buy

ers are willing to pay has nothing 

to do with the sellers’ costs. You 

don’t believe that? I’ll give you 

two scenarios. 

In his budget address, Gov. Tom
 W

olf 

stated to applause, “Th
is proposal asks for no 

new taxes. Not one dim
e. Not one penny.” 

Yet, as the General Assem
bly com

bs through 

the governor’s proposal, we find that there 

this tax plan, this custom
er care m

ight no lon

ger be possible.

Another advantage of surgical centers is 

Proposed tax could harm specialty surgical centers

sim
ple and scientific, doesn’t it?

Th
e problem

 is that what buy

ers are willing to pay has nothing 

to do with the sellers’ costs. You 

don’t believe that? I’ll give you 

By Jason Scott

jscott@cpbj.com

Expecting a record year for lending and 

more growth, the Lancaster-based Commu

nity First Fund has been adding staff and 

restructuring its executive team.

The nonprofit economic development or

ganization recently hired Michael Carper, the 

former CEO of the Housing Development 

Corp. MidAtlantic, to be its chief credit officer. 

Community First Fund also contracted with 

a finance expert from Chicago to serve as CFO 

until it h
ires someone to the post full-time.

New Markets Tax Credit program, a federal tax 

credit program operated by the U.S. Treasury 

Department that helps support large urban 

Pictured, clockwise from bottom left, is Community First Fund’s executive team: Dan 

Betancourt, president and CEO; Mike Carper, chief credit officer; James Buerger, executive 

vice president and chief lending officer; and Joan Brodhead, senior executive vice president 
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This is the same ranking we see in 2018, 

or 2.0 percent. The cause of growth in 
these areas is migration, both domestic 
and international, as well as natural 
increase. In Dallas, it was natural in
crease that served as the largest source 
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Expecting a record year for lending and 

more growth, the Lancaster-based Commu

nity First Fund has been adding staff and 

The nonprofit economic development or

ganization recently hired Michael Carper, the 

former CEO of the Housing Development 

Corp. MidAtlantic, to be its chief credit officer. 

Community First Fund also contracted with 

a finance expert from Chicago to serve as CFO 

until it h
ires someone to the post full-time.

“We’re adding and growing dramatically,” 

said Dan Betancourt, the organization’s presi-

profit has made some internal promotions.
New Markets Tax Credit program, a federal tax 

credit program operated by the U.S. Treasury 

Department that helps support large urban 

Pictured, clockwise from bottom left, is Community First Fund’s executive team: Dan 

Betancourt, president and CEO; Mike Carper, chief credit officer; James Buerger, executive 

vice president and chief lending officer; and Joan Brodhead, senior executive vice president 

and chief strategic initiatives officer.      PHOTO/SUBMITTED
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expanding executive team

Expecting a record year for lending and 

more growth, the Lancaster-based Commu-

nity First Fund has been adding staff and 

The nonprofit economic development or-

ganization recently hired Michael Carper, the 

former CEO of the Housing Development 

Corp. MidAtlantic, to be its chief credit officer. 

Pictured, clockwise from bottom left, is Community First Fund’s executive team: Dan 

Betancourt, president and CEO; Mike Carper, chief credit officer; James Buerger, executive 
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One specific tax being proposed by the ad

m
inistration is a “double tax” on am

bulatory 

ASCs are convenient 

health care facilities run 

by physicians that provide 

sam
e-day surgical and di

agnostic care for focused 

M
edicare-certified ASCs in Pennsylvania.

Th
e governor expects to take $12.5 m

illion 

from
 these innovative surgical centers, which 

In addition to saving patients m
oney, these 

practitioners also save M
edicare $2.3 billion 

a year on just the 120 m
ost-com

m
on proce

dures that M
edicare patients receive, accord

ing to UC Berkeley.

UC Berkeley noted in a recent study that 

in 2015, Pennsylvania ASCs saved M
edicare 

$32.6 m
illion on cataract procedures, $1.3 

StateGreg 
Rothman

pay as low as 25 percent the costs of a hospi-

In addition to saving patients m
oney, these 

Yet, as the General Assem
bly com

bs through 

the governor’s proposal, we find that there 

One specific tax being proposed by the ad-

m
inistration is a “double tax” on am

bulatory 

ger be possible.

Another advantage of surgical centers is 

that their nurse-to-patient ratios are generally 

lower than at general hospitals. Th
ese nurses 

are trained in one or a few specialized surgical 
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m
inistration is a “double tax” on am

bulatory 

M
edicare-certified ASCs in Pennsylvania.

Th
e governor expects to take $12.5 m

illion 

m
ent.Sm
aller facilities also help surgical hospi

tals protect patients from
 spreading infections 

am
ong each other. Th

is large reduction in 

nosocom
ial infections is critical in a surgical 

environm
ent.

Not only are patients better cared for at 

ASCs, but they face lower costs at these cen

ters than they do at general hospitals. M
edic

aid patients face 50 percent lower costs and 

patients with com
m

ercial insurance plans 

pay as low as 25 percent the costs of a hospi

tal-based visit.

In addition to saving patients m
oney, these 

practitioners also save M
edicare $2.3 billion 

a year on just the 120 m
ost-com

m
on proce

dures that M
edicare patients receive, accord

ing to UC Berkeley.

UC Berkeley noted in a recent study that 

by physicians that provide 

sam
e-day surgical and di-
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Expecting a record year for lending and 

more growth, the Lancaster-based Commu

nity First Fund has been adding staff and 

restructuring its executive team.

The nonprofit economic development or

ganization recently hired Michael Carper, the 

former CEO of the Housing Development 

Corp. MidAtlantic, to be its chief credit officer. 
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