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exciting and magical events 
for 20 years.
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business coach

Tough Times? Time To Get Tough.
Jim Palzewicz

Napoleon Hill said, “The majority of  people meet with failure 
because of  their lack of  persistence in creating new plans to 
take the place of  those which fail.” Now is the time to create 
an Action Plan, which will give you the confi dence you need to 
prosper through these times. Here’s how to create your Action 
Plan: Listen to your customers and understand their current 
pain. Get even closer to your customers and cement their 
loyalty to you as a problem solver. Partner with your clients to 
outsource more of  their needs to you as they cut costs and staff.

Don’t go it alone. Tap the resources of  your most valuable asset 
– your people – by involving them in creating and executing 
better ideas to be valuable in service to your customers. Use 

your network of  fellow business owners and partners to help 
each other think strategically. Take advantage of  a coach or 
mentor you can confi de in to help you get a fresh perspective 
on your opportunities, and help you overcome your doubts and 
fears. Yes, we all have them.

Doubt and fear paralyze us into inaction and drain our self-
confi dence. Confi dence overcomes fear and worry, and it allows 
us to act. Take a minute to remind yourself  of  everything 
you’ve overcome to get to this point today. Everything you’ve 
ever experienced has fully prepared you for today’s challenges. 
You have everything you need right now to create opportunity 
and prosperity for yourself  and all those around you. Believe in 
yourself  and unleash your potential to its fullest!

How are you building an Action Plan to create the opportunity 
you have today? Let me know by visiting my blog, “The SOHO 
Biz Doctor” at www.sohobiztube.com. Thanks for seeing the 
Soho Biz Doctor, the cure to what’s ailing your business!

In today’s challenging business environment, I see business 
owners who suffer from a lack of  confi dence. What’s worked 
before isn’t necessarily working now, and this leaves them with 
a feeling of  self-doubt. “How will I make it through this?” is a 
common question I hear these days.  

I remind them that we’ve lived, survived and prospered though 
far worse. Americans got through the Great Depression of  the 
1930s, two World Wars and won the Cold War. When I began 
my career in 1981, unemployment was higher than 10 percent 
and the prime rate was 21.5 percent – people were happy to 
receive a mortgage at 18 percent! Yet we’ve always fi gured out a 
way to succeed and become better because of  the challenge.

What appears to be gloom and doom is often just the focus of 
the media. Life will always have ups and downs. The secret is 
to accept our current situation and to go with the fl ow as best 
we can. Complaining about what is happening keeps us from 
spotting or even creating new opportunities.

In every panic, in every generation, men and women, with 
eyes wide open, saw and seized opportunities. Whether it 
was George Washington who went on to become the fi rst 
U.S. president and build his own fortune, or P.T. Barnum who 
went on to prosper during the Civil War, the fact remains: 
Circumstances don’t make you, you make you. This “bad time” 
might become the greatest period of  prosperity for you. There 
are opportunities around you. Which will you see fi rst and act 
on now? This is your time. Seize it with confi dence!

Confi dence comes from how we view ourselves. 
We must have faith that our own abilities will 
ultimately work if  we use them.
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Web 2.0: Turning The Page
The Internet For You, Everybody You Know 
And Those You Don’t

growth 2.0

Ryan Graves

that they help me share and connect with friends, co-workers, 
business contacts, and believe it or not, meet new people.

The value that all of  these tools provide is not the storage 
capabilities of  information, photos or music, it is that 
they allow you to share information, photos and music. They 
allow you to connect and collaborate with people you know and 
with people you don’t. They allow you to benefi t
from something that someone else has created and in turn,
others benefi t from your creation. You get to collaborate 
with and learn from others faster than was ever possible 
before! Web 2.0 is about communication, collaboration 
and connection. The important question to ask is how 
can we as business owners turn that into growth?

This monthly column, Growth 2.0, is about just that. 
Leveraging the tools and technologies available is the name 
of the game and that is what will be discussed here. As I 
stated before, I don’t do tech for tech’s sake, I do tech for 
business growth’s sake. I look forward to growing our 
businesses together.

Now the next generation of  Web technologies is here. Whether 
you are a large-scale pharmaceutical company, a billion dollar 
oil conglomerate, or a one man technical consulting fi rm, you’d 
better fi gure out how to utilize Web 2.0 or you’ll be the guy who 
still calls the airline to book fl ights. The theme of  Web 1.0 was 
information but that was static. Tim O’Reilly of  O’Reilly Media 
coined the term, saying, “Web 2.0 is harnessing 
collective intelligence,” it is dynamic connectivity 
with not just information but with people. Whether you use the 
Web to manage your personal brand or to listen to customer 
concerns, share pictures with friends, or likely all of  the above, 
Web 2.0 and the social software that it has provided will be the 
driving factors behind the next wave of  business growth.

I’ve been using Web 2.0 since my sophomore year of  college, 
when I would share party pictures with friends on Facebook. 
Now, I use other tools like Twitter and LinkedIn to drive the 
growth of  my startup, and grow my personal professional 
network. I use Flickr to share my travel photos and view the 
photos of  others within Flickr’s very creative community. I 
use Del.ic.ious to save, tag and share content and links on the 
Web. I use Digg to promote the quality on the Web and bury 
the trash. The most important thing with all of  these tools is 

When the Web fi rst became common and widespread, businesses found incredible ways to 
profi t from this new technology. The “information age” as it was called allowed individuals 
and businesses to instantly access almost any piece of  information. The world of  e-commerce 
developed, and now you didn’t have to go to the mall to get that birthday present. Just jump 
online and you could connect to a bookstore, book a fl ight – can you believe you used to 
have to call in for that?! – or fi nd a baseball stat to settle a bet. The World Wide Web was 
fl ooded with static information at your disposal. This movement reduced infrastructure 
costs by incredible margins and allowed small businesses to act large. In retrospect, 
that time would have been called Web 1.0.
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It’s that time of  year again – time to complete your annual reviews for everyone on your sales team. 
And it’s time to set both team and individual sales goals for 2009. 

Are you ready? Do you look forward to this opportunity to coach team members, provide valuable 
feedback and help them stretch beyond their comfort zone? Or do you dread it? Will you simply dust 
off  your reviews from last year, make a few tweaks and hope they sign it?

Mike Carroll

Looking Back, Looking Ahead:
Setting 2009 Goals

sales

 If  you have been holding regular 
“check-ins” throughout the year with 
each sales person on your team, the 
annual review process should be very 
easy. It’s just a compilation of  all the 
previous conversations you’ve had, with 
no surprises. But if  you have not been 
consistently checking in with your sales 
team or have just gone through the 
motions, you’re in trouble and you’re 
probably scrambling to come up with 
something to put into your reviews. 
And guess what? Everyone on your 
team knows it. 

You get the sales team you deserve. If  you 
want an exceptional team, you need to be 
an exceptional sales leader – and not just 
a sales manager, but also a sales leader. 
What’s the difference? A sales manager 
implements a controlled structure that 
helps the team manage the tasks in 
the sales process in a consistent and 
technically competent manner. There’s 
nothing wrong with that – you may get 

strong results and attract decent talent. 
There are many sales managers and 
executives who are satisfi ed at this level. 

But what if  you want to produce 
remarkable results and attract the very 
best sales talent to your team? If  that’s 
what you want, who do you need to 
become to be an exceptional sales leader? 
What do you need to do to inspire your 
team, rather than just manage it? How 
can you create an environment that 
supports taking risks, rather than just 
manage tasks? Do you understand what 
motivates each team member as an 
individual? Have you established a clear 
vision and do you expect excellence? 
Have you set challenging goals that will 
stretch your team beyond what they 
thought they could do? 

When you sit down with each person on 
your team, remember to listen fi rst. Too 
often, sales managers do all the talking 
during performance reviews. Not only is 

this a huge waste of  time, it squanders a 
great opportunity to have a productive 
conversation with each team member.

Instead of  telling them what you think, 
ask each salesperson for their views on 
their performance. Ask how they did 
relative to their goals and where they 
would like to improve. Ask for specifi c 
areas where they feel they can raise their 
performance in 2009. And then ask 
for specifi c behaviors they will change 
or habits they will break. You may be 
surprised at how forthcoming they are 

– more often than not they’ll be more 
critical of  themselves than you would 
ever dream of being with them.

As you get ready to fi nish 2008 and 
prepare for 2009, why not use the annual 
review process to take stock of  how 
you’re doing as a sales leader? What can 
you do to grow as a sales leader that 
will help your team produce remarkable 
results next year?
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There are many synonyms for green travel, such as 
sustainable travel, eco-tourism, eco-friendly, responsible 
travel and other similar terms. But “green travel” is a way 
of  thinking about your own impact on the environment 
when you travel. It’s being responsible in the choices you 
make when using hotels, cruise ships, motorcoaches, car 
rentals, resorts, luggage, dining or items you purchase. 
Green travel is really more than just protecting the 
environment – it also involves making a positive impact 
in conserving natural and cultural heritage. Supporting 
your local businesses is important, as is purchasing 
products that come from fair trade. 

Because of  soaring fuel costs, there has been a trend to 
options other than air travel. Tour buses are 
actually 68 percent more green than cars. There has 
also been an increase in train travel. While this is 
prevalent in Europe, the United States lags behind 
as an industry – even though Amtrak reports 
triple the number passengers this year. Shipping 
accounts for 90 percent of  the world’s trade, but it 
is only responsible for 1.4 percent of  greenhouse 
gasses. Eighty percent of  marine pollution comes 
from land-based activities, with only 10 percent 
from shipping as a whole. Cruise ships are fl oating 
resorts, many times larger than a city that creates 
complex rules and regulations. Cruise lines have 
initiated many environmental programs, which 
include 65 percent recycling, waste disposal options, 
cold ironing, using land-based power in ports and 
eliminating plastic use. 

Two ways to offset your carbon footprint is to 
make a donation to offset the carbon amount your 
trip expelled, and another is to volunteer some 
time in the community you are visiting. Consider 
visiting World Heritage sites. The United Nations 
Educational, Scientifi c, and Cultural Organization 
(UNESCO) is empowered to identify, protect and 

How Green Is 
Your Travel? - Part II

Continued on page 6
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preserve cultural and natural heritage around the world 
considered to be of  outstanding value to humanity. These 
800-plus sites are irreplaceable and great sources of  life  
and inspiration. 

Some of the sites that can be visited via a cruise from the 
United States include: Hawaii Volcanoes National Park, 
Everglades National Park, La Fortaleza-San Juan, Sea of 
Cortez, Glacier Bay National Park, the Statue of  Liberty, 
Pitons Area-St. Lucia, Brimstone Hill Fortress-St. Kitt’s, 
Panama Canal, Chichen-Itza Mayan ruins, Guanacaste-
Costa Rica, Cartagena-Columbia, Québec-Canada and 
many more throughout the world. 

There are some areas you should plan to visit now rather 
than later. The glaciers are melting and receding due 
to global warming. Plan travel to Alaska, Greenland, 
Antarctica, Norway’s Artic Circle and the Chile Fjords. 

When you immerse yourself  in the culture and environment 
of  where you travel, you will not only have the most 
memorable experience of  a lifetime, but you will learn 
more about the planet you live on. Give back to the local 
communities to sustain their economy and way of  life. 

How Green Is Your Travel? -Part II

continued from page 15
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A few years back, my wife and I watched 
our nephews Colin and Noah for an 
afternoon. They are cousins and close 
in age, and as expected, they ran around 
our apartment and had a good time. 
Also as expected, a tussle ensued. I 
called the boys over and said, “Now 
guys, a great way to stay out of trouble 
is to strategically avoid maliciously 
aggravating each other, which can incite 
frustration and lead to aggression.” 
They both stared at me with matching 
looks of bewilderment.  

I realized my messaging platform did 
not resonate with my target audience, 
so I said, “If you don’t like getting 
into trouble, stop bugging each other 
constantly. At some point, one of you 
will get mad and smack the other.” 
Their eyes light up and they nodded. 

Message received.  

For a business of any size, shape or 
tenure, it is very important to use 
brand-driven strategic stories and 
messaging platforms that appropriately 
position the company, its products and 
mission. This messaging will live on 
your Web site, in public relations and 
even in the sales process.  

Messaging platforms must speak to 
your target market in ways that resonate 
in their world, not necessarily yours. 
To do this effectively, you may need to 
push yourself out of the comfort zone of 
what you know. You have to think like 
someone else, and not only like you. 

If you need to communicate with 
a technology supervisor, work to 
understand that person’s world and 
find out what he or she knows and 
pays attention to on a regular basis. 
If you need to speak to CEOs, learn 
about what matters most to them and 
understand the thought process they 
use when making decisions. If you 
understand their world, your messaging 
may need to evolve, but in the end it will 
resonate with them to a greater degree. 

There are times when this can be tough, 
because you may need to buck industry 
habits and go against the crowd to shift 
to this way of thinking, but it could 
make the difference between getting a 
meeting with the IT department or the 
CEO for your salesperson, or whether or 
not a story gets placed by your PR team. 
Developing messaging that resonates 
can be as easy as “anchor and twist.”  

Dan Heath and Chip Heath write a 
recurring column for Fast Company 
magazine. They introduced the “anchor 
and twist” strategy in the July 2008 
issue as a way to help explain innovative 
ideas. They state: 

To make their point they share an 
example of a company that uses laser 
technology to heat and burst the 
pigment in your iris to permanently 
change eye color. It seems kind of 
scary, or at least odd. So, the company 
anchored their brand messaging to 
LASIK – a process people already know. 
The company’s messaging now explains 
that their process “is LASIK for eye 
color.” That’s the twist part. 

Maybe your company has a strategic 
solution that can help maximize results 
from a business process by increasing 
efficiencies. You could anchor your 
messaging in the known and respected 
process of strategic supply chain 
management, which helps increase 
back-end efficiencies to drive down 
costs that impact the bottom line. The 
twist comes in when you point it to the 
area of their business that your solution 
will help.

Making sure your brand messaging 
platform and communications efforts 
speak to your target market in ways that 
resonate in their world, whether they 
are 5-year-olds or CEOs, can make the 
difference between being understood 
and getting ignored.

WE LIKE TO WATCH: www.sohobiztube.com 7

Brand Messaging Is Not One Size 
Fits All - Make The Message Fit The Client

branding & public relations

Al Krueger

“Explanations require 
lots of attention, but 
attention is scarce… 
anchor in what people 
already know.

“ “
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Meet the New Boss, 
Definitely Not The Old Boss.

(un)WIRED

When Did I Become 
“Middle-Aged Man”?

Just for the record, I’m 39. In fact, I’m newly 39 – and I’m 
officially old.  

Like the short-lived Mike Myers character on “Saturday 
Night Live,” I watch the nightly news, I like meatloaf and 
I understand how escrow accounts work. That being said, 
I actually thought I was still a fairly cool “young professional” 
until last month – that’s when I heard the oxymoron: 

“Silent Rave.”

For those of you over 40, a 
“rave” is a massive dance party 
where lots of young people get 
together in a crowded warehouse 

somewhere late at night and 
dance to super-loud techno music. 

It usually involves lots of unsavory 
behavior, most prominently drug 
usage. So you can understand 
my middle-aged confusion as I 
listened to details of a daytime 
rave in a park in the middle 

of New York City, where 
there was no audible music. 
Thousands of people had 
come together to dance to 
their own music – on iPods. 

So, picture the population 
of a small Wisconsin town 

swinging around madly in total 
silence in the middle of NYC. And 

while they danced around, they 
introduced themselves to each other, 
to onlookers and to passers-by. They 
exchanged e-mail addresses and … my 
God – they weren’t getting high – they 

were networking! 

They had come together on this day, at 
this place because one person created a 
group on MySpace and listed the time 
and place for this event, and thousands 

showed up. Just like that. When 
was the last time one person in 

your social circle drew thousands of strangers together for 
an event? “Old” people, like me, may like to ruminate about 
the “good old days” when phones had cords and dials, but 
that only helps to widen the generation and information gap. 
I’m not saying that grandma needs her own blog. I’m just 
becoming aware of the fact that my perception of how the 
world communicates is a little old fashioned.  

These social networking sites are no longer just a place where 
teens post pictures of themselves with too little clothing or 
flashing suburban “gang” signs – these sites are now directly 
woven into the human interactions of the Generation Y 
culture. Kids don’t go home and sit in front of their computers 
and add a few photos or update the text – they are taking 
technology out of the home and blurring the lines between 
virtual and real worlds. With iPhones in hand, they take to the 
streets and log pictures and text of every activity imaginable – 
from the mundane to the incredible. Their world is always on 
and everything is at their fingertips. Ask anyone over 50 who 
programmed the contacts into their cell phone – now 
who do you want monitoring the servers at your company? 
High school and college “kids” are changing the dynamics 
of communication and socialization in the world right 
before our eyes.  

These silent ravers are the next generation of men and women 
entering the work force. They’re smart, cagey and they have 
an uncanny comprehension of how the world works – even if 
they don’t understand what “business casual” means. They’re 
reaching out across the world and thinking nothing of it. I 
had Encyclopedia Britannica, and hopefully it was at least a 
version from the last five years. They have real-time access to 
anyone, anywhere in the world. Want to know about skydiving 
in Peru? Google it, search it on Facebook or MySpace, post 
a “Tweet” on Twitter, check the blogs at Ning or Blogspot. 
The options are infinite and immediate. And, you only need a 
Web-enabled phone to do it. Gone are the days of the “second 
screen” – they’ve moved on to the third and fourth screens.

So the next time you see some T-shirt-wearing Gen Y kid at 
the mall typing away on his phone, earbuds stuck in his ears, 
take a moment and introduce yourself. He could be your 
boss someday.

Jason Kayzar
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DR. LABLANC: LISTENING,  
CARING, EXPERTISE.  

A truly effective chiropractic treatment plan focuses on 
improving your total health and well being – not just 

alleviating your immediate pain. Dr. LaBlanc can help 
you eliminate your pain and avoid it in the future.  

 
At LaBlanc Chiropractic, we offer complete nutritional 
counseling. That is why over 50 percent of our patients 

stay on with us for long-term, preventative care.

Call us for a FREE 
consultation at 
262.784.4451.

but only the right oneadjust your spine,
ANY CANCHIROPRACTOR

CHANGE YOUR LIFE.can

LaBlanc
Chiropract ic  Cl inic

Health & Wellness
For Your Entire Family

lablancchiropractic.com

03
december

SPREENKLER w i l l  i n s p i r e 

y o u  t o  t h i n k  IN NEW WAYS. To see 
Milwaukee  i n  a  n e w  l i g h t .

6 pm

Spreenkler is comprised of 
Milwaukee’s creative, marketing 
and technical professionals and 
entrepreneurs. We gather each 
month to share experiences, best-
practices and new ideas to utilize 
the collective knowledge of the 
group to move those ideas forward.

Join us at our next meetup on 
December 3rd as we celebrate 
two years of creativity and 
inspiration. You’ll hear from 
featured speakers from the past 
two years and enjoy live music, 
snacks and beverages.

For meeting details, visit us online at spreenkler.com  
or follow us on Twitter at twitter.com/spreenkler.

ps rE

enkLER
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Bringing you Luxurious, 
Memorable Events 
and Experiences.
By Trish Hundhausen

Founded in 2004, Chicago’s Finesse Cuisine has quickly become 

a brilliant star in the arena of  off-premise entertaining and fi ne 

dining, catering grand scale events for groups such as Prada, 

Chanel, Ralph Lauren, Motorola and Sotheby’s to name a 

few. It has been dubbed by the media and industry experts 

as “Chicagoland’s most coveted and exciting 
culinary concept.” The man behind the curtain is the 

humble and affable Jon Wool, who has been producing exciting 

and magical events for 20 years.

Jon Wool 
Finesse Cuisine
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It’s no wonder that Jon is so good at what 
he does. In a way, he has always worked 
on a stage or set, as his earlier work was 
in theater and film. After graduating 
from Carnegie Mellon University with 
a BFA, he went to New York to pursue 
acting and “lived the gypsy life,” as he 
puts it, for roughly 10 years, performing 
in off-Broadway productions, feature 
fi lms and soap operas. Not unusually, 
Jon worked simultaneously in the service 
industry to subsidize his acting career. It 
made perfect sense, since great food was 
central to his family life growing up. It 
wasn’t until years later that he realized 
that this is where his true passion lies.

His career led him to Chicago, where 
he acted for a number of  years and also 
worked in the catering industry. More 
and more, he began to shift his focus. 
To sharpen his business skills, he went 
to night school and attained an MBA 
from Loyola University. Eventually, 
he gave up acting and went on to work 
for the legendary Wolfgang Puck. As 

head of  operations for the Chicago 
division of  the catering initiative, 
he developed significant national 
accounts.

In 2004, Jon decided it was time 
to branch out on his own. As he 
developed his concepts for Finesse, 
he also worked quickly to build 
his team. He sought out esteemed 
chefs and professional servers that 
were equally passionate about the 
work, and who would get behind the 
mission. “The goal is to have each 
Finesse event be a piece of  theater 
in its own right, and to promote that 
vision,” says Jon. He works primarily 
in a sales and marketing role with 
clients and provides necessary support 
to his team. Regarding his crew, 
he says, “I place a great deal of 
importance on service and uniquely 
inventive menu design. I wanted a 
chef  with a strong understanding and 
appreciation of  ingredients, and the 
fi nest and freshest foods – someone 
who develops relationships with local 
growers.” Finesse’s executive chef, 
Guy Meikle, for example (studied at 
Chic Culinary and earned stripes at 
Carlos, Tru, and then led the kitchen 
at Bin 36), fi ts this bill. “I wanted 
an operations director who is driven 
to please clients and who would 
create systems to ensure excellence. 
We work to make each element of 
every event beautifully memorable.”

Jon claims he let go of  theater life for 
his catering business, but in truth, his 
love for drama comes out in every 
Finesse event. “There are always 
challenges,” he says. “Akin to the 
theater, there is always the exciting 
scramble of  putting everything in 
place, but in a very rigid time-frame.” 
The Finesse approach uses creativity 
and ingenuity to make each event 
special, taking great care with all 
details including music, decor, food 
and service. Jon takes inspiration 
from multiple sources. The fi rst is 
his family, to whom he is profoundly 
dedicated, but also certainly artists 
ranging from musicians to actors, 
and visual artists. He understands 
that art refl ects life, and the details 
make all the difference.
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Jeoffrey R. Hutcherson

During one of my classes, the subject 

of happiness came up. A student was 

absolutely amazed at how much more 

she had become aware of her life, her 

surroundings and her relationships 

since the class the week before. I then 

asked one of the other students, “What 

do you think needs to happen in your 

life for you to be happy?” The room 

of students fell silent, waiting for her 

answer. Then I suggested that each of 

the participants actually write down 

his or her own personal response to 

the query. How would you respond to 

that question? 

Take two minutes, right now, to make 

a list of things that would need to 

happen for you to be happy. When I 

did this exercise the first time, I wrote 

and wrote and wrote. All the things 

I thought I needed to have to allow 

myself to feel happy.  

Being Happy Is An Inside Job

soho life coach

Look at that again. What did I think I needed 
to have in my life to feel happy? 

We have been conditioned in our society to think that an opportunity we utilize to allow 
ourselves to feel happy is the source of our happiness. You are so happy when you buy a 
new car but the car is not the source of your happiness. 

When you see this, it seems so simple. Unfortunately, we are conditioned to make things 
more complicated than they need to be. Here’s an example: 

A father was talking with his daughter and she asked him why things didn’t stay 
perfect. He asked her what she meant. She explained that in her eyes, things 
didn’t stay perfect for very long. “Like my desk,” the girl said. “My lamp needs 
to be over here, my papers need to be over there, and my flowers need to be 
over there. My pencils and things need to be here, and when all that stuff is in 
its right place, then things are perfect.” 

The father then asked, “So, when one of those things is out of place, things 
aren’t perfect anymore? What if I move the pencils over here?” The girl cringed. 

“It’s not perfect,” she said. “And if I move your flowers over here?” The father 
just kept moving stuff around, and the girl became more and more agitated. 

“When these things are here, life is not perfect and you can’t be happy?”

She said, “Right, Dad.” 

So being an intelligent man, he told his daughter, “It’s not that things aren’t 
perfect, and you can’t be happy. It’s that you have more rules for things not to 
be perfect, and because you imagine things not being perfect, you don’t allow 
yourself to be happy.” 

She got the hint, big time. 

Let’s change some of the rules you might have in 
your life so that you can increase your happiness. 
Know that you are the one who determines your level 

of happiness. You are totally in charge of how you choose 
to feel on the inside. Your happiness does not depend on 

anything outside you. You can feel happy all the time when you 
simply allow yourself to feel that way. 

You can take yourself out of the programmed thinking that you need 
a special item or certain amount of money or a special someone in your 

life to be happy. Nothing special needs to happen for you to be happy. 
You can just decide to be happy and then you’ll find reasons that will 
reinforce and support you in your decision. 

Being happy is an inside job! It’s your choice – choose wisely! 

]]
WE LIKE TO WATCH: www.sohobiztube.com
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In building relationships, it is a given that 

you need to connect with others for the 

relationship to work. Figure out what you 

have in common with people and build from 

these items.

Pay attention to business and personal 

commonalities so you can develop more 

meaningful relationships. Connecting on 

a deeper level is a must for any relationship 

to survive over time.

Find Business Commonalities
Many of the people in your network will be 
people who you meet professionally. As you get 
to know these people, you will learn about their 
business skills and experiences.

Take note of  what you discover because this 
information will help you to connect better 
and on a deeper level. You will have an instant 
conversation starter every time and a reason to 
follow up.

At the same time, connecting various people is 
another important part of  relationship building. 
As long as you take notes and pay attention to 
detail, you will be able to connect people of 
similar backgrounds and needs.

While fi nding commonalities is important for 
existing relationships, it is also important for 
the fi rst time you meet people. Elements in 
common could include working in the same 
industry, working in the same role, knowing 
some of  the same professionals and working 
at the same company.

Leverage what you fi nd in common to get to 
know people better. It is impossible to build 
relationships with everyone. If  you connect
 with a professional in any way, then this may 
be a relationship you want to build.

Find Personal Commonalities
While it important to fi nd business commonalities, you need to also connect 
with people on a more personal level. Finding personal commonalities is a 
key to building long-lasting and sustainable relationships. Pay attention to 
personal details such as hobbies, family and sports.

Because you will already know some details, the more equipped you will be to 
fi nd reasons to connect. Take notes and keep them with the person’s contact 
information in your database.

Another common element to pay attention to is what sports people like to 
watch or play. For example, if  you are a Chicago Cubs fans and you know 
that someone in your network is a fan as well, then it is a nice gesture to 
send articles about the team.

Personal bonding is a key to deepening a relationship. Whatever common 
element you decide to leverage, make sure you are genuine and really want 
to further the relationship. Otherwise, the other person will know that you 
are not serious. People tend to gravitate toward people who they can relate 
to the most.

Come Together: Making Business 
And Personal Relationships Work

networking

How many sales people would you hire 
if you knew they would be successful? With a 
95% accuracy rate, our sales hiring system could 
actually let you answer that question.

1  Hire sales people who not only can sell,  
but actually will sell

2  Save time by screening all candidates  
before you interview

3  Get out of the gate fast with a 90-day plan 
after they’re hired

It’s a lot easier to grow your business when you 
can attract, hire and retain “A-players” to your 
sales team.

Call 414-727-9813 for your FREE Sales Team 
Evaluation Session. 

Why Is It So Hard To Hire  
Good Sales People?

www.intelligentconversations.com

Jason Jacobsohn
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legal eaze

Respecting Religion 
In The Workplace

Last month’s article presented general background with regard to 
religion in the workplace. This article discusses what is a religion 
and what measures employers can take to avoid or defend claims of 
discrimination, disparate treatment, harassment and hostile work 
environment.  

Religion has been broadly defi ned to include all aspects of  religious 
observance and practice, as well as beliefs. Contrary to popular belief, 
and maybe intuition, it also includes moral or ethical beliefs as to 
what is right or wrong that are held with the strength of  religious 
views. The fact that no religious group espouses such belief, or the 
fact that the religious group to which an individual professes to 
belong may not accept such belief, will not determine whether the belief  is a religious belief  of  the employee or prospective 
employee. In other words, religion is a sincere and meaningful belief  that occupies in the life of  its possessor a place parallel 
to that fi lled by the god admittedly qualifying for the exemption.

The general rule is that an employer must propose a reasonable accommodation unless it can prove that all reasonable 

“A business can lose 60% of its 
potential customer base by having 

a poorly designed website”

Attention: Website Design Facts 
you NEED to KNOW!

Visit our Website www.comstar.biz 
and read about our design process!

Fact:

If your website is not visually appealing 
or information can not easily be 

accessed, you may be losing a lot of 
potential business.

Fact:

Knowing these facts, don’t you owe it to your 
business to take another look at your website?

If you find changes need to be made, 
contact us and we will not only put best 
practices into place for you, we will also work 
to align your company goals, marketing 
strategy, and business processes - giving you 
a true business asset.

Or call us today! 
(262) 953-6000

Attorney Michael H. Berzowski

Continued on page 16

At any one moment there are
a million reasons to meet at sea.

A Carnival cruise is the ideal choice for a corporate meeting, a group event

or incentive program. Our floating resorts have meeting facilities, audio-visual

equipment, flexible and spacious accommodations, an international hospitality

staff and much more. For the best combination of business suit and bathing suit,

book a “Fun Ship®” cruise today.

© 2007 Carnival Cruise Lines. All rights reserved. Ships’ Registry:The Bahamas and Panama.

carnival.com

CruiseOne - Waukesha, WI 
Katie Cianciolo & Crew 

262-347-4776 / 877-398-2225 
www.FunByTheTon.com
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accommodations would entail an undue hardship. The 
employee must cooperate, but the burden of  explanation 
falls upon the employer. Examples include voluntary 
substitution and swaps of  work assignments, fl exible 
scheduling of  work hours, breaks and holiday leave, 
lateral transfers to different assignments or locations, and 
relaxation of  grooming and clothing requirements.  

Undue hardship will trump accommodation requests if  the 
accommodation requires more than ordinary administrative 
costs, diminishes effi ciency in other jobs, infringes on other 
employee job rights or benefi ts, impairs work force safety, 
causes co-workers to carry the accommodating employee’s 
share of  potentially hazardous or burdensome work, or 
if  it confl icts with other laws or regulations. The size of 
the employer and the cost of  accommodation are also 
extremely important.  

An employer should have a reasonable accommodation 
action plan, the substance of  which is to commit to writing 
the entire accommodation process to include requiring 
employees to indicate in writing what their religion requires 
them to do with respect to work and exactly what they are 
requesting as an accommodation.  

In addition, there should be written policies communicated 
to employees covering respect for others and complaint 
procedures. This should be combined with training 
subordinates, not defi ning requirements of  religion 
expressed by employees, not applying employment policies 
mechanically, being respectful and specifi c.

A business owner with an aggrieved applicant, or present 
or former employee, can expect to hear from the EEOC or 
the Wisconsin Department of  Workforce Development – or 
both – or maybe a civil suit. Remedies in these cases can 
include back pay, hiring, promotions, reinstatement and 
other efforts to make the individual whole. In addition, 
they may include attorney’s fees, witnesses and court costs, 
as well as compensatory and punitive damages in cases 
involving intentional discrimination.

In summary, there has been a signifi cant spike involving 
religious discrimination. While some commentators have 
suggested that courts have adopted a position of  “heaven 
can wait,” meaning they have not been favorably disposed 
to fi nd remedies for aggrieved employees, my prediction is 
that as society progresses, the number of  these challenges 
will continue to increase and there will be a shift in favor of 
aggrieved employees as society attempts to become more 
accommodating in the general sense of  the term. With a 
little planning, effort and foresight, an employer can protect 
itself  from problems developing in the fi rst place. 

“Respecting Religion In The Workplace” 

continued from page 15
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Search Engine Optimization
Search Engine Optimization, also known as SEO, is a 
long-term solution for your Web site. This type of program 
will improve your ranking organically in search results by 
modifying your Web site’s text to include top keywords. The 
text modification means the most appropriate keywords will 
be placed in the most important areas of the page. This type 
of program is ideal for businesses that already have a good 
flow of search engine traffic and 
just wish to maintain or improve 
over time. Typically, the program 
manager would analyze and tweak the 
site throughout the year as needed. 
It is important that this program 
be ongoing because search engines 
periodically change their rules of 
ranking to try to produce more 
accurate results, so it is important to 
keep up with the changes.

Pay-Per-Click Solutions
Pay-Per-Click, also known as PPC, 
is a short-term solution for your Web 
site. This type of program will pay 
the search engine to guarantee a high 
position ranking in order to increase 
the number of click-throughs to your 
site. This type of program is ideal for 
businesses that are budget conscious 
and want increased traffic to the 
site in a short period of time. The 
monthly budget would be specified by the program manager 
and typically billed by the search engine to a credit card on 

file. There can be several fees associated with this such as 
setup, ad cost and keyword phrases. The benefit is that these 
programs can deliver more highly targeted customer leads 
to your business because of the specific ads placed. The ads 
connect your business to potential customers at the time they 
are actively searching for what you offer.

Search Engine Management Solutions
Search Engine Management, also known as SEM, is a mix of 

short-term and long-term solutions for 
your Web site. This type of program 
works to adjust various aspects of a 
site through optimization of the text 
to include top keywords combined 
with paid placement. This type of pro-
gram is ideal for businesses that have 
been getting low volume from search 
engines or new Web sites. These pro-
grams allow you flexibility to decide 
how heavily you want to rely on the 
paid placement side at certain periods 
of time. You would want to rely more 
heavily on the paid placement side 
if driving traffic to your Web site is 
critical.
With so many people searching online 
today, you need to help your prospec-
tive customers find you among the 
thousands of other similar sites on the 
Internet competing for their attention. 
Whether you need a short-term or a 

long-term solution, there is a program out there that is right 
for you.

If Customers Can’t Find You Online, 
Will They Ever? Help Your Customers 
Form A Search Party.Diana Myre

Which Program Is Right?
Last month I showed you how to test your Web site’s ranking with alexa.com and how to determine if you need a search engine 

program to improve your ranking. I think that most of you will agree that your site’s ranking could be improved. I want you to 

consider this question: What do people think about your company when they can’t find your Web site? With 4.9 billion Internet 

searches being conducted every month, you need to make sure that prospective customers are finding your Web site. These days, 

there are several search engine programs available to assist with your search engine ranking. Let me walk you through the three 

most popular programs so that you can determine which one is correct for your business.

web design and IT
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Taking photos from the Internet or scanning them from 
printed material without permission or payment is illegal. 
So the question remains: How do you get photography (or 
illustration and video for that matter) for use in marketing 
materials, presentations and for Web sites? There are 
numerous resources for royalty-free and rights-managed 
photos, illustrations and video available through online service 
providers, as well as providers of  CD-ROMS with printed 
reference books. But before you can fi nd the right image, you 
need to know the difference between royalty-free and rights-
managed photography. Wikipedia describes rights-managed 
and royalty-free images as follows:

“The term Rights-Managed means that the seller of the 

license is specifically giving permission to the buyer to use the 

content in a certain way. This typically includes restrictions 

on the length of time, the medium, the size, the format and 

the location the content can be used (in). The more flexible 

or beneficial rights one purchases, the more expensive the 

license.

“In contrast, the royalty-free license, wherein the buyer 

usually receives the right to use the content in perpetuity, with 

much more flexible restrictions. Royalty Free because they 

normally do not need to come back to pay more royalties for 

additional rights for other uses.”

Benefits and drawbacks
Purchasing a rights-managed image is benefi cial because it takes 
that image out of  circulation. Depending upon the agreement, 
that image will no longer be available for others to purchase. 
The downside to rights-managed photos is that they have a 
much higher price tag. Images can cost [roughly] between $500 
or in excess of  tens or thousands of  dollars, depending upon 
how the photo will be used, what length of  time and how many 
people will see it. 

On the other hand, hundreds, even thousands of  people, can 
use royalty-free images, regardless of  purchase. You run the risk 
of  having a photo, for example, in a brochure for an accountant 
also being used by doctor, even in the same region. The benefi t 
to royalty-free images is the cost. There are Web sites that offer 
images for as little as a dollar for Web-based versions. 

Another thing to consider when purchasing a photo is how you 
plan to use that image. Take into consideration whether the 
image is for a Web-based presentation or for printed materials. 

marketing and design

Right-Click Theft. 
You Must Pay For Your Images

Imagine this: You are creating a PowerPoint presentation and you need photography. You instinctively go online, type your 
keywords in the Google search field and hit enter. Next, you see a page with photography and links to photography sites. You 
right-click on a photo and choose to save it to your computer. It seems harmless, right? Actually, it’s stealing!

When you fi nd an image that you like on a stock photography 
Web site, you will be prompted to choose which resolution (or 
size) image you would like to purchase. Here is an example from 
two prominent stock photo sites:

Getty Images (www.gettyimages.com)

 

iStock Images (www.istock.com)

If you plan on using your image for the Web or for a PowerPoint 
presentation, you will need to purchase images that are 72 dpi. 
Images used for printed materials need to be purchased at the 
300 dpi level. The larger size you plan to place the picture, the 
larger the file size needed. 

Here is a list of stock photography resources to consider when 
you are choosing images for your marketing, advertising and 
Web needs:

iStock • 
Getty Images• 
Alamy• 
Comstock• 
Punchstock• 
Stockbtye• 
Imagesource• 

Jupiterimages• 

Remember: You must pay for your images. 

With iStock you 
purchase credits. 

Credits cost between 
$1.40 and $0.95 each 
depending on which 

package you purchase.
]

][
Stephanie Kern
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When you’re running an ad in the local newspaper, you’re limited on space and need 
to make the most of  the precious dollars you have to advertise. As a result, many 
job postings are short and vague, attracting the wrong candidates. There are much 
more effective ways to advertise your help wanted! Posting your ad online opens up 
a world of  opportunities for you to create an engaging and informative job posting 
that describes exactly the type of  person you’re looking for, while also providing 
the candidate with as much information about your company, its environment and 
the nature of  the work that is to be done. In today’s online 
world, few companies take the time to post advertisements 
that are engaging and explanatory. Instead, they simply 
post a bulleted job description. Here are some tips from the 
experts to help you stand out from the crowd and recruit 
the best, most qualifi ed candidates for your jobs today. 
Putting the best ad out there will yield great response and a 
stronger workforce for your company!

Use an appropriate and catchy job title: think 
about spicing it up a bit so that candidates will 
be engaged with your position immediately.  Also, 
make sure the title is representative of  the position- 
you don’t want over or under-qualifi ed applicants 
fl ocking to your business simply because of  a 
misleading title.

Who are you? Start your job description with 
a brief  introductory statement about your 
company.  Tell the candidates the name of  your 
company and what specifi cally you do; think 
of  this as your opportunity to spark some 
interest in the candidate beyond a simple job 
title.

What position are you hiring? Finish your 
statement about your company by reiterating 
what position you are hiring and the reason.  Is 
it due to growth, recent promotion, etc? This 
will accomplish a few things. First, it will let the 
candidate know whether or not you company is 
in growth mode, whether there is advancement 
potential and whether or not the pace of  you 
company is going to be a good match for their 
work style.  Restating the position will also help 
your job posting appear in more online searches- 
use as many relevant key words as possible to 
ensure your position is showing up at the top of 
Web searches.

Brian Weis

Effective Job Postings: 
The “How To”

recruitment
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What will this position do, day to day? Most job 
descriptions have a long list of  job duties and 
responsibilities; simply cutting and pasting from the 
job description is a common mistake.  When you’re 
drafting your job posting, be sure to include the top 
fi ve most relevant duties, and indicate that the position 
may include other duties as defi ned by the scope of  the 
position.  Feel free to bullet out these duties so that the 
job seeker can scan for them if  they choose to do so.  
And, do your best to make the description engaging, 
make it refl ect your company culture.  In listing job 
duties, be sure you are also expressing the expectations 
you have of  the individual who will be hired.

What’s cool about your company?  Every company has 
something that makes it a cool place to work. Make 
sure you’re telling your candidates why they should 
apply for your position! Your cool factor may be one 
of  your benefi ts, your offi ce location/environment, or 
something unique like an employee’s ability to bring 
their dog to work.  Whatever makes your company 

cool, share it.  Take the time to list your company benefi ts - 
whether unique or traditional - so job seekers know exactly what 
you offer.

Skills & Requirements
If  you’re looking for the most qualifi ed candidate, listing the 
basic requirements simply isn’t enough. Go beyond the high 
school diploma or college degree and create a bulleted list of 
the background, skills and knowledge your ideal candidate 
will posseses. This is your wish list - start with the highest 
priority and work your way down to the “nice to haves, but not 
requireds.” Providing as much detail as possible will encourage 
those candidates who most closely meet your needs to apply, 
and will hopefully alert those who may not be qualifi ed to 
continue their search.

Creating unique and interesting job postings will help you 
attract and recruit the best candidates for your positions.  
Recruiting candidates that are a closer match to your needs 
will aid in retention efforts and help you create a powerful, 
motivated work force!

“Effective Job Postings” 

continued from page 19
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“Clients bring hopes, dreams, and expectations to me and 
I am honored that they do so. In return, I give each client 
the maximum value of my services via individualized, 
personal attention.” - Chris Moander, attorney and owner 
of the Moander Law Firm.

Helping growing companies with various business matters.

Forming a Company
Examining Commercial Leases

Drafting and Negotiating Commercial Contracts
Handling Commercial Confl icts

Collecting Debts Owed

P.O. Box 170253 414-292-5306
Milwaukee, WI 53217 chris@moanderlawfi rm.com

www.moanderlawfi rm.com



 Monday, December 8
Fox Cities Performing Arts Center

7:30am– 5:00pm

a date to collaborate 
summit 2008

For event details  
and to register go to 

www.thenewnorth.com  
or www.thenewend.com

presented by New North and NEW END

network and collaborate 
with hundreds of regional business leaders, entrepreneurs and  
small business owners

experience foods from the region’s finest  
   culinary entrepreneurs 
         Taste of Entrepreneurship

learn from Richard C. Longworth
  author of the book Caught in the Middle:  
  America’s Heartland in the Age of Globalism

 from professional networking site experts
  LinkedIn, SohoBizTube and Facebook


