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You’re Invited: 
The Biggest Business Event Of The Year

ST. LOUIS BUSINESS EXPO & BUSINESS 
GROWTH CONFERENCE, April 10, 2018

Attend Google’s “Grow Your Business Lab”
BOOTHS AVAILABLE   Reserve your space 314.569.0076

www.stlouisbusinessexpo.com



Online: www.mwboc.eventbrite.com

By texting: 314-223-0000

By emailing: erin.joy@blackdresspartners.com

Thursday, May 17, 2018
The Ritz-Carlton, St. Louis  

 7:00 am - 5:30 pm

A mid-year check-in is essential to ensure your 2018 business goals are achieved.  
The Midwest Women Business Owners’ Conference makes it easy. Learn from Erin Joy  
and leading local experts who will answer your most pressing questions and help you  
expand your entrepreneurial vision, enhance business performance, and increase  
revenue this year.

Saving
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ou! -

 EJOne day. Endless opportunities.
 

 

Smal l Business Monthly readers save $50! 
Use promo code SBM50 at registration

Seats are limited. Reserve yours today at: www.mwboc.eventbrite.com
www.midwestwboconference.com
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St. Louis 
St. Charles 

Edwardsville, IL

you can focus on everyday operations. If your records 
are a mess, we can help with a variety of outsourced 
accounting and bookkeeping services.
For a free consultation, please contact Karen Stern, 
CPA, at 314.983.1204, info@smallbusiness.com, or visit 
brownsmithwallace.com/entrepreneurial-services.

QuickBooks & Accounting Software | Check Writing 
Outsourced Accounting | Payroll Services | Tax Preparation

Early Filing Has Its Perks...

Get your books in order now for a hassle-free March!

Investing in Our Communities
One Business at a Time

Equal Housing
Opportunity

Royal Banks
o f       M i s s o u r i

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

(314) 212-1500
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PUBLISHER’S LETTER BY RON AMELN

Marvelous Mentors! 
The Value of Mentors Is Enormous. It’s Time We Recognize Them.

In 1986, Sappington Farmers’ Market, then a 75-year-old produce and grocery store, 
was teetering on the edge of financial disaster. The business, which served genera-
tions of South County residents, was in danger of shutting its doors.

Two of the store’s three partners decided to file for bankruptcy and close the 
store. Only one obstacle stood in their way: Tessa Greenspan, the third partner.

When she decided to keep the store open, she inherited all the company debt — close 
to half a million dollars. Despite the gloom and doom, she never quit. She depleted 
her savings and mortgaged her home to help pay the debts, and then she rebuilt the 
business.

In what turned out to be one of the St. Louis 
area’s most dramatic business turnarounds, Green-
span turned the business into a thriving enterprise, 
earning her the SBA’s Small Business Person of the 
Year honor for the St. Louis district in 2002.

How did she succeed in turning the company 
around? No miracles. No magic. No mirrors. Just 
simple business management and a positive at-
titude.

“Maintaining a positive attitude helped me turn 
the company around,” she said in a 2002 interview 
with SBM. “I inundated myself with positive think-
ing. I would listen to positive-thinking tapes when I 
was getting dressed in the mornings, on my way to 
the store, on the way home, everywhere I could.

And I wouldn’t let anyone have any negative forces around me. I knew how diffi-
cult it was going to be to turn the company around. I also knew any negative thoughts 
would take away my energy. I couldn’t have that. It took every bit of energy and 
strength I had to turn it around.”

Greenspan ended up selling the store years later. Today she’s giving her time and 
sharing her experiences as a mentor to up-and-coming business owners. She’s sharing 
her turnaround story and many other tips and tactics she learned along the way. 

Every day throughout St. Louis, mentors just like Greenspan are making huge con-
tributions to entrepreneurs and sharing their experiences. For the most part, we don’t 
even know who they are. They don’t help others for publicity, fame and fortune; they 
help for one reason: to make the mentee better.

We decided it was time to bring these Marvelous Mentors (pages 21-22) out of the 
shadows and put them in the spotlight. The most difficult part of putting this section 
together was selecting the six mentors. We asked our readers a few months ago to help 
us select our mentors, and did they ever. We ended up with hundreds of nominations.

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

Our hope is that our stories will finally honor the mentors who are making a differ-
ence in the community and encourage would-be mentors to step up and help others. 

PEOPLE SOLUTIONS THAT HELP YOU BUILD A BETTER BUSINESS.
TAILOR MADE FOR YOU, NOT EVERYBODY ELSE.

We learn about your business from the ground up so we can provide you with a modular solu-
tion configured to your unique workflows and processes. You'll be matched with a dedicated 

support team that provides ongoing personalized support to accommodate future growth.
YOUR PERSONALIZED SUITE OF MANAGEMENT TOOLS & EXPERTISE. 

Put the power of responsive, business-focused group messaging to work for you with FasCast. 
From on-boarding to performance management and time and attendance, ConnectHR has the 

tools to foster long term business success.
AN INVESTMENT IN PEOPLE IS AN INVESTMENT IN SUCCESS.

Visit us at:                                                                               Contact Jeff Schoor at: 
www.connecthr.com                                                              jschoor@connecthr.com
www.fascast.com                                                                   314-300-5632
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COMMERCE BANK 
SMALL BUSINESS 

EDUCATION SERIES
Network with local businesses 
and learn new ways to grow 

your company

Please join us for the

commercebank.com
314.746.8407

Staying Ahead of 
Cybersecurity Threats

Thursday, February 22nd | 7:15 – 8:45 a.m.
West Olive Center, 1045 Executive Parkway Drive 

Creve Coeur, MO 63141

Registration required: Register at 
https://commercebanksbn.eventbrite.com
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Partnering with You for Your
Long-Term Success.

877-552-9224 

David Grzybowski, CPA Tyson Eagen, CPA Mike Riordan, CPA 

www.tritoncpa.com

We are an accounting �rm specializing in small business accounting, 
estate and trust planning, forensic and litigative accounting support 
services. Call us today at any of our three locations in the St. Louis, 
St. Charles, and Je�erson County areas.

I have plenty of spreadsheets.

What I really need is a 

roadmap
Collecting data is easy. What’s not so 

obvious is how the numbers map to 

your vision for the future. As trusted 

tax, audit, accounting and business 

advisors, we’re here to help you 

navigate challenges, capitalize on 

opportunities and stay focused 

on the road ahead. 

Visit muellerprost.com or call us at 800.649.4838.

TAX 

AUDIT

ACCOUNTING

CONSULTING

Ready to take on the rest of your journey? 
Let’s go together.



WWW.SBMON.COM8   ST. LOUIS SMALL BUSINESS MONTHLY / FEBRUARY 2018

ViewWITH A
Meetings 

Visit EchoBluffStatePark.com
(844) 322-3246 |               @EchoBluffStatePark

34489 Echo Bluff Drive, Eminence, MO 65466

GSI17_ECH_Ad_StLouisBusinessExpo_10x5-35_4-9x5-35_20171016.indd   1 10/16/2017   12:50:05 PM

You’re in a meeting with your boss and other team members 
to brainstorm ways to market your company’s newest 
product, an energy drink for athletes. You prepped for the 

speedy idea-generation session by jotting down five unique ways 
to get the word out to prospects and clients. You’re proud of your 
ideas, especially the one about hosting an Instagram contest where 
customers post snaps of themselves in a unique location sipping 
the drink during their workout. 

Yet, the meeting doesn’t go the way you hoped. As your boss 
goes around the table asking each team member for ideas, you lose 
confidence in yours as you listen to everyone else. “Wow,” you 
think, “my ideas just aren’t as great as Grace’s, Jim’s and Jamie’s. I 
better not say anything at all.” 

Uleash The Secret Power 
of Emotional Intelligence
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Free 
Co�ee Maker?

Great Service?
Is your Co�ee Service delivering 

on those promises?

Shop 1,000 name brand co�ee 
and breakroom supplies.

Order 24/7 at 
www.DiscountCo�ee.com or 

call (636) 278-1900 for 
FREE Shipping O�er.

 Folgers  $19.01      Maxwell House $22.58 

When Is “Free” Not Free?

Did you know that you may be paying 
$10.00 a case more for your Folgers or 
Starbucks® Coffee than your neighboring 

businesses down the street? 
“Coffee services sell at all kinds of prices up and  
down the street,” explains Kirby Newbury, Co-
Founder of St. Louis based DiscountCoffee.com.  
“The higher the salesperson can sell you, the 
higher commission for them.”

A typical salesperson will offer you a “Free 
Coffee Maker” in exchange for simply buying 
their products.  What they don’t tell you is that 
long after the coffee maker is paid for, you’re still 
paying the 25% - 60% premium that is built into 
the cost of their coffee supplies.

“That’s a key reason why back in 1998 we 
started DiscountCoffee.com,” says Co-Founder 
Cherri Newbury. “The time had come to change 
how small businesses buy their office coffee, tea 
and breakroom supplies.”                                   

Today small businesses can shop over 1,000 

DiscountCoffee.com was started back in 
1998 by Kirby and Cherri Newbury to 
change how small businesses buy their office 
coffee and breakroom supplies.

name brand products online 24/7 at DiscountCoffee.com.  The Internet Coffee Ser-
vice does not pretend to offer any “free coffee makers.”  All their deep discount pricing 
is transparent to easily shop on their secure web site.  

 Multiple Locations?
If you have multiple Missouri, Illinois or national locations, it’s easy to ship to each 

location with one easy checkout.  This is a great way to gain control of your cost at all 
your locations.  DiscountCoffee.com offers free shipping and no minimums.

Now you can get the same deep discounted prices as the businesses down the street - 
without having to pay for that “free coffee maker” anymore.

Compare & SAVE 
25%-60%

Since 1998 DiscountCo�ee.com 
has been your alternative Internet 

Co�ee Service for your o�ce or home.

 Starbucks® $42.00    Ronnoco $29.77

For busy executives and rising corpo-
rate stars, Roberta Moore, founder of 
Conscious Choices and Moore EQi, 
blends lessons learned in her account-
ing/banking career and systems-based 
psychotherapy practice to specialize in 
helping business teams, sales teams, and 
individual executives achieve personal 
and workplace success. 

While working in her therapy prac-
tice, Roberta noted the skills leading 
to successful personal relationships 
were the same skills needed to achieve 
workplace success. With this discovery, 
Roberta became certified in Reuven 
Bar-On’s model of Emotional Intel-
ligence and launched Moore EQi, 
helping companies succeed through 
improved emotional, social and cogni-
tive intelligence behaviors and skills. 

Emotional Intelligence (EQ) is a key 
indicator in predicting human perfor-
mance and development potential. It 

Moore EQi Helps Busy Executives and Rising Stars 
Achieve Personal, Workplace Success

encompasses a set of learnable skills 
that can be targeted and developed 
over time. 

EQ is a set of emotional and social 
skills that influence the way we see and 
express ourselves, develop and main-
tain social relationships, cope with 
challenges, and use emotional data to 
enhance performance. 

High EQ directly correlates to high 
productivity and profitability, success 
and happiness.

Moore EQi serves corporate teams, 

Moore EQi
Roberta Moore, Ed.S., LMFT, MBA, 

CPA, MST

8000 Bonhomme, 
Suite 413, 

Clayton, MO  63105

828-329-0431   
                   moorerelationships.com/eqi

Emotional Intelligence (EQ) is a key indicator in predicting human 
performance and development potential. It encompasses 

a set of learnable skills that can be targeted and developed over time.
 

High EQ directly correlates to high productivity and profitability, 
success and happiness.

executives, entrepreneurs and other 
leaders who work for small busi-
nesses, middle market companies and 
non- profit organizations.  Roberta is 
focused in the Professional Services In-
dustry and works with financial service 
providers, wealth managers, insurance 
advisors, lawyers and accountants.

If you would like to know more 
about how raising the specific EQ 

skills that can make you a Star 
Performer in your industry, please 

contact Roberta.

Moore Relationships
Roberta Moore, Ed.S., LMFT,   
MBA, CPA, MST
8000 Bonhomme, Suite 413
Clayton, MO 63105
(828) 329-0431
Moorerelationships.com/eqi

When your boss finally gets to you, you say, “Oh, everyone covered my ideas already. I don’t 
have anything to add.” Your boss looks at you, disappointed, as you crumple up your notes. 
Has something like this ever happened to you in a work meeting? It probably has, to some 
degree. If so, you need to develop your self-regard so you can stand up and speak out!

For over 16 years, Roberta has been helping people build self-regard in order to convey 
confidence, respect and professionalism. If you want to become more successful, contact 
Roberta today for a consultation.

About Moore Relationships
Moore Relationships serves corporate and sales teams, executives, entrepreneurs and other 
leaders who work for small businesses, middle-market companies and nonprofits. Contact us 
to learn more about how you and your team can become star performers in your industry.

(314) 499-1110          Moorerelationships.com         Roberta@moorerelationships.com
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Debi Enders (debi.enders@
commercebank.com) is 

vice president, small business 
banking at  

Commerce Bank. 

What issues should 
small-business 
owners be thinking 
about in 2018?
It can be di�cult for time-squeezed 
small-business owners to step back and 
consider how legislative changes and 
industry trends might impact their opera-
tions. But it’s worth the e�ort this year 
— particularly in two key areas:

1. Tax reform. Major corporations aren’t 
the only businesses expected to benefit 
from the Tax Cuts and Jobs Act, signed 
into law on Dec. 22, 2017. Some small 
businesses may save taxes too.

Before the law change, small businesses 
were allowed to immediately deduct 
50% of qualified new property purchased 
under the first-year bonus depreciation 
rules. Under the new law, that percentage 
increased and small businesses will now 
be eligible to deduct 100% of the cost of 
qualified property purchased and placed 
in service after Sept. 27,2017, and before 
2023.

2. A favorable lending environment. 
Small-business lending has rebounded 
in recent years and is expected to remain 
strong in 2018, the Small Business Ad-
ministration reports. During its 2017 fiscal 
year, the SBA saw an increase in its 7(a) 
and other loan programs, including loans 
to women, veterans and emerging com-
munities.

Available through SBA-a�liated banks 
like Commerce, SBA loans typically 
require lower down payments and lower 
monthly payments than a conventional 
loan might. Because they are guaran-
teed by the government, SBA loans also 
provide working capital that some small 
businesses might not otherwise be eli-
gible to access.

The bottom line: SBA’s lending outlook 
continues to be strong for 2018. But — like 
business incorporation — an SBA loan 
isn’t right for everyone.  If your business 
needs financing to operate and grow, your 
banker can guide you to the best source 
for you.  All you have to do is ask. n

SALES MOVES BY MARK SANBORN

5 Ways to Increase Your IQ 
(Implementation Quotient)

Whatever you choose to do, do it like 
there is nothing else you would rather be 
doing.

5) Keep striving.
Jean-Pierre Rampal, a renowned flutist, 

said: “There are nights I go out and play a 
piece perfectly. Then the next night, I go 
out and play it better.”

As you and your team execute the plan, 
keep looking for ways to make it even bet-
ter. Completion is the goal, but the higher 
goal is to achieve the best possible results.

And if things get off track, convert 
discouragement into determination by 
focusing on what has gone right and what 
can be done to address what has gone 
wrong. Complaining identifies obstacles, 
but leadership overcomes them.

When you do these things, you will 
achieve the kinds of results that most 
people only dream of attaining. n

Adapted from “You Don’t Need a Title to be 
a Leader: How Anyone, Anywhere Can Make 
a Positive Difference” by Mark Sanborn, Cur-
rency.

Mark Sanborn is president of Sanborn & As-
sociates Inc., an idea studio for leadership de-
velopment. He is an award-winning speaker, in-
ternationally recognized authority on leadership 
and author of the bestselling books “The Fred 
Factor” and “The Potential Principle.” To ob-
tain additional information for improving your-
self and your business (including free resources), 
visit www.marksanborn.com. 

How do leaders accomplish more 
than others? And how do they 
achieve great things with others? 

I believe a leader’s success is due to his 
or her IQ, or implementation quotient. 
That is the difference between common 
knowledge and consistent application. 
Implementation isn’t just about having 
good ideas; it is about acting on them.

In a longitudinal study by Fortune 
magazine, 70% of CEO failure was attrib-
uted to a CEO’s failure to deliver results. 
Many leaders start with grandiose visions 
but depart their positions with dreams 
unfulfilled.

If you desire to achieve more, you can 
easily increase your IQ. Here’s how to do 
it:

1) Dream big.
Don’t become a victim of puny dreams. 

Not only will those dreams fail to compel 
others to action but they will also fail to 
ignite and maintain your own passion.

Little dreams are almost as bad as no 
dreams at all. My friend Erwin McManus 
says it well: If you’re big enough for your 
dreams, your dreams aren’t big enough 
for you. Dreams should challenge us, not 
comfort us.

2) Plan small.
This step is critical. Once you have the 

dream, you need the details. That requires 
asking four key questions:

• What compelling reasons do we have 
for doing this? The power to achieve any 
goal lies in the purpose behind it. Com-

pelling reasons are the fuel of motivation.

• What needs to be done? Identify the 
specific steps and components of the 
project that cumulatively are necessary for 
success.

• Who will do what? Identify who is spe-
cifically responsible for each piece of the 
project. This is essential to create account-
ability. Many projects have failed because 
everybody thought somebody else was 
doing what needed to be done.

• When will things get done? The 
timeline for a project is another aspect of 
accountability. The goal is timely comple-
tion. By developing a timeline of comple-
tion, it is easy to track progress toward the 
goal.

3) Collaborate with others.
Encourage and appreciate the people 

on your team. If you’ve “planned small,” 
each team member knows what he or she 
is responsible for doing. Track individual 
progress and regress and monitor the 
timeline.

Make people accountable for results 
rather than activity. People can look busy 
and accomplish little. Measure what you 
treasure: results.

4) Implement boldly.
Remember that people will be watch-

ing your performance. How you act will 
greatly influence their enthusiasm and 
commitment. The quality of one’s perfor-
mance is the best indicator of his or her 
commitment and belief.
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Creating an 
Environment for Top 
Talent

CULTURECENTRIC LEADERSHIP
BY JONATHAN JONES

HIGH VOLTAGE MARKETING
BY TOM RUWITCH

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

A company’s long-term success depends in 
large part on its ability to attract, develop 
and retain top talent. High performers tend 
to thrive in the presence of colleagues who 
inspire them to excel rather than merely 
defer to perceived superiority. 

But as in any ecosystem, growth means 
change. Top performers, having raised a 
company’s in-house talent to new levels, 
can sometimes slip into mediocrity for lack 
of the challenges they crave. The surest 
way to ensure cultural decline in your com-
pany is to accept mediocrity as inevitable. 
So how can you keep your top talent chal-
lenged and contributing their best to your 
organization? 

1) Set high standards for performance. Top 
talent appreciates being challenged.

2) Make rewarding those who meet high 
standards part of your culture. Consider a 
bonus system or at the least some kind of 
celebration for great performance. Some-
time a simple thank-you is all the recog-
nition top performers need to motivate 
them.

3) Keep an eye out in the community and 
your industry for unique individuals whose 
gifts and experiences may fall well outside 
your industry’s standard template. Some-
times their atypical qualities can inspire 
leaders to try new, innovative means 
toward greater creativity and profits. 

4) Give underperformers a chance to im-
prove. If after earnest investment in coach-
ing they fail to rise, remove them from the 
organization. Your best employees, unbur-
dened of a low performer’s weight, will be 
motivated to new levels of achievement. 

5) Provide the specific peer group training 
necessary to develop top talent for their 
specific roles. You are investing in your 
most valuable   assets.

Remember, top talent wants to work in a 
winning environment. It is your respon-
sibility to create the habitat they need to 
achieve. n

Marketing Lessons from Hawaii’s 
False-Alarm Missile Alert 

those documents, I suggested. 
I don’t know if anyone here can do 

that, she said, adding that they had cut 
ties with the company that built their site. 

She settled on a solution: About 30 
minutes after the first email landed, she 
sent a follow-up, telling recipients that 
the first email had been sent in error and 
requesting that they not click the links 
that contained information intended for 
others. 

That helped. The click rate was lower 
than it might otherwise have been. Still, 
many nondirectors clicked through to the 
sensitive information. 

Hours later, someone relocated the 
sensitive files so the links in the original 
email didn’t work.

She called me the next day to thank me. 
“If only I had scheduled the mailing to de-
liver a few minutes later, I probably would 
have caught the mistake and canceled the 
mailing before it was delivered.” 

Yeah, if only…
I imagine the folks in Hawaii were 

saying, “If only…” a lot last month too. 
If only we had systems and procedures to 
prevent just one person’s error from caus-
ing a false alarm. If only we had a process 
in place to quickly retract a false alarm. If 
only...

If only our client had scheduled the 
email to send 10 minutes later. If only our 
client had sent a delivery notice to a col-
league who could see the delivery details 
(list-count, subject line, mailing draft, 
etc.). That second set of eyes could have 
caught the error and canceled the mailing. 
If only our client’s company had systems 
and procedures to edit the website quickly 
in case of an emergency. 

Human beings make mistakes. You 
and your colleagues are human. You have 
made and you will make mistakes. Bad 
things will happen — sometimes without 
human error as the cause. 

Do you have systems and procedures in 
place to minimize the damage?

Ask yourself now: What if I send an 
email to the wrong list or with a content 
error? What will I do? What if I have to 
change something quickly on my website? 
What will I do? 

It’s so much better to ask, “What if…” 
now (and plan accordingly) than to say, “If 
only…” after the damage is done. n

 
Tom Ruwitch is the president and founder of 
MarketVolt, an interactive marketing firm. For 
more business-building marketing resources by, 
go to MarketVolt.com/resources. 

I  wonder what that guy was think-
ing after he accidentally issued the 
incoming-missile alert in Hawaii last 

month. 
Imagine the scene as he and his col-

leagues scrambled to undo that damage. 
It took more than 38 minutes for the 
Hawaii Emergency Management Agency 
to retract the false alert. 

By any measure, that’s an epic failure 
— one that offers important lessons for 
small-business marketers. 

The Hawaii episode sparked a memory 
about one of those marketers: A few years 
back, a client called MarketVolt’s support 
desk in a panic. 

“Can I get back an email I just sent!?” 
she wailed.

“What do you mean, ‘get back’”? I 
asked. 

“Get it back! Undo it. Stop the send! 
Delete it from inboxes!” she screamed 
(yes, she was screaming). 

I broke the bad news. No, once the 
email has been sent, you can’t get it back. 

“Oh, no,” she whimpered, and then she 
told me her sad story…

She had accidentally delivered to all 
in her database an email intended only 
for her company’s board of directors. 
The email contained links to sensitive 
company information, including financial 
reports. 

She realized her mistake two minutes 
after pressing “send.” She looked at the 
delivery statistics and saw it had gone to 
1,200 recipients instead of just 14 direc-
tors. Since she had scheduled the email to 
send immediately, two minutes after the 
fact was too late. 

She picked up the phone and called 
me. I tried to offer some quick-fix solu-
tions. 

Can you move the sensitive files from 
your server so the links in the email won’t 
work? 

I’m not sure how to do that, she 
replied. 

What about shutting down your entire 
site for just a few minutes (“site undergo-
ing maintenance”) so no one can get to 
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Tax Reform Impact 

FINANCIAL FITNESS
BY KAREN STERN

Karen Stern, CPA, (kstern@
bswllc.com), partner in charge, 

Brown Smith Wallace Entrepre-
neurial Services Group, provides 

tax and accounting services for 
companies ranging from start-

ups to $20 million in revenue.

The recently passed tax reform bill, com-
monly referred to as the Tax Cuts and Jobs 
Act (TCJA), is the most expansive federal 
tax legislation since 1986. It includes a 
multitude of provisions that could have 
a major impact on small businesses in 
particular. Some of the most significant 
changes include:

• Replacement of graduated corporate tax 
rates ranging from 15 percent to 35 percent 
with a flat corporate rate of 21 percent.
• New 20 percent qualified business 
income deduction for owners of pass-
through entities and sole proprietorships 
through 2025.
• Doubling of bonus depreciation to allow 
for a 100 percent deduction and an expan-
sion of qualified assets to include used 
assets — e�ective for assets acquired and 
placed in service after Sept. 27, 2017, and 
before Jan. 1, 2023.
• Doubling of the Section 179 expensing 
limit to $1 million and an increase of the 
expensing phase-out threshold to $2.5 
million
• New disallowance of deduction for net 
interest expense in excess of 30 percent 
of the business’s adjusted taxable income; 
taxpayers (other than tax shelters) with 
average annual gross receipts of $25 mil-
lion or less for the three previous tax years 
are exempt from the interest deduction 
limitation.
• Elimination of the Section 199 deduction, 
also commonly referred to as the domestic 
production activities deduction or manu-
facturers’ deduction, for all taxpayers, 
effective for tax years beginning after Dec. 
31, 2017.
• New limitations on deductions for em-
ployee fringe benefits, such as entertain-
ment and, in certain circumstances, meals 
and transportation; most significantly, the 
deduction for business-related entertain-
ment expenses is completely disallowed.

Each of these provisions generally applies 
to tax years beginning after Dec. 31, 2017, 
unless noted otherwise above. Additional 
rules and limits may apply, and there are 
other provisions under the TCJA that may 
a�ect your business. n

You’ve likely heard this one, but 
bear with me. Two young fish are 
swimming in a pond. An older fish 

swims toward them and says, “Hey guys. 
Isn’t the water great?” Both of the young 
fish reply that indeed the water is great. 
The older fish moves along. The young 
fish continue swimming along for some 
time. Then one of the young fish turns 
to the other and asks, “What the hell is 
water?”

That parable has been made popular 
by the likes of David Foster Wallace and, 
no doubt, countless other column writers 
in search of a metaphor. I would have 
presented a different one to you, but the 
story offers the perfect picture of how an 
organization’s culture can be understood. 
Your culture - the shared assumptions and 
beliefs that govern the behavior of your 
organization - is ubiquitous yet invisible. 
As such, few leaders have useful ways of 
articulating the values of that culture. 
Most of us swim in the waters of our 
culture completely unaware of the context 
that surrounds us. 

When tasked with trying to formulate 
values to describe the behaviors in our 
organization, we typically rely on Successo-
ries-like words: Integrity, honesty, innova-
tion, persistence. They decorate the office 
cubes and homepages. The trouble with 
these single-word descriptions (outside 
of their entropy) is that they fail to really 
describe behavior. Precisely how does one 
suddenly do innovation? The culture thus 
remains ill-defined and invisible.

None of this may matter to you. A busi-
ness can survive with an unarticulated cul-
ture for years. And all will seem well. That 
is, until something changes. The market 
shifts. The foundations of your industry 
are threatened. You’ve grown, and you 
have a new vision. By now, a lot of leaders 
understand that a necessary component 
of change must involve the people in the 
organization. You know, the whole mis-
quoted Drucker “Culture eats strategy for 
breakfast” thing. Perfect. The implication 

here is that you can change the way the 
humans within your organization behave 
and all will be well. That implication relies 
on two assumptions: 
1. The humans in your organization un-
derstand your vision.
2. You can profoundly change humans 
and force development.

As well-intentioned as most culture 
change management strategies may be, 
they are often based on these two assump-
tions. And it turns out that the more 
likely two assumptions you can make are 
the following:
1. The humans in your organization do 
not understand your vision.
2. A force-feeding of development is usu-
ally met with, at best, resentful compli-
ance.

It turns out that the smart brands who 
find ways to enfranchise people through 
change start with those two assumptions. 
Although it may seem counterintuitive, 
the ways to help the people within your 
organization to support your change is to 
first be curious about what behaviors or 
values truly describe your culture. And 
then begin using those behaviors in sup-

port of your vision.
Instead of a list of words, you must have 

a compelling set of behavior statements to 
nurture a culture in support of change. To 
interrogate those behaviors and end up 
with something that is not just a list of at-
tributes, you can begin with a few prompts 
to your key stakeholders:
1. Tell me a story about a time you felt the 
best during your work. What happened? 
What kinds of behaviors were present?
2. Tell me about a time that things fell 
apart. What happened? What was absent?

This will at least give you a start in 
revealing what is still invisible. Your goal 
would be to end up with a series of state-
ments that would be instructive for the 
organization. Avoid, if possible, the list of 
morals or attributes. Those prompts are 
but a beginning. And you can then begin 
to find what parts of your culture already 
support your vision and the need for 
change. n

Jeremy Nulik (jeremy@bigwidesky.com) is evan-
gelist prime at bigwidesky, a human business 
consultancy, in St. Louis, Mo.

MARKETING WORKS
BY JEREMY NULIK

Why You Shouldn’t Change Your 
Company Culture
How to Make It More Visible Instead
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SPECIAL REPORT: TECHNOLOGY

Safe Surfing 
Practices

BY SCOTT M. LEWIS

We all hear it, but do we actually 
practice it? Safe internet surf-
ing, we have been preaching 

this for years but somehow the message 
doesn’t seem to get through and for the 
most part I think it comes down to a 
couple of factors. The first factor would 
be convenience verse security. We all 
talk about security and we spend a lot 
of money on it, until it becomes incon-
venient. Then the first thing we want 
to do is loosen the security up to make 
it easier. We don’t want any delays that 
might imped that next all important 
email, text message or instant message 
coming in at the speed of sound. Second 
I think it has to do with technology 
comfort, which is generational. Younger 
people are comfortable with the technol-
ogy, especially the use of social media 
and mobility devices, that security is not 
something that they really think about. 
Millennials, from their perspective, feel 
someone else is looking out for them 
such as software companies, telecom 
carriers, or even in some cases Microsoft, 
Google and Apple. 

A 2017 Tech Republic study had some 
interesting statistics on Safe Surfing. 
According their study, tech savvy people 
are 18% more likely to fall victim to 
cybercrime such as identity theft. Tech 
Republic also found that less than 4% 
or let’s call it 96% of respondents do not 
follow “all the basic security recommen-

dations”. The report went on to show 
that more than 40% of respondents 
admit that they are simply too lazy, don’t 
care or don’t want to be bothered with 
what it takes to be safe online. 

What are some of the things that you 
can do to protect yourself while surfing 
online?

Don’t share the love. With the growth 
of social media we have become a society 
that loves to share. We are proud of our 
kids, dogs, friends and our hobbies.  
However, with all that sharing comes the 
love and statistically buried in all that 
love and sharing are your passwords. All I 
need is time to gain access to your social 
media accounts and sooner or later your 
password could be compromised. Reduce 
the amount of stuff you share online, 
don’t share dates, names, places or other 
things that might reveal more than you 
want.

Be security minded. Most public 
WIFI’s are not secure, which leaves you 
open for hacking. Make sure that when 
working from home you use a router that 
is password protected and encrypted. 
Use a VPN connection, including a 
personal VPN, when working off your 
corporate network. These are things that 
you should conssider doing all the time 
and making them habit forming so that 
you automatically do them to keep your 

personal security at a higher level. 

Complex passwords are always impor-
tant, however, we have become almost 
numb to what complex means. Then 
comes the problem of remembering 
them all.  One thing that I have started 
telling people is stop using words, instead 
use a phrase you can remember. Phrases 
are longer, have capital letters, sometimes 
numbers and multiple spaces. A simple 
phrase, such as “Who is going to win the 
football game tonight?”, now becomes 
a very difficult password to crack and is 
easy to remember. 

Protect your mobile device. As online 
threats have evolved and grown in so-
phistication, mobile devices have become 
as big a target as laptops and desktops. 
Their operating systems are now just as 
vulnerable as any other computer and 
face the same threats from risky apps 
and dangerous links. It is now just as 
important to have virus protection on 
your mobile devices, ensure that your 
security is enabled and don’t respond to 
text messages or emails from people you 
don’t know. 

Regardless of if you are at work or 
surfing off a mobile device, you have to 
practice safe surfing. Surfing safe does 
not mean don’t surf. It does mean you 
have to be aware of the threats and make 
security part of your lifestyle when it 
comes to being on the internet. Com-
mon sense things like not writing down 
or sharing passwords, keeping your soft-
ware and devices up to date and knowing 
who you are communicating with online 
are simple things that will help you surf 
safe and keep your private data private. n

Scott Lewis is the President and CEO of Win-
ning Technologies Group of Companies.  Scott 
has more than 30 years of experience in the 
technology industry and is a nationally recog-
nized speaker and author on technology sub-
jects. Scott has worked with large and small 
business to empower them to use technology to 
improve work processes, increase productivity, 
and reduce costs. Scott has designed thousands 
of systems for large, medium and small com-
panies and Winning Technologies goal is to 
work with companies on the selection, imple-
mentation, management and support of tech-
nology resources. Learn more about Winning 
Technologies at www.winningtech.com or call 
877-379-8279.



• • • •
• • • •

• •
• •

• •
• •

• •
• • •

• • •• • • • • • • • •
•

• • • • • • •
• ••• • •

• •
•• • •

16090 SWINGLEY RIDGE ROAD, SUITE 400 | CHESTERFIELD, MO 63017 | INFO@BRANDAMG.COM | BAMG IS AN 
SEC REGISTERED INVESTMENT ADVISOR WITH ITS PRINCIPAL PLACE OF BUSINESS IN THE STATE OF MISSOURI.  FOR 
ADDITIONAL INFORMATION ABOUT BAMG, INCLUDING FEES & SERVICES, SEND FOR OUR DISCLOSURE BROCHURE.

Thank you for honoring Todd Brand, President & CEO of Brand Asset Management Group, as a 2018 Best Wealth Manager in St. Louis 
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Best In Customer 
Service
Regardless of the industry, businesses need 
to supply top notch customer service to be 
successful. The following companies were 
voted the best in customer service in St. 
Louis. Make sure you check out the Awards 
page at www.sbmon.com to stay up to date 
with other Best in Business nominations for 
2018.

•

•
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•
•

•

•

•

•

•

•
•

•

•

•

•

 COMPANY NAME CONTACT INFORMATION

Abeles and Hoffman P.C. 314.991.4770 9666 Olive Blvd., #625
  ahcpa.com St. Louis, MO 63132

A-Z Business Solutions, Inc. 855.553.2665 1008 Rock Creek Elementary School 
 a-zbusinessolutions.com O’Fallon, MO 63366

Becker & Rosen CPA’s LLC 314.725.0324 8008 Carondelet Ave., #214
 brcpallc.com St. Louis, MO 63105

Brugere & Co. CPA P.C. 314.729.0034 10016 Office Center Ave., #102
 brugere.com St. Louis, MO 63128

Capes Sokol 314.721.7701 7701 Forsyth Blvd., 12th Fl.
 capessokol.com St. Louis, MO 63105

Citishred 314.800.6545 9242 Clayton Rd.
 citishred.com St. Louis, MO 63124

Da-Com Corporation 314.442.2800 5317 Knights of Columbus Dr.
 da-com.com St. Louis, MO 63119

Delta Dental of Missouri 314.656.3000 12399 Gravois Rd.
 deltadentalmo.com St. Louis, MO 63127

Graybar Electric 314.573.9200 34 N. Meramec Ave.
 graybar.com St. Louis, MO 63105

Holt & Patterson LLC 636.530.1040 260 Chesterfield Industrial Blvd.
 holtpatterson.com Chesterfield, MO 63005

Jefferson Bank and Trust 314.621.0100 2301 Market St.
 jbt-stl.com St. Louis, MO 63103

Lashly & Baer, P.C. 314.621.2939 714 Locust Street
 lashlybaer.com St. Louis, MO 63101

Leritz & Plunkert, P.C. 314.269.0135 555 Washington Ave., #600
 leritzlaw.com St. Louis, MO 63101

Moneta Group 314.726.2300 100 S. Brentwood Blvd., #500
 monetagroup.com Clayton, MO 63105

Parkside Financial Bank & Trust 314.290.8600 8112 Maryland Ave., #101
 parksidepath.com St. Louis, MO 63105

Paycor 855.551.2026 7800 Forsyth Blvd., #650
 paycor.com St. Louis, MO 63105

Payroll Central 618.624.9250 1103 Frontage Rd.
 payroll-central.com O’Fallon, IL 62269

Peoples National Bank 618.241.6500 520 S. 42nd St.
 peoplesnationalbank.com Mt. Vernon, IL 62864

Purk & Associates, P.C. 314.884.4000 1034 S. Brentwood Blvd., #2000
 purkpc.com St. Louis, MO 63117

Reliance Bank 314.569.7200 10301 Clayton Rd.
 reliancebankstl.com Frontenac, MO 63131

Seafoam Media 314.200.5515 2732 Sutton Blvd.
 seafoammedia.com Maplewood, MO 63143

The Purple Guys 314.334.3085 12825 Flushing Meadows Dr., #250
 purpleguys.com St. Louis, MO 63131

The Miller Group 314.822.8090 1112 Westmark Dr.
 themillergroup.com St. Louis, MO 63131

ThrottleNet 314.961.1027 9201 Watson Rd., #350
 throttlenet.com St. Louis, MO 63126

Tom Dunn CPA Firm 314.500.1200 677 Craig Rd.
 tomdunncpa.com St. Louis, MO 63141

Triad Bank 314.993.4333 10375 Clayton Rd.
 triadbanking.com Frontenac, MO 63131

Turnkey Technologies 636.730.1080 575 Maryville Center Dr., #1S
 turnkeytec.com St. Louis, MO 63141

 636.573.1212 520 S. Fifth St., #300
 wamhoff.com St. Charles, MO 63303

•

•

•
•

•

Wamhoff Financial  Planning 
& Accounting Services

•

•
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SMART INVESTMENTS, SOLID RELATIONSHIPS

Financial and 
Retirement Planning

www.RenaudandCompany.com

FREE Collapsible Cooler 
and Coozie

793 West Terra Lane
O’Fallon, MO 63366

636.240.5055

Greetings & Best Wishes In Your New Home
From Welcome Wagon® & Renaud & Company

Congratulations 
MATTHEW RENAUD

On Being Named 
One of the BEST 

Wealth Managers 
in St. Louis 

by Small Business Monthly - 
Feb. 2018

SMART INVESTMENTS, SOLID RELATIONSHIPS

www.RenaudandCompany.com

Retiring? 
Changing Jobs? Have 

a 401k to rollover?
Call today for more 

information or 
to schedule your 
free consultation

Thank you for naming us as one of Small Business 
Monthly’s “Best in Customer Service” firms. At Abeles 
and Hoffman, our integrity has helped build a reputation 
for providing excellent service and forming long-lasting, 
personal relationships with our clients. 9666 Olive Blvd., Suite 625

St. Louis, MO 63132 
(314) 991-4770
www.ahcpa.com INTEGRITY. INSIGHT. SOLUTIONS.

WE STAND OUT  
FROM THE CROWD

 

10375 Clayton Road ~ Frontenac, MO 63131~ 314.993.4334 ~ www.triadbanking.com 

HUMBLING,
TO SAY THE LEAST.

We’re honored to be named as one of the 
Best in Business for Customer Service in 
St. Louis. From all of us at Payroll Central, 
thank you.

Carolyn Hemker
Donna Summers

Amanda Stauder 
Mindi Rickho�

1103 Frontage Rd
O'Fallon IL  62269 
618.624,9250

       

 www.payroll-central.com   

Every employee’s smile tells a story. Make it easy for 
them to keep theirs healthy. For over 60 years, we’ve 
been providing the tools, expertise and exceptional 
customer value that keep smiles healthy. No one 
covers more smiles than we do. Contact your benefits 
consultant today. Learn more at DeltaDentalMO.com. 

YOU LOOK
AWFULLY FAMILIAR

I CAN’T REPEAT IT
BUT IT’S GOOD

MY EMPLOYEES ARE
WELL TAKEN CARE OF

IT’S TOO GOOD
TO PUT DOWN

THIS IS FUN,
I THINK

I GUESS
THEY LIKE ME

©2017 Copyright Enterprise Financial Services Corp

150 North Meramec, Suite WPG, St. Louis, MO 63105

Congratulations Bryan Barts

Named one of St. Louis’s
Best Wealth Managers

Small Business Monthly.

Your optimism and devotion to learning 

are they representative of any one client’s evaluations.
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Best Wealth 
Managers
The following wealth managers were voted 
the best in St. Louis. Make sure you check 
out the Awards page at www.sbmon.com to 
stay up to date with other Best in Business 
nominations for 2018.

•
•

•

•

•

•

•
•

•

•

•

•

•

•

•

•

 COMPANY NAME CONTACT INFORMATION

  314.598.4060 1401 S. Brentwood Blvd., #550
  hightoweradvisors.com Brentwood, MO 63144

  636.733.1010 16401 Swingley Ridge Rd., #425
 opco.com Chesterfield, MO 63017

 Bryan Barts, Enterprise Trust Co. 314.725.5500 150 N. Meramec Ave.  
 enterprisebank.com St. Louis, MO 63105

 Bob Beckman, Stifel 636.530.6600 520 Maryville Center Dr., #410
 stifel.com St. Louis, MO 63141

  636.532.7333 16090 Swingley Ridge Rd., #400
 brandamg.com Chesterfield, MO 63017

 Diane Compardo, Moneta Group 314.726.2300 100 South Brentwood Blvd., #500
 monetagroup.com Clayton, MO 63105

  314.884.2800 600 Emerson Rd., #110
 krilogy.com St. Louis, MO 63141

  636.449.4890 16253 Swingley Ridge Rd., #215
 siriuswealthmanagement.com Chesterfield, MO 63017

 314.889,0594 1 CityPlace Dr., #100
 evergreenstl.com Creve Coeur, MO 63141

 314.764.2732 1401 S. Brentwood, #700
 visionarywealthadvisors.com St. Louis, MO 63144

 636.532.7824 540 Maryville Centre Dr., #105
 plancorp.com St. Louis, MO 63141

  314.889.1100 101 South Hanley Rd., #800
 bdo.com St. Louis, MO 63105

  636.449.4900 14755 North Outer Forty, #100
 acrinv.com St. Louis, MO 63017

  314.400.5000 1401 S. Brentwood Blvd., #750
 greenwayfo.com Brentwood, MO 63144

  636.778.1293 618 Spirit Dr., #100
 meansfinancialgroup.com Chesterfield, MO 63005

  314.786.9000 14323 South Outer Forty Dr., #210S
 diversifiedfa.com St. Louis, MO 63017

 Jeff Ponte, Edward Jones 314.469.1696 14278 Ladue Rd.
 edwardjones.com Chesterfield, MO 63017

 Tom Reed, Axius Financial 636.493.9600 2085 Bluestone Dr.
 axiusfinancial.com St. Charles, MO 63303

 Matthew Renaud, Renaud & Co. 636.688.7173 793 W. Terra Lane
 renaudandcompany.com O’Fallon, MO 63366

  636.728.2488 14567 N. Outer 40 Rd., #300
 stlouis.massmutual.com Chesterfield, MO 63017

 314.854.5609 14805 N. Outer Forty Rd., #200
 fa.morganstanley.com/newbridge Chesterfield, MO 63017

 636.778.2500 16100 Swingley Ridge Rd., #240
 endeavorwealthmgt.com Chesterfield, MO 63017

 314.726.2300 100 S. Brentwood Blvd., #500
 monetagroup.com Clayton, MO 63105

 636.573.1212 1520 S. Fifth Street, #300
 wamhoff.com St. Charles, Mo 63303

  314.576.1166 12655 Olive Blvd., #300
 premierfn.com St. Louis, MO 63141

 636.397.1285 7417 Mexico Rd., #104
 vinewm.com St. Peters, MO 63376

 314.381.2201 17295 Chesterfield Airport Rd.
 cwosforhire.com Chesterfield, MO 63005

Barbara Archer,  
High Tower St. Louis 
Demos Argyros, 
Oppenheimer & Co.

David G. Domain,
Sirius Wealth Management
Mike Goldberg,
Evergreen Wealth Strategies

John Moynihan,
Diversified Financial Advisors, LLC

Joan Malloy,
Greenway Family Office

Todd Brand, 
Brand Asset Management Group

Elizabeth Connelly,
Krilogy Financial

Troy Hedman,
Visionary Wealth Advisors
Chris Kerckhoff,
Plancorp Financial Services
Richard Kraner,
BDO USA
Michael Lissner,
Acropolis Investment Management

Jerry Means Jr.,
Means Financial Group

Tim Salzman,
The Newbridge Group of St. Louis

Brian Roberts, 
MassMutual

Bob Wamhoff, Wamhoff Financial
Planning & Accounting Services

Brian Sinak,
Endeavor Wealth Management

Julie Sward,
Moneta Group

Jim Wood,  
Premier Financial Partners
Louis Wray,  
Vine Wealth Management

David Zaegel, CWOs For Hire

•

•

•

•
•

•

•

•

•

•
•
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Investing in your interestsTM

Have your fortune and eat it, too.

EXPERIENCED | CARING | FINANCIAL PLANNING SERVICES | FOR ACCOMPLISHED INDIVIDUALS

(636) 449-4900             www.acrinv.com

Have your fortune and eat it, too.
At Acropolis, we take a more personal approach to wealth management.

Just ask Michael Lissner, who was named  

one of the Best Wealth Managers in St. Louis.

Congratulations
Troy Hedman!
Visonary Wealth Advisors is proud to congratulate 
Troy Hedman on being named one of the BEST 
Wealth Advisors in St. Louis

With over 25 years’ experience, Senior Wealth Manage-
ment Advisor, Troy Hedman, attributes his success to 
the precept that, “No one cares how much you know, 
until they know how much you care.”  He values the 
open and honest relationship with his clients that 
goes well beyond numbers and planning.

1401 S. Brentwood Blvd., Suite 700
St. Louis, MO 63144

314.764.2732

www.visionarywealthadvisors.com
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Keeping up with technology can be a daunting task. Our technology experts let you know 
how to get the most of your technology partners this year and beyond.

Technology in 2018

In business since 1985, the Miller Group is head-
quartered in Des Peres, Missouri and is a full-service 
technology solutions provider for small to medium-
sized businesses. The company currently serves over 
400 companies across the St. Louis region.

Joe Svoboda
The Miller Group

themillergroup.com
Founded in 1996, Computer Solutions has grown 

from a single person with a passion to provide supe-
rior customer service and productive Macintosh solu-
tions to a team of professional Mac advocates with the 
same belief. Computer Solutions is family-owned and 
headquartered in Saint Louis, delivering sales, service 
and support to businesses, individuals and education-
al institutions throughout Missouri and Illinois.

Tina Bader
Computer Solutions

compsolstl.com

Acropolis Technology Group began in 1996  for 
brothers Tracy and Brad Butler. As the business grew, 
the brothers left their civil engineering careers to 
build the one-of-a-kind IT company . Today, Acropolis 
has 59 employees that now share in the ownership 
through ESOP and serves companies throughout the 
region. Acropolis Technology Group is a fully man-
aged IT solution provider for the small to medium 
sized business. The company takes a strategic approach 
in aligning IT with business.

Brad Butler
Acropolis Technology

acropolistech.com

INSIGHTFUL DISCUSSION

What are the challenges companies are facing when it 
comes to technology? The first challenge is that compa-
nies aren't aware the degree to which technology affects 
their business, and they haven't been introduced to 
easier, more updated ways of doing things. In addition, 
there is always potential for something to go wrong and 
operations to go down. There have been many advances 
in the industry to protect businesses in that scenario. 
For instance, there are a lot of threats out there. Click-
ing on something you shouldn’t can lead to viruses or 
ransomware. Other threats include hardware failure, 
power outages and damage due to water leaks and fires.  
The question businesses should be asking themselves is 

how fast can they get back up and running? A continu-
ation plan is really, really important. We see that all the 
time with companies that don’t have a plan in place. 
They have their data from last night’s backup, but it 
may take them a day or even weeks to get back up and 
running. That’s a lot of lost revenue.

The industry has really shifted to managed services 
over the years and away from the break-fix model of 
computer consulting. Do you see this changing? As 
a company, we’ve lived this. We used to be a break-fix 
company. We’d wait for a phone call--you’d call with 
something wrong, and we’d fix it. Then we’d wait for 

the next phone call.  This reactive approach leads to the 
more issues you have, the more money we would make.  
With managed services we only make money when you 
are not having any issues.  That is a win-win.  
Managed services are now more proactive and preventa-
tive, more than anything. It is implementing best prac-
tices and procedures. The whole goal is to make sure 
you are using your technology to better your business, 
and to make sure the technology is always available. We 

A Continuation Plan Is Really Important Joe Svoboda
The Miller Group
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at their operations and how employees interact with 
technology. Technology is constantly changing.  A busi-
ness needs to explore and find what works best for their 
environment.  Technology should compliment your 
business and be a tool for your success.  
 
When looking for an IT provider, what advice would 
you give a business owner?
In addition to knowledge and experience, your IT pro-
vider should understand your business. When we bring 
on a new client, we meet with them face-to-face. We 
want to understand the company and what technology 
is currently in place. Then we interview the employees 
and understand how each department is contributing 
to the company. We want to know their workflow and 
what is working well and what is not working well.  An 
IT provider should be customer service driven, willing 
to take the time to get to know your business to develop 
a plan that works best for your business.

What is your company’s focus today? 
Computer Solutions is an Authorized Apple Dealer 
and Premium Service Provider.  Our focus is providing 
complete IT solutions and support with an emphasis 
on the integration of Apple products.  To some clients, 
we are their total IT department providing support and 
troubleshooting for all their technology.  For enterprise 
accounts that currently have IT departments, we work 
with their existing staff to provide co-managed IT sup-
port. 

How has the Mac environment changed when it 
comes to business?
In the past, Macs were primarily used by creatives, edu-
cation and individuals.  As Apple’s “Ease of Use” was 
discovered, Apple technology became more accepted 
in the enterprise. The move to cloud based apps have 
made it easier to use iOS devices or Macs to run your 
business or to integrate in with corporate America.

What are some of the technology challenges holding 
businesses back?
The biggest challenge for a business is to have a technol-
ogy plan.  Without a plan it’s hard to estimate their 

Lack Of A Technology Plan Could Be Holding You Back 

IT needs and budget for future technology purchases. 
Companies may also be more reactionary to IT needs 
resulting in overcomplicated systems, over spending or 
technology that becomes obsolete before it’s useful life 
is realized.  A good technology plan will help a business 
realize their goals and provide the most cost effective 
solution.

When it comes to technology, what should these busi-
nesses be focused on?
When it comes to technology, a business should look 

A Continuation Plan Is Really Important

do strategy reviews, look for holes in the system…we are 
always out there inspecting and discovering how we can 
eliminate risks, as opposed to waiting for something 
to break. We see that by increasing our involvement 
with our clients, their overall need for reactive support 
lessens significantly.
As far as changing, I only see the role of MSPs in busi-
ness growing stronger. The companies who utilize man-
aged services over in-house personnel or DIY technol-
ogy are growing because of the lack of downtime and 
ability to budget for technology improvements. 
Security is a big concern for businesses of all sizes. 

What should businesses consider when it comes to 
security? The biggest thing is really the users of your 
technology, your employees. Cyber security training is 
a big deal. We help our clients with this on a regular 
basis. Gone are the days when you could just have anti-
virus software on your computer and everything would 
be OK. We see companies get hit with ransomware.   

We’ve seen other clients get tricked into giving away 
confidential information about the company, like bank 
account numbers. Training users on what to look for is 
critical in stopping these attacks. You can’t prevent that 
with any kind of antivirus. Education is really the key.

What advice would you give a business searching for 
an IT provider? I would look for longevity in the indus-
try. I think the size of the business is also important. 
For example, we not only have a help desk, we have 
employees that can take on a CIO role, and IT manager 
role…those are the roles you get with a more established 
provider.
Also, take a look at the questions they are asking about 
your business. No two businesses are alike. You want a 
provider that is involved in asking questions about what 
you do. They will become an advisor in your business.  
Sometimes providers just don’t communicate very well 
with their clients. The IT company should really be a 
partner in your business.  After working with us, clients 

have a sense of not only how their technology works, 
but hopefully, ideas for how they would like to better 
use it in the future.
When I meet with a prospective client, the one thing I 
always ask is, "What if I physically pick up and take your 
server for five days?  What are you going to do?’" Rarely 
does anyone have an answer. That’s a real problem.  A 
server crashing, getting malware—what would you do 
in that scenario? If you are shutting your doors for a 
day or two, what would that mean for your business? 
We all depend heavily on technology for our day to day 
operations, you have to make sure it is always available. 
These are important questions. We provide solutions so 
you can keep your business up and running under any 
circumstance.

Joe Svoboda
The Miller Group

Tina Bader
Computer Solutions 
Group
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INSIGHTFUL DISCUSSION

Brad Butler
Acropolis 
Technology Group

When you meet with prospects, what 
are some of the technology challenges 
they are experiencing? The biggest prob-
lem I see when we go into a new environ-
ment is that these companies should 
be moving past the situation where one 
employee, who typically is really good at 
computers, is working IT on a part-time 
basis and covering his or her primary 
job as well.  He may be good at fixing a 
“point” problem they have with Word 
or Excel, but he’s not looking at the en-
vironment holistically. He’s not looking 
at their backups consistently. He’s not 
making sure all the machines are patched 
consistently. He’s not making sure the an-
tivirus is up to date. He’s not looking at 
the firewall…all of that baseline stuff that 
has to get done. He’s not making sure 
any of that is done on a consistent basis. 
That’s where a lot of the small businesses 
fall short initially. In addition this person 
only sees one network and has no way 
to stay on top of the new trends in IT or 
bring an outside perspective that improve 
the bottom line.

Years ago, top advisers for a business 
were always the banker, the accountant 
and the attorney. With the importance 
of technology these days, do you feel the 
technology provider is also now consid-
ered a top advisor? Definitely. This is 
one of the key things our company does 
best. We were the first in St. Louis to 
use the phrase vCIO in describing these 
services. When we talk about a virtual 
CIO (chief information officer), we are 
not just giving our clients some guy who 
is good at technology. What we bring to 
the table is not just a technologist but 
one with business acumen, and years of 
experience. We have CIOs that are really 
sharp business people. They can sit down 
at the table with the C-level executives 
and not only talk about technical solu-
tions but understand how those solutions 
effect profit and loss, the balance sheet. 
We cover the whole gamut. Our CIOs are 
true advisors.

What has managed services done for 
your company and your clients? Years 
ago, before we offered managed services, 
we had a client with a small business. The 
owner would call us up when something 
would break, and we’d come out and fix 
it. The owner called one day and said his 
main accounting computer was down. At 
the time, it was only a few of us so I came 
out and the hard drive failed. He asked 
about all of his accounting data. When 
we went to the backup tapes, it had been 
six weeks since he had his last backup. 

Keep An Eye On Your Entire IT Enviornment 

He lost the last six weeks of his account-
ing data. 
This client only called us out when things 
broke, and that was the old model for IT 
support. When he lost all of his data, I 
felt horrible. After that, we decided we 
didn’t want that to happen to anyone 
else. That is when we started managed 
services before it was a thing.  We started 
managing and monitoring our clients’ 
technology. This way, we could manage 
that process and make sure all of our 
clients had his backups and other impor-
tant but not urgent systems in place. We 
didn’t want to have this situation come 
up again for another client.
Managed services is a term that really 
means different things to different peo-
ple. We look at a client’s IT environment 
and business as a holistic environment. 
Everything is intertwined and working 
together. When we talk about managed 
services, we’re talking about complete 
management, from the infrastructure to 
the people to the process to the budget 
and managing that environment for our 
small and medium sized businesses.

Where do you see IT industry heading 
in the future? What can companies 
expect? As things migrate to the cloud, 
a lot of people think IT will become less 
complex. I think that cloud will actually 
introduce more complexity in the short 
term. You will have services up in the 
cloud, and you will also be dealing with a 
group of services on premise. 
From the end user standpoint, it may be 
less complex because they can access the 
data they need anywhere in the world 
from any device, but on the backend, to 
make it simple for the end user, there is 
more complexity when those apps and 
data can reside in several places.
IT professionals will always be needed, 
but as far as fixing devices and PCs, those 
will become throwaway devices, almost 
like your Iphone is today. I see the shift 
toward application integration, connec-
tivity management and security manage-
ment. I see things shifting more that way 
than what we do now.  As applications 
and users get dispersed, having a com-
pany like Acropolis that can help manage 
it all becomes even more important.

Serving the St. Louis 
metro area with all 
of your technology 

needs for over 
20 years.

www.acropolistech.com

Missouri: 314.890.2208
Illinois: 618.254.8733

It's a better way to manage I.T.

Employee Owned. Client Focused. 

 Integrated HR Solution 
simploy.com

Simploy has your HR needs covered at every turn.
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MARVELOUS MENTORS

Marvelous
Mentors

Six Business Guides 
Who Freely Share 
The Wealth Of Their Wisdom

What makes a great mentor? 
What inspires them, even as 
they inspire others? For their 

mentees they provide guidance, ideas, 
a sounding board and, very often, emo-
tional support.

Successful leaders often talk about the 
importance of having great mentors. 
Typically those mentors aren't look-
ing for attention. They prefer to play 
a behind-the-scenes role and let their 
mentees shine.

With that in mind, it is time to give 
mentors a turn in the spotlight. In the 
following pages, SBM presents the stories 
and insights of six remarkable guides.

WORDS BY RON AMELN

Sharing Her Business Knowledge
Tessa Greenspan

In 1986, Sappington Farmers’ Market, then a 75-year-
old produce and grocery store, was teetering on the 
edge of financial disaster. The business, which served 

generations of South County residents, was in danger of 
shutting its doors.

Two of the store’s three partners decided to file for 
bankruptcy and close the business. Only one obstacle 
stood in their way: Tessa Greenspan.

Greenspan, the third and once-silent part-
ner, wasn’t about to let the store close. “The 
store had been a part of the community for 
years,” she says. “Many of the clients were 
second- and third-generation customers.”

Everyone, from her lawyer to her husband, 
advised Greenspan to close the business. 
When she decided to keep it open, she 
inherited all the debt, more than $400,000 in 
overdue bills. 

Despite the gloom and doom, Greenspan 
turned the near-bankrupt store into a thriving business. 
She depleted her savings and mortgaged her home to 
help pay the debts, and then she slowly began rebuilding 
the business.

With a positive attitude and a unique, one-on-one 
mentoring approach with employees, Greenspan and her 
staff built a one-of-a-kind company, earning Greenspan 
the SBA’s Small Business Person of the Year honor in 
2002. She sold the business in 2008. 

“I would never have envisioned what we accom-
plished,” she says. “It was really just putting one foot in 

front of the other and doing the right thing. That might 
be old-school to some, but when you do the right thing, 
you can’t fail.”

Today, Greenspan is sharing the secrets of that turn-
around, her business philosophies and her experiences 
in business as a mentor to other up-and-coming business 
owners. 

“Mentoring has really been a way of life for me,” she 
says. “At Sappington, I would take many of 
the employees under my wing over the years, 
both men and women. Everyone has innate 
ability. The key is bringing it out. I would 
make suggestions and help bring out this tal-
ent in these individuals. It was just a natural 
thing. I really didn’t think of it as mentoring, 
but that is exactly what I was doing. I was 
able to impact a lot of young people, and I 
am still in touch with many of them.”

Today Greenspan mentors business owners 
in a less formal manner. She’ll meet mentees for lunch 
or for meetings throughout the year.

“My mentoring has just evolved over time,” she says. 
“We’ll meet and come up with a plan of action and 
strategy. I’ll help them figure out the best uses of their 
time and resources. Then I’ll hold them accountable.”

She feels right at home sharing her experiences with 
other business owners. Says Greenspan: “It is my gift to 
inspire and encourage people and help them feel better 
about themselves and about what they can accomplish.”

Sharing Corporate and Small-Business Experience
Dan Ramacciotti

Early in his career, while he was working in corpo-
rate America for two of the area’s top companies, 
Ralston Purina and Anheuser-Busch, Dan Ramac-

ciotti enjoyed the experience and knowledge he was 
gaining but always longed to own a business of 
his own.

That dream became a reality when he 
founded Resource Packaging in 1992 and 
grew the business into one of the top in its 
industry. 

“Both parts (corporate and entrepreneur-
ship) of my career were enjoyable, but starting 
and running my own business are the high-
lights of my career,” says Ramacciotti, who has 
also owned two other businesses over the years.

Today he is sharing his vast business experience with 
small-business owners, guiding them through the chal-
lenges of building a successful company. He teaches 
entrepreneurship at two local universities, Webster 
and Lindenwood, and he is an instructor for the Small 

Business Administration’s Emerging Leaders Initiative. 
The program is a seven-month course that helps small-
business owners work with experienced mentors, attend 
workshops and develop connections with their peers, 

city leaders and financial communities.
“One of the overall goals I try to accom-

plish with them (mentees) is to challenge 
them to know what they want to accomplish,” 
Ramacciotti says. “Not all companies are go-
ing to grow to the size of Microsoft. Success 
is usually measured through the eyes of the 
entrepreneur. That’s one of the first things I 
focus on — get mentees to set smart goals and 
get them to figure out what they are going to 

accomplish.”
Ramacciotti has simple advice for anyone interested 

in being a mentor: Be humble. “As you approach as a 
mentor, be asked for advice; don’t just give it,” he says. 
“Come across more humble than as an expert.”
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Congratulations!  
Francoise Lyles-Wiggins, MPA,
Supplier Diversity Program Manager, 
one of the St. Louis region’s
Top Diversity Heroes.

Bi-State Development would like to thank you, 
along with the other recipients, for going above 
and beyond to help encourage diversity and equity 
throughout the region.

BiStateDev.org

Supplier Diversity: (314) 982-1400 ext. 1352

 

 
 

TSI provides convergent design, integration and installation for: 
 

PRO AUDIO/VIDEO •  NETWORK CABLING •  ELECTRICAL 
SECURITY •  VOIP •  I.T.   WiFi •  SUPPORT 

 

Specializing in education, sports, entertainment, construction, 
 healthcare, and manufacturing customers around the world.   

 
TSI Global Companies, 700 Fountain Lakes Blvd, St. Charles MO 63301 

www.tsi-global.com  (636) 949-8889 
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Helping Employees Become Successful
Elliott Stipes, Green Clean Commercial

In just 12 short years, Elliott Stipes has 
grown Green Clean Commercial from 
a tiny startup to a company providing 

commercial janitorial services in 41 states. 
That growth didn’t happen by accident. 

An emphasis on technology and com-
munication as well as an old-fashioned 
“treat people the way you’d 
want to be treated” philosophy 
helped the firm grow across the 
country.

That approach to treating 
people right isn’t just for cus-
tomers. Over the years, Stipes 
has taken the time to mentor 
his employees. “I look at each 
person individually, find their 
strengths and weaknesses, and 
really try to exploit their strengths,” he 
says.

“He’s an amazing mentor,” says 
Madison Stewart, business development 
manager at Green Clean Commercial. “I 
have been working for his company for a 
little over two years now. When I started, 
I knew very little about the corporate 
world. To be honest, I have learned more 
under his direction in the past two years 
than I ever learned in college. He is ex-
tremely approachable and always available 

when you need him. Anytime I’ve had 
questions or problems, he has always been 
willing to help and sort through things to 
find the best possible solution. He consid-
ers everyone’s ideas and opinions before 
making decisions and always encourages a 
collaborative work environment.”

For Stipes, being a good 
mentor starts with communi-
cation.

“First and foremost, I would 
say there is no such thing as 
a bad idea,” he says. “I want 
to create an environment 
where people are comfort-
able. My door is always open. 
I’ve always felt that if they are 
comfortable, they will commu-

nicate easier. 
“It is also about empowering them. 

They need to feel empowered to make 
decisions. If they don’t make good deci-
sions, that’s OK and it is OK to fail.”

Says Stipes: “I want employees to be 
successful, even if that means it is not 
here with us. If you have people that work 
for you that don’t want to work there, you 
should help them find somewhere else to 
be where they can be successful.” 

Starting A Mentoring Program
Karen Karwoski, Simmons Bank

When the board of CREW 
(Commercial Real Estate 
Women)-St. Louis was looking 

for someone to design and start a mentor-
ing program for its members, it didn’t 
take long to come up with the ideal 
person.

The choice: Karen Karwoski, 
senior vice president-treasury 
division at Simmons Bank. 

After all, Karwoski, a former 
board member and former 
president of the nonprofit 
organization, had been men-
toring women in CREW-St. 
Louis for years in an informal 
manner. 

“We all have so much knowl-
edge in this organization,” Karwoski says. 
“How do we give back to each other? 
That’s really what the mentoring program 
is all about.”

Karwoski certainly understands men-
toring. She was a mentee during her days 
at Mercantile Bank, and she’s now men-
toring others throughout the industry. 
“I’ve had some great mentors along the 
way," she says. "I was like a sponge. I just 
kept asking for more and more guidance. 

I would ask, ‘How can I get to 
the next step, the next level?’

“As a mentor, I want to help 
people succeed. Standardized 
programs are great, but one 
size doesn’t fit all. I think it is 
important that we take some-
thing we’ve learned and help 
someone else succeed. I know 
it has been great to see the 
individuals I’ve worked with 

over the years and see how well they are 
doing and how their careers have taken 
off. It’s very gratifying to help guide them 
through the process.”

Passing On His Knowledge
Ron Rucker, Carmody MacDonald

Ron Rucker has enjoyed 
a distinguished profes-
sional career. A CPA 

who once worked at Price 
Waterhouse, Rucker is also 
an attorney. Today he’s the 
managing partner at Carmody 
MacDonald, where he is also a 
senior member of the Transac-
tional Law Practice Group.

Throughout his career, fellow employ-
ees have taken Rucker under their wings 
and helped guide him. Now, with experi-
ence under his belt, he has turned from 
mentee to mentor.

“I’ve been blessed with great people 
who have helped me every step of my 
career and every organization I’ve been 
with,” he says.  “It helped me appreciate 
and want to help others as I grow more 

experienced. ”
Rucker takes a more infor-

mal approach to  mentoring, 
providing advice and tips as 
needed to employees at the 
firm.

Brian Behrens, a firm 
shareholder and also a mem-
ber of the Transactional Law 
Practice Group, says Rucker 

has become the firm’s “go-to” mentor. 
“Ron provides invaluable advice to many 
members of our firm, from attorneys just 
beginning their careers to senior share-
holders looking for additional guidance 
on complex issues,” Behrens says.  “I 
certainly benefited from Ron’s guidance, 
both professionally and personally, and 
attribute my own success to Ron serving 
as a mentor.”

Maintaining Mentoring Culture
Steve Steinbruegge, Renaissance Financial

It’s no surprise that Steve Steinbrue-
gge, director of advisor development 
at Renaissance Financial, would be 

mentoring and guiding new employees 
and fellow employees at the 24-year-old 
financial firm.

After all, many of the 
company’s employees, led by 
founder Greg Keller, have men-
tored Steinbruegge since the 
first day he joined the firm 18 
years ago. It was Steinbruegge’s 
first job after graduating from 
Washington University.

“I have had a handful of 
mentors,” says Steinbruegge, 
who started as a financial advi-
sor at the company. “Our company is very 
much a culture of mentorship. I have 
grown up in my professional career work-
ing with people who are far more senior 
than me. From day one, we’ve always 
done collaborative work. I remember 
being a 22-year-old kid in meetings along 
with a team of fellow employees helping 
me along the way.”

Now, it is Steinbruegge who is giving 
back and mentoring new employees. He 
not only works with local employees but 
is part of a team building a new Renais-

sance office in Phoenix, Arizona. 
“We have a 4 year training program 

for new advisors, and during that time 
my job is to make sure they are doing 
the things they need to do and we are 

giving them the tools they need 
to succeed,” he says. “My job 
is to make sure that program 
is working and everyone is 
moving through it at the right 
speed.”

According to financial advi-
sor Joe DuBois, Steinbruegge 
was a big factor in choosing to 
work at Renaissance. “He was 
my manager for the last year 
and a half,” DuBois says. “He 

does an excellent job developing young 
advisors into business leaders. He pushes 
you to discover as much as you can on 
your own. By empowering my indepen-
dence, he has fast tracked my learning 
and success. He also knows when to step 
in and give the extra push to get you mov-
ing when you are stuck. Above all, he is 
an excellent role model.”

Securities and investment advisory services through 
Securian Financial Services, Inc., Member FINRA/
SIPC. Renaissance Financial is independently owned 
and operated. 5700 Oakland Ave. Suite 400 St. Louis, 
MO 63110  1998958 01/2018



FOCUS ON: DIVERSITY HEROES

The names & faces behind St. Louis’ greatest champions of business diversity

What is your best advice to owners seek-
ing contracts?
Small business owners can determine 
what opportunities may best match up 
with their capabilities by familiarizing 
themselves with the goods and services 
Bi-State Development and its five enter-
prises need for daily opera-
tions, facility maintenance, 
transit and non-revenue 
vehicles, and equipment 
supporting core functions. 
In addition, it is a good 
idea to learn more about 
what outside professional 
services support various 
departments at Bi-State 
Development and about 
upcoming construction 
projects, as well as bidding 
requirements.  They should 
also reach out to Bi-State Development 
procurement and supplier diversity staff 
members, provide a business capabilities 
statement and take advantage of net-
working and outreach events. 

What is the biggest barrier to getting 
contracts?
The primary barrier is not connecting 
with Bi-State Development in advance of 
the release of solicitations, requests for 
proposals or sealed bids. After a small 
business owner and/or manager becomes 
familiar with Bi-State Development and 
identifies what their business can offer, 
then it is time to start tracking opportu-
nities and solicitations. 

Bi-State Development utilizes an on-line 
portal known as iSupplier to publish 
solicitations, requests for quotations, 
requests for proposals and sealed bids. In 
order to access opportunities, businesses 
must be registered users of the iSup-
plier system. By registering in iSupplier, 
businesses can manage and update their 
company’s information with Bi-State 

Development, receive notifications via 
email when contracting opportunities 
become available, request a bidder’s list 
and receive pre-bid dates. Submitting 
documents with information missing or 
not submitting all required items by the 
deadline will also be a barrier to being 

awarded a contract.

What is the process for 
MBEs contacting your busi-
ness?
To find out more about 
what’s going on at Bi-State 
Development, businesses 
can go to www.bistatedev.org 
to monitor Bi-State Develop-
ment news/meetings.

To sign up for iSupplier-New 
suppliers, businesses must 

register at www.bistatedev.org;  select 
the “Let’s Collaborate” tab; choose the 
“Procurement” tab; click on “Current 
Opportunities” and then find the New 
Supplier Registration located under the 
iSupplier heading to begin the registra-
tion process.

For Disadvantage Business Enterprise 
(DBE) information regarding obtaining 
certification, compliance monitoring 
and enforcement procedures on Bi-State 
Development contracts and/or small 
business development, contact Fran by 
email at ftlyleswiggins@bistatedev.org or 
call her at 314-982-1400 ext. 1398.  

Françoise Lyles-Wiggins Bi-State Development

Name: Françoise Lyles-Wiggins
Organization: Bi-State Development  
Position: supplier diversity manager 
Contact information: One Metropolitan 
Square, 211 N. Broadway, Suite 700, St. 
Louis, MO 63102
ftlyleswiggins@bistatedev.org
Website: www.bistatedev.org
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Stephanie Smith, Washington University

What is your best advice to owners seek-
ing contracts?
Owners should be able to discuss their 
company’s ability and the true value they 
bring to Washington University. Owners 
should have a true understanding of con-
tractual obligations and the company’s 
ability to perform within Washington 
University. Likewise, owners should seek 
to build relationships with larger firms 
for inclusion on large-scale projects. 
Washington University is a large organi-
zation with many individuals responsible 
for purchasing goods and services. It is 
important for a company to offer services 
within their area of expertise and ensure 
the timely delivery of services. 

What is the biggest barrier to getting 
contracts?
The biggest barrier for minority- and 
women-owned business enterprises 
(MWBE) doing business with Washing-
ton University would be the size of our 
organization. Most of our contracts are 
large contracts that require a great deal 
of resources and experience. Companies 
can find their resources stretched to the 
limit and face challenges meeting the 
demand. 

Supplier Diversity focuses on reducing 
the barriers for MWBE to do business 
with Washington University. Our office 
works with MWBE by reviewing their 
capabilities and attempting to find the 
“best fit.” We assist qualified MWBE 
increase their capacity and expertise 
through contracting opportunities on 
our campuses. 

What are the most exciting opportuni-
ties for minority business owners this 
year and in the future?
It is difficult to pinpoint one exciting 
opportunity for MWBE at Washington 
University. There are a myriad of op-
portunities within each industry which 

Name: Stephanie Smith
Organization: Washington University
Position: manager of supplier diversity
Contact information: 
Dr. Stephanie Smith
314-935-9470
stephsmith@wustl.edu
supplierdiversity@wustl.edu
Website: http://resourcemanagement.
wustl.edu/supplier-diversity

might interest an MWBE. We have 
multiple RFPs on the street for goods 
and services. 

We are always building or remodeling 
our existing structures. As such, there are 
numerous construction projects in the 
bidding pipeline ranging from $200,000 
to $60 million. The building of rela-
tionships with large firms can provide 
MWBE an opportunity to partner and/
or subcontract on Washington University 
projects. 

What is the process for MBEs contact-
ing your business?
The best way to contact our office is to 
email supplierdiversity@wustl.edu and 
provide information about your com-
pany. This begins the process of explor-
ing potential opportunities for your 
company. 

Heroes in Diversity



DIVERSITY HEROES

Name: Katrina Scott
Organization: The Resource Group, 
an Ascension subsidiary 
Position: senior manager, sustainabil-
ity and diversity
Contact information: 
SupplierDiversity@TheResource-
Group.com
314-733-8818
Website: www.TheResourceGroup.
com/Suppliers

Katrina Scott The Resource Group, 
an Ascension subsidiary

What is your best advice to owners seek-
ing contracts?
There are a few key areas that diverse 
business owners can focus on. First, it’s 
important for diverse business owners to 
research current market trends in detail so 
they know exactly what needs their prod-
uct or service is meeting and how their 
product or service specifically provides 
value to organizations. Second, knowing 
your value proposition is key, and being 
able to clearly articulate that is 
equally important. 

At The Resource Group, a 
subsidiary of Ascension, we 
are committed to building 
mutually beneficial relation-
ships with diverse suppliers. 
We see the value this brings to 
our local economies and com-
munities. We are committed 
to assuring that we are making 
the best decisions on behalf of our cus-
tomers, so it’s critical that all suppliers, in-
cluding diverse suppliers, demonstrate the 
value they bring. Finally, diverse suppliers 
should continually ask for feedback, even 
when they don’t secure business with a 
customer. This will allow them to better 
position themselves for the next round of 
bids or for the next customer. 

What is the biggest barrier to getting 
contracts?
One of the biggest barriers diverse 
business owners face when pursuing 
contracting opportunities with potential 
customers is getting in the door. Larger, 
more established suppliers typically have 
greater resources as well as strong brand-
name recognition compared to diverse 
businesses. The lack of brand recognition 
and awareness can make it challenging for 
diverse businesses to be considered. 
The Resource Group recognizes this bar-
rier and takes steps to level the playing 
field. For example, we have put processes 
in place to ensure that smaller, diverse 
suppliers have a direct avenue to com-
municate with us and share their value 
proposition. This benefits us, as diverse 
suppliers frequently have high-quality, 

innovative products and services to offer, 
but more importantly, ensures equal 
access. 

What are the most exciting opportuni-
ties for minority business owners this 
year and in the future?
In our continued efforts to engage 
diverse business owners, The Resource 
Group hosts annual symposiums where 
diverse businesses have the opportunity 
to learn more about The Resource Group 

and meet our leaders. These 
events create networking op-
portunities where participants 
can make connections, share 
about their organizations and 
engage in open dialogue. 

What is the process for MBEs 
contacting your business?
The Resource Group welcomes 
you to register your business 

on our supplier registration portal by 
going to www.TheResourceGroup.com/
Suppliers. Registration enables the 
User-Directed Strategic Sourcing team to 
access information about your organiza-
tion, including capabilities, product and/
or service descriptions, contact informa-
tion, and more, in preparation for future 
contracts. From there, a member of our 
team will reach out to you directly.

If you encounter issues with this process, 
please call 314-733-8813 or email Suppli-
erDiversity@TheResourceGroup.com. 
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Michelle Joseph, Magellan Health

What is your best advice to owners seek-
ing contracts?
Magellan Health is committed to part-
nering with suppliers that enhance our 
organization’s value by offering innova-
tive solutions and supporting 
our dedication to supplying 
our clients with the highest 
quality of service and per-
formance.  Business owners 
seeking contracts should 
look to solve a problem for 
Magellan Health.  We expect 
our vendors to focus on a 
core competency, and future 
engagements may follow.

What is the biggest barrier to getting 
contracts?
As a large complex business, the biggest 
barrier to getting contracts is reaching the 
correct audience for your product/ser-
vice.  Once you have registered as a poten-
tial vendor, the Supplier Diversity team 
may assist with connecting you with the 
Magellan team.  Proper due diligence on 
the business owners’ part is very benefi-
cial.  What group would benefit from the 
product/service offering?  What makes 
your product/service offering unique? 
What challenge does your product/ser-
vice offering solve for Magellan? 

What are the most exciting opportuni-
ties for minority business owners this 
year and in the future?
Magellan Health is managing the fastest-
growing, complex, high-cost areas of 
healthcare and leading the way in ad-
dressing today’s and tomorrow’s popula-
tion health challenges.  With this pursuit 

Name: Michelle Joseph
Organization: Magellan Health
Position: sr. director vendor 
management & supplier diversity
Contact information:     
mjoseph1@magellanhealth.com
314-387-5350
Website: http://www.magellanhealth.
com/mh/about/suppliers.aspx

comes great change.  While it is hard to 
predict exact opportunities, we know that 
our product offering evolution will pro-
vide many opportunities for vendors to 
help us lead humanity to healthy, vibrant 

lives.

What is the process for MBEs 
contacting your business?
Companies interested in do-
ing business with Magellan 
Health should visit   
www.magellanhealth.com to 
understand more about our 
business, and then register as 
a vendor at supplierregistra-
tion.magellanhealth.com.   

Upon completion of the vendor business 

profile, Magellan’s Strategic Sourcing de-
partment will be able to quickly identify 
the vendor’s business offerings for future 
opportunities.  If a match occurs between 
Magellan business requirements and 
the vendor’s products and/or services, a 
sourcing manager may contact the ven-
dor.

 

 



FOCUS ON: TOP ATTORNEYS

2018 Top Small 
Business Lawyers

For entrepreneurs, their attorney plays an active and 
necessary role in many facets of their businesses. 
The following attorneys have proven their 

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

Q&A BY JULIA PAULUS OGILVIE

Bryan LeMoine
McMahon Berger PC

Years of experience: 17 years 

What’s the No. 1 piece of advice you would give to business own-
ers? 
Learn to see what your business is going to need in the future 
instead of reacting to what’s happening in the present. Too many 
times I see businesses that are unable to embrace the opportunities in the future be-
cause they have not planned for growth or prepared for an increase in business. Invest 
early on in your employees and your culture and find good professionals to assist you so 
that when the growth starts, you are ready. 

What’s the biggest mistake you’ve seen business owners make, and what advice would 
you give to solve the problem? 
Business owners sometimes find themselves without key relationships in legal, account-
ing or other types of professions. They don’t cultivate those relationships from the 
outset because the owners see lawyers, accountants or other professionals as too costly 
or unnecessary. My favorite role is helping those who are starting up their new busi-
nesses — we become lifelong partners in the growth of that business. We can add value 
in the beginning and set a business owner up for success early on. Yes, there is a cost, 
but it is far less than the costs associated with poor planning or lack of compliance with 
the law. Do some research about professionals who work with small businesses and who 
understand the delicate balance of providing value without becoming a financial bur-
den. Interview a few professionals and find out if they are aligned with your values and 
goals. Find out if that professional is willing to invest in your business from the outset. 
Be honest about your needs and make sure they are honest about their skill set. Once 
you find that partner, you’ll be happy to have someone to trust when the need arises.

Kathleen Bilderback
A�nity Law Group

Years of experience? 
23 years

What’s the No. 1 piece of advice you would give to business own-
ers? 
Be honest in assessing your skill set, then be proactive in finding 
quality advisers, employees and partners who can fill in any gaps.  

What’s the biggest mistake you’ve seen business owners make, and what advice would 
you give to solve the problem?  
Trying to reinvent the wheel or solve a problem that is not within their primary area 
of expertise. If the owner wants to look at planning strategies under the new tax law, 
call the accountant. If the business has a legal problem, call the attorney. If the owner 
is spending all of his or her time interviewing, hiring and firing employees, it may be 
time to engage a human resources professional. Engaging your professionals early in the 
process frequently helps avoid added expense and aggravation down the road. If you 
find seeking professional advice daunting or intimidating, get referrals from other busi-
ness owners that you know and trust. And if you are trying to solve a legal problem, stay 
away from the internet. The internet is not a very good lawyer. 

Where does your motivation to help businesses grow come from? 
Over the course of my career, I have been employed by several firms, as well as public 
and private companies. I was proud of my successes and hope that I learned from my 
failures, but nothing has been as satisfying as founding Affinity with my partners and 
growing it into a successful, thriving firm with great clients that appreciate our work 
and see us as their partners. I want my clients to feel that same sense of satisfaction and 
success.  

David Stoeberl
Carmody MacDonald

Years of experience: 20 years

What’s the No. 1 piece of advice you would give to business own-
ers?
My No. 1 piece of advice I would give to business owners is to be 
fully engaged in the process of their litigation. In my experience, 
there is a direct relationship between how involved the business owner is in the process 
and the outcome of the case. Being a small-business owner and finding yourself in a 
dispute that leads to litigation can be a scary situation with unknown repercussions 
for you and the business. However, shutting down, becoming defensive, or closing 
off communication with your attorney in hopes he/she can fix it without you is not a 
productive way to handle litigation. Instead, be as forthcoming and open as possible 
and allocate the necessary time. This will help your attorney represent you to the best of 
his/her ability.

What’s the biggest mistake you’ve seen business owners make, and what advice would 
you give to solve the problem?
Related to my No. 1 piece of advice, the biggest mistake I see business owners make is 
to hand off a dispute to an attorney, walk away and expect it to just be resolved. A lack 
of engagement with your attorney only makes the matter more difficult. Your attorney 
needs to know your business as well as you do, and that can only happen if you spend 
the time, share information and don’t hold anything back. Your attorney is your ally, 
so work with him/her, not against him/her. Having open, honest communication with 
your attorney will make the process of litigation more productive and efficient. Remem-
ber: Knowledge is power, and you’re the expert in your business. Help your attorney 
become an expert in your business too. This understanding of your business will impact 
your attorney’s ability to best represent you in court.
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BEST BOSSES

Friends since middle school, Jon Becker and Marc Rosen both joined the ac-
counting industry 35 years ago. In 1988, Becker decided to found his own firm, 
Jonathan E. Becker CPA LLC. “I had been working at another firm, and, as they 

say, timing is everything,” says Rosen. “He was looking to hire, and I was in the process 
of leaving the other firm. I have been at the firm since October of 1998 and a partner 
since October of 2004.”

Today, while running Becker and Rosen CPAs LLC, the each partner subscribes 
to his own management philosophy. “My management philosophy is to provide an 
environment that leads to productive employees,” says Becker. “As a manager, I want to 
provide guidance, direction, leadership and finally set an example for all other employ-
ees of the firm.

Rosen also seeks to provide steady guidance to his employees. “My management style 
includes having an open-door policy and to communicate effectively to staff so we can 
achieve not only our firm goals but also for staff to achieve their goals,” he says. 

While challenges for Rosen and Becker include retaining talented employees as well 
as understanding, managing and adjusting to the work-life balance of all employees, for 
both, the greatest rewards go back to a job well done for clients. 

Rosen says being able to establish lasting client relationships is his greatest reward. 
Similarly, Becker believes receiving positive acknowledgements from their clients makes 
all the challenges of running a business worth it. 

Overall, Becker and Rosen believe effective leadership can be built on leading by 
example and communicating effectively.

Leading By Example 
And Communicating Effectively
Jon Becker and Marc Rosen | Becker and Rosen CPAs LLC

Marc Rosen (left) and Jon Becker (above)

For more information or recipe ideas:
www.andysseasoning.com

Quality Breading & Batters
For Fish and Chicken

Why advertise in St. Louis Small Business Monthly?
Because you:
A. understand the importance of thriving local businesses
B. can’t wait until the Spring and Fall St. Louis Business Expos
C. want to leverage the buying power of 70,000 business owners
D. are smart with your marketing dollars
E. ALL OF THE ABOVE

St. Louis Business Exam, Question #11

     A+
Great Job!O

sbmon.com • 314.569.0076

STINSON LEONARD STREET LLP   \\  STINSON.COM
LAW OFFICES IN 13 U.S. LOCATIONS

The choice of a lawyer is important and should not be based solely on advertisements.

Congratulations, Steve Kazmierski, for being named 
among the Top Attorneys in St. Louis.

CONGRATULATIONS

Stock Legal, LLC, your trusted advisors, bringing a practical business 
perspective to all stages of your business’ life cycle.

Honored to be recognized as a 
   2018 Top Business Lawyer

T ha nk you.

314.297.0855 stocklegal.comStock Legal, LLC

T ha nk you.



Mark Brown
The Law O�ce of Mark Brown

Years of experience: 20 years

What’s the biggest mistake you’ve 
seen business owners make, and what 
advice would you give to solve the 
problem?
That depends on the size, age, and 
nature of the business. Small startup companies tend to 
make different mistakes than established businesses or 
large corporations. However, there are some truths that I 
think apply universally, and I’ll share two of them. One is 
that ignoring a problem usually won’t make it disappear. 
All businesses — like all humans — make mistakes. When 
identified early and addressed promptly, most mistakes 
are correctable. When I’ve seen problems become disas-
trous or even life-threatening to a business, it’s usually 
been because the problems were ignored or hidden until 
they spiraled out of control. Addressing the problem im-
mediately may cause short-term pain but almost always is 
the better strategy in the long run.
The second universal mistake I see companies of all sizes 
making is failing to treat their workforce as a meritocracy. 
A one-size-fits-all approach to compensation or respon-
sibilities usually is a recipe for compressed employee 
morale and motivation. The most successful businesses 
tend to reward and promote those employees who make 
extraordinary contributions toward achieving the com-
pany’s goals, and they’re not afraid to part ways with em-
ployees who aren’t pulling their weight or are a drain on 
morale. Figure out what motivates your employees (hint: 
it isn’t always more money), determine who is motivate-
able (not everyone is), and then motivate accordingly. 

TOP LAWYERS
Sara Stock
Stock Legal LLC

Years of experience: 16 years

What’s the biggest mistake you’ve 
seen business owners make, and what 
advice would you give to solve the 
problem?
Many business owners have a “can-do” 
attitude that enabled them to take a big risk and start or 
buy a business. That can-do attitude will take a business 
owner far, but it can also get him or her in trouble in 
the legal world. Many clients that transition to Stock 
Legal have found themselves in situations where a little 
time with an attorney on the front end could have saved 
them exponentially on the back end. Legal is not a “DIY” 
part of your business, and engaging experienced counsel 
proactively is critically important to building a solid legal 
foundation within your company.

Where does your motivation to help businesses grow 
come from?
I grew up in a family business, and my family still runs 
Stock Transport Inc. in Lebanon, Illinois. I watched 
my parents rely on their trusted advisers to help them 
navigate the waters of running a small-business owner-
ship, and I grew up wanting to be one of those trusted 
advisers. Today I run my own business, so I understand 
and empathize with a business owner’s plight. Plus, it is 
so easy to get out of bed each day when you are working 
for clients that pour their blood, sweat and tears into 
growing their business. 

Kevin Fleming
Blitz, Bardgett & Deutsch

Years of experience: 16 years

What’s the No. 1 piece of advice you 
would give to business owners?
No one needs written agreements 
as long as things are going well and 
parties are getting along. But business owners should 
assume that at various points down the road there will be 
disagreements to resolve and issues to clarify. So investing 
the time on the front end to document the resolution of 
future issues may help avoid costly disputes later. (And in 
those agreements, fancy legal language doesn’t beat plain 
English.)       

What’s the biggest mistake you’ve seen business own-
ers make, and what advice would you give to solve the 
problem?
It’s cliché, but I’ve seen too much internal focus be a 
stumbling block. The most successful business owners 
I’ve known are supported by a team of talented opera-
tion managers who free up the owners to be visionaries, 
focused primarily on strategy and growth.

Where does your motivation to help businesses grow 
come from?
It’s very easy for me to stay motivated because so many of 
my clients are visionaries with infectious passion for what 
they do. On top of that, I’ll always believe that businesses 
can be the bedrock of a society and I truly enjoy advocat-
ing for my business clients as they strive to achieve their 

Lynn Goessling
Herzog Crebs LLP

Years of experience: 25 years

What’s the biggest mistake you’ve seen business owners make, and 
what advice would you give to solve the problem?
The two biggest mistakes revolve around waiting too late to bring 
your professional team into a transaction and not being clear in your 
objectives. There is rarely one way to tackle any issue, and the approach may vary drasti-
cally depending on your objectives. If your team is clear on your objectives, then they 
can help you develop a strategic plan to get there. Once the “train leaves the station,” it 
can be more difficult and more expensive to correct course or take advantage of other 
options. For example, in the real estate context, the advice that I would give a client in 
purchasing or leasing property would depend on their business objectives as well as the 
effect on their balance sheet.

Where does your motivation to help businesses grow come from?
I started out as an intern with my firm, and now I am an owner. I face many of the 
same issues as my clients. That growth has helped me identify with my clients’ objec-
tives and tackle their issues from a practical business perspective. I love finding creative 
solutions to accomplish my client’s objectives or to bridge the gap in a deal to take my 
client to the next level. There is always satisfaction in leading the client through these 
milestones to grow their business. I also get great satisfaction from the close relation-
ships that I have developed with my clients. It is so rewarding to become a client’s 
trusted adviser so that I can help them make their dreams for their business a reality 
and celebrate with them along the way.  

Steven Kazmierski
Stinson Leonard Street LLP

Years of experience: 11 years in intellectual property law and 10 years 
in research.

What’s the No. 1 piece of advice you would give to business owners? 
Build a good team that truly functions as a team. Build a team that 
operates seamlessly where each member, while providing particular 
strengths, effectively communicates with the other members such that individuals out-
wardly appear interchangeable. No matter what the title is of each member, recognize 
that each member is responsible and contributes to the success of the whole. Addition-
ally, team members provide mentoring, backup and accountability for one another. 

Where does your motivation to help businesses grow come from? 
My motivation to help businesses is to convince businesses that intellectual property 
represents an important investment in the future of the company. This can be a dif-
ficult concept when a company is trying to allocate its financial resources, especially 
early in a company’s life. Whether the goal of the company is to build a technology 
to position it for acquisition or to develop commercial products, intellectual property 
provides a mechanism for protecting foundational assets and can show competitors/col-
laborators that the company is serious about its assets.

WWW.SBMON.COM28   ST. LOUIS SMALL BUSINESS MONTHLY / FEBRUARY 2018



WWW.SBMON.COM ST. LOUIS SMALL BUSINESS MONTHLY / FEBRUARY 2018   29

LEGAL MATTERS
BY TIMM SCHOWALTER

In the Tax Cuts & Jobs Act, congress 
in its infinite wisdom, determined 
to publically sham or, alternatively, 

financially burden companies that settle 
claims of sex harassment. Under the new 
law, taxpayers will not be allowed to take 
a business deduction:

(1)  For any settlement or payment 
related to sexual harassment or sexual 
abuse claims if the settlement or pay-
ment is subject to a nondisclosure/confi-
dentiality  agreement;

(2)  For any attorney fees related to 
such a settlement or payment subject to 
a nondisclosure/confidentiality agree-
ment.

The full disclosure requirements will 
inevitably impact future settlements 
involving claims of sexual harassment 
especially for publicly traded companies.   
Given the now public nature of the 
settlements the tax law may, ultimately, 
serve as a deterrent to settling claims on 
the lone basis of litigation avoidance--
even with a non-admissions clause.  In 
this regard, a company may be compelled 
on a public relations front to exonerate 
itself through a vigorous defense.   This 
is especially true given the fact that if 
a settlement does occur a plaintiff’s 
attorney will now be harmed with a 
compelling marketing tool of a media 
blitz publicizing the settlement amount, 
which may result in more harassment 
litigation against the company. 

Alternatively, not all settlements rise 
to a level of financial significance that 
justify waiving the non-disclosure provi-
sions. So, it is imperative for all compa-
nies to take the necessary and appropri-
ate measures to place themselves in the 
best defense posture as possible as a 
means of substantially lowering potential 
settlement amounts. Doing so will allow 
a company to maintain the confidential-
ity of the settlement while lessening the 
financial burden associated with the loss 
of the business deduction. 

Employer Take Away: The public 
policy behind the new tax provisions is 
to incentivize companies to comply with 
their equal employment opportunity ob-
ligations. Thus, the best course of action 
is prevent the harassment in the first 
place.  As previously blogged, “Preventing 
the “Weinstein” in your Organization:  Com-
mon Pitfalls in Complying With State and 
Federal Harassment Laws” there are several 
key steps a company should take to pre-
vent harassment claims and, consequent-
ly, mitigate threats of sex harassment 
litigation.  Such measures include, but 
are not limited to, maintaining a strong 
sex harassment policy, routine training, 
and comprehensive implementation and 
enforcement of the policy.  In the event 
of a sexual harassment claim is filed, we 
recommend that prior to settling a claim 
of harassment that a company contact its 
employment counsel and accountant to 
conduct a comprehensive analysis of the 
impact the Tax Cuts & Jobs Act has on 
its organization. 

For more information, about EEO 
compliance measures please contact 
Timm Schowalter at tschowalter@sand-
bergohoenix.com, https:/www/linkedin.
com/in/tschowalter; (314) 425-4910 or 
another member of Sandberg Phoenix & 
von Gontard, P.C.’s Labor and Employ-
ment Law Team. n

Joining Sandberg Phoenix as a Shareholder in 
2013, Timm W. Schowalter serves as outside 
general counsel for many prominent businesses 
and specializes in labor and employment mat-
ters. Timm’s primary goal is litigation avoid-
ance and, to that end, he consults in developing 
and implementing cost-effective employment 
and labor compliance systems to ensure compli-
ance with federal and state employment laws. 
Contact Timm at 314-425-4910 or visit www.
sandbergphoenix.com.

Employer Beware: New Tax Bill 
Requires Full Disclosure of Sex 
Harassment Settlements or … Lose 
the Business Expense Deduction 
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When We Fear Consequences

THE EXTRAORDINARY WORKPLACE
BY JUDY RYAN

O ne of the things I notice about 
many people (including myself) is 
that we often become paralyzed in 

our will because we fear causing any conse-
quences. The reason? The very word con-
sequence conjures the idea that something 
bad will likely happen if we exercise our 
will, and if something bad does happen, 
we think we are then likely to be in trouble.

We are powerful beings, and as Goethe 
said, “Until one commits oneself, then 
Providence moves too.” What this means 
is that we are powerful and capable of set-
ting much into motion, and for this, we’ve 
been taught to fear our power and our 
decisions because we don’t have faith in 
ourselves to act rightly or to recover when 
we don’t and we believe the consequences 
we create will likely be harmful and ir-
reversible. We fear a chain reaction that 
could bleed over to others, and we fear 
our mistakes warrant punishment.

We are stronger, more capable, wiser 
and more resilient than we know. We are 
capable of course-correcting through the 
practice of noticing with compassion and 
through making mistakes with healthy hu-
mility. Instead, our habit of a paralyzed will 
too often prevail because we have been 
taught to be cynical about our goodness, 
perfectionistic, and mistrustful of our abil-
ity to make decisions well and to handle 
the consequences of our decision, what-
ever this may be. We have been encour-
aged to be hard on ourselves and warned 
to play it safe. Therefore, we freeze.

A friend of mine told me an all-too-

Don’t only practice your art, but force your way into its secrets, for it and knowledge can raise 
men to the Divine.
- Ludwig van Beethoven

Inventory … Don’t Be Shocked 
When Selling Your Business!

VALUE PROPOSITION
BY DAVE DRISCOLL

Small-business owners seem to have 
an aversion to inventory: They 
don’t like to count it or deal with 

it and frequently don’t realize how much 
value they have invested in it. 

As business brokers, we encounter 
this phenomenon too often. Owners 
routinely minimize the importance of 
inventory value when listing businesses 
for sale. Consistently, they claim they re-
ally don’t have that much inventory, have 
never physically counted it and fear that 
suddenly taking inventory would prompt 
difficult questions from their employees. 

If you buy products for resale or materi-
als that are used anywhere in the process 
to create your product, then you have 
inventory. You are investing company dol-
lars to create value that, in turn, you sell 
to your customers. 

Small-business entrepreneurs are so 
focused on producing and selling that I 
suspect keeping track of, counting and 
valuing inventory is seen as a small detail 
that just isn’t worth their time.  

However, when considering selling the 
business, the owner’s main focus is “How 
much can I get for my business?” We 
generate a business valuation that defines 
the cash flow created by the business that 
is at the discretion of the owner — that is, 
what the business makes that the owner 
can spend!

When the asking price and terms of the 
sale are being finalized, this question al-
ways comes up: Does the asking price include 
inventory, or is the inventory value at the date 
of sale in addition to the asking price? 

Sellers who do not know the value of 
the business’s inventory choose to either 
list the business including inventory or 
state that the value of inventory to be paid 
for at closing is no greater than X dollars. 
Owners in these situations are setting 
themselves up for a big surprise in the 
final hours leading up to closing the sale 
of the business. A surprise that just may 
kill the deal.

Let me be clear: At the eleventh hour, 
the buyer, their lender and the IRS will 
need to know the true value of the inven-
tory in the business on the date of sale. 
Just when everyone believes the transac-
tion is about to close, this seemingly 
minor factor can jeopardize the sale. 

In one instance, a seller insisted on 
including inventory in the selling price for 
two reasons. First, they were convinced 
that all items purchased moved out 
through sales and that whatever remained 
was insignificant. Second, they had never 
taken inventory and did not want to risk 
tipping off the employees regarding the 
sale. 

Well … the seller actually had $150,000 
of inventory on the floor! OMG!!!

Negotiations led to the buyer paying 
only a third of the price of the inventory 
— meaning the seller sacrificed a signifi-
cant amount of money because of the 
initial resistance to doing inventory.

Another seller was emphatic there was 
no way  the inventory exceeded $10,000 
in value. The asset purchase agreement 
stated that any deficit from the $10,000 
would be credited to the buyer and any 
excess would be credited to the seller.  

Then, in order to finance the deal, the 
buyer’s bank required the seller to physi-
cally count and value the inventory. The 
IRS also needed the inventory value to 
allocate the sale price for taxes. Surprise! 
The inventory value totaled $32,000! 
Suddenly, the buyer was expected to pay 
$22,000 more than anticipated … but the 
buyer simply didn’t have that money! This 
was a deal breaker the day before closing!

Thankfully, the buyer and seller reached 
a compromise on a reduced value for the 
excess inventory. Disaster averted, but the 
seller ultimately lost value. 

When listing your business for sale, 
follow this broker’s advice and count and 
value your inventory. Better yet, make 
inventory a routine part of your business 
process — you’ll gain valuable insight. 
Then discuss with your broker whether to 
include inventory in your asking price or 
provide a realistic estimate of inventory 
value to be paid at closing on top of the 
sale price. n 

Dave Driscoll is president of Metro Business 
Advisors, a business brokerage, valuation and 
exit planning firm helping owners of companies 
with revenue up to $20 million sell their most 
valuable asset. Reach Dave at DDriscoll@
MetroBusinessAdvisors.com or 314-303-5600. 
For more information, visit www.MetroBusines-
sAdvisors.com.

common kind of story. Her daughter was 
making a poor and frightening decision 
and had told all of my friend’s siblings 
but not her. She was not only upset wh 
en she found out what her daughter was 
doing but also hurt that only one of eight 
siblings had been willing to let her know, 
willing to address this with her daughter 
and that none of them talked with her 
after she had found out. She could not 
fathom why they all avoided communicat-
ing with her about what was happening 
and how she was feeling.

I told her that frequently people are 
terrified they might make matters worse; 
therefore, they choke. They tense around 
their emotional reactions and fear ac-
knowledging what they think. They often 
dismiss the validity of their ideas, opin-
ions and desires, worrying they are selfish 
or foolish. Who are they to offer anything? 
They forget how to enjoy the fact of their 
choices and free will and shut them down 
instead, just to be on the safe side. 

Why is this issue, the fear of consequences, 
so important to consider? Why is it vital 
to be aware of an all-too-often prevailing 
paralyzed will and the effects of it? The rea-
son it matters is that we have lots of social 
issues right now that require clear-headed, 
decisive and caring action. Instead too 
many freeze, procrastinate or remain 
passive. Our world needs us to be awake, 
aware and influential concerning the 
needs of many situations at this time. Our 
world needs us to be courageous, to stand 
up and be counted as the caring leaders 
we are. Making no decision is a decision 
and entails consequences too. Knowing 
this helps because only with a loving 
heart, compassion at the ready, and a 
will to make and learn from our mistakes 
will we be the proactive change agents for 
peace so needed at this time. n

Judy Ryan (judy@LifeworkSystems.com), hu-
man systems specialist, is owner of LifeWork 
Systems. Join her in her mission to create a 
world in which all people love their lives. She 
can also be reached at 314-239-4727. 
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Bank Said NO?
We Can Help!

Local funder • Quick advances on invoices • Timely rebates 
No up-front or hidden fees • No volume commitments

Call Joy Ann at
636-458-2612
joyann@lexxfunding.com
www.lexxfunding.com

Improve cash fl ow • Increase profi ts
Promote growth






