
	 The economy’s gradual 
recovery during 2010 has resulted 
in increased business optimism 
and a refined set of selection pri-
orities among site selection con-
sultants, according to data from 
the 7th Annual Consultants Survey 
conducted by Area Development 
Online.
	 Of the 110 site consul-
tants that responded to the 2010 
Consultant Survey, 44 percent 
said they expect the economy to 
improve by 2012, while 38 per-
cent said the economy will not 

improve significantly until 2013.
Consultants’ Site Selection 

Priorities
	 Area Development Online 
asked respondents in its 2010 
Consultants Survey to rank each 
of the 26 site selection factors 
according to importance: “very 
important,” “important,” “minor 
consideration,” or “of no impor-
tance.” Labor costs and state and 
local incentives tied for the No. 1 
site selection factor — both were 
considered “very important” or 
“important” by 96.8 percent of 
the respondents in the consultant 
survey.
	 More than half of the respond-
ing consultants said incentives are 
more important to their clients 
now than in the past. Nearly half 
believe tax incentives along with 
other financial incentives (grants, 
loans and the like) are the most 
important types of incentives. 
Nearly half said more communi-
ties are instituting investment and/

	 In order to observe 
Memorial Day, The 
Enterprise will not publish 
the week of May 30. Regular 
publication will resume the 
week of June 6. 
	 Please take a moment 
to reflect on the value of 
the men and women in our 
country’s armed services.

Editor's note
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Mediconnect Global
in process of hiring 
100 more people

Utah's oldest Apple
computer specialist
sold to Simply Mac

	 MediConnect Global, a South 
Jordan-based firm that serves the 
health care industry, is in the pro-
cess of hiring 100 new employ-
ees across multiple departments, 
including software engineers, 
operations support and manage-
ment, medical coders, account 
management, administration and 
executive assistants.
	 The firm’s hiring expansion, 
which is immediate, reflects the 
company’s steep growth trajec-
tory, which is being driven by 
accelerating demand from the 
company’s rapidly expanding cli-
ent base.
	 MediConnect is a worldwide 
leader in two key industries within 
the health care sector. The com-
pany operates one of the largest — 
if not the largest — cloud-based 
health information exchanges in 
which it facilitates the retrieval, 
digitization, storage and deliv-
ery of medical records via the 
Internet. The service is utilized 
by clients in the health insurance, 
life insurance and legal industries 
as well as directly by consum-

ers and medical providers of all 
kinds. The addition of online doc-
ument management and coding 
features have helped the company 
to establish a large and expanding 
client base, including four of the 
five leading health insurers in the 
United States.
	 In addition, MediConnect 
leverages its database of more 
than six million digitized records 
— the largest in the industry — to 
serve the consumer market with 
the personal health record (PHR) 
platform, myMediConnect. The 
online service also provides 
wellness resources, including an 
online dietician and fitness track-
er. Combined, this system helps 
consumers to better manage their 
health records and their health. 
myMediConnect was one of only 
four PHR systems chosen by the 
U.S. federal government to par-
ticipate in an expansive, ongoing 
Medicare pilot project with CMS.

By Barbara Rattle
The Enterprise
	 MacDocs, Utah’s old-
est Apple computer specialist, 
has been sold to Simply Mac, 
a Salt Lake City Apple retailer 
with seven stores in Utah and 
Wyoming. 
	 The MacDocs store at 1435 
S. State St., Salt Lake City, will 
soon bear Simply Mac signage, 
and 11 of the firm’s key employ-
ees — the bulk of the firm’s staff 
— have been retained, according 
to Simply Mac president Steve 
Bain. Simply Mac now employs 
96.
	 MacDocs specialized in busi-
ness sales and business managed 
services, while Simply Mac caters 
more to the consumer retail mar-
ket. 
	 “By acquiring them and 

integrating their business service 
expertise, we’re able to offer than 
to customers throughout the states 
where we have stores,” Bain said, 
noting a Simply Mac location in 
Idaho Falls is expected to launch 
in June. “This helps us to get 
a faster jump on the increasing 
demand that we’re seeing from 
businesses for Apple products and 
services.”
	 Bain said that for the last two 
years, Apple products have been 
enjoying what the firm calls “con-
sumerization of the computer.”
	 “Ten years ago a CIO or a 
director of IT set mandated stan-
dards for what computers would 
be offered in the business,” he 

Fluid handling company to
expand Utah footprint
By Barbara Rattle
The Enterprise
	 Quanda Inc., a Phoenix-
based firm that designs, engineers, 
manufactures and services fluid and 
air handling pumps and systems, is 
preparing to significantly expand 
its Utah footprint.
	 Presently located in about 
5,600 square feet in West Haven, 
the company has leased roughly 
24,000 square feet at 2535 N. 
1500 W., Ogden, where it plans 
to move in June, said Utah area 
manager Jim Jenkins. 
	 A staff of eight will 
immediately be nearly doubled, he 
said, and while the new location 
will provide more space than 
Quanda currently needs, it opens 
the door for Houston-based DXP 
Enterprises, which purchased 
Quanda last year, to bring portions 
of its business to Utah, Jenkins 
said. 
	 Quanda has outgrown its 
West Haven facilities, which were 
opened in May of 2009.
	 “We do Babbitt bearing 
repair for the power generation 
industry as well as service the 
mining and power generation 

businesses for fluid handling 
equipment, pumping solutions,” 
Jenkins said. “The new space is 
certainly bigger than what we 
need immediately but we expect 
to utilize some of the area for 
inventory because DXP is a new 
products distribution company as 
much as it is service and repair. 
There’s some potential to expand 
our business into some of the other 
DXP core competencies, which 
are the safety business as well as 
bearings and power transmission. 
They’ve got a couple of other 
divisions that currently are not in 
Utah or west of here so that’s how 
we anticipate utilizing some of the 
additional space.”
	 Quadna has eight offices, 
seven in the States and an 

Quadna's current Utah facilities 
are in West Haven.

44 percent of site selectors
expect economy to improve

see SELECTION page 2

see MEDICONNECT page 5

see MACDOCS page 5

see QUADNA page 2



or job creation criteria that must 
be met in order for their clients to 
receive the incentives. Forty per-
cent said incentive closing funds 
are the factor they have found 
most deficient in their recent eval-
uations for location and expansion 
projects.
 Two other tax-related factors 
placed among the consultants’ top 
10: tax exemptions ranked sev-
enth, with an 88.4 percent impor-

tance rating, and corporate tax 
rates ranked ninth, with an 86.4 
percent importance rating.

Highway Accessibility
 Among the site consultants, 
highway accessibility ranked third 
— considered “very important” or 
“important” by 95.8 percent of the 
respondents; however, among cor-
porate survey respondents high-
way accessibility was ranked the 
most important site selection fac-
tor.
 Fourth on the consultants’ list 
of priorities was the availability of 

skilled labor, with a 92.6 percent 
importance rating. This factor was 
in seventh position on the corpo-
rate respondents’ list. Meanwhile, 
the right-to-work state factor 
dropped 9.9 percentage points to 
a 71.3 percent importance rating, 
and fell from 13th position in 2009 
to 20th in the 2010 Consultants 
Survey — “the greatest drop in 
the rankings among the site selec-
tion factors,” according to Area 
Development Online.
 The responding consultants 
ranked energy availability and 

costs fifth among the selection 
factors with a 91.5 percent impor-
tance rating. Nearly half of the 
responding consultants say rising 
energy costs are impacting their 
clients’ facility plans. Furthermore, 
nearly four-fifths say sustainable 
development is more important to 
their clients now than in the past; 
80 percent of the respondents to 
the Consultants Survey said their 
clients are making energy-saving 
modifications to their facilities, 
and more than 40 percent said 
their clients are seeking LEED 

certification for facilities, as well 
as recycling or re-using waste 
products.
 The top 10 selection factors 
from Area Development Online’s 
7th Annual Consultants Survey 
are:
 1. Labor costs
 2. State and local incentives 
(tied with labor costs as the most 
important factor.)
 3. Highway accessibility.
 4. Availability of skilled 
labor.
 5. Energy availability and 
costs.
 6. Proximity to major mar-
kets.
 7. Tax exemptions.
 8. Occupancy or construction 
costs.
 9. Corporate tax rate.
 10. Availability of buildings.
 Quality of life selection fac-
tors:
 1. Low crime rate.
 2. Colleges and universities 
in area.
 3. Housing costs.
 4. Ratings of public schools.
 5. Health care facilities.
 6. Housing availability.
 7. Climate.
 8. Cultural opportunities.
 9. Recreational opportuni-
ties.

2 The Enterprise May 23-June 5, 2011

THE ENTERPRISE
[USPS 891-300]

Published weekly by Enterprise  
Newspaper Group Inc. 

825 N. 300 W., Suite C309, Salt Lake City, UT 84103
Telephone: (801) 533-0556 Fax: (801) 533-0684 Web site: 

www.slenterprise.com. 
For advertising inquiries, e-mail david@slenterprise.com. To 

contact the newsroom, e-mail barbara@slenterprise.com. 
Subscriptions are $52 per year 

or $1.25 per copy. Opinions expressed by columnists are not 
necessarily the 

opinion or policy of The Enterprise
Copyright 2011 Enterprise Newspaper Group Inc. All rights 

reserved
Periodicals postage paid at Salt Lake City, UT 84199.

POSTMASTER: Send address 
corrections to P.O. Box 11778, 

Downtown Station, 
Salt Lake City, UT 84147

The Problem: Your business is 
growing fasTer Than The sPeed of T1s. 

Comcast Metro Ethernet does what legacy technologies like T1 can’t. It’s completely scalable, allowing you to quickly and easily double 
your bandwidth without doubling your costs. So your total cost of ownership is lower and your budget goes further. And the private 
network is operated by Comcast from the first mile to the last, giving your business reliability, security, and faster speed. Comcast Metro 
Ethernet is the choice of companies that realize outdated technology just can’t compare to Comcast’s Ethernet solution.

Restrictions apply. Not available in all areas. Call for details. Comcast © 2011. All rights reserved.
NPA71774-0014

The SoluTion: ComCaST meTro eTherneT.

877-558-7852  |   BUSINESS.comcaSt.com/EthErNEt

61696_NPA71774-0014 Problem 8.167 x 11 ad.indd   1 5/2/11   2:24 PM

SELECTION
from page 1

international offi ce in Mexico. The 
company provides customized and 
innovative solutions to industrial, 
commercial and municipal 
customers for a vast array of oil, 
gas, power, water, air, sludge and 
chemical applications.
 DXP purchased Quanda in 
April of last year for $28 million. 
DXP is a leading products and 
service distributor focused on 
adding value and total cost savings 
solutions to MRO (maintenance, 
repair and overhaul) and OEM 
(original equipment manufacturer) 
customers in virtually every 
industry since 1908. DXP provides 
pumping solutions and integrated 
supply and maintenance, repair, 
operating and production services 
that emphasize its knowledge 
and technical expertise in pumps, 
bearings, power transmission, 
seals, hose, safety, fl uid power and 
electrical and industrial supplies. 

QUADNA
from page 1



The EnterpriseMay 23-June 5, 2011 3

Utah (801) 991-2300  |  Idaho (208) 378-7300  |  www.SteedConstruction.com

PROJECT HIGHLIGHTS
HOSPITALITY

FOR YOUR NEXT PROJECT 
CALL JAY RICE AT 801-633-3994
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Business lending 
is our business.

Ann Williams
VP/Commercial Loan Officer

801.924.3610   ahwilliams@bankofutah.com

Member
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 Utah entrepreneur Josh James, 
co-founder and former CEO of 
Omniture, has raised $10 million 
in angel funding from some of 
the most esteemed visionaries and 
leaders in the technology indus-
try. The angels include individual 
investors, venture capital firms 
that often participate in early-stage 
rounds, as well as individuals who 
were on the board of directors of 
Omniture, a Utah County-based 
SaaS company that was sold to 
Adobe in 2009 for $1.8 billion.

A partial list of angel inves-
tors includes Marc Benioff, chair-
man and CEO of salesforce.
com; Lars Dalgaard, founder and 
CEO of SuccessFactors; Mark 
Gorenberg, managing direc-
tor of Hummer Winblad Venture 
Partners; John Pestana, co-founder 
of Omniture; Dan Rose, vice pres-
ident of Facebook; Paul Sagan, 
CEO of Akami; S. Steven Singh, 
co-founder and CEO of Concur; 
and John Thompson, chairman of 
Symantec and CEO of Virtual 
Instruments. 
 The angel round will be used 
to fuel James’ yet-to-be-unveiled 
venture that is solving what James 
calls a paradox in today’s business 
intelligence market. James’ com-
pany’s temporary working name 
is Shacho Inc.
“We are fortunate to have attract-
ed such high-caliber angels whose 
experiences and insights will help 
accelerate our aggressive plans 
for growth; and given what we are 
planning to do, it’s apropos that 
we have CEOs and founders of 

the four largest SaaS companies,” 
James said. “Today’s business 
intelligence solutions leave execu-
tives with blind spots because the 
information they receive is not 
real time and it’s often inaccurate 
and incomplete. We are on an 
aggressive path to fix this perva-
sive problem that has yet to be 
addressed.”
 WPP, the world’s leading 
marketing communications ser-
vices firm, is a strategic investor 
in this round.
 Shacho Inc. is a technolo-
gy holding company founded in 
2010 by James to address fun-
damental problems in the busi-
ness intelligence market. As one 
of the first steps to deliver on 
his vision, Shacho bought Corda 
Technologies, and James is the 
CEO of the combined company. A 
new company name, strategy and 
solutions will be announced later 
this year.
 James co-founded Omniture 
in 1996, took it public in 2006 at 
age 33 and sold to Adobe three 
years later. Under his leader-
ship, Omniture was the first or 
second fastest-growing public 
software company three years 
in a row, and Omniture grew to 
become the second largest SaaS 
company, with $400 million in 
sales and 1,700 employees. Prior 
to Omniture, James co-found-
ed an interactive agency and 
two other businesses that were 
later sold to Jupitermedia and 
VeriSign.

Omniture co-founder raises 
$10 million for next tech venture

 Full Draw Archery, a business 
that will retail archery equipment 
and supplies as well as provide an 
archery range, is slated to open its 
doors in June.
 The company has leased 
approximately 6,400 square feet 
at 8385 S. Allen St., Sandy, and 
will be owned by husband-and-
wife team Easter and Sean Brock 
in partnership with Brandon 
Jackman. All three are archery 
enthusiasts, according to Easter 
Brock.
 She said Full Draw Archery 
will devote about half its space to 
the retail component, representing 
both Utah and national 
manufacturers, and the other half 
to the archery range. The cost to 
utilize the range has not yet been 
determined, but Brock said it will 
be “very reasonable.” Full Draw 
Archery will also be certifi ed to 
fi x and tune archery equipment, 
she said. 
 “There’s defi nitely a need 
here in Utah,” according to Brock. 
“Archery is a huge sport in Utah 
and there’s kind of a hole in the 
market. There are not a lot of 
places to go, so we said ‘let’s try 

it.’ Word of mouth will be huge 
for us, but we defi nitely plan to 
advertise, join the chamber of 
commerce, get involved in the 
community, be out at events. 
 The company leased its 
Sandy space with the assistance 
of Paul Westenskow, Mindy 
Ackerman and Kyle McMullin of 
Commerce Real Estate Solutions.

Archery business to open in Sandy
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	 “We feel extremely fortunate 
that MediConnect is continuing to 
grow during such a tenuous time 
in the economy,” said Amy Rees 
Anderson, CEO of MediConnect 
Global. “We are bullish on where 
we are headed as a company 
and have worked diligently to 
become the best-positioned com-
pany in the market to capture and 
provide value to our clients. Our 
ability to stay one step ahead of 
the current trends in health care, 
which include the rapid emer-
gence of personal health records 
for consumers and the demand 
for consumers to become more 
engaged in their own healthcare, 
enables MediConnect to excel at 
guiding both health payers and 
providers to meet this need.”
	 In the past six years, 
Mediconnect’s revenue has 
grown more than 1,100 percent, 
ranking it No. 155 on the Deloitte 
Technology Fast 500 fastest-
growing companies in North 
America. The firm has appeared 
on the Inc. 5,000 list for the past 
four consecutive years.
	 With offices in South Jordan 
and Ephraim, Mediconnect 
Global employs approximate-
ly 1,000 people. MediConnect 
was started in 1996 and became 
MediConnect Global in 2006.

said. “What’s happening now is 
that when Apple is talking with 
CEOs of Fortune 100 companies, 
the high-level, high power recruits 
are asking, ‘what technology are 
you going to provide for me, and 
do I have a choice?’ The employ-
ees are saying ‘I have a Mac at 
home, I have an iPad at home, I 
have an iPhone at home. I’d really 
like to have a Mac at work. Why 
do I have all this revolutionary 
technology at my house and when 
I come to work I’m issued a three-
year-old PC from the guy I took 
the job from?’ That's not a great 
on-boarding employee experience. 
We’re seeing that C level and top 
level officers of businesses are 
going to Macs earlier and we’re 
seeing that the front line new hires 
are requesting Macs. It’s kind of 
pushing in the middle of have 
people adopt Mac as an approved 

standard for IT. Certainly the iPad 
and the iPhone have driven huge 
awareness for Mac products.”
	 MacDocs was founded in 
1989. In 2001, the three indi-
viduals who sold the company to 
Simply Mac assumed control of 
the company. 
	 Simply Mac will host a grand 
opening event for the public on 
July 22 from 9 a.m. to 1 p.m. at 
the 1435 S. State St. location. The 
first 100 customers in line for the 
event will receive a gift bag con-
taining merchandise from Simply 
Mac.  
	 Simply Mac was founded in 
August of 2006. Its stores offer 
sales, a personalized customer 
training program branded Simply 
Answers, and warranty service 
and repair for Apple products. 
Simply Mac also offers a used 
computer trade-in program and 
has a two-person business sales 
and service team to meet the needs 
of local business clients.

CHRISTINA JEPSON SCHMUTZ
Employment Law Department Chair

Employment Litigation
Advice & Counsel

Investigations & Training

To experience the success employers throughout the region have found working with us, call our employment law department today.

ANNOUNCING A NEW CHAIR TO LEAD OUR EMPLOYMENT LAW DEPARTMENT
representing businesses and employers

W. MARK GAVRE
Employment Litigation

Advice & Counsel
Union & Benefi ts Issues

MICHAEL A. ZODY
Employment Litigation

OSHA Investigations & Compliance
Whistleblower Issues

JEFFREY J. DROUBAY
Employment Litigation

Advice & Counsel
Employment Agreements

WILLIAM J. STILLING
Health Care & PPACA

Privacy, HIPAA & GINA
Professional Licensing

NICOLE G. FARRELL
Employment Litigation

Handbooks
Investigations & Training

ZACK L. WINZELER
Employment Litigation

Non-compete Agreements
Employment Agreements

SUSAN BAIRD MOTSCHIEDLER
Employment Litigation 

Handbooks
Investigations & Training

DEREK LANGTON
Employment Litigation

Employment Agreements
Non-compete Agreements 

Confi dentiality Agreements

CHRIS WANGSGARD
Employment Litigation
Employee Classifi cations,

Wages & Hours 
Disability Issues

LAURA S. SCOTT
Employment Litigation

Policy Development & Training
University & Public Employees

SPENCER E. AUSTIN
Employment Litigation

Advice & Counsel
Union Arbitrations
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	 Utah enjoyed the highest 
number of deals during a four-
year period in 2010, with 149 
deals reported in the 16th annual 
MountainWest Capital Network 
(MWCN) Deal Flow Report 
released May 19 at the Utah Deal 
Flow Event. 
	 According to the report, 149 
deals took place among Utah 
businesses — 118 funded by ven-
ture capital, angels and seed stage 
investment; 27 merger and acqui-
sitions; and four public offerings. 
In 2009 there were 126 deals; in 
2008 there were 141 deals; and in 
2007 there were 131 deals.
	 Except for mergers and 
acquisitions, all deals increased in 
2010.
	 “It appears we are steadily 
up-ticking out of the economic 
recession we’ve been experienc-
ing over the past few years, but 
on the other hand we can see that 
the recession has heavily affected 

both acquisition and exit oppor-
tunities nationally and in Utah,” 
said Matthew J. Thorne, chairman 
of MWCN Deal Flow committee. 
	 Highlights from the 2010 
report:
	 • There were 118 financ-
ing deals reported in 2010, an 
increase from 94 deals reported 
in 2009. While the number of 
financing deals increased, total 
investment dollars dropped from 
$660 million in 2009 to just over 
$400 million in 2010.
	 • Mergers and acquisitions 
activity remained slow in 2010. 
There were 27 M&A transactions 
with a total valuation of approxi-
mately $2.8 billion.
	  • There were four secondary 
or other public offerings totaling 
$470 million in 2010 compared to 
only one in 2009.
	 The Deal Flow Report is 
published each year by MWCN.

More venture cap deals for Utah
in 2010 than during prior year

WASATCH NORTH

Business Journal
UTAH    COUNTY

Business Journal

We Mean Business
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Bar-B-Que Beef
Shredded bar-b-que beef on a bun

Dutch Oven 
Bar-B-Que Chicken/Ribs
Potatoes Au Gratin
Peach Cobbler Cooked in 
Dutch Ovens

Top Sirloin
10 oz. USDA Choice Top Sirloin Steak
Baked Idaho Potato

Hamburger/Hot Dog
Meier’s own quarter pound 
hamburger w/all condiments. 
Jumbo all beef franks 

Tri Tip Roast
Marinated/Grilled Chicken Breast

Pork Back Ribs
Smoked with applewood marinated 
grilled chicken breast

Hamburger/Grilled Chicken
Meier’s own quarter pound 
hamburger w/ all the condiments. 
Marinated Chicken Breasts

Chuckwagon-K-Bobs
Beef & chicken-k-bobs 
w/ fresh vegetables.

Boneless Ribeye Steak
10 oz. USDA choice boneless ribeye 
steak & baked Idaho potato.

Bar-B-Que Chicken
Smothered in our special 
bar-b-que sauce

Bar-B-Que Country 
Style Spare Ribs

Baked Chuckwagon Beans
Meier’s Homemade Potato Salad
Glazed Orange Rolls
Fresh Cut Fruit
Pasta Shrimp Salad
Utah Corn on the Cob-seasonal
Ice Cold Lemonade
Brownie Sunday- brownie, vanilla ice cream, 
covered with deep rich chocolate sauce 

Call and reserve your date today!   801-278-4653
 www.meierscatering.com

Complete Catering Service for 
40-10,000

Chuckwagon Bar-B-Ques 
Company Picnics 
Family Reunions 
Business Luncheons  
Open Houses 
 Dutch Oven Cookouts

Ready to Plan Your Company Picnic!

All grilling done on site

• Industry Briefs • 
BANKING
	 • Frontier Bank, Salt Lake 
City, has promoted Don Rudy 
to senior vice president and mar-
ket manager. Rudy has been 
with Frontier Bank since 2003 
as vice president, senior lender/
team leader. He currently serves 
on the board for Crossroads Urban 
Center. 

COMMUNICATIONS
	 •  The Utah 
Telecommunications Open 
Infrastructure Agency 
(UTOPIA), the community-
owned fiber optic network, has 
begun expanding its network and 
adding 400 institutions in eight 
Wasatch Front cities to UTOPIA’s 
broadband fiber optic network. 
The institutions include schools, 
health care providers, public safe-
ty agencies and government facili-
ties. The infrastructure expansion 
is being financed by $16 million 
of recently received economic 
stimulus funds from Broadband 
USA and ARRA, the American 
Recovery and Reinvestment Act.

	 • Xmission, a Salt Lake City-
based Internet service provider, is 
launching a new line of business 
phone services. Transitioning to 
Xmission allows businesses to 
replace traditional analog office 
phone systems, or enhance their 
existing private branch exchange 
phone system with additional 
functionality. Xmission’s business 
phone service starts at $39 per 
line, per month, with a two-year 

contract that includes a phone 
lease, and can also provide auto-
attendant, work-anywhere options 
and hunt groups, which automati-
cally forward to the next available 
operator. 
	
CONSTRUCTION
	 • Mike Holland of R&O 
Construction has earned his 
LEED certification. He has been 
with R&O Construction since 
1998, and is a senior estimator 
and project manager for the com-
pany’s Federal Group. LEED is a 
third-party certification program 
and the nationally accepted bench-
mark for the design, construction 
and operation of high performance 
green buildings.
	 • BHB Consulting 
Engineers, Salt Lake City, 
has been selected as the struc-
tural engineer for the Murray 
City School District Seismic 
Evaluations. The project involves 
a seismic analysis and cost esti-
mate of nine district schools: Grant 
Elementary, Liberty Elementary, 
McMillan Elementary, Viewmont 

Elementary, Riverview Junior 
High School, Horizon Elementary, 
Longview Elementary, Parkside 
Elementary and Hillcrest Junior 
High School.
	 • The Associated General 
Contractors of Utah has awarded 
a 2010 Platinum Safety award 
to R&O Construction, a gen-
eral contractor headquartered in 
Ogden. The award honors contrac-
tors for safety ratings 25 percent 

below the national average. This is 
the second year in a row that R&O 
has achieved a platinum rating. 
	 • Kurt Dallinga, P.E., 
RCDD, CTS, acoustical and tech-
nology engineer for Spectrum 
Engineers, Salt Lake City, was 
named a top young profession-
al in Engineering News Record 
Mountain States magazine’s 2011 
Top 20 Under 40 issue. The Top 
20 Under 40 program recognizes 
young professionals in the archi-
tecture, engineering and construc-
tion industry who have earned 
the respect of their peers and the 
industry by taking on responsibil-
ity and leadership roles within 
their firms and contributing to the 
growth of the industry. Dallinga 
designed audio-video and voice/
data systems for the restoration of 
the historic State of Utah Capitol, 
and has won many national and 
regional engineering and design 
awards.
	 • Peak Performance Roofing, 
Sandy, has been awarded the status 
of Master Elite Contractor by 
GAF Materials Corp., the larg-
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est roofing manufacturer in North 
America. To become a factory-
certified GAF Master Elite roofing 
contractor, a company must show 
that it is fully licensed by the State 
of Utah to perform roofing work, 
must be adequately insured, have 
a proven reputation for providing 
quality roofing services through-
out the community and be com-
mitted to professional training to 
ensure quality installation. 
 • ARW Engineers, a struc-
tural consulting engineering firm 
in Ogden, has promoted Matt C. 
McBride and Jeremy L. Achter 
to junior associate, and Robert 
Moyle and Justin D. Naser to 
associate. Moyle, Naser, McBride 
and Achter have been with ARW 
for more than 10 years. In addi-
tion, Troy M. Dye has been named 
a shareholder of ARW Engineers. 
Dye has been with ARW since 
February 2002.
 
EDUCATION/TRAINING
 • Rowland Hall, a private 
school in Salt Lake City, has been 
awarded a $2 million grant from 
The Malone Family Foundation 
to award scholarships to gifted 
students who are new to the 
school. Rowland Hall is the only 
school in Utah and one of seven 
schools in the U.S. to receive 
the grant this year. The Malone 
Family Foundation is a national 
foundation whose mission is to 
improve access to quality educa-
tion, particularly at the secondary 
school level, for gifted students 
who lack the financial resources to 
best develop their talents. Schools 
do not apply for the grant, but are 
chosen for eligibility from a com-
plement of independent schools 
across the nation that meet Malone 
criteria. 
 • Western Governors 
University, a Salt Lake City 
nonprofit online university, has 
achieved enrollment of more 
than 25,000 students and a cumu-
lative total of 10,000 graduates. 
The school is designed to meet the 
needs of adult learners and uses a 
mentor-guided, competency-based 
learning model that allows stu-
dents to advance by demonstrating 
their knowledge rather than log-
ging time in class. 

ENVIRONMENT
 • Installation of new solar 
panels on the 70,000 square foot 
building that houses the customer 
service call center for Zions Bank 
and other Zions Bancorporation 
affiliates will help reduce the com-
pany’s power consumption. Zions 
worked with Alpenglow Solar 
LLC to install 130 solar panels for 
a 29,900 watt system that will take 
up 20 percent of the 35,000 square 
foot roof space. The panels will 
allow Zions to avoid an estimated 
28.2 tons of carbon dioxide emis-
sions annually, which is equivalent 
to the greenhouse gas emissions 
from five passenger vehicles each 

year, or the CO2 emissions from 
2,863 gallons of gasoline con-
sumed. Funding for the project 
was offset by a $50,000 grant 
through the Utah State Energy 
Program and other tax incentives 
for clean energy.
 • Kennecott Utah Copper 
has received the Outstanding 
Leadership in Energy Efficiency 
and Conservation award from 
the Utah Association of Energy 
Users (UAE). The award is for 
the proposed repowering of 
Kennecott’s coal-fired power plant 
to run on natural gas through a 
combined cycle natural gas tur-
bine, doubling the plant’s effi-
ciency rating and reducing emis-
sions. Kennecott was nominated 
for this UAE award in recognition 
of Kennecott’s overall leadership 
and proactive energy strategy. 

FINANCE 
 • Utah-based entrepreneur-
ial accounting firm MainStreet 
Tax and Accounting Services is 
launching The Refund Recovery 
Program, a risk-free tax return 
review program with a mission to 
put millions of dollars back into 
the hands of local entrepreneurs, 
starting with an initial goal of $1 
million by January 2012. The pro-
gram allows taxpayers to find out 
how much money they unknow-
ingly left at the IRS over the 
past three years and then claim it. 
For more information, visit nore-
fundleftbehind.com.

GOVERNMENT
 • John Whittaker, a front-load 
commercial truck driver for Salt 
Lake County, was named Driver 
of the Year in the Public Sector 
Category from the Environmental 
Industry Associations, the nation-
al trade association representing 
for-profit companies in the waste 
and recycling services and equip-
ment industry throughout the 
United States. Whittaker drives 
750 miles over city, suburban and 
rural streets, averaging about 170 
stops per week. He has never 
experienced a preventable acci-
dent and has been recognized as 

a team leader with a positive atti-
tude toward fellow drivers.

HEALTH CARE
 • Four physician executives 
with ties to Utah have been named 
among Modern Healthcare’s 
“50 Most Influential Physician 
Executives in Healthcare.” Those 
physicians are” Charles Sorenson, 
M.D., president and CEO of 
Intermountain Healthcare; Brent 
James, M.D., chief quality offi-
cer of Intermountain Healthcare; 
Arnol Milstein, M.D., MPH mem-

ber of Intermountain Healthcare’s 
volunteer board of trustees and 
professor of medicine at Stanford 
University; and James K. Lassetter, 
M.D., chairmen and CEO of Salt 
Lake City-based Medicity.
 • Tod F. Peterson, a 23-year 
veteran of Gold Cross Services, 
has been appointed vice president 
of the corporation. He will contin-
ue to oversee all safety issues, pur-
chasing, legal matters and facility 
management for the company’s 
Utah operations. Peterson has held 
several positions during his tenure 

with Gold Cross, including state 
and federal compliance officer, 
director of operations and main-
tenance and manager of property 
holdings. He most recently served 
as director of safety. 
 
INSURANCE
 • Emma Crandall of GBS 
Benefits Inc. has achieved 
Wellness Council of America 
(WELCOA) faculty status. 
Crandall completed four WELCOA 

continued on page 9
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 • May 23, 8 a.m.-2 p.m.: 
Thirty-Third Annual Utah Taxes 
Now Conference, presented by the 
Utah Taxpayers Association. This 
year’s conference title is “Using 
Return on Investment to Make 
Sound Public Policy.” Leaders 
from the Utah State Senate, House 
of Representatives, Governor’s 
office, policy experts and com-
munity leaders will cover a broad 
range of tax issues, including “Does 
a Better Economy Mean Bigger 
Government?” “Medicaid Reform 
— Reality is NOT Negotiable,” 
“Legislative Session 2011: The 
Year of Education Reform,” “Ding 
Dong! The Police Fee is Dead!” 
and “Restaurant Tax: Maverik 
vs. McDonalds.” Location is the 

Little America Hotel, 500 S. Main 
St., Salt Lake City. Cost is $100 
for Utah Taxpayers Association 
members, $125 for nonmembers. 
Space is limited to 300 attendees. 
Register at www.utahtaxpayers.
org.
  • May 24, 8 a.m.-noon: 
“Employment Law in the 
Trenches: Arming Your Front 
Line,” sponsored by The 
Employers Council. Council attor-
neys will provide a basic overview 
of major employment laws and 
tips for avoiding trouble.  Topics 
to be covered include key Utah 
employment laws, ADA and 
Workers’ Comp, hiring and refer-
ences, overtime pay and exemp-
tions, discrimination, harassment 

and retaliation, employee privacy 
and drug testing, leave laws, and 
employment at will and termina-
tions. Location is the Radisson 
Hotel, 215 W. South Temple, Salt 
Lake City. Cost is $125 for council 
members, $199 for nonmembers, 
full breakfast buffet and materials 
included. Register at http://ecutah.
org/employmentlaw.pdf.
 • May 24, noon-1:30 
p.m.: Second Annual Ethics 
Conference: A Master Class in 
Business Ethics, hosted by the 
Marriott School of Business at 
Brigham Young University. The 
luncheon and panel discussion 
will include presentations from 
national and international experts. 
Location is the BYU Hinckley 
Alumni and Visitors Center on the 
BYU campus in Provo. Cost is 
$15. Register at http://ce.byu.edu/
cw/ethics/lunchDiscussion.cfm or 
by calling 877-221-6716. 
 • May 25, 8:15-10 a.m.: 
Export-Import Bank of the 
United States Business Briefing. 
David Josephson, regional director 
of Ex-Im Bank in Irvine, Calif., 
will brief attendees on “Increasing 
Your Export Sales is as Easy as 
1-2-3,” and will focus on how 
to use the U.S. government to 
increase export sales; how to 
extend credit to international buy-
ers, protect against nonpayment 
and free up credit for other busi-
ness, and how to obtain working 
capital loans with U.S. govern-
ment backing to help fulfill export 
contracts. Location is the Salt 
Lake Community College Miller 

Campus, 9690 S. 300 W., Sandy, 
Miller Corporate Partnership 
Center building, Room 333. Free. 
RSVP in advance by calling (801) 
957-5336 or eimailing stan.rees@
slcc.edu. 
 • May 26, 8:15 a.m.-1:30 
p.m.: Zions Bank’s 10th Annual 
Trade and Business Conference. 
Keynote speaker will be former 
President of Colombia Álvaro 
Uribe. The conference will also 
focus on global and domestic 
economic trends, internation-
al risk and overseas opportuni-
ties for Utah companies. During 
the event, Zions Bank will also 
honor the recipient of the “Global 
Pacesetter” award, a distinction 
given annually to a Utah company 
demonstrating international suc-
cess. Location is the Downtown 
Marriott, 75 S. West Temple, Salt 
Lake City. Cost is $35 and includes 
lunch. Seating is limited. Register 
online at www.zionsbank.com/
conference or by calling (801) 
844-8573.  
 • June 2, 11:30 a.m.-1:15 
p.m.: “A Passion for Revenue 
Growth — World Class Sales 
Principles,” an industry luncheon 
presented by the Utah Technology 
Council. UTC chairman Alan E. 
Hall, co-founder and managing 
partner of Mercato Partners, will 
be the speaker. Hall currently 
serves on the board of directors of 
MediConnect Global and serves 
as board advisor to Control4 
and Fusion-io. Prior to founding 
Mercato Partners, Hall was found-
er and CEO of MarketStar Corp., 
an outsourced global marketing 
and sales organization that helped 
30 of the world’s largest high-
technology companies generate 
billions of dollars in revenue from 
the small to medium business 
space. Location is the Rose Room 
at Thanksgiving Point, 3003 N. 
Thanksgiving Way, Lehi. Cost is 

$35 for UTC members, $50 for 
nonmembers. Register at www.
utahtech.org.
 • June 8, 3-6 p.m.: Credit 
Fest, presented by the Association 
for Corporate Growth-Utah. The 
event is geared toward emerg-
ing and established middle-market 
companies and the professionals 
who support them. Speaker will 
be economist Dr. Kelly Matthews. 
A lender panel discussion will 
include Lorry Pitcher, senior vice 
president at KeyBank; and Dean 
Luikart, regional vice president 
of commercial banking at Wells 
Fargo. They will share their vision 
of the future of the economy and 
the state of the bank lending mar-
ket. Location is the Little America 
Hotel, 500 S. Main St., Salt Lake 
City. Cost is $30 for ACG mem-
bers before June 3, $45 thereafter. 
Nonmember cost is $45 before 
June 3, $60 thereafter. Register at 
www.acgutah.org.
 • June 9, 8 a.m.-4:30 p.m.: 
“InsideOut Coaching,” present-
ed by InsideOut Development. 
Participants will learn how to 
implement a simple and repeat-
able coaching process that can 
be applied in a variety of situ-
ations; how to coach others to 
maximize potential by creating 
awareness, setting goals and cre-
ating focused action; help others 
develop action plans to increase 
performance, establish account-
ability and increase productivity; 
navigate difficult conversations 
with more confidence and greater 
accountability, and communicate 
feedback in fast and effective 
ways. Location is the Marriott 
Salt Lake City Center, 220 S. State 
St., Salt Lake City. Cost is $449 
(there is an early bird discount of 
$429 until June 2), or $399 for two 
or more. Register at http://www.
insideoutdev.com.

• Calendar • 
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certifications dedicated to improv-
ing the health and well-being of 
working Americans. She consults 
locally with GBS clients to assist 
and advise them in establishing 
and operating their own well-
ness programs, which encourage 
their employees to adopt healthier 
lifestyles, thereby reducing their 
health care costs.
	 • Ryan Clark, a Salt Lake 
City resident, is the winner of 
Guardian Life Insurance Co. 
of America’s “Be a Guardian 
Hero” incentive program, a 
new national initiative designed 
to reward agency personnel who 
refer qualified, talented individu-
als to join the Guardian team. 
Clark will donate the $10,000 prize 
to the American Heritage School 
and Family Education Center, an 
independent nonprofit institution 
and one of the longest operating 
Latter-day Saints-oriented elemen-
tary and secondary schools in the 
nation. 

MANUFACTURING
	 • Amano Artisan Chocolate, 
based in Orem, has received top 
honors from the London Academy 
of Chocolate. Amano received five 
awards for its chocolate, includ-
ing one gold, three silvers and 
a bronze as well as a sixth for 
packaging. The company will be 
recognized at the annual Academy 
of Chocolate awards ceremony at 
Fortnum and Mason, Piccadilly, 

London, England. 

MEDIA/MARKETING
	 • Intrepid, a Salt Lake 
City-based hybrid communica-
tions firm, has been named by 
Taubman Centers as public rela-
tions agency of record for City 
Creek Center, the retail compo-
nent of the City Creek mixed-use 
development in downtown Salt 
Lake City. Intrepid will provide 
strategy, media relations, event 
coordination and messaging for 
the approximately 800,000 square 
foot shopping and dining center. 
City Creek Center, which opens 
March 22, 2012, will be anchored 
by Macy’s and Nordstrom stores 
and be home to 80 retail shops 
and restaurants, and is part of the 
23-acre City Creek master plan 
developed by City Creek Reserve 
Inc.
	 • Kevin Marasaco has joined 
HireVue, a provider of video 
interviewing solutions, headquar-
tered in Salt Lake City, as chief 
marketing officer. Most recent-
ly, Marasaco was vice president, 
brand and digital marketing for 
San Francisco Bay-based Taleo.
	
OUTDOOR PRODUCTS/
RECREATION
	 • Emily Summers has been 
promoted to the position of commu-
nications manager at Deer Valley 
Resort. Summers has a BA from 
the College of Communication, 

Arts and Sciences at Michigan 
State University and has served 
as Deer Valley’s communication 
coordinator since 2006. She is 
experienced in coordinating the 
public relations and communi-
cations efforts of Deer Valley, 
including special events, social 
media and maintaining relation-
ships with luxury travel, ski indus-
try and other local and domestic 
media outlets. She has served on 
the Park City Chamber Bureau’s 
public relations  marketing adviso-
ry committee as well as Ski Utah’s 
public relations committee.
	
PHILANTHROPY
	 • The Buckner Co., an insur-
ance company headquartered in 
Salt Lake City, has been chosen 
by EMC Insurance Co., one of 
its insurance carrier partners, to 
nominate a worthy nonprofit orga-
nization to participate in EMC’s 
100 Ways of Giving campaign. 
The Buckner Co. awarded each 
organization a $500 grant. Those 
organizations were: Enable Utah; 
Friday’s Kids; Good News Jail 
and Prison Ministry; Guadalupe 
School; Heritage Schools; House 
of Hope; Humane Society of Utah; 
Inclusion Center for Community 
and Justice; NAMI Utah; The 
Children’s Center; The Children’s 
Theatre; Treehouse Children’s 
Museum; Snake River Animal 
Shelter; South Valley Sanctuary; 
Utah Food Bank; YCC of Ogden/
Northern Utah; Youthlinc.

REAL ESTATE
	 • Frances Hayes, Salt Lake 
City area Realtor for Coldwell 
Banker Residential Brokerage, 
has been honored with the com-
pany’s Presidents Award. Hays 
was chosen for the award in 
honor of her outstanding support 
of Coldwell Banker Residential 
Brokerage and the Salt Lake com-
munity. Hays has received numer-
ous awards and recognitions for 
sales production and customer 
service throughout her career. She 
has been the No. 1 agent in the 
Sugar House office for the past 10 
years.
	 • Mike Hillis, CCIM, SIOR, 
managing partner at Commerce 
Real Estate Solutions, Salt Lake 
City, has been elected interna-
tional vice president of the Society 
of Industrial and Office Realtors 
(SIOR). Hillis has served on the 
SIOR board of directors and exec-
utive committee for the past three 
years, and most recently held the 
position of speaker of the council 
of chapter presidents, where he 
presided over the 46 international 
chapters of SIOR. He also current-
ly serves on the SIOR Professional 
Standards Committee and is a 
trustee on the SIOR Foundation.
	 • Stuart Thain, Realtor 
for the Salt Lake City office of 
Coldwell Banker Commercial, 
has been named the No. 1 sales 
professional for the company. 

Thain has been with Coldwell 
Banker Commercial for the past 
six of has a 25-year career in com-
mercial real estate. Thain and his 
team represent prominent land-
lords in the Intermountain West as 
well as a variety of national retail 
tenants, including Costco, Scheels 
Sporting Goods, JC Penny, Barnes 
and Noble, DSW, Ross Stores, 
Limited Brands, Christopher and 
Banks, GNC, Buffalo Wild Wings, 
Dave and Busters and Paradise 
Bakery.

RESTAURANTS
	 • Costa Vida Restaurants, 
a chain of fast casual dining res-
taurants with locations in Utah, 
has added new gluten-free menu 
options. Glutens have been 
removed from all sauces, dress-
ings, meats and selected desserts. 

RETAIL
	 • Salt Lake City entrepre-
neurs Harry Leibovich and 
Fernanda Leibovich, owners of 
Sears Hearing Aid Center at 754 
S. State Street in Salt Lake City, 
earned the 2010 Platinum Club 
award from the Miracle-Ear fran-
chise organization. Miracle-Ear 
presents the award to the top fran-
chisees in its network for achieve-
ments in adhering to compliance 
standards and excelling in four 
weighted sales performance cat-
egories. The contest is Miracle 

from page 7

continued on page 17
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Corporate Team-Building

By Anne Thornley-Brown
MBA, President
Executive Oasis International
http://www.executiveoasis.com
 Before you plan your corporate team-
building session or executive retreat, it is 
important to be clear about your objectives. 
Remember you need the steak and the 
sizzle. It’s an organization you’re running, 
not a social club, so keep that in mind when 
determining the best course of action. Far 
too often, companies end up disappointed 
in team-building sessions and corporate 
retreats because expectations were not 
clearly identified and articulated.
Examples of Team Building Objectives

 • Forge stronger alliances between 
geographically dispersed teams.
 • Fine-tune your marketing and sales 
strategy.
 • Reduce friction and “turf wars” 
between organizational levels and depart-
ments.
 • Improve communication between 
teams and departments.
 • Improve your decision-making pro-

cess.
 • Identify strategies to reduce red tape 
and duplication of effort.
 • Brainstorm and generate new strate-
gies to resolve business issues and over-
come challenges.
 • Manage projects more effectively 
even within tight timeframes.
 Then, think carefully about whether 
or not team-building is really appropriate. 
Select your program based on your objec-
tives, not just because a particular activity 
sounds “cool.”
 There is a place for team recreation, 
socials, picnics, etc. The key is to be clear 
about what you’re doing. Don’t call it team-
building just to have an excuse to party or 
next year maybe that budget will disappear. 

Planning Considerations for Team 
Building

 Once you are clear about your objec-
tives, it is important to determine:
 • Number of participants.
 • Level of participants.
 • Budget.
 • Time frame.

 • Special dietary requirements, includ-
ing allergies.
 • Physical disabilities and constraints.
 • If you will require assistance with 
location scouting.

Selecting the Right Location for Team 
Building and Corporate Retreats

 Your choice of location can make or 
break your corporate team-building session 
or executive retreat. Let your objectives 
and theme drive the location selection deci-
sion, not vice versa. Determine if you will 
require assistance with location scouting. 
An experienced team-building firm should 
be able to help you find a location to fit your 
budget. However, it does take time to call 
around, check availability and come up with 
just the right fit. It is not kosher to expect 
consultants to do your location scouting for 
free or to do the event on your own or use 
the location suggested by one team-building 
service provider (for free) and give the busi-
ness to another. 
 If your budget is limited, scout around. 
You may be able to find some unique and 
cost-effective locations for your events. You 

can stretch your budget by using children’s 
camps during off-peak season, amusement 
parks, acting studios, the catering depart-
ment of community colleges to save on the 
cost of refreshments, movie theaters, camp 
sites and conservation areas. To save money 
on location, it is important to book your ses-
sion well in advance — three to four months 
in advance. To book a group camp site and 
shelter, you would need a five to six month 
lead time. 

Choosing Your Theme
 One of the best strategies for “spicing 
up” your team-building sessions and cor-
porate retreats is to come up with a theme. 
Based on your theme, you can select an 
appropriate venue, energizers, session start-
ers, music, video clips, graphics for slides 
and handouts and menu items. The key is 
to let your objectives and content drive the 
theme. To come up with your theme, create 
a mind map. Put your content and topics 
in the center and come up with as many 
themes as possible that relate to your top-
ics. 

Selecting Your Teams

Corporate team-building primer
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	 There are a number of factors that you 
should take into account when you select 
your teams:
	 • Mix departments.
	 • Mix geographical regions.
	 • Mix organizational levels.
	 • Form team-based on learning styles.
	 • Give team members who don’t get 
along with each other an opportunity to 
work together.
	 • Give the newer or more junior mem-
bers of your team an opportunity to serve as 
team leaders.

Corporate Team Building Pitfalls
	 To ensure that you get value from the 
time and money invested in each session:
	 • Clarify what you want to get out of 
your team-building session or corporate 
retreat before you contact prospective facili-
tators or vendors. 
	 • Don’t schedule your session to end 
on a Friday. Like it or not, focus will 
become a challenge as the day wears on.
	 • Do allocate more time for your ses-
sion if your group is highly analytical. They 
need more time to debrief and apply the 
session to your specific business challenges 
or they will leave feeling frustrated and that 
the session was a waste of time. “What was 
that?” will be a frequent comment on your 
feedback forms.
	 • Don’t splurge on food and accommo-
dation and scrimp on facilitation fees. You 
need an experienced facilitator to execute a 
session successfully. 
	 • Don’t just go through the motions of 
team-building. Team recreation is impor-
tant. If your goal is a day off work, then 

schedule a picnic or recreational activity.
Alcohol: Don’t Let it Flow Freely

	 Watch the booze. Again it comes down 
to priorities and liability. Many companies 
are not aware of the fact that if they allow 
the liquor to flow freely before an activ-
ity that involves physical exertion, your 
company could be held liable if there is an 
accident. Certainly there is nothing wrong 
with a glass of wine with dinner. However, 
if participants will be driving after your cor-
porate event, hire a bartender who is trained 
to detect potential problems and turn off the 
tap when appropriate. You might also want 
to have a backup plan and provide a taxi or 
hotel accommodation for any participants 
who do become inebriated. Some corporate 
retreat facilities now prohibit the sale and 
consumption of alcohol due to concerns 
about safety and skyrocketing insurance 
premiums. Even if there are no legal con-
sequences to allowing things to get out of 
hand, the negative publicity would not be 
worth it. 
	 One way in which you can promote 
the responsible consumption of alcohol is 
to have a wine tasting (or wine and cheese 
reception) and gourmet cooking class as 
part of your corporate retreat. An experi-
enced facilitator can guide your team in a 
discussion and exploration of responsible 
consumption of alcohol at company func-
tions. 

Put a Leash on the Libido
	 During some corporate retreats, exces-
sive consumption of alcohol can lead to 
poor judgment and sexual indiscretions. 
Some companies don’t realize that they are 

skating on thin ice when they turn a blind 
eye to dirty jokes, sexual innuendo and 
employees skinny dipping in the pool on a 
corporate retreat or at a sales rally. 

Corporate Team Building: 
Setting Expectations

	 Develop a code of conduct and make 
expectations clear. Have every employee 
review and sign off on it as part of your 
hiring process. Review it at orientation and 
in management development and diver-
sity training programs. Some banks have 
employees review and sign off on the code 
of ethics and conduct once a year as part 
of the performance management process. 
Make it clear to managers that they put the 
company in jeopardy when they participate 
in or overlook certain behavior. If there is 
a breach, management must deal with it 
immediately and decisively so that there is 
no perception that the company condones 
what has happened.

Setting a Realistic Time Frame
	 Sometimes, companies are totally unre-
alistic about the time frame for a retreat. It is 
surprising how many people think that they 
can do a full-blown simulation with debrief-
ing, application exercise, and a presentation 
by a member of the senior management 
team in half a day. Let me stress this in bold. 
A half-day simulation with adequate time 
for debriefing and business application 
exercises is just not doable. The only way 
that it can work is if the simulation or activi-
ty is very simple, short and focused and you 
have one very clear and specific objective 
or core message that you want to convey. A 
facilitated and focused brainstorming ses-

sion is also doable in half a day. Of course, 
you can always find team-building compa-
nies that will take your money and promise 
you the moon within a half day or even two-
hour timeframe. Buyer beware. Of course, 
if your goal is strictly recreational, that is 
doable in half a day or two hours.
	 To determine an appropriate time 
frame, you also need to consider if there are 
other items that you need to include in your 
agenda. A number of the companies include 
vendor and client presentations, departmen-
tal presentations and presentations about 
plans for the upcoming year into their cor-
porate retreats and team-building sessions. 
The key is to determine the content, then 
select the appropriate timeframe, venue and 
recreation, not the reverse. 

Corporate Team Building: 
The Bottom Line

	 Team-building sessions and corporate 
retreats can be enjoyable. Team-building 
simulations, accelerated learning programs 
and corporate events can be loaded with 
the “fun factor,” but there has to be value in 
terms of bottom line results. 
	 See the next page for a team-building 
ROI calculator, and page ? for team require-
ments.

Anne Thornley-Brown is president of 
Executive Oasis International, a Toronto-
based management consulting firm that 
helps companies succeed even in the midst 
of turbulence. The firm specializes in team-
building retreats and also offers incentive 
travel and luxury corporate events to reward 
corporate teams. 
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OVER 2,000 COMPANIES & ORGANIZATIONS 
HAD A PICNIC AT LAGOON LAST SUMMER!

GROUP OUTINGS ARE EASY AT LAGOON! With a variety of plans and prices,
Lagoon has the perfect Summer Picnic Plan for groups as low as 25  

or more. We offer deliciously catered meals, picnic pavilions,
custom ticketing and posters, along with Lagoon’s Rides,

Lagoon A Beach Waterpark, Pioneer Village, 
Entertainment, and more!

Enjoy a great summer outing in a FUN,
relaxing setting that every member of your  
group will enjoy.

Let Lagoon’s picnic planners help you 
arrange your Lagoon Summer Picnic today!

Call (801) 451-8060
www.lagoonpark.com

Special Focus Report — Corporate Team-Building
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VOTED ONE OF THE TOP 10 PLACES FOR COMPANY EVENTS AND TEAM BUILDING!
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Meet, Eat & Play - All In One Location!

For lunch choose 
one of the following:

Bacon Cheeseburger, Fries, and Soda
Turkey Bacon Ciabatta Sandwich, Fries, and Soda

Hawaiian Teriyaki Chicken Sandwich, Fries, and Soda
BBQ Chicken Wrap, Fries, and Soda

3 Berry Salad, Oriental Chicken Salad or Chicken
Caesar Salad-Includes Soda

Two Topping Personal Pizza, Side Salad, and Soda

$7.95 per guest
(minimum of 10 guests)

CONTINENTAL BREAKFAST 
Includes: Danishes, Croissants, Bagels, 

Fresh Fruits, Juices, and Coffee.

$6.95 per guest
(minimum of 10 guests)

SNACK
Giant Cookie & Soda

$2.95 per guest
(minimum of 10 guests)

3 Hour Ultimate 
Unlimited:

3 Hour Unlimited Use of 
Go-Karts, Rookie 

Go-Karts, XD theater 
(Draper only), Bowling 

(Kaysville only) Miniature 
Golf, Bumper Boats, Laser 

Tag, Slick Track & 20 
Arcade Tokens.

$14.95 per guest
(minimum of 10 guests)

Boondocks Fun Center offers private space 
to hold your next event. Our meeting 

rooms seat 10-300 guests and are available 
Monday through Friday.

Featuring State-Of-The-Art-Equipment

$150 for a half day (up to 4 hours)*
$275 for a full day (up to 8 hours)*

*Rental fee includes all equipment

u Roll Down Screens
u DVD, VCR, PC, Internet Access
u Lap Top Plug-In

Weekday Picnic Special!
Thank your employees for all their hard work and SAVE BIG $$$ by taking 

advantage of this limited time Boondocks Fun Center offer!!!
Book a picnic of 25 people or more Sunday- Thursday to receive this great offer!

3 Hours unlimited use of miniature golf, laser tag, go-karts, slick track, rookie go-karts, bumper boats, 
XD theater (Draper only), bowling (Kaysville only), kiddie cove, and 20 arcade tokens per person.

Also Includes Your Choice Of:
All American BBQ - A traditional back yard barbeque including hamburgers, garden burgers, hot dogs, choice of one side (side items: potato 

salad, garden salad, pasta salad, baked beans, corn on the cob, cole slaw, or macaroni & cheese), bottomless soda during your buffet, 
and ice cream for dessert.

OR
Back Porch Pizza Buffet - A delicious variety of premium cheese, meat and veggie pizzas, crisp garden salad, garlic bread, 

bottomless soda during your buffet, and ice cream for dessert.

$19.95 Per Person (Minimum of 25 guests)
One (1) hour buffet may be served before or after your three (3) hours of FUN!

Available Sunday through Thursday - Offer Valid Through September 30,2011 - Must Have Reservations

All Packages Require Reservations: 

Draper: (801) 838-9800, Ext. 421
Kaysville: (801) 660-6242

Weekday Picnic Special!

Reservations Required: 

Draper (801) 838-9800, Ext. 402
Kaysville (801) 660-6242

Reservations Required:

u Microphone and Wireless 
Lapel Microphone

u Ceiling Mounted Projector
u Standing Lectern

BD11 Enterprise Half Page Ad.indd   1 5/16/11   12:21 AM

Team Building R.O.I. Calculator

Before proceeding with an executive retreat or team building initiative, it is important for your executive team to assess the costs and benefits of such an initiative.  The following 

steps will help you undertake such an analysis:
Step 1 Step 2

Step 1: Situation Identification Situation One Money Time
Focusing on the past year, please identify specific situations,  
events or circumstances involving members of your team:

■ which could have been handled more effectively or

■ in which team work difficulties resulted in:

❑ reduced efficiency and effectiveness in decision making

❑ increased costs Situation Two
❑ difficulty in completing an initiative

❑ delays

Step 2: Situational Analysis
For each situation, identify what it cost the company in terms of:

■ time and money to resolve the situation Situation Three

■ opportunity cost

Quantify time lost by multiplying time vs. the salaries of the parties  
involved in the situation.

Step 3: Identify Indirect Costs
Factor in indirect costs of situations such as negative  
impact on morale, customer churn, turnover & and  
productivity losses.

Step 3            Indirect

              Costs

Step 4: Identify & Calculate Value of 

Opportunities

Identify opportunities that can be generated by more  
cohesive teamwork and improved decision-making.  
Pinpoint their value.

Step 4 Opportunity

        Analysis

Step 5: Totals MONEY TIME
Add up the amount  that would have been saved or generated if  
the team had been able to work together more cohesively.

Step5   TOTALS

Step 7 COMPARISONS

Step 6: Proposed Investment
Use these figures to: Step 6  Notes

■ determine time and budget requirements PROPOSED

■ determine what it would be worthwhile to invest in  

team building

■ set time and budget parameters

INVESTMENT

 Executive Oasis International http://www.executiveoasis.com
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Team Building Requirements

Clarify the following information with the decision maker (person who has signing authority) prior to requesting quotes.

Notes

Preferred Dates & 
2 Other Options:

Preferred Length of 
Session:

❑ 3 Days

❑ 2 Days

❑ 1 Day

❑ 1 Day Plus an Evening

❑ 2 Days Plus an Evening

❑ 1/2 Day (Not Recommended)

Preferred 
Location:

Purpose of Team 
Building Session:

❑ Combination of Business Outcomes and Recreation

❑ Planning/ Strategy Session

❑ Strictly Recreational

Number of 
Participants:

❑Other:                                                                                              

                                                                                                

Positions, M/F, 
Age Group, 
Physical Fitness:

Objectives:

Decision Making 
Process:

Decision Making 
Criteria:

Approximate Budget 
and What it Includes:

Total: _____________________

Per Person: _____________________

(Add to Chart on 
Page 2)

❑ Event Planning

❑ Facilitation

❑ Recreational Activities

❑ Travel

❑ Accommodation

❑Meals

 The Training Oasis, Inc. http://www.thetrainingoasis.com/teambuilding.html 1 (905) 727-3422

Large meeting Rooms
Small conference rooms

Catering & Dining
Multimedia and More!

110 River-front Cabins & Suites 
Private Patios & Kitchenettes

Horseback Riding, Rafting, Hiking 
Biking, Museum, Exercise Room, 
Pool & Hot Tub, Tennis Courts

redcliffslodge.com       Mile 14 on Hwy. 128,  Moab, Utah  84532 

435-259-2002 • 866-812-2002

Castle Creek
WINERY

Wine tasting,  tours & sales 10101010

Restaurant       & Catering 
 

Call for details!

let us help plan your next 
Business meeting or retreat.
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Return on Investment,
Return onTime,
Real Results from Real Connections 

Go Beyond

Go Further Than

Get

We invite Business Owners and Executives who want to engage in sharing and 
receiving connections to join ConnectShare™ and experience real results! 

ConnectShare™ is an executive networking organization specializing in making meaningful 
connections among its members. We are currently one of the fastest growing face-to-face 
executive networking groups. You will exponentially grow your business when you come 
to a ConnectShare™ Event and meet with true Business Ambassadors. 

ConnectShare™ provides a monthly platform for business executives to share and receive 
meaningful, business and personal connections. The philosophy of ConnectShare™ is built 
upon the notion, “the more you share the more you succeed.” 

We invite you to be our guest at the next ConnectShare Event!  For event details and to get 
on the guest list, please contact us at 801.400.5242 or visit us at www.ConnectShare.com!
We look forward to talking to you soon.

www.connectshare.com   801-400-5242
BusinessQ _10x13.5.indd   1 5/19/11   9:56 AM
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For Reservations and Information, Please Contact Your Professional Travel Agent:

Cruise and Travel Masters
4376 South 700 East • Salt Lake City, UT 84107
(801) 268-4470 or (800) 264-0557
www.cruiseandtravelmasters.com

Mariner of the Seas®

7-Night Mexican Riviera
Departing from Los Angeles, California

Starting from: $485*

Freedom of the Seas®

7-Night Eastern or Western Caribbean
Departing from Port Canaveral, Florida

Starting from: $549*

Monarch of the Seas®

3/4-Night Bahamas 
Departing from Port Canaveral, Florida

Starting from: $169*

  *All itineraries and prices are subject to change without notice. Certain restrictions may apply. Government taxes 
and fees are additional. ©2010 Royal Caribbean Cruises Ltd. Ships’ registry: The Bahamas. 10019666• 6/29/10

Come and Play Where
Fun is universal!

Ask us about Universal Studios packages in 
conjunction with your  3, 4,  or 7-Night cruises 

departing from Port Canaveral!Book any 2010 cruise and receive 
an onboard coupon booklet

You take care 
of Business.

We’ll take care of 
the plants.

Draper location: 12252 S. 1325 E. 801-676-0935
Salt Lake location: 2735 S. 2000 E. 801-485-2542

cactusandtropicals.com

Interior plant maintenance.
Guaranteed.

 When a company experienc-
es significant growth, or perhaps 
has added a new line of business, 
inadequate real estate space can 
be challenging, and can even get 
in the way of productivity. That’s 
one of the many reasons 
that businesses must face 
the dilemma of whether 
to buy real estate or to 
continue leasing. Before 
making a decision, it 
may be helpful to look 
at the question from a 
banker’s point of view 
to determine if it is eco-
nomically advantageous 
to lease or buy.
 After scouting out a new site 
that makes more sense due to the 
potential for increased retail foot 
traffic, more production space, 
nearness to important resources 
or convenience, here’s how to cal-
culate if buying will be cost effec-
tive. As an example, we will say 
this new space costs $500,000 to 
buy, and it will have a mortgage 

with payments of $25,000 per year 
with monthly payment of $2,083. 
To get the whole picture, one must 
add $2,500 per year for taxes and 
approximately $1,500 for annual 
insurance. Building maintenance 

could cost another $3,000. 
And then there is the one-
time down payment on the 
property; an SBA 504 loan 
requires 10 percent down, 
so that’s another $50,000 
for the first year. That’s 
a total of $82,000 for the 
first year.
 Using this formula, a 
business owner can get a 

general idea of what the short and 
long-term costs might be to buy 
real estate.  The bottom line is, if a 
lease payment exceeds a mortgage 
payment, buying might be a good 
option. However, there are other 
factors that play into the decision. 
Below are some pros and cons for 
this scenario.
 • Cash Outlay. Even if a 
business can front a down pay-
ment and cover the initial out-
lay of cash, there are also costs 
for appraisals, building inspec-
tions, loan fees and other costs. 
The business owner will have to 
determine if the money needed to 
invest in a new location would be 
better invested somewhere else in 
the business. 
 • Fixed vs. Variable Costs. 
Mortgage payments will remain 
consistent in five or 10-year incre-
ments, but the market often dic-
tates increased lease payments, 
which can increase annually or 
with three and five year adjust-
ments.
 • Taxes. Owning and operat-
ing a commercial property can 
provide tax deductions such as 
mortgage interest, property 
taxes and more. Lease payments 
are often fully deductible, but 
improvements have to be written 
off over a 39-year period. A busi-
ness operator would be smart to 
consult an experienced banker or 

CPA to make sure he/she is fully 
taking advantage of tax deduc-
tions.
 • Property Management. 
When one buys a building one 
becomes a property manager as 
well and will be responsible for 
maintenance, rental of un-used 
space, etc. 
 • Appreciation. Owning a 
building provides the opportunity 
for making a profit on its sale. 
Ownership also creates the advan-
tages and disadvantages of renting 
out unused space. This might pro-
vide additional revenue, but it also 
creates work above and beyond 
running one’s business. 
 • Retirement Fund. Owning 
commercial space can serve as 
a retirement fund of sorts, as the 
building can be sold years down 
the road. Leasing (and thus build-
ing no equity) potentially places 
that money into someone else’s 
retirement fund.
 • Lease Rates are Low. 
Currently, Utah commercial lease 
rates are low, compared to what 
one might build or purchase. And, 
if one finds themself in a situation 
where they must buy, it’s most 
likely cheaper to buy an exist-
ing building rather than building 
a new one. There is commercial 
space available that was built when 
labor and material costs were high 
due to demand. The market has 
changed and now the price to 
build has come down. According 
to recent statistics, rent occupancy 
is off by 30 to 35 percent.
 Probably, the best reason to 
buy real estate is if the perfect 
configuration is not available for 
rent, and one’s business requires 
room for specialized equipment 
and work space. Be aware that 
banks will find it difficult to 
finance tenant improvements to a 
building that a business does not 
own. If the borrower can’t offer 
collateral and the landlord benefits 
from the improvements, a bank 
may be reluctant to finance those 
improvements. So in that sense, 
it would be better to buy a build-
ing and customize it to fit one’s 
needs, if there is nothing suitable 
to lease. 
 It’s obvious that there are 
many things to consider before 
making a decision to buy or lease 
real estate. A business owner can 
call upon his or her banker and 
CPA to help analyze all the pros 
and cons and take a realistic look 
at the costs involved. If a company 
owner decides to move forward 
to buy a building, the bank may 
suggest getting a Small Business 
Administration 504 loan.
 The SBA 504 is an economic 
development program that sup-

When does it make sense 
to purchase real estate?

Cari Fullerton

see PURCHASE page 17

Business lending 
is our business.

Brian Bodily
VP/ Commercial Loan Officer

801.924.3617   bbodily@bankofutah.com

Member
FDIC



The Enterprise.
Your business journal, 
your way.

• Read the entire paper online 
as a PDF file, or on your iPhone/
Android or iPad
• Continue to receive the paper 
edition
• Access additional content 
posted daily
• Interact with advertisers, 
the editors and other readers
• Find and act on new business 
opportunities
• Network with potential partners, 
vendors and customers

• Print • Online • iPhone/Android • iPad

To receive information about how you can add the 
online and mobile versions of The Enterprise to your 
paper subscription, please e-mail us at 
subscribe@slenterprise.com. Include contact infor-
mation: name, phone and mailing address. Enter the 
word "subscription" in the subject line.

As the launch date approaches, you will receive 
detailed information on the new website and how you 
can receive the benefits of the online and 
mobile editions.

Questions? E-mail Sarah Ujifusa
sarah@slenterprise.com

COMING 
SOON
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ports small-business growth. It 
provides long-term, fixed-rate 
financing for acquisition and or 
renovation of capital assets, includ-
ing land, buildings and equipment. 
Most for-profit businesses qualify 
for this program including retail, 
service, wholesale and manufac-
turing. SBA loans are designed to 
help companies with a net worth 
under $8.5 million, a net profit 
after taxes under $3 million, or 
companies that meet specific size 
standards. 
 The 504 loan is a two-tiered 
financing program; a lender 
finances approximately 50 percent 
of the project costs and receives 
a first lien on the projects assets, 
but no SBA guarantee.  A local 
Certified Development Company 
may finance up to 40 percent of 
the project costs (backed by a 100 
percent SBA guaranteed deben-
ture) secured with a junior lien on 
the project. The borrower provides 
the balance of the project’s costs. 
 Most borrowers are required 
to put down 10 percent of the loan, 
which allows the business to con-
serve operating capital. An addi-
tional 5 percent is required if the 
business is a start-up or less than 
two years old. If the real estate is 
to be used for a single purpose, the 
SBA will require an additional 5 
percent. 
 Figuring out all the details 
and requirements for financing a 
new real estate acquisition can 
make one’s head spin. Call a local 
banker experienced in commercial 
real estate for help in sorting them 
out. For more information about 

SBA 504 loans visit www.sba.gov

Cari Fullerton is senior vice presi-
dent and a commercial real estate 
team leader for Bank of Utah. 
Fullerton has worked for the bank 
for 14 years, starting in 1987 as a 
bank examiner with the Office of 
the Comptroller. She oversees all 
commercial real estate lending for 
Bank of Utah’s northern division. 
Fullerton received her finance 
degree with an economics minor 
from Montana State University.  

JAKOB
Marketing Partners

PURCHASE
from page 15

presents:

801-957-5200
www.mbrcslcc.com/financing

The 4th Annual Financing Your Business Conference
Wednesday, June 15, 2011, from 8:00 a.m. to 1:00 p.m.

Cost:  $25 per person for all sessions and lunch

AA
/E

O
 In

st
itu

tio
n

Have specific financial questions regarding your business? Join us on June 15, 2011 at SLCC’s 
Miller campus to learn more about the many options available to business owners when it comes to 
financing your business. After the morning sessions, join our panel of experts for a box lunch, where 
you will have the chance to address your questions and receive valuable advice.

Topics include: finding the right funding for your business, maximizing your merchant account, start-up and 
growth capital, tax implications of business entity selection, and understanding your financial statements. 

biznet connect entrepreneur series

Summons by Publication in the Third Judicial 
District Court in and for Salt Lake County, State 
of Utah:  PEAR SPERLING EGGAN & DAN-
IELS, P.C., v. CHAD L. SAYERS, ET AL.  THE 
STATE OF UTAH TO DEFENDANTS CHAD 
L. SAYERS; PSNET, INC.; AND PSNET COM-
MUNICATIONS, INC.:  You are hereby sum-
moned and required to answer to the Complaint 
on file with the above-entitled Court.  Within 
twenty (20) days after service of this Summons, 
you must file your written answer with the clerk 
of the above-entitled Court at 450 South State 
Street, Salt Lake City, Utah 84111, and to serve 
upon or mail to Walter A. Romney, Jr. of Clyde 
Snow & Sessions, Attorneys for Plaintiffs, 201 
South Main Street, Suite 1300, Salt Lake City, 
Utah 84111, a copy of said answer.  If you fail to 
do so, judgment by default will be taken against 
you for the relief demanded in said Complaint, 
which has been filed with the Clerk of said 
Court.

Robert I. Merrill, Co. is a full service commercial door, frame 
and hardware company serving the Salt Lake City area for 
60 years.  We are your opening specialists.  Work with 
someone interested in relationships and making sure your 
project or facility has the best quality for the best price.  A full 
selection of doors, door opening devices, locks, electronic 
access control and more, including division 10 products. 

Ear’s longest running contest 
among franchisees.
 • A new Walmart has opened 
in Ogden at 1959 Wall Ave. The 
new store employs 300 associates 
and features enhanced service and 
a layout designed to make shop-
ping more convenient for custom-
ers. It includes energy-efficient 
technology and environmentally 
friendly features to reduce energy 
and water consumption and mini-
mize waste. The store’s skylights 
reduce the amount of energy 
required to light the store by up 
to 75 percent daily. LED lighting 
in the store operates 70 percent 
more efficiently than traditional 
fluorescent lighting. 
 • Utah-based Standard 
Optical, an eye care and eyeglass 
business, has been recognized as 
one of the Top 50 U.S. Optical 
Retailers by the national trade 
publication, Vision Monday. The 
publication’s rankings were based 
on U.S. sales revenue in 2010. 
Standard Optical ranks number 27 
on the list for the second consecu-
tive year.

SCIENCE

 • An experimental water 
quality monitoring kit based on 
technology developed by USTAR 
professor Marc D. Porter and 
University of Utah research-
er Lorraine M. Siperko, was 
recently certified as operational 
hardware by NASA. The kit, 
the Colorimetric Water Quality 
Monitoring Kit, uses Colorimetric 
Solid Phase Extraction technology 
to monitor the biocides molec-
ular iodine and ionic silver in 
the potable water supply on the 
International Space Station. The 
kit utilizes a commercially avail-
able handheld device that weighs 
1.1 pounds and operates on four 
AA batteries to collect data and 
provide direct readout of analyte 
concentration. Complete analyses 
can be completed in about two 
minutes, providing the crew a near 
real-time indication of whether 
or not adequate disinfectant lev-
els are present in their drinking 
water.

SERVICES
 • Alphagraphics Inc. will 
change the leadership team at 
its headquarters in Salt Lake 

from page 9

continued on page 19
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	 Today, more business is done while dining 
than ever before. Sales can be lost and careers 
short- circuited when poor table manners are 
displayed. Remember, your table manners are a 
gift you give those with whom you dine. They 
also indicate whether or not you know how to 
show respect for others.
	 The following are the most common mis-
takes noted while dining.
	 Placing personal items on the table. 
Never place anything on the table — purses, 
glasses, cell phones, briefcases, papers or acces-
sories.  
	 Bringing food or drink from another 
business. It is rude to brink a drink or food 
with you from another establishment.
	 Turning over cups or glasses. Never  
rearrange your place setting or turn over 
coffee cups or drinking glasses. This is 
offensive to everyone, your host and other 
guests.
	 Chewing ice. Is noisy and unprofes-
sional.
	 Touching your hair, face, etc. From 
the time your meet your guest, refrain from 
touching your hair, face, ears, nose and, most 
important, your mouth.
	 Licking anything. Licking your fingers 
or utensils is the number one faux pas at any 
meal.
	 Wiping off silverwear. This sends a mixed 
signal to your guest that you feel the restaurant 
is dirty. 
	 Misusing silverware. Gripping the fork 
and knife incorrectly is the most obvious and 
common faux pas. Knives are meant to cut, not 
saw. The fork and knife should never teeter half 
off the plate onto the table. Don’t wave your 
silverware in the air while talking. Silverware 
placed at the top of the plate is for dessert. Place 
only the silverware that you have used on the 
plate when finished. Place your silverwear down 
between bites.
	 Gesturing with silverware. Silverware 
is used to place food in your mouth. Once that 
is accomplished, place your silverware down 
and chew your food and visit with your guests. 
Gesturing or holding silverware in your hands is 
not appropriate.
	 Using the wrong butter plate. There is 
a simple rule to remember: liquids to the right, 
solids to the left. Your butter plate will be near 
your fork, not your knife. 
	 Buttering an entire roll. Bread and rolls 
are meant to be torn, not cut. A large roll would 
be torn in half first, then a smaller piece can be 
torn off, buttered and eaten. Toast is the excep-
tion. The entire piece can be buttered at once. 
	 Improper use of the napkin. The napkin 
comes off the table only after everyone is seated. 
It is used to dab the lips, not scrub the face. If 
leaving the table temporarily mid-meal, place 
the napkin on your chair. At the end of the meal, 
place it on the table next to your plate, but never 
on the plate. 
	 Eating too fast or too slow. Pacing is 
important when dining with others. Slow down 
if you notice you’re faster than everyone else. 
Speed up or leave some food if you’re a slow 
eater. You should never leave your guest to dine 
alone, which happens if you’re finished way 
ahead of your guest. 
	 Showing food in mouth. This happens 
when you’ve taken too big of a bite and then 
chew with your mouth open, or continue to talk. 
This is very unappetizing for others to observe. 
Small bites are necessary when trying to con-
verse while eating. 
	 Seasoning food before tasting. Without 
tasting your food, how would you know it really 

needs seasoning? This can be seen as an insult 
to the chef and host. It also can indicate that you 
jump to conclusions. 
	 Washing food down with liquids. The 
mouth should be cleared of food before bever-
ages are sipped. It’s a good habit to get into, 
especially with wine. Wine is meant to cleanse 
the palate and its taste can’t fully be appreciated 
with food still in the mouth. 
	 Passing food incorrectly. The salt is 
always passed with the pepper. Anything with 
a handle, such as the creamer, is passed so the 
handle is facing the person receiving the item. 
This is why the correct way to pass food the first 

time around is to the right = counter-
clockwise. 
	 Leaving lipstick marks. 
Lipstick should be well blotted so 
not to leave marks on cups and 
glasses. It’s a real turnoff. 
	 Grooming at the table. This 
is another turnoff. Don’t touch your 
hair or apply makeup while at the 
table. And certainly don’t pick your 
teeth at the table. Excuse yourself 

from the table to remove something from your 
teeth or to apply makeup. 
	 Poor posture. Sit up straight, don’t lean 
on your elbows or forearms, don’t rock in your 
chair, and keep your elbows close to your body.
	 Making noise. Eating food should be a 
silent activity, especially if you are in a group 
with a luncheon speaker.
	 Blowing on food. Don’t blow on your food 
if it’s too hot — wait a moment until it cools 
off.
	 Asking for a doggy bag. It just isn’t done 
and comes across as tactless.
Dining Etiquette Questions
	 • Should you pick up your fork if it falls on 
the floor? No. Leave it there; tell the server and 
ask for another fork.
	 • Spilled food or drink etiquette. Quickly 
pick up the fallen glass, and if the spill is going 
to run off the table, place your napkin over it. 
Get the server’s attention and ask him or her to 
bring you a fresh napkin, then finish covering 
the mess. If your spill gets onto another person’s 
clothing, it is very important that you offer to get 
the affected garment cleaned.
	 • Signaling etiquette. Look at the server 
quietly and say “waiter” (or “waitress.”) If he is 
across the room and you can catch his eye, gen-
tly raise your hand to shoulder level and motion 
to him. At no time is it appropriate to call out 
to a server or to wave frantically (unless it’s an 
actual emergency). 
	 • Should a man stand as a woman excuses 
herself to leave the table? In business, the basic 
rule of thumb is to keep things gender neutral. 
If you wouldn’t do it for another man, don’t do 
it for a woman. That said, if a man is at a meal 
with an elderly woman or a client who would 
clearly appreciate his standing as a gesture of 
respect, then he should be all means do it. As 
with so much of dining etiquette, a little com-
mon sense goes a long way in making the right 
choice.
	 • Is it acceptable dining etiquette to blow 
your nose at the table? Really, it’s not. (The 
one exception is a quick, slight dabbing, not 
blowing-of the nose). Any blowing of your nose 
into a tissue should take place away from the 
table, preferably in a restroom. Don’t even think 
about sitting at the table and blowing into your 
napkin, or a tissue, for that matter. Both sneez-
ing and nose-blowing should be followed by a 
quick visit to the restroom to wash your hands 

	 We are in the year 2011 and it’s 
amazing to me that people are still cold 
calling, leaving voice mails, asking for 
appointments, and, in general, trying 
to pull out their Felix the Cat tricks 
that were dead and gone the moment 
the Internet reached awareness. (No 
offense, Felix.)
	 Why on earth would someone let 
you in to see a decision-maker on a 
cold call?
	 Why on earth would 
someone return your cold 
call voice mail? 
	 Why on earth would 
someone grant you an 
appointment to make a sales 
pitch from a cold call?
	 Why on earth would 
someone listen to your 
time-worn sales pitch/
tricks without a hint of value 
coming from you?
	 Why on earth would you look for 
your prospect’s pain when he or she is 
looking for pleasure?
	 Why on earth would you try to 
sell your prospect, when all they want 
to do is buy?
	 Every day I receive sales questions 
via e-mail, on my website, through my 
social media platforms and from phone 
calls to my office. ALL of them focus 
around how to do something new with 
a strategy that is 100 years old. 
	 • How do I overcome objections?
	 •  How do I make a better cold 
call?
	 •  How do I leave a better voice 
mail on a first call?
	 • How do I close a sale?
	 Most of the people asking these 
questions only have nine Twitter 
followers. Maybe less. Maybe none. 
Or maybe they aren’t even on Twitter, 
and that’s why they’re stuck on the 
old path where the road is blocked, 
forever.
	 And worse, you get angry at me 
when I tell you what to do and how to 
win. 
	 If you’re stuck in the ’80s, the 
best answer I can give you is to buy (or 
invent) a time machine, set it for 1980, 
and go back and live there. You’ll have 
10 years to hustle and struggle. 
	 REALITY: The days of selling 
the old way are not only gone, 
they’re annoying! Not to me. They’re 
annoying to your customer and your 
potential customer. 
	 Ever hear of referrals?
	 Ever hear of testimonials?
	 Ever hear of networking?
	 Ever thought about speaking at 
civic organizations?
	 Ever thought about writing a 
column for the local business weekly 
or your industry trade publication?
	 If you spent the same amount 
of time earning referrals as you do 
making cold calls, your numbers would 
increase, you’d close more sales, your 

aggravation factor would drop to zero, 
you’d make more money, you’d be 
infinitely happier on the job and your 
job happiness would skyrocket (in 
spite of your boss).
	 And those answers require ZERO 
technology. 
	 Now, take a look at what’s new. 
	 Here are some of the new 
attraction and value-based strategies 
from the past 10 years:

	 • Your personal website with 
your philosophy about how 
you treat customers.
	 • Your personal blog with 
posts of interest.
	 • Your business Facebook page 
with customer interactions.
	 • Your video testimonials on 
YouTube.
	 • Your LinkedIn connections.
	 • Your once-a-day value 
tweet.

	 • Your weekly value e-mail 
magazine.
	 BIG PICTURE: Attract leads, 
earn referrals. They are 100 times 
more powerful and more profitable 
than the common cold call. 
	 ACTION PLAN: Study your 
customers one at a time. It’s the first 
step to understanding them and their 
needs. Let them Google you and be 
impressed. 
	 CAUTION: If you go into a sales 
appointment sounding like you know 
everything, it can only embarrass you 
(and exclude you). If you haven’t 
done the research, you’ll look like 
an unprepared fool. When you have 
information from the Internet about 
the person and his or her business, it 
will help you formulate questions and 
generate ideas — the real elements of 
selling in today’s world.
	 THE NEW WORLD OF SALES: 
The Internet and business social media 
are the new order of selling. They’re 
the new frontier. But first, you have to 
believe it’s worth it, resolve to make 
a plan, dedicate yourself to hard work 
for a year and discipline yourself to 
daily execution. 
	 RESULT: A value-based sale, 
not a “lowest price/lowest profit” 
transaction.
	 And just to be clear, these 
strategies are not new. All of them are 
already being used. Hopefully not by 
your competition.

Jeffrey Gitomer is the author of Social 
BOOM!, The Little Red Book of Selling 
and The Little Gold Book of YES! 
Attitude. President of Charlotte, N.C.-
based Buy Gitomer, he gives semi-
nars, runs annual sales meetings and 
conducts Internet training programs on 
selling and customer service at www.
trainone.com. He can be reached at 
(704_ 333-1112 or salesman@gitomer.
com.
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The 100-year path to sales
is over. Road closed.

Jeffrey 
Gitomer

Common dining mistakes

Ellen Reddick
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	 Have you ever paused and pondered why some sales-
people are so much better than others, or why someone in your 
organization or industry is recognized as the top salesperson? 
What makes the difference? What are the defining character-
istics that make one person better or worse than another in 
the sales arena? Why aren’t you at the top of the performance 
ladder instead of someone else?  
	 I know the answer and I’m going to tell you. I’m going 
to make it simple, and discuss sales success in plain terms that 
you can understand. I’m going to present the answer to sales 
success in the form of 10 basic, time-tested and proven prin-
ciples that have made the difference between sales superstars 
and typical average salespeople.
	 Now, to further clarify these 10 principles, it is not 
just in knowing these principles that makes the differ-
ence.  They must be applied diligently and consistently 
— that is what the top sales performers do. I don’t want 
you to mumble to yourself, “I know that.” Knowing 
something doesn’t make any difference in sales per-
formance.  Consistently doing, using and applying 
these principles is the only way you will become a top 
performer, because that is what top performers do.
	 Principle No. 1 — Desire. You’ve got to want it 
so badly that you will do whatever is legal, honest and moral 
to achieve success. Top sales performers have a desire to suc-
ceed that is so compelling that they will even do those things 
they don’t like to do because they know that those are the very 
things that will allow them to succeed. You must have a pur-
pose in your life that will drive you to do those things when 
your motivation is low and discouragement is high.  Your 
purpose needs to be greater that the pain of sales activities.
	 Principle No. 2 — Knowledge. Many people enter into 
the field of sales thinking it is something easy they can do to 
earn a living. They don’t realize that success in sales requires 
training, studying and years of learning. After all, who attends 
college to learn sales? Business or marketing maybe, but not 
sales. You might think that selling is easy; all you need to 
do is just declare yourself a salesperson and then go out and 
sell. Nothing could be further from the truth. The very best 
salespeople have prepared themselves to be the best. They 
have studied, practiced, role-played, rehearsed and sacrificed 
to earn top honors. Successful salespeople have invested years 
of hard work to earn the title of top sales professional. Top 
performers know their products and can answer questions and 
concerns directly, or know where to find the answers. Top 
salespeople are full of knowledge, not BS.
	 Principle No. 3 — Time Management. Most sales-
people never have the time or the organizational structure to 
do those things that will allow them to be successful. Sales 
success doesn’t just happen because you get up in the morning 
or because you hope it will happen.  Sales success is the result 
of planning and scheduling to do those things that will bring 
you success. Sales success for top sales professionals is the 
result of following a game plan designed to give victory on the 
“playing field of sales” when other less successful sales people 
believe all they need to do is just “show up”. Top sales per-
formers plan, schedule and perform meaningful sales activities 
during every 30-minute increment of time in their sales day.
	 Principle No. 4 — Dress For Success. If you want to 
be a top sales performer you must dress like one. When you 
dress for success you will develop an attitude of success. It 
is very difficult to focus on selling if you are thinking about 
your appearance. Your whole demeanor will change when you 
dress appropriately for your audience. Your prospect will pay 
greater attention when your dress and grooming suggest that 
you know what you are talking about. You should dress for 
your audience, which means you may present yourself differ-
ently to each prospect based on their industry and market. Top 
salespeople have the look of success. I heard a radio talk host 
referring to Mitt Romney the other day. He said, “Mitt looked 
presidential.”  Salespeople need to dress in such a way as to 
cause people to think or say “you look successful.”
	 Principle No. 5 — Hard Work. Plain and simple, sell-
ing is hard work if you are going to be a top income earner. 
There is a common perception that salespeople have a pretty 
easy job. They are gone all the time, no one ever knows where 
they are, and sales just happen. Successful salespeople work 
hard every minute of every hour of every day. They work hard 

at doing the right things. Successful salespeople never arrive 
at a point when they don’t have to work hard. The harder they 
work the more money they make, and they don’t stop working 
just because they have made a few bucks. Successful sales-
people don’t just fall into sales or get lucky. What you might 
think is luck, is the result of hard work and consistent daily 
effort.
	 Principle No. 6 — Consistency. The consistent erosion 
of the Earth by the mighty Colorado River formed the Grand 
Canyon. It wasn’t eroding the Earth occasionally; it was a 
consistent daily effort over a long period of time. Too often 
salespeople find a great opportunity, only to squander it due to 
lack of consistent follow-up. Top sales performers are consis-

tent in every aspect of the sales process. They value 
each opportunity as a potential sale and believe that 
through applying the correct principles on a regular 
basis they will have success.  Day in and day out, 
successful salespeople religiously follow their sales 
process, knowing they will ultimately realize the 
reward they seek.
	 Principle No. 7 – Attitude. I can’t think of a 
profession wrought with more rejection and potential 
discouragement than sales. Eighty-four percent of all 

people who will eventually purchase your product or service 
will say “no” before they say “yes.” People don’t want to be 
sold, so the standard answer to “do you want to buy?” will 
generally be “no.” If you don’t approach selling with a posi-
tive “I can be successful” attitude, you will be eaten alive by 
the challenges associated with selling. Top sales professionals 
experience the same challenges as every other salesperson. 
The defining difference is found in their attitude and their 
belief that regardless of the challenging circumstances, they 
will be successful. They know that in sales there are only two 
things they can control: activity and attitude. If they work hard 
and maintain a positive attitude, they will find the success that 
eludes the average salesperson.
	 Principle No. 8 — Rapport Building. Those sales pro-
fessionals who are top income earners know that people buy 
from people they believe, like and trust. They know that sales 
success is ultimately the result of strong, lasting relationships. 
The most successful salespeople know that a relationship built 
today will generate continuous sales, while a sale made with-
out building a relationship will be lost in the storm of competi-
tion. Professionals cultivate the sales opportunity by building 
a solid foundation of friendship and trust that will withstand 
the constant buffeting of the winds of price.
	 Principle No. 9 – Problem Solving. The very best and 
most successful salespeople realize that selling in nothing 
more than finding a problem and then presenting their product 
or service as a solution to the problem. There are impulsive 
buyers, but the majority of all people who purchase are mak-
ing that purchase to solve a problem or to meet a need. Without 
a need there is virtually no opportunity for a sale. Focus your 
attention on discovering what the buyer needs and then do 
everything within your power to help him achieve what he 
needs. To effectively solve problems you must ask probing 
questions and then listen effectively. After all, selling is the 
process of discovering needs and presenting solutions, not 
blindly telling someone that they should buy your product.
	 Principle #10 – Caring: The crowning principle embod-
ied by all successful salespeople is caring more about meet-
ing the needs of the customer than in making the sale. When 
you are willing to lose the sale in the process of helping the 
customer achieve their purpose, then you have reached that 
level of professionalism that will propel you to the success 
that other salespeople find only in their dreams.  Your sales 
activities should be totally focused on providing the right 
solution for the customer, without any thought given to your 
own income. When you care that much, you will ultimately be 
rewarded tenfold. Selling is not about you; it is all about the 
customer.

Tim Huffaker is the president of The Business Performance 
Group, a sales training and coaching firm headquartered in 
Salt Lake City. The company teaches core sales principles 
and skills, allowing clients to double their sales. Huffaker is the 
author of hundreds of sales articles and can be contacted at 
(801) 557-4571 or tim@bpgutah.com.

The 10 principles that separate top
sales performers from the rest

Tim Huffaker

City. Art Coley, previously vice president of global 
development, has been promoted to senior vice 
president of global and business development. In his 
role, he will lead the company’s franchise and business 
development strategy, leveraging work and revenue 
producing activities that will build strategic brand 
value for the network. Suzette Blackmore, strategic 
director of business development, will work closely 
with Coley. Jesse Himsworth has been promoted 
to director of marketing. Himsworth will direct the 
marketing team in developing marketing strategies for 
business centers and their customers, creating tools 
that drive qualified leads to business centers, as well 
as building and evolving the AlphaGraphics brand. 
Tommy Auger will serve as chief financial officer for 
the franchise. Auger will help streamline and update 
financial processes to increase efficiency. 

TECHNOLOGY/LIFE SCIENCES
	 • Fibernet Corp., an ISP and provider of exec-
utive-class colocation services, Orem, has hired Ike 
Ikeme as vice president of sales. Ikeme will focus 
on driving the continued growth and exposure of the 
company’s hosting and data center services. Ikeme 
previously managed all aspects of human resources 
at the Orem-based SuperTarget as an executive team 
leader.

TRANSPORTATION
	 • C.R. England, a global transportation provider 
headquartered in Salt Lake City, has made additions 
to its corporate office. Tony Volante has been named 
operations manager. He has been with the company for 
four years, serving as a driver manager and as a load 
planner. Jason Mathews is a road service agent, and 
previously worked as a heavy duty towing operator. 
Jessica Gallagher is a log auditor, and is a recent 
graduate of the University of Utah.

TRAVEL/TOURISM
	 • Bob Wheaton, president and general manager 
of Deer Valley Resort, and State Sen. Dennis Stowell 
were inducted into Utah’s Tourism Hall of Fame 
during the Utah Tourism Conference in Park City. 
Wheaton has 35 years of ski industry expertise. He is a 
past member and president of the board of directors for 
the Park City Chamber and Visitor’s Bureau, as well as 
president of the Intermountain Ski Areas Association 
board of directors. Stowell’s public service spans 25 
years, serving as mayor of Parowan Commissioner 
and State Senator in the Utah Legislature.
	 • The Visit Salt Lake Connect Pass has added 
The Leonardo in downtown Salt Lake City. Due to 
open in the summer, The Leonardo’s mission is to 
inspire creativity and innovation in young people and 
adults with the multidisciplinary blend of science, 
technology and art.  The Visit Salt lake Connect Pass 
lets locals and visitors take advantage of the city’s 
proximity to urban and mountain adventures. 
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	 Looking up an e-mail from an old 
friend, I came across this post he had for-
warded to me from way back in ’08. The 
post is from none other than the veritable 
Seth Godin. Consider it: 
	 The power of smart copywriting. 
	 Consider this riff from a profession-
ally printed freestanding sign in front of a 
Peet’s in San Jose:
	 “Unlike Any Coffee You’ve Ever 
Tasted Before.”
	 Wait. Why the capitals?
	 “Unlike any coffee you’ve ever tasted 
before.”
	 “Before” is redundant.
	 “Unlike any coffee you’ve ever 
tasted.”
	 Too negative. And why is 
“unlike” a positive trait? I mean, 
boiled leech guts is also unlike any 
coffee I’ve ever tasted, that doesn’t 
mean I want to drink it. How about:
	 “The best coffee you’ve ever 
tasted.”
	 Well, the thing is, the only cof-
fee that matters is coffee I’ve tasted, 
right, so we could get shorter still:
	 “The best coffee.”
	 The problem with that is that it’s noth-
ing but bragging. Of course you think it’s 
the best coffee. So what? You’re lying. And 
even if you’re not lying, how do you know 
it’s the best? Compared to what?
	 This is where the smart copywriter 
becomes a marketer.
	 “Better than Starbucks.”
	 Well, it’s still bragging. This is the 
moment where the marketer becomes a 
smart marketer and realizes that changing 
the offer or the product is more important 
than changing the hype.
	 “FREE TASTE TEST 
	 Are we better than Starbucks?”
	 Invest $20 in espresso in little cups, 
and maybe, just maybe, your sign will 
make some magic.
*****
	 Well, maybe. But with all due respect 
to Seth, I’m not buying into much of 
what he said here. OK, I’ll give him the 
capitals. They’re not necessary. I have no 
problem with the word “before,” however. 
It is redundant, true. That doesn’t mean it 
should be eliminated. First of all, we talk 
like that. Removing “before” may be more 
grammatically correct, but it makes the 
statement just a little snooty. Less like “the 
rest of us.”
	 The argument for removing “unlike,” 
which he calls negative, is a common one. 
Many advertising pundits say you should 
avoid the negative. I disagree. People will 
spend more money and act more quickly 
to avoid a negative than to gain a posi-
tive. Having said that, the negative argu-
ment doesn’t hold water here. In this case, 
“unlike” isn’t a negative. It’s saying dif-
ferent. Seth’s case may have been better 
stated by suggesting the word “different” 
to replace “unlike.” But I don’t even agree 
with that. “Unlike” is more different a 
word than different, and I believe therefore 
commands more attention, especially at the 
start of the headline. We like different. We 
like unlike. It appeals to our fundamental 
human need for variety.
	 Then Seth suggests we shorten to “the 
best coffee,” because “the only coffee that 
matters is coffee I’ve tasted …” and there-

fore the words “you’ve ever tasted” are 
extraneous and can be eliminated for the 
sake of brevity.
	 Again, I disagree, not only for the 
reason he gives — that nobody will believe 
it because it’s bragging — but also because 
the “you’ve ever tasted” gives the reader 
the very point of reference Godin later 
argues is missing from the phrase “the 
best coffee,” that makes the statement un-
credible.
	 So Seth now asserts that smart mar-
keting could change the headline to “Better 
than Starbucks,” if not for the fact that this 

is still unsubstantiated bragging. 
And he finally gets to a pret-
ty good headline which reads, 
“FREE TASTE TEST. Are we 
better than Starbucks?”
    Now, before I go further, I 
should point out some market 
research. You see, it appears that 
Seth wants to make this headline 
shorter initially. But in the end 
it winds up longer. That’s OK 
because the research indicates 

— counter to what you would expect — 
that LONGER headlines SELL BETTER 
than short headlines.
	 I’m not suggesting you make your 
headlines longer for arbitrary reasons. I 
am suggesting that your headlines should 
be exactly as long as they need to be — 
not one word longer or one word shorter. 
The best headline I ever wrote, defined 
by the sales results it generated, was 40 
words long. And it had a 30-word subhead. 
When I show people the ad, they almost 
universally claim it’s too long. But we sold 
$119,000-plus worth of merchandise with 
that ad, on about a $7,000 ad investment, 
all in the course of less than two weeks. 
Not bad.
	 So, getting back to the coffee head-
line, Seth’s and mine. I  like “unlike any 
coffee you’ve ever tasted before …” It 
challenges the reader to prove it by his or 
her own experience. But Seth’s evolution is 
actually a good headline too, regardless of 
how he got to it. A firm offer is made and 
a question is asked. People like offers and 
the mind must answer a question.
	 So let me pose one …
	 Which headline is better? Before you 
answer, a warning. How will your answer 
be any different than the mental gyrations 
Seth Godin and I have been through” In 
other words, how can you KNOW which 
headline is best?
	 There’s only one correct answer. Test. 
Let the public vote, not with opinion, but 
with their wallets. Which one brings in 
more customers and generates more sales? 
Peet’s should do up two signs and alternate 
them every other day for about two weeks. 
Then we’d know who’s the smart copy-
writer, Seth or Jim. At least this time.

Jim Ackerman is a Salt Lake City-based 
marketing speaker, marketing coach, 
author and ad writer. Contact him at 
mail@ascendmarketing.com. Subscribe 
to his VLOGS at www.YouTube.com/
MarketingSpeakerJimA, where you get a 
video marketing tip o’the day, and at www.
YouTube.com/GoodBadnUglyAds, where 
Ackerman does a weekly ad critique and 
lets viewers do the same. 
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	 My wife and I have six children. Even 
though our children were raised in the same 
household by the same parents, all six chil-
dren are totally different individuals. None 
of their personalities are even close to the 
same.
	 This makes parenting challenging. The 
temptation to try to use the same methods 
to discipline all our children is great, as 
then we as parents do not need to put in as 
much effort , time or patience into teaching 
our children. One-size-fits-all is definitely 
what appears to be an effective approach. 
However, we as parents have learned if 
we use the same methods to discipline our 
daughter, for example, by confining 
her to her room, as has worked with 
our other children, no behavioral 
modification would likely result. In 
fact, if anything, rebellion would 
occur.  However, if we were to take 
her cell phone away for a month 
(which is, in fact, what we have 
done), we hope it will result in sig-
nificant behavioral changes as well 
as a listening ear from our daughter 
the next time parental instruction is 
given. If we used the same tactic on our 
youngest son or any of our other children, 
the results would probably be different.
	 While I do not consider any of my 
clients to be one of my children, the human 
tendency to repeat past behaviors is quite 
similar. We, as investors, all know of times 
in the past when we or someone we know 
have “misbehaved” and sold our invest-
ments at their lows or bought them at their 
highs.  Usually this is a result of panic when 
things look desperate or of euphoria when 
things look good. How many of us sold out 
of our investments at the March 2009 lows? 
How many of us bought real estate at highly 
inflated prices in 2006 and 2007?  How 
many of us held onto our tech investments 
at the height of the tech bubble in 1999 and 
early 2000? Have we been “disciplined” 
through these types of excessive cycles?  
	 The reason I am emphasizing disci-
pline and behavior modification in this 
article is because of the value mispercep-
tion many investors have of their financial 
advisors. Many investors try to shop around 
for an advisor (which is a good thing) with 
the intent of finding which advisor can 
manage for a maximum investment return 
in their portfolio (which usually is not the 
correct goal to have in mind).
	 I, as a financial advisor, do not know 
any better than you, as an investor, what 
the stock market is going to do tomorrow.  
Because of that lack of near-term forecast-
ing ability, any expectation from my clients 
of me being able to outperform the next 
advisor by “timing” their investments is 
misplaced. So when a prospective client 
comes to me wanting me to offer them a 
“guarantee” that I will outperform their cur-
rent advisor or perhaps their former advisor 
over the near-term, I show them the door.
	 The value that I propose to add to the 
advisor-client relationship is one of behav-
ior modification, not portfolio performance. 
And if investor behavior is modified to a 
certain extent, long-term portfolio perfor-
mance will likely be attractive.  My value 
is in evidence when my client calls me, in a 
panic, during a market downturn, and says 
he/she cannot take the losses any longer 
and to sell them out. I will try to calm them 
down by minimizing the perceived signifi-

cance of the downturn.  I will also remind 
them that even though the individual cir-
cumstances are different, the overall market 
conditions are very much the same as they 
have been in the past (i.e., high unemploy-
ment, inflation, geopolitical events, etc.).
	 So, as an advisor, my value proposi-
tion to you as an investor is not short-term 
portfolio performance. My value comes 
when I get you to modify your human 
desires enough to stay invested when times 
get tough. My value comes when I can get 
you to invest more when the world looks 
like it is coming to an end. My value comes 
with the design of an intelligently diversi-

fied investment portfolio that will 
not allow you to make a killing in 
good times but that will allow you 
to avoid being killed in bad times.
     Just as my wife and I hope that 
our daughter’s behavior will be 
modified by taking her cell phone 
away from her for what will likely 
seem to her to be an eternal period 
of time, I hope that your behavior 
is modified by a good investment 
advisor so that you are less prone 

to make the mistakes that reduce invest-
ment performance. Just as we as parents 
are required to put effort into disciplining 
our children individually, so your financial 
advisor should be putting in effort to design 
an effective portfolio that works for your 
individual needs. Just as our daughter is 
counting on us as her parents to modify her 
behavior so that she does not put herself in 
harm’s way, so you should count on your 
financial advisor to keep you in your invest-
ment portfolio when all around you seems 
to be in chaos.

Jim Rigtrup is the owner of and a wealth 
manager with Keystone Wealth Management 
Group LLC, Sandy. He can be reached at 
(801) 572-1077 or at jim.rigtrup@lpl.com. 
Opinions expressed are solely those of the 
author and not LPL Financial, and are not 
intended to provide specific advice or recom-
mendations for any individual. To determine 
which investment(s) may be appropriate for you, 
consult your financial advisor prior to investing. 
Past performance is no guarantee of a future 
result. There is no guarantee that a diversified 
portfolio will enhance overall returns or outper-
form a non-diversified portfolio.  Diversification 
does not ensure against market risk. All perfor-
mance referenced is historical and no guarantee 
of future results. All indices are unmanaged 
and cannot be invested into directly. Securities 
and Advisory Services offered through LPL 
Financial, a Registered Investment Advisor. 
Member FINRA/SIPC.
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By John Graham
	 While driving down Boston’s 
Massachusetts Avenue one 
Saturday afternoon, it dawned on 
me that every bus stop shelter 
along this popular main artery 
sported advertising signage for 
Apple’s iPad 2. Assuming that 
many bus riders were not target 
customers for a product selling 
between $500 and nearly $900, 
the two of us in the car thought 
that spending advertising dollars 
at bus stops seemed like a waste of 
money. 
	 We were wrong. Just get on 
any type of public transportation 
and what do you see? Almost 
everyone is clearly a prospective 
iPad customer. Thumbs are going 
at incredible speed, while others 
are talking on their cell phones, 
playing games on a smartphone 
or watching movies on a hand-
held device. And with white ear-
buds everywhere, it was all about 
music. Rather than a marketing 
mistake, bus stops can be a perfect 
advertising venue for promoting 
the iPad.
	 Contrast all this with the 
huge number of businesses that 
don’t have a clue about marketing. 
Feeling desperate to do something, 
they sign up after hearing the lat-
est sales pitch offering a magical 
means for getting more customers. 
Rather than doing nothing, they 
write a check — and nothing hap-

pens.
	 The truth is that the com-
munications environment is so 
dynamic today there are no firm 
marketing answers. This makes 
it incredibly important to avoid 
wasting marketing dollars. Here 
are thoughts that may be useful:
	 1. Don’t get mauled in the 
discount trap. One of the unin-
tended consequences of the recent 
recession is a discounting mindset 
that continues to shape consumer 
behavior. The Groupon, as well as 
its imitators, thrives on consumer 
demand for discount deals and, as 
might be expected, there are apps 
for managing them.
	 One retailer, who had just 
signed up for a Groupon-type deal, 
was attending a meeting and con-
stantly checking sales on an iPad. 
He was only interested in the num-
ber of sales rather than the impact 
they had on his bottom line, even 
though the net was rather small.
	 As a Harvard Business 
Review article pointed out, “… 
Merchants should be cautious 
and skeptical about these innova-
tions. Even when sweetened with 
incentives for repeat purchasers, 
jazzed up with time- or item-spe-
cific discounts, or offered through 
location-aware mobile devices, all 
daily deals are simply price pro-
motions …. A steep price promo-
tion can make consumers perma-
nently price sensitive by lowering 

the reference price they expect 
to pay, and price promotions can 
distract customers from products’ 
benefits, causing irreversible dam-
age to brands.”
	 Making an intense effort to 
portray the value of a product or 
service can create value without 
cutting the price. 
	 2. Stay away from “ego-
driven” marketing . When he 
answered the phone, the owner of 
a service company was immedi-
ately fascinated with the idea of 
having a 30-second video com-
mercial — not to mention being 
the “star.” Too much to resist, it 
was a slam-dunk deal, if there ever 
was one, even though there was no 
plan for using it. 
	 When something catches the 
CEO’s fancy, that’s it, whether 
or not it has a role to play in the 
company’s marketing. This can be 
called “ego-driven marketing.”
	 In the same way, questions 
about the purpose of the ad, the 
message or how it might be used 
are pushed aside and deliberately 
ignored. 
	 Failing to have a marketing 
plan and to spend time thinking 
through how each component fits 
into the overall picture is a tragic 
and costly mistake. It results in 
wasting valuable marketing dol-
lars.
	 3. All marketing is individ-
ual. The late U.S. House Speaker 
“Tip” O’Neil held that “all politics 
is local.” Such advice applies to 
marketing. 
	 For decades, much of market-
ing was done with a broad brush: 
advertise in major daily news-
papers, network TV stations and 
national magazines, and then toss 
in billboards and direct mail to the 
mix just to be sure.
	 By 2000, such an approach 
was dead and technology threw in 
the last shovel of dirt. The ability 
to gather, analyze and use enor-

mous amounts of consumer data 
has pushed the bar to the point 
where all marketing is individual.
	 With companies empowering 
customers to manage their indi-
vidual marketing protocols, it’s 
all about the individual. And will 
become even more so. Today’s 
customers aren’t flooded with 
random marketing messages. The 
only messages Amazon.com cus-
tomers receive are those that fit 
their profile.
	 4. The longer a company 
has been in business, the more it 
needs marketing. This runs con-
trary to the popular view that the 
longer a company is in business 
the less it needs marketing. The 
assumption is clear: they are well-
known to their customer and their 
constituency believes in the brand. 
Based on that, spending money on 
marketing is both unnecessary and 
a waste.
	 Yet, Coca-Cola, a very old 
brand, has one of the largest mar-
keting budgets. And what about 
Heinz ketchup, Levi’s and a host 
of others? 
	 It’s a specious argument if 
there ever was one, since it’s easy 
to forget that the longer a company 
is in business, the greater the need 
to replace existing customers. It’s 
also easy to ignore the fact that 
new competitors come into the 
picture and many consumers are 
easily lured by “new and better.” 
	 Without marketing, compa-
nies can become “dated” in the 
minds of even loyal customers.
	 5. Basing decisions on com-
mon sense is trouble. In fact, com-
mon sense is both untrustworthy 
and dangerous. “We don’t need 
to survey our customers,” said the 
head of an organization, who takes 
pride in knowing his customers. 
“If I ask a handful, they’ll tell me 
what we need to know?” When 
the issue of continuing attrition is 
raised, he explains it away with 

such a “common sense” explana-
tion as a downturn in the econo-
my.
	 As so many marketing pro-
fessionals know from bitter expe-
rience, it’s difficult to challenge 
the marketing views of those who 
are successful in business with 
facts, since their success serves to 
“validate” their views. This is why 
a book by the principal research 
scientist at Yahoo!, Duncan J. 
Watts, Ph.D., is valuable in help-
ing to set the record straight. The 
sub-title to Everything is Obvious: 
Once You Know the Answer says 
it clearly: “How Common Sense 
Fails Us.”
	 Duncan contends, as 
Christopher F. Chabris writes in 
the Wall Street Journal, “Common 
sense is a shockingly unreliable 
guide to truth and yet we rely on it 
virtually to the exclusion of other 
methods of reasoning.” He points 
out that relying on common sense 
puts us in the position of dismiss-
ing and rejecting out of hand the 
objective testing of our decisions 
— including marketing and sales 
initiatives. When that happens, it 
can’t avoid wasting our marketing 
dollars.
	 Far too much of today’s mar-
keting is based on what was popu-
lar in the past or what worked 
even a few years ago. These five 
principles provide guidelines for 
developing programs that produce 
positive results instead of wasting 
money.

John R. Graham is president of 
Graham Communications, a mar-
keting services and sales consult-
ing firm. He writes for a variety of 
business publications and speaks 
on business, marketing and sales 
issues. Contact him at 40 Oval 
Road, Quincy, MA 02170; (617) 
328-0069; or jgraham@graham-
comm.com.
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and clean up.
	 • Dining etiquette for remov-
ing something from your mouth. 
Believe it or not, the easiest and 
also the most appropriate thing 
to do is to raise the utensil you 
are using to your lips and gently 
push the offending article onto 
the utensil. Then deposit it on the 
edge of your plate. The exception 
is when you have a large mouth-
ful of gristle and fat. In this case, 
dining etiquette requires that you 
excuse yourself to the restroom 
and remove it. No one will want 
to look at that on the side of your 
plate, and it does not belong in 
your napkin.
	 • Is it acceptable to sop up 
something with your bread? Don’t 
do this at a business lunch unless 
the host says this is acceptable or 
does it himself, in which case it’s 
OK. Remember, don’t hold the 
bread in your fingers and push it 
around in the sauce. Instead, break 
a piece of the bread off and then 
use your fork to spread some sauce 
on it and eat it
	 Your dining skills will be 
observed and evaluated as you 
carry on a professional conversa-
tion with an existing client or as 
you attempt to build a relationship 
with a new client. So yes, table 

manners really do matter! They 
provide an opportunity for your 
client to see a polished, poised 
and sophisticated executive versus 
someone who is uncomfortable, 
awkward and ill at ease. Therefore, 
it should come as no surprise that 
dining, unless done well, could be 
disastrous to your reputation.
	 Remember, your behavior at 
the dining table is a good indicator 
of what your client can expect in 
an important meeting or merger. 
Taking the time and effort to hone 
your dining skills is an investment 
in your future success.

Ellen Reddick is principal and 
managing partner of Impact 
Factory Utah, which assists cli-
ents in achieving their performance 
and revenue objectives through 
leadership development, process 
improvement, teamwork and cus-
tomer focus. As the national director 
of process planning and improve-
ment for Lucent Technologies, she 
managed development of qual-
ity and process improvement , led 
major customer focused teams 
and functioned as an internal and 
external consultant and resource 
professional. In addition to consult-
ing and writing, Reddick’s qualifica-
tions include expertise with facilita-
tion, process and quality improve-
ments, the International Institute 
for Facilitation and Best Practices 
for Emotional Intelligence. She can 
be reached at 801-581-0369 or 
ellen@impactfactoryutah.com.
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	 It is hard to see why anyone 
was surprised by Newt Gingrich’s 
self-ignited implosion in the earli-
est hours of his presidential can-
didacy. The career of the former 
House speaker and Georgia con-
gressman is practically 
bursting with proof that he 
suffers from chronic para-
noid hysteria — a condi-
tion that has done more 
to advance than diminish 
his status among conserva-
tives. 
	 They loved him 
until he aimed his vitriol 
against one of their own, 
House Budget Chairman Paul 
Ryan, deriding the Wisconsin 
Republican’s plan to gut Medicare 
as “right-wing social engineer-
ing.” 
	 Inundated by denunciations 
from every quarter of his party 
and movement, Gingrich swiftly 
backtracked and apologized and 
tried to blame the media. But his 
former fans are perhaps beginning 
to realize what most Americans 

understood about him years ago 
— that he is wholly untrustworthy 
and unfit for leadership. 
	 Addicted to excess in every 
facet of his life, Gingrich first 
became an important figure in 

the conservative move-
ment almost two decades 
ago chiefly because — 
unlike the more decorous 
Republicans who then led 
his party -- he was eager 
to utter the most vicious 
accusations against lib-
erals and Democrats. 
	 More than that, 
he encouraged other 

Republicans around the country to 
do likewise, founding an organi-
zation called GOPAC that trained 
right-wing candidates how to use 
a lexicon of slurs describing their 
liberal or Democratic opponents 
as “sick,” “pathetic,” “radical” and 
“traitors,” among other things. 
	 He echoed that list in his 
attack on the Ryan plan, too, 
which he described as “radical,” 

giving great offense to his fellow 
Republicans. 
	 Yet Gingrich’s blustering, 
abusive rhetoric style has not only 
served him well, at least until now, 
but has also become the domi-
nant tone among Republicans and 
conservatives. When he rants on 
about the “secular socialist Obama 
machine” as a threat comparable 
to Nazi Germany or Soviet com-
munism, nobody on the right tells 
him to dial it back and almost 
everybody applauds. 
	 Gingrich makes these wildly 
inappropriate comparisons habitu-
ally, without thinking about the 
harm they may cause. Last year, 
he saw an opportunity to exploit 
the controversy over the so-called 
Ground Zero mosque (which was 
neither located at Ground Zero nor 
simply a mosque). So he entered 
that debate warning that we are 
on a “precipice” and then quickly 
resorted to the most extreme lan-
guage, calling the harmless people 
who wanted to build an interfaith 

cultural center downtown (with the 
support of Mayor Bloomberg) as 
“radical Islamists” whose behav-
ior was like “Nazis demonstrating 
next to the Holocaust Museum.” 
	 He didn’t worry that his 
aggressive blather might actually 
serve the purposes of the real 
Islamist militants, whose chief 
strategy is to persuade the Muslim 
masses that America hates them 
and despises their faith. He saw a 
chance to promote himself at the 
expense of others, and he seized 
it, as usual. 
	 That reckless opportunism is 
what we can expect from Gingrich 
as the presidential primary cam-
paign unfolds, which is why most 
Democrats hope that he stays in 
and many Republicans wish he 
would dry up and blow away. 
With his darkly comical history 
as an advocate of family values 
(who has been divorced twice 
and married three times under the 
most dubious circumstances) and 
heartland frugality (who racked 

up a huge debt at Tiffany’s jew-
elry emporium in Manhattan), he 
has come to symbolize the least 
attractive aspects of his ideologi-
cal brethren. 
	 But as conservatives ostra-
cize and isolate their former hero, 
they might also reflect on his 
unwholesome influence in their 
own development — and try to 
imagine how to banish not just 
this egregious politician but the 
Gingrich style, as well. 

Joe Conason’s articles have been 
published in Harper’s, The Nation, 
The New Republic, The Guardian 
(London) and The New Yorker, 
among many other periodicals in 
the United States and abroad. He 
also appears frequently as a com-
mentator on television and radio 
programs. A winner of the New 
York Press Club’s Byline Award, 
he has covered every American 
presidential election since 1980. 
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	 We could definitely use 
another Abraham Lincoln to 
emancipate us all from being 
slaves to words. In the midst of a 
historic financial crisis of unprec-
edented government spending, 
and a national debt that outstrips 
even the debt accumulated 
by the reckless govern-
ment spending of previous 
administration, we are still 
enthralled by words and 
ignoring realities.
	 President Barack 
Obama’s constant talk 
about “millionaires and 
billionaires” needing to 
pay higher taxes would be 
a bad joke, if the conse-
quences were not so serious. Even 
if the income tax rate were raised 
to 100 percent on millionaires 
and billionaires, it would still not 
cover the trillions of dollars the 
government is spending.
	 More fundamentally, tax 
rates — whatever they are — are 
just words on paper. Only the 
hard cash that comes in can cover 
government spending. History has 

shown repeatedly, under adminis-
trations of both political parties, 
that there is no automatic cor-
relation between tax rates and tax 
revenues.
	 When the tax rate on the 
highest incomes was 73 percent 

in 1921, that brought 
in less tax revenue than 
after the tax rate was cut 
to 24 percent in 1925. 
Why? Because high tax 
rates that people don’t 
actually pay do not 
bring in as much hard 
cash as lower tax rates 
that they do pay. That’s 

not rocket science.
	 Then and now, peo-

ple with the highest incomes have 
had the greatest flexibility as to 
where they will put their money. 
Buying tax-exempt bonds is just 
one of the many ways that “mil-
lionaires and billionaires” avoid 
paying hard cash to the govern-
ment, no matter how high the tax 
rates go.
	 Most working people don’t 
have the same options. Their taxes 

have been taken out of their pay-
checks before they get them.
	 Even more so today than 
in the 1920s, billions of dollars 
can be sent overseas electronical-
ly, almost instantaneously, to be 
invested in other countries — cre-
ating jobs there, while millions of 
American are unemployed. That 
is a very high price to pay for 
class warfare rhetoric about taxing 
“millionaires and billionaires.”
	 Make no mistake about it, 
that kind of rhetoric wins votes for 
political demagogues — and votes 
are their bottom line. But that is 
totally different from saying that 
it will bring in more tax revenue 
to the government.
	 Time and again, at both state 
and federal levels, in the country 
and in other countries, tax rates 
and tax revenue have moved in 
opposite directions many times. 
After Maryland raised its tax rates 
on people making a million dol-
lars a year, there were fewer such 
people living in Maryland — and 
less tax revenue was collected 

from them.
	 In 2009, many people spe-
cializing in high finance in Britain 
relocated to Switzerland after the 
British government announced 
plans to take 51 percent of high 
incomes in taxes.
	 Conversely, reductions in tax 
rates can lead to more tax rev-
enue being collected. After the 
capital gains tax rate was cut in 
the United States in 1997, the gov-
ernment collected nearly twice as 
much revenue from capital gains 
taxes in the next four years as in 
the previous four years.
	 Similar things have hap-
pened in India and in Iceland.
	 There is no automatic cor-
relation between the direction in 
which tax rates move and the 
direction in which tax revenues 
move. Nor is this a new discov-
ery.
	 Back in the 1920s, Secretary 
of the Treasury Andrew Mellon 
pointed out that people with high 
incomes were simply not paying 
the high tax rates that existed on 

paper, because they were putting 
their money into tax shelters.
	 After the tax rates were cut, 
as Mellon advocated, investments 
flowed back into the private econ-
omy, producing higher output, ris-
ing incomes, more tax revenue 
and more jobs. The annual unem-
ployment rate in the next four 
years never exceeded 4.2 percent, 
and in one year was as low as 1.8 
percent.
	 Despite political demagogu-
ery about “tax cuts for the rich,” 
in human terms the rich have 
less at stake than working people. 
Precisely because the rich have so 
many ways of avoiding taxes, a 
high tax rate is likely to do them 
far less harm than it does to the 
economy, on which millions of 
people depend for jobs.

Thomas Sowell is a senior fellow 
at the Hoover Institution, Stanford 
University, Stanford, CA 94305. 
His Web site is www.tsowell.com.
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For being wattsmart.

Thanks to these 
participating businesses
and organizations:
AAA Fire Safety & Alarm, Inc.
Aero Tech MFG
American Welding & Tank LLC
Amys Martial Arts
B-S Company
Brush Resources, Inc.
Camperworld Hotsprings
Davis County School District
Delta Auto
Draper Crescent FM Group
Gateway Technology Center
Geneva Rock
Hilton Hotel, Salt Lake City
Holly Refi ning & Marketing
Horizon Manufacturing & Repair
Joe’s Main Street Market
John Hancock Charter School
Jolley’s Compounding Pharmacy
Larry H Miller Group
La Verkin City
M & M Irrigation
Malt-O-Meal
Mark Miller Toyota
Masters Carpet Showroom
Merit Medical Systems, Inc.
Moroni Feed Company
Mountain Land Design
New West Machine Tool Technologies
North Davis Sewer District
Nutty Guys
O.C. Tanner Co.
Otto Bock Health Care
Packaging Corp of America
Park City Clothing Company
Park City Mountain Resort
Peterson’s Marketplace
Phillips Gallery
Price River Water Improvement District
Quality Craft Wood Works, Inc.
Royce Imaging Technologies
Salt Lake City Corporation
Salt Palace Convention Center
Silicone Plastics
Smith’s Food & Drug Distribution Center
Smith’s Food & Drug Store
Snowbird
St. Ambrose Catholic Church
     & Cosgriff School
Staker & Parson Companies
The King’s English Bookshop
Tom Stuart Construction
University of Utah
USANA Health Services
Utah Army National Guard
Utah Department of Transportation
University of Utah Health Care
Varian Medical Systems
Velocity Press, Inc.
Wasatch Supply, Inc.
Waterford School
Weber School District
Westinghouse Electric Co.

Thanks to these
participating vendors:
Advanced Lighting 
Codale Electric Supply, Inc.
Commercial Lighting Supply, Inc. 
Conserve-A-Watt Lighting
CraLux Lighting
Dykman Electrical, Inc.
ESP+
Grainger Industrial Supply
H&E Equipment Services
Johnson Quality Air
Lennox
Lime Energy
Platt Electric Supply, Inc.

These Utah businesses and other organizations are saving a total of nearly 94 million kilowatt-hours of electricity 

every year because of energy-effi cient upgrades they made in 2010 with the help of Energy FinAnswer®, 

FinAnswer® Express and Recommissioning programs from Rocky Mountain Power. And thanks to the many 

vendors who help make these projects happen. 

For answers to help your business save, contact a participating 

vendor, call 1-800-222-4335 or visit wattsmart.com.


