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By Jordan Fischer
Carmel Business Leader

Too often, budding entrepreneurs of jump blindly into business 
ownership without first reaching out to find a network of mentors 
and resources.

Lorraine Ball, owner of Roundpeg, a small business market-
ing firm located in Carmel, said such a network 
would have been a great asset when she began 
her business nearly 10 years ago.

“I think a lot of the decisions or questions I 
had as we transitioned from home-based busi-
ness into office space…it would have been help-
ful to talk to people about that, navigating some 
of the things we’ve learned along the way as far 
as taking advantage of community services avail-
able to small businesses,” Ball said. “Just having a sounding board 
would have been beneficial.”

Ten years later, Carmelites thinking of jumping into self-
employment have a wide variety of resources available to them: 
locally, through the Carmel Chamber of Commerce, and through 
wider-net programs like Indianapolis SCORE, Hamilton County 
Alliance, the Network of Women in Business, Rainmakers, and 
the Entrepreneurship Advancement Center, for which Ball serves 
as the vice chair.

“I think the purpose of the EAC is to foster the growth of an 
entrepreneurial base in Hamilton County,” Ball said, “to attract 
or to encourage young professionals graduating high school and 
college to think about entrepreneurship as an alternative to tradi-
tional employment.”

Cathy Langlois, executive direct of the EAC, 
said growing an entrepreneurial base is critical 
for Hamilton County.

“The future economic health of Hamilton 
County will rely on two factors: first, our ability 
to attract and retain large employers and second, 
our ability to grow new companies,” Langlois 
said.

In pursuit of this goal, the EAC hosts both a high school and 
community business plan competition, offers quarterly educational 
programs and networking events, and maintains an extensive list 
of mentors to refer hopeful entrepreneurs to. Additionally, ui July, 

For Hamilton County business owners who feel like they’re walking a tight rope, there are people waiting to help

Seven reasons why 
start-ups fail

1. You start your business for the 
wrong reasons.

2. Poor Management
3. Insufficient Capital
4. Location, Location, Location
5. Lack of Planning
6. Overexpansion
7. No Website

Indianapolis SCORE
8500 Keystone Crossing, Ste. 401

Indianapolis, IN  46240
317-226-7264

www.indyscore.org

EAC
9128 Technology Lane 
Fishers, Indiana 46038 

(317) 813-5413
goentrepreneurs.org

Hamilton County Alliance
10333 N. Meridian St., Ste. 110 

Indianapolis, Indiana 46290 
(317) 573-4950

www.hcalliance.com

Network of Women in Business
P.O. Box 236

Fishers, IN  46038
info@nowib.com
www.nowib.com

Rainmakers
7208 N. Dobson Suite A
Indianapolis, IN  46268

317-840-8118
www.gorainmakers.com

Resources for 
Entrepreneurs

“There’s a belief out there 
of ‘All I have to do is 
start a business and the 
money’s just there for me.’ 
That’s totally untrue.”

-Detlef Rathmann

Ball

Labgolis

the EAC received a $73,500 federal grant to establish a small 
enterprise loan fund, to provide capital for county start-ups.

Waiting for a call
Despite their availability, however, spokespersons for many busi-

ness-assistance organizations say they are often underutilized.
Among them is Detlef Rathmann, chairmain of the Indianapo-

lis Service Corps of Retired Executives (SCORE), which oper-
ates its Hamilton County Office out of Noblesville. SCORE is a 
national, government-funded program makes available to aspiring 
and current small-business owners with free advice and support 
from thousands of experienced, successful businesspeople.

“I think people could take much more advantage of what 
SCORE offers,” Rathmann said. “There’s a belief out there of ‘All 
I have to do is start a business and the money’s just there for me.’ 
That’s totally untrue.”

On a national level, SCORE has been very successful since its 
creation more than 40 years ago. In 2010 alone, SCORE clients 
started a total of 58,637 businesses, created 71,449 jobs, and saved 
17,629 existing jobs. SCORE mentored and trained 590,550 
people last year through more than 1.2 million volunteer hours, 

and the new and existing businesses receiving this help generated 
$19.4 billion in revenue.

Those who do utilize SCORE’s consultants, however, receive 
one-on-one, confidential advice regardless of where they are in 
the process of starting or running a business. Many of the people 
receiving consultation come in to simply get feedback on loosely 
defined business ideas. However, the business owners who are 
working to get their existing companies off the ground can receive 
advice from experts in the areas in which they need the most assis-
tance.

Programs like SCORE can also help prevent businesses from 
failing by counseling potential owners about whether they are truly 
ready to start a business to beging with. In fact, Rathmann said the 
majority of SCORE’s clients never become business owners. Many 
times, he said, people come to SCORE to “bounce a few ideas 
around” with the counselors and find they aren’t prepared for busi-
ness ownership and/or underestimated the work involved.

“Business owners have to wear a lot of hats, but sometimes peo-
ple don’t like all of those hats,” Rathmann said. “Someone may be 
great at making cakes but they want nothing to do with sales.”
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To grow or not to grow: 
Risk both ways

It is our opinion that growth presents 
a business owner with a double-edged 
sword. The key is to not fall on it. Some 
businesses prefer slow, controlled growth 
(count us as being in that group). Others 
wish to ramp up and keep going at a 
break-neck pace. A third segment says, 
“We’re fine as we are. We’re standing 
pat.” There is risk associated with both 
types of business augmentation … and 
with maintaining the status quo. So, 
you might be wondering which scenario 
presents you with an acceptable amount 
of risk. Only you can decide that, but to 
not grow in any form or fashion, we believe, will lead to 
a business that becomes sedentary in short order. After 
some amount of time, it is “game over.” You own a small 
business for a variety of reasons: to build wealth, to 
save for college expenses and to save for your retire-
ment, among others. But if you’re risk-averse, you’d best 
plan your exit strategy. It’s a virtual lock that one of your 
competitors is taking risks with growth and product- or 
service-line extension, perhaps at a quickened pace. You 
need to do something to keep up, or you will become 
obsolete. Do you want to see Brand X trump you in the 
marketplace, forcing a withering of your enterprise? Of 
course not. Some amount of risk is a healthy ingredient 
in your recipe for business success. Gauging exactly 
how much is the key, and only you will know for sure. 
Move forward – at whichever pace is comfortable for you 
– or plan your going-out-of-business sale.

Branding is not about 
‘things,’ it’s about  YOU

It is our opinion that the world of business views 
branding incorrectly. Take McDonald’s, for example. 
Most view its Golden Arches as its brand. We don’t, 
and here’s why: In addition to its superlative internal 
systems, Mickey D’s brand – as we believe should be 
the case with every business – is its people. You’re a 
business owner, correct? Is your brand really your logo 
or your sign? We believe it is not. You are the brand, 
plain and simple, for you represent (a) yourself, first and 
foremost, (b) your company, and (c) its product line(s) or 
services. If you, as the leader of your enterprise, are on 
top of your game, you, as the brand, are strong. What 
does that mean? It means you have taken the time to 
learn as much about your customer as you possibly can, 
and it means any customer encounter is not about you 
or what you have to offer, but, instead, about the person 
sitting across from you in the encounter. In that case, 
your brand will have been elevated. As much as we all 
hate to admit it, in business it must be about “me” in a 
branding exercise – if we’re being perfectly honest and 
if we’re going to help customers and the company in the 
same stroke. So, do as necessary to present yourself 
in the ultimate light, and your brand will have taken 
another step.

editorial/opinionEditorial/Opinion

We both frequent The Stacked Pickle on Old Meridian Street 
regularly, but one of us is there perhaps a little too often.

Let’s just say that, if a Cheers-like show were to be created 
about this establishment, some actor would portray Kevin. With 
him and his wife knowing both the daily food and drink specials 
and the names and brief bios of the entire staff, they’re well past 
the point of being deemed regulars.

The good food and affordable prices are what retain them as 
customers, but it’s perhaps Pickle’s location that has business 
booming and keeps Kevin coming back as often as he does. 

The independently owned restaurant and bar has not yet been 
open for two years but already has plans for expansion, includ-
ing its second location opening this month in Fishers. It will be 
interesting to see if this, or any other future locations, can be as 
successful as the original.

It’s not that we doubt Stacked Pickle’s strategy, ownership or 
management; in fact, these seem to be great, from our experiences. 
But a big part of the restaurant’s success is its great location, 
which is difficult to duplicate.

Kevin is one of the hundreds, if not thousands, of people living 
in townhomes, apartments and houses within walking distance of 
Stacked Pickle. Unlike Applebee’s, this place truly does serve as a 
neighborhood bar and grill, because many of its regular, multiple-
visits-per-week customers come from these surrounding residenc-
es. It’s not at all uncommon, in fact, to see many of the same faces 
there during every visit. See, that Cheers idea isn’t too far-fetched. 

Clearly, there are a number of patrons who like this place quite a bit; 
after all, it’s not the only place like it nearby. But would many of these 
regulars come to Stacked Pickle multiple times per week, every week if 
it wasn’t literally a three-minute walk from home? Probably not.

The bigger picture to take from this is that this seems to be 

evidence that mixed-use developments can provide a boost to the 
businesses in them. These types of developments are popping up 
all over Carmel and the rest of Hamilton County, with the latest 
– a $100 million development dubbed The Bridges – gaining City 
Council approval just weeks ago. 

This Stacked Pickle example doesn’t mean that these types of 
developments are (or are not) a great idea, but it might show that 
they may be, as advertised, prime real estate for restaurants and 
other businesses directly serving the general public.

Of course, location alone is not enough. Other restaurants have 
come and gone in the same strip where Stacked Pickle is found, 
but picking a location where most of your regular customers live 
next door certainly provides a leg up.

Location, location, location

Jordan Fischer & Kevin Kane
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Extend your brand and advertising 
message to more than 4,000 Carmel 
businesses by U.S. Mail every month. 
For pennies on the dollar! (You may
thank us later.)

489-4444

©2011 The National Bank of Indianapolis    www.nbofi.com    Member FDIC    

C
lie

nt
/F

ile
na

m
e:

N
B

I
13

86
 B

H
A

_5
.1

1x
10

Jo
b

 #
:

A
N

B
I-

13
86

Jo
b

 N
am

e:
B

an
k 

H
om

e 
A

ga
in

 -
 n

o 
co

py

S
iz

e/
S

p
ec

s:
5.

11
" 

x 
10

";
 4

C
A

D
:

In
se

rt
io

n 
D

at
e:

A
gu

st
 2

01
1

C
W

:

P
ub

:
C

ar
m

el
 B

us
in

es
s 

Le
ad

er
A

cc
t. 

S
er

v.

11
1 

M
o

n
u

m
e

n
t 

C
ir

c
le

, S
u

it
e
 4

15
0

 /
 In

d
ia

n
a
p

o
lis

, 
IN

 4
6

2
0

4
 /

T
 3

17
/6

3
2
/6

5
0

0
 /
C
V
R

in
d

y
.c

o
m

 /

Solid as a Block 
Bank home again®

261-9000

 

1386 BHA_5.11x10.indd   1 6/7/11   9:37 AM

By Courtney Stiehl
Carmel Business Leader

Zeko, Inc., a locally-based athletic shoe com-
pany, uses festivals as a retail venue rather than a 
stationary store. Although the company houses 
its shoes in a local warehouse, the business moves 
with popular festivals.

Reno Menapace, a partner in the company, 
says the company tours about 350 festivals a year.

“I like meeting different people and seeing 

different cultures in cities,” he said of his nation-
wide work.

This year’s booth at CarmelFest resulted in 
scores of new Zeko footwear fans. The lightweight, 
water-resistant shoes average at about $75 per pair. 
The shoes are also available at zekoshoes.com.

Still, Menapace says festivals provide a hands-
on approach to meeting new customers.

“What’s great is that in the footwear industry, 
everybody’s a potential customer,” he said.

Athletic shoe company chases U.S. festivals

doUGHDough

Investing textbooks define a risk-free asset 
as one that has no risk, or rather zero chance of 
losing an investor money.  Government securi-
ties are generally thought of as risk free, though 
in reality they still contain some amount of 
risk.

During the financial cri-
sis of 2008 and into early 
2009, investors across the 
globe rushed into U.S. Trea-
sury Bonds that are issued 
by the U.S. government.  
This unprecedented demand 
pushed bond prices up, and 
this served to push yields 
down to historical lows.  Since 
then, the government has 
embarked on a number of 
policies to keep interest rates 
low, which is meant to try and 
stimulate the economy.

Low bond yields are mak-
ing it tough for fixed income 
investors to earn sufficient 
returns, and Treasury bond 
yields remain extremely low today.  As I write 
this article, a Treasury with a 3-month matu-
rity yields only one basis point, or 0.01%.  A 
2-year yield isn’t much better at 0.38%.  Lock-
ing up your money in a 30-year Treasury will 
only allow you an annual yield of 4.27%.  

Bill Gross, who has earned a reputation as 
one of the foremost authorities on bonds, no 
longer advises his clients at bond giant Pimco 
to hold U.S. Treasuries.  In his mind, investors 
aren’t earning a sufficient return to justify hold-
ing these bonds.  His main argument is that a 

U.S. government bond currently “doesn’t yield 
enough relative to inflation.”

In other words, the argument that U.S. gov-
ernment bonds are truly risk free investments 
is very difficult to support right now.  Throw in 

the fact that Washington can’t 
agree to raise the debt ceiling 
by early August and pay off 
its bills, and the environment 
is currently quite shaky for 
investors in U.S. Treasuries.

Returning to Gross’s 
thoughts on the subject, he 
recently penned a column in 
the Washington Post to send 
a clear message to politi-
cians.  His article was entitled:  
“Warning to Washington: 
Don’t mess with the debt ceil-
ing.”  In terms of other invest-
ment choices, he is finding 
the government securities of 
other nations more appeal-
ing at current levels, such as 
emerging markets including 

Brazil, which currently offers a real return of 
around 6%.  

The bottom line is that with Treasury yields 
extremely low and the U.S. political environ-
ment overly tense these days, many other 
investments are looking good in comparison to 
U.S. government bonds.     

Ryan C. Fuhrmann, CFA, is a financial writer and invest-
ment manager based in Carmel. He has no positions in 
any company mentioned above.  Contact him at ryan@ 
fuhrmanncapital.com or visit his Web site at www.Ratio-
nalAnalyst.com.

ryan C. Fuhrmann

Are government 
bonds still ‘risk free’?
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SHEPHERD
I NSURANCE & F INANCIAL

S E R V I C E S

YOUR local independent insurance agent
shepherdins.com

(317)846-5554

grow     with  us

Carmel Business Leader
Recently, two Carmel locals with big hearts, 

have teamed up to start MyGoTo-Hamilton-
CountyIN.com. Lois Wyant and Shawn Lin-
derman’s initiative is community focused, with 
the primary goal being promotion of locally-
owned businesses in Hamilton County. 

What sets their company apart, is the sec-
ondary mission of their endeavor, which is to 
provide assistance to homeless veterans. By 
teaming up with an organization called Save 
Our Veterans, ‘MyGoTo’ hopes to get these 
veterans off the streets and back on their feet.

Wyant and Linderman met 12 years ago, 
when Wyant was hired to take photographs of 
Linderman and her son. Lois, along with her 
husband Jim,are the owners of Wyant Photog-
raphy in Carmel. Despite their different back-
grounds, both Wyant and Linderman share 
a true passion for those who have served our 
country. Those veterans gave up their lives to 
protect the people of our country and it is time 
for us to protect and honor them. 

Many who have served, return with difficul-
ties in different areas of their lives and many 
have fallen through the cracks or gone unno-
ticed. It is the mission of ‘MyGoTo’ to stand 
beside them in times of need. 

“Our goal is to give veterans the opportu-
nity to have a functional and productive life 
they deserve and to help each person that is 
in need to achieve this goal,” said Linderman. 
“We hope to be able to provide veterans with 
housing, transportation, and opportunities to 
get into the workforce by hiring them to work 
with MyGoTo-USA.com.”

For over 30 years, Linderman‘s brother, 
Brian Brady-Sergeant First Class, served this 
country. He was one of the leading experts 
regarding making, extricating and training oth-

ers throughout the United States of America 
to handle explosive devices. During one of his 
last missions, he was exposed to high levels of 
radiation and was diagnosed with cancer six 
years afterwards. He passed away in April of 
2011. 

The loss of her brother inspired Linderman 
to take action. ‘MyGoTo’ provides such an 
opportunity. For more information, please visit 
www.MyGoTo-HamiltonCountyIN.com or 
contact Shawn Linderman directly at shawnl@
mygoto-USA.com or 317-319-3222. 

Save Our Veterans, Inc. is a non-profit orga-
nization established for the purpose of provid-
ing educational opportunities, employment, 
job-training, transitional housing, and leading 
to permanent, quality, affordable housing for 
homeless, unemployed, or underemployed Vet-
erans struggling to find adequate housing for 
themselves and their families. There are well 
over 1,200 homeless veterans in Indiana alone. 
For more information, please visit www.saveo-
urveterans.org.

Providing hope to homeless veterans

Business owners are under a lot of pressure 
to succeed. It seems simple enough to just hire 
good people and expect that you will have a 
successful, growing business. 
However, it is not that easy. 
Even the most driven sales 
professionals need account-
ability and that accountability 
needs to come from you, the 
business owner. 

The problem with account-
ability is fear. Owners fear 
accountability because good 
salespeople leave when micro 
managed. Salespeople fear 
accountability because their 
behaviors are exposed. This 
fear leads to both parties 
saying, “you just need to be 
accountable to yourself.” Hav-
ing this mindset is dangerous 
for a business. Accountability 
increases sales, sets expecta-
tions for both parties, and separates the sales-
people from the order takers.  You have to hold 
your salespeople accountable to grow your 
business the way you want to grow it. 

Our own head trash is what holds us back from 
accountability. Retrain your thinking. Believe 
that you can hold your salespeople accountable. 
If you care about your salespeople then you will 
hold them accountable. Holding your salespeople 
accountable is the difference between where you 
are now and where you want to be. 

Accountability must be broken down into 
goals, and goals must be broken down into daily 

behaviors. Your expectations, in addition to 
the process of how the behavior will be man-
aged, must be clear to them. The specific behav-

iors must be measurable and 
tracked; and most importantly, 
if the goals and behaviors are 
not met, there must be conse-
quences. Develop a process for 
reprimanding, so that there is 
no ambiguity as to what will 
happen if your sales staff does 
not follow through. Check to 
see if their goals are still impor-
tant to them. See if the behavior 
is still valid and if they remain 
committed. Ask why they did 
not keep their commitment and 
determine how they will handle 
the situation next time. Create 
a three-strike program, having 
the first two strikes send a mes-
sage but not kill them. If you 
have the goal of a certain num-

ber of sales calls in mind each day or week, define 
what a sales call looks like. Is it speaking with the 
decision-maker? Do you need to find out what 
the company’s budget is? Do you need to identify 
their pain? Know what makes a sales call qualify 
as a behavior so that making excuses and being 
unclear are not options.

Salespeople become more motivated when 
they start being held accountable. And morale 
even goes up. Don’t be afraid of what account-
ability will do to your sales team. Be afraid of 
what the lack of accountability will do to your 
company and ultimately your success.

SaleSSales

Increase sales with accountability

Karen Casey

Shawn linderman 
and lois Wyant
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YoU Get paid to do tHat?You Get Paid To Do That?

By Scott Raychel 
Carmel Business Leader

Dan Gilchrest and his father, Dale, run the 
Play-it-Again sport store in Carmel, where they 
sell new and used sporting goods to patrons for a 
good price. Now, they are expanding their busi-
ness to a second location in Fishers.

“We just feel like it is a growing market that 
would help better serve the surrounding com-
munities,” said Dan Gilchrest, who attributes 
the success of the Carmel Play-It-Again Sports 
to providing quality customer service and qual-
ity products. “Being the neighborhood sporting 
goods store, we take pride in our customer ser-
vice.”

 Opening a new store in Fishers puts Gil-
chrest in a better position to serve the customers 
he said already make their way to the Carmel 
location to shop there. 

Gilchrest has been in the business with his 
father since Dan approached him about tak-
ing over the Play-It-Again Sports store he had 
been working at before he graduated from col-
lege. After his parents reopened the store, they 
worked to build it back up and make it one of 
the country’s top 15 most successful stores in the 
chain. Now, several years later they are prepar-
ing to open their second location in Fishers this 
August.

Play-It-Again expands 
beyond Carmel

What is your job at Lucy’s Bridal? My 
most important job is helping brides. If we 
have appointments or walk-ins, I help them 
try on gowns and narrow their choices down. 
I help them in the decision-making process 
– which dress looks best on them, which fits 
the mood of their wedding. Secondarily, I help 
them accessorize. 

What kind of background do you need 
to be a bridal consultant? I’ve worked in 
children’s wear and bridal for the last 20 years, 
and I went to Purdue for apparel design. I 
think a love for weddings is really important – 
loving everything wedding related. It’s good to 
have knowledge of what looks good on what 
body types. Also, having a good knowledge of 
fabrics. The ability to listen is super important. 
I am also a seamstress, so that helps because a 
lot of times brides want changes and I can help 
them visualize that and let them know what 
can and can’t be done. 

What gowns do you sell? We carry four 
lines. We have the House of Wu, Forever Yours 
and Jacquelin. But what is most exciting is that 
we have our own collection, the Lucy Collec-
tion. The owner, Lucy, plays a role in the design 
and then they are manufactured for us. We also 
have bridesmaid, mother and flower girl dress-
es. And we rent and 
sell tuxedos.

What do you like 
best about your 
job? I’m creative and 
I love weddings. I 
love design and I love 
things that are beautiful. It’s fun for me to help 
a girl feel special and beautiful, because every-
one should feel that way on their wedding day. 
I love to watch a bride’s face when she comes 
out of the dressing room. A lot of times, when 
it comes down to two dresses, she’ll just look a 
lot more joyful in one than the other. I watch 
their faces to see which one they look happi-
est in.

What is the most challenging aspect of 
your job? A big challenge is probably getting 
somebody to commit. There are so many beau-
tiful dresses out there that it is hard to narrow 
it down. 

What tips do you have for brides trying 
to select a dress? I always recommend try-
ing on anything that appeals to you. If there’s 
anything about a dress that appeals to you, try 
it. A lot of times girls come in with an idea, 

but I encourage them (especially if it’s their 
first time trying on wedding gowns) to try on 
everything. What you actually want may not 
be what you initially thought. A-line, princess, 
dropped waist, natural waist, trumpet – try 
them all and see what looks best on your body 

and narrow it down 
from there. I’ve had 
girls try on just about 
every dress in here!

Is there one par-
ticular wedding 
you would say was 

your favorite? I really like second weddings. 
For brides doing it the second time, it’s often 
more about what the couple wants. Maybe they 
don’t feel like they have to go by the book as 
much. We’ve had Las Vegas weddings; those 
are great. I’ve had brides wear cowboy boots for 
a wedding in the mountains. I enjoy weddings 
where they add their own personality. You can 
do that more now than you could previously. I 
like when a wedding is structured to match the 
couple’s personality. That’s the way it should be. 
But all of my brides are special and have a story 
or little things I remember about them.

Do you or someone you know have an interesting job? 
Or is there an occupation you would like to know a little 
more about? Send your story ideas to lcbandym@yahoo.
com and we might feature you in an upcoming issue of 
The Carmel Business Leader.

Name: Tracy Moore
Title: Bridal Consultant
Business: Lucy’s Bridal

Time at Lucy’s Bridal: 6 months

tracy Moore fluffs a train at 
lucy’s Bridal.
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KEEP YOUR COMPANY 
RIGHT WHERE IT BELONGS

CENTER STAGE
Your success in business depends on your ability to keep current 
and constantly adapt to meet changing customer needs. As your 
marketing communications provider it’s our job to help you connect 
with your audience.

That’s why we want you to be the first to know - we’re making some 
exciting advances to help you stay ahead of the curve. These cutting-
edge solutions, integrated with AlphaGraphics’ trusted print and design 
services, are sure to keep you and your business in the spotlight.

ASK US ABOUT:
SEO Services Multi-Channel Marketing

Social Media Personalized Direct Mail

QR Codes Every-Door Direct Mail

Graphic Design Digital & Offset Printing

ALPHAGRAPHICS IS EVOLVING TO BETTER SERVE YOU.
Look for some big changes happening soon!

12955 Old Meridian Street
 Suite 103

Carmel, Indiana 46032
P 317.844.6629 
F 317.844.6636

us605@alphagraphics.com
us605.alphagraphics.com

Let’s go to a lunchtime meeting you won’t soon 
forget. 

You’re the key leader of an orga-
nization. Your organization has 
a major ongoing conflict with an 
external entity. The conflict has 
weakened your organization, its 
stock market value down more 
than 50 percent, one measure of 
how bad things have gotten. 

The point: Your organization 
is under siege and everyone turns 
their eyes toward you, the leader.

This scene is from early 1973. 
The organization is the Washing-
ton Post Company. The formal 
leader is CEO Katharine Graham. 
Graham’s Post is the only major 
news organization chasing the 
Watergate story, and 99.9 percent 
of what the Post has printed has 
come from a secret source known as “Deep Throat.” 
Only a young Post reporter, Bob Woodward, knows 
the identity of Deep Throat. 

Worried over the stock price and other troubling 
indicators, Graham organizes a lunch meeting on 
January 15, 1973. The meeting includes Graham 
along with her trusted editor, Ben Bradlee, and 
Woodward. She wants to know the state of the 
newspaper’s Watergate coverage and how things 
might play out.

Graham and her group eat nervously at a table. 
Graham looked at Woodward and asked—“Will 
it ever come out?” Her question pertained to the 
whole truth about Watergate and, by implication, 

the prospects of an upturn in the Washington 
Post’s fortunes. “I don’t know if it 
ever will,” he replied.

Before Graham voiced her next 
thought, Woodward asked Gra-
ham, the boss of his boss and, a 
question of his own. “Do you want 
me to tell you who Deep Throat 
is?” Woodward asked. 

Reader, stop, hold for a moment. 
Think about the meaning of Wood-
ward’s question to his leader, the list 
of sub-questions not asked. Do you 
trust me? Do you have confidence in 
me? Do you think my judgment is 
sound? Where does the relationship 
between me and you, follower and 
leader, go from here?

If you’re Graham, sitting at the 
lunch table, what do you do or say 
next? Your answer will reveal quite a 

bit about your leadership, specifically, following through 
with delegation under intense pressure. 

This is what Graham said to Woodward: “No, 
don’t tell me. I don’t need to know.” 

Lunch was over. Katharine Graham, a leader, 
went back to her office. Bob Woodward, a follower, 
went back to his desk. Within two months, the U.S. 
Senate voted 70-0 to launch its own investigation 
of the Watergate incident. The Post’s stock price 
began to climb again and soon both Woodward 
and Graham would receive numerous awards. Gra-
ham’s leadership showed her trust and confidence 
in Woodward during even the most difficult times.

Know your followers, and trust them.

dan Miller

The lunch of a lifetime
leaderSHipLeadership

Carmel Business Leader
Balancing a career and a family has 

proved to be a unique challenge for wom-
en. Returning to the office after maternity 
leave or longer sojourns raising children 
can prove difficult for many women, as the 
demands of both environments continue to 
weigh heavily on their minds.

As a result, an increasing number of 
business-minded women have sought to 
invest in a franchise opportunity. Accord-
ing to Franchising magazine, franchises 
offer ambitious women a supportive envi-
ronment to start their own small business. 
Additionally, it points out that women 
are uniquely qualified for this role due to 
their meticulous attitudes and attention to 
detail, especially as mothers.

“Investing in a franchise means you 
have a tried, tested and reputable business, 
which you can enjoy growing from day 
one, with exactly the right type of support 
and network around you. This makes it not 
only more financially secure and success-
ful but also a lot more fun. Franchising can 
be perfect for women who want to achieve 
that all important work/life balance,” Sarah 
Cresswell, founder of the Creation Station, 
told the magazine.

“A franchise system shortcuts learning, 
making the time invested more productive”, 
sites Mike Budka, Liberty Tax Area Devel-
oper.  “And for those who need flexibility a 
seasonal business like tax preparation allows 
the franchisee to work hard for a defined 
amount of time, 14 weeks in the tax business, 
and live a very flexible schedule the remain-

der of the year,” adds Budka. “This provides a 
great benefit for working mothers.”

Moira Holden, Web editor for www.
workingmums.co.uk, explains that moth-
ers are used to running after children and 
managing various activities, which requires 
not only a very organized lifestyle, but the 
ability to prioritize every minute of the day, 
the magazine writes.

Furthermore, they are used to working 
not on a 9-to-5 schedule, but also adhering 
to children’s schedules. Mothers work at 
all hours, night and day, which will provide 
particularly useful during a franchise unit’s 
startup phase.

Cresswell started her own franchise 
from the bottom up, while still raising 
three children. She told the magazine that 
understanding the challenges women face 
in starting a business during this time 
makes the supportive atmosphere of fran-
chising so appealing.

“What I love about the franchise model 
is that, if you find the right one for you, it 
can make the dream of running your own 
business a secure reality. You know what 
the outgoings are from the start and all the 
research and development costs are covered 
at the head office level – this can save you a 
fortune,” she said.

“More than anything though, I believe 
the true value of investing in the right 
franchise is in being part of a team who 
really understand you and your business, 
and who will support you through each 
step of your business growth and develop-
ment,” Cresswell added.

Franchising perfect opportunity 
for working mothers
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august events

3: Carmel Chamber Arrows Young 
Professionals: Summer Con-
cert at the Gazebo – Zanna 
Doo 
7:30 p.m.  
Gazebo at Carmel Civic 
Square, Carmel 
Free. Meet at the Arrows 
signs. For information, vis-
it www.carmelchamber.com or 
call 846-1049.

4: Network Breakfast with West-
field Chamber 
7:30 to 9 a.m. 
Charleston’s Restaurant, 
14636 North US 31, Carmel 
$10/member; $20/non-mem-
ber. Reservations required. 
Reserve online at www.car-
melchamber.com or call 846-
1049. 

10: Carmel Chamber Monthly Lun-
cheon: Booth Tarkington Civic 
Theatre Move to Center for the 
Performing Arts in Carmel 
12 to 1:30 p.m. 
Renaissance Indianapolis 
North Hotel, 11925 N. Merid-
ian St., Carmel 

$17 for members who pre-
pay; $25/guest and walk-in 
(as space allows). Reserva-
tions required. Reserve online 
at www.carmelchamber.com or 
call 846-1049. Reservation 
deadline: noon on Monday, 
August 8.

10: Carmel Chamber Arrows Young 
Professionals: Summer Con-
cert at the Gazebo – Endless 
Summer Band 
7:30 p.m. 
Gazebo at Carmel Civic 
Square, Carmel 
Free. Meet at the Arrows 
signs. For information, vis-
it www.carmelchamber.com or 
call 846-1049. 

23: Carmel Chamber Small Busi-
ness Seminar: Creativity in 
Advertising 
7:30 to 9 a.m. 
Hilton Garden Inn, 13090 
Pennsylvania St., Carmel 
Free for members; $15/
non-member. Reservations 
required. Reserve online 
at www.carmelchamber.com or 
call 846-1049.

Chamber members and non-mem-
bers are invited. Reservations are 
required and can be made online 
at carmelchamber.com or by calling 
846.1049.

37 E. Main St., Suite 300
Carmel, IN

317.846.1049
www.carmelchamber.com

chamberinfo@carmelchamber.com

World’s largest IT network for small business –
over 1,200 professional computer technicians

A True Professional prevents
most problems before they
happen.

At Computer Troubleshooters,
we can monitor systems and
hardware and see where
potential ppotential problems are, so that 
we can fix problems before you 
ever realize they happened.

If Your IT Guy Is Constantly Fixing Things,
Then Something Is Seriously Wrong.

Computer Troubleshooters is the leading IT 
Solution Provider that can monitor and 
proactively repair all your hardware, 
software, networking, and connectivity 
issues. As part of a worldwide Franchise 
organization, we are readily available to 
handle all your I/T needs in a professional 
and cost eand cost effective manner.

Is there a right way to cook a milkshake? How many 
eggs should you use when you grill a steak?  It’s ques-
tions like these that make me smile as 
a parent.  

My daughters are learning to cook. 
And, as one of the primary chefs in our 
house, I’m taking a lead role in run-
ning the kitchen clinics. Our learning 
center is armed with essential tools 
for my kitchen mentorships, includ-
ing stepladders, excessive towels, two 
of every utensil, a timer and a stack of 
recipes that only require mixing pow-
dery things.  

With all the items neatly laid out, it’s 
time to get busy and turn this sanctu-
ary into chaos. The questions that go 
along with these little experiments are 
intriguing. They are learning how to 
cook, and right now they don’t even 
know what they don’t know. The same 
thing can happen on the job.  Give 
someone a new task and you’ll see questions out of left 
field. 

It’s easy to lose sight of what these questions might 
be telling us. While at work in the kitchen, I let the little 
developing minds at my side know there is nothing we 

can’t make and there is no wrong way to do it. I haven’t 
fried a milkshake yet, but we’ve given it great consid-

eration and discussed the process and 
potential outcomes.  

Creativity is the mother of inven-
tion and sometimes it takes someone 
without any context to ask the ques-
tions that lead to exploration. In the 
kitchen with the little ones or at work 
with some more experienced ones, wel-
coming new thoughts might be the best 
plan yet.  

Want new ideas? Get someone with 
no background on the subject to give 
it a whirl and listen to what they ask 
before explaining how the task is tradi-
tionally completed. The lesson for me 
in my little girl’s question, “How many 
eggs should you use when you grill a 
steak?” is the reminder to always con-
sider alternatives and don’t be afraid to 
try new things. My answer to her ques-

tion has always been the same, “How many eggs do you 
think we need, honey?”

David Cain works at MediaSauce, a full-service marketing agency 
that believes online media is at the center of communications.  
Contact David at David.Cain@MediaSauce.com.  

An adventure of the unknown

david Cain

Chamber awards $4,000 scholarship – Soccer. Academics. Volunteering. Working. Put them all together 
and you’ve got one very busy high school student named Nicholas Williams, who was awarded the Carmel 
Chamber’s Nancy Blondin Scholarship at the Chamber’s July 13 luncheon. A recent graduate of Carmel High 
School, Nicholas was a member of the Carmel High School Men’s Soccer Team, Indianapolis Premier Soccer 
Club and National Honor Society. Along with school activities and sports, he also found time to volunteer with 
Special Olympics Indiana and work part-time. Nicholas will be studying economics and geology this fall when 
he enters DePauw University in Greencastle. Nicholas is the son of Andrew and Maryann Williams of Carmel.
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Chatting with Stephanie Eppich Daily about 
social media can leave your head spinning 
slightly. She enthusiastically explained the edge 
to her company seppichdaily (www.seppich-
daily.com) and its pivotal role in the world of 
Social Media.

Eppich was lost following 
her layoff after 13 years in the 
insurance business. “I knew 
I didn’t want to go back into 
insurance, I wasn’t sure what 
I wanted to do,” Eppich said. 
“But,  I knew I didn’t want to 
work for anyone else again.”  

After holding a couple 
of different part time jobs, 
a conversation with a friend 
changed her life forever.

 “It was a few months after 
my father passed away, I felt 
lost and defeated. Then Robby 
Slaughter (Slaughter Develop-
ment) asked if I ever thought 
about working in social media 
for companies,” Eppich said “I 
laughed, and asked if people actually do that, he 
suggested we discuss it, Robby’s company was 
my first client.”

Diving right in, Stephanie immediately start-
ed making connections, and signing up compa-
nies. She has several clients around Indianapolis 
and one in California, but she can’t tell us who 
they are because she’s a ghost.  

“I offer services like Twitter, Facebook, and 
blogging to businesses that understand the 
importance of social media, but don’t have the 

time to do it themselves.”  
Stephanie does her work behind 

the scenes, making her clients 
social media superstars. 

“I spend a lot of time with 
my clients 
and really 
get to know 
their busi-
ness and 
what they 
are trying to 
accomplish, it’s 
their voice. I just 
write it and send it out 
into the social media world.”  

Confidentiality is extremely 
important to Stephanie, she 
wants her work to be authentic, 
and seamless for the companies 
she works with. 

 “It’s a lot of fun, seeing what 
my efforts can generate, I enjoy 
the challenges of being a busi-
ness owner,” she said. “At the 

end of the day you have your own success in 
your hands. I have a very supportive husband 
that has encouraged and believed in me. My 
business, it’s a very special thing to me.”

So why seppichdaily and not just Stephanie 
Daily? 

“I started my business right after my father 
passed away, we had a very special relation-
ship, I wanted to honor his last name (Eppich). 
Besides, it’s a pretty cool name!”

So what is next for seppichdaily?  

“More clients, expanding, I have a col-
league who is interested in the busi-

ness, so we’ll see,” Eppich said. 
“One of my business goals this 

year is to grant a wish for a 
child through the Make A 
Wish Foundation of Indi-
ana.”

She said they are work-
ing out the details and the 
social media whiz is encour-

aging you to to check out her 
Facebook and Twitter account 

for the campaign’s launch. 
“I’ve been a Wish Granter for 10 

years, but I think it is important for companies 
to give back, what better way than to help a 
child’s wish come true?”

Stephanie said her success is partly from the 
tremendous amount of encouragement from 
friends and colleagues. When asked who her 
role model was, Stephanie laughed.

“I don’t have one particular person I could 
name as being my role model. I have been so 
fortunate to have so many people around me 
that want me to succeed. My business coach, 
Deseri Garcia (Vida Adventura ) keeps me 
focused,” Eppich said. “I could never have 
imagined this wonderful thing happening to 
me without the support of so many individuals 
in Indiana and my family. Isn’t Indy great?”

Jenn Kampmeier is a successful serial mompreneur and 
single mom to a very vibrant six year old. She can be 
reached at jennkampmeier@hotmail.com

WoMen in BUSineSSWomen in Business

Jenn Kampmeier

Social media whisperer

People who are the most effective over time 
seem to know when to go slow and when to go fast. 
Because we seem to have the fast part – or should 
I call it the “rushing around” part – down, here are 
five areas where leaders gain an edge for themselves 
because they know to go slow:

Listening to others  
and building relationships
There is the Facebook friend 

and then there is the friend you 
can call in the middle of the 
night for help. There is the client 
who will overlook your mistake 
because they like and know you, 
and the client who doesn’t really 
know you and feels little obliga-
tion to be your ally as well as you 
customer. The deeper relation-
ships and, by my definition, the 
most rewarding ones, are the 
result of slower, deeper invest-
ment and conversations over 
time. Are you making the time 
to go slow with the people who 
matter most?
Reading research and strategy in your field

Many things are meant to be read quickly and 
digested in little bits and pieces, as you might 
find on a webpage or even in a tweet. Research 
and strategy are two areas that usually require 
thinking and reasoning—both best done without 
due haste. Measuring twice and cutting once is the 
carpenter’s way of saying it- take your time actu-
ally have a good plan going in.

Accomplishing something …  
anything, each day

Your day doesn’t count for very much if you 
went through it swiftly and don’t have anything 

to show for it. These days, in order to get anything 
done, the recipe is intense focus and removing 
yourself from the rush of distractions. Set aside 
your attention long enough each day to add value 
and actually accomplish something.  Do you judge 

the success of your days by what 
you actually accomplished?

Resting and rejuvenating
Even the idea of a speed vaca-

tion or rushing your own recre-
ation sounds ridiculous, yet…I 
see it almost every day. If the 
activities you engage in to charge 
your batteries actually drain you 
while you’re charging…then 
they don’t qualify as resting, 
relaxing or rejuvenating. Apply 
this litmus test to anything you 
are doing to give yourself energy 
and balance…is it requiring me 
to change gears? Do you have 
plans to coast anytime soon?

Evaluating what you are 
doing and how effective it is

Self-reflection, critical thinking 
and actually absorbing your own learning require 
time. If you really want to get ahead of the pack, 
regularly set aside time to slow down and analyze 
your own behavior (and that of your organization). 
Reflect on what’s working and what’s not, and 
then make changes accordingly. This requires your 
thoughtfulness because (a) there are a lot of vari-
ables here and (b) change can be expensive…and so 
is ineffectiveness and inefficiency.

Bottom Line: Don’t rush yourself and your 
business in these five critical areas. Instead, slow 
down for maximum impact, and the competitive 
advantage that could come with it.

Slow down to get ahead

tom plake
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Sandwiches that won’t stink up the office – Remove meat 
and cheese from the fridge 15 minutes before – they fold 
better at room temp. Lightly broil one side of each slice 
of bread, halve them (cutting makes lettuce weep and 
tomatoes bleed), and make the sandwich toasted-side 
in. Spread condiments and stack meat and cheese in 
alternating folds, like loops of a bow, on all four sides. 
Layer wet stuff (lettuce, tomatoes, pickles) in the middle 
and close. For lettuce, try flat, flavorful red oak (romaine holds 
moisture). Baggies make sandwiches sweat, so wrap each half 
snugly in wax paper and then wrap the entire sandwich in deli paper or a brown bag.

-Esquire

need free pr? – BohlsenPR has developed Back2Business, a 
pro bono program to benefit local businesses and organizations 
by providing 20 hours of free public relations services.  Simply 
select three to five services of Bohlsen’s that you need from a 
list on its website (bohlsenpr.com) and, in 150-200 words, tell 
why you need them. Also, in 150 to 200 words, tell Bohlsen a 
little bit about the major developments you are working on and 
what marketing initiatives are needed to support them. Submit 
your essay responses to info@bohlsenpr.com by 5 p.m. Aug. 19. 
Winners will be posted on Aug. 26.

Job fair – Due to the success of last 
November’s Hamilton County Job Fair, 
Noblesville will host a second job fair this 
fall on Tuesday, October 4 at the Hamilton 
County 4-H Exhibition Center (2003 E. Pleas-
ant Street in Noblesville). More than 1,300 
people attended last year’s job fair from 21 
different Indiana counties. Employers look-
ing to hire who would like to exhibit at the 
job fair are invited to call the Noblesville 
Economic Development Department at 776-
6345 for additional information. 

Choose targets wisely – New companies often make 
one fatal mistake that forces them to compromise on 

price, says Barry Farber, a business consultant who has 
worked with American Airlines, AT&T and BMW, and 

author of more than 11 books on sales. Companies 
don’t narrow their target market, and don’t under-
stand their products likely aren’t for everyone. 
Farber says to do this by researching the potential 
client to see if they are a good candidate to meet 
your price needs. This saves you from wasting time 

talking to people who only want the cheapest deal. 
The right customers will be receptive to hearing why they 

should pay more for a certain product over another. About 
one-third of consumers are purely hung up on price, while the other two-thirds are open to at 
least hearing your argument.

-www.inc.com

a stock with solid dividends – 
Despite 70 percent earnings growth 
over the past year, Coke (KO) shares 
trade at a discount to the S&P 500 
-- an anomaly historically. Coke’s 
yield isn’t overwhelming; it pays out 
only 56 percent of its earnings as 
dividends. But that bodes well for 
future hikes. Moreover, Coke has 
announced more than $2 billion in stock buybacks this year. 

-Fortune

old rules being broken – Margaret Heffer-
nan of bnet.com writes that she is seeing five 
very old rules of business that she sees suc-
cessful companies breaking “all the time,” 
including, among others, setting business 
hours and allowing vacation time. As for busi-
ness hours, some people work well at night 
while others prefer early mornings. When it 
comes to vacation time, the communications 
firm Global Tolerance doesn’t give employees 
vacation allowances. They just trust people 
to manage their time on and their time off in 
such a way that co-workers and clients aren’t disappointed. With a 40 percent per year growth 
rate for the last four years, this does not appear to have hurt them, Heffernan wrote. To the 
contrary, it’s one of the things that has provoked high levels of commitment.

-www.bnet.com
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Get your card in front of more than 92,000 households in Hamilton County! Call Dennis O’Malia @ 370-0749 for details

Hamilton County Business Contacts

Jeremy Stacy
Owner

317-607-0445
 3676 East 106th St.

Carmel, IN 46033
jstacylandscaping@gmail.com

www.jstacylandscaping.com

• Landscape Design
• Mulching & Edging
• Patios & Walkways
• Decorative Walls
• Water Features

(317)846-5554
shepherdins.com

13636 N Meridian, Carmel, IN 46032
317.574.9500

www.anylabtestcarmel.com

WE OFFER THOUSANDS
OF LAB TESTS!

WE OFFER THOUSANDS
OF LAB TESTS!

Affordable & Convenient • No Appointment Necessary
 No Insurance Necessary • No Doctor’s Order Required

Amy Bostic
Beverly Smock

  317-500-2530
950 North Rangeline Rd., Suite D

 Carmel, IN



Cindy White, Retail Market Leader  |  Jonathan Hunt, Fishers Banking Center Manager  |  Ryan Mooney, Carmel Banking Center Manager    
Tom Dooley, Westfield Banking Center Manager  |  Lindsay Sweet, Noblesville Banking Center Manager 

Business Services.
Customized Solutions.

Carmel • 317.844.5675 | Fishers • 317.913.9020 | Noblesville • 317.770.7570 | Westfield • 317.867.5488

We know it’s tough running a business. Let us make it easier for you.  With 
our full lineup of business products and solutions, we have everthing you 
need to help make running your business a smooth process. Since 1893, 
we have been proudly serving families, businesses and our communities. 
You’ll find that our team of experienced financial professionals are 
talented advisors who are empowered to make decisions and deliver 
responsive, customized solutions that meet your needs. Convenience 
with a state-wide footprint and a banking center near you, we invite you 
to experience the First Merchants difference today.

1.800.205.3464
www.firstmerchants.com


