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publisher’S LETTER BY ron ameln

Employee Engagement:
The Key To Business Success

N

o matter what business you are running, keeping employees engaged is one of
the biggest challenges facing companies today. A recent Gallup study showed
that only 13% of employees were actively engaged in their jobs each day. The
same study said 63% of workers were literally “sleep-walking” through their

jobs.

What’s the key to keeping employees engaged in 2022? According to our readers,
employees need the following:
n They need to be challenged.
n They need to learn new things (ideas
and experiences).
n They need autonomy. They need to
have some control over their workday.
n They need respect from management,
owners and customers.
n They need to make progress. They need
to know they are growing and making progress toward a greater goal.
n They need to feel what they are doing
has meaning. What they do needs to make
a difference in someone else’s life. This difference doesn’t have to be huge (think brain
surgeon). It can be small, but it should make
a difference.
Meaningful, engaged work has these characteristics.
It’s important to point out that very few
jobs have these characteristics all the time. However, knowing what it takes to build an
engaged, meaningful culture is essential.
Although we focus more on these issues today, employees have always wanted the
same thing: They want to know they matter and make a difference.
This month, we’re honoring our newest St. Louis Business Hall of Famers class. The
individuals we’re adding to our Hall of Fame are being recognized for their lifetime contributions to the St. Louis business community. They’ve built organizations that have
lasted decades. These individuals rank among the most accomplished and respected St.
Louis business leaders of all time (read their stories on Pages 17-24).
When you talk to our Hall of Famers and they start sharing their success stories, the
first thing they talk about are their employees. Our Hall of Famers didn’t need a Gallup
study to understand employee engagement. One of the reasons they are being honored
is the fact that they have always kept employees engaged.
We can all learn valuable lessons from these Hall of Famers. They’ve built successful businesses not by the latest, greatest new things, but by focusing on the basics. By
basics, I’m referring to creating a clear vision for the business, developing a solid plan,
maximizing focus and discipline to turn the plan into reality, understanding their numbers, and yes, keeping their best employees engaged. n
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ASK THE BANKER

SALES MOVES BY mark hunter

Presented by:

13 Dos and Don’ts of a Profitable
Sales Process

Y

our sales process is a vital element
of your success. A process that’s
simple, sustainable and scalable can
make you the author of your own fate.
How does your sales process measure up
to these 13 Do’s and Don’ts?
1. Don’t depend on your sales process
alone
If you don’t have a sales process,
nothing else is going to work. BUT just
because you have a process, doesn’t mean
everything is going to work. Your sales
process is critical, but if you’re not allocating your time well, if you don’t have the
right mindset, if you don’t have a strong
network, if you don’t practice accountability, you can’t be successful. In fact,
top-performing salespeople have a process
that’s much simpler than people realize.
2. Don’t overcomplicate it
If you’re looking for this perfect thing
that’s going to help you be successful,
don’t. What you may not realize is that
the perfect thing is you. That’s why all five
of the elements above are important. Average salespeople have a process that gets
bogged down. Why? Because it’s just too
complicated. I was talking with people in
a company recently, and they must have
had 25-30 steps in their sales process. I
thought, “Really? You’ve got to be kidding
me. I want it to be only a few steps.” Topperforming salespeople have a far simpler
sales process.
3. Do make it sustainable
Your process must be one that you can
repeat over and over and over again. This
is what I find about top-performing salespeople — they can repeat the same activity
thousands of times, and it just works.
Truly, they’re so confident with the
process that they can do it in their sleep.
What’s the benefit? Well, it keeps them
on track.
4. Do make it scalable
A great process is also scalable. I can
scale it to bigger and bigger and bigger
opportunities. If a process works for a

WWW.SBMON.COM

company of a certain size, I can now move
it up the food chain and make it work for
50% or 100% larger clients. Likewise, if
I’m using this process 10 hours per week, I
can scale it to 20 hours per week.
5. Do determine why you sell
Top salespeople know why customers
buy from them. If you don’t understand
why your customers buy from you, I want
you to stop and figure that out right now.
Better yet, ask your customers why they
buy from you.
6. Don’t forget who your ideal customer
is
Who’s your perfect customer? I want
to make sure I know why I sell — and the
customers to whom I sell. Then I stay in
that lane. I have sat in rooms with topperforming salespeople, and it’s amazing
what they will say no to. Somebody will
be giving out leads, and they’ll respond,
“Nope, don’t want that. Don’t want that.
Don’t want that either.” They stay very
focused on their perfect customer and why
they sell.
7. Do use multiple messaging methods
Top performers are not reliant on only
one method of communication (e.g.,
email or social media). No, they can
use email, social media, calls, texts, etc.
They’re very comfortable with many ways
of messaging, and they know expediency
works.
8. Don’t be afraid of the telephone
Top-performing salespeople are more
reliant on the phone than other levels of
salespeople. Yes, that’s true. They know
there’s something about talking directly to
someone. So much more can be accomplished in a single conversation than in a
slew of emails back and forth.
9. Do ask exact questions
The top 1% are very tight with the
questions they ask, the information and
knowledge they’re looking for, and the
message they want to share. Remember,
they know why customers buy from them,
and they’re dealing with a very specific

What Are The Most Common 		
Reasons Small Businesses Seek
Financing?

ideal customer profile (ICP). As a result,
they know their audience very well. By
knowing their audience well, they know
what to ask and what to look for.
10. Do have a routine
What’s your sales cadence? Is it every
third day? Every fifth? How do you
rinse and repeat? If you have a positive
mindset, know you’re targeting the right
people, and understand your clients’
needs, you can stay much more focused.
With a routine in place, problems and
lack of responses aren’t issues. The best
salespeople just keep calling and moving
forward.
11. Do create your own leads
Excellent salespeople know that
they’re accountable for their own leads.
Sure, they would take leads from marketing any day. However, they know at
the end of the day that their best leads
are themselves because sales are going
to come from referrals or upselling of
existing clients.
12. Don’t dwell on the internet
I look at my goals every day, and I ask
myself, “What am I going to do today
to move myself closer to them?” At the
end of the day, I ask myself, “What did
I do today to help move myself closer to
those goals?” You’ve got to be focused
and committed. Otherwise, things are
simply going to fall apart for you.
13. Do sell first, negotiate second
Top-performing salespeople know
that if they do everything else right in
the sales process, closing becomes easy,
and negotiation becomes minimized.
That’s why I say, “Sell first and negotiate
second.” If I sell first and really get to
know and understand you as a customer, guess what? You’re probably less
likely to negotiate because there’s a high
level of trust. n
Mark Hunter, of The Sales Hunter sales
motivation blog, is the author of “High-Profit
Prospecting: Powerful Strategies to Find the
Best Leads and Drive Breakthrough Sales
Results.”

The most common reasons small businesses
seek financing are for working capital, growth
and expansion, and to purchase additional
equipment. Businesses that have payment
terms with their customers may need working
capital to help fund gaps between payments.
A growing business needs working capital to
fund expansion. If a business owner pays rent,
they may also seek financing to purchase real
estate if they no longer want to rent their
current location. Businesses seeking to
increase revenue or reach new customers may
need financing for additional locations.
Replacing obsolete or broken equipment can
also impact businesses and may require the
need for financing.

Do Bankers Lend To Startup 		
Companies? What Circumstances
Would Make This Possible?

Yes, bankers utilize Small Business
Administration (SBA) programs to lend to
startup companies. The SBA guarantee
reduces the risk for banks when working with
startups. Direct industry experience and a
good business plan will go a long way in
helping a borrower obtain financing.
Projections within the business plan should
be obtainable and within industry norms. The
borrower will need to place cash equity into the
startup project and usually ranges between
10% - 25% of the total project cost. n

Answers provided by Scott Clark, Vice President,
Commercial Lending at Simmons Bank. He can
be reached at 314-854-4523 or scott.clark@
simmonsbank.com. The views and opinions
expressed in this article are those of Scott Clark
and are not endorsed by, and do not necessarily
reflect the views of, Simmons Bank. Simmons
Bank does not provide tax, accounting, or legal
advice.
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MASTERING LINKEDIN
by kATHY BERNARD

Find More Ideal Candidates And Clients
Like Your LinkedIn Connections

Strong partnerships generate
successful returns.
We’ve been helping businesses do just that for over 100 years.
Our responsive team offers exceptional service and local decision
making, with unmatched expertise and unique solutions.

Š

Find your local branch at
simmonsbank.com/locations

Do you wish that you could find dozens
more job candidates or clients similar to your
best employees or customers? You can by filtering your LinkedIn connections’ list to find
people with comparable titles or backgrounds.
Perhaps you would like to find 10 more Java
Developers like your best software engineer.
To find them, visit your star software engineer’s profile (with whom you are connected
on LinkedIn) and then click the person’s
number of connections link just below his
or her headline. If the person allows connections to view his or her connections, you
will see several filters at the top, including
Connections, Locations, Current Company,
and All Filters. Choose All Filters and then
opt to view the person’s 1st and 2nd- degree
connections in your target location. Scroll
to the bottom of the All Filters dropdown to
type “Java Developer” into the Title box.
Once you click “Show results,” you can

view the person’s connections with similar titles.
Follow the same steps to find prospects
comparable to your best customers. Visit a
Director of Purchasing connection’s profile
to find the person’s connections’ list for
other directors of purchasing, or click the
Current Companies filter to find and invite
the person’s coworkers to connect.
When inviting these candidates and
prospects to connect, click the “Add a note”
option to explain why you are inviting them
to improve your chances of them accepting.
Follow-up with free LinkedIn messages to
these new connections to build the relationship. n
Kathy Bernard (kathy@wiseru.com), CEO of
WiserU.com, is a St. Louis-based LinkedIn consultant/trainer who equips businesses to maximize
LinkedIn for sales, marketing, or fundraising.

ENTREPRENEUR’S TOOLBOX
by Jim mosquera

Open-Source Money
Throughout monetary history, we’ve used
different forms of money including seashells,
feathers, gold, and silver. Later we transitioned to paper certificates representing precious metals — a form of warehouse receipt.
Society migrated towards precious metals
since they were relatively scarce, durable, malleable, and required effort to obtain.
In the twentieth century governments
severed the relationship between the certificates and metals. That severing permitted
unfettered certificate creation. The certificates
to which I refer are the green pieces of paper
in our wallets. Even fractional dollars (coins)
decoupled from precious metals through the
introduction of cheaper alloys for their minting.
Economies then progressed to digital money. Digital money’s first iteration came with
the advent of computerization. This money
still represented paper dollars, albeit in digital
form. This digital money was easily replicated, thus giving its issuer expanded powers to
influence the economy and financial markets.
The Global Financial Crisis (GFC) of 2008
brought further action by money issuers who
minted trillions of dollars. For critics, money
issuers responded to a crisis they fostered with
the very thing that fostered the crisis — money
creation. If necessity is the mother of invention, the GFC provided ample motivation
and inspiration. The result was a system of
purely digital money created algorithmically
and not at the whim of an issuer.
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Thus, was born Bitcoin (BTC) — digitalonly, open-source money. Open-source
means software that anyone can inspect
and modify. The biggest obstacle in creating digital money was the matter of double
spending. Digital assets are easily replicated
(think MP3, Word, Excel, PowerPoint files).
Creating digital money that anyone could
copy and spend more than once would crater confidence. BTC overcame the doublespend problem and, just as importantly, did
it in a decentralized manner.
Bitcoin represents a new frontier in the
creation of an economic and financial instrument. It is open-source money, algorithmically created with a decentralized architecture. Moreover, it functions as an economic
means of exchange and a new investment
asset class. Its creation spawned other forms
of digital-only sources of value, some which
are open-source and others that are proprietary. At times in U.S. history, various bank
notes circulated as money. We’ll see various
forms of digital-only money circulating in
the future. n
Jim Mosquera is VP of Corporate Development
at Alliance. Previously he operated a consultancy
offering financing and debt mediation. He also
served as an executive in the fields of telecommunications and technology. He’s the author of the
Escaping Oz non-fiction series and the Chandler
Scott thriller series.
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marketing works
by debbie arata

Your Website: Your Most Important Lead Gen Tool

I

t’s a common challenge that over 60
percent of all business leaders say they
consistently face: lead generation. And
not just any leads – qualified leads that
turn into sales prospects and, ultimately,
buyers. If you are part of a small business
facing these obstacles, you are not alone
and there are some effective actions you
can take to generate more leads and sales.
One of the first things we do for our clients is to make sure their websites are optimized for conversions. Your site should be
much more than simply informational. It
is your best tool for converting interested
readers into prospects and customers.
To accomplish this, your website should
contain details that meet your customers
where they are in their buyer journeys and
clearly guide them to take action toward
making a purchase.
At Spoke, we are big believers in

strategic campaigns that may include blog
content, emails, and social media that
all drive inbound traffic to your website.
One tactic that has worked well within
this campaign framework is developing a
specific landing page that complements
your campaign, contains key information
on your specific product or service, and
has a call to action that prompts a positive
sales decision.
Your blog content should clearly convey
the benefits of your products and services
and make it easy for readers to understand how your brand solves their specific
problems. Promoting this content through
emails and social media attracts more visitors to your website and greatly increases
your opportunities for sales conversions.
It’s also important to include form
pages on your site that make it simple for
people interested in your brand to include

their contact information to learn
more, and also makes it easy for
you to build a database of prospects. Use this critical data to send
follow-up emails that answer their
questions and include an offer
that prompts the recipient to take
action.
Finally, resources like online
chat encourage customers to ask
questions while they are making
purchase decisions and including
an eCommerce section on your
website allows customers to take
the next step and buy your products with a few easy clicks. It’s been
said that you’ve truly succeeded when you
can make money while you sleep. Your
website can help you do that and is your
most valuable lead gen and sales conversion
tool. n

Debbie Arata is Creative Director, Account
Manager, at Spoke Marketing. Spoke Marketing (www.spokemarketing.com) provides fullyintegrated marketing and sales programs that
define and activate the customer buyer journey.

Sandberg Phoenix is honored to be chosen
as a Best Law Firm in St. Louis.

LAW
UNFILTERED

BUSINESS

BUSINESS LITIGATION

INTELLECTUAL PROPERTY

HEALTH LAW

PRODUCTS LIABILITY
ST. LOUIS, MO
CLAYTON, MO
KANSAS CITY, MO
CARBONDALE, IL
EDWARDSVILLE, IL

www.sandbergphoenix.com
314.231.3332

O’FALLON, IL
GAINESVILLE, FL

The choice of a lawyer is an important decision and should not be based solely on advertising.
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CULTURECentric leadership
by JONATHAN JONES

HIGH VOLTAGE MARKETING
by TOM RUWITCH

Accepting Mistakes
Promotes Innovation

Innovation is hampered when mistakes
are not accepted in the workplace. Employees learn not experiment, develop,
or learn anything new, and they enter an
acquiescence posture. The leader may
have greater power, but there is less innovation. The most talented individuals
will choose employment with a company
that allows them to take calculated risks
for the benefit of the company and the
customer, or to do the right thing. Winston Churchill offers the following insight:
“Success is stumbling from failure to
failure without losing enthusiasm.”
Our companies grow through the development of our personnel, and experience is the finest teacher. When leaders
replace an employee due to intolerance,
they forfeit their investment in that
employee’s organizational experience. A
new employee will need to learn the company’s culture and may not possess the
same ability as the previous worker.
Accepting our own shortcomings is simpler than accepting the failures of others.
We have greater influence over how we
recover from our own errors. Our responsibility as leaders is to foster a thriving
atmosphere. We must build a vision of
achievement and reinforce that vision
with clear expectations and coaching.
Proper personnel selection is crucial, but
very few individuals possess all the necessary qualities for success immediately.
We cannot expect everyone to behave
identically to us. They do not share the
same history, experiences, or mental processes that we do. We recruit individuals
with diverse skill sets for a purpose, and
when we create the proper atmosphere
and provide constructive mentoring, our
employees often surpass our expectations.
We must accept other people’s mistakes
and respond to them with support and
guidance. n
Jonathan Jones (Jonathan.
jones@vistagechair.com or
314-608-0783) is a CEO peer
group chair/coach for Vistage
International.

Email Frequency? Depends on Whether 		
Your Content is Boring or Brilliant

O

ne of my clients in my Content
Transformation Academy asked
recently, “How often should I
send emails.”
The client, Mike, stopped sending
emails altogether (bad idea), and now he
was thinking of rebuilding his list and
sending them again.
My reply: “I send one every weekday.
Five per week. Monday through Friday.”
I said that to provoke and challenge
him.
“I don’t want to do THAT,” he said.
I knew that’s what he’d say, and I
wasn’t suggesting that’s what he do.
But I wanted to steer the conversation to the key idea. So, I asked another
provocative question.
“Why don’t you want to do THAT?”
I asked.
“Because,” Mike said, “That’s too
many emails.”
I replied, “Too many to write or too
many to receive?”
Mike didn’t answer so I continued,
“I’m teaching you how to make your
content more captivating and how to
make the writing process easier so you
can generate great emails without getting
stuck. So, that’s not too many to write.”
Mike furrowed his brow and said, “I
guess I could write the emails. The question is, ‘Who wants to receive that many
emails?’”
Now we were getting to the heart of
the matter.
“My subscribers want to get my emails.
Why wouldn’t your subscribers want to
get yours?” I asked.
Mike frowned and said, “Because
they’re from you. I’m not you.”
That’s what they call limited thinking.
I shook my head and said, “No, Mike,
you’re you. And you’re enrolled in a
program that will teach you how to write
emails worth opening. You don’t need to
be me. You just need to be you and learn
how to write emails that subscribers will
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open and act upon.”
I get the “how often should I send
email” question all the time. It always
boils down to two myths:
1. Myth: People don’t like to get too
many emails. Truth: People are happy
to get lots of emails — if those emails are
relevant, interesting AND entertaining
(info-taining).
2. Myth: “I’m not creative. I don’t
have what it takes to write info-taining
emails. Truth: Anyone can learn how
to write better emails and other creative
content. It’s not a magic act reserved for
creative unicorns. It’s a process based on
easy-to-learn systems.
Small-business people who buy into
these myths churn out content occasionally. (“We don’t want to send too
much.”) It’s loaded with information
that demonstrates their expertise, but it’s
boring.
It doesn’t matter whether you send
emails quarterly, monthly, weekly or
daily. If you send the same old, boring

content, prospects will tune out and
move on. Bored prospects will always
think you’re sending too many.
If you’re sending informative, entertaining emails, subscribers will happily
open them, and they’ll look forward to
more — even if you send emails daily.
I’m not suggesting that you, dear
reader, start sending daily emails.
I am suggesting, though, that you can
and should write info-taining emails and
then send more.
When you captivate prospects, the
more you send, the more you sell. n
Tom Ruwitch is founder and Chief Story
Office at Story Power Marketing. Coaches,
consultants and other experts hire him to
power up their stories because most dish out
the same “blah, blah, blah” content, put prospects to sleep, and then feel fed up and stuck.
So he helps transform content from boring to
brilliant, marketing from frustrating to fun,
and results from pitiful to profitable. Sign up
for Tom’s info-taining, daily(ish) emails at
storypowermarketing.com/email
WWW.SBMON.COM

Focus on HR
by julie tuggle-nguyen

WE
ARE

Tim Rodden

Welcome to the Workforce of 2022

T

he college class of 2022 is about to
graduate and enter the workforce.
Their adaptability and resilience
have been battle-tested by the pandemic.
And now nearly two million of them will
be entering the labor force. How can you
ensure that you are a visible and viable
career choice for these newly minted
professionals?
Maybe you are ahead of the curve
having done on-campus recruiting. Or
maybe you were able to offer an internship during Covid. But more likely than
not, it was put on hold. The question now
is how to play catch-up and best position
yourself for what is likely to be an intense
recruiting season.
Even if you have not been actively
recruiting on campuses, you likely have
relationships with colleges and universities in your area either through your or
your team’s alumni networks. Reopen the
doors to communication. You may also
ask yourself what are the feeder schools
for the technical skills that you require? If
you don’t have those relationships, how
do you make some inroads?
You might consider participating in job
fairs. But before you do, review your marketing and recruiting materials. You have
spent the last two-plus years reshaping
your workplace. You have wrestled with
flexible hours, virtual meetings and workspaces that run the gamut from remote
to in-office to hybrid. You have created
new policies and procedures. Do your
recruiting materials reflect that? Do the
words and visuals represent a true picture
of who your company is today versus who
you were two years ago?
This new class is eager and prepared to
enter a reshaped, reimagined, refreshed
workplace.
If they are not looking for set hours and
a corner office, ask yourself what are they
looking for. This takes me back to the
topic of values and purpose. In February
2022, The New York Times cited a survey
where 61 percent of millennial workers in
the U.S. — currently the largest generation
in the work force — said they preferred
companies that take a stand on social
issues, and 49 percent said they would
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quit a job that did not align with their
values, both significant increases from
the year before. Millennials and Gen Z
in particular seek an environment that is
collaborative and teams that are diverse
and inclusive.
I can only relate to you from my own
experience that diversity and inclusion
really matter. At Midwest Bank Center, 66% of our executive leadership is
diverse. Our peers include, Black, White,
Bosnian, Hispanic, and LGBTQ+ colleagues. Recruits want to see that they
will fit in, that they will have a voice. Diversity sparks innovation and contributes
to a culture that is respectful and fun.
Once you have attracted candidates,
turn your attention to benefits and salary
as tools to secure the hire. Be creative
about the ways you think about benefits.
Helping pay down student loan debt may
be far more appealing to these recent
graduates than a 401k. Likewise, tuition
assistance for an advanced degree may
help attract and retain strong candidates,
a clear indication that you care about
their growth and advancement. Dedicated time off for volunteer work could
be the tie-breaker in attracting purpose
driven colleagues.
And of course, there is salary. I am
going to be discussing this in more depth
in an upcoming column, but there is one
important point to mention: It is not
about the salary, until it is! As part of (or
all of!) the HR team at your organization,
it is your job to be grounded in the compensation numbers. What is the going
rate in your industry for entry level positions with similar responsibilities? Do
you have reliable industry sources that
can provide relevant and current data?
There is no doubt that HR managers
are facing challenging times in building
their teams. So much has changed in
the workplace, but one thing remains
the same: Job number one is to build
a strong, passionate team to move your
business forward. Soon there will be two
million bright, eager graduates looking
for their first door to open. Be ready to
welcome them in. n
Julie Tuggle-Nguyen is EVP of Human
Resources, Midwest BankCentre.
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SPECIAL REPORT: TECHNOLOGY

How Hacking Is Done In 2022, Part Three of Six
by scott M. lewis

T

here are many types of hackers, and
hackers’ motives vary widely. The
labels we put on the different types
of hacker goes back in American history
and our perception that black hat cowboys
are the bad guys, and we will all be saved
by the white hat cowboy. There is no real
truth that it is just a stereotype that Hollywood came up with to identify the good
guys and bad guys, and it has become
part of our perception of the old west.
However, they have some meaning in the
hacking world to identify the supposed
good versus the bad guys.
n White Hat Hacker – Some people are
dedicated to legitimately helping companies, individuals, and governments better
secure their systems. So, it is not all bad,
and there are many cybersecurity heroes
out there doing their best to protect us
all from current and emerging threats.
However, it is an uphill battle; as we all
are spending more on security and countermeasures to threats, the organizations
and countries supporting cybercrime are
also spending vast amounts of money to
continue their efforts. So, it will take us
all doing our part continuously to contain
these security issues and be vigilant and
create a security culture within our organizations.
n Black Hat Hacker – Then there
are the Black Hat Hackers, who have, in
some cases, a very organized approach to
their goals and objectives. Depending on
where you are standing in the world, the
activity of Black Hat Hacking may and
may not be illegal. Tracking and arresting them is extremely difficult, primarily
if they operate out of a country where
this activity is not considered illegal or is
supported by their government. In most
cases, the legitimate computing world
would consider the activities of a Black
Hat Hacker outside of the legal and moral
standards that we all operate within.
However, from their perspective, it is a
job; they are motivated by the financial
gain, which is enormous and estimated
$400 Billion per year, so expecting that
you can shut down that type of industry is
not reasonable.
n Grey Hat Hacker – You got it; these
people play both sides, the good and the
bad. By in large, Grey Hat Hackers look
for vulnerabilities in operating systems,

firewalls, and other devices or software;
then demand a fee not to publish the
vulnerabilities from the manufacturers; if
the fee is not paid, they will publish the
vulnerabilities. Grey Hat Hackers typically
don’t participate in the actual ransomware
attack or other cyberattacks, and they
benefit from discovering the new vulnerabilities and the sale of that knowledge.
Grey Hat Hackers may go as far as to
contact the manufacturer of the software
and demand payment not to publish the
found vulnerabilities; however, even after
payment is made, they typically publish
anyway.
n Red Hat Hackers – This is an interesting group of guys; these are typically
government operators or companies that
specialize in tracking down and destroying
the efforts and infrastructure of Black Hat
Hackers. You don’t hear much about this
group, but these are the real cyber-heroes
that we need and want to disrupt and
develop countermeasures that we can all
use to protect ourselves.
n Blue Hat Hacker – This group of
hackers, if you want to call them that, are
typically people who want to take advantage of social media to, in their minds,
destroy the reputation of a company, so
the historical disgruntled employee might
be one example. It could be a relationship
that ended badly, so they post what might
be factual information in their minds,
but it is only from their perspective. An
employee rarely wants to take responsibility for their actions. Blue Hat Hackers, as
novice hackers, might attempt to get into
your personal or corporate social media
sites or website because often, companies
overlook the need and importance of
securing those sites.
n Green Hat Hackers – Green Hat
Hackers are hackers in training; these
people typically browse the hacker forums,
websites, and Dark Web to learn the trade
tricks. These are amateurs, but typically
they are very eager to learn the hacking trade and can cause a considerable
amount of damage to corporate networks;
because of their inexperience, they haven’t
made the connection that the value is in
not being discovered until the financial
advantage swings in their favor.
What does an end-user see when it
comes to hacking? Most of us know many

10 ST. LOUIS SMALL BUSINESS MONTHLY / june 2022

hacking
attempts or
have heard
the terms before. Nefarious actors use
a variety of
tactics to get
the end-users
attention and
prompt them
into making a security mistake that will result in
unintentional system access. According to
BitIdentify.com, some of the more common tactics used by hackers are:
n Phishing – This is one we all love; most
of us call it SPAM. However, you have
to be very careful with phishing because
the sophistication that phishers are using
now is extremely good; it can sometimes
be challenging to identify the differences
between phishing and legitimate email.
Phishers are hoping you don’t take the
time to look closely at the email, you’re
busy, you are distracted, or you have just
gotten complacent, and you click on the
link, which asks you to build an account
or try to login to a site that you typically
have access. These simple mistakes can
start a chain reaction resulting in a ransomware or crypto attack.
n SQL Injections – Most websites and
almost all companies use SQL of some
kind for critical operations within your
business. These applications could be
your ERP solutions, CRM solutions, accounting system, or HR database. These
are all key targets for hackers, so it is essential, especially if you do custom programming to ensure that your programmers
are accounting for and protecting against
SQL injection. The process of SQL injection is to use a field, a search box, name,
address, or some other active field and
then use that access point to gain access to
the backside of the database, allowing for
exporting the data contained within the
database.
n Fake WAP or WIFI – Free WIFI is
everywhere now; go to any restaurant
or bar, and there will most likely be free
WIFI access. It has simply become part
of our culture and our expectations as we
travel and go about our lives. A common
tactic is for a hacker to create a fake WAP

or Wireless Access Point, mimicking the
real WIFI name; when users connect to
it, the hacker can trap all the information
through the fake WIFI and capture the
credit card information, login credentials,
and other personal messages. This is
where the tug of war between convenience
and security comes into play, and you
should never connect to a free WIFI and
use the cellular network on your phone
to connect to the Internet; it is far more
secure than free WIFI.
n Bait and Switch – Hackers will buy
advertisements on legitimate websites;
however, they will redirect you to a malware site when you click on them. Then
at that point, there are many methods to
infect your local machine, sign up for an
account, click on a picture, and click on
another link that takes you to another
page. These sites all look legitimate but
what is going on is you are being passed
around. Your system is being searched for
vulnerabilities that can be taken advantage of on your computer due to a lack of
patching or old operating systems. You
may not be aware that this is going on
until it is too late; then, the game is afoot
to see where they can go from there.
These are just a few of the more common tactics used by hackers to trick you
based on your interests into assisting them
in gaining access to personal information
or maybe a more significant target like
corporate networks or even to use your
system to attack another personal computer or corporate network.
Look for part four in next month’s issue
of Small Business Monthly. n
Scott Lewis is the President and CEO of
Winning Technologies Group of Companies,
which includes Liberty One Software. Scott
has more than 36 years of experience in
the technology industry and is a nationally
recognized speaker and author on technology
subjects. Scott has worked with hundreds of
large and small business to empower them
to use technology to improve work processes,
increase productivity, and reduce costs. Scott
has designed thousands of systems for large,
medium, and small companies and Winning
Technologies goal is to work with companies on
the selection, implementation, management,
and support of technology resources. Learn
more about Winning Technologies at www.
winningtech.com or call 877-379-8279.
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COMPANY NAME

Affinity Law Group LLC
Armstrong Teasdale, LLP
Berger, Cohen & Brandt, LC
Capes Sokol
Carmody MacDonald, P.C.
Danna McKitrick, P.C.
Dearing Batten & Bauer LLC
Dunn and Miller, P.C.
Evans & Dixon, LLC
Federer & Federer, P.C.
Haar & Woods, LLP
Hamilton Weber

Best Law Firms
It’s often said that it’s important to find
a business lawyer, before you need legal
advice. The following law firms were voted
the best in St. Louis to help your business.
Make sure you check out the Awards page
at www.sbmon.com to stay up to date with
other Best in Business nominations for
2022.

Harness IP
Husch Blackwell
InNovare Law, LC
Jenkins & Kling
Kaiser Law Firm
Lashly & Baer, P.C.
Lathrop GPM
Littler Mendelson, P.C.
McCarthy, Leonard & Kaemmerer LC

Mickes O’Toole
Paule, Camazine & Blumenthal, P.C.
Rynearson, Suess,
Schnurbusch Champion
Sandberg Phoenix & von Gontard
Stanton Barton LLC
The Enterprise Law Group
The Faulstich Law Firm
The Law Office
of Andrew Weinhaus
Tucker Ellis LLP
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huschblackwell.com
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lashlybaer.com
314.613.2800
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314.659.2000
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mlklaw.com
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St. Louis, MO 63105
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St. Louis, MO 63102
201 South Fifth St.
St. Charles, MO 63301
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St. Charles, MO 63301
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Are You Leveraging Your Company’s
Greatest Resource?
Seven Steps to Building a Solid Mentoring Program
Written by Dr. Sherry Hartnett

I

the first mentor-mentee pair meets, secure the necessary funding, staff, and supplies.
f your organization is like most, you employ knowledgeable, business-savvy leaders
Put into place systems for selecting mentors and mentees, training and communicating
and rising high achievers. However, are you connecting the two groups in a meanwith participants, and evaluating the program.
ingful way? Many organizations aren’t — or at least they aren’t doing so in a way
Remember: The enemy of greatness is perfection. It’s okay to start with a small, pilot
that maximizes the wealth of knowledge and experience your most experienced
program to work out the kinks.
people possess.
Step 5: Recruit and connect. Attracting, screening and training great mentors is
Senior employees are some of your most valuable resources. They represent a lot of
essential, but don’t make the program compulsory. Likewise, decide what your ideal
value that you’re leaving on the table if you don’t have a well-designed, well-executed,
mentee looks like (e.g., people who have been with the organization at least three years
scalable mentoring program. A great mentoring program helps you attract and retain
or high-potential new hires). Then, thoughtfully match mentor resources to mentee
talent; improves employee satisfaction; drives organizational performance; builds a
needs, striving for common interests between the two.
deep bench; and reduces training budgets. However — and this is a big however — you
Both parties must understand up front how long the mentorship relationship will
must do it right.
last (I suggest a renewable, 12-month period), how often meetings will take place, what
The good news is that building a thriving mentoring program with great return
the goals are, and what work will be involved.
on investment (ROI) is within every company’s reach, regardless of budget or experiStep 6: Nurture your people and your proence. Here are seven vital steps to help companies
gram. Even the most well-designed mentoring
create a robust, successful, and lasting mentoring
Building a thriving mentoring program with great return program won’t function for long on autopilot.
program:
on investment (ROI) is within every company’s reach,
It’s crucial to provide plenty of ongoing support.
Step 1: Define your “why.” Decide what you
regardless of budget or experience.
Organizing a keynote speaker at a meeting, setting
want your program to achieve. For instance, do
up a networking event, and publishing a regular
you want to increase the number of minorities in
newsletter are all great ways to reinforce initial
leadership positions, retain valuable employees, or
training and nurture the connections being made. Also, find ways to invite regular
onboard high-potential new hires? When you articulate how mentoring will improve
feedback from each participant and use that information to improve processes.
your organization, you can thoughtfully shape a successful program and get buy-in
Step 7: Measure to improve. Whether capturing results and feedback is accomfrom leaders, mentors, mentees, and other stakeholders.
plished through surveys, performance reviews or other methods, data are vital to the
Step 2: Find the right program champion. The person who heads up your program
progression and scalability of your program. Such information allows you to review,
will have a profound impact on its strategy, execution and, ultimately, its success.
revise and continuously improve your mentoring program.
His or her primary focus should be leading your mentoring program, as adding such
I suggest measuring outcomes semi-annually or annually. You can also informally
a large task to an existing workload would cause the champion to struggle on both
poll and interview participants throughout the year. Avoid underestimating the little
fronts. I also recommend this person to be an opportunity-focused connector who is
things — small tweaks can lead to significant results.
confident, tenacious, and accountable.
Make sure to implement all seven of these steps. They are crucial to successfully
Put a lot of thought into this decision, because it will make or break your program.
achieving your organization’s mentoring goals. Then, when you reach the end of the
Step 3: Set goals and metrics. Align your mentoring program with your business obseventh step, circle back to the beginning. Continue to cycle through the seven steps,
jectives and identify metrics you can use to measure movement toward these goals. For
and always give critical thought to improving your program. Doing so will keep it vital,
instance, you might want to increase top-employee retention by 10 percent from last
year, or to double the number of women in management positions within 18 months.
relevant, and results-driven for years to come. n
Tracking such data will tell you whether your program is succeeding and what you
Dr. Sherry Hartnett is a marketing and leadership professor, consultant, author, and mentor.
may need to change. Doing so also will tangibly illustrate to senior leaders the reasons
She founded the pioneering, high-impact, experiential learning Executive Mentor Program at the
that mentoring should be a continued priority.
University of West Florida. Bert Thornton is the former president and COO of Waffle House.
Step 4: Build your program (but start small). I warn against “diving in.” Before
His fi¬rst book, Find an Old Gorilla: Pathways Through the Jungle of Business and Life, is a
well-received leadership handbook for rising high achievers and emerging leaders.
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SPECIAL FEATURE

HALL
of
FAME
HONORING EIGHT
LIFETIMES OF
ACHIEVEMENT IN
ST. LOUIS BUSINESS

Michael E. Kohn of The Kohn
Partnership, is one of the
eight new SBM Hall of Fame
inductees for 2022.

hall of fame
AN INTRODUCTION

SBM
Hall of Fame
Words by ron ameln

Please welcome our newest class
of SBM’s Hall of Fame. In this
special section SBM recognizes
the accomplishments of area
executives who have made lifetime
contributions to St. Louis business.
Hall of Fame members rank
among the most accomplished and
respected St. Louis business leaders
of all time.
Each has developed industryleading businesses that are poised
to continue such leadership
well into the future. Each has
persisted through extreme business
and economic challenges. Each
is inspiring to colleagues and
employees as well as to the next
generation of business leaders in St.
Louis and beyond.

alaina macia
mtm

Growing A Family Legacy

A

fter earning both her
undergraduate
and MBA degrees from
Washington University,
Alaina Macia began
her career working in
executive development
and marketing. While
she was happy with her
progressing career at
Maritz, Macia’s parents
approached her with
the opportunity to grow
their business, MTM, a
medical and transportation management company that helps develop
solutions for accessing
health care, increasing independence and
connecting community
resources.
“My parents were
succession planning for their business,” says Macia. “They
had 150 employees in 2003, and I saw an opportunity and
a challenge in joining. I was fortunate in that they were
willing to allow me to make changes, put my MBA to use
and make it my own.” Since becoming President and CEO
of MTM, Macia has grown the business from a regional
to a national company by improving its use of technology,
marketing and employee development. “We have a smallbusiness mentality because we are entrepreneurs at heart
with the benefits of a large corporation,” says Macia. “We
have made employee engagement and retention a priority.”
With headquarters in Lake St. Louis, Missouri, the
company now operates in 29 states and the District of
Columbia and maintains call centers and offices across
the United States. Serving in a high-growth business in
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a competitive marketplace has been rewarding and challenging for Macia and her team. “It has meant learning to
handle growth while containing costs,” she says. “We have
done this well by focusing on technology investments and
adding staff when necessary.” Macia says that knowing
when and how to build up your team is important for all
business owners. “Be aware when it’s time to hire when you
are starting out,” she says. “It pays dividends when you hire
good people.”
In addition to developing a team she is proud of, Macia
stays motivated by creating jobs and a positive working
environment for individuals representing her business.
“Our employees deliver services on our behalf,” she says.
“We want them to want to come to work, and we want to
be able to give them more opportunities because of our
growth.”
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hall of fame
michael kennedy sr.
KAI Design & Build

richard nix jr.
butler’s pantry

Building On A Legacy

Building A One-Of-A-Kind Business

G

rowing up, Michael Kennedy Sr. was always fascinated with construction. His
dream was to become an architect.
But Kennedy faced some roadblocks.
Experiencing prejudice as a young
man, he was told by a high school
counselor that schools of architecture
only took the cream of the crop, and
no African American would succeed
as an architect.
With few African
American architects in
the St. Louis area, discrimination in the industry fueled a determined
Kennedy even more to
achieve his career goals.
He would go on to graduate from Washington
University’s School of
Architecture, and in 1978 become
the first African American architect
registered in the State of Missouri.
In 1980, he founded his own
company, Kennedy Associates, Inc.,
an architectural firm. “At the time, I
didn’t have any good examples of African American architectural firms to
follow,” he said. “For me, we had to
be one of the best. I had a plan that
in the first five years I wanted to be
recognized as one of the best minority-owned firms. In the second five
years, I wanted to be recognized as
one of the best minority-owned firms
and a great company. In the next five
years, we wanted to be known as just
a great company.”
In 2004, Kennedy Sr. rebranded
Kennedy Associates into KAI Design
& Build, and four years later his son,
Michael Kennedy Jr., became KAI’s
president. KAI has grown from its
tiny roots as a small architectural
firm. Today, KAI employs a diverse
team of 135 architects, engineers, interior designers, builders and support
staff at its headquarters in St. Louis
and offices in Dallas-Fort Worth;
Kansas City, Kansas; and Atlanta,
Georgia, with additional project offices throughout the U.S. The firm
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specializes in residential, commercial,
K-12, higher education, healthcare,
science and technology, aviation,
mobility, sports and entertainment,
government, water and communityfocused projects. Over 60% of KAI’s
projects are centered in what most
would consider “project neighborhoods.”
At the start of 2019, KAI Design
& Build restructured
into parent company KAI
Enterprises with four
new subsidiaries: KAI
Design, KAI Engineering,
KAI Build and KAI 360
Construction Services.
KAI Design & Build’s
construction portfolio
could be mistaken for
a catalog of St. Louis
landmarks. There’s the new Gateway
Arch Museum, Busch Stadium, Stifel
Theater, Saint Louis Art Museum expansion, Ballpark Village, The Dome
at America’s Center and Enterprise
Center, just to name a few. In some
form or another, whether operating
as a joint venture (Art Museum), providing architecture services (Busch),
or completing mechanical, electrical
and plumbing work (Arch), KAI has
left an impact on the physical environment in St. Louis.
“I used to say if you are not growing, you’re not going anywhere,”
Kennedy Sr. said of the success and
growth of his company. “Overall,
we’ve always been looking for ways
to grow and expand our capabilities.
How did we do that? We had to hire
the best people. We were always seeking the best that we could attract.”
Looking back on his career, Kennedy Sr. says there are so many projects
he’s proud of. “I’m thankful we’ve
built and had the success we’ve had,”
he said. “I thank the Lord and the
hundreds of people who stretched
out their hands and gave me an opportunity to do things that I might
not have been able to do if it weren’t
for them. My gratitude is great.”

A

s with most family businesses,
Richard Nix Jr. grew up in the
company his parents Richard
and Anita Nix founded in 1956,
called Butler’s Pantry. As a teen, he
washed dishes and helped out when
he could. “You could say the business
is in my blood,” he says. “I did leave
and work for other institutions while
I was in college. In 1992, I bought
the business from my dad. I always
thought catering was fun, and I enjoyed the restaurant business. I took
courses in restaurant management.
I worked for Pope’s Cafeteria, which
was some of my greatest training.”
Over the years, the most significant
changes to Butler’s Pantry have come
from changes in the industry. “When
the business began, people would
have home weddings and do business
entertaining once or twice a year,”
says Nix. “Now, with two-income
families, mom and dad don’t have
time to plan a party. So, we do more
individual catering and corporate
entertaining. We have seen more
growth with business entertainment,
especially because businesses now
realize it can be a tool to motivate
employees and customers. Additionally, it is a marketing experience for
companies and nonprofits today.”

As a hospitality company with a
full-service catering arm, retail line
and restaurants, Nix now employs 70
full-time and 250 part-time people.
Over the years, the company has survived recessions and events, such as
9-11 and Covid that have threatened
the catering and hospitality industries. “The business has survived a lot
of upheaval in the economy,” he said.
“We have established ourselves as
the go-to brand for quality and have
sustained great people. The secret
to our success has really been our
great employees. Since my parents
founded the business, the quality of
the people we’ve hired has delivered
on the promises to our clients.”
Providing an environment for his
employees to build a career is Nix’s
proudest accomplishment as a business owner. “In some cases, we’ve
got three generations of employees
working with us. We have employees
who have been here 25-30 years. That
longevity is the key to success for any
small business.”
Nix is now focused on the next
generation of ownership, which will
include his son and daughter, who
are both working in the business.
Said Nix, “That is one of the things
I’m most excited about.”
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hall of fame
greg keller

ralph korte

renaissance financial

the Korte company

A Career Of Investing In People

Building A Lasting Legacy

I

n 1994 Greg Keller teamed up
with 16 other financial professionals to create Renaissance
Financial. Over the next 28 years,
he positioned the firm to be one of
the area’s premier financial services
firms.
One of the keys to the firm’s
growth is Keller’s guiding principle
of investing
in people. A
practitioner
of servant
leadership, Keller
makes the
growth and
well-being
of others his
priority. He
has led the
firm into becoming one
of the top
financial services firms.
Renaissance
Financial
has consistently been
recognized
for its outstanding culture and team satisfaction by winning various Best Places
to Work awards.
The enthusiasm and dedication
that Renaissance instills in others is
reflected in both the bottom line and

G

rowing
up on a
small farm
in rural Illinois,
Ralph Korte had
no intention of
changing an industry or attending
college — he wasn’t
even afforded the
luxury of attending high school.
One of 14 children, Korte was
born in 1934 to
Tony and Minnie Korte, farmers in
Highland, Illinois, a small community about 30 miles east of St. Louis.
He attended a parochial school led
by nuns through the eighth grade,
but with no high school nearby and
no busing available, he joined his
brothers and sisters working on the
family farm at age 14. At that time,
he developed an important skill and
a lifelong passion. In those days, the
farmers in the Highland community
would help each other with construction projects, building for their
neighbors when they needed help.
Korte’s dad, who was good with a
hammer and a saw, took note of Korte’s skill with tools and brought him
along to help. That was when Korte
gained a love for construction.
After serving in the Korean War,
Korte came home and started building farmhouses as a side job for
neighboring farmers. In 1958, what
was a side project to pick up extra
money became Ralph Korte Construction Co. The company has continued to grow. In 1976, the company
was one of the first in the construction industry to adopt computers for
estimating, scheduling and planning.
In 1977, he launched Ralph Korte
Planning and Management, an
internal Design-Build division. That

same year, the company delivered its
first integrated Design-Build project
and adopted the practice of Tilt-Up
concrete construction.
For decades, The Korte Company
has continued to aggressively adopt
newer and better technologies,
methods and processes. The company contributed to the development
of the Design-Build Institute of
America and formal development of
the Design-Build method. In addition, they were one of the first in the
industry to adopt Building Information Modeling and to deliver LEEDCertified projects. Today, long after
the leadership of Korte himself, aggressive, fearless innovation remains
a core value of the company.
Korte has built a legacy in the
construction industry, the Highland
community and the St. Louis region.
Through a commitment to learning,
fearless innovation and hard work,
he has had an impact that few would
have expected from a small farmer
in Highland, Illinois. In 2008, he
retired, and sold The Korte Company
to his children and stakeholders, who
carry on the company with the same
principles that made it so successful
under his leadership. The company
now has five office locations throughout the country, including St. Louis
and Highland, Illinois.
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impact on the community. A significant priority for Renaissance Financial is social responsibility and philanthropy. Keller has been very active
with Big Brothers, Big Sisters, where
he has served as a board member for
the past 20 years and has mentored
his ‘little brother,’ Dominic, for 19 of
those years.
Keller’s
involvement
in the community spans
multiple cities
on several corporate boards.
For example,
he has served
on the Board
of Trustees of
the SSM Health
Foundation in
St. Louis and
been a member
of the KC Area
Development
Council, a
collaborative
organization
that helps draw
businesses to
the Kansas City
region. He also has served as Chairman of Securian’s National Advisory Board Broker Dealer and Trust
Committee in St. Paul, MN, and as a
board member of the Cultural Media
Collaborative, based in New York.

 2 years ($35.50)

 3 years ($45.50)

Name ____________________________________________________________ Title ______________
Company ____________________________________________________________________________
Address _____________________________________________________________________________
City, ST, Zip __________________________________________________________________________
Phone _____________________________ e-mail ____________________________________________
 My check payable to St. Louis Small Business Inc. is enclosed
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CONGRATULATIONS

Michael E. Kennedy
on your induction into the
Business Hall Of Fame!
Thank you for your
vision and dedication
from all of us at KAI.

Business | Wealth Management | Personal

Building Business.
Growing Wealth.
Since 1868.
busey.com Member FDIC
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hall of fame
eddie davis

center for acceleration of african american business

A Career of Helping Others

E

ddie Davis has dedicated his
career to helping small businesses grow their operations
and access growth and procurement
opportunities. Currently, he is the
President and Executive Director of
the Center for the Acceleration of African-American Businesses (CAAAB),
an organization he founded in 2006.
The organization focuses on economic development in the AfricanAmerican community. CAAAB helps
African-American entrepreneurs gain the
knowledge and experience to build better
companies. The
organization helps
with everything from
introductions to
microlenders and
bankers to knowledge about cash flow
and financials.
“The Center
has been successful because we’ve
taken a unique look
at every company and tried to help
each company reach its goals. We’ve
worked with close to 800 companies,
and we have over 400 still operating
today. We have a group of different
consultants we work with, and they
provide countless resources to our
companies. This organization has
stabilized the African- American
business community, but we still have
a long way to go. We’ve changed the
game. Fifteen years ago these companies didn’t have these resources and
opportunities. Now they do.”
Through his experience, Davis has
recognized that African-American
businesses were failing not because
of their passion or technical skills,
but due to a lack of business acumen
or fundamentals. “We wanted to
reach many of these businesses that
have been overlooked for 40 years. I
wanted to focus on companies that
couldn’t afford to hire a consulting

firm and entrepreneurs just starting
up. Companies have gotten up and
running, and it has literally changed
their lives.”
Davis started his career working
with small, minority companies as an
employee of Ameren, then known
as Union Electric. At Ameren, he
helped develop a minority procurement program to provide opportunities for minority-owned contractors.
“At that time, supplier diversity
programs were at the
embryonic stage.
People started to realize how important
it was.”
After he left
Ameren, he continued to help minority businesses gain
opportunities. He
spent time working
and running the
St. Louis Minority
Business Council.
In 2006, he founded
the CAAAB. “We
found that the St. Louis region was
very far behind some other cities like
Chicago when it came to helping
minority owners, especially African
Americans. We felt like it was time to
create an African-American organization that was designed specifically to
help African- American businesses
— not because we were looking at it
from a race standpoint, but because
African Americans in St. Louis were
behind the other races.
Looking back on his career, Davis
knows that helping these minorityowned business owners follow their
dreams and change their lives is “his
true calling in life.” “It is so satisfying for me to share my ability and
knowledge with individuals who
don’t have it and see them succeed.
The satisfaction of seeing a family
being transformed from a financial
standpoint — that is life changing.
That is my motivating factor.”
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michael e. kohn
the kohn partnership

Building A Business Of Serving Others

T

he Kohn Partnership was
founded by Michael E. Kohn
and Catherine K. Kohn in
1989. Having both worked in large
law firms during their early years
practicing transactional corporate
law, both wanted to offer clients the
same quality of legal services available at large firms, but with a more
personal touch and at
a lower cost.
Having served as
a Senior Tax Partner at what is now
Bryan Cave Leighton
Paisner, a multinational firm with
thousands of lawyers,
Michael’s knowledge
of sophisticated tax
strategies, combined
with Cathy’s talent
in drafting and client
relationships, proved to
be a winning combination.
“Working for a larger firm was
great, but I liked the closer, oneon-one relationships with clients,”
Michael said. “I’ve always gravitated
toward debate, and I’ve always enjoyed the law. It hasn’t disappointed
me. I am 43 years into it, and I still
get the same enjoyment I got when I
walked into my first legal job.”
Over the years The Kohn Partnership has built a niche in tax-driven
counsel, helping guide small businesses with everything from entity
formation to estate planning and tax
counseling. Michael also does a fair
amount of foreign taxation work for
business clients. He has 30+ years
of experience in complex corporate
transactions, including mergers and
acquisitions; individual, partnership
and corporate domestic and international tax cases; dispute resolution
at all levels of the Internal Revenue
Service; Foreign and Domestic Tax
and Creditor Protection Planning;
as well as estate planning and entity
taxation (domestic and foreign).
He also has unique experience in

business tax planning for individuals,
limited liability companies, corporations, trusts, and estates engaged in
transactions in Saudi Arabia, The
Netherlands, all Members of the European Union, Qatar, UAE, Dubai,
Israel, and a host of other countries.
In addition, Kohn has been involved
in state income, sales and use tax
cases in 49 of the 50
states, Puerto Rico,
Canada and Mexico.
“My entire practice
has all been referral,”
he said. “I’ve never
done any advertising.
I received a call from
a business person in
another country that
needed representation. I helped him and
then word just spread.
My name just starts
getting tossed around at
conventions and meetings. I started
getting calls from all around the
world.”
Michael said the key to building
the firm over the years is “to never
give up.” “You have to put your nose
down and do the best work you can.
In the tax world, there is a myriad of
options for clients.”
When Cathy and Michael’s daughter, Catherine E. (“Liza”) Kohn Chollet, was admitted to the Missouri Bar
in 2010, she became their newest Junior Partner. At that time, The Kohn
Partnership was re-structured as The
Kohn Partnership, LLP. The firm
now consists of Partners, Catherine
Kriegshauser Kohn and Michael E.
Kohn, and Junior Partner, Catherine
E. (“Liza”) Kohn Chollet.
Looking back over his career, Michael said he’s most proud of “never
needing to look for clients.” Said
Michael, “I guess I’ve always done
good work. If you help one client,
then you help his/her friend, and
then they tell someone else at a trade
show, and word just spreads. I love
being of service to people.”
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hall of fame
robert o’loughlin
lodging hospitality management

Building A One-Of-A-Kind Business

T

hroughout his career, Robert O’Loughlin has
managed some of the hospitality industry’s
top properties and has directed regional hotel
operations throughout the United States. He began
his career in 1967 as Assistant Controller for the Hilton Hotels Corporation. From 1970 to 1973, he held
management positions at the Terrace Hilton Hotel
in Cincinnati. Under his direction, the 450-room
hotel consistently ran a 70% occupancy, leasing five
floors of retail space as well as training facilities for
AT&T Long Lines. He operated a five-star restaurant during a time when there were only 13 five-star
restaurants. Additionally, he
opened Joe’s Bar, a banjo and
sing-along establishment that
became a Cincinnati favorite.
In 1973, O’Loughlin was
named General Manager (GM)
of the Oakland Hilton, a 300room airport hotel. He was
the youngest manager in the
history of the Hilton organization. Prior to his arrival,
the property had a three-year
record of operating losses in
excess of $100,000. By implementing an aggressive marketing program and controlling
costs, the property broke even
the first year and went on to
make a $150,000 profit the
third year. The turnaround
justified a 100-room expansion to accommodate a
successful 70% occupancy hotel.
O’Loughlin became GM of the 600-room San
Francisco Airport Hilton in 1975. There, he supervised a critical $4 million renovation and construction project, which included adding an 11,000
square-foot ballroom, remodeling guest rooms, and
doubling the sizes of the restaurant, bar, coffee
shop and lobby. The project proved successful,
netting the Hilton a $2 million profit for the next
five years. O’Loughlin also booked $2.5 million
in conventions, including the West Coast Ladies
Apparel Show, which previously had been held at
the Sheraton Palace Hotel for 22 years. This was the
largest convention business in the history of the San
Mateo County airport area.
An opportunity to manage a 900-room convention
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hotel came in 1977 when O’Loughlin joined AIRCOA, Inc., to become GM of the St. Louis Clarion
Hotel, the largest hotel in the state of Missouri at
the time. The hotel became the most profitable of
Aircoa’s 45 hotels in terms of revenue and profit for
eight consecutive years. O’Loughlin completed extensive remodeling of the revolving restaurant, lobby
and lobby bar as well as the addition of a luxury
suite wing. The restaurant received several awards,
including “Best 100 Restaurants in St. Louis” and
national recognition for the best table-top design.
In 1986, O’Loughlin established Lodging Hospitality Management (LHM) and
has been responsible for successfully managing more than
50 hotels for individuals and
institutions, as well as working
with financiers seeking a high
return on investment. In the
nearly 30 years LHM has been
in business, he has developed
five ground-up hotels, including the Hilton Garden InnChesterfield, Hilton Garden
Inn-O’Fallon, Hilton Garden
Inn-St. Louis Airport, Four
Points Fairview Heights, and
the Moonrise Hotel. Through
his leadership, he has established LHM as one of the preferred management companies
for Hilton, Starwood, Marriott
and Holiday Inn.
O’Loughlin has held offices in several organizations, including President of both the St. Louis Hotel/Motel Association and the Missouri Hotel/Motel
Association, First Vice President of the St. Louis
Convention and Visitors Bureau, and Chairman of
the Missouri Tourism Commission. In 1993, when
the St. Louis Convention and Visitors Commission
(CVC) was without a president, O’Loughlin voluntarily stepped in and successfully took over management of the CVC, eventually hiring a president.
He is a member of several community and business
groups, including the Civic Entrepreneurs Organization, St. Louis Ambassadors, Downtown St. Louis,
Inc., and the Missouri Athletic Club and Regional
Business Council. He also serves on the board of
Enterprise Bank.

Past SBM Hall of Fame Honorees
2021
Keith Alper, Nitrous Effect
Leon Gurevich, Rapid Development Services
Tom Hough, Carrollton Bank
Ed Imo, Imo’s Pizza
Marge Imo, Imo’s Pizza
Jim Kavanaugh, World Wide Technology
Bonnie Laiderman, Veterans Home Care
Doug Schukar, USA Mortgage
2020
Linda Henman, Human Performance Group
Dayakar “Day” Veerlapati, S2Tech
Zsolt Rumy, Zoltek
Joe Balsarotti, Software To Go
Tony Thompson, Kwame Building Group
Michael Neidorff, Centene Corporation
Bob Clark, Clayco
Lance Weiss, SFW Partners, LLC
Ken Tacony, Tacony Corporation
2019
Maxine Clark, Build-A-Bear Workshop
Steve Baden, Royal Banks of Missouri
Phillip Cohen, Cohen Architectural Woodworking
Pierce Powers, Powers Insurance and Risk Management
Alyce Herndon, Grace Hill Women’s Business Center
Scott Mosby, Mosby Building Arts
Dr. Robert Lefton, Psychological Associates
Jacque Phillips, AccuCare Home Health Care
2018
John Cochran, JS Logistics
Jane Ganz, Directions in Design
Dan Lauer, Waterbabies/UMSL Accelerate
David Mason, David Mason & Associates
Dale Oestreich, ADS Logistics/Precision Restoration
2017
Jim Canova, Tech Electronics
Sandy Jaffe, GL Group
Carol Rogers, HighTower St. Louis
Ray Gallardo, Casa Gallardo
Nancy Friedman, Telephone Doctor
Carmen Jacob, NextGen
2016
Susan Elliott, SSE
Laura Herring, Impact Group
John Marcus, Matthews Book Company
Pam Reynolds, Phoenix Textile Corporation
David Steward, World Wide Technology
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CONGRATULATIONS
Greg Keller, CEO
of Renaissance Financial

on being named to the Small Business Hall of Fame

Our Mission: Using creative business and personal planning, we help our
clients achieve financial freedom . . . one relationship at a time.
5700 Oakland Avenue | Suite 400 | St. Louis, MO 63110
314-932-4300 | www.renaissancefinancial.com
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AI advances allow for
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organization monitor, defend, and respond to today’s
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Contact NTP at 636-458-4995 or online at NTPCyberSecurity.com
for a complimentary Cyber Security Needs Analysis!
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Negotiating A Bank Loan

Follow These Suggestions For Your Next Loan

A

lthough negotiating is no foreign concept to business owners, many are unfamiliar with how to negotiate the terms of a bank loan. As with all types of negotiation, there is give-and-take, and it’s beneficial to consider all parties’ positions.
Keep in mind that lenders have to consider things such as management, stockholders
and regulations. Understanding your banker’s needs and where there is room to negotiate will strengthen your position as a borrower.
The following suggestions can help you before and during negotiations with your
banker:
First, Understanding Your Finances
Rates are competitive in today’s market, and that means bankers must be selective when
lending and make deals as profitable as possible. Borrowers, on the other hand, need
to be realistic about where they stand financially.
A stronger borrower is more likely to be able to negotiate the terms of their loan.
Banks are looking at the quality of the borrower’s credit history and, sometimes, the
abundance, their character, the amount of collateral they have to offer and their capacity to repay. If these qualities are strong, a bank will be more likely to negotiate.
Once you grasp how strong your financial position with the bank is, then you can begin
to gauge how much leeway you have to negotiate.
Lowering Your Interest Rate
If you are looking for a lower rate, think about the give-and-take of negotiating. If the
bank perceives you as a low credit risk or if you are able to offer enough collateral, your
rate may be negotiable.
Determining the rate on a loan involves several factors: cash flow, credit history, collateral and a personal guarantee—the same things the bank uses initially to evaluate your
position as a borrower.

Providing Less Collateral
Better collateral usually means a better negotiating position, as it’s the bank’s backup
source for repayment.
Most banks have standard loan underwriting policies regarding loan to value—how
much they will lend based on the type of collateral. In order to provide less, you must
be willing to offer the bank other options of repayment or a shortened repayment term
to compensate for the bank’s increased risk.
Increasing The Loan Amount
For a bank to increase a loan, it needs to know your history and ability to repay. A
strong previous relationship with your banker can mean getting the loan amount you
want.
It is important for a bank to see the repayment history and have an ongoing relationship both commercially and personally with a customer. When asking for an increase,
the relationship is important. The banker needs to understand the customer’s business
and whether the increased amount makes sense.
Lengthening Your Repayment Period
The longer the repayment period, the greater risk there is that the bank will not get
paid back. If you want a longer repayment period, you may have to increase collateral.
Loan type also comes into play with repayment.
The Bottom Line: Building A Relationship
The best way to position yourself is to build a relationship with your banker ahead of
time. Just as you would schedule an annual appointment with your doctor, schedule an
appointment with your small-business banker. n

Developing A Relationship With Your Banker
Quick: What’s your banker’s name? When is her birthday? How many kids does
he have? If you’re committed to the success of your business and want to develop
a positive relationship with your bank, you’ll know this information.
How do you become more than a number to a bank? Once you’ve chosen a financial institution, make an appointment with a loan officer or bank manager. At the
meeting:
n Provide the banker with your business plan, brochures, business cards and
anything else that will give him or her a feel for your business.
n Describe your business, financial institution and plans.
n Ask about the scope of the bank’s services.
n Express an interest in your banker’s background. Ask about his or her family,
hobbies and aspirations.
n Business owners should follow up with periodic phone calls, visits and lunches.
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THE
2-MINUTE
DRILL ON
The SBA 504
Program
SBM recently sat down with Steve
Grelle, SVP of Business Lending at the
EDC of St. Charles County and asked
him about the SBA’s 504 Loan Program.
Interest rates are rising, inflation is
high, the SBA’s EIDL loan program
may or may not be ending, what role
can the 504 play for companies for the
rest of 2022?
The SBA 504 loan program is the SBA’s
program for purchasing owner occupied
commercial real estate and industrial
equipment. There are several reasons
why the program is an attractive option
for businesses right now in 2022. First
off, with the significantly lower down
payment, businesses can preserve cash
for either growth, or just as a hedge for
the current uncertainty and potential for
an economic slowdown. In a recession,
cash and liquidity are key to help with
any fluctuations in business. Businesses
can still do their necessary expansion,
but preserve additional cash just in case.
Due to inflation, low real estate inventory, and increasing rates have been driving
up lease rates. When you buy your building utilizing the SBA 504 loan, you lock
in your building payment on the SBA
portion until the loan is paid in full.
The other thing on everyone’s mind
right now is rates. They have really started to shoot up recently. The SBA 504
loan program allows businesses to get a
10, 20. or 25 year fixed rate which helps
to hedge against future rate increases.
This allows you to plan for years where if
you continue to lease your building, lease
rates have been going up significantly
over the past few years and will very likely
continue to do so.
We have been pretty spoiled by low interest rates and historically, rates are still
fairly low. To put things into perspective, when looking at historic 30-year
fixed mortgage rates, per Freddie Mac,

the average historic mortgage rate since
1972 was 7.925% and even since 1990
was 6.164%. With inflation continuing
to run high, it is likely that interest rates
will continue to rise and unless something else comes up, will likely return to
more normal levels.
How can businesses use the 504?
Most SBA 504 loans are utilized for the
purchase of owner occupied commercial
real estate. If you are purchasing a building for your business and your business
will occupy at least 51% of the space of
existing construction and initially 60%
for ground up construction then it may
be a good fit for the program.
One of the key benefits of the program is
that we can typically include up to 90%
of the appraised as completed value plus
90% of any furniture or equipment up
to 30% of the real estate value. When a
business buys a building, they typically
have to buy new equipment, furniture,
computer systems, phone systems, and
other items. In addition to conventional
business loans typically requiring 20%
down on the real estate, they do not typically cover these other items. This means
that the SBA 504 Program typically allows for a significantly less cash outlay in
order to acquire a new building.
The SBA 504 loan program can also be
used for industrial equipment. This does
not include rolling stock or equipment
that typically has a useful life of less than
10 years, which is the minimum SBA
debenture length.
What businesses is the program best
for?
Really, the program works great for any
operating company that is looking to
purchase their building. It can also be
used for start-up businesses in situations
when it makes sense for the new business
to be purchasing real estate. A start-up
does require an additional 5% down and
special purpose properties also require
an additional 5% down. The program is
used by almost every industry and can
even help to mitigate risk in industries
that banks are typically less anxious to
finance like restaurants, car lots, and
hotels. The program can be used for businesses with a Tangible Net Worth of less
than $15 Million and an average profit
over the previous two years of less than
$5 Million.
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How Business Credit Cards Work for You!
Rewards, Response Management and More
by adam mcdiarmid

W

hether you’re just starting your
business, or you’re an experienced business owner, you
have likely needed business financing to
support your operations. Expenses can
range from technology and equipment
to staffing and inventory purchases —
and everything in between. Establishing
dependable and efficient business financing can help you offset larger costs and
address ongoing operational needs.
Credit Cards Are Integral to Business
Finance
With the help of point-of-purchase
tools like business credit cards, owners
can quickly access funds for day-to-day
costs and payment management. Before
selecting a credit card, make sure to review the card’s features, including credit
limit, rate, use limitation, annual fees,
and rewards. Most business credit cards
offer higher credit limits than personal
cards, giving you more spending power.
Additionally, business cards aren’t connected to your personal credit line, so
you can make larger purchases without
worrying about impacting your credit
utilization ratio.
Many commercial cards have no annual fees, and most offer cash rebates as
rewards. Take the time to consider what
reward program would most benefit your
business.
Managing Float: Value in the Payment
Cycle
Business credit cards provide you with
a tool to make business purchases immediately, without needing to dip into cash
reserves right away. The credit card float
period, or time between billing cycles
that doesn’t incur any charges or interest, can be a helpful tool when balancing
your income and expenses. By paying
your balance before the due date, you’ll
avoid paying interest.
Fraud Prevention: Debit Cards Versus
Credit Cards
Business owners have increased exposure to fraud and security risks that debit
or personal credit cards may not protect
against. Actions like allowing employees
access to personal debit or credit cards
and personal-account logins create risks
that are eliminated with a commercial
card program. If fraud does occur, com-

mercial cards may have protection that
can cover losses. It’s also important to
note that debit-card fraud immediately
impacts available cash, which further
demonstrates the value of using credit
for business purchases.
Commercial cards allow multiple users
in the program to view their specific
purchases, while offering office managers
and other administrators the ability to
manage the program without impacting
the owner’s individual credit.
Maintaining Boundaries Between
Personal and Business Finances
Some business owners revert to using
personal credit or finances to cover business expenses. However, this practice can
cause more harm than good. With each
business purchase, an owner’s personal
credit score and debt-to-income ratio may
be adversely impacted. These two factors
are key aspects of personal finance and
are reviewed and considered when securing a variety of loans, including mortgages and auto loans.
How to Qualify for a Business Credit
Card
Before applying for a credit card, learn
what’s required to qualify for the card.
For example, some cards are only available to larger corporations, while others
cater to small businesses. You’ll also need
to be prepared to share income information, time in business, and personal
credit score to verify your qualification.
Once you have the information needed
to qualify, it’s time to select a card.
With so many cards available, you may
feel overwhelmed at first, but there are
ways to narrow your options. First, consult with your business banker for recommendations. He or she is familiar with
your business and can recommend the
best options for your needs. Second, look
at the card’s program, benefits, rewards,
and annual rate to determine which is
the most cost effective and productive for
your business.
In short, when used appropriately, business credit cards are powerful tools that
offer a variety of advantages for new and
experienced business owners alike.
Adam McDiarmid is President, Small and
Medium Business Group at UMB Bank
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The Lending Environment
Area Lenders Talk About What It Will Take To Find Capital Through The Rest of 2022

Jeff Camilleri

President, President of Commercial
and Mortgage Banking
CNB St. Louis Bank - cnbstl.com
Interest rates are rising, inflation is high, the
SBA’s EIDL loan program may or may not be
ending, are your customers’ needs changing
and how can bankers help businesses as we
head into Q3 and Q4 of 2022?
It’s an interesting time for our region’s
economy. However, it’s important to maintain
perspective. While we’ve just been through a
period of historically low rates, rates are still
on the lower end of what we’ve seen over the
past 20 years.
Our clients continue to invest in new equipment to improve operational efficiencies, in
addition to bolstering material and inventory
levels to minimize supply chain disruptions.
Timing is key. Those that have working capital
lines of credit in place have the liquidity and
flexibility to take advantage of opportunities.
Most businesses are already anticipating an increase in expenses for the remainder of 2022,
with some supply chain issues and staffing
issues still at play. All this means that deposit
balances are going down and line of credit
draws are going up.
As far as real estate goes, we have refinanced
a lot of commercial and residential properties over the past year or two, so it’s more of a
purchase market now with residential inventory remaining low and commercial real estate
remaining stable.
The SBA programs such as EIDL and PPP
have been a great help to our local business
community. Community banks like CNB
have flexibility to structure loans that meet a
wide variety of commercial financing needs
and can facilitate SBA loan programs like 7a
and 504 to provide capital.
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What is your outlook for Finding Capital for
the remainder of 2022?
Banks are lending, so there is no shortage
of capital. The challenge will be to anticipate
income and expenses as our environment
bounces back from a pandemic. Whether
we want to admit it or not, the past few years
have evoked some changes that may or may
not be temporary. There are still some adjustments to make regarding consumer behavior,
logistics, staffing, prices, and interest rates.
Keeping an open dialogue with your banker
can help you make key decisions for your
business.
When it comes to finding capital for the rest
of 2022, what’s your best advice for business
owners?
As we anticipate rising rates for the remainder of the year, it’s time to think about your
revolving balances. I advise most of my business clients to have a line of credit in place
for working capital. This affords them the
flexibility to handle periodic cash flow needs
and have the liquidity needed to react quickly
on opportunities or purchases. The past few
years, I’ve seen business owners float balances
on their lines, taking advantage of the low
rates and interest-only payments. Now is the
time for business owners to consider terming
out line balances to reduce interest expense in
this rising rate environment.
When it comes to building a relationship
with bankers, what is your best advice to
business owners?
The biggest mistake I’ve seen businesses
make is not being forthcoming and transparent in their relationship with their banker.
The more your banker knows about your business, the better they can anticipate your needs
and find the right solutions for you. Your
relationship with your banker can benefit your
business so much more than in those transactional moments. Many bankers are well connected, having a book of clients and referral
sources, and can put you in touch with other
key business advisors such as succession planning, real estate brokers, insurance providers,
attorneys, etc.

David Noble

St. Louis Market President and
Director of Community Economic Development
Midland States Bank - midlandsb.com
Interest rates are rising, inflation is high, the SBA’s EIDL loan program may or may not be ending, are your customers’ needs changing
and how can bankers help businesses as we head into Q3 and Q4 of
2022?
Customers’ needs are changing. They are facing new and different
pressures requiring them to re-evaluate the way they are doing business.
Now is a great time for bankers to offer clients value that comes naturally with years of experience. As bankers, we get to work with companies across industries, at various stages of maturity, at different sizes
and different levels of sophistication. The economic environment is
new to many, so being able to lean on the knowledge and diverse experience bankers bring could be a strong asset to a growing business.
What is your outlook for Finding Capital for the remainder of 2022?
Planning with a sense of urgency will be key due to the rising rate
environment. A business will need to be able to identify what it needs
based on its own goals, objectives, or challenges. Capital will be a
factor, but business leaders need to first ask themselves what type of
capital the company needs: Debt or equity? What type of debt? What
type of equity? What are the pros and cons of each?
Bottom line: seek to understand what your business needs holistically, then approach the need as it relates to capital. This gives a more
comprehensive and refined approach to seeking the capital needed.
When it comes to finding capital for the rest of 2022, what is your
best advice for business owners?
This is a great time to do a deep financial analysis to truly understand
your cashflow and overall capital needs for stability, viability, sustainability, and expansion - whichever you are focusing on. Seek information regarding different capital sources based on your needs and be
willing to do something different. You may have to think outside of
the box to come up with the “Capital Solution” that fits your company.
Midland States Bank is Member FDIC. Equal Housing Lender. NMLS
#411141. To learn more, visit www.nmlsconsumeraccess.org. Credit subject to
Bank terms, credit availability, and limitations.
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Area Lenders Talk About What It Will Take To Find
Capital Through The Rest of 2022

Andy Warden

Senior Vice President Commercial Lending
Royal Banks of Missouri royalbanksofmo.com
Interest rates are rising, inflation is
high, the SBA’s EIDL loan program
may or may not be ending, are your
customers’ needs changing and how can
bankers help businesses as we head into
Q3 and Q4 of 2022?
Additional working capital is needed as
costs (material, labor, etc.) continue to increase and supply chain delays continue
to disrupt business cash flow. Bankers
should be diligent in working with their
clients to clean up their balances sheets
and manage their cost of goods sold and
overall expenses due to increased material and labor costs.
What is your outlook for Finding Capital for the remainder of 2022?
Capital remains relatively accessible and
still fairly cheap historically speaking.
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Banks may begin to tighten on credit
as cap rates and interest rates return to
more normalized levels. The challenge
is not that rates are increasing but the
velocity of which rates are increasing with
potential back to back 50 basis point
increases.
When it comes to finding capital for
the rest of 2022, what’s your best advice
for business owners?
Be patient and have your financial statements and business plan well organized
and talk to several banks. Many banks
will be changing philosophies and entering/exiting certain sectors of the market
and you will need to find a banking
partner that understands your particular
industry and/or market.
When it comes to building a relationship with bankers, what is your best
advice to business owners?
My advice has always been to have a community bank in your portfolio to help
you through any economic volatility such
as increasing rate environment, potential
recession, etc. Community banks are
flexible and more nimble and tend to
work more closely with their clients in
challenging times as opposed to being
transferred to someone out of town. Stay
close to your top clients and understand
their opportunities and challenges.
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leGAL MATTERS
by lauren l. wood

the ethics advantage
by yonason goldson

Clicking Towards Disaster:
The Cost of ADA Non-Compliant Websites

Taking It On The Wing

I

n today’s world, businesses increasingly rely on the internet, making
websites invaluable tools for reaching
and expanding a customer base. If you
have an interactive website on which you
conduct transactions with consumers, it
must be accessible by anyone, including
those with a hearing or vision impairment. A website that doesn’t adequately
support the user experience (“UX”) for
those with such impairments creates
obstacles to its use and creates potential
liability.
Unfortunately, the first notice a company receives about website accessibility
issues may come via a lawsuit. Often filed
in Federal Courts of states other than
the company’s home state (New York
and California being the most common),
complaints alleging a company’s website
is inaccessible or unusable by someone
with a particular disability are proliferating. Discrimination in public accommodations is prohibited under Title
III of the Americans with Disabilities
Act (ADA). Federal Courts are split on
whether stand-alone websites (i.e., where
the owner of the website does not operate a store, restaurant, hotel, or other
physical location) are places of public
accommodation to which Title III’s accessibility standards apply.
Most companies would appreciate
being notified of website deficiencies
preventing a user from utilizing their site
and be given the opportunity to correct
any accessibility issues. Once a lawsuit
is filed, it may be too late to prevent
lengthy, expensive litigation over the
issue, short of settling. Plaintiffs seek
injunctive relief plus attorney’s fees,
which may skyrocket if the case is not
settled expeditiously. They often also
seek compensatory damage awards with
state anti-discrimination claims. While
these lawsuits are multiplying, the law in
this area is still developing , leading to
difficulties obtaining a swift resolution as
the interpretation of the law evolves, and
often splits, among circuits.
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Most of these lawsuits are filed by a
handful of plaintiffs represented by a
handful of law firms alleging that a website does not comply with Web Content
Accessibility Guidelines (WCAG). While
the exact criteria required to avoid running afoul of the ADA has not been determined, the WCAG addresses accessibility
issues such as contrast for those with difficulties differentiating colors, subtitles, or
compatibility with screen reader software
for those with vision impairment.
So, what should you do?
Consult with your webmaster about
updates needed for compliance, even if
your website was designed in the past few
years. Many resources and businesses specializing in web development are available
that can update your site with WCAG
best practices, responsive design, better
e-commerce tools, and more. Proactively
ensuring your company’s website complies
with current standards helps prevent UX
frustration due to accessibility issues,
increasing your ability to reach and serve
your intended customers.
Next, develop a plan. Devote resources
to regular audits and updates to your
company’s website UX. Use a trusted web
development or IT company for ongoing
compliance and an accessible UX for your
customers. Being accessible to consumers
with a disability is also a good business
strategy, as more consumers will be able to
use your site to make purchases, reservations, etc.
It may be impossible to anticipate every
claim that may come your company’s way
but implementing these strategies will
help mitigate potential lawsuits while
simultaneously driving your business
forward. n
Lauren L. Wood, litigation attorney with
Danna McKitrick, P.C., primarily focuses on
civil litigation and insurance-related litigation
for her clients. She is an experienced litigator in
personal injury defense, trial practice, appellate
work, and legal research. You can reach Lauren
at 314.889.7197 or lwood@dmfirm.com.

O

n a pre-Covid flight, an airline
passenger asked to move from his
crowded row to an unoccupied
row further up. He was not requesting a
first-class seat, but merely to take an identical economy seat a few rows forward.
He was told no. Those seats, he
was informed, were for Economy Plus
customers who paid a premium so they
could board early and have access to seats
closer to the cabin door. To let a regular
economy passenger take one of those
seats would not be fair to the customers
who had paid for them.
The customer messaged the airline,
arguing that the seats were empty, and
all the passengers had boarded. No one
would lose anything by allowing him to
move; indeed, other passengers – both
him and his crowded neighbors – could
have a more pleasant flight.
The airline responded with this message:
“The customers who choose to pay
for Economy Plus are then afforded that
extra space. If you were to purchase a
Toyota, you would not be able to drive
off with a Lexus, because it was empty.”
Who is right – the passenger or the
airline?
***
In all likelihood, the same passenger
would never have asked permission to
move from economy class to an empty
seat in first class. Why not? Because
that would clearly be unfair not only
to the passengers who paid for more
comfortable seats and more amenities
in first class but also to other economy
passengers who have just as much right
to an upgrade. Indeed, the airline could
replace larger first-class seats with a larger
number of smaller economy seats, but
chooses to provide an option for flyers
who can afford more luxury.
But what are Economy Plus passengers
really paying for? According to the news
report, the seats and service were exactly
the same as in regular economy class.
Rather, passengers paid a small premium
for the convenience of earlier boarding
and the security of knowing they will not
have to struggle to find a seat to their lik-

ing, as well as being able to deplane more
quickly.
Once the doors close, however, allowing customers in crowded seats to enjoy
a more comfortable flight has no effect
on either the premium customers, who
got what they paid for, or on the airline,
which incurs no further cost regardless
of where passengers sit. What’s more,
when a passenger in a crowded row moves
forward, the passengers who shared his
row also benefit from having more room
themselves.
The airline’s comparison to a Toyota
and a Lexus is mere deflection and,
frankly, insulting. All cars on a lot are
empty until sold; unlike a car, the same
seat is sold again and again on each flight.
The underlying principle here is this:
where it costs one party nothing to benefit
another, that should be seen as a win-win.
There is also the once-universal principle
that the customer is always right, as well as
the sociological truism that good behavior
by one party promotes better behavior
from others.
In this case, the opposite occurred. In
the end, the flight attendant did allow
the passenger to move up. But this was
not customer service; it merely made the
flight attendant’s job easier by appeasing a
cantankerous passenger. It also reinforced
among the other passengers the perception that the way to get what you want is
to make a fuss, which is a mindset that
makes everyone’s world less pleasant.
How much better if we recognize opportunities to benefit others at no or
little cost to ourselves. By doing so, we
encourage others to demonstrate the same
kind of thoughtfulness, thereby making
everyone’s world a bit warmer.n
Excerpted from “Grappling with the Gray:
An Ethical Handbook for Personal Success and
Business Prosperity,” published by Business
Expert Press. Yonason Goldson works with
business leaders to build a culture of ethics,
setting higher standards to limit liability while
earning loyalty and trust. He’s also co-host of
the weekly podcast “The Rabbi and the Shrink:
Everyday Ethics Unscripted.”
Visit him at ethicalimperatives.com.
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VALUE PROPOSITION
by DAVE DRISCOLL

the extraordinary workplace
by judy ryan

Unresolved Psychological Contracts

“If others tell us something, we make assumptions, and if they don’t tell us
something, we make assumptions to fulfill our need to know and to replace the
need to communicate.” — Miquel Ruiz, Author, The Four Agreements

A

psychological contract involves
beliefs that people have about
what they’re entitled to receive
and required to give in any relationship
dynamic. An unresolved psychological
contract is when two people are out
of alignment regarding expectations,
and their failure to be aware of these
challenges, and to resolve them, leads to
disintegration of commitment, engagement and relationships.
I was recently talking with a friend
who secured a job after searching for almost a year. The hiring company was of
good quality and treated its employees
well. She was grateful to get the job. After about a year, however, she had some
minor concerns that she shared with
me. One was that a conversation about
a raise that was supposed to happen at
a specific time never happened. Another was that she found work she was
assigned to be insufficiently challenging,
and sometimes she was bored. Upon
hearing these concerns, I asked, “On a
scale of 1-10, how would you score the
relationship you have with your company?” She said, “An 8.” Even though
my question increased her awareness
of unresolved issues, I noticed that she
did not feel compelled to bring them
to the attention of her employer. In the
meantime, another company pursued
her and to the surprise and shock of her
current employer, she took the new job.
She shared feelings of guilt because she
knew her current employer’s company
was growing fast, and they were counting on her for crucial participation in
managing new business.
I found it sad and interesting that
this situation could have been avoided
entirely if either party had focused on
priorities that supported the resolution
of unresolved psychological contracts
in their many forms. In our work, we
ask every person in an organization to
make trustworthiness, engagement and
productivity foundational commitments
and to adopt specific training, new practices and behavior changes to address
them. We ask them to check in monthly
(through mentoring for all, no exceptions) to answer common questions,
such as, “Do you have any relationships
that you would score as less than a 10?”;
“Is your engagement at work a 10?”;
and “Is your productivity at work a
10?” If they provide any ratings that are

less than a 10, their mentor helps them
develop a plan to resolve issues they discover. Because this practice wasn’t standard in my friend’s company, unresolved
psychological contracts between her and
her company were not recognized in time
for them to keep her as an employee.
As a business owner, I first sympathized with the employer because I could
see that they entered the relationship
in good faith and were not expecting
to lose an employee at a critical growth
period. While not perfect (no business
is), what was unnecessary and sad is that
they failed to realize the importance of
a workplace culture in which conversations and practices (including regular
mentoring check-ins) would have likely
prevented this unexpected and painful
outcome. I also sympathized with the
employee because she was neither taught
nor supported fully in (a) choosing personal responsibility for the relationships
she has with employers, and (b) maintaining trusting, open communications
when psychological contracts became
unresolved. This cost her.
There is always a cost to leadership
capabilities when one engages in a transactional dynamic with authority figures
— something that will impede my friend’s
ability to lead others in her new role
where she will BE an authority figure.
There is also a cost to employers who
may not realize how fragile the engagement is without crisis relationship scores.
Whether we are employers or employees,
it’s critically important that each of us
becomes aware of what can be learned
from this experience and what new conditions, practices and conversations may
need to be considered and implemented
proactively. The main questions for every
person are “Who do I want to be in
the face of this situation? What kind of
interpersonal dynamics will I support in
my company? In myself? (No matter what
your role).” n
Judy Ryan (judy@LifeworkSystems.com), human systems specialist, is owner of LifeWork
Systems. Join her in her mission to create a
world in which all people love their lives. She
can also be reached at 314-239-4727.
People hire LifeWork Systems because we help
businesses become agile and manage their priority system: their human system. I hope this
article helps you make sense of what’s most
crucial to your evolving organization!
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Representations And Warranties Are An
Important Part Of The Purchasing Agreement
When Buying Or Selling A Business

W

hen a buyer wants to purchase
a business, the process typically
begins with drafting and negotiating a letter of intent (LOI) outlining the
business terms of the transaction, such
as the purchase price, an exclusive period
for negotiation and post-closing agreements, such as non-compete, employment
and other agreements. The LOI defines
the “essence of the deal” as negotiated
between the buyer and seller and is a
valuable tool for keeping the deal consistent with what the parties agreed to when
setting the process in motion.
Once an LOI is signed by both parties,
due diligence as well as drafting and negotiating the definitive asset purchase agreement or stock purchase agreement begin,
depending on the structure of the deal.
The purpose of the purchase agreement is
to finalize all terms and conditions of the
transaction and should be consistent with
the LOI — with the addition of important
legal considerations not covered in the
LOI.
One topic that is not typically addressed
at the LOI stage, but is heavily negotiated
for the purchase agreement, are “representations and warranties.” The LOI typically
states that the seller will make customary
representations and warranties to the
buyer, and the purchase agreement will
contain the full definition of such representations and warranties. In many cases
a Representations and Warranties section
can be the largest portion of the purchase
agreement document.
Representations mean any details about
the company that are claimed to be true
as of the date stated to the other party.
The purpose of representations and
warranties — from the buyer’s perspective — is to provide comfort for items that
may not be discoverable during the due
diligence process. Common seller representations include assurances regarding
the seller’s ownership of the company and
the authority to consummate the transaction, as well as confirmations regarding
litigation, titles to assets and conformity
with laws and tax obligations. Depending
on the type of business being sold, the
representations may also address intellectual property, customer contracts, human
resources, and regulatory and environmental issues.

Purchase agreement representations
and warranties give the buyer more
confidence to move forward with the
purchase because if anything turns out to
be incorrect or not as represented after
the closing, the buyer will have a contractual cure against the seller. Sellers, of
course, desire the “reps and warranties”
to be narrow in scope, as this reduces
their liability related to the transaction
post-closing.
Although the seller’s representations
are the more critical component of the
purchase agreement, sellers also request
that the buyer provide a set of representations that are typically reciprocal to the
seller’s similar representations.
Another key area of negotiation in the
purchase agreement is narrowing the
scope of the representations and inserting qualifiers. For example, a representation may be qualified to the knowledge
of the seller or may exclude certain items
that would not have a material adverse
effect on the company’s future success.
Example of a representation qualifier:
To the knowledge of the seller, the
seller is not in violation of any laws,
material governmental orders, rules or
regulations, whether federal, state or
local, to which the seller or the assets are
subject, except where such violation does
not result in a Material Adverse Effect on
the assets of the business.
If you are contemplating the sale of
your business, understanding that the
negotiation process does not end with
the signing of the LOI is significant.
Representations and warranties will be
a major component within the purchase
agreement. In many cases, an LOI can
be negotiated without legal counsel.
However, after the LOI is executed, it’s
crucial that you work with your attorney
to draft the purchase agreement to define
the transaction and determine the appropriate scope of representations and
warranties. n
Dave Driscoll is president of Metro Business
Advisors, a business brokerage, valuation and
exit planning firm helping owners of companies
with revenue up to $20 million sell their most
valuable asset. Reach Dave at DDriscoll@
MetroBusinessAdvisors.com or 314-303-5600.
For more information, visit 			
www.MetroBusinessAdvisors.com.
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DIRECTORY: TECHNOLOGY
Acropolis Technology Group
Barton Olney
300 Hunter Ave Suite 305 Clayton, MO
63124
www.acropolistech.com
info@acropolistech.com
Missouri: 314.890.2208
Illinois: 618.254.8733
Acropolis is the premier IT solution provider
for small to medium sized businesses in St.
Louis, offering cloud
services, datacenter
hosting, and more. At
Acropolis, we protect,
optimize and grow your
business. We invest the
time to fully understand
the client’s needs no matter how seemingly difficult or complicated.
We become invested in the success of our
clients because we recognize that we can’t be
counted as successful unless they are.
Alliance Corporate
James H. Canada
999 Executive Parkway Drive
Creve Coeur, MO 63141
Suite 320
www.alliance-corp.co
james.canada@alliance-corp.co
314-219-7887
Alliance Corporate is a collaborative group
of companies
with transformative capabilities
all designed
to help your
organization succeed. Alliance
consists of IT Infra-structure, Web & App
Development, Talent Solutions and Business
Advisory committed to providing worldclass managed services, network solutions,
business solutions and consulting services.
Developing strong individual relationships
with key decision makers, they foster longterm partnerships and provide a solid return
on investment.
Anderson Technologies
Mark Anderson
13523 Barrett Parkway Dr, Suite 120
St. Louis, MO 63021
314-394-3001
www.andersontech.com
info@andersontech.com
Tired of waiting on your IT partner? Enjoy
a prompt and friendly tech team who takes
ownership of
your IT and
delivers dependable, secure solutions. We gain
your trust because we care about establishing
a long-term relationship.
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Byrne Software Technologies, Inc.
16091 Swingley Ridge Road
Suite 200
Chesterfield, MO 63017
www.byrnesoftware.com
cas@byrnesoftware.com
Phone: 636-537-2505
Byrne Software Technologies, Inc. is an
established software development company
engaged in providing application
development
services, technology consulting,
and individual staff assignments to clients
worldwide.
We are technology enthusiasts with an eye
for perfection, executing strategies for digital
transformation. Call us for your next project.
Computer Solutions
Andrew Bader
10011 Watson Road
Saint Louis, MO 63126
314-394-5000
info@compsolstl.com
www.compsolstl.com
Computer Solutions is a locally owned Apple
Authorized Reseller and Service Provider
serving Saint Louis and the surrounding
area since
1996. We
specialize in
complete IT
solutions for Apple and mixed environments,
including sales, managed services and custom
projects.
Da-Com IT Pros
Rob Baker
VP of Technology & Digital Services
5317 Knights of Columbus Dr.
St. Louis, MO 63119
www.da-comitpros.com
rbaker@da-comitpros.com
Missouri: 314-442-2832
Illinois: 618-224-1007
Da-Com is a Technology firm responsible for
the care, guidance, and technology success of
Small and Medium Sized Businesses (SMB)
in both Missouri and Illinois. As an organization, we have a culture centered around
teamwork,
respect, accountability,
communication, and
integrity.
These values and our unique proactive
processes toward security are why our clients
trust us with their networks, data, and office
solutions.

Moore Computing
Fred Moore
317 N. 11th Street, Suite 200
St. Louis, MO 63101
info@moorecomputing.com
www.moorecomputing.com
Moore Computing, LLP is a full-service IT
firm providing solutions, support, and
consultation to businesses throughout
the St. Louis region
and beyond. Our team of experienced engineers is committed to protecting your critical
data from outside threats and providing your
company with the tools to succeed.
NetGain Technologies
Megan Reed
11004 Manchester Road
Kirkwood, MO 63122
314-968-2237
844-777-6278
SMART@NetGainIT.com
https://www.netgainit.com/managed-itservices-st-louis-missouri/
Social media:
https://twitter.com/NetGainTech
https://www.facebook.com/NetGainTech
https://www.linkedin.com/company/
netgain-technologies-llc/
https://www.youtube.com/user/
NetGainIT?feature=watch
Since 1984, NetGain Technologies has been
a leading provider of IT services, ranked
among the best in the world by MSPmentor
and CRN. With a multistate regional footprint,
we’ve helped thousands of
businesses thrive with bestin-class technology services
and solutions.
Network Technology Partners
16442 Village Plaza View Drive
Wildwood, MO. 63011-4912
636-458-4995
Ntpcybersecurity.com
For over 20 years, NTP has provided cuttingedge, real-time cyber security and information technology, specializing in small-tomid-sized companies and organizations with
advanced security needs. We are personally
involved in proactively helping your
business stay secure
with the latest and
most customizable
cyber security solutions and partners in the industry.
Software To Go
Dan, Nick, Karen or Joe
1385 Triad Center Drive
St. Peters, MO 63376
info@software-to-go.com
www.software-to-go.com
636-441-3420; 314-727-3420;
1-800-73-SW2GO
Since 1983,
Software To Go
has specialized in
offering superior

technology products, service and support to
businesses, professionals and individuals. We
can provide computers, printers, monitors,
supplies, accessories, consulting, maintenance and, of course, software with pre-sales
knowledge and post-sales support.
ThrottleNet
Chris Montgomery
12970 Maurer Industrial Dr., Suite 150
St. Louis, MO 63127
314-820-0403
ThrottleNet.com
sales@throttlenet.com
Facebook.com/ThrottleNet
St. Louis’s highest
rated and most reviewed outsourced
IT + Cybersecurity, according to Google. Proven best in class
service, support and cybersecurity solutions
without contracts or long term obligations,
including full Apple (MAC) support.
Winning Technologies
Scott Lewis/Tom Conboy
147 Triad West Dr.
O’Fallon, MO 63366
636-379-8279
www.winningtech.com
Winning Technologies
is a nationwide leader
in technology services
that can manage all aspects of your technology
requirements through one point of contact.
Working Security
Dennis King, President
8651 Hwy N, Ste. 156
Lake Saint Louis, MO 63367
dennis@workingsecurity.com
www.workingsecurity.com
314-632-6334
We help companies meet cybersecurity and
compliance goals through cloud, application,
network and facility penetration testing. We
provide consulting and
vCISO services, policy
development and ongoing security monitoring working with your
I/T teams or outside
partners to secure your
business.
Worldnet Solutions, Inc.
Van Theodorou
5415 Arsenal St.
St. Louis, MO 63139
www.worldnetsolutionsinc.com
vant@worldnet-corp.com
314-646-8444
Worldnet can help you design and implement the best technology, tailored to your
needs. “Internet, Voice, and Cybersecurity”
When it comes to IT
solutions, Worldnet
has you covered. The
technology industry
is constantly evolving,
and Worldnet is here
to guide you.
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