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We have the best customers!
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Steve Grellner,
owner of Valley Park Elevator and Hardware,
IBTHSFBUUIJOHTUPTBZBCPVU.FSBNFD7BMMFZ#BOL
has great things to say about Meramec Valley Bank!

“We have been banking with Meramec Valley Bank since the very beginning. It’s always been nice having a local ba
assist me with8FIBWFCFFOCBOLJOHXJUI.FSBNFD7BMMFZ#BOLTJODFUIFWFSZCFHJOOJOH*UhTBMXBZTCFFOOJDF
my needs. Meramec Valley Bank helps me keep my customers happy by always being there for m
IBWJOHBMPDBMCBOLUPBTTJTUNFXJUINZOFFET.FSBNFD7BMMFZ#BOLIFMQTNFLFFQNZDVTUPNFST
PHOTOGRAPHY
IBQQZCZBMXBZTCFJOHUIFSFGPSNF

PROFESSIONAL
AND VIDEO FOR BUSINESS.
314.994.9990
info@barlowpro.com
www.barlowpro.com
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Come see what Meramec Valley Bank can do for you!
$PNFTFFXIBU.FSBNFD7BMMFZ#BOLDBOEPGPSZPV
*UhTOPUXIPZPVLOPX JUhTBCPVUXIPLOPXTZPV
It’s not who you know, it’s about who knows you

199 Clarkson Rd.
Ellisville, MO 63011

199 Clarkson Rd.

35 Marshall Rd.
Valley Park, MO 63088

35 Marshall Rd.

636-230-3500
meramecvalleybank.com

636-230-3500

This holiday season show your appreciation to employees and
business associates with Schnucks Gift Cards. They take the
guesswork out of gift giving because everyone loves food!
9Õ½w`-V ÕVÃvÌ >À`Ã>ÌÕÀV iV>iÃ°À>À}iÀÀ`iÀÃ]
call our Gift Department at (314) 994-4646 or (314) 994-4540.

©20 Schnucks

16

SBM

ST. LOUIS

Small
Business
Monthly

The Source for Business Owners

NOVEMBER 2020
14 Best Marketing Firms
16 Five-Star Workplaces
22 St. Louis Business Expo
25 Top M&A Providers
DEPARTMENTS & COLUMNS
6P
 ublisher’s Letter
7 Sales Moves
7 Ask The Banker
8 Entrepreneur’s Toolbox
8 Mastering Linkedin
9 CyberSecurity Intelligence
9 No Sweat Public Speaking
10 High-Voltage Marketing
10 CultureCentric Leadership
11 Futureology
11 Financial Fitness
12 Technology Trends
22 St. Louis Business Expo
29 Smart Business
29 Leader Acceleration
30 The Extraordinary Workplace
30 Value Proposition
31 Time With The Boss
Ron Ameln, president
314-569-0076, ext. 100
ron@sbmon.com
pat coates, vice president
314-569-0076, ext. 109
pat@sbmon.com
ADVERTISING OR
EDITORIAL INQUIRIES
314-569-0076
info@sbmon.com

PHOTOGRAPHY
BILL SAWALICH, Barlow Productions
314-994-9990
info@barlowpro.com
SUBSCRIPTIONS
$21.50 for 12 issues.
Online: http://store.sbmon.com
Pat Coates
314-569-0076, ext. 109
pat@sbmon.com

Our Editorial Focus
Our country was founded by visionaries who believed in free enterprise through
individual determination. We support that spirit and hold that the future of our
area lies in the growth and development of small businesses and the efforts of
entrepreneurs. We are dedicated to supporting and promoting that growth.
St. Louis Small Business Monthly is St. Louis’ locally owned business publication,
bringing business tips, strategies and analysis to the presidents, CEOs, owners and
top executives of 16,000 businesses in the St. Louis Metropolitan region. SBM,
founded in 1988, publishes every month and also provides information at www.
SBMon.com and through a variety of business-related forums and events.

Elizabeth Powers,
Powers Insurance
& Risk Management
4 ST. LOUIS SMALL BUSINESS MONTHLY / november 2020

St. Louis Small Business Inc.
2451 Executive Dr., Suite 109
St. Charles, MO 63303
314-569-0076/314-432-7016 fax
www.sbmon.com www.stlouisbusinessexpo.com info@sbmon.com
© St. Louis Small Business Monthly 2020. All rights reservered.
FOUNDED BY
Katie Muchnick & Bill Schneider 1988
Judy Meador
Owner & Publisher 1991-2007
WWW.SBMON.COM

Royal Banks
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Investing in Our Communities
One Charity at a Time

Where Better Service Means Better Banking!
www.royalbanksofmo.com
(314) 212-1500

THE BEST CONTENT, INSIGHTS, PRODUCTS AND PEOPLE.
ADVERTISING SOLUTIONS TO GROW YOUR BUSINESS.

Equal Housing
Opportunity

Thank you...
to our amazing clients for voting Rise Marketing Solutions
one of St. Louis’s Best Marketing Firms of 2020.
Full-Service Marketing for Small Businesses:
•
•
•

Website Development •
SEO Services
•
Digital Advertising
•

Graphic Design
Social Media Management
Strategic Planning & Consulting

Welcome to Spectrum Reach.
Let us show you around the neighborhood.

go2.SpectrumReach.com/SmallBizMonthly

WWW.SBMON.COM

www.risemarketingsolutions.net | 618-600-2156
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publisher’S LETTER BY ron ameln

Building A Better Workplace
Start Tapping Into The Wisdom
Of Your Greatest Asset

H

ere’s an experiment I want you to try sometime soon. Head to the track. Yes,
that’s right. Head to the race track. You can call it a business expense (tell your
accountant I said it was ok).

Once at the track, I want you to head right to the betting counter. Before you place
your bet, you’ll see the odds for each horse to win
the upcoming races. Where did the odds come
from? You and the other betters. That’s right. The
odds have been established based on the betters
and their opinions of who will win the races.
Yes, the crowd itself is forecasting who will win
the races. Will you bet on the two-to-one favorite
or the three-legged 90-to-one long shot?

Now, the crowd is made up of a wide variety of
folks (young, old, rank amateurs, veterans, etc.)
when it comes to horse racing. The amazing thing
about the wisdom of this crowd is that the odds at
the track match the exact results almost perfectly.
Two-to-one horses win 50% of the time. The odds
again are chosen from a variety of individuals,
from seasoned pros to amateurs. When you put
them together, you get a near-perfect prediction of
the future. It’s the wisdom of the crowd. The crowd, together, is a great predictor of the
outcome of races.
It’s a great analogy of what businesses should be doing. If you start tapping into the
wisdom of your crowd (your employees), you might get a better idea of what your future
will look like.
Your employees have the answers to some of your toughest business challenges. They
really do. They will share them if there is a culture in place that supports their input.
Tapping into the wisdom of the crowd really starts with building the right culture, a
culture that values all employees.
Our 2020 Winning Workplaces, Pages 16-21, certainly understands the value of culture building. Whether it is allowing employees to bring their dogs to work or providing
additional education opportunities, these companies are on their way to building a
dynamic work environment.
Building a great culture is all about creating an environment that allows employees
to thrive. I hope you can learn from our Winning Workplaces so you can tap into the
wisdom of your own crowd. n
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SALES MOVES BY mark hunter

ASK THE BANKER
How Can I Stop Losing
Business to Online Sellers
and Start Competing?

How Do You Close More Sales
At Year-End?

S

o you’re chasing your annual number, you have a number you need
to hit and in order to get there, you
have to close more sales. People ask me
all the time how they can close more sales
at year-end. Right now, especially as we
move closer to the end of the year, having
a mind for sales becomes all the more
important. Let’s go through nine things
that you can do right now to close more
sales at year-end.
1. Simplify
Simplify things for your customers. This
may mean taking options off the table so
it’s easier for them to make a decision.
It’s your job to help them make a decision and make it faster. Don’t leave every
single little decision up to them, because
they may decide to just wait until the first
of the year.
2. Pre-qualify
This is another big reason why you
need to keep it simple. If there’s vendor
paperwork or things to set up, set them
up right away. Even if the customer is not
ready to buy, that’s ok. As we draw closer
to the end of the year, it’s important to
be ready to respond immediately when
they’re ready to move forward in the buying process. Go ahead and get everything
qualified. Get them set up in the form
and make sure everything is in place and
ready to go.
3. Credit Terms
What do I mean by credit or credit
terms? It can very simply refer to an
extension of additional credit to them.
This looks like them being able to pay in
30 days or 45 days or whatever it might
be. Credit terms might mean that you’re
going to allow a little higher allowance for
them to buy on credit terms.
This might include changing the
discount that you offer. Any number of
things will work as long as it’s ok with
your finance department. Determine your
options and do so before you get close to

WWW.SBMON.COM

the end of the year. If you wait until the
end of the year, it’ll most likely be too late
to have those conversations.
4. Existing Customers
There is always more business to be had
from your existing customers. Are you
looping back with them frequently? Are
you having enough conversations with
them? Are you walking them through all
of the same things that you’re walking
other customers through?
It is amazing the number of salespeople
who look past business from existing customers because existing customers means
just asking them for referrals. Existing customers may have other divisions. Exhaust
all of your options in all departments.
There’s other people out there within your
existing customer base.
5. Extensions
This is like product extensions. For
example, a customer may buy this item
from you, but not this item. Well, why
not? Have you asked them?
Again, I’m amazed at the number of
salespeople and customers I talk to that
don’t realize the full breadth of items
being sold, because they’re used to just
buying one item. Most likely, the customer buys the other item somewhere else.
There are various extensions that you have
that your customer is unaware of. Keep in
mind that just because you are aware of
them does not mean your customers are
aware.
6. Supply Chain
Talk with those people who supply you
and find out who else they sell to. Remember, if they’re in your supply chain, they’re
probably in someone else’s supply chain.
Talk to the people in your supply chain;
this can very easily be other customers and
usually isn’t that big of a deal. It’s amazing
what you can get just out of your own supply chain because people know you.
7. Old Customers
This may be a customer who stopped

Is your brick-and-mortar business feeling the
pinch from online competitors? If so, keep in
mind that you offer at least one thing that
a 100%-online retailer never can: real, live
employees who are able to deliver a personally gratifying experience that can make a
customer’s trip worthwhile. So, while your inperson traffic may be down, you now have all
the more reason to focus on consumers who
take the time to visit your physical location.

buying from you several years ago, but
they’re still familiar with you. Maybe
they stopped buying from you and you
thought the reason why they stopped
was reason “x,” but it was acutally a
completely different reason.
Reach back out to your old customers.
I don’t care how far back you go; keep
going further. There is business to be
had.
8. Up-sell
Selling up comes in a number of different ways. It might be selling greater
quantity or additional items that go.
Whatever it is, up-selling can be so easy.
It’s probably the easiest way to increase
the size of an order because of an order
for customers who place an order for
“X.” It’s very easy for them to do “X”
plus two, or “X” plus three.
9. Cross-sell
What’s the difference between upselling and cross-selling? Up-sell means
it’s an item that fits right with that
particular item whereas cross-sell means
it’s an item that is adjacent to that item.
For instance, the customer may buy this
item, but not this item.
I recall working with a janitorial supply company who had lots of customers
buying cleaning supplies for floors, but
none of them were buying cleaning
supplies for windows. They were buying
their window cleaning supplies from
somebody else. So, we simply started
cross-selling them to those items. It’s so
easy now to do this.
You may also cross-sell with other
partners, people within your supply
chain, or other salespeople with whom
you partner with on various things.
Look for ways that you can cross-sell.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.”

How to you do that? Here are some ideas:
Focus on your customers’ experience –
Think about the journey your customers
take when they walk into your space. What
do you want them to feel when they enter?
How should your employees engage with
customers while they are there? What should
your staff members say as customers leave?
Turn your sales staff into consultants or
even “friends.” By being intentional with the
layout of your space and training your staff
in how to treat customers, you can create
an experience that reflects your brand and
makes customers want to return and recommend your business to others.
Use technology to redefine the checkout
experience – Long lines are obviously a big
turn-off and can result in customers abandoning their purchases. Don’t let this situation affect your bottom line. Always be ready
with additional payment-acceptance options.
If opening additional registers isn’t feasible,
consider adding point-of-sale systems like
Clover, which allow you to untether yourself
from the traditional checkout process. Rather
than getting stuck behind a cash register,
you can take the checkout process to your
customers and ring up sales from anywhere
in the store.
Add services or special events – Look for
services or fun experiences you can implement that will set you apart from your online
competition. For example, a boutique might
partner with a salon for styling or make-over
services. You could offer product demonstrations or live entertainment. By combining
traditional shopping with a little something
extra, your customers will receive a unique
experience that cannot be replicated with
online shopping. Doing so also shows that
you care enough to make their time with you
extraordinary.
Whatever you do, your goal is the same:
making your business a place where customers can find something they won’t find
elsewhere, tangible or intangible. Consider
what may keep your customers from making
a purchase, and offer a solution to create
repeat business.n

Debi Enders (debi.enders@
commercebank.com) is
vice president, small business
banking at
Commerce Bank.
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ENTREPRENEUR’S TOOLBOX
by JAMES CANADA

MASTERING LINKEDIN
by kATHY BERNARD

Assessing Customer Requirements
And The Art Of Listening
How satisfied are your customers? I mean,
how satisfied are they really? Because it’s not
just enough to give them exactly what they
ask for. You need to go above and beyond-and tap into their needs and concerns to
truly excite them.
Previously in this column, I spoke of
Critical Success Factors that will help your
company succeed, and one of those factors is
the Customer. A key to retaining customers
is assessing their requirements. In gathering
these requirements, you will find many similarities to interviewing employees or management within your own organization. Five
methods you might want to consider are:
n Informal interviews
n Formal interviews
n Surveys
n Focused group interviews
n Customer complaint analysis
The important thing is to pick the methods that work best for you.
When it comes to gauging customer
service, most small business owners primarily rely on informal interviews, surveys,
and customer complaints. Prior to writing
a proposal to serve a new customer, we use

Selling Local? Promote Local
on LinkedIn

informal interviews to gather requirements
and expectations; constantly make sure we
have addressed their needs; and offer suggestions on how we can help them accomplish
their goals.
Once a new customer has engaged with
us, we touch base with them a few times a
year to ensure we are continuing to address
their needs, making note of any issues they
might be experiencing. We also document
customer complaints and address them as
soon as possible. Doing the right thing for
our customers, employees, and company
remains our core philosophy of operation.
As Tom Peters, author of Thriving on
Chaos, said: “Listening to customers must
become everyone’s business. With most
competition moving ever faster, the race will
go to these who listen (and respond) most
intently.” n

James H. Canada is managing partner/CEO
for Alliance Technologies LLC, ITEN mentor
and author of “Corporate to Entrepreneur:
Strategies for Success.” Contact Jim at james.
canada@alliancetechnologiesllc.com, 636-7342337 or www.alliancetechnologiesllc.com.

You Have
Questions?

When you share company news, job
postings, or other announcements on
your LinkedIn home page, add local
hashtags such as #stlouis, #stlmade, and
#stlouismo into your messages. By doing
so, local people who follow such hashtags
will see your post in their news feed.
But don’t stop there. If you sell products or services in certain parts of the St.
Louis area, add hashtags like #stcharles,
#stpetersmo, #southernillinois, or #westcounty into your post to reach people in
those target areas.
Marketers use hashtags on LinkedIn to
reach people interested in their topics, so
also include hashtags for your products or
services, such as #construction, #packaging, or #executivecoaching.
To find hashtags to follow or use, type
“#” plus a word or phrase (with no space
after the # symbol or between words) into
the LinkedIn search box, such as #chiropractic. Select the term from the drop-down list
and then click “Follow.” Also, select similar
hashtags that pop up like #chiropracticcare.
Scroll down the page that pops up for each
term to view all articles that include that
hashtag in their post. Follow companies that
express interest or ask questions about your
topics.

t111-PBO'PSHJWFOFTT
t5BY-BX$IBOHFT
t-JRVJEJUZ

You can include multiple hashtags in your
posts, but three-to-five hashtags per post is
standard.
Add local hashtags to your LinkedIn posts
to attract your prospects in the Greater St.
Louis area! n
Kathy Bernard (kathy@wiseru.com), CEO
of WiserU.com, is a St. Louis-based LinkedIn
expert/trainer who equips businesses to maximize
LinkedIn for sales, marketing, or fundraising.

t$BTI'MPX.BOBHFNFOU
t'JOBODJBM3FQPSUJOH
t5BY1MBOOJOH

We Have
Answers...
Call us today.

314-514-8881
www.lopataflegel.com
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CYBER SECURITY INTELLIGENCE
by DAVID WREN

no sweat public speaking
by fred miller

A MULTI TASKING
Audience is Going to
MISS a LOT!

Separation of Duties
How Separation of Duties Increases Cyber Security Posture!

W

hether you have an organization of 25 or 25,000 people,
implementing a Separation of
Duties (SoD) strategy will increase digital
security protections and limit risk. Many
organizations have practiced SoD for years
in the areas of finance for accounts receivable and payable, with the help of an
outside firm for independent audit and
review. Separation of Duties is also known
as Segregation of Duties, or in government as Separation of Powers (e.g., legislative, administrative and judicial branches).
Their primary objectives are preventing
conflicts of interest, human error, abuse,
and outright fraud. Secondary objectives
include detecting failures in operational
controls, policies and procedures. There
are many ways that organizations practice
SoD to increase efficacy, improve operations and limit risk and exposure.
When it comes to your digital assets
and overall networking capability, SoD
plays a critical operational role and
enhances overall security posture. SoD
became prevalent in IT organizations in
the early 2000’s, when government and
industry regulations like Gramm-LeachBliley Act (GLBA) and Sarbanes-Oxley
(SOX) began to mandate the principle.
Today we see SoD as a requirement of the
newer Cybersecurity Maturity Model Certification (CMMC) and the EU’s General
Data Protection Regulation (GDPR).
Implementing, managing and meeting
the requirements of SoD can be difficult
and sometimes costly to achieve. However,
an effective strategy minimizes exposure to
fraud, data security breaches, information
theft, and shortcutting of control mechanisms. SoD should be designed where
any individual does not have conflicting
responsibilities and is not responsible for
self-reporting or reporting on their direct
superiors.
In previous articles, we talked about
threat actors and, more often than not,
they are outsiders. However, an insider
threat can be more destructive financially
WWW.SBMON.COM

to an organization over
a longer
period of
time. Insider threats
are usually a
function of
disgruntled,
rogue or
manipulated
employees.
Employing
SoD helps
to limit risks
associated
with this
type of
threat. My
company has
worked many cases over the past few years
where bad actors were insiders. Increasing
controls and monitoring behavior help
to identify, limit and prevent risk before
major losses occur.
In the realm of information technology
and digital security, SoD prevents one person from controlling the entire process.
First, ask yourself whether any one person
in your company can change or destroy a
system without being detected. Second,
ask if any one person can extract or steal
data undetected. Third, ask whether only
one person designed, implemented and
reports on the overall effectiveness of controls. The answer to all of these questions
should be NO. The majority of larger
organizations have changed their reporting structures within IT and IT security
functions from a singular Chief Information Officer (CIO), who is responsible for
all aspects of IT, to the separation of security and addition of a Chief Information
Security Officer (CISO). Such actions
separate the power and responsibility
for operations and security of the digital
environment.
Smaller organizations can achieve the
same mechanism of control by employing

outsourced partners. However, be sure
that you achieve a system of checks and
balances with some form of audit capability for reporting. For example, if you have
a single IT partner who monitors and
manages your systems, reports on your systems and provides security metrics, then
you have no true SoD. There are many
service providers that operate as one-stop
shops for IT management and security. If
your partner falls into this category, ask
yourself the following questions. When
was the last time they told you they misconfigured a system, left an unused port
open on a firewall or forgot to patch a
critical server issue? Have you experienced
a security incident while they were managing your network? How well are they challenging and reporting on themselves?
We work with many organizations and
IT service providers to provide expert-level
cybersecurity solutions while practicing
true SoD. Call us today for a free consultation. Protecting your digital assets and
brand identity are our top priorities. n
David Wren, CISM is President of Network
Technology Partners, a regional Cyber Security
Intelligence firm headquartered in St. Louis,
MO. He can be reached at dwren@ntp-inc.
com

When watching a cable news story, you’ll
usually see a chyron or “ticker tape” of
information streaming right to left on the
bottom of your television screen. Read
that information and you miss the story on
the main screen. It’s extremely annoying,
isn’t it?
That distraction always goes away during
commercials. Companies would pull their
advertising if viewer interest was diverted
by anything.
WE cannot Multi-Task!
Your AUDIENCE cannot Multi-Task!
Do not make them try!
It is a myth that we can truly multi-task.
When trying, we quickly switch between
tasks. Such constant switching leaves gaps
and we miss “stuff.”
Knowing that your audience cannot
focus on more than one thing at a time is
important to developing and delivering
your talk.
Language:
Use simple language that is immediately
understandable. If words are unfamiliar,
audience members will start searching
the “database in their brains” for associations and meaning. As soon as that kind
of activity occurs, you’ve lost them for a
period of time, and they’ve missed part of
your message.
Slides:
Do not use lots of text and bullet points on
PowerPoint slides. If you’re reading text
or bullet points to attendees, they’re also
reading--and are probably ahead of you.
Because they’re trying to do two things at
once (listening and reading), there is a disconnect. With that multi-tasking attempt,
they will always miss something.
It is better to have your slides contain
high-quality, universally understood images rather than text. You provide the
“text” with your voice. Because most of us
are visual learners, great images will help
your audience GET IT!
Follow this advice for not making your audience multi-task, and your presentations
will be absolutely, positively – NO SWEAT!
Fred Miller (fred@NoSweatPublicSpeaking.com) is a
Speaker, International Coach
and Author. Businesses and
individuals hire him to improve
their public speaking and
presentaiton skills.
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CULTURECentric leadership
by JONATHAN JONES

Gratitude During
Difficult Times

2020 has been a challenging year. As we
look toward the end of the year, one of our
traditions is to set aside a day for gratitude
and appreciation with family and friends.
With a pandemic, how can we be thankful?
To put this question in perspective, consider the eyewitness account of William
Bradford regarding the first thanksgiving.
The pilgrims celebrated with a feast of
thanksgiving after the previous winter,
where they lost many people, including
73% of the women who came over on the
Mayflower. Those who survived were still
grateful for what and who they had around
them after a horrific past winter. They were
committed to moving forward and thankful
for what they had.
Our employees and their families rely on
us as business leaders to ensure that we
continue to provide opportunities. Many
employees have sacrificed and taken risks
to help companies stay in business to serve
customers. Your employees deserve appreciation and are looking for leadership.
While grieving losses is important, celebrating what and who has been lost is a
way to honor the past with lessons learned
and appreciation. Gratitude and thanksgiving are vital.
What are you thankful for? What were the
critical lessons and inspirations that you
learned from the previous year? Who made
a difference in your life and was supportive
when times were tough? Who helped you
when you needed help? What were the
unexpected positive surprises and opportunities that occurred during the challenges
you faced? Who were the people you could
rely on, and what were their strengths?
What strengths and attributes do you have
that you sometimes forget to recognize?
Gratitude can be a habit that helps us
move forward in a positive way when times
are good, and when times are bad. n
Jonathan Jones (Jonathan.
jones@vistagechair.com or
314-608-0783) is a CEO peer
group chair/coach for Vistage
International.

HIGH VOLTAGE MARKETING
by TOM RUWITCH

Marketing Lessons From an
Influential Fly Fisherman

M

y son Jacob is a great fisherman.
He fills his Instagram feed
with photos of himself holding
massive trout, salmon and other fish. (In
case you’re wondering, he releases everything he catches except for the occasional
salmon that he keeps for dinner.)
Other Instagram-ers like the pictures,
and 1,660 of them follow Jacob.
That’s not a huge following, but it’s big
enough to attract marketers’ attention.
In marketing-speak, Jacob is an influencer.
Whether you’re a fly fisherman in
Colorado or a small-business person in
St. Louis, you can grow your business by
being an influencer or partnering with
influencers.
Here’s how influencer-marketing works
for Jacob: He ends the posts with hashtags
to highlight the brands he favors: Scott
Fly Rods (#scottflyrods), Simms waders
(#simmsfishingproducts), Lamson reels
(#waterworkslamson) and so forth. In so
doing, he helps promote those brands to
his followers.
Last year, a company that makes fishing nets wanted to hop aboard Jacob’s
Instagram train. The marketing director
contacted Jacob and offered to “sponsor”
him.
The offer: They would send him free
gear. He would use the gear. And when
he caught a fish, he would post a photo
that included the gear and a hashtagshoutout for the net company.
Jacob agreed, and his new nets arrived a
few days later.
After using the nets for two weeks,
Jacob tossed them. They were junk. Not
sturdy enough. Not light enough. Not
worth using. Not worthy of his endorsement.
A few days later, the marketing guy at
the net company called Jacob.
“Why aren’t you showing the net in
your photos?” he asked.
“Because I prefer my other nets,” Jacob
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said.
“But you said
you’d promote
us,” the marketer
growled.
“I’m sorry,
dude. Your
nets are not
good enough to
promote,” Jacob
replied.
Way to go,
Jacob!
He understands
that his reputation depends on
his integrity. He
has worked hard
to build a following of people who
trust him. He
doesn’t want to
squander that by
promoting junk.
What does this
mean for you?
If you are an influencer, promote
only products and
services that you
have vetted and
that you value.
Otherwise you’re
just a shill, and
your followers will
eventually catch
on.
If you sell a product or service, find the
influencers who attract your target audience.
The influencers might have a blog that
your prospects read; they might have a
large social media following; they might
be on the speaking circuit.
Wherever they are, find them and
connect with them. If you offer a service,
perhaps you can persuade the influencer
to share content that demonstrates your

expertise or describes the value of your
service.
If you sell a product, perhaps you can
persuade the influencer to use it and
promote it.
But be careful: Choose the honest influencers, not the shills.n
Tom Ruwitch is the president and founder of
MarketVolt, an interactive marketing firm. For
more business-building marketing resources by
Tom Ruwitch, go to MarketVolt.com/resources.
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futureology
by JEREMY NULIK

A Five-Minute Practice to Future-Proof Your Organization

A
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created just this past year by Jane McGonigal, a director at the Institute for the
Future (IFTF) called Five Minutes with
the Future.
Here is how it works:
1. Gather your stakeholders, the people
who are most likely to champion the
future of your organization or cause.
2. Create a plausible, but shocking new
reality. It is useful to create a scenario
that will provoke them, and it ought to be
based on some trends that you can see in
the present. Make it something that hits
close to home. Here is an example: Our
server was hacked and our private messages and data was made available for a short
time on the internet. Our main competitor potentially has had access to that data.
3. Take five minutes (only five minutes) to freewrite your answers to these
prompts. Be specific and include as many
details as you can:
a. What actions do you take in the first
five minutes after discovering this?
b. How do you feel?
c. What possible explanations do you

by karen stern

Preparing and Filing form
1099’s for Independent
Contractors - and Changes
in 2020

2021: The Year You Never 				
Have to Say “Unprecedented”
t a loss to describe the COVID19 disruption, Americans have
settled on one word: unprecedented.
This summer, 75% of the 52 S&P
500 Index companies used the adjective
on their earnings reports. Corporate
America blanketed everything from supply chains shortages to retail crises with
the term. According to Google Trends,
the word and its cousins (unusual,
unmatched, unknown) reached a usage
popularity online of nearly 100-fold.
In a word, the word, unprecedented, is
now precedent.
The below terms are not nearly as
popular as “unprecedented,” however
they may describe conditions that are
widespread.
Crackpot realism — a term coined
by futurist James Dator to describe the
not-at-all unique mental state of feeling
certain of how the “it” works. It could
be your industry, your business, your
community. The certainty shows up
more commonly when inbound change
or crisis is met with a dismissive attitude
and a call to “be more realistic.”
Terminal uniqueness — a term borrowed from addiction recovery groups
that describes a not-at-all unique mental
state of feeling fundamental exceptionalism. Your experiences, your business,
your challenge is unlike anything that
anyone else has ever seen.
These conditions are naturally occurring when the world feels, well, unprecedented. When there exists overwhelming
information and new challenges, humans revert to facsimiles of the familiar.
This tendency can lead to disaster for
our companies and the communities we
care about. They can cause us to turn
a blind eye to what could be and, thus,
keep us shrouded in ignorance.
Thankfully, there is an antidote you
can take right now to crackpot realism
and terminal uniqueness. It is a game

financial fitness

come up with for what’s going on?
d. What do you predict other people
might do when they discover the same
thing?
4. Compare your stories with your
stakeholders. Discuss the differences
and the common threads.
5. Answer one question together:
What is one action we could take in the
next few days to feel more prepared for
the first five minutes if it really were to
happen?
Over time, if you can develop this
discipline, an unflinching look at the
conditions you find most shocking, you
can build your muscle memory for contending with the unknown. The initial
awe will dull. While you may not be able
to predict the future, you can create —
inside your organization — a readiness
for the revolutionary or unrivaled or
extraordinary. But those challenges will
no longer be unprecedented. n
Jeremy Nulik (jeremy@bigwidesky.com) is
evangelist prime at bigwidesky, a human business consultancy, in St. Louis, Mo.

Businesses that hire independent contractors, freelancers or vendors and pay
them more than $600 in business-related
payments for the year will need to prepare
and issue an IRS Form 1099 for the 2020
tax season.
The IRS recently released a draft of a new
form, Form 1099-NEC, for non-employee
compensation only, which is due to recipients and the IRS by January 31.
Form 1099-MISC most commonly is used
to report royalties, rent, other income,
medical and health care payments. These
forms are due to recipients by January 31
and should be filed with the IRS by February 28.
Starting with tax year 2020, any business
with 100 or more forms must electronically
file for both 1099-MISC and 1099-NEC.
If you need to issue and file 1099’s for the
2020 tax season, below are some items to
keep in mind:
n Requirements. 1099 forms only need to
be sent for services provided for a business, not for goods or merchandise. 1099’s
do not need to be sent for non-business,
personal services. If a company paid for
services using a credit card or third-party
payment network, the rules for 1099-K’s
are applicable for reporting.
n W9s. The IRS requires Form W-9, Request for Taxpayer Identification Number
(TIN) and Certification to be used when
collecting the required tax identification
information from your vendors and independent contractors. You should request
updated W-9s annually to ensure you have
the most updated information.
n TIN matching. Correct W-9’s are the key
to correct 1099’s. To avoid possible matching notices with the IRS, it’s important to
ensure that the official name on the W-9
that corresponds with the TIN matches
exactly what is on file with the IRS.
Preparing and filing 1099’s can be tedious,
and many companies are beginning to
outsource this function. If you have any
questions about 1099 filing requirements
or need assistance with electronic filing,
please contact Karen Stern, Partner in
Charge, Entrepreneurial Services Group at
Brown Smith Wallace, at 314.983.1204 or
kstern@bswllc.com. n

Karen Stern, CPA, (kstern@
bswllc.com), partner in charge,
Brown Smith Wallace Entrepreneurial Services Group, provides
tax and accounting services for
companies ranging from startups to $20 million in revenue.
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SPECIAL REPORT: TECHNOLOGY

Business Automation, What Does That Mean? (Part One of Two...)
by scott M. lewis

I

work with a lot of companies on business automation and ways to successfully improve work processes, streamline
data flows, and reduce costs, which in
some cases can be headcount. What people
consider “automation” to be is interesting
even within the Managed Service Provider
(MSP) or Service industries. I have always
had the goals of maximizing workflow and
streamlining work processes to efficiently
manage our business and overhead costs.
Let’s start by defining precisely what “business automation” means: the automation
of complex business processes that improves work processes, maximizes customer
satisfaction, restructures labor processes,
and contains costs.
A successful business automation strategy starts with being honest with yourself
and admitting that there may be a better
way to automate and grow your business.
You must be willing to see your current
business processes with a critical eye, without looking for the things you are doing
well but identifying areas for improvement.
Most business owners find this process
difficult because we feel we have built
businesses that have made us successful, so
why change? Even harder is admitting that
our businesses have issues and implementing processes to improve, which is what
automation is all about. Another problem
that always seems to arise is the “This is
how we have always done it” excuse not to
automate, which translates to a fear of automation and ramifications for individual
employees and their jobs.
There are several things to consider
when you are considering business automation as well as ways to implement a
solution like Business Manager 365 (www.
businessmanager365.com). According to
Forbes here are some processes you should
find:
n Implement automation where it makes
sense - Business Manager 365 has been under development since 2002 and has been
focused on automating complex business
problems that cost service-based businesses
time, money and human resources.
n Automate for internal and external engagement - Automation for both processes
internally and externally is a complex
process because although the needs may
seem on the surface to be similar, the need
for data and the work process is different.
Business Manager 365 takes into account
internal data flows and work processes,
and provides a portal for customers to
access reports and history; interface with
support teams; and manage projects—all
of which can be accomplished through a
traditional web portal or from a mobile

application.
n Automate small tasks for significant
impact - One area that a lot of customers talk about is what I call “If I had only
known’s.” A work process typically starts
with a small piece of information or task
that is skipped or done incorrectly, which
then derails the process from that point
forward. One of Business Manager 365’s
goals has been to identify those small
items that automate them as triggers in the
system. These automated triggers ensure
that processes are correctly followed. If the
project, service ticket, or other goes off
track, management has insight into the
problem and can intervene sooner to solve
the issue before it becomes costly.
n Create automated connections between
various software solutions - Solution automation is key to the long-term success of
automating a business. However, when it
comes to automation, a priority should be
to reduce the overall number of software
packages in use, for which you are paying
licensing or subscription fees. Consolidation and reliable automation come with
focusing on the center of the processes and
supplementing with additional procedures.
The more your employees are required to
shift from one software package to another,
the more complex and less streamlined the
process becomes. Automation means that
your team is working out of a standard
model with a simple work process, which
increases the efficiency of the process,
reduces mistakes, and saves you money.
Real business automation is more than
using simple laptops, smartphones and
tablets. Those could be part of the
need to make the automation work,
but be prepared to go deeper into
your business.
n Failing to define an automation
strategy - It is important to know
why and what you want to automate. Another part of this one is
the commitment to automation;
this comes from the ownership
which can be often worn down
by the noise of change and the
automation process, it’s easy to go
back, difficult to hold the course
and work out the issues. Not having
the proper strategy, picking the right
product, or having the commitment
to see it through is costly and timeconsuming.
n Rushing into development - This
is all about the partnership you have
with the software or automation
vendor. In some cases, the company
may be willing to work with you to
develop the software further, or you
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may have to pay for enhancements. However, if you are going to get into the business
of developing interfaces to do integration
that is singular or non-standard—and yes
it is a business--then be aware of what you
are getting into, and know that this process
will not end. It will always be a budget line
item.
n Focusing only on technology, people
processes, and technology are the obstacles
that you have to overcome - I call this the
Human Factor. You can develop methods
and implement technology, but humans
still have to work within the processes and
use the technology. Training is key to this,
and involvement in the process of configuration and implementation. It is crucial
that employees properly use the technology, which is why having ‘ownership courage’ to stick with the automation and new

methods is vital. It’s always easy to go back
to bad habits and processes.
n Not fostering a culture of automation
- Keep in mind automation regardless of
is that software, hardware, or some other
tool that automates processes is just a tool.
People tend to want to blame their tools
when things go wrong, instead of understanding that we may have picked the
wrong tool because of our unwillingness to
change, or perhaps the selection or testing
teams were not the right people for the
job. How a tool is implemented is key to
the long-term success of automation and
making sure that the right people who are
knowledgeable in your business, see value
in automation, and excited about automation is key to the success. n
About the Author: 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 businesses 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. To learn
more about Business Manager 365, visit www.
businessmanager365.com.

Protect your company with
DARK WEB MONITORING
&
PROACTIVE THREAT
HUNTING
Proactively Manage
& Minimize Risk!
24/7 Monitoring &
Rapid Response Team!
NTP offers a broad range of solutions to help your
organization monitor, defend, and respond to today’s
continually evolving cyber threats.

636-458-4995 • NTPCyberSecurity.com
WWW.SBMON.COM

COMPANY NAME

Best Marketing
Firms
These days, you can’t succeed in business
unless customers know who you are and
how you can help them. Finding the right
marketing firm can be integral to your
success. The following marketing firms were
nominated by our readers as the best in St.
Louis. Make sure you check out the Awards page
at www.sbmon.com to stay up to date with other
Best in Business nominations for 2020.

Abstrakt Marketing Group

•

Afflecto Media Marketing

636.220.4373
afflectomm.com

•

Amplified Digital Agency

314.884.2080
amplifieddigitalagency.com

•

901 North 10th St.
St. Louis, MO 63101

Anda Creative

314.394.0925
andacreative.com

•

1099 Milwaukee St., #120
St. Louis, MO 63122

Arco + Associates

636.527.9254
arcoandassociates.com

•

Atomicdust

314.241.2866
atomicdust.com

•

3021 Locust
St. Louis, MO 63103

BAM Marketing Agency

618.334.3800
bammarketingagency.com

•

1000 Clark Ave., 4th Fl.
St. Louis, MO 63102

Beanstalk Web Solutions

314.736.4430
beanstalk.com

•

54 W. Moody Ave.
Webster Groves, MO 63119

Black Twig Marketing +
Communications, LLC

314.255.2340
blacktwigllc.com

•

7711 Bonhomme Ave., #310
Clayton, MO 63105

Blayzer Digital Marketing Group

314.446.3393
blayzer.com

•

1901 Locust St.
St. Louis, MO 63103

Captiva Marketing

314.822.3656
captiva-marketing.com

10805 Sunset Office Dr., #207
St. Louis, MO 63127

Engage Digital Services

314.966.4000
engagesoftware.com

•
•

Geile/Leon Marketing

314.727.5850
geileon.com

•

5257 Shaw Ave., #102
St. Louis, MO 63110

InBound Blend

636.220.8542
inboundblend.com

•

16024 Manchester Rd., #109
Ellisville, MO 63011

Integrity Web Consulting

314.727.3600
integrityxd.com

•

6358 Delmar Blvd., #444
St. Louis, MO 63130

Jajo

314.328.7688
jajo.agency

•

520 N. Grand Blvd., #200
St. Louis, MO 63103

Leverage

636.489.0198
leveragestl.com

•

205 Chesterfield Ind. Blvd.
Chesterfield, MO 63005

Notion

314.394.0907
notionpartners.com

•

12166 Old Big Bend Rd., #202
St. Louis, MO 63122

Rise Marketing Solutions

618.600.2156
risemarketingsolutions.net

•

6581 Miller Dr.
Edwardsville, IL 62025

Sneller Creative Promotions

636.236.1139
snellercreative.com

•

5014 Brittany Downs Dr.
St. Charles, MO 63304

Spoke Marketing

314.827.0600
spokemarketing.com

•

3145 Locust St.
St. Louis, Mo 63103

Stealth Creative

314.480.3606
stealthcreative.com

•

1617 Locust St.
St. Louis, Mo 63103

Think Tank PR & Marketing

314.621.8265
thinktankprm.com

•

727 North 1st St., #340
St. Louis, Mo 63102

Timmermann Group

314.588.1735
wearetg.com

•

3146 Locust St., #200
St. Louis, Mo 63103

TOKY Branding + Design

314.534.2000
toky.com

3001 Locust St., 2nd Fl.
St. Louis, MO 63103

VIE Media

314.686.4545
vie.media

•
•

VIVIAL

636.939.1500
vivial.net

Workman Communications Group
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CONTACT INFORMATION

314.577.0342
abstraktmg.com

727 N. 1st St., #500
St. Louis, MO 63102

11780 Manchester Rd., #207
St. Louis, MO 63131

129 Chesterfield Industrial Blvd.
Chesterfield, MO 63005

Riverport Dr.
• 13500
Maryland Heights, MO 63043
314.640.9033
• 106 W. Madison Ave., #240
workmancommunicationsgroup.com St. Louis, MO 63122
WWW.SBMON.COM

“

WE TREAT YOUR BUSINESS LIKE OUR BUSINESS

Michael Rose and his team have gone above and beyond to support us in our
marketing needs. Their team is great about reaching out to us with innovative
ideas to capture current market needs. This has really helped to increase our lead
generation. They’re fantastic about sending monthly recaps, and diving into what the
stats are showing us and how we should adjust to keep our marketing efforts fresh.”

“

Afflecto is the best advertising agency we have ever
worked with. We’ve worked with many advertising
companies over the years. Afflecto is the only one
that not only followed through on what they told us
they would do but exceeded expectations.”

K R I S T E N CATAL ANO

J AS O N K R A ZE R

General Manager
SERVPRO® of South Chesterﬁeld/Wildwood

Owner
1st Choice Construction

Website Design

Digital Media

Creative Services

Social Media

Broadcast Media

Brand Development

SMALL BUSINESS
MONTHLY WINNER

63 6 • 2 2 0 • 4 3 7 3

2

YEARS RUNNING

AF F LEC TOM M . C OM

focus on FIVE-star workplaces

The following companies aren’t just the best places to work. They are businesses where the
individuals working there are seen as much more than employees. And those individuals
aren’t just happy at work. They are given chances to foster personal and business growth.
Get to know the 2020	Five-Star Workplaces.
Pictured above: Paul Scimone, Head Trainer, and Christina Kimerle, Executive Director, of
Dogs For Our Brave.

FIVE-star workplaces

Timmermann Group

W

hen Rob Timmermann
began building and managing web design projects
as a side job in 2003, he never imagined it would become his career, let
alone a thriving business. But by
2009, because of the success of his
once-tiny side business, he turned it
into a full-time endeavor.
The result is Timmermann
Group, a digital marketing agency
with 25 employees. The company,
which specializes in web design,
SEO and social media marketing,
has clients across the region and
nation.
“Clients come to us because they
are either looking for e-commerce
sales or they are looking to generate
leads,” Timmermann said. “One
thing that differentiates us is that
we truly have SEO in house. Typically, companies will outsource SEO
or work on SEO at the end of the
project. We attack it (SEO) as one
of the first parts of the strategy. We
have really great websites, but we
Rob Timmermann
have amazing SEO.”
When it comes to culture,
Timmermann describes the firm’s culture as “positive intensity.” “We’re all pushing
ourselves to be better than we were the day before, but we do it in a positive manner
that inspires people, rather than discouraging them.” One of the things Timmermann
Group does is hold “public stand-ups” every day. During these “stand-ups,” employees
share their accomplishments from the previous day and their commitments for the
current day.
“I’m a firm believer that a sense of accomplishment is one of the most positive mood
influencers you can have in your life, and we need it daily,” he said. “That’s my goal
for every team member each day. Leave the office with a sense of accomplishment that
they did a great job today.”
According to Timmermann, a key to building a great culture involves hiring the right
employees. He admits he struggled with that aspect of ownership early in his tenure.
That all changed when he brought in a Human Resources Director six years ago. “Today we have a more formal hiring process and that requires multiple people to sign off
on each hire,” Timmermann said. “By slowing down our process and getting the right
people on board, we’ve had a very high retention rate.”
Timmermann is also a big believer in getting to know his team on a personal level.
Before COVID-19, he would take one
team member to lunch just to get to know
Founded: 2003
him or her on a personal level. That lunch
Employees: 25
would rotate between team members each
To Name Just One Benefit/Perk:
week.
Monthly “value card winner.” One
“Don’t ask your team to do something
Employee receives $100 bonus on
you won’t do yourself,” Timmermann said
ther next paycheck. Winners are
of his advice to other business owners.
nominated by all employees based
“Showing you are in the trenches with
on who they think upholds one of
your team means more to them than anythe company’s six core values the
thing you could ever buy for them.” n
most that month.
WWW.SBMON.COM

LP Creative Studio

W

hen Chris Pugh and Scott
Louis walked away from stable
corporate jobs five years ago,
they had one goal in mind for their new
media production company. The two
entrepreneurs wanted to give customers
the kind of old-fashioned, one-of-a-kind
customer service clients couldn’t find
elsewhere.
The result is LP Creative Studios, a
media production house specializing
in videography, photography and social
media content for clients ranging from
startups to Fortune 500 firms.
“We worked together previously, and
we both had the dream of opening our
own company,” Louis said. “It was like
taking a step off a cliff (going from a Fortune 500 company to running your own
small business), but at the same time, we
were confident in the relationships and
the knowledge we had learned over the
years. We had faith in our skills, and we
knew we could make it a success.”
Louis says the key to the firm’s success
is its unique relationships with clients.
“We offer clients a headache-free solution,” he said. “Everyone we work with,
we consider family. We consider them
friends, and we truly care about our
clients. We’re building this company
through these relationships. What a good
relationship does is it creates an open
dialogue. It allows me to hear what their
project is all about and offer the best
advice. This relationship helps us bring
our clients concepts to life.”

Founded: 2015
Employees: 5
To Name Just One Benefit/Perk:
During COVID crisis, provided home
gym equipment for employees.

When it comes to company culture,
the owners believe in the “Golden Rule”:
treat every employee the way you would
like to be treated. Now with five employees, the owners provide traditional
benefits such as PTO days; health, vision,
and dental insurance; and a 401K. The
company also offers profit sharing, providing 5% of employees’ annual salaries.
Also, because of their size, the company can provide some non-traditional
perks. For example, during COVID-19,
one employee could no longer workout
since his gym was closed. The owners
purchased some exercise equipment
and sent it to the employee’s home. The
owners sent another employee a fire pit
so he could enjoy his new back yard.
“We want to do everything we can to
make our employees’ lives better during
COVID,” Louis said. “That’s not better
just at work, but we want to make their
lives better 24 hours a day. We want
them to leave work and have a stress-free
environment.” Said Louis, “We want our
employees to look back 10 or 15 years
from now and know we had their best
interests in mind.” n
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FIVE-star workplaces

Dogs For Our Brave

S

ix years ago, Andy Gladstein was looking for a
unique anniversary gift
for his wife. After meeting a
military veteran and learning
about the benefits of service dogs, he discovered the
perfect gift. He paid to have
a service dog trained in his
wife’s honor and then gifted
the dog to a wounded soldier.
He surprised her with a special meeting with the soldier
and his new service dog.
With 22 veterans a day
committing suicide and the
huge expense of training service dogs, Gladstein decided
to turn his gift idea into a
nonprofit. The result is Dogs
For Our Brave, a Dogtown
nonprofit that provides service
dogs to American Veterans with severe disabilities. The organization not only handles
service-dog training, but also helps with the financial burden of the service dog after
training. “Our goal is to train the dogs and help the soldiers,” said Christina Kimerle,
Executive Director of the organization. “We decided to train rescue dogs. So, we are
saving the dogs and soldiers.”
At their training facility, the organization’s five employees constantly train the dogs
for their ultimate job of aiding disabled soldiers. The training facility is equipped with
agility equipment, restaurant booths, a full kitchen, etc. “We turn the training facility
into all the possible things that our dogs will encounter when they move out to their
soldiers,” she said. “Our dogs can hit the ground running when they leave here.”
Kimerle said the company’s culture is patriotic, friendly, positive and caring. “When
you come into our facility, we have a lot of American flags around,” she said. “Even our
dogs wear flag bandanas. We have a huge appreciation for the soldiers we work with
and veterans, and what they have sacrificed for our country and our freedoms. We take
that to heart.”
One of the benefits of working at the organization is professional development opportunities. “This year we paid for all of our trainers to become CGC (Canine Good
Citizen) certified,” Kimerle said. “This certification will be critical to their dog training
careers, whether they stay with us or move on somewhere else.”
The company also provides a “take-as-you-need” vacation policy, which is important
because the job can be emotionally stressful. “On the human side, some of our veterans
are having thoughts of suicide and may have even attempted suicide. We become so
close to all of our applicants and veterans that it is hard not to get emotional about it.
On the dog side, these dogs train here for months, and there is a level of attachment.
When they move out, it is a very happy time, but it is also a little sad that we’re not going to see them again. It is important for us to have a positive, fun culture.”
The organization is committed to continuing its growth in the future. Said Kimerle:
“Working with veterans and hearing their
stories is motivating to us. We recently had
Founded: 2014
a soldier who lost both of his legs the day
Employees: 5
before his 19th birthday. He then spent
To Name Just One Benefit/Perk:
years in patient care at Walter Reed HospiProfessional Development. The
organization paid for all trainers to tal. It is heartbreaking to hear that. We are
become CGC (Canine Good Citizen) really working hard to lift his spirits up and
give him something to live for. There is a
certified, which will become critical
light at the end of the tunnel, and it is this
to their training careers.
dog that we are going to match with him.”
n
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Powers Insurance & Risk Management
Q&A with Elizabeth Powers, Director of
Agency Development
How would you describe your company
culture?
We have strived to create a culture that
encourages every person to be his or her
best self while developing, growing, and
thriving in a current role and beyond,
if so desired. It’s important to recognize
everyone’s strengths so they can use
them to the best of their ability to grow
and evolve with the company. We prefer
the TEAM approach, and we all want to
encourage and celebrate each person’s
successes. We are a family-owned business, so it is important for our culture
to reflect being supportive of families
and life events that may happen. Especially in these uncertain times, flexibility
and understanding are important. Our
TEAM’s well being is most important,
and, in turn, we get some amazing and
loyal members of our TEAM who will go
above and beyond to always get the job
done.

Elizabeth Powers

Founded: 1991
Employees: 30
To Name Just One Benefit/Perk:
Company pays 100% of employee
health plan. The company also
provides short-term and long-term
disability plans for associates.

For your business, what are the keys for
building a winning culture?
Every person whom we hire takes a
Kolbe Index A test, which allows us to
understand each other’s strengths and
challenging areas. This process allows us
to communicate with each other transparently and effectively. The company’s
vision is explained to all new hires, and
we have it painted as a mural in the office to keep it top of mind. Leadership’s
door is always open for a conversation
with any employee. Every position is
vital to the success of the company; we
are all important; and we make sure that
everyone feels that way as it
takes a village.
Fun things we do include
teambuilding events,
monthly birthday parties,
holiday parties, and fitness/wellness challenges.
What advice would you
give business owners looking to build a winning
culture?
1. Trust in the people
you hired to do their jobs
properly.
2. Give each person a level
of decision making that fits
the position.
3. Coach your staff about
how to be team players
and to be encouraging and
thoughtful of others
with whom they work.
4. Be willing to think
outside of the box as the
company and employees
grow and develop.
5. Have compassion and
understanding. n
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FIVE-star workplaces

Lang Insurance

Steve Lang
Q&A with Steve Lang, Founder and Owner.
How would you describe your company
culture?
We offer a competitive, exciting and
friendly work environment that strategically positions our employees for career
longevity and success. At Lang Insurance,
we believe in the future of our employees
and provide continuous opportunities for
growth and development. Our entrepreneurial culture fosters an environment
that empowers our people to make the
best decisions for our customers and organization, and to focus on expanding their
industry knowledge to better serve our
valued clients. We are committed to providing our staff with competitive income
and benefit options.
For your business, what are the keys for
building a winning culture?
The culture at Lang Insurance is built
upon a foundation of these key elements:
trust, communication, teamwork, passion,
and service.
What advice would you give business
owners looking to build a winning culture?
Optimize your hiring process and adapt
as needed to ensure you are bringing the
right people into your organization. Invest
in your team and ensure your staff is empowered to continue fostering an entrepreneurial mindset. n
Founded: 1990
Employees: 20
To Name Just One Benefit/Perk:
Owner sent Omaha Steaks to
quarantined employees.
WWW.SBMON.COM

Woods Basement Systems
How would you describe your
company culture?
Our Woods tag line is, “Our
family serving yours.” So, with
200+ now on the team, not
all are family by blood, but we
treat them as if they were. Caring comes to mind. We’re truly
interested in working together
to accomplish more while caring about helping homeowners
get rid of basement and crawlspace headaches.
For your business, what are
the keys for building a winning culture?
Seeking and searching for the
right folks to join the team:
people with a helping heart
who are unafraid of hard
work. We believe that fulfilling
work creates fulfilling lives, so
helping the team to be successful day to day and having the
systems in place to make that
happen are key to building our
camaraderie.
Earning this best workplace
honor is a humbling reality
because we know that our team
chooses to get up every day and
come here to help our company help homeowners. Our
people are the ones who make
this all possible, and we are so
grateful and blessed that they
do so.
What advice would you give
business owners looking to
build a winning culture?
Appreciation goes a long way.
While it’s important for your
team to have an opportunity
for advancement and increased
earnings, it’s also about belonging and working to accomplish
something together that would
be impossible individually. So,
when you see that happen, acknowledge it right away and do
so in front of others as often as
possible. n

Anna Lee and Rick Woods

Founded: 1986
Employees: 200+
To Name Just One Benefit/Perk: Vacation time can be donated to other team members.
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FIVE-star workplaces

HireLevel

Anders

Q&A with Teresa Katubig, President and
CEO of HireLevel

Q&A with Robert Minkler Jr., Managing Partner, Anders CPAs +
Advisors

How would you describe your company
culture?
HireLevel focuses on making a difference by creating a culture of owning your
impact, remembering your community,
striving for excellence, staying positive,
and being doers and thinkers. This is the
#HireLevelDifference.

How would you describe your company culture?
Our culture is best described in our Core Values: Character,
Transparency, Collaboration, Originality, Empowerment,
Welcoming, and Generosity.
In fact, when we embarked on a new strategic plan several
years ago, the first thing we did was examine and update our
core values to ensure that they applied to our three stakeholders: our staff, clients and community. Every person in the firm
was asked for his or her opinion and was given the opportunity to weigh-in on our culture, why they chose Anders and
why they stay. The culmination of those voices is reflected in
these seven core values.
Because everyone played a role in choosing our values, they
are more than just words for our staff. They are the reason
we come to work every day. At Anders, we strive to ensure we
are continually building a culture where happy people deliver
outstanding results.
Our core values are reflected in everything we do: how we
recruit and conduct staff reviews; how we conduct business
and serve our clients; and how we participate in the community. We base all our actions on these values. We prominently
display them around the office. We proudly present them to
our new clients, and we ask them to hold us accountable and
challenge us if they ever feel we fall short.
Equally important to our culture is our mission: “To serve
as a catalyst for those striving to achieve their highest potential.” Again, that statement is applicable to all three of
our stakeholders. Clients and colleagues want to work with
successful organizations. They know when people are happy in
their work, they, too, are receiving the best possible work and
advice.

For your business, what are the keys for
building a winning culture?
The #HireLevelDifference promotes personal, social and career development. The
#HireLevelDifference creates opportunities for employees to serve their communities through our Volunteer Time Off
Program, giving each employee PTO to
volunteer and donate to employee-selected
charities through our Charitable Giving
Challenge. We love to support our team
and the communities we serve.
What advice would you give business
owners looking to build a winning culture?
I would ask your team what gets them
excited. We have had great results with
sending out company survey’s asking for
ideas and feedback. We also believe that
organizing company roundtables can be
beneficial, as is giving our team a platform
to share ideas and contribute to our company culture. n

Teresa Katubig
Founded: 1995
Employees: 65
To Name Just One Benefit/Perk:
The HireLevel benefits package
includes health, dental and vision benefits; workplace wellness
programs, educational reimbursements; PTO and paid holidays and
time off for volunteering.

For your business, what are the keys for building a winning
culture?
When we were a smaller firm, everyone referred to Anders as
a family. As we started to grow, it was critically important to us
that we retain that family feeling. If you asked anyone at Anders what their favorite core value is, most would say Welcoming. The definition of Welcoming at Anders is “Living a true
spirt of family and fun.”
That spirit is alive when we announce employee awards, presentations, board positions, excellent client service, and new
clients during our Firm Meetings, which are held three times
per year, now virtually. Our staff appreciates the opportunity
to be recognized for a wide variety of personal and professional accomplishments, including engagements, weddings,
and baby news as well as celebrations of other milestone accomplishments.
That spirt is alive in how we interact with the community.
Being good members of our community is very important to
Anders, and we encourage partners and staff to get involved.
For those who do, we support the time, talent, and treasure
they give to charities and organizations by providing sponsorship dollars for galas, trivia nights, golf tournaments, and
other events – now many virtually.
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Robert Minker Jr.
Culture and goals means that you have to listen to new ideas, try
new initiatives, and promote a workplace that is nimble and adaptive to change.
Having a winning culture means always striving to create the firm
of the future, and that means including your youngest members
in firm decisions. More than 10 years ago, we created a Young
Professionals Group, and we give them every opportunity to take
leadership roles, engage in business development, and grow professionally and personally. Likewise, we have a Women’s Initiative
that has been replicated in St. Louis, and in our profession in
other firms throughout the country.
Along with attracting the right talent, business owners should
focus on retaining team members by offering opportunities at
every level to succeed through continuous learning paths in technical, soft skills and
leadership training.
Founded: 1965
The entrepreneurial
Employees: 232
environment at the
To Name Just One Benefit/Perk:
firm is one part of our
In-house technical, practice develculture that partners
opment and leadership training
and staff appreciate,
through Anders University. Compaalong with an openny also provides young staff memdoor environment and
bers a voice through the Anders
a clear, strategic picture
Young Professionals Group, and it
of where the firm is
helps women grow and thrive in
headed today and in
their personal goals through an
the future. n
award-winning Women’s Initiative.
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FIVE-star workplaces

Cosgrove Law 				
STAT Courier Service, Inc.
Group LLC
Q&A with David Cosgrove, Founding attorney
at Cosgrove Law Group LLC

Q&A with Natasha Boekholt, President of STAT Courier
Service

How would you describe your company
culture?
We are a small group of professionals who
take representing our clients seriously and
have created a comfortable and collaborative work environment in which to accomplish this. We also have a lot of fun!

How would you describe your company culture?
At STAT Courier we have a culture of trust and dedication to being extremely responsive to our clients, we
foster taking risks to expand our knowledge and try
something new, we give honest feedback and ultimately
share and celebrate everyone’s successes. We deeply
care about our Purpose and cherish our Why.

What are some of the benefits that make
your business a Winning Workplace?
We work as a team for the benefit of our
clients and the well-being of our staff.
Every person has an important role on
the team and a job well-done is recognized
and rewarded with bonuses and appreciation making everyone feel valued. We
make sure everyone has what they need to
succeed, including making sure working
at home is an easy option and ensuring
everyone on the team has the training
they need.

For your business, what are the keys for building a
winning culture?
The key to a strong workplace culture is a shared sense
of purpose.
When I am clear about why we’re here and why our
clients need us, where we’re going especially in these
times of uncertainty, and everyone knows who we
serve and how we’re getting there our team stays energized and dialed in.
It is easy to protect our culture when our team knows
why our clients need us. Everyone understands their
importance and truly feels full-filled when they leave
work for the day.

What advice would you give business
owners looking to build a winning culture?
Keep your focus on the important things.
Allow your team room to excel at what
they are passionate about by guiding them,
offering support, and allowing them to be
flexible. Find a team that has a great attitude and takes pride in a job well done! n

What advice would you give business owners looking
to build a winning culture?
I am a true believer in establishing the “Why” in an
organization. Once I learned more about really understanding the importance of the “Why” your business
exists and really getting behind what drives you every
morning it became crystal clear why our Team was so
committed to supporting our clients and their “Whys”.
By taking time to really reflect not on what we do but
why we do it and communicating this clearly to our
organization a winning culture emerges and is unstoppable. n

David Cosgrove
Founded: 2009
Employees: 5
To Name Just One Benefit/Perk:
Bonuses for work above and beyond. Also, a generous health/RX
package and employer matching
401K.
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Founded: 1999
Employees: 12 FT/130 contract
drivers
To Name Just One Benefit/Perk:
Employees are provided 100% full
insurance coverage at no cost for
employees and their children.

Natasha Boekholt
ST. LOUIS SMALL BUSINESS MONTHLY / november 2020 21

Reach Area Decision Makers:
Purchase A Booth Listing At the 2020
St. Louis Business Expo Digital Event

2020 St. Louis

BizExpo &

VIRTUAL SHOW
OctoberDecember
2020

Business Growth Conference

Presented by:

ALL LISTINGS $200. Visit www.stlexpo2020.com
AAA Auto Club of Missouri
lawall@advan-ergo.com
Abby Prather
314-994-0500
900 E. County Line Road. Suite 105
www.advan-ergo.com
Ridgeland, MS 39157
We elevate your comfort at work. First a free
Prather.abby@aaamissouri.com
mini ergo-consult to discuss your needs. Next,
601-850-3576
our quality ergonomic seating, sit-stand prodwww.aaa.com
ucts and ergonomic accessories recommendaWith insurance, Roadside Assistance, distions. We’ll help you EXPERT-LED
work in comfort
whether
SEMINARS
KEYNOTE SPEAKERS
EXHIBIT BOOTHS
counts, travel planning, and more, your AAA
working at home or in the office.
membership never stops working for you. We
offer Digital
a variety of
benefits
thatBegin
can help
pay for 14 And
Beacon
Recovery
Event
Will
October
Stay
OnlineSystems
Throughout 2020
the cost of your membership. And you’ll be able
11939 Manchester Road, #243
Purchasing
An Exhibit
Booth
Listing
to manage
your
account
information,
add famSt. Louis, MO 63131
The Digital Expo Event:
ily For
members,
access
online
discounts,
and more
Info@BeaconRecoverySystems.com
Let Prospects Know More About How
(Note:
All listings will also appear in SBM
by You
registering
636-386-3913
Can Helpwith
Them.me.
What is Included:
print
editions (Oct., Nov., & Dec.)
Company Name
www.BeaconRecoverySystems.com
Contact Name
Absopure
Water Company
Beacon Recovery help business owners and
Address
Sign
Up Today.
Michael
Morris
property
investors solve cash flow problems by
City, State,
ZIP
pat@sbmon.com
1205
Paragon Drive
phone
collecting their old court-awarded judgments
314.569.0076,
email
O’Fallon,
IL 62269
and bad debtsext.
that109
their attorney failed to colsocial media
Or
Sign
Up
at stlexpo.com
314-540-6390
lect.
No
recovery
No
fee! You can’t lose. Call
40 word company description
(Under
Buy
A Booth)
mmorris@absopure.com
today for
a free
assessment of your case.
Video Links
absopure.com
facebook.com/absopure
Brown Smith Wallace
Absopure is a family-owned refreshment delivTanza Smith
ery services provider, offering direct delivery of
6 Cityplace Dr., Ste 900
water and coffee-related goods to homes and
St. Louis, MO
offices throughout the Midwest. The company
63141-7194
offers bottled water delivery, water coolers, oftsmith@bswllc.com
fice coffee service, water filtration systems, and
417-844-3298
general necessities.
www.brownsmithwallace.com
Brown Smith Wallace is a nationally recognized,
Action Logistix
top 100, full-service CPA and business advisory
Josh Browell
firm offering accounting, tax and audit services
12179 St. Charles Rock Road
as well as a wide variety of business consulting
Bridgeton, MO 63044
services.
josh.browell@actionlogistix.com
314-757-0904
Company Show Me Custom Signs
www.ActionLogistix.com
Steve Charbonnet
LinkedIn - https://www.linkedin.com/com1856 Craig Park Ct
pany/action-logistix
Maryland Heights, MO 63146
Facebook - https://www.facebook.com/actionwww.showmecustomsigns.com
logistix
steve@showmecustomsigns.com
Google - www.ActionLogistix.com
314-265-0207
Action Logistix was named One of the FastWhether you occupy a classic storefront, an
est Growing Businesses in St. Louis by SBM
office space, an entire building, or a part of a
2020/21. We help companies find high caliber
collaborative space, your business can benefit
warehouse talent. It all starts with our detailed
from custom sign fabrication near St. Louis.
pre-employment testing. That’s all we do!
When you work with Show Me Custom Signs
in St. Louis, you work with a team that cares
Advanced Ergonomic Concepts, Inc.
about your signage goals, not just about filling
Laurie Wall
an order. We’re not just another sign shop in St.
11760 Westline Industrial Dr
Louis, we’re your partner in business.
St Louis, MO 63146

ALL LISTINGS: $200
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EDC of St. Charles
Scott J. Drachnik
5988 Mid Rivers Mall Drive
St. Charles, MO 63304
636-441-6880, ext. 226
sdrachnik@edcscc.com
www.edcscc.com
Established in 1990 as a public-private partnership, the EDC of St. Charles County offers
business site selection services, financing,
incubation, counseling and training, and other
services for startups, existing local companies,
and businesses looking to move into the community.
Electro Savings Credit Union
Pat Pettey
1805 Craigshire Road
St. Louis, MO 63146
314.434.6470 x1406
businessservices@escu.org
www.escu.org
Because running your business is about more
than money, but we can help with that too. You
have enough to worry about. Whether you’re
just getting started or already established, rely
on Electro as the solid financial partner you
need.
HR Managed
Holly Perryman
hperryman@hrmanaged.com
314-952-2539
www.hrmanaged.com
HR Managed offers human resources, talent
acquisition, and training consultation services
to small and medium size companies. We
develop custom solutions that align with your
business strategy. Our services are scalable from
primary HR administration to next level advisory support to interim support during leaves or
vacancies.
INB, N.A.
Max Mitts
100 Chesterfield Business Parkway, Ste. 310
Chesterfield, MO 63005-1271
MMITTS@INB.COM
636-730-2513
www.inb.com
INB is a locally owned, Springfield, IL-based
bank with a Commercial Loan Production
Office (LPO) in Chesterfield, MO. INB is a full
service, Nationally-chartered, bank. Our LPO
in Chesterfield serves commercial clients in the
Midwest market and is seeking new relationships.
Justine Petersen
Nikki Wilson , Asset Building Counselor
1023 N Grand Blvd Saint Louis Mo 63106
314-533-2411-X120
nwilson@justinepetersen.org
www.justinepetersen.org
Justine PETERSEN (JP) is a Missouri not-forprofit 501(c) (3) corporation that connects
institutional resources with the needs of low- to
moderate-income families so they can build
long- term assets through credit building and financial education, homeownership preparation
and retention, and micro-enterprise lending and
training.
Liberty One Software
877-379-8279
www.businessmanager365.com
Liberty One Software is a nationwide software
distribution company for Business Manager

365, which is a fully integrated business management software package. Business Manager
365 is focused on helping service based businesses streamline work processes and integrate
data sharing, to maximize profitability and
reduce the need for multiple pieces of software
to manage your business.
Publishing Concepts
Joe Clote
6590 Scanlan Avenue
St. Louis, MO 63139
(314) 781-8880
jclote@pc40.com
https://www.facebook.com/MissouriMeetingsAndEvents
For 28 years, Publishing Concepts, LLC has
produced books, websites, and marketing
collateral for self-publishing authors, small businesses, and large corporations. Additionally,
Publishing Concepts, LLC designs and prints
posters, brochures, tradeshow collateral, and
promotional products that bring awareness to
clients’ multi-media projects.
Rise Marketing Solutions
Amber Kraus
6457 Cedar Ridge Ln.
Edwardsville, IL 62025
618-600-2156
amber@risemarketingsolutions.net
www.risemarketingsolutions.net
Rise Marketing Solutions assists small businesses in achieving their goals by providing digital
marketing services that are affordable and
accessible at a variety of levels. We specialize in
targeted digital advertising, web development
and social media management.
Signing Edge
James Frost
2233 Appaloosa Trail
High Ridge, MO 63049
james@signingedge.com
636-692-4630
www.signingedge.com
Social Media Sites https://www.facebook.com/
signingedge https://twitter.com/SigningEdge
https://www.instagram.com/signing_edge/
https://www.linkedin.com/company/signingedge/?viewAsMember=true
Signing Edge is a 100 percent Deaf-owned company that focuses on providing high-quality sign
language interpreting services that empowers
Deaf and Hard of Hearing people to communicate effectively with Hearing people.
SimpleBiz360
Jeffrey R. Mason
PO Box 81
Cottleville, MO 63338
jeff@simplebiz360.com
636-399-8076
www.simplebiz360.com
We deliver business health and growth through
simple suggestions that dramatically increase
customer satisfaction.
Winning Technologies
Scott Lewis
636-379-8279
www.winningtech.com
Slewis@winningtech.com
Winning Technologies is a Business Management company that specializes in the selection,
implementation, management and support of
technology initiatives. Visit www.winningtech.
com for more information.and LibertyOne.
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ACHIEVE

Congratulations to Thomas Helm, Jr., Brent McClure,
Adam Prest and Erin Prest PO being named partners at Anders.
Around the office, they are always known for doing more than
expected to help their clients move forward. We are proud of their
accomplishments and how they empower those around them.

WHAT DO YOU WANT TO ACHIEVE TODAY?
We can help you make it happen.
anderscpa.com | (314) 655-5500
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Congratulations

JOHN J. KASPEREK, EA

for being
named
of the
for being
named
oneone
of the
BEST
BEST Accountants
St. Louis
Accountants
in St. Louisin(2019
and 2020)

636.256.7000

info@kasperekaccountants.com

kasperekaccountants.com

Since 1987, we’ve made your satisfaction,
success and convenience our highest priorities.

Unlimited Year Round Refreshment
Where You Work!

 Variety of Styles
 Water by the Case
 Premium Drinking Water or Spring Water  Cups
 Cold or Hot/Cold Dispensers
 Coffee Service

314-227-4602

www.unlimitedwater.net

6891 Hazelwood Ave. - Berkeley, MO 63134

Thank
you at
to the
everyone
who
helped
make
us the
Let the
Experts
#1 SBA
Lender
guide
your
business
to#1
finding
to meet
your
business
SBAcapital
lender
in St.
Louis
forambitions
2018!
American Bank Offers:

TheSpecialists
SBA program
in SBA Lending
canDecades
be used
for: Experience
of SBA
The SBA
program can be used for:
Business
Acquisition
Working CapitalBuyout
Partner/Employee
Business
Expansion
Working
Capital
Equipment Purchase
Equipment
Purchase
Real Estate Purchase
Real Estate Purchase
Debt Refinance/Restructure
DebtSuccession
Reﬁnance/Restructure
Plan Facilitation
Succession
Plan
Facilitation
Partner Buyout/Employee Acquisition

SBA loans SBA
the American
DIVISION Bank way!
americanbankofmissouri.bank/sba-loans
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Focus on: top M&A Providers

2020 Top M&A Providers

F

or entrepreneurs, buying a business and selling a
business are two of the most important aspects of
ownership. The following providers have proven
their dedication to the success of small businesses in
St. Louis and have been named this year’s top M&A
providers.
Jerry Townsend
UHY LLP

Years of experience: 33
What are the challenges facing business owners when it comes to
M&A?
The most prevalent challenge right now is navigating through the
COVID-19 pandemic and the associated economic and financial
fallout. Deal flow has slowed; however, most buyers with a longterm outlook are willing to look past near-term challenges knowing
that recovery is on the horizon.
What is the No. 1 piece of advice you would give to business owners, either those
who are about to purchase a business or an owner selling his or her business?
The most important strategy is to obtain a professional valuation. Many business owners overestimate how much their businesses are worth. A professional valuation can
provide objective market evidence of what similar businesses have sold for as well as key
value drivers. Knowing the company’s strengths and weaknesses can help to maximize
the price when it’s time to sell. However, preparing a company for sale often takes years,
so work with a valuation pro early on.
What is the biggest mistake you see business owners make when it comes to selling
their businesses?
A common turnoff to potential buyers is dependence on key people. All too often the
owner has held tight reins on the company’s strategic direction and day-to-day operations, acting as CEO, plant manager, product development head, and lead salesperson.
When it’s time to sell, the business needs a solid management team that’s capable
of replacing the owner and all the roles he or she plays. Hiring qualified people and
learning to trust them doesn’t happen overnight. Some people won’t have what it takes;
others may leave for greener pastures after you’ve invested time and money in training.
However, the payoff for assembling a competent management team can be substantial
in terms of receiving a premium price and minimizing the need for the seller to provide
post-deal consulting.
What is the current environment for M&A activity?
The environment is challenging given the pandemic, but deals are getting done. It’s
critical that you identify the right buyers to target, prepare monthly financial forecasts
to illustrate the eventual path to recovery, and position your company’s competitive
advantages in achieving an optimal outcome in a transaction.
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Mike Kendell

Kendell Capital Group
Years of experience: 14
What are the challenges facing business owners when it comes to
M&A?
I think the biggest challenge to business owners when it comes
to M&A is that they don’t know where to start. Just like growing
your business, the M&A process should have a well thought out
plan. The selling process takes a lot of time and effort. I find that
most business owners don’t give their largest financial asset nearly
enough attention when it comes to M&A.
What is the No. 1 piece of advice you would give to business owners, either those
about to purchase a business or an owner selling his or her business?
The number one piece of advice I would give a business owner that is considering selling his or her business is to manage with an exit strategy. I’ve sold too many businesses
over the past couple of years in which the owners were 70+ years of age and let the business deteriorate significantly, thus costing them large amounts of money at the time of
sale. Selling a business is stressful and time consuming. Attempting to manage two jobs
at once (one of them discreetly) is extremely stressful. Most business owners underestimate how difficult that is. I would recommend finding an expert in the industry and
starting early. You can do many things as an owner and manager to increase the value of
the business and make your business more liquid at the same time. A good M&A Intermediary can help. It’s much easier to sell a business that’s growing than it is to sell one
that’s already in decline. A growing business is a healthy business--healthy for employees,
customers, suppliers, and a new owner. Finish the race on top; you only get to run the
race once. For Buyers I would recommend getting representation. The M&A business
is about pricing risk, and if the risk gets too high, you need to walk away. An M&A
expert has seen the hidden risks in both the business and real estate, and already has
an understanding about how to mitigate those risks for a new owner. An attorney, CPA
or due diligence list only goes so far. A good integration starts with the due diligence
process. If you haven’t been through the process before, you are making a mistake trying
to do so alone.
What is the current environment for M&A activity?
COVID-19 has had an impact on all businesses. Some businesses have been forced to
shut down or have experienced limited capacity. This has destroyed earnings in those
cases. Other businesses, especially those deemed essential, are doing quite well. In general, I believe the M&A market is still very hot and is a seller’s market. There are many
more buyers than sellers. The multiples are holding up, and money is cheaper than it
has ever been. This is one of the few areas in which banks can still make money, and
they are aggressively trying to get deals done.
In general, banks are willing to overlook the financial impact of COVID-19 if sellers can
show that their businesses are bouncing back and the post COVID-19 period is going
to return to normal. Valuations should be based on the expected cash flow moving forward. If you have a healthy business, I wouldn’t let COVID-19 deter you from taking it
to market. On average it takes about eight months to sell a business. Hopefully we’ll be
in a new market in 2021. The closing process has been more complicated in the current
environment. A curbside closing is much more difficult with a business compared to a
home. A good Intermediary can help navigate the storm.
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SIMPLOY

Growth

Beneﬁts

Payroll
Workers’
Compensation

Employee Turnover

Human
Resources

With Simploy, you’re covered at every turn.
For more information about Simploy’s integrated HR
solution, contact Jay King at (314) 544-1700
or JKing@simploy.com
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TOP M&A providers
Matthew Schneider

Jane Arnold

Husch Blackwell

Polsinelli

Years of experience: 18

Years of experience: 27

What are the challenges facing business owners when it comes to
M&A?
Many business owners aren’t prepared for the rigors involved in a
sales process. On the sell-side, it’s imperative that sellers consult with
their respective attorneys, CPAs and investment bankers years ahead
of taking their businesses to market in order to maximize value. Such
advisors can help clients navigate the sales process by helping them
to
• Clean up financial statements,
• Address issues that could impact business value or create obstacles to selling (e.g.
compliance with regulations, IP protection, employee restrictive covenants, and thirdparty consents),
• Create a business succession plan,
• Analyze whether other tweaks to the business model could drive a higher sale multiple or lower tax consequences,
• Address estate planning and asset protection, especially given anticipated indemnification liabilities associated with a sale, and
• Otherwise develop a plan to go to market.

What are the challenges facing business owners when it comes to
M&A?
The impact of COVID has disrupted virtually every business in some
way. Assessing that impact and adjusting valuation and timing considerations accordingly is especially challenging for sellers.

What is the No. 1 piece of advice you would give to business owners, either those who
are about to purchase a business or an owner selling his or her business?
Without a doubt, having seasoned attorneys, accountants and investment bankers is
critical in the M&A process. Without them, both buyers and sellers risk being manipulated by the other side’s experts. Further, I find that dealing with non-experts in this
space often has one of two consequences:
• They rubber-stamp the transaction because they don’t know any better and, as a
result, fail to advocate for fair terms for their clients, or
• They push issues and terms that are not market, which drives a wedge in the sale
process and the relationship between the buyer and seller.

Brad Crandall

What is the biggest mistake you see business owners make when it comes to selling
their businesses?
Pursuing the first “good” offer that is presented to a selling business owner is often
a mistake. As most business owners can attest, they constantly get bombarded with
inquiries regarding whether they are interested in selling. In general, buyers are looking for naïve sellers who are not advised by sophisticated M&A advisors, in hopes that
those buyers will be able to get a great economic deal for themselves. So, be cautious
in pursuing that first offer, and first make sure your business would not benefit from a
more comprehensive sale process.
What is the current environment for M&A activity?
Despite COVID-19 challenges, many M&A transactions are still closing. In almost all
businesses, COVID has created different (and, in many cases, choppy) financial performance as well as uncertainty regarding short-term and long-term economic forecasting.
In many cases, business owners have decided to put M&A processes on hold until there
is resolution to that uncertainty. However, others have decided to continue the course
although, out of financial desperation, some haven’t had a choice. With that said,
COVID has created opportunities for sellers who have businesses that have thrived in
spite of COVID, and for buyers to acquire businesses under financial distress caused by
COVID.
In the market, there are mixed feelings about the M&A outlook for 2021. Some, like
me, believe 2021 will bring a flurry of M&A activity due to:
• The hopeful elimination or mitigation of uncertainties regarding COVID’s impact
on businesses and restrictions on in-person meetings and diligence;
• The hopeful resolution of the 2020 presidential election;
• The re-engagement of sales processes put on hold in 2020 due to COVID;
• A continuation of low interest rates and pressure on lenders to continue to lend; and
• Private equity--with ample cash needed to be deployed--continuing to drive M&A
activity.
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What is the No. 1 piece of advice you would give to business owners, either those who are about to purchase a business or owners who are selling a
business?
Be prepared to be surprised by diligence. Sellers are rightly proud of their businesses,
but they should not be offended when someone finds an error or interprets facts differently.
What is the biggest mistake you see business owners make when it comes to selling
their businesses?
Some owners share confidential information too early. Others are so afraid of corporate
espionage that they refuse to share information that’s necessary for a buyer to make
a decision. Getting that balance right requires a strong non-disclosure agreement and
good advice.

Affinity Law Group

Years of experience: 19
What are the challenges facing business owners when it comes to
M&A?
Dealing with COVID-19 and the PPP loans that many sellers took
out are a unique challenge that no sellers have ever dealt with
before. Each month the pandemic endures, we see more unique
approaches to dealing with these issues. Business owners must analyze how to fairly allocate the risk between buyer and seller of any COVID-19 impacts
on the target business and ensure the PPP loans remain forgivable despite the change in
ownership. The SBA finally provided some firm guidance on how to address PPP loans
in a M&A transaction in early October, but there are still some varying takes on what is
fair and how to interpret the SBA’s guidance, depending on the parties to the transaction.
What is the No. 1 piece of advice you would give to business owners, either those
about to purchase a business or an owner selling his or her business?
For the sellers – keep running your business until the purchase price is in your bank
account. We’ve seen many deals fall apart at the last minute, so even if things are going
smoothly, that is always a possibility until the closing occurs. The last thing a business
owner who is selling wants is for his or her deal to die, only to realize the business is
not as strong as it was before the abandoned transaction began. And if the deal takes
longer than anticipated, a seller doesn’t want to give the buyer any arguments that there
should be a decrease in the purchase price based upon a drop in business resulting from
the owner getting too distracted by the transaction itself.
What is the current environment for M&A activity?
My answer in the late-Spring and early-Summer of 2020 would have been that it was
dead, after a broad freeze on deals occurred when COVID-19 first hit. However, since
late Summer, the M&A market for small- to middle-market private companies is booming and extremely competitive. There is plenty of equity available from potential hungry
buyers, good access to low interest debt financing and some really strong companies for
sale that have proven their resilience by surviving (or in some cases thriving) during this
crazy year. Many of the deals we had teed up as COVID-19 hit have come back to life,
and we are still getting calls on new deals hoping for a year-end closing.
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MAKING
EVENTS
SOCIALLY

“
(distanced) “
ACCEPTABLE “

͞ǁĞƐŽŵĞƐŚŽǁƐ͘ǀĞƌǇŽŶĞŝƐ
ĨƌŝĞŶĚůǇĂŶĚŚĞůƉĨƵůĂŶĚŽǀŝĚ
'ƵŝĚĞůŝŶĞƐ&ŽůůŽǁĞĚ͊͟
͞/ŐŽƚŽĞǀĞƌǇƐŚŽǁ/ĐĂŶŚĞƌĞ͘
dŚĞƉůĂĐĞŝƐĂůǁĂǇƐĐůĞĂŶĂŶĚ
ŽƌŐĂŶŝǌĞĚ͘ǀĞƌǇŽŶĞŚĂƐĂůǁĂǇƐ
ďĞĞŶĨƌŝĞŶĚůǇĂƐǁĞůů͘͟
͞sĞƌǇĐůĞĂŶ͕ĨƌŝĞŶĚůǇƐƚĂī͕
ƉƌĞĐĂƵƟŽŶƐƚŽŬĞĞƉƵƐƐĂĨĞ͊͟

What’s new?

Why SCCC?

St. Charles is excited to be one of the
ŽŶůǇ ĐŽŶǀĞŶƟŽŶ ĐĞŶƚĞƌƐ ŝŶ ƚŚĞ
ŵŝĚͲǁĞƐƚ ƚŽ ŚĂǀĞ ĂŶ Ăŝƌ ŝŽŶŝǌĂƟŽŶ
technology that neutralizes 99.9% of
Covid-19. Visit our website for the
full press release about AtmosAir
^ŽůƵƟŽŶƐdĞĐŚŶŽůŽŐǇ͘

ͻϭϱϰ͕ϬϬϬƐƋ͘Ō͘ŽĨŇĞǆŝďůĞƐƉĂĐĞ
ͻWŚǇƐŝĐĂůĚŝƐƚĂŶĐĞƌŽŽŵƐĞƚƐĂǀĂŝůĂďůĞ
ͻƩĂĐŚĞĚŚŽƚĞů
ͻ/ŶͲŚŽƵƐĞĂƵĚŝŽǀŝƐƵĂůΘĚĞĐŽƌĂƟŶŐ
ͻƵƐƚŽŵŝǌĞĚŝŶͲŚŽƵƐĞĐĂƚĞƌŝŶŐ
ͻŽŵƉůŝŵĞŶƚĂƌǇǁŝͲĮ
ͻ,ŽƐƉŝƚĂůƋƵĂůŝƚǇĂŝƌ
CALL TODAY

636.669.3000
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SMART BUSINESS
by RICHARD AVDOIAN

leader acceleration
by Kathy cooperman

Considering a Partnership?

Performance Appraisals:
Who Needs Them

E

ntrepreneurs, startups and estabPersonal dynamics. Spend time getlished business owners who want
ting to know the person before engaging
to grow or establish a business may
in a formal partnership. Witness how
from time to time toy with the idea of
they handle themselves in business netentering into a partnership.
working events and while dealing with
Before you jump in headfirst, stop
conflicts and challenges. Do you balance
and really think through your reasoning.
and compliment each other?
Start by simply asking yourself, “Why?,”
Due diligence. Major companies that
“Why now?” and “Is it worth the risk?”
are considering acquiring another comA business partnership is similar to a
pany perform thorough due diligence.
marriage. It requires a workable balance
Why should you be any different? Take
of different personalities, values and level
the time to review LinkedIn and Faceof commitment.
book. Is your potential partner respected
Likewise, a divorce is similar to the
by vendors and clients? Also, do not
ending of a partnership. Those involved
hesitate to ask for references.
may begin to seriously dislike each other
Here are a few considerations to
and have consistent conflicts regarding
address before deciding to partner and
the degree of commitbefore you meet with
ment and the business
an attorney: Do you
Ask yourself
struggles.
mutually agree to the
whether it’s your following?
Often, partnerships are pursued and
• The duties and
insecurity or
created because a busiobligations of each
ness owner feels other
fear that has you partner, including
professionals have
position titles.
considering a
something they lack
• The ownership
that is key to business
percentage of each
partnership.
success. It could be a
partner.
particular skill, finan• The actual time
cial resources or marketing experience.
each will contribute to running the busiAsk yourself whether it’s your insecuness (set days, hours, amount of vacarity or fear that has you considering a
tion).
partnership. By taking on a partner, you
• A clearly defined exit strategy.
must be willing to give up a percentage
• Established decision-making and
of your business and relinquish some
conflict-resolution processes.
authority, money and property.
Once all concerns have been identiPursue a partnership for the right reafied and resolved, the last step is to have
son at the right time. A viable partnerit all in a formal written document that
ship can be a great pathway to success if
is signed by both parties. Things do go
you start and remain on the same path.
wrong, so it is wise to secure the services
So it is imperative that you identify
of an attorney to review the agreement
clearly the key issues that are important
and witness the signatures.
to you and what you want to achieve
Starting with a strong, solid, mutually
before you seek a like-minded partner.
agreeable foundation will allow the partSo, how can you avoid the devastating
nership and business to flourish. n
blow to a partnership?
Consider the following:
Richard Avdoian is president/CEO of the
• Values. Do you share the same
Midwest Business Institute Inc., a business
personal and professional values, belief
consulting and training firm. For information
structure, and purpose? The more in line
about training and seminars, contact Richard
and close partners’ values and purpose
at 618-972-8588 or Richard@RichardAvdoian.
are, the more likely the company values
com.
will be too.
.
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I

t’s that time of year again for many
organizations—Performance Appraisal
time. This is the most dreaded time of
year for many.
Managers brace themselves for heavy
paperwork and potentially unpleasant
discussions. Employees brace for unwelcome, critical feedback.
Purpose
Why do such efforts continue since
most employees hate the experience and
most managers dread it? A recent Forbes
article stated that “performance reviews
are artifacts left over from the Industrial Revolution.” The article goes on to
explain that the process is a “power and
control” mechanism designed to remind
everyone who is the boss.
Ideally, performance reviews are a
systematic process designed to provide
evaluative feedback to employees about
their performance when compared to a
pre-determined standard or criteria. Such
reviews include both positive feedback
and constructive criticism that highlights
areas for improvement.
How To’s
Conducted effectively, performance
evaluations do have the power to motivate improved performance. The
performance review process is generally
repeated annually. Critical steps include:
• Set mutually agreed-upon goals and
establish performance expectations
• Monitor performance, noting measurable data and observable behaviors
• Complete a written report
• Communicate results face-to-face when
possible
o Two-way communication is best: in
addition to receiving the manager’s
observations, the employee offers selfobservations
Potential Problems
Some of the most common complaints
include:
1. Recency effect
The supervisor fails to keep up with
critical incidents throughout the evaluation period. Under time pressure, he or
she recalls only the most recent incidents, overlooking the performance that
occurred throughout the year.

2. Halo/horns effect
Early on, an employee has made either
a highly favorable or unfavorable impression upon the boss. The busy boss then
views almost all actions as good or bad,
thereby distorting a fair and objective
evaluation.
3. Central tendency
The boss simply goes down the rating
instrument and checks the middle score
all the way down the page. Clearly, he
or she has given little thought to the
individual’s performance along different
dimensions.
4. Poor writing skills
Some bosses have very poor writing
skills, creating the impression that an
employee is mediocre at best. Then,
when performance is compared across
departments, the boss who has rated his
or her employees with glowing, descriptive words appears to have the stronger
employees.
5. Leniency
The boss plays “Santa Claus” with
performance ratings. He or she tends
to rate almost everyone as outstanding,
showing very little differentiation among
employees’ performance.
Evaluations During a Pandemic
Our current COVID crisis has impacted the ability to observe performance
as in the past.
If you are working remotely, you can
share performance reviews effectively by
• Understanding that employees are facing unique work situations (e.g., juggling
child-care, home schooling, sharing space
with the family, barking dogs, etc.)
• Using a reliable platform for “face-toface” reviews
• Scheduling plenty of time to share twoway communication and allow employees
to ask questions, offer comments, etc.
• Setting the stage for a productive and
helpful meeting by using a calming tone,
moving along at a relaxed pace, and
scheduling the meeting at a mutually
convenient time. n
Kathy Cooperman, an executive coach and
leadership expert, is the president and founder
of KC Leadership Consulting LLC. For more
information, contact her at kathy@kathycooperman.com, www.kathycooperman.com
or 1 (866) 303-1996 or 303-522-2114.
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VALUE PROPOSITION
by DAVE DRISCOLL

the extraordinary workplace
by judy ryan

S.L.A.M. Says Less; Ask More
“There are two ways of spreading light: to be the candle or the mirror that reflects it.”
-Edith Wharton, a novelist

M

any people confuse leading
people with managing people,
and mistake caring for or loving
people with being worried or concerned
for them. When we worry about another
person, we fear they might lack the ability
to cope or overcome something, and we
communicate this fear both verbally and
non-verbally. When we worry, we often
react by offering advice, coaxing, exempting, and rescuing. Such reactions are more
worrisome than any other way you could
interact with them.
When you choose any of these options,
you inadvertently send the signal, “You
can’t” and “I don’t have faith in you. I
must overcompensate for your inadequacies.” While such reactions are understandable when you know people DO
need support, they are nonetheless some
of the most harmful things you can do to
others. When you lose faith in them, they
lose faith in themselves. In the work of
LifeWork Systems, falling into this reaction indicates you have unwittingly veered
into pampering and spoiling.
Pampering and spoiling involve doing
for others what they can do for themselves; telling them things they already
know; and caring more about their problems than they appear to care. They also
can take the form of hovering, fretting,
micro-managing, reminding, wringing
your hands, and doing most of the talking. A person may be temporarily stuck in
a difficult challenge and may even plead
for help in conscious or unconscious ways.
Rescuing and enabling them is never the
answer. What you rescue, you make weak.
The way to help a person in distress is
to say less and ask more. This approach
can be challenging and can only come
from self-awareness and self-management
because you are aware of the social dynamics and seek to manage the other person
helpfully. This strategy is the best way to
show your faith in other people while
supporting them with Socratic questions.
Before you can ask such questions, you
first must prevent yourself from falling
into the traps of pampering and spoiling.

To do so, begin by recognizing your worry,
pity, concern, and knee-jerk reaction to do
and say more.
When you jump in with concern,
people become more fragile, incompetent,
irresponsible, and childlike. They become
less responsible. That’s because the more
you pick up responsibility for them, the
more they will put it down even when it’s
theirs to manage. Such a response likely
causes you to believe even more strongly
in their incompetence and your need to
rescue them. It’s a vicious cycle! When
you say less and ask more, you are not
ignoring another person’s plight. You are
reminding them you have faith in them.
The questions you ask are things like,
“What are your ideas for resolving this?”
Or, “What is one first step you can take?”
Then wait quietly even when the person
says “I don’t know” or stays quiet. Calmly
say, “I’ll wait” and then do so.
When people cause you concern, you
can be sure they have been embracing
what’s referred to as learned inadequacy.
The remedy for this problem is remembering they ARE capable. Next, briefly
state their obvious challenge (without
solutions), and quickly ask questions that
allow them to consider their options and
what they will do. In this way, you transfer
responsibility to them without neglecting
them--nor rescuing, exempting, coaxing,
or enabling them. You listen for evidence
that they have picked up responsibility
and have chosen a step that has a high
likelihood of succeeding. In this way, you
strengthen others who have lost faith in
their own inner wisdom. By remembering
that wisdom for them, you help them take
the next step. 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!

30 ST. LOUIS SMALL BUSINESS MONTHLY / november 2020

Generational Clues to Help
Guide Successful Business Exits

T

he emotions surrounding selling
your business are certainly strong
regardless of age, but the economic
and social climate in which you grew
up impacts how you approach planning
for that inevitable event. Considering
these generational influences can help
to provide a more objective perspective
toward your business…and your Life After
Business.™
Millennials/Generation Y: Business
Owners Between 25 and 39 Years Old
The youngest owners seem to have
figured out the simple truth that no matter how much you love your business, it
can’t love you back. Typically, members
of Generation Y prize entrepreneurship
and the associated flexibility. The emphasis is on working smarter - using (and
inventing) technology and collaborating
with others to accomplish goals. This
technology generation grew up learning
new, better ways of doing things quickly,
and they are typically unafraid of change.
Millennials often engage their passions
to further causes while earning money.
Serial entrepreneurs live this emphasis as
they begin or acquire multiple companies
throughout their careers as their skills,
interests and needs (personal and societal)
evolve. Solid investing and financial planning from a young age will prepare this
group for eventual retirement.
Generation X: Business Owners
Between 40 and 58 Years Old
Generation X business owners fall
somewhere in the middle of the spectrum.
They crave a healthy work-life balance but
may also have a higher debt load than
other generations, necessitating a financial focus that sometimes conflicts with a
desire for more leisure time. Members of
Generation X are generally considered direct and open to feedback, teamwork and
building relationships. This generation began careers before widespread use of the
internet and has simultaneously embraced
technology tools and the importance of
people skills. As they age, this generation
of business owners may use technology to
spend more time physically away from the
office--delegating responsibilities to peers
while still being available as needed for
big decisions and crises. A crucial part of
exit planning for this generation involves
grooming a second-in-command and leadership team to build business value and
reduce owner dependence.

Baby Boomers: Business Owners 59 and
Older
For Baby Boomers, the expectations
were long-term loyalty between employees
and companies, the notion of “climbing
the corporate ladder,” and a pension to
reward that longevity. Changing careers or
employers was met with suspicion. More
so than other generations, Baby Boomers view their businesses as an integral
part of the community and, by extension,
see themselves as community leaders. To
many Boomers, the thought of selling
their companies feels like selling out their
employees and disappointing their communities. In addition, workaholics were
created by this generation, with self-image
strongly tied to career success. As a result,
many Baby Boomers feel conflicted when
considering giving up their leadership
roles. While they realize deep down that
they need to sell their businesses to fund
their retirements, they agonize over how
doing so will impact their employees, their
status in the community, and their family
lives.
Older business owners grew up in a
time when hobbies were impractical or
discouraged. You went to work while your
wife tended the kids, you ate dinner, you
watched the evening news, and you went
to bed. (Today more than half of all businesses are started by women, but those
were different times.) With few hobbies
and nothing other than work to define
them, business owners in their late sixties,
seventies and eighties feel lost without
their businesses, which is why so many
procrastinate rather than selling. Unfortunately, too many owners hold onto their
businesses too long. The changing market
and dwindling enthusiasm often destroy
business value and jeopardize personal
wealth.
All owners need to maintain a healthy
emotional separation between their identities and their businesses. Creating and
revising realistic exit plans throughout
your business and life cycles are essential
to maintaining balance and achieving the
Life Beyond Business™ you deserve. 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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TIME WITH
THE BOSS

Anjie Gilbert
ALG Reserve
Website: www.algreserve.com
Industry: Recruiting and Staffing

What have been the keys to success for
the business?
The key to ALG Reserve’s success has
been our unique ability to match not
only the experience of the candidate
with the employer’s needs, but to take
it a step further and look for traits that
complement and enhance the existing
culture of the organization. This is vital
to ensuring that candidates and employers are happy, which helps promote longterm retention.
What is your best advice for other business owners to find success in business?
Network, network, network, and do
it often! Our business has been built
on referrals. Especially in the St. Louis
community, it’s all about ‘who you
know.’ Networking not only allows you
to leverage relationships, but also serves
as a walking billboard for your business-which is essential to growth and success.
What’s the smartest thing your company did in the past year?
The smartest thing we’ve done this year
has been to enhance our flexibility and
meet our clients where they are. COVID-
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19 has had far-reaching impacts on
most of our clients and their businesses.
However, we have remained committed
to staying engaged and being available to
offer more custom solutions that reflect
the changing needs of our customers. We
truly have a motto of “whatever it takes,”
and we apply it with every client.
How do you differentiate your business
from others in your industry?
We are different in that we don’t operate
using a volume-based model. For us, it’s
not about the quantity of placements,
but the quality of placements because
retention is our #1 goal. We understand
that hiring is an investment, and we
want our clients to know they will get a
good return with us. We also know that
making a transition into a new role is a
big deal, and we want to ensure that a
prospective employee feels confident that
the new role aligns with his or her career
goals. By allowing these two considerations to serve as the main ingredients
of our recipe, we have successfully built a
brand that stands apart from all the rest.
n
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