Where Carmel Business Comes First
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Riding

By Derek Fisher
Carmel Business Leader

For a time, it seemed overly optimistic; foolhardy, some
called it.

Yet there it stood: a gorgeous, large building rising out of
the ground at the corner of Range Line Road and City Center
Drive, diverse in its look and in its ultimate purpose. Carmel
City Center grew from skeleton to shell to completion, even
as the United States endured a brutal recession.

That building is near capacity now, thriving with hustle and
bustle. It stands to have a sister building soon, another palace
of commerce and living in the heart of Carmel. Surely, the
developers at the head of these projects must be fortune tell-
ers; how could they maintain such a pace in good conscience?
How could they be so sure the pendulum would eventually
swing back in their favor?

“It dawned on me that we were
going to need to get 40 to 50 businesses
in order to get the development to
work,” said Bruce Cordingley, President
and CEO of Pedcor Companies. “That
was scary.”

Turns out, the answer is simple.

“The property was well designed,”
Cordingley continued. “It’s in a very
good location in a great city. That, cou-
pled with lenders and investors who realized the future success
of the property, helped us to get through the recession.”

Cordingley was speaking of Phase I, the original Pedcor
effort on City Center’s most northeasterly street corner. That
structure opened in 2010 and is home to high-end apartments
and more than 20 businesses, with two more set to open in
the coming months.

It soon will be neighbored by Phase II — the Nash Build-
ing — to be erected immediately south of Phase I in what’s
currently a grass lot bordered on the east by Range Line and
on the south by First Financial Bank. It will be a three-story
structure over a parking garage, and will include 31 residential
units and a little more than 8,000 square feet of commercial
space.

A $2 million TIF bond will go towards the garage — the
first element of the construction — and if the cost should
exceed that amount, Pedcor has pledged to cover it.

“We don't anticipate that being the case,” Cordingley
said of the initial step going over budget. “We've got pretty
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detailed contstuction drawings. The city should make a profit
on the TIF bonds, but we assured the city it wouldn't take a
loss.”

Cordingley also said the residential units would begin as
rentals, with condominium use a future possibility — for good
reason.

“There is a huge demand for high-end apartments right
now,” he said. “After the last five years, because it’s been so
hard to sell, people are much more willing to throw me the
keys after they’re done and let me worry about finding the
next tenant.”

The tenants in Phase I thus far have been huge hits — espe-
cially the restaurants. Matt the Miller’s Tavern, an Ohio-based
chain, is the latest addition.

“All are doing extremely well,” said Cordingley. “They are
very diverse with respect to food styles and design.”

With one huge milestone already complete, and another
on the horizon, Cordingley has advice for those entrepreneurs
who would attempt to follow in his footsteps when economi-
cal conditions are not pristine.

“You need to have sufficient reserves so that you are able to

the storm out

How Pedcor’s City Center development escaped the recession

A rendering of the Nash Building.

withstand more than a normal recession,” he said. “Think out
your investment as much as you can in advance. Reduce as

many risks as possible.”
ABOUT CITY CENTER

Opened: 2010
Size: 1 million square feet (62,427 square feet of
commercial space)

Cost: $300 million

Tenants: Addendum Gallery, Authentic Sports
Collectibles, Bath Junkie, Bike Line, Brides of
Carmel, Carmel Tailoring & Alterations, Daphney
Allen Skincare, divvy, Eggshell Bistro, Holy Cow,
Cupcakes!, Hubbard & Cravens, Jack & Jill Children’s
Shoppe, Keller Interactive Media, Mangia!, Matt the
Miller’'s Tavern, Nature’s Karma, Polleo Systems,
Rain Salon, The Next Step Fitness and Uber
Boutique.

More: www.carmelcitycenter.com




Editorial / Opinion ‘

Does your business
make for a terrible date?

Marketing is relationship management on a growing scale.
Picture your business as a person, now picture your market as
a date. How do you sound? Are you a genuine and likable per-
son, or an obnoxious, abrasive misanthrope? Let’s take a look at
how some companies position themselves today.

The sleaze:

“Hey babe, I am a high-quality, professional, low-cost, deal.
Take me out in the next 24 hrs and get 50 percent off dinner!” —
While seemingly social, the
sleaze company loves spend-
ing money on fast-return
only advertising. They rely on
impulse buy decisions, and
think of customers as one-
night-stands. They make
money in bursts but never
really grow.

The geek:

I am offering a high-tech
or complex relationship; I am
extremely intelligent. You would
go out with me if you weren’t so
stupid.” -- Businesses run by
engineers or developers are
often entitled and abrasive.
They believe they are the best
product or service you could
pick, and the only reason
they aren’t growing is because their market is just too stupid to
know better. They have no interest in creating a pleasant cus-
tomer experience.

The desperate:

“Please go out with me, I will do whatever you want.”— Money
may be tight, but businesses that sell desperately are doomed
quickly. The first problem is that you set unreasonable expecta-
tions that will ultimately disappoint the customer. The second
problem is that just like a “loose date,” you get no respect. By
cutting deals, and removing all barriers to entry for a customer,
they often have no investment in the relationship and believe
you are disposable.

The empty shell:

“Hello, my name is John Smith. 1 like food, breathing, good
weather, and G-rated movies. Go out with me and you will have a
completely satisfactory date with no surprises.” -- Business selling
to the “corporate world” tend to be scared to have a personality.
They believe they need to maintain a strict professional image
at all times. This is just not true. Even in the cold world of cor-
porate marketing, having a personality and a sense of humor is
appreciated. You need to look professional, not sterile.

The mom-and-pop victim:

I am locally run and operated. I spent my own life savings on
this suit. You should go out with me because it is better for the com-
munity than those other corporate or foreign dates.” — Everyone
loves supporting local mom-and-pop businesses, but you still
have to be a good business. I have seen so many “locally owned
and operated” businesses die while waiting on people to buy
from them on virtue alone. Instead of trying to be a good busi-
ness, they just feel entitled. Worse, they market on virtue of
being a mom-and-pop instead of on their value.

Be a pickup artist
Comparing how your business interacts with its market to
dating is not a stretch. Pick-up artists have to learn to be genu-
ine, confident, unique, and intentional. In fact, the best market-
ing and branding guide out today is “The Game: Penetrating
the Secret Society of Pickup Artists” by Neil Strauss. But tell
your wife why you are buying it before you pick up a copy.

Chris Hoyt

Chris “The Brain” Hoyt is the chief operating officer of Fat Atom Internet
Marketing in Carmel. To contact him, e-mail chris@fatatom.com or visit www.
christhebrain.com.

Major issues, minor fixes

Once upon a time, years ago, I was a college freshman and a
business major. It seems like a lifetime ago, because it was.

I didn’t necessarily know anything about busi-
ness, nor did I know if I would eventually want
to know anything about business, but it was a
catch-all major. It was a foot in the door. I was
saying, in essence, “I have no idea who I am or
what I want to be in this world, but picking the
most vanilla, most easily malleable study focus
out there is a good way to appear to move for-
ward while actually standing still and resetting
my stagnant internal compass.”

It’s probably apparent how the rest of the sce-
nario played out; I'm a writer now — business was
not the intended path. But, in the midst of mean-
dering down the road I'm on, I somehow picked
up a thing or two about the business world. If you
think about it, we all stand to learn about the ins
and outs of business, just by waking up and going
out in the world on a daily basis.

How? We are consumers.

The consumer is the truest indicator of a busi-
ness’ success, but he is so much more than that. At once, consumers
control demand, and therefore supply; we dictate procedure; we
influence staffing decisions; we command hours of operation; ulti-
mately, we determine the overall success or failure of a business.

We are the litmus paper and we are the pH number, but we are
also the acid and base drops. Quite simply, consumers are both
the control and the variable in the business experiment.

So, what have I personally picked up? Common sense things —
they are obvious and simple, but seem to get lost in a forest-for-
the-trees scenario at times. A few things I've come across in the
Carmel area, and recently:

Customer service —These should be jobs No. 1 and 1A,

Derek Fisher

but are so commonly absent. If I walk into your business and

I'm greeted rudely, after too long a time or not at all, I'm very
unlikely to come back. I expect to be listened to,
as well. It is not a difficult concept, to make your
customer feel welcome and important... Why is
it overlooked so frequently?

Attention to detail — Where is the bill, can’t
he see we're in a hurry? Why is the waitress on
top of us, can’t she tell we're trying to take our
time? Why hasn’t that manager called me back
about my return — I've left him three messages?
Taking social cues, and treating even the most
occasional customer as if he is your best are criti-
cal to keeping people happy... Why are they the
exception, not the rule?

Ambience and feel — Fix the door. Add that
coat of paint. Have the music be genre-appro-
priate. These ideas are not akin to reinventing
the wheel, but they can move mountains when
it comes to pleasing your clientele. So, move the
mountain before John Doe moves his wallet
elsewhere.

Again, what I know about business is minimal, but what I do
have is first-hand knowledge. I'm out on the streets, trading money
for services or products; I'm the guy on the other side of the counter.
'The aforementioned concepts are very real, as are the issues I pre-
sented. I don't believe, absent a very small percentage, consumers go
out looking for issues — who wants to mar his day with conflict? But
rest assured, when a consumer encounters a problem, word spreads
more quickly than any positive news does via advertising.

Trust me on this. I majored in business.

Derek Fisher is the managing editor of the Carmel Business Leader. To reach
Derek write him at derek@youarecurrent.com
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Charitable Business

Third annual Hunt Contstruction Group outing a success

Greeted by perfect weather and a challeng-
ing golf course, 144 corporate and community
leaders participated in the Hunt Construction
Group 3rd Annual Charity Golf Outing, held
September 13 at Eagle Creek Golf Club. Prior
to teeing off, golfers were treated to a continen-
tal breakfast featuring homemade baked goods
contributed by Assistance League members.
While golfers prepared for the shotgun start
they were able to make a donation for an oppor-
tunity to win prize coupons; prizes included
a 55” Samsung TV, an autographed Peyton
Manning photo, gift cards from dining estab-
lishments and local golf courses. Cigars were
provided by The Cigar Bar and Mike Christman
of Fitness Garage donated services as the long
drive specialist to drive tee shots for each team.

A selection of Mercedes Benz automobiles
were on display and generously on loan by
Mercedes-Benz of Indianapolis. One elegant
car was the prize for the golfer who scored
a hole in one; unfortunately that prize went
unclaimed for this year.

Some of the winners for the competition
holes included:

- 1st Place Golf Foursome — Real Estate
Media Team: Carmel’s Rick Arbore,
Rick Risinger, Kerry Schwatz and Den-
ny Freeman

+ Longest Drive — Men’s: Mike Kemper,
Greenwood; Women'’s — Carol Valen-
tine, Carmel

- Two foursomes from Assistance
League played in the outing. The four-
somes included: Lana Ashley, Bev Cop-
peland and Marilyn Elder of Zionsville;
Mary Chapman, Norma Hodges and
Pat Lydan of Indianapolis; Carol Valen-
tine and Val Bertoglio of Carmel.

This outing combined a competitive and fun
event raising $20,000 to help support Assis-
tance League’s philanthropic programs includ-
ing Operation School Bell, ALI Bears, ALI
Friends and Assault Survivor Kits. Visit the
Assistance League website at www.ALindy.org
to learn more.
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Recently, SIGNARAMA Carmel teamed up
with the Special Olympics of Indiana to help
them facilitate one of their largest fundraisers of
the year, the FedEx Plane Pull Challenge, which
took place on Saturday, August 25 at the former
Indianapolis International Airport Terminal. The
event raises funds and awareness for more than
11,000 Special Olympics athletes in Indiana.

The FedEx Plane Pull Challenge pits teams
of up to 20 members against each other in a
race to pull a 164,000-pound FedEx Boeing
757 a distance of 12 feet. Teams must raise at
least $1,200 in order to participate. This year,
the Plane Pull generated more than $131,000
for the Special Olympics of Indiana.

SIGNARAMA Carmel helps the Special
Olympics of Indiana with pre-event advertis-
ing signage, directional signs for the day of
the event, and sponsor recognition for those
that donate their time and money. It was SIG-
NARAMA Carmel’s fourth year as a sponsor
and participant.

SIGNARAMA Carmel Manager Travis
Neal and Co-Owner Mary Hall led the rest of
the staff and several friends in the Pull Chal-
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SIGNARAMA Carmel partners with Special Olympics

Submitted photo

lenge. They set a new record for the team —
under 10 seconds.

“Everyone comes away with a feeling that
the impossible — pulling an enormous plane
—is possible,” says Joel Hall, co-owner of SIG-
NARAMA Carmel and coordinator with the
Special Olympics of Indiana. “It’s just one of
those crazy things that everyone should do. The
environment of the event is like an outdoor
party with music, emcees, food, themed teams
with costumes, and, of course, the athletes. Add
to that the opportunity to pull a very large plane
and you can't help but have a great time.”

SIGNARAMA Carmel is a full-service sign
and graphics center, situated to meet commu-
nications needs. Specialties include banners,
trade show displays, floor graphics, channel
letter and cabinet signs, custom graphics and
logos, real estate signs, event signs, building
and directory signs and individual letters.

For more information on the Special Olym-
pics of Indiana, visit www.soindiana.org. For
more information on SIGNARAMA Carmel,
contact Joel Hall at 575-1805 or visit www.
signaramacarmel.com.

Carmel Chamber of Commerce events for October

MONTHLY LUNCHEON - October 10 —
Ritz Charles (12156 N. Meridian St.) -
12 t0 1:30 p.m. - $18 member pre-pay;
$25 guest and walk-in, as space allows -
Mayor’s State of the City Address

ARROWS YOUNG PROFESSIONALS GROUP
— October 25 — After Hours Networking

+ Hubbard and Cravens (703 Veteran's
Way) + 5to 7 p.m. - Arrows Young
Professionals is an active group for those
under 40. We offer events throughout the
year that include after-hours networking,
educational programs, community volunteer
opportunities and group outings.

THE

Carmel
Chamber

RT OF

PERSONAL SERVICE

|

BANKANDIANAPOLIS

THE NATIONAL

CARMEL
East Carmel Drive Near Keystone Ave.

818-3000

WESTCLAY®
Towne Road Near 131st Street

873-2000

WESTFIELD/CARMEL
146th Street at Cool Creek Commons

815-8700

WEST CARMEL/ZIONSVILLE
106th and North Michigan Road

876-7200




By Derek Fisher
Carmel Business Leader
Matt the Miller’s Tavern has opened for
business. The Ohio-based
restaurant serves lunch
and dinner daily, as well

as a Sunday brunch buf-

the 5,000 square foot-plus

corner space at Range Line

Rd and City Center Dr.

Matt the Miller’s Tavern
11 W. City Center Dr.

11 a.m.to 1 a.m.
Sunday 10 a.m. to 10 p.m.

Matt the Miller’s Tavern
open in Carmel City Center

mari and shrimp and grits to flatbreads, sand-
wiches, pastas, and steak and seafood entrees in
addition to a children’s menu of kid-approved
favorites.

“We are very excited to
celebrate the opening of
Matt the Miller’s Tavern,”

fet. Known as, “The place www ri?ri t:;i’gon com said Melissa Averitt, Vice
to bring family and friends President and Director of
. » Monday-Thursday .
for good times,” Matt the . Marketing and Sales at
T . 11 a.m. to midnight
Miller’s Tavern occupies Friday-Saturday Pedcor. They are a perfect

fit for the unique collection
of independently-owned

restaurants and retailers we

“We love the Carmel
community and Carmel City Center,” said
owner Craig Barnum. “We are very excited
about providing another quality dining venue
for the area.”

Matt the Miller’s Tavern is an upscale res-
taurant concept that offers waiter service din-
ing in the bar and dining room, as well as
private dining for groups up to 25. The menu
ranges from popular appetizer items such as
the Bavarian Pretzel Bites, Pacific Rim Cala-

have here in Carmel City
Center.”

In addition to an extensive selection of wines
and cocktails, Matt the Miller’s is known for
its extensive offering of beer, including unique
craft beers and locally brewed beer and spirits.
It features specials throughout the week to fur-
ther enhance the dining experience, including
a daily happy hour, “Wine Down” Wednesdays
and Ladies Night on Thursdays.

A five pack of business books for October

Work the System — Sam Carpenter: The
author paints a picture of the destructive path
he had taken his business on and
shows you why it’s so critical to

lay the right foundations from the
beginning. You'll learn how to stop
fire-killing and maximize your profit,
create client loyalty, and create

an environment where employees
respect you and enjoy their work.
Visit workthesystem.com

She Takes On The World - Natalie
MacNeil: You'll gain real gems on
how to run your ideal business,
like finding the help you need to
grow, building a team on a budget, and how to
get the world talking about your brand. Plus it
will inspire you to consider how you're female
entrepreneur and change agent off to move
mountains and shape a better world. Visit
shetakesontheworld.net/book

The Millionaire Messenger — Brendon
Burchard: It's a staple on your bookshelf

that you can refer back to anytime you're

feeling lost or unclear on what you're
actually doing. It’s also a very positive
and inspiring read (or you can
listen to the audio series). Visit
millionairemessenger.com
Engagement from Scratch -
Danny Iny: The real life advice
from real people is invaluable and
you can instantly apply it to build
your blog, paid-membership site,
forums and discussion boards.
This book also covers how to
do this for the all important
e-mail list community and
social media platforms. Visit
engagementfromscratch.com/dannyiny.html
Small Business, BIG Vision — Torren
Brothers: It delivers. You'll get the information
you need along with how to implement that
information and plenty of example and
lessons to back it up AND it applies to you no
matter what stage of business you're at. Visit
smallbusinessbigvision.com

- Www.suitcaseentrepreneur.com

SAM CARPENTER

Success ‘

Generational gaps

Today, when we talk about workplace employ-
ees, we actually have people labeled by decades.
Remember the generation Xers and Y'ers? One
generation of kids were all about “me,” and they
didn’t want to work that hard

employees. They’re reaching their stride in pro-
ductivity and they have the knowledgebase of
all those who went before them. Many of these
people were raised by parents who caught the
tail end of the Depression and

and were all for “quality-of-life.”
‘Who can blame them? Anoth-
er young generation was sup-
posed to be all about, “Money,
money, money,” I want the stuft’
that my mom and dad gave me
when I grew up and I want it
now!”

In our family businesses,
over the years we have been
blessed to retire a large num-
ber of people. Many of these
people retired twice. When
I would go to a retirement
party, I would always wonder
to myself what happened to all
the valuable information that
the retiree possesses. Well, it is
basically gone forever. In the auto industry, cars
are generally built in say, five year segments.
After five years the availability of parts and
knowledge to fix cars gets increasingly thinner.
‘When the technicians who worked on these
cars retire, the unique secrets as to how to best
fix these problems are, likewise, lost forever.

Recently, I read an interesting article. It basi-
cally reflected my thoughts; many times people
in their 50s and 60s are amongst the best

Howard Hubler

‘World War II. Their value
system is one of hard work,
integrity and the uncanny abil-
ity to appreciate the value of a
good job.

Today across our country,
hundreds of thousands of these
people are the ones who have
given up looking for a job.
That’s the bad news. The good
news is that they will work
hard and at an income level far
below the value to your com-
pany. In closing, businessmen
of central Indiana, realize that
there is a huge pool of 50- and
60- something year-old men
and women ready to go to
work. They live under the radar and are many
times hard to find. But with a little energy, you
can find them and they will care more about
you and their job than perhaps many of your
current employees who may have been with you
for a long time.

Howard Hubler is a partner with Hubler Express Colli-
sion/NAPA, and the owners of St. Augustine (Fla.) Toyo-
ta. He may be reached at hhubler@statoyota.com.

surance’

3

re YOUR local |ndependen'r insurance agent

= | SHEPHERD

INSURANCE & FINANCIAL
SERVICES

Please join us

in welcoming ,

Team Johnson
to the Shepherd
Insurance family!

Tom & Jeff bring a
wealth of experience
to our agency. Please
contact them for all of
your insurance needs.

shepherdins.com g
& (317)846-5554
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Communication

Killing flies and taking names

I find flies especially irritating. Like
a friendly dog that wants to explore you
entirely, they are the great intruder of
personal space. Unlike
the friendly dog how-
ever, the fly gets into all
kinds of unsavory places
and in my mind the fly is
indelibly linked to and a
symbol of all things dirty.
Only the roach comes
to mind as nastier than
the fly, an overreaction
T'm sure.

As summer draws
to a close, my outdoor
activities have increased
allowing the fly to take
his rightful seat at the
throne as king of irrita-
tions. Again, I com-
pletely understand that
I'm on the verge of being
considered a germ freak, but the fly is an
irritating fellow. You can swat and swipe
at them and they still find a way to land
on your food or the rim of your drink
again and again. Efforts to ignore them
go unfulfilled. And, even if you don't
share my opinion of their nastiness, most

would agree they are irritating. The proof,

most people kill them.

For me, the fly also represents a busi-
ness analogy. This seemingly inconse-
quential little guy, so tiny youd like to
ignore him, can spoil a party. Consider

IntroducingThe All-New 2013

LEXUS ES.SERIES

David Cain

a cookout. Lots of people, drinks, fun,
kids running about, laughter and smiles.
There he sits, the fly with a dozen bud-
dies crawling all over the
food and drinks while
people talk. You shoo
him. He lands on some-
one’s forehead. You shoo
him again, he moves to
your arm then to your
drink then to your plate.
The fly is a relentless,
determined spoiler. He
always wants to disrupt
your party, mildly irri-
tate people, and he’s only
interested in himself.

Little things can ruin
the entire experience. It
takes a lot of work to
prevent the little irrita-
tions in the daily experi-
ence of your customers,
too. It’s a lot of work to get rid of the
flies in your business. I am consistently
on the lookout for flies. I'm the flyswatter
or at least the fly spotter. Always working
to prevent having flies, spot them quickly
when they enter the scene, and imme-
diately escort them out of our business
party. After all, too many flies are a signal
that something must be rotten.

David Cain works at Magnitude, a sales and mar-
keting company in Carmel. Contact David at David.
Cain@MarketMagnitude.com.

speechless.

TEST DRIVE THE ALL-NEW ES SERIES TODAY.
Offering distinctly bold and progressive styling, an interior as

advanced as it is accommodating and more dynamic handling, the

all-new ES captures your attention as well as your imagination.

4610 East 96th Street

(), TOM WOOD
S’

LEXUS

317-580-6888

Training ‘

Starts conversations.

Andthen leaves you -

1Mile East Of Keystone On 96th Street

Located On The Indy Auto Mile At 96th & Keystone

www.fTomWoodLexus.com

Protecting your business: self-edit

As former Massachusetts Gov. Mitt Romney’s 47
percent of Americans remark made its way through
the media, it struck me how incredibly important it is
for people to watch their words. For
business people, where market place
image is so important to success,
individuals should consider the spot-
light always “on

In most cases, your business cor-
respondence (likely e-mail) will stay
between you and your correspondent.
However, when you send that email,
in the first instance you are placing
a great deal of trust in the recipi-
ent’s hands. That individual could
simply forward that email with a
“click” of the mouse to anyone in the
world in a matter of seconds. If your
email contains confidential, propri-
etary business information — it could
impact your bottom line. If your
email contains loose language dis-
cussing your not so centrist political
views, it could offend your customers. If your email
contains derogatory statements about a third person—
it could open you up to litigation.

It is on the litigation front that business own-
ers need to know — they should assume nothing is
completely confidential. Presumably, if you are writ-
ing an email or even speaking to trusted colleagues
or friends, they will not betray that trust. The risk
may be minimal. However, in the unfortunate event
your company is involved in litigation the spotlight
is brighter, and more focused. Litigation (and more
particularly the discovery process) has one goal in
mind — get to the “truth” and the “truth” comes out

Sean Devenney

when all the information is discovered. Thus, no
matter how “confidential” the email or meeting was
supposed to be, the email or the discussion (subject
to very limited exceptions like com-
munications with your lawyer) will
become part of the case.

Much has been written about
document retention policies for busi-
ness in hopes of minimizing the risks
associated with loosely drafted cor-
respondence or memos. Obviously,
businesses should consider document
retention policies to minimize the
risks associated with the inevitable
missteps that result from the poorly
phrased email. However, perhaps
the best risk minimization policy is
to conduct a little self-editing and
forethought prior to putting hand
to keyboard or stepping up to the
microphone.

Stop and think about how your
email or language could be used
against you or put you or your company in a bad
light. If it is a joke you are wishing to memorialize in
email, as clever and funny as you may think it is —it
is not nearly so clever and funny when you are asked
about it in front of six jurors that don’t know you and
aren't exactly in a laughing mood. The old adage is
correct, if you wouldn’t want to see the email written
in bright lights in Time Square, probably best not to
say it at all.

Sean Devenney is a partner at Drewry Simmons Vornehm, LLR
and the vice president of the Chaucie’s Place Board of Directors.
Sean can be reached at sdevenney@dsvlaw.com.

TRASH SERVICE

(317) 539-2024
Drawer |, Clayton, IN 46118
www.raystrash.com

WASTE COLLECTION

Residential

DESTRUGTION
On/0f=Site: Decument Destruction

MJMH‘LM'MU@W !
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Since 1965, Ray’s Trash Service has grown to
become one of the largest independent refuse
and recycling haulers in the state of indiana. Our
company’s commitment to excellence includes
providing a wide range of services, including:

“The Only Product We Have To Sell Is Service.”

REGYGLING
Recycling Gollection and Processing
Asphalt shinglesRecycling

METAL REGYGLING

y -

/
UJMMM@M&L&UMM
mummmmlmwum

Our educated and qualified staff is ready to help with any of your waste disposal and recy
Please call for service today: (317) 539-2024 Toll Free: (800) 531-6752 or visit www.



You Get Paid To Do That?

By Lana Bandy
Carmel Business Leader

How would you describe your job?

I am a photographer and I do a lot of por-
trait work. I also do makeover sessions for
women who aren't high school seniors. They
come in and get their makeup and hair done
and we shoot it more fashion-like. A lot of
photographers are doing boudoir photos; this
is more about the face, eyes and personality.
You can see the connection between the pho-
tographer and the subject — they’re not just
trying to look sexy. These are photos you can
display at home and your kids can see.

How and when did you get started in
photography? I've been a model for 20 years. I
lived in Chicago for 10 years; we had three kids
there and were tired of it. Indianapolis is a nice
city, not too big and not too small, and we’re
from Southern Indiana, so we moved back here
to raise the kids. I took up photography when
we got here. I started taking pictures for fun.
There was no school learning — I learned it all
on my own from all the photo shoots I've been
on. I took some pictures of my niece for fun,
just messing around and all her friends started
calling. I decided ‘OK, maybe I should think
about this.’I bought gear as I went and learned
as I went, about seven years ago.

How does your background in modeling
help? 1 did a lot of catalog work for Kohl’s
and Parisian, some runway, everything. It’s a
good transition from modeling to photogra-
phy because you know
the industry, you know
what looks good and
what the client is look-
ing for. And you put
your own take on it.

Name: Shane Rodimel
Title: Photographer
Business: Shane Photography

Rodimel

Most photographers haven't been behind the
camera and don’t know how it feels. I know
you have to help clients along and say ‘this
looks good.’I can help with posing and I know
about lighting and all that since I've been in a
lot of studios over the last 20 years. That helps
with shooting the fashion end of it.

How did you get started doing these
makeover shoots? I had clients who had
their senior pictures taken and then the moth-
ers loved what we did with the seniors and
they booked makeover sessions. There are a
lot of boudoir photographers, but not so many
people doing fashion/makeover shoots. I think
women like to have their pictures taken and
this is a good opportunity to get beautiful pic-
tures they can put on the wall and feel good
about themselves.

What do you like
best about your job?
I like it when they come
in and look at the pic-

Mike Hurst, Regional President
Dave Clark, Private Advisory

Michael Joyce, Director of Small Business Banking

tures for the first time and say ‘Oh my gosh!’

I get satisfaction out of them seeing them-
selves as I see them. It can really change how
they feel about themselves and give them a lot
more confidence. Everybody is beautiful. You
have to focus on their plusses and accentuate
them with posing or lighting. Whatever is the
prominent feature, I work with that.

What is the most common mispercep-
tion about your work? A lot of people think
you just take the picture and anyone can do it if
you have a nice camera. But it’s knowing pos-
ing, knowing lighting and knowing Photoshop
and composition. All these things come togeth-
er to make a nice picture. Just because you have
a nice camera doesn’t mean you know how to
look for the different features people have.

What tips do you have for the casual
photographer? What mistakes do you
think people make? Turn off the flash on
your camera — it blasts everything out. Use
the light you have, not the pop-up flash. Be
more creative. Go into the other more creative
modes of the camera. For travel photography,
if ’'m going to a town I've never been to, a
tourist town, I look at the gift shop postcards.
There may be things you didn’t know exist; you
can ask the shopkeeper where they are.

Where can readers see your work? I
have a Web site, shanerodimel.com. There
you can see my seniors, my fashion makeovers
(with before and afters) and also my Italy art
samples. I've also done shows on Main Street,
with my more artsy work.

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

Center Grove ICON

coming in November

Times-Leader Publications, publisher of The
Southside Times, The Carmel Business Leader
(with Current Publishing), Hendricks County
Business Leader, Hendricks County ICON and
Johnson County Business Leader has announced
it will publish Center Grove ICON, a monthly
news/lifestyle tabloid, beginning in November.

“We'’re excited to be expanding our coverage
into the Center Grove area and building on the
success of the ICON brand. While many news-
paper companies are shrinking, Times-Leader
continues to grow, and we’re humbled by the sup-
port of our readers and advertisers,” said Brian
Kelly, CEO and president of Times-Leader Pub-
lications.

The Center Grove ICON will reach 8,701
single-family homes monthly via direct mail
within the boundaries of County Line Road, 300
North, SR 135 and US 37.

“Response to the publication from an adver-
tising standpoint has been fantastic,” said Rick
Myers, publisher of The Southside Times and
Johnson County Business Leader. “Content is
king and the content of the Center Grove ICON,
which will be Center Grove centric, will rule the
market.”

Times-Leader Publications has been publish-
ing the Hendricks County ICON since April
2008. It is also direct-mailed monthly to single-
family homes in Avon, Brownsburg and Plain-
field. “The Hendricks County ICON has been
just that, an ICON of the community — serving it
well, and we expect the Center Grove ICON to
play the same role,” Myers said.

Advertising space deadline is Oct. 5 and the
November issue will be mailed Oct. 27. For more
information about editorial submissions or adver-

tising, e-mail info@myicon.info or call 787-3291.

FIRST MERCHANTS BANK

BANKING SOLUTIONS FOR BUSINESS OWNERS

from a community bank.

business.

That’s First Merchants!

Knowing who to trust and surround yourself with is a key to success in
business. At First Merchants, our Business Bankers provide solutions
that meet your unique needs, while providing the service you expect

We know your business and your life are not separate issues. Work with
a team that knows both the professional and personal side of running a

Sound advice, solutions that meet your needs and superior service.
That’s the Strength of BIG and the Service of Small.

T~
L

First Merchants

1.800.205.3464 | WWW.FIRSTMERCHANTS.COM

Mike Hurst | Meridian Plaza, Indianapolis | 317.566.6121 | mhurst@firstmerchants.com
Michael Joyce | Meridian Plaza, Indianapolis | 317.566.6151 | mjoyce @firstmerchants.com
Dave Clark | Meridian Plaza, Indianapolis | 317.844.2143 | dclark @firstmerchants.com

October 2012



State Legislation

Indiana’s economy on track
for a prosperous future

We are continuously striving to create legis-
lation that will provide our state the economic
tools it needs to lead the nation when it comes
to job creation. Indiana is on the right track for

economic prosperity. Accord-
ing to the Pollina Corporate Top
10 Pro-Business States for 2012
study, Indiana has the best busi-
ness climate in the Midwest and
ranks fifth overall in the nation.
This is the fourth ranking in less
than a year where Indiana found
its business climate finishing in
the top ten nationally.

Indiana’s fifth place standing
makes it the only Midwestern
state and the only Northern state
in the top ten. The rankings of

announced in August that Indiana has added
more than 143,000 private sector jobs since July
2009, recording a growth rate of 6.2 percent. This
puts the Hoosier state on a track outpacing the
3.4 percent national growth rate.

It is my top goal to increase
job creation in Indiana, and this
increase is exactly what we were
hoping for when passing eco-
nomic driven legislation like
the Venture Capital Investment
Tax Credit. This legislation was
designed to attract investors by
increasing the maximum amount
of investment tax credits to $1
million.

It is fantastic that the Hoosier
state continually receives national

New Re/Max branch to open in February

Pedcor Companies has signed a lease
with Re/Max Ability Plus to open a 3,500
square foot office space on the first floor of
the Indiana Design Center.

The new office will be home to more than

30 residential real estate agents based in
Carmel.

“We know the Indiana Design Center
will be a great home for our business,” said
Jimmy Dulin, owner of Re/Max Ability
Plus. “Our agents are proud to share the

Design Center with their clients, and clients

will appreciate a seamless introduction to
the state’s top showrooms and professionals
for their home interiors projects.”

The space is set to open in February 2013.

a .-"

J","‘l
Indiana Desig‘n Center

“It’s a great addition to the Indiana
Design Center,” said Melissa Averitt, Vice
President and Director of Marketing and
Sales for Pedcor Companies. “We welcome

new homeowners to enjoy the Design
Center’s offerings and create the residence
of their dreams. Real estate agents are sea-
soned in guiding their clients and an intro-
duction to the design center is just one more
way to help clients settle into their home or
prepare to sell.”

JACKSON GARNERS AWARD - Last week, Michele Jackson, founder
of Harden Jackson, LLC and Chair of the Adoption and Reproductive
Law Practice Group, was awarded the Congressional Colaition on
Adoption Institute’s (CCAI) Congressional Angels in Adoption award
by Congressman Andre Carson. The award honors individuals whose
contributions in the fields of adoption or foster care have had a
national impact. Past honorees include Laura Bush, Bruce Willis, Al

Roker, Muhammad Ali and Patti LaBelle.

our neighboring states illustrate
how we have separated ourselves
from the competition. Kentucky
ranked 28th, Ohio ranked 20th,
Michigan ranked 39th and Illi-
nois ranked 48th.

Kathy Richardson

recognition for its growth projec-
tion and exemplary fiscal stand-
ing. Indiana is one of nine states
to maintain the AAA credit
rating, according to Standard &
Poor, Fitch and Moody’s credit

MIDAS TO GET A TUNE-UP FROM DREAM SYSTEM SOLUTIONS - Everything
needs a tune up once in a while — even auto repair outlet Midas. Dream System
Solutions recently obtained the contract to provide search engine optimization
(SEOQ) services to the Midas chain housing 1,600 locations. “Online, it’s all about
being in the top few organic spots because these are the ones clicked more often,”
said Slava Vidomanets, president Dream System Solutions. “The more clicks, the

To evaluate states, the study examined 32 state
government controlled areas including state infra-
structure, education, taxes, energy costs, economic
incentive programs, human resources, economic
development efforts and Right to Work legisla-
tion. Since 2010, Indiana has jumped forward 18
places, receiving the title of “most improved state.”

The Dept. of Workforce Development

rating agencies.

The legislature will strive to exceed Indiana’s
current accomplishments as the Hoosier economy
continues to shine in the Midwest and shape the
country’s economic landscape.

For Pollina Corporate’s complete report, visit
www.pollina.com/top10probusiness.html.

more likely there is to be a larger return on investment.” SEO helps companies get
to the organic top spot when a person searches for a keyword or phrase — placing
a business in front of a prospective client as he or she searches. When properly
used, SEO gives small businesses the opportunity to compete at the same level
as large corporations. It also provides large corporations with the opportunity to
increase brand awareness and further solidify dominance in an industry. For more
information about Dream System Solutions, visit dreamsystemsolutions.com.

TRUST YOUR TECHNOLOGY NEEDS TO A PROFESSIONAL

A

Sk

VISIT US ON THE WEB

Don’t call a Geek
call a professional!

Computer

ANYWHERE

Troubleshooters

T E C H N OULOTUGY S O L V E D

World’s largest IT network for small business

DEPENDABLE
QUALITY SERVICE
PROFESSIONAL CARE

alphagraphics

increase your reach

Get on-demand printing anytime you need it
with agOnline. When you sign up, you get
access to the best in quality printing services,
available to you from anywhere with just the

Networking & Server Maintenance
Internet / Email Assistance

Application Installation & Support
12955 Old Meridian St, Suite 103

Carmel, IN 46032 click of a button. Website Design & Hosting Call the “experts” at
www.us605.alphagraphics.com Whether you need forms, business cards or Virus & Spyware Assistance Computer Troubleshooters
us605@alphagraphics.com marketing materials, you have a dependable Security Analysis

317.844.6629
317.844.6636

f @

solution with agOnline. We'll even securely
store your documents online to make
re-ordering and customizing a hassle-free
process.

=2317-867-0900
www.CTCarmel.com
316 S Range Line Rd
Downtown Carmel

Remote Access & Diagnostics

Data Recovery & Disaster Recovery
Service Plans

PC & Mac Sales & Service
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Health care law ensures consumers
get information about health coverage

Carmel Business Leader

Because of the health care law, millions of
Americans will have access to standardized, easy-
to-understand information about health plan
benefits and coverage. Insurance companies and
employers are now required to provide consum-
ers in the private health insurance market with a
brief summary of what a health insurance policy
or employer plan covers, called a Summary of
Benefits and Coverage (SBC). Additionally, con-
sumers will have access to a Uniform Glossary
that defines insurance and medical terms in stan-
dard, consumer-friendly terms.

These tools will also assist employers in find-
ing the best coverage for their business and
employees.

“Thanks to the health care law, Americans will
now get clear, consistent and comparable infor-
mation when shopping for health coverage,” said
Health and Human Services (HHS) Secretary
Kathleen Sebelius. “These new tools empower
consumers to make informed decisions about their
health coverage options and to choose the plan that
is best for them, their families, and their business.”

The SBC includes a new comparison tool,
called Coverage Examples, which is modeled on
the Nutrition Facts label required for packaged
food, that helps consumers compare coverage
options by showing a standardized sample of
what each health plan will cover for two com-
mon medical situations — having a baby and
managing type 2 diabetes.

The SBC will include information about the
covered health benefits, out-of-pocket costs, and
the network of providers. The glossary defines
terms commonly used in the health insurance

SHADY DAYS

Qutdoor Services

710-7903

Total Property Maintenance

in Beds and Parking Lots
Debris Patrol in Turf, Beds

Snow Removal and Ice Control.

Parking Lot Maintenance

Custom Plans Available.

market, such as “deductible” and “co-pay,” using
clear language.

Before today, people often lacked uniform and
comparable information when shopping for cov-
erage, often relying only on marketing materials
to make decisions. Starting this fall, consumers
will receive the SBC free of charge and in writ-
ing from the consumers’ insurance company or
employer. This information can be requested at
any time, but it will also be made available when
shopping for, enrolling in or renewing coverage.
It will also be provided whenever information in
the SBC changes significantly.

The SBC will be available beginning today
for consumers in the individual health insur-
ance market. For enrollees in group health plans
enrolling during an open enrollment period, it
will be available during the next open enrollment
period that starts on or after Sept. 23,2012. For
enrollees who enroll outside of an open enroll-
ment period, it will be available at the start of the
next plan year that begins on or after Sept. 23.

The SBC and Glossary were developed in
collaboration with the Department of Labor,
Department of Treasury, consumer groups, the
insurance industry, State Insurance Commission-
ers, and other stakeholders.

For more information on the announcement,
please visit: www.healthcare.gov/law/features/
rights/sbe/index.html. For a sample SBC, please
see: www.cciio.cms.gov/resources/files/sbe-sam-
ple.pdf. For the SBC template, please visit: www.
cciio.cms.gov/resources/files/sbe-template.pdf.

For the Uniform Glossary, please visit: http://
cciio.cms.gov/resources/files/Files2/02102012/
uniform-glossary-final.pdf.

Let us take care

of your property
s0 you can take
care of business.

Mowing, Fertilization,
Weed Control

and
Parking Lot.

Design and Build.

and Stripping.

CIliff Bivins

Proprietor

www.shadydays.us
Info@shadydays.us

GROW YOUR BUSINESS NOW

Extend your brand and advertising message to more than 104,339
households in Indy’s most affluent market by U.S. Mail every month.

For as little as $385 a month.

CURRENT

CARMEL | FISHERS | NOBLESVILLE | WESTFIELD | ZIONSVILLE

One of the fastest-growing newspaper companies in the nation.

317.489.4444 | info@youarecurrent.com
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Social Media Optimization
Social Media Marketing

The Most Efficient Way
to Market Your Business on the Internet

Twitter
Facebook
Linkedin
Blogs
Article Writing
Forum Posts

Visit us ot W
Direct Line: 317-362-9017
Powered by Swan Software Solutions

We help your business grow!
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Dispatches ‘

T0 GET ATTENTION IN TRIS WORLD
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‘NO HARD FEELINGS’ - A big group of laid-off workers
have a message for their formers employers: No hard
feelings. A study from Temple University found that 45
percent of layoff victims surveyed would go back to work
for the employer that let them go. The study’s sample
included a wide range of unemployment lengths, with
65 percent of those surveyed out of work for at least

27 weeks, the U.S. Department of Labor’s definition of
long-term unemployment. Another 23 percent of those
included in the study were unemployed for more than two
years. - www.foxbusiness.com

CAN’T SAY ‘NO’ TO THIS - Let’s face it: There are days when it’s just darned tough to
get out of bed. Yes, you love your business, but sometimes you burn the candle at both
ends and simply love five more minutes of sleep.
We have a cure for that: an alarm clock without

a snooze button and with a battery backup that
makes you get out of bed. more. And as wake-up
time approaches, you cannot reset the alarm time.
It could be the world’s most exasperating alarm
clock. Once it goes off, to stop it you must get out
of bed, go into the kitchen or bathroom, and punch
the day’s date into a telephone-style keypad. That’s
the only way to stop the loud ‘ding-ding,” designed
to sound like a customer angrily banging on a
concierge bell at a hotel. At $350, you wouldn’t
want to smash it, but you will open your business on time. - www.ramosclock.com

EVEN MISTAKES BIGGER IN TEXAS - You don’t ever want to short
America’s team, but the Dallas Cowboys did fumble the domain
name Cowboys.com. According to The Dallas Morning News, team
owner Jerry Jones chose not to pay $275,000 for the Web site
name when it came up for sale in 2007. Dumb move, and now it's
come back to bite him. After years of sitting dormant, Cowboys.
com came to life recently as “an online dating community for men
who enjoy the same country living lifestyle.” While the database
does allow men to search for women, the vibe tilts toward
Brokeback Mountain. Not that there’s anything wrong with that. -
www.cnbc.com

DON’T BE A BUDDY - Bosses who become friends with employees risk professional lines
being blurred, but there are steps to take to make the expectations clear, business author
Gwen Moran writes. Among them: Don’t socialize with employees on weekends, set a
professional tone in conversation and discourage oversharing of personal information. -
www.entrepreneur.com

TOOL COULD PROVE USEFUL - SizeUp, a LR
tool created to help small businesses learn

and grow, is now available free of charge

through the Small Business Administration. ;

The widget shows businesses how they stack

up against the competition in their area,

and is available both on sba.gov and sizeup.

com. The tool can help businesses create a .
strategic plan for growth through by analyzing
competition, seeing how their business |

currently stacks up in the market, and finding
the right advertising markets to reach their target market. - www.smallbiztrends.com

LITTLE LIES - The best leaders allow themselves a degree of self-deception but don’t
completely lose touch with reality, experts say. A slightly inflated sense of your own ability
can give you the confidence needed to influence and inspire others, explains Rutgers
University anthropology professor Robert Trivers, and can help you to deliver more
convincing and impressive public presentations. - www.wsj.com

LEADERSHIP TIPS — When Michael Phelps’
goggles filled with water during an Olympic final FA I . A I M
four years ago, leaving him swimming blind, his

G

training kicked in. Phelps’ coach, Bob Bowman,
had taught the swimmer to count strokes to f"'ﬂﬁ A R i\ E T f"‘ -
gauge his distance from the finish line, enabling
him to push through even without visual cues.
“Great leaders ... give their team members the ! b
experience or at least the opportunity to think

through what they’re going to do if things don’t go .
perfectly,” notes Scott Eblin. - www.eblingroup.com
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HamiltenlCountylBusinesslEantagcts

Get your card in front of more than 93,000 households in Hamilton County! Call Dennis 0°Malia @ 370-0749 for details

Done right, by

Dowdy

ELECTRIC, CO.
Electrical - Heating - Cooling, Co.

Same-day service ¢ Call 317.24POWER
www.CallDowdy.com

Authorized TRANE, KOHLER & GENERAC dealer

$25 OFF ANY SERVICE

- Full Service House Calls
- Medicine, Surgery & Dentistry
* Mo Driving: No Waiting

- Dogs & Cats are Less Stressed

www. curbsidecare . com (317) TT1-1952 curbzidecare@mall com

HAVEL LAW OFFICE, PC

600 E. Carmel Drive, Ste. 141, Carmel, IN | www.havel-law.com

* Car, Truck and Motorcycle Accidents

* Biking Accidents

» Slip and Falls on Residential
and Commercial Premises

* Injuries from Explosions, Fires, Railing
or Stair Collapse

Linda Havel

Providing Personal Attention to your Personal Injury Claims

CALL 317-819-8380 OR 317-525-7754
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YROSE . WINDOWS

Since 1993

LICENSED

e 848-7634

nsuRep WWW.centennialremodelers.com

Fall Services:
> ROOFING ¢ SIDING

Storm Damage/Insurance Specialist

Cenfral Indiana

Chamer
Servicing:

Carmel, Fishers, Noblesville,
Westfield and Zionsville.

knstinshousecleaning(adgmail.com
117.414.2918
Insured & bonded.

Personal Training
with Cindy Sams (317) 250-4848

Get Real Results you can See and Feel!
Lose intimidation of weights, gain confidence, get your MOJO back!

My specialty is EVERYTHING Weight Loss!
9 years of success after success!

It's Your turn! Check it out at:

www.fbfitness.com
ALifeVantage Independent Distributor of P
www.abdiveit.com

A.CE Certified

SPECIALIZING IN INTERIOR & EXTERIOR PAINT

Cailing Begar & Teviamy - Drpual Repar § Faith
Carpmtry Services - Wallpaper Remen| - Sidimg
Trim Beard Feglnemend - Windows - Door Replacement
Pownrwiid & Saal - Dachs - Faces & Coacras

Ain€ing ;01 053

ginne 1984
Since 134 FOISTPAINTING.COM

|1 DW Masonry
d . and restoration

Chimncys, indoorfoutdaor frepladses,
outdoor kitchens, custom rock and
shone, pavers, pressune washing

Don Worthman
317-420-9320

Lo e B
Build with comfidence

Decks / Porches / Sunrooms
Bazement Finizhing / Room Additions
Genaral Contracting / Custom Carpentry
Locally owned, operated & staffed

J17-748-2949
riversedpedesignificomeast net
B Wehpian O Fisheers, ks AGIET

WINDOW CLEANING

* Commercial / Residential Window Cleaning * Gutter Cleaning
* Fully Insured * Free Estimates

Save 15% off 1st Time Cleaning
(317) 645-8373

Simpson Construction Services
For all of your construction needs
Personal, Professional & Reliable

Gary D. Simpson
Office: 317-660-5494 Cell: 317-703-9575

Free Estimates & Satisfaction Guaranteed

e Kitchen/Bath Remodeling e Dry Wall

e Custom Decks ¢ Plumbing/Electrical

¢ Finished Basements ¢ Roofing/Siding

e Ceramic Tile * Household Repairs

¢ Wood Floors ® Power Washing

® Doors/Windows ¢ Decorative/Regular Concrete
e Interior/Exterior Painting ® Handyman Services

simpsonconstructionservices@gmail.com

WALLA INTERIOR PAINTING

Family owned - Carmel/Westfield based
2011 & 2012 Angie’s List Super Service Award winner
Fully insured - FREE ESTIMATES

Discounts on high quality paints

- walls
 Gelings Most rooms $150 to $185
- drywall repair for two coats and patching ~

wallapainting@gmail.com
317.656.7045

LAURASILAUNDERMUTH] e o,
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Indoor Air Quality = Duct
e -

12377 E. 196th St
Noblesville, IN «sﬁegﬁ;\
317.773.9831

www.ductz.com )

FAMILY TRADITIONS HOME SERVICES, LLC

Generations of Quality Craftsmanship

ELECTRICALRSERVI CERAREPA|RSS

55%56‘%“ E

For Service Call...

Kirk (317) 504-3395 or Mike (317) 374-1590
Locally Owned & Operated
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, | Less than an inch. The difference
¥ , ' between off and on. For you, there
- ' is no in-between. Just today’s
deals and deadlines. Clients to
i+ email and copies to make. You
+don't think about all that goes on
,/ behind that switch. Because we do.



