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Boston real estate firm
that represents only
tenants enters Utah

By Barbara Rattle
The Enterprise

Cresa, a Boston-based firm
that is the largest company in
North America to represent only
tenants in commercial real estate
transactions, has entered the Utah
market with an office in Salt Lake
City. It becomes the only company
of its kind in the Beehive State.

Two established industry vet-
erans have combined to launch
Cresa’s office at 1240 E. 2100 S.,
Suite 300. Paul Anderson, found-
er of Work/Place Solutions LLC,
Salt Lake’s only tenant advisory
boutique, has joined forces with
Paul Skene, who brings 24 years
of commercial real estate experi-
ence, formerly at CB Richard Ellis
and Cushman & Wakefield. They
will be co-managing principals of
Cresa Salt Lake City.

“Paul and I were partners at
CB Richard Ellis, so we have a
track record of working together
and I think the world of his skill
set and his experience in this mar-

ket,” Anderson said. “We’ll bring
something to the market that I
wasn’t necessarily able to provide
with Work/Place Solutions, which
I’'m folding into Cresa. It’s just
me and Paul at this point, but we
anticipate some growth.”

Anderson said the two big-
gest reasons he thinks Cresa will
flourish in Utah are that fact that
it is conflict-free and that it can
offer a host of integrated services
to tenants of all sizes.

“Every large or medium
sized brokerage company here
represents both landlords and ten-

see CRESA page 2

Speakers: some restaurant chains
avoiding Utah due to liquor laws

By Brice Wallace
The Enterprise

Are Utah’s restaurant lov-
ers missing out on dining options
because of the state’s lack of
liquor licenses? Speakers at
last week’s Business and Labor
Interim Committee said that was
indeed the case.

During a lengthy discussion
about the availability of liquor
licenses and whether bumping up
the number would cause more
DUIs or other safety woes, a few
lawmakers and speakers indicated
that some restaurant chains are
avoiding Utah because they are
unable to secure a license.

Steve Bogden, managing
director and principal broker at
Coldwell Banker Commercial,
which represents 30 to 40 chains,

love to put 12 restaurants in Utah.
“It’s our deal and our feelings that
this is an economic development
question,” he said. “It really is.
This is about jobs. This is about
payroll. This is about taxes.”

In four years, those restau-
rants would employ more than
1,000 people earning an average
of $42,000 annually, would pro-
duce $40 million in sales and gen-
erate $2.7 million in sales taxes.
What’s more, the trickle-down
effect would boost architects,
developers, contractors, subcon-
tractors, building materials com-
panies, maintenance and repair
workers and tourism, among oth-
ers, he said.

He agreed that statistics indi-
cate that a “wet” state does have
more public safety issues. “But
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Utah-based VC company
merges with firm
founded by Google exec

By Brice Wallace
The Enterprise

A Utah-based venture capital
firm has merged with a Silicon
Valley firm founded by Google
executive chairman Eric Schmidt
and is looking to raise $200 mil-
lion for a new VC fund to aid
early-stage high-tech ventures.

Tomorrow Ventures Fund III
will “fill the gap” between struc-
turally restricted venture firms and
the limited capital of angel inves-
tors, a pair of managing direc-
tors told the Governor’s Office
of Economic Development Board
during its April meeting.

The fund is being formed
by Epic Ventures, based in Salt

Lake City, which is now part of
Tomorrow Ventures, founded
in 2009 and based in Palo Alto,
Calif., following a merger a few
months ago.

“We felt like we get in most
of the deals that we really try
to get in and have had a lot of
success that way, but with the
name of TomorrowVentures we
just had that much more success,”
Kent Madsen told the GOED
board. “There have been deals
that we’ve been competing with
that we can now enter purely
because we now can say we are
Tomorrow Ventures.”

The new fund will have

see VC page 2

— Barbara Rattle

West Elm, a Brooklyn, N.Y.-based upscale retail store
chain featuring contemporary furniture and other housewares,
is hoping to enter the Utah market. Seattle-based general con-
tractor Jackson Dean Construction is seeking subcontractor
bids for an approximately 8,100 square foot store at the new
City Creek Center in downtown Salt Lake City, according
to bid information filed with the MountainLands Area Plan
Room. The plans indicate the projected start date of construc-
tion is July 9 and that the store would be substantially com-
plete by Sept. 21. Company spokesperson Abigail Jacobs said
she was unable to confirm plans for the store, and City Creek
representatives said they do not comment on rumored tenants.
West Elm is a wholly owned subsidiary of Williams-Sonoma
and, in addition to furniture and housewares, retails office
furniture, linens and upholstery. Currently it has 39 stores in
the U.S. and Puerto Rico. West Elm was founded in 2002.
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from page 1

ants,” he said. “We are completely
unconflicted. We can in a very
unbiased way represent the inter-
est of the tenant only. With Cresa,
we have fully integrated services;
we can help tenants with every-
thing from strategic planning to
site selection to transaction man-
agement to post transaction proj-
ect management. We offer facili-
ties management. We’re not prop-
erty managers; what we’ll do is

help companies that manage their
facilities do that better. There are
tenants with triple-net leases. We
have experts in that field within
the organization. We offer work-
force and relocation planning, we
do a lot of lease administration
for larger companies with a lot
of leases that want to make sure
everything gets paid on time and
they’re not overpaying for operat-
ing expenses, etc. We have some
capital markets capacity. Sublease
and disposition is the only time
we’d ever have a listing because

we don’t do any agency work.
But if we have a tenant that needs
to dispose of space we have the
capacity to market and sublease
it.

“Salt Lake is a fast grow-
ing marketplace for commercial
real estate for tenants. There are
an incredible number of inbound
tenants from outside this market.
We’re seeing that particularly in
the south end of the valley, Point
of the Mountain, where you’ve
got a lot of large tech companies,
particularly from the Bay Area,
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moving here. Salt Lake is really on
the radar screen of so many com-
panies, and it’s not just inbound
business but companies based
here. Real estate is an important
component of the operations of a
company.”

Anderson said he expects to
be “fairly aggressive in marketing
and educating the community that
we exist. Paul and I see the vast
majority of the growth in business
that we are able to procure here
in Salt Lake. Obviously, Cresa is
going to have some requirements
coming into Salt Lake, but we
certainly don’t see that as a major

piece of our revenue. We really see
organic growth in this market as
the big driver to our revenue.”

He added that Cresa agents
are traditionally compensated by
the fee generated by transactions.

With the addition of Salt Lake
City, Cresa now has 57 North
American locations. Through its
partnership with Savills, one of the
world’s largest commercial real
estate services firms, Cresa cov-
ers more than 255 locations in
40 countries. The company was
formed in 1993 and employs more
than 800 people.

VC

from page 1

Schmidt and Zions Bank as “cor-
ner” limited partners.

Epic began as Wasatch
Venture Fund in 1994 and about
a decade ago began branching
out to create relationships outside
Utah. Epic and Tomorrow Ventures
informally jointly funded about
six companies before merging.

Managing director Nick
Efstratis said about one-third of
Epic’s deals have been in Utah.
“We think that will probably con-
tinue,” he said.

The target will be early-stage
investing, meaning seed capital
to Series A rounds with fund-
ing between $250,000 and $5
million. Efstratis said there are
“super angel” funds and other
angel activity, “so there is a lot
of money early on if you need
sub-$1 million. [When] you need
that next stage of growth to reach
that Series A — $1 million to $5
million — it gets a little harder.
... You’re not quite far enough
along for the really big funds to
get involved.”

“I think it’s great,” said
GOED board member Amy Rees
Anderson. “That’s where the gap
is in Utah, in between the angel
and the bigger VC fund. I think
that will be awesome for entrepre-
neurs in Utah.”

“I think some people don’t
really realize, in our opinion, how
exciting Utah really is,” Madsen
said. “For a small population, it’s
amazing how many startups we
have. Fundamentally, we’re very
strong and it’s a very, very excit-
ing place to invest. That’s frankly
why we’re going to spend so much
effort and energy here. There are
great entrepreneurs here.”

“It’s just exciting,” GOED’s
executive director, Spencer P.
Eccles, said, “to see this very
significant step forward in Utah in
terms of attracting outside interest
here, and it will continue to shine
the light down inside Utah, and
we need more of this. Potentially,
to your chagrin, it will increase
your competition for deals, but we

need more dollars flowing in and
it all kind of works together and
let the market work.”

But Madsen cautioned that
Epic has syndicated and had joint
ventures with other VC firms. “I
don’t really view this as competi-
tion,” he said. “We’re not Silicon
Valley, where there are 70 funds
trying to get in a hot deal. There’s
a good deal here, we know all the
other funds, they know us. We all
want to get in. We usually share.
There’s usually room and need.”

The path leading Epic
Ventures to Tomorrow Ventures
began when Chris Stone, former
executive vice president at Novell,
became an Epic Ventures advisor
and later a managing director. He
had a strong relationship with
Schmidt, who had been chairman
and CEO of Novell and later CEO
of Google.

Being part of
Tomorrow Ventures should help
with deal flow, Madsen said. At
its Peak, Epic saw 2,300 deals
a year. Schmidt’s group sees
about 6,000. Schmidt, he said,
“is a brand name that people care
about,” bringing credibility to the
Salt Lake operations, which will
remain in place.

“It’s exciting for us,” Madsen
said. “We think it’s exciting for
Utah. It gives us better deal flow
but also helps our companies as
they grow.”

SUGAR HOUSE
OFFICE SPACE

2257 South 1100 East
Salt Lake City, UT 84106

Sugar House $16 / RSF / Year
500-12,000 Sqg. Ft. Available

Call 801-486-8157 or email
gary@garyayork.com for
property information and
features.

Secure prime office space
now as Sugar House looks
forward to light rail and
major developments in the
near future.
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Kneaders development agent expanding

Four Foods Group, the
Highland, Utah-based develop-
ment agent for Kneaders Bakery
and Cafe, plans to undergo a major
expansion in September and has
broken ground for new eateries in
Ogden and Saratoga Springs.

The company will be relocat-
ing to a 4,500 square foot corpo-
rate office space and 12,000 square
foot warehouse to be built at 871
S. Auto Mall Dr. in American
Fork. The move will allow the
Four Foods Group to centralize
all of the distribution of the retail
goods it sends out to its restau-
rants. In addition, two full restau-
rant equipment and supply pack-
ages (which are sent out to new
restaurants every 60 days) will
be housed at the facility. Staging
for new restaurants will also be
performed at the new location.

The new space in American
Fork will be replacing the com-
pany’s current 1,400 square foot
corporate office space and 2,600
square foot warehouse. The relo-
cation will equal a 500 percent
increase in office space for Four
Foods Group.

“We see our company grow-
ing tenfold while in this new
space,” said Andrew K. Smith,
CEO. “However, we plan on
expanding even further during the
next three to four years.”

He said the company fore-
sees employing more than 600

Four Foods Group is expanding its office and warehouse, and recently
broke ground for two new Kneaders restaurants.

people by the end of 2012.

Four Foods Group experi-
enced 165 percent growth in 2011.
The company joined forces with
the Kneaders organization when
Smith became the franchisee for
Kneaders’ Lehi location. Kneaders
has since become one of the fast-
est-growing restaurant franchises
in Utah. The Four Foods Group
acquired the exclusive develop-
mentrights to expand the Kneaders
brand throughout Utah, Colorado,
Arizona and Nevada and broke
ground for an Ogden location at
1953 S. Washington Blvd. on May
1 and a Saratoga Springs location
at 1484 N. Redwood Road on
April 24.

Heath and Amber Hooper
of Eagle Mountain are operating

partners of Kneaders’ Saratoga
Springs location. Aaron and
Rachel Seitzinger of South Ogden
are operating partners of the
Ogden location.

Kneaders Bakery and Cafe
serves sandwiches, soups, sal-
ads, pastries and European hearth
breads baked daily in onsite
hearthstone ovens. The firm also
offers catering services and gift
ideas such as gift baskets.

Colleenand Gary Worthington
opened the first Kneaders Bakery
and Cafe in Orem in 1997. The
franchise now consists of 19 oper-
ating locations including 16 in
Utah, two in Yuma, Ariz. and one
in Meridian, Idaho. The franchise
plans to open 11 locations this
year.

Zions Bank CPI reveals
rebounding real estate market

The Zions Bank Wasatch
Front Consumer Price Index
increased 0.7 percent from the
month prior, driven by increases
in the price of housing — a sign
that the Wasatch Front housing
market is showing signs of recov-
ery.

A 1 percent increase in the
costs of housing accounted for
half of the rise in April's CPI
along the Wasatch Front. Locally,
rental rates and hotel prices
increased strongly, while the cost
of consumer home goods, such as
appliances and bedding, increased
at a more modest rate. Over the
course of the last 12 months, the
price of housing has increased 3.7
percent across the Wasatch Front,
compared to 1.7 percent nation-
ally. Price increases in this sector
are a sign that consumer demand
is rebounding.

In April, 71 percent of
Utahns thought that the price of
their home would increase or
remain the same. Consumer con-
fidence in home prices reflects
an increasingly positive outlook
for the local housing market and
economy.

"We are seeing very positive
signs from the housing market this
spring," said Zions Bank president
and CEO Scott Anderson. "When
you consider where the market has

been for the past few years, any
increase in the price of housing is
a great indication that the worst
may be behind us. Obviously, the
recovery still has its challenges,
but the Wasatch Front is uniquely
positioned to recover faster than
the rest of the country. As Utah
continues down the road to recov-
ery, Zions Bank is dedicated to
delivering the most accurate and
relevant economic information to
consumers and businesses."
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in our opinion, there are very few
people that will go to Chili’s ... or
take the family to Olive Garden
and then go driving out of control
down State Street.”

Under current definitions,
a full-service restaurant liquor
license involves the sale of alco-
holic beverages in conjunction
with a food order, and at least 70
percent of the restaurant’s sales
must be from food. A limited-
service restaurant license allows
wine, beer and heavy beer on the
premises in conjunction with a
food order, with the same 70 per-
cent food threshold.

Mark Bouchard, senior man-
ager for CBRE, said demand for
full-service restaurants in Utah
will continue to grow. “I think
the great challenge that this com-
mittee has is managing the deli-
cate balance between public safety
and what’s in the public interests
while continuing to meet the eco-
nomic demands of this state and
the diversification we’re undertak-
ing as we go forward and grow,”
he said. But with companies like
eBay and Adobe bringing in peo-
ple and furthering the diversifica-
tion of the state’s population, “that
diversification is going to bring a
different view as to what ‘delicate’
balance is.”

At issue is whether Utah
needs to have more liquor licenses
available. Currently, based on a
state-derived formula, only one
license is available to be issued
for full-service restaurants. All the
others have been allocated. Other
western states have different for-
mulas and quotas for determining
license allocation. “It is really all
over the board,” said the commit-
tee’s co-chair, Sen. John Valentine,
R-Orem.

Sen. Gene Davis, D-Salt
Lake City, said Utah seems to
have “arbitrarily high numbers”
for population required for each
liquor license. “I’m just wonder-
ing, how do we address the arbi-
trary number based on population
that we’re doing in the state of
Utah so that we can accommodate
the growth of small business?”
Davis asked. “That’s my ques-
tion.”

“That’s a great question,”
Valentine replied, “and that’s what
this committee will have to be
dealing with.”

The issue of public safety
is a key, Valentine said. Statistics
indicate that Utah had the lowest
DUI rate per capita during 14 of
the past 18 years, and finished sec-
ond or third the remaining years.
Based on data from the Centers for
Disease Control, “the bottom line
is, a wetter environment will yield
a higher DUI rate,” he said.

“We indicate and we tout that

we have a lower DUI rate and I
think that’s a very laudable thing
for us to have in the state,” said
Rep. Michael Morley, R-Spanish
Fork. “It’s always been a question
for me: is that because we limit
the number of restaurants licenses
that are able to sell liquor in res-
taurants, or is that because of the
beliefs of the people and they will
adhere to that standard regardless
of whether they have a number
of choices in their community to
drink?”

Morley insisted that some
chain restaurants want to enter the
Utah market but won’t without a
liquor license. “It’s just part of their
strategy, part of their model. ... It
would be difficult for me to imag-
ine that introducing, for example,
a Chili’s and an Applebee’s and an
Outback [Steakhouse] in Spanish
Fork is going to increase liquor
consumption in that area.”

Rep. Bradley Last,
R-Hurricane, said the availability
of liquor licenses in resort areas
makes sense. “In terms of full-ser-
vice restaurants, from my perspec-
tive, I don’t know what we gain by
limiting the number of full-service
restaurants in Park City that can
offer alcohol,” he said. “It seems
to me like we might just leave a
lot of people shaking their heads
that come here and spend a lot
of money and have a great time
skiing but when they go out to
eat [cannot drink] ... We want to

accommodate without encourag-
ing, I guess.”

Rep. Brian Doughty, D-Salt
Lake City, insisted that full-service
restaurants are not the problem
when it comes to DUIs. “You talk
to police officers and they’ll tell
you the problems come from bars
and taverns where people are spe-
cifically going there to consume
alcohol as a destination,” Doughty

said.

Valentine said the committee
will have alternatives to consider
at its June meeting. “This issue ...
has significant economic develop-
ment concerns. It also has as a
counterbalance the public safety
concerns,” he said. “I think that
we can come up with solutions
that meet both of those objec-
tives.”

American Fork-based certification
exam firm under new ownership

Certiport, an American Fork-
based provider of performance-
based certification exams and
practice test solutions for academ-
ic institutions and the workforce
and technology markets, has been
sold to Minneapolis-based Pearson
VUE, a computer-based testing
firm for information technology,
academic, government and profes-
sional testing programs around the
world.

The acquisition of Certiport
extends Pearson VUE’s prod-
uct range and geographic
reach. Certiport’s foundational
level exams and test preparation
materials will help Pearson VUE
build relationships with technol-
ogy professionals early in their
academic and professional careers.
The acquisition also supports
Pearson VUE’s expansion into
fast-growing international markets

with more than half of Certiport’s
revenue coming from outside
North America.

As a leading provider of
foundational level certification
programs from Microsoft, Adobe,
HP, CompTIA, AutoDesk, Intuit
and other industry-recognized
credentials, Certiport has 12,000
Certiport Authorized Testing
Centers around the globe and
delivers more than two million
tests each year throughout the sec-
ondary, post-secondary, workforce
and corporate technology markets
in more than 153 countries and 27
languages worldwide.

The terms and conditions of
all Certiport partner contracts will
remain in place. Certiport will
continue to operate independently
and deliver on the company’s part-
ner-focused business plan, with
oversight from Pearson VUE.
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Provo-based data
collection firm gets
$70 million in funding

Provo-based Qualtrics,
a technology company that has
operated largely “under the
radar” for a decade, has received
a capital infusion of $70 million
from Accel Partners and Sequoia
Capital to help it expand its soft-
ware-as-a-service (SaaS) product
offerings and accelerate its global
growth, beginning with the hiring
of another 250 employees in the
next year. The firm presently has
a staff of about 200.

Qualtrics has established
itself as a top choice of busi-
nesses for online data collection
and analysis by making it easy for
anyone in a company to conduct
Ph.D.-level research. The com-
pany said it has been profitable
since its inception in 2002 and
has not accepted outside funding
until now.

“Today most research and
data collection is outsourced at
great expense, or done internally
with tools that are either too basic
or much too complex,” said Ryan
Smith, CEO and co-founder,
Qualtrics. “We offer end users the
do-it-yourself tools and rich ana-
Iytics they need to be responsive
to a fast-changing market, with
security and collaboration across
the enterprise.”

Customers are embracing
the Qualtrics approach, result-
ing in triple-digit growth since
2008. The burgeoning Qualtrics
client base already includes many
of the world’s most iconic brands
in every major industry category,
including Barnes & Noble, CVS
Caremark, GEICO, Microsoft,
Neiman Marcus,Royal Caribbean,
Southwest Airlines, Thomson
Reuters, Toyota, Vodafone and
Zappos, more than 50 percent
of the Fortune 100 compa-
nies, 49 of the 50 Bloomberg
Businessweek top business schools
and every major university in the
United States.

The company’s product line
includes the Qualtrics Research
Suite, which combines sophisti-
cated features such as conjoint
analysis, branching logic and
advanced customization with an
intuitive, easy-to-use interface.
Organizations of all types and sizes
can easily collect, analyze and
act on large amounts of unstruc-
tured data without programming.
Leveraging the strengths of its
research suite, Qualtrics recent-
ly released Qualtrics 360 and
Qualtrics Site Intercept, expand-
ing its SaaS product offerings
beyond market research.

Qualtrics 360 is a talent
assessment and leadership devel-

opment platform that allows com-
panies to evaluate and measure
employees at every level in an
organization. Companies can
partner the Qualtrics 360 plat-
form with any existing leadership
competency or assessment — or
purchase one from the Qualtrics
marketplace — to deliver their
own 360 evaluations, self-evalua-
tions and performance reviews in
real-time.

Qualtrics Site Intercept is
an online marketing and research
tool that interacts with specific
website visitors. Companies can
increase customer satisfaction and
revenue by serving custom mes-
sages and invitations to individual
visitors including surveys, ads,
promotions, coupons and polls.

Neither Accel Partners
nor Sequoia Capital are strang-
ers to tech investing. The for-
mer pumped funds into the likes
of Facebook, Groupon, Kayak,
Walmart.com and Zimbra, while
the latter has worked with compa-
nies that include Apple Computer,
Oracle, Cisco Systems, Yahoo!,
Google, YouTube, Zappos and
Green Dot.

The firm is slated to be the
subject of a June 4 article titled
“Qualtrics: Tech’s Hidden Gem in
Utah,” in Forbes magazine.

You love your employees.

Investview Inc. names MacDonald president and CFO

Draper-based  Investview
Inc. (formerly Global Investor
Services Inc.) has named J. Randy
MacDonald as president. He will
also assume the duties of chief
financial officer.

Most recently, MacDonald
was global head of retail at MF
Global. From 2000 to 2006 he

They are your greatest resource. Protect their future and your
company by sponsoring a preventative heart disease

screening at your offices.

CardioCare conducts corporate wellness events by utilizing a
simple, non-invasive screening device to quickly determine the
health of the heart and blood flow through the cardiovascular
system. The device is FDA approved, highly accurate like a
traditional invasive procedure, and provides immediate screening

results to the participant.

Medical Science has proven that Heart Disease is not only
preventable, but reversible. Along with the screening, your
employees will be educated and have the opportunity to combat
this epidemic by improving their own heart health.

Healthy employees means happy employees, less downtime,
more productivity, and decreased insurance premiums.

801-368-1022

led financial operations at TD
Ameritrade as CFO and treasurer
and played a key role in leading
TD Ameritrade in its consolida-
tion efforts. From 2006 to 2007 he
served as COO of TD Ameritrade,
responsible for all operations,
technology and administration
functions, including brokerage

(.

operations, project management,
human resources and real estate.

Investview Inc. provides and
delivers an online program of
investor education, offers proprie-
tary investor search tools and trad-
ing indicators, distributes weekly
newsletters and offers access to
live weekly trading rooms.

Invest in your work force by scheduling a
screening event today with CardioCare.

CardioCare

Listen to your HEART!

info@cardiocare1l.com

www.cardiocare1l.com
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Committee examining taxation of hotel bookings

By Brice Wallace
The Enterprise

A legislative committee
wants clarity regarding taxation
of hotel bookings made through
online intermediary companies.

Lawmakers said during the
Revenue and Taxation Interim
Committee’s meeting last week
that current law is ambiguous
about tax information being avail-
able to all parties — consumers,
hotels and hotel intermediaries
— when a hotel booking occurs

online.

Sen. Curt Bramble, R-Provo,
said intermediaries contend that a
portion of a transaction amount
should be nontaxable because it is
a service fee. But Utah currently
has no tax exemption for hotel
room resellers, he said.

Bramble said customers
know what they paid during an
online transaction but may not
know how much of that amount
was a tax. He said determining
the amount of a transient room tax

WWW.

/) /BAKED GOODS //_/& CATERING.

We provide personal service and
delicious hand crafted menus for
your corporate events, weddings, or
office parties and lunches and our
full service catering is accepted at
most major Salt Lake venues.

Whether your plans include an
outrageous outdoor party, or a
private family gathering, we are
confident that your event will be our

next best performance!

or hotel tax due on a transaction
is troublesome for the state Tax
Commission.

Sen.John Valentine,R-Orem,
said state courts across the coun-
try are trying to decide what taxes
are actually being collected and
remitted to the states. He said all
parties should know what taxes
are paid and which transaction
portions are nontaxable in a situ-
ation where, for example, a cus-
tomer pays $100 to the hotel for
a room booked online and for
which the intermediary paid $80.

“The question isn’t whether
they’re paying the taxes. I believe
the answer is yes,” Bramble said.
“The question is, what is the base
those taxes are being assessed on?
Is it the $100 or the $80? And
what is being told to the customer
that they’re paying for the room
versus what they’re telling the
state or the county that was paid
for the room? That’s at the heart
of the issue.”

Bramble sought guidance
from the committee as to whether
it should pursue a solution legisla-
tively or let the matter be resolved
by courts. He said a broader ques-
tion is whether a consumer has an
inherent right to know what taxes
they are paying in a transaction.

The committee will have
further discussions.

“I don’t want to pick win-
ners or losers in the middle of the
game,” said Rep. Tim Cosgrove,
D-Murray, “but I think, as a leg-
islative body, we definitely have
a role in identifying ... where is
that tax [and] where it should be
collected.”

Please call 801.532.7829 for more information.

Legislators want to crack down on
spas skirting recently passed bill

Legislators and others are
wanting to crack down on spas
trying to skirt a bill passed during
the general session.

The Business and Labor
Interim Committee will formulate
a new bill that further clarifies
that a spa cannot use “medical,”
“med” or derivatives of the word
“medical” in their business name
or literature unless the business
employs a medical professional
to oversee the cosmetic medical
procedures there.

Committee co-chairman Sen.
John Valentine, R-Orem, said use
of those words and derivatives
by spas creates “a potential for
misleading the public for using
the ‘medical’ terms when, in fact,
there is no medical provider on
the premises.”

SB40, passed earlier this
year,contained a Valentine amend-
ment designed to prohibit that,
but the derivative element was
not included. The amendment was
aimed at preventing an entity “to
hold themselves out in the public
light as a medical spa, medical
facility or medical clinic unless
that facility has an individual on

the premises while those medical
procedures are being performed,”
Candace Daly, representing the
Utah Beauty School Owners
Association, told the committee.

Daly said one beauty school
in Utah plans to change its name
to include “Med.” “We actual-
ly thought that was pushing the
envelope a little bit and trying to
get around what Sen. Valentine
put in on his amendment,” she
said.

Valentine warned that a com-
mittee bill would become effec-
tive immediately upon passage.
“We’re also sending a very strong
message to the industry that they
do so at their own peril if they
change the names because this
one will not have a delayed effec-
tive date,” he said.

A new bill also would more
clearly specify the types of medi-
cal procedures that can be done at
facilities. Daly said some beauty
schools do not have the word
“medical” in their names but
sometimes students do medical
procedures without a medical pro-
fessional there the entire time the
procedures are taking place.

Woodbury breaks ground for
building in Research park

Construction has begun on
a three-story, 63,000 square foot
office and laboratory research
building at 630 Komas Drive,
Salt Lake City, that will have
Blackrock Microsystems as its
primary tenant.

Woodbury Corp. is the owner
and developer of the $5.25 mil-
lion project on about 2.5 acres at
the University of Utah’s Research
Park. The contractor is R&O
Construction, and construction is
expected to be complete by the
end of January next year, accord-
ing to Lynn Woodbury, vice presi-
dent of design and construction at
Woodbury Corp.

“It’s going to feature a sun-
screen on its west and south ele-
vations that will give it some
unique visual characteristics
which also promotes energy effi-
ciency,” Woodbury said. “This is
really developing one of the last
remaining pieces of undeveloped
property at Research Park. ... It is
on Komas [Drive] but really will
have a very visible presence on

Foothill Boulevard.”

Blackrock  Microsystems
will lease about 30,000 square
feet. The remaining space is still
available.

Blackrock, founded in May
2008, already has a presence in
Research Park at 391 Chipeta
Way. The privately held company
provides enabling tools for the
neuroscience, neural engineering
and neuroprosthetics research and
clinical community worldwide.
Its innovation began in 1997 as
Bionic Technologies, a U. spin-off
later acquired by Cyberkinetics
Neurotechnology Systems Inc.
That company’s research business
was later acquired by Blackrock.

R&O, a general contractor
with projects in 18 states, said last
week that most materials for the
project will be installed immedi-
ately as they are delivered. That
“just in time” delivery method
will help keep the public safe on
a congested campus environment
because it keeps traffic to a mini-
mum.
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will go to help saving
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ARTS/ENTERTAINMENT

* Days before the Utah Arts
Festival begins on June 21, 20
tons of sand will get dumped on
the festival grounds at 200 East
and 400 South in Salt Lake City.
Sand artist Ted Seibert will
move in for the week and create
a giant sand sculpture that will
be complete mid-festival some-
time between June 21 and June
24. Festival-goers will be able
to watch the sand evolve into
a work of art. Seibert is at the
helm of the Sand Sculpture Co.,
which has built hundreds of
sculptures across North America,
Bermuda, Europe, Asia, Australia,
New Zealand and Africa.

BANKING

e Bank of Utah has donated
a $30,000 lot in Pleasant View to
Have A Heart. This is the first lot
donation by a bank in the 12-year
history of Have A Heart, which
builds new homes for people with
low incomes, military and spe-
cial-needs families and for people
requiring wheelchair accessibility.
Have A Heart is a service arm of
the Northern Wasatch Association
of Realtors and Northern Wasatch
Home Builders Association. The
2012 Have A Heart Home will be
built on the lot for a qualified fam-
ily.

e Zions Bank’s Women’s
Financial Group is now accept-
ing applications for its 2012
Smart Women Grants, open to
anyone whose proposal promotes
the empowerment of women or

e Industry Briefs °

directly benefits women or low-
income and underserved popu-
lations in Utah and Idaho. Six
$3,000 micro-grants will be
awarded in each of the following
categories: small business start-up
and expansion, community devel-
opment, continuing education
and teacher support, child and/
or elder care, health and human
services, and arts and culture.
Visit www.zionsbank.com/smart-
women or call 1-800-737-6586 for
more information or to obtain an
application. Applications must be
received or postmarked by June
29. Community peer review pan-
els will select the grant recipients,
to be announced in September.

COMPUTERS/
SOFTWARE

e Allegiance Inc., a South
Jordan-based provider of Voice
of Customer Intelligence (VOCi)
technology and services, has been
named a recipient of a Customer
Interaction Solutions 2012 CRM
Excellence Award by TMC,
an integrated media company.
Allegiance Engage was selected
based on its ability to help extend
and expand the customer relation-
ship to become all encompassing,
covering the entire enterprise and
customer lifecycle.

CONSTRUCTION

e The Intermountain chap-
ter of the American Concrete
Institute recently recognized 22
different projects across the state

for Excellence in Concrete. Jack
B. Parson Companies, Ogden,
was recognized as the concrete
supplier for seven of the winning
projects, including Jury’s Choice

Everything for the
Contractors

We rent the best

4343 Century Drive
Salt Lake City, UT 84123

801- 262-5761

www.centuryeq.com

for the structure and paving of the
Natural History Museum of Utah
at the Rio Tinto Center. The firm
also received awards for the City
Creek Center Retail Development,
Merit Medical Parking Structure,
he Regent Condominium Tower
at City Creek, Dimple Dell Park
Tunnel/1300 East Improvement

Project, Centerville Debris Basin
Dam and Ogden High School
Auditorium Historic Restoration.

e Six Utah-based com-
mercial contractors are on
Engineering News Record’s Top
400 Contractors in the U.S. this
year. They are led by Layton

continued on next page
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Construction (No. 85), Okland
Construction (No. 90), Big-D
Construction (No. 99), Jacobsen
Construction (No. 145), R&O
Construction (No. 194) and
Clyde Companies (No. 197).
The rankings are based upon 2011
construction revenues reported by
the companies to ENR. Mirroring
the market conditions nationwide,
Utah’s commercial construction
companies report mixed results
individually, but in the aggregate,
show an increase in revenues of
10.3 percent over revenues report-
ed in 2010. The cumulative rev-
enues of the top four Utah con-
tractors on ENR’s Top 400 list
rose from $1.92 billion in 2010
to $2.12 billion in 2011. Portions
of revenues of a number of these

Utah companies are generated out-
side the state of Utah.

ECONOMIC
DEVELOPMENT

* The Governor’s Office of
Economic Development recent-
ly awarded $760,000 in grants
to support new technologies
that universities and university
licensees are seeking to commer-
cialize in Utah. The grants are
designed to help build companies,
create jobs and drive economic
development in the state. A panel
of private-sector experts made rec-
ommendations for the Technology
Commercialization and Innovation
Program (TCIP) grants for 19
projects supporting technologies
developed at the University of
Utah, Brigham Young University,

801.521.8600

We know your needs are a
little more complicated.

Vision plus imagination is the recipe
for greatness. No single design or
building fits everyone’s needs—nor
do the preconceived ideas of an
architect. So we facilitate. We open
a dialogue to help understand and
accomplish your expectation in the
most functional,
aesthetic way possible. Give GSBS
Architects a closer look. Together,
we’ll figure out exactly what you
need, and then we’ll make it happen
from scratch.

www.gsbsarchitects.com

sustainable and

GSBS i

ARCHITECTS

Utah State University and Weber
State University. Funded projects
range from a minimally invasive
pressurized water dental drill tech-
nology and a wireless surgical
laparoscope to an “undefeatable”
motion detection sensor and a pro-
prietary technology that re-engi-
neers axle and drivetrain compo-
nents for more efficient vehicle
power transmission. Several of the
awardees are new grant recipients,
while others received follow-on
grants for existing companies and
projects (companies may obtain up
to two grants for the same appli-
cation of the same technology).
In addition to demonstrating their
technology’s economic poten-
tial, startups must demonstrate
their ability to achieve important
milestones in their progress and
match the TCIP grants with fed-
eral or private money to leverage
the state’s investment. The state
invests about $1.6 million annu-
ally through the TCIP program
to support university technology
commercialization with a focus on
innovation in Utah’s most robust
economic clusters: life sciences,
information technology, manu-
facturing, materials, energy and
the environment. This fiscal year
featured three grant solicitation
cycles (last year had two) as a way
of speeding the grant process and
making more funding available to
an increased number of companies
in need of early-stage funding.
The number of grant applicants
also increased to 43 from 28 in the
prior round.

EDUCATION/TRAINING
College,

¢  Westminster

Salt Lake City, has created the
Gore-Giovale Chair in Business
Innovation. John and Ginger
Giovale provided $2 million to
endow the position within the
Bill and Vieve Gore School of
Business. Over the past two
decades, the Bill and Vieve Gore
School of Business has grown in
both size and stature, and now has
more than 600 undergraduates and
400 graduate students. The profes-
sor who holds the chair must be
an impassioned educator who not
only inspires students to learn, but
challenges them to achieve their
maximum potential.

e Stevens-Henager College
announced 14 new scholarship
programs worth $6 million
annually. All of the new scholar-
ship programs may be awarded
on a quarterly basis to recipient
students at each Stevens-Henager
campus and the campuses of its
sister schools, CollegeAmerica
and California College San Diego.
The number of scholarships that
each campus can award per quarter
will be based upon the campuses’
enrollment size. The new scholar-
ships target students that research
has shown to be most in need of
financial assistance. Specific aid
will be awarded to single parents,
professionals already in the work-
force, first-time college students,
entrepreneurs and students study-
ing in fields such as health care,
nursing, IT and graphic design.
For more information visit steven-
shenager.edu/scholarships or call
1-877-535-0012.

* Provo-based VitalSmarts,
a corporate training and organi-
zational performance firm, has

released the fourth edition of
Crucial Conversations Training,
one of the training industry’s lead-
ing courses in teaching high-lever-
age skills to improve dialogue,
relationships and bottom-line
organizational results. The two-
day award-winning training course
is based on extensive research
including 10,000 hours examin-
ing thousands of opinion lead-
ers in team meetings, high-stakes
discussions and face-to-face con-
frontations. Through this research,
VitalSmarts’ authors found the
specific behaviors and skills of
high-leverage interpersonal dia-
logue demonstrated by the most
influential leaders. The research
is also published in the long-run-
ning New York Times best-seller
Crucial Conversations, which has
sold more than two million cop-
ies.

FINANCE

* Results of a new survey of
American adults released by The
Penn Mutual Life Insurance
Co. suggest that women worry
about financial matters big and
small but tend to act more on
the immediate concerns of fam-
ily and household. According
to Penn Mutual’s fourth annual
Worth survey, women see the big
picture but still pay more attention
to the day-to-day financial needs.
Women surveyed cited retirement
(42 percent), expenses (41 percent)
and health care costs (30 percent)
as their top financial concerns,
whereas men listed expenses (38
percent) and the economy (35 per-
cent) and retirement (30 percent)
as their biggest worries. While
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they worry about these signifi-
cant savings and investing chal-
lenges, fewer women than men
have a financial plan (50 percent
vs. 61 percent) and are less active-
ly involved in retirement plan
goal-setting, savings and invest-
ing. Among financial goals, both
women and men say living within
their means is most important (89
percent and 82 percent respective-
ly) as are saving for emergencies
and their future, yet more women
feel they are behind on these goals
as compared to men. Women say
they feel most behind on saving
or paying for their children’s or
grandchildren’s college education.

HUMAN RESOURCES

e The Society for Human
Resource = Management  in
Alexandria, Va., has awarded the
Platinum EXCELAward, SHRM
Membership Super Star and the
SHRM Foundation Chapter
Champion designations to the
Salt Lake SHRM for its scope of
work in 2011. The designations
are recognition components of
the SHRM Affiliate Program for
Excellence (SHAPE). SHAPE
measures  include  alignment
with SHRM’s overall objectives,
strategic focus and initiatives
as well as promoting the HR
profession at the local level.

LAW

e The University of Utah
S.J. Quinney College of Law has
received a $4 million gift from The
Church of Jesus Christ of Latter-
day Saints toward construction of
its new 155,000 square foot facil-
ity. Groundbreaking on the build-
ing is expected to begin in 2013,
the college’s centennial year. The
college’s current building, which
comprises approximately 98,000
gross square feet, has housed the
College of Law since 1963, and
is no longer adequate to meet
programmatic and student needs.
Although architectural plans have
yet to be finalized, the building’s
current plans call for the inclusion
of a 450-seat conference center
that will allow the College of Law
to host mid-sized conferences and
lectures and attract outside events
to the U campus, which currently
lacks a similar-sized venue.

e Angela E. Atkin has
joined Ray Quinney & Nebeker
as a shareholder in its Tax
Section. Previously, she was a
shareholder at another Salt Lake
law firm. Atkin’s practice focuses
on all aspects of estate, probate
and trust matters, including estate
planning, estate and trust adminis-
tration, gift, estate and generation-
skipping transfer tax issues, as
well as the formation and ongoing
operation of family business enti-
ties and tax-exempt corporations.

She also has experience with tri-
als and settlements involving the
Internal Revenue Service and the
Utah State Tax Commission. She
is a certified public accountant and
practiced as an auditor with Grant
Thornton LLP prior to attending
law school.

MANUFACTURING

¢ R. Anthony Sweet, chair-
man of Salt Lake City-based
Sweet Candy Co., became Candy
Industry’s 67th annual Kettle
Award recipient during a recep-
tion held in Chicago on May
9. Born and raised in Salt Lake
City, Sweet began his career as
a third-generation candy maker
at Sweet Candy Co. during his
teenage years in the late 1950s.
Upon graduating from Stanford

University in 1964 with degrees in
history and economics, he returned
to join the family business shortly
thereafter. After enlisting in the
U.S. Air Force Reserve, Sweet
started full-time employment as
an assistant plant superintendent
at Sweet Candy Co. He quick-
ly took on more responsibility,
becoming assistant plant manager,
production manager, vice presi-
dent of manufacturing and execu-
tive vice president. In 1983, Sweet
became president and CEO, taking
on chairman duties in 2008 — a
position he holds today. Under
Sweet’s leadership, the 119-year-
old candy company grew, despite
operating within a mature industry.
He revamped the facility’s tech-
nology, plant and equipment and
expanded its distribution through-

out the United States and abroad.
In 1999, Sweet Candy Co. moved
from an 89-year-old building to
a state-of-the art facility, located
three miles south of the Salt Lake
International Airport.

REAL ESTATE

* Henry Walker Homes,
Centerville, has named Jami
Furniss as director of marketing.
In her new role, she will oversee
all marketing activities includ-
ing onsite signage, print materi-
als and online outreach and will
serve as the primary liaison for
the customer. Furniss previously
worked in research, web design
and development at Marketstar
and i4 Solutions. She attended
Lehman College in New York and
studied business technology and

media design.

e KBS Real Estate
Investment Trust III, a non-
traded real estate investment trust
based in Newport Beach, Calif.,
has acquired Gateway Tech
Center, a 198,565 square foot
converted warehouse property at
155 N. 400 W. in downtown Salt
Lake City. The five-story, Class
A office building is situated on
nine acres and was built in 1909
for the Salt Lake City Hardware
Co. The structure is 92 percent
leased to 16 tenants, including
Western Electricity Coordinating
Council, SUPERVALU Inc. and
Utah Associated Municipal Power
Systems.

* Among major metropolitan
markets in the West, Salt Lake

continued on page 11
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City led all markets with a
53 percent upsurge in Phase I
Environmental Site Assessments,
a unique indicator of real estate
transactions, and thus of general
real estate market conditions,
according to California-based
Environmental Data Resources.
Generally, lenders and buyers hire
engineering and consulting firms to
do a Phase I ESA because there is a
serious intent to arrange financing
or complete a transaction. When
the engineering companies get
busier, it means bankers, escrow
agents, buyers and sellers are
almost certainly getting busier
too.

SPORTS/RECREATION

e The Far West Ski
Association is inviting the
community to participate in its
80th Annual Convention at
the Ogden Eccles Conference
Center, June 7-10. Activities open
to the public during the event
include a new Far West Film Fest,
a day program and a silent auction
offering more than $100,000 in
affordable travel packages for bid.
For more information visit www.
fwsa.org.

TRAVEL & TOURISM
e The Utah Office of

Tourism’s 2012 Utah Life
Elevated Travel Guide is now
available for travelers to plan
Utah vacations. The 80-page
publication includes full-color
photography and information
about scenic parks, activities and
events, a pull-out map, plus three
“Elevated Experiences” inserts
containing regional travel ideas
for northern, central and southern
Utah. Four cover images were
used. One cover features Grand
Staircase-Escalante National
Monument’s red rock and the
alpine of the Wasatch Mountains.
Another edition features the Salt
Lake City skyline and an overlook
at Snow Canyon State Park.
The guide also highlights Utah’s
economic vitality. The guide
includes information about parks
and public lands; skiing and winter
activities; water sports; hiking
and climbing; biking; wildlife
adventures; off-road adventures;
golfing; accessibility; guides and
outfitters; and arts, history, culture
and events. Copies are available
at tourism offices and welcome
centers. A free copy is available
by contacting the Utah Office of
Tourism at Council Hall, 300 N.
State, Salt Lake City, Utah 84114,
by calling the office at (801) 538-
1900 or (800) 200-1160, or visiting
www.visitutah.com.
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advertise 533-0556
www.slenterprise.com

LOCAL. INDEPENDENT. UNITED.

LOCAL FIRST UTAH: WORKING TOGETHER
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customers with large national chains, coping with small marketing budgets, doing
it all yourself. But now there’s LLocal First Utah, a 501 (c3) non-profit organization
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Europe's loss is
your gain

By Don Shafer

A year ago, the lines to go
through U.S. Customs were huge
for people coming from Europe to
the United States, while those for
returning Americans were short
and quick. Today, the reverse is
becoming more and more the
case.

So, what’s going on with
Europe?

If you’ve paid attention,
what’s going on is a big switch in
the values of currency. The euro is
down about 25 percent versus our
beloved dollar. Last year, it was
over $1.65 for a euro, and now, it's
close to $1.25. What that does is
make us more expensive and them
fantastically affordable.

We know and feel your pain,
Europe. But hey, why not take
advantage while we can? The euro
slump means lower prices for peo-
ple going from here to there on
hotels, restaurants and, as luck
would have it, especially cruises.

The cruise companies contin-
ue to build more and more bigger
and bigger ships, and since fewer
and fewer folks from “the conti-
nent” can afford to do anything
but try to survive, they want us to
fill the void.

Allow me to give some
examples from Norwegian Cruise
Lines.

Sail the beautiful blue
Mediterranean Sea for a week start-
ing at just $449 plus taxes June 9 on
the Norwegian Jade from Venice.
June 16 it starts at $549, and these
sailings of the Greek Isles and
Eastern Mediterranean also offer
up to $150 onboard credit, which
is valid on sailings from May 26
through Oct. 6. Or how about a
seven-day Norwegian Epic sailing
the Western Mediterranean (Spain,
Italy and Southern France) also
with up to $150 onboard credit
on June 3 from $599 per per-
son or June 17 starting at $629
per person. But, wait, there’s
more: 12-Day Norwegian Spirit
sailing the Western and Eastern
Mediterranean with that same
onboard credit June 3 from $849
per person plus taxes, June 27
from $999.

I personally love the Freestyle
Cruising on Norwegian Cruise
Line because you not only get
incredible accommodations, ter-
rific entertainment, the relaxing
spas and lively atmosphere, but
delicious gourmet food at many
different types of restaurants any
time you want to dine — no sec-
ond and third seating. Plus, you
can explore Italy, Greece, France
and Spain visiting some of the
most beautiful cities of the ancient
and modern world.

It’s necessary for me to stop,
because this is beginning to sound
like a commercial, and anyway,

all of the cruise companies have
outstanding bargains.

My travel agent actually can-
celed my cruise on Princess sailing
out of Southampton, England for
the fjords and northern lights of
Norway (which I booked with him
as a Christmas present by making
a refundable deposit at the end
of November 2011). Why did he
cancel? So he could rebook it
and save us a thousand dollars.
Yup! They dropped the price that
much.

Europe wants you!

They want you so much,
they’ve lowered the prices on just
about everything, or, I should say,
the banks have made it happen.
Oh, and also the citizenry, who
apparently don’t want to pay their
bills. In that respect it appears
we’re a lot alike.

Airfares are pretty good,
too. Just beware of the taxes.
Example: round-trip Salt Lake
City to Brussels is about $700 on
Delta.With taxes, $1380. Still not
bad, but that’s right: about half in
taxes. Oh, those Europeans.

Don Shafer has been hosting radio
travel shows in Salt Lake City for
more than a dozen years, and was
taught everything he knows by
travel experts he has interviewed.
Although some have called him
“The Travel Doctor,” he holds a
Ph.D. in a totally unrelated field,
religion.

Great business reading for
the upcoming vacation season

(Editor’'s note: Each month
Jack Covert, founder of 800-CEO-
READ, reviews the best recently
released business books. Jack
is also the coauthor of The 100
Best Business Books of All Time,
recently updated and expand-
ed, and released in paperback.
800-CEO-READ is a leading direct
supplier of book-related resources
to corporations and organizations
worldwide, and specializes in
identifying trends in the changing
business market).

The Good Food Revolution:
Growing Healthy Food, People,
and Communities
By Will Allen, Gotham Books
272 pages, $26, Hardcover

For an average-sized book,
there is a lot within this one.
From the title, one might expect
sociological research on trends in
organic food, or an analysis of a
health food business and how they
became successful. While it cer-
tainly has traces of those things, it
is so much more.

This book is by and about
a man named Will Allen, who
grew up around farming, played
professional basketball, managed
a chain of restaurants, was an
executive for Procter & Gamble,
battled cancer and a lot of dis-
crimination and racism along the
way, and returned to his life’s pas-
sion and roots in farming to help
the health, economy and lives of
many people.

During Allen’s succession of
career changes, from disco owner
to P&G exec, he was continu-
ously involved in farming, from
his back yard garden to starting a
farmer’s market co-op to eventu-
ally buying a number of green-
houses and forming the company
Growing Power, which is now a
leader in the field of urban agri-
culture. Growing Power grows
and sells produce, fish and eggs
locally, and educates others on its
processes. It teaches people and
businesses how to grow their own
food, and how to grow it better
than what’s commonly available
in stores. Speaking to the impor-
tance of that work, Allen states:

“If we are to make farming a
profession that young people want
to enter, we need to create new
models for growing and distribut-
ing food that are both emotion-
ally satisfying and economically
viable. We have to be guided by
the principle that small is beauti-
ful.”

And as convenience contin-
ues to propel businesses such as
fast food restaurants and corner
stores forward, the quality of food
and our health is at stake. Again,
Allen focuses on young people:

“Our current generation of
young people rarely eat fresh
foods, don’t know how to grow or
prepare them, and in many cases,
can’t even identify them. They
have become entirely dependent
on a food system that is harming
them.

I believe that equal access to
healthy, affordable food should be
a civil right — every bit as impor-
tant as access to clean air, clean
water, or the right to vote.”

The Good Food Revolution
is the kind of book you just can’t
put down, rich with personal sto-
ries and full of insightful lessons
about business and life that tran-
scend the food industry. There
are fundamental lessons in Allen’s
work that all leaders can learn
from. Certainly, we can’t all grow
food, but every leader can look at
their business for the true human
value that exists within it, and
think about ways to spread that
quality for the benefit of others.

The Reinventors: How
Extraordinary Companies Pursue
Radical Continuous Change
By Jason Jennings, Portfolio
256 pages, $26.95

The once vital Main Streets
of America are all but out of
business, boarded up or filled
with antique stores shopping the
delights and detritus of anoth-
er era. Jason Jennings visits the
main street of his own abandoned
hometown at the beginning of
The Reinventors to use it as a
metaphor for “what will happen to
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you, your job, and your business
unless you become a reinventor
completely committed to constant
radical change and growth.”

Jennings’ previous books,
Less is More, Think Big, Act
Small, It’s Not the Big That Eat
the Small ... It’s the Fast that
Eat the Slow and Hit the Ground
Running all made a case for busi-
ness agility in one way or another.
This new book does so as well,
and then takes it one step further
by stressing the need for business
model agility. According to a 2010
IBM Global Study:

“It turns out that 67 per-
cent of worldwide leaders think
their current business model is
only sustainable for another three
years, while another 31 percent
believe their current model might
have as long as five years.”

So The Reinventors should
find a home on many executives’
desks, as the time is now to begin
the process of serially reinventing
your business, to highlight com-
panies that are good at it and to
teach other leaders how to master
the skill. The history of business
has always been one of churn,
of quick rises and dramatic falls,
and smart leaders know that they
are but temporary stewards in that
history and must transition their
companies through that change.

Your job as you know it and
your business as it is currently run
will eventually change. The only
chance any of us have for pros-
perity is to constantly reimagine,
rethink and reinvent everything
we do and how we do it in order
to remain relevant. We must all
become reinventors, and we’d
better do it quickly.

If you made it though the
recession with your job or busi-
ness intact, everything may seem
more stable now that you are on
the other side of it. But remember
that the world under your business
is still silently shifting, and you
are going to have to shift with
it. Jennings is not going to give
you a new business model to do
that with in this book, but he will
teach you how to figure it out for
yourself, how to be more aggres-
sively innovative, how to become
a serial reinventor.

How Will You Measure Your
Life?

By Clayton Christensen, James
Allworth & Karen Dillon, Harper
Business
240 pages, $25.99, Hardcover

Clayton Christensen is a
business theorist who, in 1997,
wrote the renowned Innovator’s
Dilemma which introduced the
idea that most well-established
companies are overtaken not by
behemoth competitors but by
“disruptive” innovations that rise
up and cut down giants in part
because the giants were oblivi-
ous to the threat, and/or unable to
invest in new emerging technolo-

gies. Christensen is also a dedicat-
ed professor at Harvard Business
School, and describes himself as
“a father and grandfather with a
deeply held faith.” This book is
a commingling of Christensen’s
passions, but always returns back
to the theories he has spent so
many years studying and teaching
in business courses:

“Good theory can help us
categorize, explain, and most
important, predict. People often
think that the best way to predict
the future is by collecting as much
data as possible before making a
decision. But this is like driving
a car looking only at the rearview
mirror—because data is only
available about the past. ... This
is why theory can be so valuable:
it can explain what will happen,
even before you experience it.”

How Will You Measure
Your Life is populated with per-
sonal anecdotes — the fates of
famous classmates, the prog-
ress of Christensen’s career, his
motivations as a family man, his
numerous health challenges —
that lead back to business theory
as a way to guide others to bet-
ter decision-making. Treat your
life, Christensen says, to the same
careful planning you would your
business in order to avoid some
of the catastrophic events that can
happen to companies when they
don’t develop a deliberate, yet
agile, strategy:

Beware of the emergent
strategy. Serendipity should play
a role in all strategy. Define your
purpose. “Without a purpose, the
value to executives of any busi-
ness theory would be limited.”
Allocate your resources in a way
that aligns with your purpose. In
other words, you are what you do,
not what you mean to do.

Set your metrics: Christensen
says “the only metrics that will
truly matter to my life are the indi-
viduals whom I have been able to
help, one by one, to become better
people.”

It’s May, and all around us
our children, our friends’ chil-
dren, our nephews and nieces,
our grandchildren are graduat-
ing from school. Heading out in
to a world that is their oyster,
but could also be their undoing.
Clayton Christensen’s new book,
How Will You Measure Your Life,
would make a perfect gift, and
will help direct their decisions and
steer their moral compass as they
set out in the world.

Giving workers control and choice
over where and how they work.

Free-address workplaces. Collaboration hubs. Third places, and now even fourth
places. Alternative workplaces. Coworking spaces. Serviced offices.

Whatever they’re called or where they’re located, they’re the workplace equivalent of the
Zipcar — spaces that are shared, swapped, reserved, rented or simply claimed for a time,
versus individually “owned.” Like the Zipcar, these new workplaces offer a trio of advantages:
financial, cultural and environmental. No wonder they’re fast becoming an important compo-
nent of the new normal for progressive companies all over the world.

The timing is right — some say overdue — for an extreme makeover of the traditional work-
place. Shared spaces give owners a way to shrink real estate or optimize what they have to
accommodate more people, which translates quickly into cost savings. At the same time,
shared spaces are more appealing to build community and give workers choice and control
over where they work, depending on the task at hand. And, as a form of collaborative
consumption, they’re an Earth-friendly way to use fewer resources while still having everything
that’s needed for productive work in an interconnected world.

More choices for where to work

A growing number of organizations now recognize that non-traditional workplace strategies
and spaces can contribute to their overall business effectiveness and efficiency. Midwest has
categorized the various places where work gets done, and focused on alternative workspaces
that extend a company’s real estate or are within existing facilities.

The lingo is evolving almost as fast as the spaces, but in general here’s what the terms
usually mean:

- Coworking facilities are an alternative to working at home with an emphasis on creating
community, usually for self-employed individuals and small start-ups

+ Serviced offices provide convening spaces for groups that need to work together for a
specific number of days; used concurrently or sequentially by multiple groups or companies;
also sometimes called collaboration hubs.

+ Co-owned/leased facilities put multiple companies into one workplace on a long-term
basis, usually with separate spaces assigned to each company and some shared.

- Satellite offices provide corporate hoteling options for a company’s mobile employees.

+ Hybrid facilities combine resident and mobile employees in a single corporate space.

+ In-house third spaces provide a casual, coffee-shop atmosphere for work within a corpo-
rate space.

Putting work in its place

With more and more mobility, work is becoming what you do versus where you go. Ironically,
the freedom to choose where to work is raising the bar for workplaces everywhere. “Good
enough” spaces are only good enough if you’re required to be there or have nowhere else to
go.

Everyone knows the legend, “that innovation starts in a garage, but sooner or later we all grow
up and need a place to work”.

The same can be said of coffee shops, libraries, park benches, pools and most other casual
third-place destinations: sooner or later, they’re just not good enough places to do really good
work.

Midwest Commercial Interiors
987 S. West Temple - SLC, UT 84101
801-359-7681 mwciutah.com
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Huntsman

Huntsman Corp., with main
offices in Salt Lake City and
Texas, reported company-record
net income of $163 million, or
68 cents per share, for the quarter
ended March 31. That compares
with $62 million, or 26 cents per
share, for the same quarter in
2011.

Revenues totaled $2.9 billion,
up from $2.7 billion a year ear-
lier. The polyurethanes segment
revenues grew from $1 billion to
$1.22 billion. The pigments seg-
ment revenues grew from $364
million to $424 million.

Huntsman is a global chemi-
cal manufacturer and marketer.

“Our first quarter 2012 earn-
ings represented a record perfor-
mance. There are still consider-
able financial benefits forthcom-
ing from our restructuring efforts,
Peter R. Huntsman, president
and CEQ, said in announcing the
results. “Notwithstanding certain
economic challenges in various
parts of the world, I am most opti-
mistic about our earnings poten-
tial.”

Extra Space Storage

Extra Space Storage Inc.,
based in Salt Lake City, reported
funds from operations (FFO) of
$33.1 million, or 33 cents per
share, for the quarter ended March
31. That compares with FFO of
$23.5 million, or 25 cents per
share, for the same quarter in
2011.

Net income attributable to
common shareholders totaled

 Earnings Roundup °

$20.2 million, or 21 cents per
share. That compares with $8.3
million, or 9 cents per share, for
the year-earlier quarter.

Revenues totaled $91 million,
up from $74.5 million a year ear-
lier.

The company is a self-admin-
istered and self-managed real estate
investment trust that owns and/or
operations 882 self-storage prop-
erties in 34 states and Washington,
D.C. It has about 585,000 units
and about 64 million square feet
of rentable space. It is the second-
largest and/or operator of self-
storage properties in the U.S. and
is the nation’s largest self-storage
management company.

“We are pleased with the per-
formance of our properties and
our execution on the fundamen-
tals of our business,” Spencer F.
Kirk, chairman and CEO, said
in announcing the results. “Our
same-store revenue growth and
expense control were excellent
and we are entering the busiest
part of the year in a good position.
The previously announced acqui-
sition of 36 assets from Prudential
Real Estate Investors will propel
our future earnings growth and
help provide ongoing returns to
our stockholders.”

Myriad Genetics

Myriad Genetics Inc., based
in Salt Lake City, reported net
income of $29.6 million, or 34
cents per share, for the third fis-
cal quarter ended March 31. That
compares with $27.9 million, or
31 cents per share, for the same

quarter in 2011.

Revenue totaled $129.8 mil-
lion, up from $102.4 million in the
year-earlier quarter.

Myriad Genetics produces
molecular diagnostic products to
assess a person’s risk of develop-
ing disease, guide treatment deci-
sions and assess risk of disease
progression and recurrence.

“Myriad continues to gen-
erate very strong top and bot-
tom line results and therefore we
are raising our expectations for
fiscal 2012 performance,” Peter
D. Meldrum, president and CEO,
said in announcing the results.
“We are committed to continuing
down this path of strong perfor-
mance and these results reflect
the success of our strategic direc-
tives: to grow existing tests and
markets, to expand internationally
and to launch new tests, including
companion diagnostics, across a
diverse set of major disease indi-
cations.”

Skullcandy

Skullcandy Inc., based in Park
City, reported GAAP net income
of $1.1 million, or 4 cents per
share, for the quarter ended March
31. That compares with $1.1 mil-
lion, or 5 cents per share, for the
same quarter in 2011.

Net sales totaled $53.3 mil-
lion, compared with $36 million
in the year-earlier quarter.

Skullcandy produces head-
phones, earbuds and other audio
and wireless products.

“We are proud of our record
first quarter results and achieve-

ments,” Jeremy Andrus, president
and CEQ, said in announcing the
results. “In the first quarter, we
delivered a 47.9 percent net sales
increase while laying the ground-
work for the launch of the next
generation of Skullcandy prod-
ucts and packaging — the biggest
product conversion in the com-
pany’s history.”
SkyWest

SkyWest Inc., based in St.
George, reported a net loss of
$682,000, or 1 cent per share, for
the quarter ended March 31. That
compares with a net loss of $11.1
million, or 21 cents per share, for
the same quarter in 2011.

Operating revenues totaled
$921.2 million, up from $866 mil-
lion a year earlier.

SkyWest Inc. is the hold-
ing company for two scheduled
passenger airline operations and
an aircraft leasing company.
The scheduled passenger airline
operations are SkyWest Airlines,
also based in St. George, and
ExpressJet Airlines, based in
Atlanta. Systemwide, SkyWest
Inc. serves markets in the United
States, Canada, Mexico and the
Caribbean with approximately
3,900 daily flights and a fleet of
about 727 regional aircraft.

“We are very pleased with
the improvement in our financial
results, quarter over quarter, as
well as how we performed com-
pared to our first quarter oper-
ating plan for 2012,” Jerry C.
Atkin, chairman and CEO, said
in announcing the results. “We
executed well on our action plan
items and also experienced a high-
er completion factor of our sched-
uled flights and on-time arrivals
due to better weather in the quarter
compared to the same period last
year. We remain committed to our
return to profitability program for
2012

Fusion-io

Fusion-io Inc., based in Salt
Lake City, reported a net loss of
$4.7 million, or 5 cents per share,
for the fiscal third quarter ended
March 31. That compares with net
income of $7 million, or 9 cents
per share, for the same quarter in
2011.

Non-GAAP net income in the
most recent quarter was $6.9 mil-
lion, or 6 cents per share, which
compares with $9 million, or 11
cents per share, a year earlier.

Revenue was a company-
record $94.2 million, up from
$67.3 million a year earlier.

Fusion-io provides a data
centralization platform.

“This is an exciting time for
Fusion-io as our leadership has
enabled us to build a strong foun-

dation of core technology, exper-
tise, service excellence and trust
in this rapidly evolving market,
which we believe has resulted in
the industry validating our vision,”
David Flynn, Fusion-io chairman
and CEQ, said in announcing the
results.

Dennis Wolf, chief financial
officer, added that “we believe
our vision is resonating with cus-
tomers and strategic partners, and
we will continue to prioritize the
expansion of our market footprint
along with investment in innova-
tion.”

EnergySolutions

EnergySolutions Inc., based
in Salt Lake City, reported a net
loss of $700,000, or 1 cent per
share, for the quarter ended March
31. That compares with $9.9 mil-
lion, or 11 cents per share, for the
same quarter in 2011.

Revenue totaled $490.7 mil-
lion, down from company-record
revenue of $522.3 million a year
earlier.

EnergySolutions offers ser-
vices and products that include
nuclear materials management,
decommissioning, decontamina-
tion, transportation and disposi-
tion and researching and engineer-
ing services.

In announcing the results, Val
Christensen, president and CEO,
said the company was pleased
with its ongoing efforts to reduce
operating, sales and administrative
costs and “optimistic about 2012
and the realization of our five-year
strategic growth plan.”

ClearOne

ClearOne Communications
Inc., based in Salt Lake City,
reported net income of $453,000,
or 5 cents per share, for the quarter
ended March 31. That compares
with $812,000, or 9 cents per
share, for the same quarter in
2011.

Revenue totaled $10.2 mil-
lion, down from $10.7 million in
the year-earlier quarter.

ClearOne designs, develops
and sells conferencing, collabora-
tion, streaming and digital signage
products for audio, video and data
multimedia communication.

“The revenue for the 2012
first quarter fell short of last year’s
record-setting numbers primarily
due to a decline in sales in EMEA
(Europe, Middle East and Africa)
and softer sales for the Americas,”
Zee Hakimoglu, ClearOne presi-
dent, CEO and chairman, said in
announcing the results. “Moving
forward, the recent acquisitions
we have made will provide us
with complementary technologies
allowing us to enter new growth
markets.”
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AT MERRILL LYNCH, WE BELIEVE IN
THE POWER OF THE RIGHT ADVISOR.™

CONGRATULATIONS TO
CARL L. LAURELLA & JEFF ROUNDY

FOR BEING RECOGNIZED
ON THE BARRON’S TOP 1,000 LIST.

Our Financial Advisors demonstrate every day how their hard work,
insight and dedication earn them the most important place of all—
a place in the lives of our clients.

To see what the power of the right advisor can mean to you,
please contact:

Penney, Laurella & Roundy Group

Carl L. Laurella, CFP®
Senior Vice President-Wealth Management
Wealth Management Advisor

Jeff Roundy, CFP¢®, CIMA®
Senior Vice President-Wealth Management
Wealth Management Advisor

Merrill Lynch
60 East South Temple, Suite 201
Salt Lake City, UT 84111

(801) 535-1343

www.fa.ml.com/plrgroup

Merrill Lynch
Wealth Management®
Bank of America Corporation

Source: Barron’s “America’s Top Advisors: State by State,” February 20, 2012.

Barron’s is a trademark of Dow Jones & Company, Inc. All rights reserved. The Bull Symbol, Merrill Lynch Wealth Management and
The Power of the Right Advisor are registered trademarks or trademarks of Bank of America Corporation. Merrill Lynch Wealth
Management makes available products and services offered by Merrill Lynch, Pierce, Fenner & Smith Incorporated, a registered
broker-dealer and member SIPC, and other subsidiaries of Bank of America Corporation.

© 2012 Bank of America Corporation. All rights reserved.
AD-04-12-1180 ARG490T3-02-12 Code 439804PM-0512
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e May 21, 1:30 p.m.:
Springboard Spring 2012 Live
Pitch and Final Pitch Event,
presented by Grow America
Springboard. The Final Pitch
event, in which the top 12 com-
panies will make their presenta-
tions before a live audience and
judges, begins at 4 p.m. After
voting by both the audience and
judges, Grow America will name
winners in three categories: idea,
startup and growth. Location is
the Salt Palace Convention Center,
100 S. West Temple. Free and
open to the public. For more infor-
mation visit www.growam.com/
rsvp_live_event.

*May 22,8 am.-2 p.m.: 2012
Utah Taxes Now Conference,
presented by the Utah Taxpayers
Association. The agenda will
include updates on major tax liti-
gation, dynamic scoring of fiscal
notes, picking winners and losers
through the tax code, the struc-
ture of sales and income tax and
an afternoon panel on education.
Location is the Little America
Hotel, 500 S. Main St., Salt Lake
City. Cost is $100 for association
members, $125 for nonmembers.
Register at www.utahtaxpayers.
org.

e May 23, 8:15 a.m.-1:30
p.m.: Zions Bank 11th Annual
Trade and Business Conference.

Keynote speaker will be Carly
Fiorina, former chairman and CEO
of Hewlett-Packard from 1999
to 2005. She will speak about
global competitiveness and inno-
vation. During her tenure at HP,
Fiorina doubled revenues to $88
billion and generated 11 patents a
day, with significantly improved
profitability and cash flow.
Despite controversy and opposi-
tion, she successfully acquired and
integrated Compaq Computer, in
what is now seen as one of the
most successful high-tech mergers
in history. Fiorina is co-chair of the
U.S. Leadership in Development
at the Center for Strategic and
International Studies as well as
on the Leadership Council of the
Initiative for Global Development.
She is a founding supporter of
the African Leadership Academy
and a founder of the One
Woman Initiative. She has also
served on the Defense Business
Board, as the chairman of the
CIA’s External Advisory Board
and on the Advisory Group for
Transformational Diplomacy for
the Department of State. Location
is the Downtown Marriott, 75
S. West Temple, Salt Lake City.
Cost is $35 and includes lunch.
Register at www.zionsbank.com/
conference.

e May 24, 8:30-11 am.:

e Calendar °

International Trade Finance
Business Briefing by the Export-
Import Bank of the United
States, sponsored by the Salt
Lake Community College Miller
Global Business Center and the
U.S. Commercial Service Utah.
Speakers will be Marianne Hughes
of EX-IM Bank in Irvine, Calif.,
and Michol Scott, senior account
executive with Trustco Inc. in Salt
Lake City. Attendees will learn
how to use the power of the U.S.
government to increase export
sales; how to extend credit to inter-
national buyers, protect against
nonpayment and free up credit
for other business; and how to
obtain working capital loans with
U.S. government backing to help
fulfill export contracts. Location
is the SLCC Miller Campus,
9750 S. 300 W., Sandy, Miller
Professional Development Center
Building Room 209. Presentations
will run from 8:30 to 10 a.m. fol-
lowed by Q&A and one-on-one
appointments from 10 to 11 a.m.
Free, but RSVP is required. To
RSVP or make an appointment,
call (801) 957-5336 or e-mail stan.
rees@slcc.edu.

* May 24, 5:30-7:30 p.m.:
“An Evening With Abbie
Griffin,” presented by the David
Eccles School of Business at the
University of Utah. Prof. Griffin

itLak

will discuss her newest research
and just published book, Serial
Innovators: How Individuals
Create and Deliver Breakthrough
Innovations in Mature Firms.
Griffin and her co-authors spent
several years research and inter-
viewing over 50 Serial Innovators
as well as their co-workers, man-
agers and human resources man-
agers. The book demonstrates
who these Serial Innovators are
as people, how they innovate,
what motivates them and how best
to manage them. Location is the
Zions Bank Founders Room, 1
S. Main St., 18th floor, Salt Lake
City. Free. For more information
e-mail angela.livingston@busi-
ness.utah.edu or call (801) 587-
8378.

* May 24, noon-1 p.m.: “The
Entrepreneurial Mindset,” pre-
sented by Bank of American Fork.
Dr. Peter Robinson, the Morris
Professor of Entrepreneurship at
Utah Valley University, will pres-
ent a model of entrepreneurial
mindset based on current attitude
theory. He will discuss how the
entrepreneurial mindset can both
help and hinder one’s ability to
identify and execute opportuni-
ties. Robinson has been active in
research with over 50 publica-
tions in peer reviewed journals,
proceedings, book chapters and

white papers and over 75 pre-
sentations at conferences, semi-
nars and workshops in the US,
Canada, Jamaica and Russia. His
research focuses on the psychol-
ogy of entrepreneurs and entre-
preneurship education. Location
is the Bank of American Fork
Financial Center, 6 W. Main St.,
American Fork. Cost is $15 and
includes lunch. Register at www.
bankaf.com/events or call (801)
863-6435.

e May 30, 3-4:30 p.m.: Solar
Photovoltaic Energy Course,
sponsored by Hunt Electric. The
instructor will be Brok Thayn,
a certified National Center for
Construction Education and
Research electrical and core
curricula instructor. He is also
Hunt Electric’s Energy Division
manager. Location is the Hunt
Electric Training Center, 1863 W.
Alexander St., West Valley City.
Cost is $15 and includes refresh-
ments. Register at http://events.
constantcontact.com/register/even
t?lIr=mjlluajab&oeidk=a07e5mm
mqwn749953aa or by calling Jill
Lewis at (801) 975-8844.

e May 31, 5:30 p.m.: The
Deal Forum, presented by the
Wayne Brown Institute. Attendees
will learn how to raise capital for
a high-tech or life science com-
pany. Location is the Zions Bank

Contact Direct:

Scott Ogden
801-303-1001

Larry Stewart
801-303-1004

- Arrives Arrives Available for Ocean Inland
Origin CFS Cutoff Departs Long Beach | | Salt Lake City P('jcéﬁ{ygn? ' Combined Transit
Shanghai Sunday Thursday Sunday Friday Friday/Monday 15-18 Days
Hong Kong Wednesday Monday Sunday Friday Friday/Monday 19-21 Days

= Speed plus reliability
= Better inventory control

= Reduce need for costly air freight *
(subject to Peak Season Surcharge *

and general rate increases)

= 36 years experience locally owned and operated

Shorter transit times

*

One point of contact

Simple competitive pricing
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Founders Room, 1 S. Main St.,
18th floor, Salt Lake City. Cost
is $10 to attend, $25 to submit.
Register at www.venturecapital.
org.

e May 31, 7:30-9 am.:
NAIOP Utah Chapter Monthly
Member Meeting. Sen. Orrin
Hatch will be the guest speak-
er. Attendees will also receive a
review of the 2012 state legisla-
tive bills that will impact the
Utah commercial real estate com-
munity. Location is the Layton
Construction Co. north build-
ing conference room, 9020 S.
Sandy Parkway, Sandy. Free for
NAIOP members, nonmembers
pay $100. Register at http:/bit.ly/
May31NAIOP.

e May 31-June 1, 9 am.-
5 p.m.. CrowdFunding Made
Simple, presented by the
Crowdfunding Professional
Association. The event will allow
entrepreneurs, business owners,
professional service providers and
investors to obtain a deeper under-
standing of crowdfunding directly
from some of the industry leaders
behind this groundbreaking busi-
ness platform. With the Jumpstart
Our Business Startups (JOBS)
Act signed into law on April 5, a

legal framework for equity-based
“crowdfund investing” has been
established and the potential for a
much larger and expanded global
crowdfunding community might
have been unleashed. Speakers
will include Brian Meece, found-
er and CEO of RocketHub.com,
one of the world’s top three
crowdfunding platforms; Jason
Best, co-author of the CrowdFund
Investing Framework in the
JOBS Act and founder of Startup
Exemption; Carl Esposti, founder
of Crowdsourcing.org and lead-
er of the CAPS Accreditation
Program for crowdfunding plat-
forms; Douglas S. Ellenhoff, one
of America’s top securities law
experts from Ellenhoff, Grossman
& Schole; and Utah resident Alan
E. Hall, a founding sponsor of
the Crowdfunding Professional
Association and founder of
Grow America SpringBoard
and Mercato Partners. Location
is the University Guest House
and Conference Center at the
University of Utah, 110 Fort
Douglas Blvd., Salt Lake City.
Cost ranges from $250 to $1,295.
Learn more at http://crowdfund-
ingmadesimple.com.

associate.

Lane Beattie

“Business is constantly changing and the
need for in-depth, reliable, accurate
information is constant. The Enterprise is a
source I trust for business news in our
state. The emphasis on local business
news—the kind that affects both small
business and the larger companies—is
invaluable to me in my role and to so many
of the business leaders with whom I

“This is an incredible time to live and work
in Utah. The Enterprise tells the story of
business in our great state.”

. . . that’s Why I Read!

President and Chief Executive Officer
Salt Lake Chamber of Commerce

TMEnterprise

UTAH’'S BUSINESS JOURNAL

WHY SHARE?
GET YOUR OWN COPY!

Call To Subscribe
801-533-0556

Overworked?
Overwhelmed?
Overcome it.

Success begins with personal efficiency
Attend a course in Scientology

« How do you achieve
ability and lasting security in the workplace?

« How can you improve your life and
increase happiness?

The Personal Efficiency Course is the answer.

Attend the .
Personal Efficiency

Course
Scientology applied to your life

Church of Scientology

1931 South 1100 East
Salt Lake City, Utah 84106
801-485-9992
www.scientology.org
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Who or what is the cause of

aggravation? Not you!

It’s Saturday night around 6 p.m.
Early dinner for Jessica, Gabrielle and
me.

We’re sitting in Carrabba’s Italian
Grill in Charlotte. We’ve been customers
at this location for as long as it has been
there. Seen several managers come and
go, seen hundreds of servers come and
go.

This particular visit was pivotal
because it may have been our last. Their
10-year consistency has been compro-
mised at least three ways: 1. New

It’s an opportunity to prevent this
situation from reoccurring.

GRIPE REALITY: Defensive
response is the normal first reaction:

* Blaming others.

* Blaming circumstances.

e Telling the customer how to talk.
(“I'd appreciate if you’d calm down”
rather than try to find the reason they’re
angry.) Condescending comments by
“customer service” people make a mad
customer more mad.

bread — lower quality. 2. New
croutons — lower quality. 3. New
espresso — lower quality. They
used to serve the best espresso
in the city (Illy). But it seems
corporate decided to remove all

¢ Don’t defend it. No one cares
about the reason or the excuse.
If you really want aggrava-
tion, complaints and anger to
diminish, here are the elements
you must possess and execute:

the machines and substitute with

* Attitude of acceptance.

a lesser (cheaper) brand. (‘illet::lr:eyr * Attitude of receptio.n..

Same price. Lower quality. e Attitude that’s willing to
More profit. Not good for anyone listen with the intent to under-
but them. stand.

And they’re not bragging about their
new low quality. I guess they figured no
one would notice. I was disappointed. Not
angry or anything, I just had an expecta-
tion when we entered the restaurant that
wasn’t met when we were served.

The manager happened by. I asked
him about the sudden reduction in qual-
ity. He smiled, hemmed, hawed and
looked embarrassed that we ‘“caught”
them. He, of course, blamed it on “corpo-
rate.” I asked him for an e-mail address to
voice my concern. He promised he would
return with it. Never did.

As the manager walked by our
table a second time, we heard him say,
“Another aggravated customer.” He was
referring to some people waiting to be
seated. Did nothing about it. Sad.

REALITY: When a customer is
aggravated, complaining or angry, there’s
a REASON. If you’re smart enough,
empathetic enough and willing enough,
you can discover the reason, help the
customer, resolve the issue and prevent
the same thing from happening again.

STOP READING AND START
THINKING: I’'m not just writing about
Carrabba’s. I'm writing about YOU. You
have customers that complain, don’t you?
How do you receive the concern or the
complaint? How is a complaint handled?
What do you do about it? How do you
turn it into a WOW?

Here’s what it is — and what it
isn’t:

It’s an opportunity, NOT an aggra-
vation.

It’s an opportunity, NOT a problem.

It’s an opportunity, NOT a com-
plaint.

It’s a chance for WOW, NOT an
angry customer.

It’s a chance for management to
convert to leadership.

It’s a chance to get a positive post on
Facebook.

It’s a chance for the customer to
“tweet” their pleasure.

It’s a chance to create a loyal cus-
tomer.

It’s a chance to generate positive
word-of-mouth advertising.

* Attitude of taking responsibility.

* Resilience of manager or leader.

 Ability to respond in a friendly,
pleasant manner.

e Challenge yourself not to make
an excuse, blame someone, blame some-
thing or make some snide remark.

e Challenge yourself to promote
positive internal communication.

e Genuine gratefulness to help and
serve.

LOYALTY REALITY: Every aggra-
vation, complaint, concern, discussion or
question posed by a customer is a huge,
FREE opportunity to improve your busi-
ness by a factor of WOW — and for little
or no money.

And a bit more reality: when man-
agers and employees turn over at a high
rate, it’s not the “nature of the business,”
it’s the cheapness and policies of the
home office. When you try to milk a
nickel to save a penny, when you sacri-
fice quality just to increase profits, you
lose employees, customers, goodwill and
reputation.

Me? I'll go away with a little bit of
noise — others will just go away.

You? Document the issue, the
resolve, the response and the outcome.

These are the steps: Listen. Process.
Think. Take responsibility. Question.
Respond. Say something positive. Do
something positive. WOW.

Train that.

Jeffrey Gitomer is the author of The Sales
Bible, Customer Satisfaction is Worthless
Customer Loyalty is Priceless, The Little
Red Book of Selling, The Little Red Book
of Sales Answers, The Little Black Book
of Connections, The Little Gold Book of
YES! Attitude, The Little Green Book of
Getting Your Way, The Little Platinum
Book of Cha-Ching, The Little Teal Book of
Trust, The Little Book of Leadership, and
Social BOOM! His website, www.gitomer.
com, will lead you to more information
about training and seminars, or e-mail him
personally at salesman@gitomer.com.
© 2012 All Rights Reserved

The Red Robin experience

So often it’s so easy to see — and worse
yet — experience, poor customer service in
action, and the unfortunate sour feelings that
come with it.

I haven’t hesitated to report on such
disturbing incidents in this column as a way
to point out the mistakes that too many busi-
nesses make, far too often. This, in an effort
to demonstrate the damage that can be done
to customer loyalty, and the bottom line,
when bad things happen to clients.

But I've tried, on those rare occasions
when I have a happy customer experience, to
point those out as well. That you may know
that there are good players out there.

policies.

But how would I know the rest of the
staff was up to speed? Because we were
buzzed around and fully taken care of all
night long. We had a bit of a wait while the
kitchen prepped all the food for all 12 of us,
to be delivered all at once. But during that
time we never waited nor wanted for any-
thing. The drink glasses were filled and the
appetizers were kept coming by a veritable
army of servers making sure the stuff was
there in plenty of time.

I saw a manager standing to the side,
constantly surveying the dining room, radio

in hand, ready to direct the traffic

Today, I'm happy to say, is one of
those reports.

My son called last Saturday
evening to tell me that he and his
family were going out to dinner,
that he had invited another of my
sons and his family, and to say that
my wife and I were invited to come
along as well.

right where it needed to go, and also
to jump in and lend a hand himself
whenever the situation called for it.
Impressive. Most impressive! In
fact, I haven’t been so impressed by
any business I've dealt with for a
long, long time.

Understand, this place was packed.

What a happy thing. Something
I hadn’t planned on or anticipated in
any way. In fact, I kinda had other
plans. But I like my kids and grandkids, so I
shelved my plans so grandmother and I could
tag along.

Just one thing. The designated eatery
was Red Robin. And although I had never
been to a Red Robin, the place never held
much appeal for me. Didn’t know exactly
what they served or how they served it. I was
operating strictly on an impression that the
place was nothing special, and probably more
like an over-priced fancy burger joint. Guess
I figured I could get the same kind of fare at
Mickey D’s for a lot less money.

Boy was I wrong!

We walked in and the place was buzz-
ing. My kids had beaten me there by about
15 minutes and they reported we’d still have
a half-hour wait. (It was, after all, a Saturday
night.) I was thinking this might be a mistake
because we were a party of 12, and it could
take forever for them to wrangle us some
seats. Then we caught a break. Another party
of 12 was called but was a no-show and we
took their place.

That’s when the show began. ..

As they seated us, the hostess announced
they were doing some things to encourage
large groups like ours and that they would be
providing “some complimentary appetizers.”

I was impressed and anticipated a cou-
ple plates of something to pass around, and
that would be it.

Uh-uh. The fries, onion rings, fried
cheese sticks and deep fried zucchini kept
coming all night long.

What’s more, when my wife told them
she is gluten intolerant, we both expected
we’d have to go through the full explanation
we’ve become accustom to, because most
restaurant staffs don’t know what it is. They
don’t know that not only does my wife have
to stay completely away from anything that
has wheat (gluten) in it, she also can’t have
anything that’s even touched stuff that has
gluten in it.

Not so at Red Robin. Our server knew
exactly what it was and also knew that the
restaurant regularly accommodates gluten-
free diners and they actually have a gluten-
free menu. Seemed like everybody who
worked there was fully up to speed on the
condition and the Red Robin products and

Jim Ackerman

The wait staff was hustling all night
long. But I never saw the slightest
sign of frustration or impatience.
There was a stunning sense of teamwork, that
everybody was focused on accomplishing
the goal of every diner having a sensational
experience.

No wonder the place was so thoroughly
packed, and no wonder people were so will-
ing to wait in line for such a long time to get
their chance to eat there.

Here’s my report on the food ... pretty
good. And if that doesn’t sound so great it’s
because, with the exception of the outstand-
ing fries and fry sauce, which were perhaps
the best I’ve ever had at a restaurant, the rest
of the meal was just pretty good.

But let me tell you something. I’ll go
back to Red Robin as soon as I can and as
often as I can, because of the wonderful way
my family and I were treated there. It was
exceptional!

As I looked at my sons, nodding my
shocked approval, they both nodded back
knowingly. You see, they’d already been
there before. They had experienced what I
was experiencing for the first time. And they
both said, “I love this place.”

Now, would I say that about YOUR
place? Would I LOVE doing business with
you so much I couldn’t wait to do business
with you again?

I gotta be honest. I'm not so sure all of
my clients would say that about me and my
enterprise. I may have some customer service
re-engineering to do. I'm guessing you may
as well.

So do it. And turn your business into the
Red Robin of your industry. When you do,
you’ll be packed with happy, buying, return-
ing customers, clients or patients as well.

Jim Ackerman is a Salt Lake City-based
marketing speaker, marketing coach, author
and ad writer. For his speaking services go
to www.marketingspeakerjimackerman.com
Subscribe to his VLOGS at www.YouTube.
com/MarketingSpeakerdimA, where you get
a video marketing tip of the day, and at www.
YouTube.com/GoodBadnUglyAds, where
Ackerman does a weekly ad critique and lets
you do the same.

©2012, Jim Ackerman

All Rights Reserved
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Seventeen ways to tip the
sales scale in your favor

By John Graham

Every salesperson knows the job is tougher
than ever. It’s not for the faint hearted or those
who feel the world owes them a living. At the
same time, salespeople recognize the impor-
tance of having an extra edge, of standing out
from the crowd.

Yet, even those with winning qualities can
have other attributes that keep them from get-
ting to the top. To help tip the sales scale, here
are 17 ideas that can make a difference:

1. Start exciting customers and stop trying
to entice them. Spending time figuring out a cus-
tomer’s hot buttons is out of sync with the times.
Excite them with your knowledge, helpful ideas
and your willingness to be there after they sign
the order.

2. Make the customer experience interac-
tive. The primary sales task is to get customers
talking. Most already have information and
expect to participate and they’re turned off when
they don’t have a chance to do so. Ask questions
that engage the customer, that create a dialogue.
There’s nothing a salesperson can say that’s
more important than that.

3. Every sale involves a relationship. One
salesperson couldn’t figure out why a prospect
didn’t want to buy, until he said, “Frankly, I just
don’t understand why we can’t seem to move
forward.” It turned out that the customer was
afraid the salesperson would disappear. “I like
picking your brain,” he commented.

4. Use the “big question” to build a rela-
tionship with prospects. “What would you like
to accomplish that you haven’t already?” This
is the question that opens the windows wide so
you can understand what’s hidden away in cus-
tomers’ minds that dominates their thinking and
what they care about passionately.

5. Be there at the right time. A printing
sales executive locks the competition out with
his electronic tickler system that tells him when
jobs are coming up. His customers and pros-
pects are impressed that he makes contact with
them at just the right moment.

6. Using “big data” for better results.
There is no reason for wasting time bird-dog-
ging dead-end leads, yet, that’s what salespeople
assume to be part of the job. Not any longer.
And that’s the value of “big data,” information
that exists outside your company, but is now
available. Intuit (QuickBooks, Quicken and
Turbo Tax) has transactional, behavioral, user-
generated data (from its products) and social
data drawn from social networks and Twitter.
And it’s easily accessible for large or small
companies.

7. Doubt yourself. Salespeople often take
pride in their ability to “read” people and situ-
ations, relying on their “gut instincts” or intu-
ition. They view it as “built-in” radar, guiding
their decisions. Although experience can play a
significant role, famed psychologist Dr. Daniel
Kahneman points out the danger on depending
on intuition. It can lead to what he calls “auto-
matic thinking” that ignores relevant informa-
tion, which can spell trouble in sales.

8. Stay with the facts. Using exaggerated
claims and inaccurate information are “the kiss
of death” for today’s salesperson. With better-
informed customers, uncovering such informa-
tion only takes a few seconds, thus damaging
credibility. In today’s totally transparent world,
“messing with the facts” can be fatal, whether
business (over-sized claims) or personal (doc-
tored resumes).

9. Think for a change. Those in sales

tend to be “doers, not thinkers.” And most are
burdened with too much activity that’s less
than productive. Thinking makes the differ-
ence. That’s what middle school students have
discovered in the poorest area of Brooklyn.
Their school is a chess powerhouse, “a legend
in the chess world,” states the New York Times.
“You do a lot of thinking about how you think,
especially about how you make decisions,” says
Elizabeth Spiegel, the full-time chess teacher.
Making good decisions is the backbone of sales
and that takes thinking as well as doing.

10. Offer options. Scion gets it right with
the way it sells its quirky cars. The colors are
different but every xD, xB, tC and iQ on a deal-
er’s lot is identical: no accessories. Customers
choose the color and then decide on the acces-
sories, which are dealer installed. The process
gets customers involved in making choices. In
the end, it’s their car.

11. Present the proposal last. Too many
salespeople rush to get a proposal in front of
buyers. It’s a bad move because it detracts from
getting the customer involved in a dialogue and
halts a salesperson’s learning process. Make
your proposal an extension of your conversation
so that it becomes the result of your conversa-
tions. That way your proposal is really coming
from the customer.

12. Embrace social media. View social
media as a way to engage and cultivate custom-
ers, not as advertising or a way to make sales.
Ask relevant questions, share ideas and offer
helpful information. Be consistent: it’s the key
for pulling customers closer to you. Twitter and
LinkedIn can be good places to start.

13. If the story fits, use it. If it doesn'*,
don’t. No one enjoys telling stories more than
a salesperson. Those who are good at it know
when to use a story, and when to keep quiet.
Before telling any story, remember that custom-
ers are interested in themselves, not you. A sales
team was invited by the president of a regional
restaurant franchise to meet with him regarding
a project for the company’s 600 employees, but
were cautioned that they had 45 minutes and no
longer. When the meeting began, the president
started talking and didn’t stop for 40 minutes,
much to the sale team’s dismay. At that point,
the team leader asked the president if he would
like to know more about their firm. “No,” came
the reply. “I’ve been getting your materials for a
year. I have everything I need to know. Let’s get
to work.”

14. A better way to say “thank you.” If
you’re looking for something more personal
than a vanilla e-mail message to say to “thank
you” or an impersonal .pdf invitation to an
event, a good solution is My Stationery Box, a
$3.99 app for an iPad. It’s really slick, offering
an array of templates for business and personal
use. Take a few minutes to set it up and all the
stationery is personalized and ready to go. It
automatically imports your address book to
make it even easier. No more excuses for failing
to stay in touch with the right message.

15. Anticipate objections and get a leg up
on the competition. Objections will kill a sale,
unless you’re prepared to answer them. Most
salespeople miss the mark by assuming they can
respond to whatever a customer throws at them,
so they wing it. That doesn’t work. Prepare
yourself by building an objections file on your
smartphone or iPad with thoughtful answers.
Then, continue to refine them with your man-

see GRAHAM next page

Building valuable relationships
from the beginning ... and beyond

I watched a presentation recently
that verified that it can take as little as
two seconds for someone to determine
if a new acquaintance is worthy of their
time or not. Two seconds! Wow, that’s
some quick to judgment stuff, right
there! The point of this presentation
was primarily to focus on the impact
of body language and vocal tonality
on any personal interaction, but there
are numerous efforts that can impact
the successful initiation, development
and sustainability of a meaningful
relationship. Let’s discuss, shall

knows you want to learn about them
and their perspective, you are earning
valuable points. Continuing down
the path of relationship development
should also include plenty of efforts to
stop, listen and help.

There is one caveat to all this
positive effort that we are discussing.
This is, not everybody is going to
like or appreciate your approach to
interpersonal communications. Some
may interpret your style in a way that
is not intended or even considered by

we?

During my life and
certainly during my last 20 years
in the design and construction
industry, I have met quite a few
folks. I am thrilled and proud to
say that I can pick up the phone
at any time and reach out to

you. Don’t worry about these
folks. I’ve realized that those
who don’t possess outgoing
or extroverted personality
traits frequently resent those
who do. It’s OK. Maybe
we can help them be more
comfortable in the world of

someone who would graciously
provide valuable insight from
any major city in the U.S. It
takes a lot of work and reciprocal
commitment to develop a network
like that and it has been immensely
worth the effort. I am continuously
reminded how my network has trust in
me just as I do with them. Friends and
colleagues reach out to me on a daily
basis for ideas, information or support
... and I LOVE that! I have a sign on
my office wall that states “Be relevant,
consistent and distinctive every day.”
Those are three of my drivers that I am
sure help me be in a trusted position to
help others. In turn, of course, I look
for that in others as well. Be valuable,
be reliable, and bring it like no other!

But what is it that I look for to
determine if a new acquaintance could
be a valuable member of my network,
or even a good friend some day? With
me, frequently that body language
and vocal tonality mentioned before
can be strong indicators of a person’s
compatibility. Open, effective and
confident communication is certainly an
instant representation of an individual.
I always take into account, however,
that there are plenty of folks that
aren’t naturally comfortable meeting
someone new. That’s why I’ll usually
give someone more than a bloated “two
seconds” to win me over. How about at
least six seconds?

You can say “hello” many ways.
Saying it enthusiastically, with good eye
contact and a forward position, can be
inspiring. Every person, whether strong
marketers or the technically gifted in
professional service industries, should
master the ever-present opportunity
to say hello effectively. Do it with
purpose because you never know how
the person on the other end of that
handshake may help you in the future.
Do you feel a little better (even if for
only a moment) when someone says
hello to you on the street, in the store
or in your office corridor? You should,
and believe me, others will if you are
the crafty instigator. Next, know that
asking questions is the spark plug for
conversations. As soon as someone

Michael Buell

professional networking. It’s
what a leader would do.

To improve your
compatibility “hit rate,” you can also
learn how to adapt your personal
approach, to a certain extent, that is
more conducive to each individual.
Whether they are clients, colleagues
or peers, every person is different.
Remember, though, that I said “to
a certain extent.” I would never
recommend you try to be something
that you’re not for any reason. If you’re
good, though, you should be able to
quickly read if the other person is more
suitable to a direct, a sincere, a social
or a conscientious tact. They will likely
react very positively as you subtly put
them at ease. This is an acquired skill
that can be highly advantageous in your
daily relationship-building efforts.

Did I mention that your attitude
affects basically everything you do?
Oh, OK well it does. Our attitudes
are attacked every day by numerous
minor explosions of consequence or
menial levels of distraction. I applaud
you in advance for shielding yourself
from these attacks as best you can and
focusing your attitude toward others
in the most positive way possible.
Both yours and my present and future
relationships depend on this dedication
immensely.

Like any relationship, there is
a beginning and then either a fun and
meaningful journey or some kind
of unfortunate end. For me, once
we graduate past first impressions
as described before and perhaps
the “first date behavior” period, the
basis of a sustainable and meaningful
relationship goes back to my personal
drivers of being relevant, consistent
and distinctive. As a bonus, if you can
also make me laugh, you’re a keeper!

Michael T. Buell, FSMPS, CPSM is the
marketing director for MHTN Architects
Inc., a Salt Lake City-based architecture
design firm that provides vision-focused
results for educational, health care,
commercial and cultural clients locally,
regionally and around the world.
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Be loan ready, whether you need a loan or not

Even if your business isn’t
currently in need of a loan, it’s
important to run your company
as if you are applying for one.
Why? Because banks loan money
to strong borrowers — those who
are on financially solid

* Loan request: Purpose of
the loan, amount required, term
desired, source of repayment and
collateral available. Can you be
counted on to repay and do you
have the collateral to back it up?

* Business info:

footing, are operationally
sound and have a long-
term plan that includes
financial planning, which
is the foundation for sales
growth. These are the
traits a bank requires for
loan approval because
they mean a business will

History and nature of
your business, prod-
ucts, market area, major
customers, suppliers,
competition, facilities,
employees, etc. for the
present and forecasted
for at least the next three
years. In other words,

be more likely to survive
tough times and be able to
repay the loan. They are
also the standards that all busi-
nesses should strive to achieve in
order to excel and take advantage
of opportunities when they arise.

One thing many businesses
don’t understand when they apply
for a loan is that the loan officer
often does not make the final deci-
sion. After getting to know you
and your business, the loan officer
has to make a case for funding
your loan to a loan committee
comprised of various executives at
the financial institution. Loan offi-
cers are your advocates, and the
more information you can provide
them, the more compelling their
presentation will be for the loan
committee to approve your loan.

Before making a so-called
loan presentation to the commit-
tee, a loan officer needs to gather
the following information from
you:

Dale Gunther

how successful you’ve
been and how you plan
to stay successful.

* Management/ownership:
The principals and their back-
ground. Do they possess experi-
ence, acumen and character?

¢ Financial information:
Three years’ worth of balance
sheets, income statements, finan-
cial statements and tax returns,
ratio analysis with appropriate
comments, personal financial
statement, pro-forma income state-
ments, pro-forma balance sheet,
cash budget and comprehensive
cash-flow analysis. Do you know
where your money is going and
how to optimize it?

You can see why most busi-
ness owners are ill-prepared when
first applying for a loan — many
are so busy running their business
that they don’t take the time to
ensure proper financial analyses
or business contingency to meet
the above guidelines. You can also

see why a business would have
an advantage if it were to have all
of the above documents in place,
whether or not it needed a loan.
Just knowing the above informa-
tion allows a business owner to
be more aware of the compa-
ny’s strengths and weaknesses,
and provides direction for future
growth.

If some of the requirements
of an effective loan presentation
are muddy to you, get educated.
A good place to start is by talking
to a loan officer before you need a
loan to get clarity on the standards

you would have to meet to qualify
for financing. In addition to help-
ing you understand the require-
ments, these pre-loan meetings
also help build a relationship with
a lender, making him or her more
likely to be your advocate when
the time comes for your business
to expand. Adhering to the loan-
ready standards above will make
application time far easier with
the dual benefit of improving the
strength of your business.

Dale Guntherisvice chairman ofthe
board of People’s Utah Bancorp,
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ager or sales team members until
you can respond effectively to
whatever is thrown at you.

16. Differentiate yourself.
Line up 10 salespeople in your
industry and chances are they’re
clones — to customers. If they
look alike, talk alike, dress alike
and sell similar products, they are
alike and you’re one of them. If
you want to stand out from the
pack, do this: admit that there
are similarities in products and
pricing, for example. Then, talk
about your differentiating factor:
you keep your promises. Have
testimonials and references ready
to substantiate your claim. It’s a
game-changer.

17. Think customer, not sale.
Successful salespeople know that
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this is what selling is all about.
Buyers of all types have their
antennae up and they can spot the
salesperson whose sole motive is
getting the order. Today’s custom-
ers look for the salesperson who
understands them, not sells them.
That changes the process from
transaction to relationship, from
no sale to sale closed.

There they are, 17 ideas for
getting that extra edge in sales that
makes a difference. Over time, it’s
so easy to develop habits that kill
sales, without even knowing it.
While awareness of what we’re
doing may not be everything, it’s
a good way to make changes that
will tip the scale in your favor.

John Graham of GrahamComm
is a marketing and sales con-
sultant and business writer. He
publishes a monthly e-newslet-
ter, “No Nonsense Marketing &
Sales.” Contact him at johnrg31@
me.com, (617) 774-9759 or john-
rgraham.com.

the holding company for Bank of
American Fork, which is an SBA-
Preferred Lender, Equal Housing
Lender and Member FDIC. At the
start of his 16-year tenure as CEO
at Bank of American Fork, the bank
had two branches and $80 million
in assets; it now has 13 offices and
more than $880 million in assets.
Gunther has served as chairman of
the Utah Bankers Association and
currently serves as an American
Fork City Councilman. This article
should not be considered legal or
investment advice. Seek legal and
investment advice from your own
qualified professional.
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By just being a friend, | O LI

can transform
a young person’s future.

”

Big Brothers Big Sisters

Little Moments. Big Magic.™

to volunteer or donate, visit bbbsu.org
or call (801) 313-0303 | (435) 986-9776 | (435) 649-9366

State Office

Southern Utah Office Summit/Wasatch Office

MEIER’S CATERING MENU | |

Cooked on site

Ice Cold Lemonade

Brownie, vanilla ice cream, covered
with deep rich chocolate sauce

Bar-B-Que Chicken Country Style Spare Ribs
Smothered in our special bar-b-que sauce Baked Chu ckwagon Beans
Fresh C}“ Fruit Meier's Homemade Potato
Pasta Shrimp Salad Salad ‘ Complete Catering
Utah Corn on the Cob Glazed Orange Rolls Service for 40-10,000
(seasonal)
Brownie Sundae

Western Chuckwagon Bar-B-Ques
Company Picnics ¢ Family Reunions

Bar-B-Que Boneless Business Luncheons
Open Houses ¢ Dutch Oven Cookouts
801-278-4653 or 1-800-431-4655

“ www.meierscatering.com

Bar-B-Que Beef Hamburger/Hot Dog

Shredded bar-b-que beef on a bun Meier's own quarter pound
Hamburger w/all condiments

Dutch Oven Bar-B-Que Jumbo all Beef Franks

Hamburger w/all the condiments “
Marinated Chicken Breasts \
Chicken/Ribs Grilled on site Grilled on site “ ﬁ.
Potatoes Au Gratin . . B i
Peach Cobbler Tri Tip Roast/Marinated Chuckwagon-K-Bobs - '

Hamburger/Grilled Chicken

Meier's own quarter pound

Coolked in Dutch Ovens Grilled Chicken Breast Beef & Chicken-K-Bobs
) Grilled on site w/fresh vegetables
Top Sirloin . Grilled on site
P Pork Back Ribs '

10 oz. USDA Choice .
Top Sirloin Steak Smoked with Applewood Boneless Ribeye Steak

Baked Idaho Potato Marinated Grilled Chicken Breast 10 oz. USDA Choice Boneless
Grilled on site Boneless Ribeye Steak
Baked Idaho Potato
Grilled on site

Call ior complete menus and pricing: 278-4653
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The only true way to save marriage from Obama

For honoring his conscience
on the issue of marriage equal-
ity, President Obama earned angry
rebukes from all quarters on the
right, including the Uncle Toms
of the Log Cabin Republicans,

charge that “the president of the
United States is going to lead
a war on traditional marriage,”
while Karl Rove simply gloated
that the controversy has left him
“in a bad place” with Catholic and

who said he was “a day
late and a dollar short”;
teenage mom Bristol
Palin, who mocked him
for invoking his daughters
in changing “thousands of
years of thinking about
marriage”; and 50-year-

conservative voters.

All of these reflexive
attacks were consistent
with Republican pro-
paganda shrieking that
matrimonial rights for
gay people will destroy
the institution they hope

old virgin Ann Coulter,
often engaged but never
wed, who called his deci-
sion “a sign of desperation.”

On the Fox Nation website,
minions of Roger Ailes accused
Obama of declaring “war on mar-
riage,” echoing Rush Limbaugh’s

Joe Conason

to uphold. It is a puz-
zling argument, espe-
cially because the prin-
cipal right-wing complaint against
homosexuals for so many years
was their alleged promiscuity. Now
gays and lesbians are charged with
trying to ruin the family because

they want to take vows of fidelity.

In this historic moment for
human rights, listening to the likes
of Ailes (now on his third mar-
riage) and Limbaugh (currently
married to wife No. 4), not to
mention Rove (divorced twice),
it is impossible to believe that
Republicans screaming about the
future of wedlock are sincere. If
they are truly worried about mar-
riage, they should stop harassing
gays and campaign for the only
change that might make a real dif-
ference.

They could outlaw divorce,
or least repeal the ultra-liberal,
no-fault divorce laws that they’ve
used to their own advantage.

Across America — and par-
ticularly in the red states that have
rejected gay marriage — divorce

rates are continually rising, along
with teen pregnancies, out-of-
wedlock births and single mother-
hood (which somehow afflict gay-
friendly blue states far less). Gay
rights obviously isn’t the cause
of marital strife and separation
in those places where hostility to
same-sex relationships is consid-
ered a religious duty. To achieve
their professed goal of protecting
marriage, shouldn’t the divorce
addicts of the Republican right
renounce their sins and return to
the teachings of Jesus Christ and
the Old Testament, which forbid
divorce except under a few very
restricted circumstances?

Of course such a return to
bygone moral standards would
severely inconvenience men like
the hypocrites named above —

along with Rupert Murdoch, Newt
Gingrich and a very large pro-
portion of the GOP congressio-
nal caucus — and will therefore
never occur. Restricting divorce
wouldn’t be good social policy,
anyway. Yet it is worth noting that
the most enraged defenders of the
traditional, heterosexual conjugal
bond are men who have repeatedly
trashed their own marriages.

Why should Limbaugh and
his ilk deny gays and lesbians
a chance at wedded bliss? Can
they possibly set a worse example,
after all, than he did?

Joe Conason is the editor in chief
of NationalMemo.com.
Copyright 2012
Creators.com.



May 21-28, 2012

The Enterprise

23

A censored

When two white newspaper
reporters for the Virginian-Pilot
were driving through Norfolk and
were set upon and beaten by a
mob of young blacks — beaten

race war?

the country. Both the authorities
and the media tend to try to sweep
these episodes under the rug as
well.

In Milwaukee, for example,

so badly that they had to
take a week off from work
— that might seem to have
been news that should have
been reported, at least by
their own newspaper. But
it wasn’t.

an attack on whites at a
public park a few years
ago left many of the
victims battered to the
ground and bloody. But,
when the police arrived
on the scene, it became

“The O’Reilly Factor”
on Fox News Channel was
the first major television
program to report this inci-
dent. Yet this story is not just a
Norfolk story, either in what hap-
pened or in how the media and the
authorities have tried to sweep it
under the rug.

Similar episodes of unpro-
voked violence by young black
gangs against white people chosen
at random on beaches, in shopping
malls or in other public places
have occurred in Philadelphia,
New York, Denver, Chicago,
Cleveland, Washington, Los
Angeles and other places across

Thomas
Sowell

clear that the authori-
ties wanted to keep this
quiet.

One 22-year-old
woman, who had been robbed of
her cell phone and debit card, and
had blood streaming down her
face said: “About 20 of us stayed
to give statements and make sure
everyone was accounted for. The
police wouldn’t listen to us, they
wouldn’t take our names or state-
ments. They told us to leave. It
was completely infuriating.”

The police chief seemed
determined to head off any sug-
gestion that this was a racially
motivated attack by saying that

crime is colorblind. Other offi-
cials elsewhere have said similar
things.

A wave of such attacks in
Chicago were reported, but not the
race of the attackers or victims.
Media outlets that do not report
the race of people committing
crimes nevertheless report racial
disparities in imprisonment and
write heated editorials blaming the
criminal justice system.

What the authorities and
the media seem determined to
suppress is that the hoodlum ele-
ments in many ghettoes launch
coordinated attacks on whites in
public places. If there is anything
worse than a one-sided race war, it
is a two-sided race war, especially
when one of the races outnumbers
the other several times over.

It may be understandable that
some people want to head off such
a catastrophe, either by not report-
ing the attacks in this race war or
not identifying the race of those
attacking, or by insisting that the
attacks were not racially moti-
vated — even when the attack-

ers themselves voice anti-white
invective as they laugh at their
bleeding victims.

Trying to keep the lid on is
understandable. But a lot of pres-
sure can build up under that lid.
If and when that pressure leads to
an explosion of white backlash,
things could be a lot worse than
if the truth had come out earlier,
and steps taken by both black and
white leaders to deal with the
hoodlums and with those who
inflame the hoodlums.

These latter would include
not only race hustlers like Al
Sharpton and Jesse Jackson but
also lesser known people in the
media, in educational institutions
and elsewhere who hype griev-
ances and make all the problems
of blacks the fault of whites. Some
of these people may think that
they are doing a favor to blacks.
But it is no favor to anyone who
lags behind to turn their energies
from the task of improving and
advancing themselves to the task
of lashing out at others.

These others extend beyond

whites. Asian American school
children in New York and
Philadelphia have for years been
beaten up by their black class-
mates. But people in the main-
stream media who go ballistic if
some kid says something unkind
on the Internet about a homosex-
ual classmate nevertheless hear no
evil, see no evil and speak no evil
when Asian American youngsters
are beaten up by their black class-
mates.

Those who automatically
say that the social pathology of
the ghetto is due to poverty, dis-
crimination and the like cannot
explain why such pathology was
far less prevalent in the 1950s,
when poverty and discrimination
were worse. But there were not
nearly as many grievance mongers
and race hustlers then.

Thomas Sowell is a senior fellow

at the Hoover Institution, Stanford

University, Stanford, CA 94305.
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