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Whether you’re a freelancer, in-house or agency creative or 
professional, you deal with hot deadlines, tight budgets and 
challenging client expectations daily. Because you’re a pro, when the 
going gets tough, you work later and harder just to succeed. C2 gets it! 
And, while we admire your work ethic, we think you might appreciate a 
shortcut to success every once in a while. C2 allows you to say YES! to 
any project, any deadline and most budgets without sacrificing sleep, 
employee morale or your profit margin. 

You’re a creative professional. You’re fast, software-savvy and feel 
confident about your work. C2 instructors understand that outstanding 
creative pros like you invest time and energy into being the best, because 
they do too. In fact, you set the bar for them. They know you need to learn 
best practices, time- and money-saving workflow processes, shortcuts, 
troubleshooting and the most efficient software techniques to bring 
concepts to life for your clients. Our instructors blend engaging, hands-
on exercises with years of field experience, certification and technical 
expertise, resulting in an industry-driven curriculum crafted to increase 
your efficiency, productivity and ultimately, profitability.

learn everything 
from actionscript  to zapf dingbats

Nimble, versatile, ready to say yes to any project... 
that’s YOU and C2!

Creative Talent Placement (4 hours, 4 days or forever): choose from 
competitively priced and thoroughly screened creative professionals, 
from copywriters to web developers and all talents in between, 
satisfaction guaranteed. It’s a complex issue determining who qualifies 
as an employee or independent contractor. Why risk a labor audit or 
unemployment claim? 

Use C2, we take the risk so you don’t have to!

your shortcut to whew!

SUCCESS
YOUR TOshortcut

222 E. Erie Street, Suite 330 Milwaukee, WI 53202 414 431 0062   
3591 Anderson Street, Suite 227 Madison, WI 53704 608 268 9600
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How to Hatch a 
Great Plan
Part 1 in a series

Business incubators – programs that help 
fledgling companies get their bearings 
through mentoring, networking, training, 
loans, investor recruitment and more – 
have been around since 1959, when Joseph 
Mancuso opened an industrial center in 
an upstate New York warehouse. The idea 
didn’t catch on right away, though. The very 
concept of incubation needed time to grow 
and find its bearings.

Luckily, it did, and North America is now 
home to more than 1,400 of these programs, 
up from just a dozen in 1980. Their track 
record is impressive, too. Most companies 
that finish an incubation program stay alive 
for the long haul, according to the National 
Business Incubation Association. What’s 
more, the majority of these businesses 
stay in the communities where they began, 
continuing to create jobs and wealth.

These successes stem from incubators’ 
ability to evolve with the times and the 
changing needs of entrepreneurs. Factors 
that emerged in the past decade – a 
technology boom and, more recently, a 
painful recession – have changed the way 
these centers do their work, little by little.

Mark Bugher, director of the MGE 
Innovation Center, a biotechnology 
incubator in Madison, says the last 10 
years have brought more interdisciplinary 
collaboration, especially at universities. At 
his incubator, this has meant taking a close 
look at the connections between computer 
science and life science technologies, and 
determining how to turn these links into 
successful, marketable products.

While the economy of the past few years 
has discouraged some inventors from 
becoming entrepreneurs, Bugher says now is 
as good as any time to take the plunge.

“If a faculty member discovers some sort 
of extraordinary technology on campus, they 
may think twice in this economy,” he said.
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ver, the bigger problem may involve patience, not 
 he suggests. There’s a fairly long road between the 
ry of a technology and the launch of a product based 
 technology, but it’s a road worth exploring.

 of  [inventors and discoverers] don’t plan for the long 
ith these things, so part of our job is to help them see 
 picture and plan for it. If  they have a great idea that’s 
o cure disease or have a major impact on the health 
ustry, we accommodate that however we can, whether 
 rent or mentoring,” he said.

 Gjovig, director of the Center for Innovation, an 
or for technology startups at the University of North 
, has an even brighter message: Entrepreneurs often 
 during economic downturns. 

economic storm clouds have a silver lining: lower 
 costs,” he said. “In a recession, a startup is able 
re better-qualified, less-expensive staff, and goods, 
s, equipment and more are discounted.”

lean economic times signal the need for new products 
lve problems or, at the very least, reduce the pain 

of scrimping. Gjovig cites clean technology as a current 
example, as it provides an alternative to the steadily rising 
prices of oil.

Of course, factors that challenge more-established 
businesses during a recession also affect startups. Access to 
funding is one of these factors.

“Accessing capital has never been easy, except in a few hot 
spots, and today it is just plain difficult as credit has become 
harder to access and angel investors have seen their net worth 
decline with declines in their business and the market, and 
with the real estate bubble,” Gjovig said. 

But incubators are rising to the challenge, he says. For 
one, they’re creating new models of collaboration that help 
both entrepreneurs and the people that fund entrepreneurial 
activities.

How are incubators battling the recession? How are 
angels and entrepreneurs joining forces in 2010? What  
does this mean for your city – and your inventions? Find 
out in the next issue of  Magazine SOHO, right here in  
this column. 
This is THE event for growing businesses of all 
sizes. You will learn how to position and manage 
your internal and external brand. As well as 
in/outbound marketing, managing customer 
relationships online, how to implement 
PR strategies into your internal and  
external branding campaigns and 
know how to monitor social trends 
with your clients and customers.

Click below to learn more 
and to secure your seat at 
this exclusive learning 
experience.  
Seating is limited.

a three day nation-wide event

May 13th, 14th and 15th

Historic Pfister Hotel - Milwaukee 
(click for hotel information and directions)

Nationally-known Keynote Presenters,  
Professionals and Best Selling Authors:

May 13• th -  Jason Falls, Visible Technologies  
and Scott Stratten

May 14• th - Chris Brogan, Olivier Blanchard
May 15• th -  Dan Schwabel, HubSpot  

and Sally Hogshead

Proudly presents

LEAN MORE
1CVR 3 5 7 9 11 13 15 172 4 6 8 10 12 14 16

http://www.sohobiztube.com
http://www.sohobiztube.com
http://budurl.com/UnGeekedMay2010
http://www.thepfisterhotel.com/
http://www.sohobiztube.com/company/sohobiztube/
http://budurl.com/UnGeekedMay2010
http://www.twitter.com/thatwoman_soho
http://www.linkedin.com/in/sohobiztubecdvann
http://www.facebook.com/editaccount.php?networks#!/thatwoman.cd


4

networking | Jason Jacobsohnmarketing and advertising | Tim Harty
Consistency Keeps  
Customers

Too often I see good businesses harm their images and miss 
out on customers by trying to communicate a patchwork 
of their services, products and values in several different 
places. All may be fantastic messages, but not when thrown 
together in different places. These businesses can benefit 
from choosing a cohesive message, communicated clearly and 
consistently across all channels.

Let’s say your business has the best product available, 
amazing customer service, and a defined culture and set 
of  values. Which of those qualities should your company 
communicate to its market? If  you said all of  them, you’re 
right – and wrong. All of  those qualities are worthy of 
expressing, but communicating more than one at a time in 
different advertisements proves confusing to customers. Your 
message must be focused and steady. This doesn’t guarantee a 
good message so much as the right one, but consistency is key.

The most important factors in choosing an advertisement’s 
message are your market’s needs and wants. Cater to the most 

pressing issues with your idea, and show your targets the 
other qualities of  your business when they walk through the 
door. Depending on what your market requires, your business 
should say what you need it to say, not just what you want it 
to say.

Consider the following example. Your business provides an 
amazing experience that goes above and beyond anything 
any customer could possibly expect. Everyone who does 
business with you is enthusiastically happy and can’t wait to 
shout it from the top of a mountain. This is a great message 
to broadcast, except that your market’s biggest need is your 
product. Your message should couple the need with the want. 
Great customer service is what people want (and they deserve 
it), but your product fills a need. That should be in the 
message you convey.

Now that you’ve determined what you’re going to tell 
your market, it’s time to be consistent. Communicate 
your message in a magazine ad. Post it on your Web site, 
in your newsletter, your presentation folder, sell sheets, 
brochures, radio spots – and every other channel you 
use to market your business. Then make sure all staff  
members who interact with customers, from sales to 
customer service, all speak the same message. A consistent 
 www.sohobiztube.com | companies m
message is just as important as the message itself, and it 
provides three key benefits:

Consistency eliminates confusion. Highlighting 
your product in one place, then your customer service in 
another, and your values somewhere else can be confusing 
and frustrating for your market. It is likely that one or more 
of those communications is not what your market needs to 
hear. Potential customers will think, “They said product there 
and values here. Which one should I believe?” Saying the 
same thing everywhere eliminates this confusion.

Consistency creates lasting impressions. If  all 
your materials, Web site and advertisements carry the same 
message, you guarantee that your market will hear the right 
thing whether they talk to you, visit your business, see 
your ad or look for you online. Each impression reinforces 
your message, and your market will begin to associate your 
business with an idea that they have been exposed to by 
your advertisement.

Consistency keeps customers. Repeatedly hearing 
your message that addresses your market’s need drills the 
message into your market’s collective head to come back to you 
whenever they have a need for a product or service like yours.

What you communicate to your market is just as 
important for gaining and keeping customers as the 
product or service your business provides. Decide what 
message you need to communicate with your market. Then, 
communicate that message with consistency through all 
channels and human resources. 
anaging their brand online
Tap Into a Network  
of Experts

Without effective and proper networking techniques, you may not 
be maximizing your time while attending events or when reaching 
out to other professionals. While people have their own networking style that 
works for them, it may not work for others.

You need to do what works best for you and your personality. At the same time, it 
never hurts to learn new ideas about networking from successful professionals.

Learn From Speakers, Trainers
From time to time, you may notice that events 

or seminars exist where a professional is speaking 
about networking. Take these events seriously if  
you want to improve your networking skills.

Most of these professionals are speaking from 
experience, and you will have a chance to learn 
about networking techniques that have worked 
for others. Some of the ideas talked about will 
resonate with you while others may not work for 
you.

If  you need a refresher on networking and 
would like to get advice from an expert, you 
might want to consider signing up for one of 
these seminars. It’s worth your time if  you come 
away with one new idea. Also, what you learn 
may reinforce some of your own techniques.

Read Articles, 
Books

Another great 
way to learn about 
networking is by 
reading articles 
and books written 
by experts. These 
are great resources 
that can put your 
networking efforts 
into perspective. 
Because many of 
these writers are 
also professional 
speakers, you may 
be able to learn from 
them in more than 
one way. 

Some of these 
writers walk you 
through exercises 
that can help you 
to focus your 
networking while 
others give you quick 
and basic networking 
information that’s 
easy to remember. 
Depending on your 
level of  networking 
sophistication, you 
can find articles 
or books that will 
be helpful for your 
current style or take 
you to the next level.
1CVR 3 52 4 6
Seek Advice From Your 
Colleagues

An easy way to learn about 
networking is to talk to people 
you know. Brainstorm with your 
colleagues about their networking 
style to find out what works and 
what doesn’t work for them. At the 
same time, share with them your 
networking techniques so they can 
also learn from you. 

If  you’re not sure what to do 
in certain situations, ask your 
colleagues for their advice because 
they may have been in a similar 
situation. As always, it’s helpful 
to learn from others who have 
networking success stories to share.

By reaching out to other 
professionals for networking 
advice, people in return may seek 
advice from you. After all, each 
person uses different networking 
techniques that work for them, but 
might not work for others. When 
you share advice with your network, 
you are continuing to build your 
relationships. 
5companies managing their brand online | www.sohobiztube.com
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health care and social media | Jamey Shiels

LEED AP AccrEDitED 

a g a a r t k a  
i n t e r i o r  d e s i g n

Functional and sustainable  
interior design solutions... 

For your oFFice or home.

414.213.4218 
contactme@agaartka.com 
www.agaartka.com

is my motto. It is a principle 
associated with modern architecture and industrial 
design in the 20th century. I make sure that the 
spacial needs and the functionality of a given area is 
thought through first before the final design solution  
is presented. Functional and sustainable interior design 
is an investment, not an expense. 

form fol lows function

At VanderBloemen Creative, we are 
a team of superhero design experts 
dedicated to the success of our clients.

Find us  
online:

www.vanderbloemencreative.com
www.sohobiztube.com 
www.linkedin.com 
Facebook: VanderBloemen Creative 
Twitter: @StephanieKern 

Armed with talent, knowledge  
and a desire for perfection.

Call or e-mail today for a FREE 
consultation with a real superhero.

                   RID THE WORLD  
OF BAD DESIGN

O U R  M I S S I O N :

VanderBloemen Creative LLC
marketing & design for growing businesses
Social Media Has a Home
in Health Care

Like many businesses, health care 
is struggling with how social media 
can be implemented within an 
organization. It has become apparent 
that social media is here to stay, and 
the debate is shifting from “if ” to 
“how” we use social media. 

Corporations struggle with several 
key areas, including the value (ROI) 
of  social media, the risk of  public 
conversations with customers and 
surrendering control of  data and 
information. For health care, that 
concern is escalated by the personal 
nature of  information and the legal 
obligations within HIPAA, the 
government guidelines for security 
and confidentiality of  patient 
data. Health care also tends to be 
a latecomer with regards to the 
adoption of  new business practices 
and communication technologies, 
which can be seen with many 
health providers dipping a toe in 
the proverbial water. I propose that 
health care is a natural environment 
for social media to take root and 
connect medical professionals and 
patients. Therefore, health care can be 
a leader in social media adoption at 
the strategic and corporate level. 

Let’s explore three opportunities for 
health care organizations to leverage 
social media. 

Whether or not we have a disease 
diagnosis, medical condition, 
surgical need or are seeking wellness 
information, health care is a team 
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PLOYEE ENGAGEMENT

Social media can 
also have a great 
impact on the internal 
workings of an 
organization.

STOMER SERVICE

Customer service 
is a key driver of 
satisfaction and loyalty 
for any organization.
explore social media applications with a business focus. 
You could easily insert a specific company name or 
industry in place of “health care” and customer instead 
of “patient” and have the same opportunity. In the next 
installment, we’ll explore the top-level approach to 
embracing social media and engaging leadership to drive 
adoption.  
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4 who seek their own way
JasonGegere
Jason Gegere has a bit of  an independent streak. After 

getting kicked out of high school, he returned a year later, 
and under the sponsorship of a math teacher, developed 
his own Web design class. His early demonstrated 
talent and initiative were the precursors to his future 
entrepreneurship and success.

“I started my own company because after I got let out 
of school, after being kicked out of high school, the 
district hired me to do all their Web sites for all the 
elementary schools and so on,” Gegere said. “After that, 
I got referred to other schools, and from that I went to 
businesses.”

 He admits to maintaining a certain artistic integrity. 
That is, in part, why he won’t take on all projects.

“If  someone comes in and they like the color pink and 
they want shiny stuff  flashing around, then I’m probably 
not the designer for you,” Gegere said. “There are some 
things that I just won’t do. Just like if  I was [hiring you 
for] doing a remodeling project or something done on 
my car. I would trust you to know what you are talking 
about.”

Working madly into the night, sometimes on shifts of 
three hours of sleep at a time, he approaches his work 
with enthusiasm and perfectionism.

“I wanted to create a business that would help people 
with Web sites that were usable, designed well and helped 
put money back in their pocket,” he said. “Even when I 
design something now, I look back and think, ‘Could I 
have done that better or different? What do I know now 
that I didn’t then?’ I definitely keep growing.”

What does it take to push the boundaries and drive your business to success?  

Who can harness a force that will drive your idea to shine above the rest?  

For some insight, take a look at the stories of Jason Gegere, Jenn Turner,  

Martha Carrigan and Bryan Le Monds. With their forward thinking and  

avant-garde approaches to work, a lot of creativity and a little bit of madness,  

they have proven that what it really takes is a Mad Creative.

 www.sohobiztube.com | companies managing their brand online
JennTurner
Dressed with an edge and backed up with determination, 

Jenn Turner exudes a creative and professional flair that 
is undeniably reflected in her past and present work as a 
director at Bucketworks.

Art and creativity have always been a part of her life, from 
the age of 4 when she began writing poetry, as well as 
through her time working in corporate.

“In my work as an event planner and doing marketing, I 
really tried to release myself, especially in the marketing 
world,” Turner said. “I really wanted to release corporate 
brands from that corporate voice from upon high and kind 
of push it into the new, conversational, ‘I’m a real person, 
you can talk to me,’ kind of medium. It builds trust. It 
creates brand evangelists way better than carpet-bombing the 
Lifetime Network with Swiffer ads.”

Bucketworks is a nonprofit organization that offers the 
creative community a space to create and collaborate. Jenn 
mentioned that as a lover of alternative learning and 
education, she would have leaped at the opportunity to go 
to a place like Bucketworks where she could “learn by doing” 
when she was young.

“What Bucketworks does is it gives people a space where 
you don’t have an excuse not to do something because you 
are surrounded by people who are really trying to make their 
idea happen,” she said. “And that’s something that I think 
is precious. And that’s something that drew me from the 
corporate world to Bucketworks.”
1CVR 3 52 4 6
MarthaCarrigan
If  you’ve ever looked for a job in a creative industry 

such as marketing or graphic design in Wisconsin or 
Illinois, chances are you may be fond of the trusted and 
exclusively local job resource Big Shoes Network. Martha 
Carrigan started Big Shoes Network with her husband, Jeff  
Carrigan, back in 2006.

The idea stemmed from a desire to truly help businesses 
and individuals overcome the challenges of finding quality 
people and good jobs in a difficult market.

Martha speaks from the experience of someone who was 
a 22-year-old looking for a job during the last big recession.

“I couldn’t find a job and I wanted to be a trainer. So I 
started at the world’s largest collection agency,” she said 
with a smile. 

“I was this 22-year-old training 40- and 50-year-old 
collectors how to use a computer system. That was so 
scary,” Carrigan said, laughing.

With experience and an artful perspective, Martha has 
helped to craft new opportunities during a time of many 
challenges.

“We started this to help people, and that has been really 
what has kept us going, particularly in the last year because 
we’ve been helping people and providing hope. And 
helping companies even if  they aren’t doing job postings. 
They are coming to us to ask, ‘What do you see as the 
trend in the future?’ and ‘How can we re-craft some of 
these openings so that when we can hire, they are spot on 
for the kinds of jobs that we need to fill?’”

continued on pg 10
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continued from pg 9
BryanLeMonds
Bryan Le Monds’ company, Caffeine 

Communications, is turning 8 years old this 
year. He recalled the idea behind it was born on 
a train ride home from Chicago, when he had a 

“professionally suicidal moment” regarding how 
marketing was being done in the bureaucracy of 
big agencies.

“I just couldn’t take it anymore with the onslaught 
of people telling me how to do marketing when I 
knew it was wrong,” Le Monds said. “Because at 
the end of the day, people are forgetting what it’s 
all about. Soul-less marketers out there are chasing 
the next tactic du jour, and at the end of the day, 
those things don’t matter.”

Caffeine Communications has taken a different 
approach to marketing by searching for each 
brand’s “undeniable truth” and staffing “story-
preneurs” instead of account executives to create 
inspirational rally cries for the cause of each 
client’s brand. Speaking with the enthusiasm and 
hand gestures characteristic of  a storyteller, Bryan 
remarked that Caffeine Communications’ unique 
approach has launched hundreds of products, 
including Harley-Davidson motorcycles, tennis 
rackets, golf  clubs and some celebrities.

“We never forget at Caffeine that at the end of the 
day, we are going to create a tasty story that people 
want to bite into,” he said. “If  we create a story 
like that instead of chasing the next Twitter or 
Facebook, and they are all amazing tools, we aren’t 
going to be the company that pulls stories into 
them. We are going to be the company that tells a 
story that fuels them.”      
10

Your On Demand Marketing Department

Says 360 Direct was the key

877-464-5055 
www.360direct.com
12040 W Feerick St, Suite G

Milwaukee  WI  53222 

Take your business to the next level!
Call today to schedule your marketing analysis!
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You have worked hard to build your business. In the process, 
you have spent countless hours calling on customers and 
building relationships with them, training your employees 
and creating and protecting confidential information. You 
have spent enough time engaged in these activities that it is in 
your best interests, and the best interests of  your business, to 
protect the fruits of  your labor.

There are several types of agreement which are used to 
protect your investments in your customer relationships, 
training your employees and developing your company’s 
confidential information. Some of the more common 
types of these “restrictive covenants” are non-compete 
agreements, non-solicitation agreements and confidentiality 
agreements. A non-compete agreement is a contract which 
prevents an employee from engaging in a similar profession 
and competing with his former employer. A non-solicitation 
agreement is a contract between an employer and employee 
which prevents that employee, after he terminates his 
employment with the employer, from contacting that 
employer’s existing customers or existing employees in 
an attempt to persuade the customers to patronize the 
former employee’s new business, or to persuade the existing 
employees to leave the current employer to come and work 
for the former employee’s new business. A confidentiality 
agreement is an agreement which prevents a company’s 
current and former employees from disclosing certain 
information about the company and the company’s business. 
Generally, this type of agreement will define as confidential 
certain information that the business discloses to its 
employees, and limit any employee’s ability to disclose that 
information to third parties during and after his employment. 
All of  these agreements (or a combination of the three) can be 
used to protect the customers, employees and information you 
have worked so hard to develop. 

Restrictive covenants of the type described above, while 
helpful for businesses, have been viewed in an unfavorable 
light by Wisconsin courts. For years, Wisconsin courts have 
used a five-factor test to determine whether a restrictive 
covenant is reasonable and thereby enforceable. A restrictive 
covenant is unenforceable unless it (1) is necessary to protect 
the employer; (2) provides a reasonable time limit; (3) 
provides a reasonable territorial limit; (4) is not “harsh or 
oppressive to the employee”; and (5) is not contrary to public 
policy. Additionally, court-created guidelines for interpreting 
the enforceability of these types of covenants generally 
take an unfavorable view of restrictive covenants; they are 
construed in favor of the employee, and the courts have 
even, in some cases, gone so far as to call them “prima facie 
suspect.”  
 

Protecting Your Business – 
Restrictive Covenant Basic
co

1CVR 3 5 72 4 6
There is some hope that this negative attitude of the courts 
with respect to restrictive covenants is shifting. The holding 
and reasoning of the case Star Direct v. Dal Pra, 2009 WI 76 
(2009), seems to be at odds with the five-factor test and the 
court-created guidelines. In this case, the court sets forth 
a more favorable approach to considering these restrictive 
covenants:  “…[I]t is true that we read restrictive covenants in 
favor of the employee. But this does not mean that we make 
an effort to read a clause unreasonably in order to find the 
clause unreasonable and unenforceable against the employee. 
Though they are disfavored at law, our task is to rightly and 
fairly interpret non-compete agreements as contracts.”  This 
statement and the reasoning of the case show a softening of the 
negative attitude of Wisconsin courts to restrictive covenants. 

You worked hard to build your business and you owe it 
to yourself  to protect the fruits of  your labor. One way to 
accomplish this is through restrictive covenants. Given the 
changing nature of the interpretation of those covenants, you 
should seek the advice of a lawyer to ensure that yours are as 
strong as possible while also remaining enforceable. 

s
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transparent d-zign 
Aga Artka  Allied Member ASID, LEED and AP

Sarah Stevens 
(414) 719-4880

“Sarah, I love my photos!  
I had lots of fun and you did  
a wonderful job capturing  
my personality. Thank you!”

~ Susan Behrens,  
Realty Executives

•  Traditional &  
Non-traditional  
Business Portraits, 
taken at your office
     My Style is Irrelevant. 
Yours is Everything.

Potential clients ask, “What is your style?” I get that question a lot. 

Each time it happens, I wonder if  it’s a trap or the real deal. Seems like an 
innocent question at first, but when analyzing it further, it actually borders on 
offensive. My personal design preferences should not play a role in the client’s 
decision-making process unless they are my spouse or a business partner, in which 
case we would share a space and our design selections would have to meet and 
match at some point. A good designer translates the needs of the client into a 
design solution, regardless of personal likes and dislikes.  

I have never been to a hairstylist who would sit me in a chair and impose his or 
her own hairstyle on me. Have you? You might have asked their opinion, but the 
final decision whether to cut it all off, or just trim, was yours. 

I find comparing interior designers to hairstylists very effective because our 
processes, even though not identical, lead to a similar conclusion. You wouldn’t 
walk out of a salon with a head full of  active dye, and, likewise, you should not 
doubt an interior designer before a final design is presented. But in both scenarios, 
you should receive a product that is representative of you and your personality or 
business brand, not the designer’s. 

If  you have ever walked into a space and recognized the designer’s repeated style, 
rather than the unique aesthetic that each project deserves, you might have just 
experienced a design failure. Clients hire design professionals to help them see 
their ideas and concepts come together. We are here to guide, assist and educate, 
but not to sway, impose or steer. Our personal style should be left at home and 
brought out only when invited. 

Some designers keep reproducing their work over and over again – new client, 
old approach. It may be a result of  designer’s block or a lack of inspiration. 
It may be caused by personal reasons or a professional burnout. In the end, a 
designer who doesn’t challenge himself  never sees improvement, and a versatility 
of commissioned projects is very hard to come by. Only those who understand 
that taking risks, venturing out of your comfort zone and producing designs that 
you have never dreamed of before, is not only possible but required to survive. 
Stagnancy is no longer an option. Constant is obsolete. 

Clients have one thing in common – they want a product or service that is a 
solution to their problems. They look for ways to differentiate themselves from the 
competition and come to us, designers, in search of the ultimate uniqueness. Our 
designs are inspired and derived from various existing elements, but they should 
always end up being new and fresh approaches to our client’s needs. 
 www.sohobiztube.com | companies managing their brand online
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•  Corporate Events, 
candid & formal

• Weddings & Portraits
A Cool Approach to 2010
Springing into 2010, Cool Music Network and 

THECOOLTV are having a banner year, getting ready for 
an intense summer of music festivals, concerts and live 
events. Recent developments created much to enjoy. Here’s a 
snapshot of some works in progress:

Sinclair Television Group is launching THECOOLTV •	
on Cable and Digital TV in each of their 34 Designated 
Market Areas. This puts THECOOLTV in 24 million 
homes, which represents about 21% of US Homes. 

We were also thrilled to work with Teen Living Programs •	
(a Chicago nonprofit for which THECOOLTV wrote a 
public service announcement). Our production guys rocked 
for 10 hours and ran spots all over the network, 24 times 
a day in all markets, with a call to action to go to Chase 
Community Giving and vote for Teen Living Program. A 
note from them: “We are thrilled to announce that Teen 
Living Programs is one of six organizations picked by 
the Chase Community Giving Advisory Board to receive 
$100,000.  Although TLP didn’t have the most votes on 
Facebook in the second round of the contest, the advisory 
board was so impressed by our ability to mobilize the 
Chicago community that they have awarded us part of 
an additional $1MM.” TLP is the only organization in 
Chicago to win $100,000 in the contest. “Thank you for 
your voting, networking, and continued dedication to Teen 
Living Programs. We couldn’t have done this without you.  
Warmly, Teen Living Programs Staff  and Youth” 

And finally, our Web site is now rocking the “Video Vault.” •	
Go to www.thecooltv.com to play on-demand live video 
recordings! Everything from Neil Diamond to Lynyrd 
Skynyrd to UB40, old and new. It’s a bucket of fun, and, 
fair warning, can be highly addictive! 

We hope you’ll tune in and visit our sites and let us know 
what’s going on with you! 

The Cool Music Network, LLC is an entertainment 
media company that produces, acquires and distributes 
music content across multiple platforms. CMN uses the 
combined tools of television, the Internet and on-location 
live recordings via a developed and trademarked CD ON - 
DEMAND™ technology that records and produces quality 
audio/video content available for retail sale (CDs/DVDs, 
memory sticks, MP3 or iPod downloads) IMMEDIATELY 
following an entertainment event. The Cool Music 
Network is all music, all the time, showcasing the world’s 
greatest music artists from the most popular music genres. 
THECOOLTV broadcasts 24/7 music video in Milwaukee, 
San Francisco, Las Vegas and Tucson.  
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(un)WIRED | Jason Kayzar sales | Steve Fretzin

We Find Answers

The IT Guy Shouldn’t Run Your 
Online Business
•  Business Organization
•   Commercial and Residential Real Estate
•  Contract Preparation & Negotiation 
•  Employee Benefi ts 
•   Environmental 
•  Estate & Business Succession Planning
•  Labor & Employment 
•  Land Use & Zoning
•  Litigation/Dispute Resolution 
•  Tax
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TEL  262.646.5812
FAX  262.646.3340

MI LWAU K E E
700 North Water Street
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TEL  414.276.5800
FAX  414.276.0458

www.wbb-law.com
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  Learn, Exhange  
    and Engage

Social Media Breakfast 
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Whenever I have to fill in a form 
asking me to describe my business 
category, I look for “Online Brand 
Management” or “Internet Marketing.” 
When neither of those exists, I scan for 
an acceptable alternative. “Technology” 
is usually in the list, and I always 
consider it – for a half  second, and 
then I check “other.” I don’t want to 
make the same mistake that so many 
businesses do by making Web sites the 
territory of technology people.

Somehow, business decision makers 
got the mistaken notion that control 
of  their Web presence needed to be 
in the hands of tech guys – their IT 
department or computer companies.

Unfortunately, computer guys – and 
the companies that consist solely of 
them – are rarely capable of developing 
the strategies for these important 
marketing and brand components. It’s 
not in their skill set or their educational 
background. For some it’s not even in 
their DNA. 

Does that mean techies aren’t 
important? Actually, it’s quite the 
opposite. An effective Web presence 
requires talented folks to maintain 
the hardware, and to assure that 
any backend programming is well 
architected and professionally written. 
But a Web presence isn’t about 
 www.sohobiztube.com | companies

 Web presence isn’t about te
einforcing your brand, comm
roposition, underscoring you
elationships and accomplish
technology. It IS about reinforcing 
your brand, communicating your value 
proposition, underscoring your visual 
identity, building relationships and 
accomplishing business transactions.

I see a strong parallel between this 
and a similar situation that existed 
in my previous career. I spent many 
years working at and managing radio 
stations where I learned that radio 
is more than DJs, music, jingles and 
promos. Transmitters, processors, 
mixing consoles and automation 
systems were all critical elements 
of their operation. All of  that stuff  
required engineers who possessed the 
necessary technical expertise to make 
it work. The tech guys were critically 
important to the stations’ success.

All of  us listen to the radio, and we 
can name the personalities we listen to 
and the names of the stations they are 
on. We know the names of the artists 
we hear. But do any of us know the 
name of the engineer of our favorite 
station? Of course not!

There’s a reason for that. When we 
turn on the radio, we don’t care about 
the technology. We care about hearing 
our favorite people or our favorite 
songs. The only time we’re aware of 
the technology is when something is 
wrong. The engineers play a critical 
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 managing their brand online

chnology. It IS about 
unicating your value 
r visual identity, building 
ing business transactions.
ole, making the technology as 
ransparent as possible. They have 
othing to do with picking the music 
r coaching the on-air talent, which, in 
ost cases, is a very good thing. They 

ossess an amazing understanding of 
lectronics. But they have absolutely 
o clue as to what makes a successful 
adio format! 

That’s why I chuckle when I hear 
bout a company that wires networks 
r builds computers positioning 
hemselves as “Web experts.” And 
hy I sigh when I hear that a business 
as turned over its Web presence to 
n internal IT guy because “he’s the 
nly one around here who understands 
omputers.” I immediately get a mental 
mage of how my radio stations would 
ave sounded if  I let my engineers pick 
he music or coach my DJs.

An effective Web site should 
e approached the same way. 
echnologically proficient people are 
ecessary to take care of their part of 
he project. But the people who need 
o drive it are the folks responsible for 
eveloping the brand strategy. They 
an help the tech people understand 
heir role is to use any necessary 
echnology to transparently reinforce 
hat strategy – visually, philosophically, 
xperientially and transactionally.  
compa
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7:30AM - 9:30AM

Where: Cafe Hollander on Downer

Cost: IT’s FREE

Free WiFi and Light Breakfast ProvidedI do IT, not web
An Easier Way  
to Manage Your  
Sales People

Great salespeople can be the key to your success. 
Without a talented, hardworking sales team, your 
business will flounder and eventually fail. However, 
it isn’t enough to just hire the right salesperson. You 
also have to set benchmarks for success and monitor 
your team effectively in order to make sure that your 
business is functioning at its highest level. 

A behavioral employment agreement can help to 
ensure that both you and your team are happy and 
productive. Behavioral employment agreements have 
gained popularity in recent years, as managers are 
looking for ways to clearly and concisely lay out 
their expectations for employees. 

Employment agreements do not just benefit the 
employer. They also are useful for the employee. 
When employees have straightforward and simple 
instructions for success, they are able to meet these 
benchmarks and work toward their goals. When 
job responsibilities and sales goals are unclear, or 
when bonuses and promotions are given out on a 
seemingly arbitrary basis, people become frustrated 
and even bitter. 

continued on pg 16
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“An Easier Way to Manage Your Sales People,”continued from pg 15

Clarity of communication is crucial when it comes to establishing harmonious business practices. 
Here is how to establish your own behavioral employment agreement:  

Outline expectations. Use concise language and try composing in a bullet-point style. Employees are likely 
to skim long-winded paragraphs, so be short and to the point. Depending on the job, there might be five 
bullet points or 50. The important thing is just to make sure the employee is well aware of all that his job 
entails, whether the task is as simple as contacting prospective new clients or as strenuous as bringing in  
10 new clients each week. 

1

2
Make a timetable for the employee. I have found that it is very helpful to include a timetable as an 

illustration of my expectations for my salespeople. For example, in my company’s behavioral employment 
agreement, I have created a timetable of tasks for my salespeople to meet in 30 days, 90 days, 180 days and 
so on. Your team can then work with a firm goal and deadline in mind. Contrary to what you might think, 
this actually makes the salespeople less stressed and more motivated, because they know exactly what to 
do and how much time they have to do it. 

3
You can’t set guidelines without having a system for monitoring whether or not they are followed. Have 

set times each month when you check in with your salespeople and make sure they are on track. Again, 
having a set time and place for these meetings will help keep your people stress free, as they know you 
won’t be looming over them or micromanaging them every step of the way. Instead, they are treated like 
responsible adults with set tasks to accomplish in a set amount of time. If  your people fail to meet the 
requirements of the contract, and are consequently reprimanded or even terminated, their signature on 
the contract will prove they were well aware of what they needed to do. 
6  www.sohobiztube.com | companies managing their brand online
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