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Challenges
Integrating tried and true strategies that encourage business 
growth are more important now than ever before. Learn the 
lessons of successful industries, and grow.

in tough economic times 
small businesses remain 
resilient despite obstacles.

Small businesses have a profound 
impact on the economy of the 
United States, as they comprise 
more than 50 percent of the coun-
try’s public sector workforce.  With 
70 million people that work for or 
run a small business, it’s the largest 
employer in the country.

“It’s the most resilient sector that 
also rebounds quickly and adapts 
as the market changes,” said  Chris 
Holman, chairman of the National 
Small Business Association.

Small firms accounted for 9.8 mil-
lion net new jobs created between 
1993 and 2009.

“The stability they offer to the 
economy is one only small busi-
nesses can give,” Holman said. 
“They leave a very big footprint, a 
profound effect on our economy.”

The NSBA, which celebrated its 
75th anniversary in 2012, is an advo-
cate for America’s entrepreneurs. 
It has more than 65,000 members, 
which represent every state in the 
country.

A few weeks ago Holman met with 
President Barack Obama in Michi-
gan and handed him information on 
things that need to be worked on to 

better assist small businesses.

while adaptable, obstacles 
are still in the way of growth.
Reducing the national deficit is a 
growing priority for small business 
owners.

“We want to avoid the fiscal cliff 
and get our finances in order as a 
nation,” he said. “When we have 
huge debt like we have, we’re con-
tinually borrowing and that eats up 
money supply,” he said.

Getting Congress and the admin-
istration to reduce the tax burden, 
reduce the regulatory burden, con-
trol the costs of health care reform 
and increasing access to capital are 
some of the top issues concerning 
small business owners.

Despite the sector’s strength, 
there are a number of challenges all 
small business owners face.

For Holman, a business owner 
himself, he said a big challenge he 
faces daily is getting customers and 
retaining them. Customers equal 
revenue, “and when revenue is taken 

out of the equation, we’re left with 
nothing,” he said.

As a small business owner, Hol-
man is also concerned with health-
care costs. “Healthcare is some-
thing I want to give my employees,” 
he said. “I want it to be affordable. 
Keeping people and their families 
healthy takes a lot of anxiety out 
of them and they can come to work 
happy.”

According to the NSBA website, 
48 percent of small businesses with 
three to nine employees provide 
health insurance whereas 59 per-
cent of firms with 3 to 100 employ-
ees offer health insurance. 

Currently, self-employed individ-
uals are forced to pay an added tax 
of 15.3 percent on the host of their 
health insurance—something to 
which no other worker or business 
owner is subjected.

In order for health care reform to 
succeed all small businesses must 
be a part of it, Holman said.
“If you allow people to pay a fine and 
not be in the plan, it marks up the 
whole system,” he said.

As mentioned earlier, the national 
economy is a major concern for 
small businesses. Since the sector 
does not do well under uncertainty, 
stable conditions are necessary for 
them to thrive.

in the midst of an economic 
recovery and an increasingly 
technology-focused 
population, the exhibitions 
and events industry is 
building upon a tried-and-
true formula that continues 
to enrich the business 
environment. 

A rocky recession and ongoing 
recovery; the emergence of more 
accessible digital technologies; com-
puter-savvy professionals who are 
less comfortable connecting offline. 
Challenges confront the exhibitions 
and events industry, but experience 
tells us it is not the challenge, but 
how we move forward and beyond 
that challenge that truly matters. 

And move forward we have. The 
events industry has not only experi-
enced eight consecutive quarters of 
growth,  but it made a $106 billion con-
tribution to the national GDP last year.

The industry has managed to deliver 
this type of positive growth and eco-

nomic impact while the nation as a 
whole still recovers from the recession 
by following two core ideas:
1. Face-to-face interaction will 
always have value. No matter how 
high-tech, how geographically dis-
persed or how financially challenged 
businesses get, nothing beats the 
engagement level and focus achieved 
when you talk to people face-to-face. 
2. Challenges are opportunities for 
improvement. Challenges often 
arise as a result of changing cir-
cumstances and industry trends,  
so embrace them,  learn from them,  
and use them as tools to adapt and 
work toward longevity.
Here are some challenges the exhibi-
tions and events industry has faced 
and how it has used them for growth:

■■  The fragile economy.  No business 

sector was immune to the effects of 
the recession,  and given that exhibi-
tions inherently support all indus-
tries, the impact felt was sizeable. 

■■ Recognizing that events are 
needed to help create business activ-
ity, the industry began exploring 
ways to trim costs and use tech-
nology to harvest efficiencies and 
enhance operations. Those steps 
kept events affordable and accessible 
to the businesses that needed them. 

■■  Emerging digital technologies. 
Web-based video and conferencing 
tools offer new communications 
options that were not available five 
or ten years ago.

■■  According to a Forbes Insight 
survey, eight of 10 executives say 
they prefer face-to-face to virtual 
meetings citing social interaction, 
greater accountability, and a better 
environment for their preference. 

■■  Young professionals: comfort-
able with technology, uncomfort-
able in face-to-face communi-
cations. As young professionals 

alive, strong, and ready to do business
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“events are a 
critical economic 
driver, both locally, 
and globally, 
generating 
revenue, creating 
long-term and part-
time employment 
opportunities and 
driving business.”
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“We want a stable playground 
before going swinging on the mon-
key bars,” Holman said.

uncertainty leads to lack  
of optimism.
The Small Business Optimism 
Index, reported every month by the 
National Federation of Independent 
Business, had one of its steepest 
declines in its history in November.

In October businesses polled they 
were slightly more likely to say 
they expected business condition 
to improve in the next six months 
than they were to say that condi-
tions would worsen. One month 
later, though, their outlook changed.
“The surveys were before the fiscal 
cliff and before the election,” Hol-
man said. “At that time, what was 
out there was a lot of uncertainty. 
Businesses hate uncertainty.” 

Despite the index, holman 
insists that small businesses 
as a sector are very resilient 
and optimistic.
“We’re always optimistic and 
always seeing something better 
coming in the future,” he said.

become increasingly tech-savvy, 
their inclination to communicate 
face-to-face declines. But a Harvard 
Business Review survey found that 
85 percent of professionals think 
face-to-face meetings are essen-
tial to seal a business deal, and 95 
percent view them as crucial to 
long-lasting business relation-
ships, meaning this troubling trend 
should be addressed head-on.  

■■ There is a concerted effort through-
out the industry to create training 
programs and advise managers on 
how to develop young employees’ 
engagement skills since the value of 
face-to-face cannot be replaced or rep-
licated and remains a crucial part of 
effective business communications.
The outlook for the exhibitions and 
events industry remains very posi-
tive.   Like many others, we have been 
tested, but we continue to come out 
stronger and more resilient.

Chris holman
Chairman, 
National Small  
business  
Association

David Dubois
CMp, CAe,  
fASAe, CtA,  
president iAee

www.sodexoleisure.com


www.floodsmart.gov
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insight

In today’s increasingly 
digital world, how 
important are 
conventions and face-
to-face meetings 
for new customer 
acquisition?

Nothing is more valuable 
than face-to-face, person-to-

person connections.  It’s the only 
way to truly understand the 
essence of the people involved in a 
meeting and convention and what 
they are trying to accomplish so 
that we can partner to help ensure 
success.  In fact, our belief in its 
importance led LA Tourism to 
recently restructure and expand 
its global sales team to give us 
more resources around the world 
for personal interactions.  The 
expansion also allows us to have 
more varied technical expertise 
on our team to understand a wide 
variety of meetings and conven-
tions and their distinctive needs.

What are the benefits 
in traveling to a 
convention center or 
host city as opposed to 
staying local?

Travel in general builds your 
experience and exposure, 

opening your mind to new ideas 
and new ways of looking at things.  
We certainly hear from our meet-
ings and convention customers 
that this is the effect LA has on 
them.  LA is such a multi-faceted 

QUESTION & ANSWER Growing up Virgin
sir Richard Branson 
sits with Mediaplanet

In Like A Virgin you say: “The 
quality of business com-
munications has become 
poorer in recent years as 
people avoid phone calls and 
face-to-face meetings, I can 
only assume, in some mis-
guided quest for efficiency.” 
Why do you find it more effi-
cient to conduct business 
face-to-face?
It’s not surprising that while we’re 
busy sending emails and texts and 
posting on our Facebook pages,  we are 
overlooking the usefulness of talking 
to someone face to face.  Sometimes 
passengers would rather tweet their 
complaints instead of telling the 
cabin crew who can actually make 
the situation better.  Sometimes 
digital and face to face communica-
tion complement each other: when a 
guest tweeted their fear of missing a 
connecting flight,  for example,  Virgin 
America read it and had our airport 
team meet them at the arriving gate 
to whisk them to their connecting 

 milton ross

editorial@mediaplanet.com

flight on another airline (they made 
it).  Overall,  face-to-face meetings are 
not just efficient, they are very useful. 
Using all your senses to receive and 
process information helps you make 
better decisions and build greater 
trust. And you never know what else 
you might find out by looking, listen-
ing, and asking questions. From the 
tremendous number of invitations I 
receive for conferences, it seems that 
companies are catching on to their 
usefulness.

Tell us about the best meet-
ing you ever had. Where did 
take place?
It took place in my bathtub in London. 
I was in the bath when Al Gore visited 
me and shared his findings on human 
contributions to global warming. That 
discussion and “An Inconvenient 
Truth” led me to pledge 100 percent 
transportation profits to clean energy 
investments and carbon efficiency 
and to get more businesses to equally 
prioritize people, planet, and profits.

It appears you are not 
slowing down anytime soon. 
What continues to inspire 
you?
The people I am surrounded by: the 
courage they have to overcome chal-
lenges and make the world a better 
place in their own ways are very 
inspiring. 

It’s important for a business 
to engage customers. But 
it is also vital to engage a 
community. How does Virgin 

engage a community? 
Community is very important to 
Virgin and you’ll see us working at 
connectivity and communication in 
many ways.  Our customers and fans 
are located all over the world and it 
can be difficult to bring them all into 
one spot—so we use social media in 
as authentic a way as possible to keep 
conversations going and stay in touch. 
But there’s nothing like real genuine 
face-to-face interaction.  From the 
very beginning, Virgin focused on 
creating community. Virgin Record 
stores were the first to create listen-
ing stations and a cozy living room 
type environment, and we installed 
bars on Virgin Atlantic flights so that 
we could have a drink with the amaz-
ing people who were flying us. Today, 
we continue to create communities 
through music; our music festivals 
convene Virgin customers with a 
shared love of music to enjoy music 
and arts in comfortable and fun envi-
ronments.  All our airlines’ fun stylish 
product experiences also encourage 
interaction; Virgin Atlantic has its 
anything-can-happen Clubhouses 
and the world’s longest onboard bars, 
and Virgin America offers seat-to-
seat chatting (it’s how some people 
have met their soul mates!). Virgin 
Unite, our not for profit group, gath-
ers our Screw Business As Usual com-
munities in beautiful settings such 
as Necker Island or our luxury game 
resort in Ulusaba, to learn and have 
fun together. 

Mark Liberman
President 
and CEO, Los 
Angeles Tourism 
& Convention 
Board

 mark liberman

editorial@mediaplanet.com

Branson, at Dreamforce 2012, 
speaking with Marc Benioff, Founder, 
Chairman, and CEO of Salesforce.   
Photo: Jakub Mosur / salesforce.coM

city with many cultures, stories, 
experiences,  neighborhoods, 
industries and businesses.  As the 
city of dreams – both in terms of 
dreams coming true and in dream-
ing up new ways of doing things – 
the world really looks to LA for 
innovation and inspiration.

Businesses 
often prioritize 
environmentally 
friendly venues. How 
are you going green?

Los Angeles enjoys a very 
engaged and collaborative 

community that has established 
the city as a leader in sustainable 
activities and efforts.  The 
approach goes beyond looking for 
pro bono projects and into man-
aging the future development of 
our city through this lens.  In 
2003, LA was the first city to 
require city-owned buildings to 
be built to LEED specifications. 
Our convention center is LEED EB 
Gold and LEED certified, and 
Green Seal lodging is plentiful in 
LA.  Our public transportation 
system has one of the largest 
fleets of clean-burning, natural 
gas buses in the country.  LA chefs 
are leading the charge for sus-
tainably produced food and 
responsible restaurant practices. 
And,  of course,  LA is known for its 
diverse topography from coast-
line to mountain ranges provid-
ing hundreds of miles of outdoor, 
eco-friendly activities. We are a 
destination that continually chal-
lenges ourselves to think of fur-
ther and future green and sus-
tainable goals.

www.discoverLosAngeles.com/meetings
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changing Venues: Corporations 
look to unique venues for conferencing

 Milton ross

editorial@mediaplanet.com

in the fall of 2011, a 
government audit was 
released, claiming that  
the Justice Department  
had spent $4,200 for  
250 muffins—$16 a pop 
during a training conference 
at the Capital hilton. 

Though it was later revealed that 
the cost was closer to $14 (and the 
price had included coffee, juice and 
fruit) this instance of governmental 
overindulgence has left an indelible 

mark on the business travel indus-
try, one that was already crippled 
due to what many in the business 
travel sector call “The AIG effect”—
referring to the lavish spending of 
the now defunct insurance giant.  

Post “muffingate,” D.C. area hotels 
lost millions—the U.S. government 
has cut more than $600 million in 
conference expenses. “Organiza-
tions are nervous,” explains Kristin 
Kurie, President of The Wilderman 
Group in Charlestown, S.C. “It’s all 
about optics. We’re in the midst of an 

economic recession, and organiza-
tions are under a microscope when it 
comes to spending. Any misstep can 
cause a public-relations nightmare.” 

the new normal 
Amidst sharp revenue declines for 
hotels and meeting centers, less-
likely of venues such as  The National 
Aquarium in Baltimore and Chicago 
Botanic Gardens  have seen steady 
revenue from corporate events. “it’s 
crucial for company culture to have 
face-to-face meetings,” explains 

Stephen DiPrima, President Sodexo 
Leisure, “and though it may be hap-
pening less,  for some it’s happening 
in smarter and more unique ways.”

 “Mobile technology has allowed 
us to set up premier working sta-
tions virtually anywhere,” explains 
Sophia Siskel of Chicago Botanic 
Gardens. “Further, we provide unpar-
alleled beauty and privacy for our 
attendees, and we share our values of 
sustainability with our clients.”

For John Racanelli, CEO at the 
National Aquarium, “We’re a pillar 

making the case for face-to-face
the power of face-to-face 
events is not lost on the 
millions of professionals 
who make up the industry or 
rely on it to realize business 
success. 

But an uncertain economy com-
bined with a boom in digital 
engagement technology has left 
some struggling to find the right 
approach to incorporating digital 
technology tools without losing 
the irreplaceable value of in-person 
communication.

With a history that dates back 
centuries, there should be no ques-
tioning the sticking power and sig-
nificance of face-to-face events like 
trade shows and exhibitions. From 
agriculture to zoology, the face-to-
face events space touches every 
industry and drives more revenue 
than any other single marketing tool.  

Consider the findings of a recent 
study published by the Convention 

Industry Council that found the 
U.S. meetings industry directly sup-
ports 1.7 million jobs, $263 billion in 
spending, and a $106 billion contri-
bution to GDP. Not to mention stag-
gering $60 billion in labor revenue, 
$14.3 billion in federal tax revenue 
and $11.3 billion in state and local 
tax revenue. 

As the U.S. and countries world-
wide struggle to shake off the dust 
of this recession, far too many 
people are overlooking the fact 
that the exhibitions and events 
industry is continuing to do what is 
does best: enabling the interaction, 
engagement, innovation and educa-
tion necessary for companies and 
professionals to conduct business 
effectively and confidently. 

giving the industry a voice 
The International Association of 
Exhibitions and Events (IAEE) 
has worked for the past 84 years to 
emphasize the power of face-to-

face exhibitions. Recently, IAEE 
and its membership came together 
to launch the Click Here First cam-
paign, an initiative that uses real 
stories from exhibitors, attendees 
and industry participants to drive 
awareness for the unique value of 
face-to-face events.

■■ Through this campaign, the 
industry educates businesses about 
the facts about face-to-face.

■■ Events are a critical economic 

driver, both locally and globally, 
generating revenue, creating long-
term and part-time employment 
opportunities and driving business 
connections and sales.

■■  Exhibitions and events are more 
than sales sites; they bring all facets 
of an industry together for research, 
networking and discussion related 
to the latest industry trends and 
developments.

■■  Face-to-face events serve as a 

DaviD DuBois

editorial@mediaplanet.com

launching pad for new businesses 
and remain a staple for small- to 
medium-sized businesses looking 
to engage one-on-one with clients 
and potential partners.

■■  Digital and face-to-face inter-
actions go hand-in-hand; tools 
like smart phones allow attendees 
to optimize their show time and 
maintain relationships forged and 
strengthened on the show floor.

the power of connection
Connecting with people on a 
personal level creates stronger, 
more trusted, and more profitable 
business relationships. Whether 
through a handshake or a one-on-
one product demonstration, face-
to-face business interaction creates 
focused engagement and business 
value that no other form of commu-
nication can replicate.

entrepreneurs, meeting and engaging with their future, long-term business 
partners.   Photo: istock.coM

fACe-to-fACe  
pRoMotes 
gRowth

fAfAf CACA e-to-fA-to-fA-to-f CACA e  
pRoMotes 

1
of the Baltimore community, and 
when events are held here, it pro-
vides job opportunities for our city’s 
residents, which is key. Our clients 
value that. The one constant in this 
business are the people.”  

www.sodexoleisure.com
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unified communications 
for every business

the cost of uc solutions: 
a transforming landscape

we live in an “Age of  
Acceleration.”

A term we at TMC use to describe the 
“everything moves faster” economy 
is “Age of Acceleration. ”  In order to 
be fast to market,  fast in the market 
and best in the market, companies 
need tools that allow them to work 
more efficiently,  effectively,  securely 
and faster.  It means having the abil-
ity to place the right information, 
in the right hands at the right time, 
anywhere and at any time.  It means 
harnessing the power of informa-
tion and communications technolo-
gies to optimize productivity and 
responsiveness of people as well as 
processes.

Businesses are adopting unified 
communications (UC) to not just 
keep pace with the acceleration that 
is the “new normal,” but also as a 
platform for creating and sustain-
ing differentiated value and rapidly 
accommodating change.

A definition
What is UC? Broadly defined, UC is 
the integration of real-time com-
munications services (VoIP, instant 
messaging, videoconferencing, pres-
ence, speech recognition and call 

 DaviD phillips
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Unified Communications,  at its most 
fundamental level, has long been 
promoted by equipment vendors as 
a productivity “tool”. The seamless 
integration of voice and data deliv-
ered on ever less expensive platforms 
over increasingly sophisticated net-
works has grown into a multi-billion 
dollar industry over the past 15 years. 
Indeed, the promise of significant 
cost savings across the enterprise 
together with material improve-
ments in customer and employee 
satisfaction has largely materialized. 

The cost of the equipment itself has 
fallen dramatically since the intro-
duction of IP based telephony but 
the efficient integration of data over 
voice systems has been the big driver 

control) with non-real-time com-
munications services (voice mail, 
e-mail, text messaging and fax). In 
short, it facilitates faster, better and 
demonstrably less expensive col-
laboration and decision-making 
through the assurance that the right 
people have the capabilities needed 
to be responsive, and business pro-
cesses are optimized for efficient 
delivery and resolution.

UC can save knowledge workers 
two hours per day, or up to $2 million 
per year, for 125 knowledge workers.
Unified communications is flexible 
and nimble, while ensuring employ-
ees can provide white glove service, 
regardless of how customers com-
municate. Moreover, UC integrates 
with existing solutions and is flex-
ible enough to absorb new and evolv-
ing technologies described below.

A transition to the cloud 
Mobility?  Yes,   there’s an app for that. 
Most UC systems today allow smart 

improving employee collaboration, 
which has in turn enabled a more 
efficient customer relationship lead-
ing to higher revenues at lower cost.

Changing strategies 
The costs associated with UC  imple-
mentation have traditionally fallen 
into the categories of equipment, 
installation and maintenance. The 
equipment transformation from 
TDM to IP Is largely complete and 

phones to seamlessly integrate into 
corporate phone systems, emulat-
ing desk-phone functionality while 
taking advantage of low corporate 
phone rates.

Cloud UC is scalable in either 
direction or offers maximum flex-
ibility after network and power 
outages.

Microsoft Lync may be the most 
important recent UC development, 
as the software leader has renewed 
its focus on communications with 
its Skype acquisition. Expect far 
tighter integration between the 
world’s leading free VoIP service and 
Microsoft’s offerings.

Headset APIs will have a huge 
impact on UC as companies like 
Plantronics allow software on PCs 
and laptops to access caller informa-
tion from cell phones and present a 
customer screen to the user before 
they answer the phone.

SIP trunking continues to save 
companies phone costs and has 
become the primary way UC systems 
communicate. In addition, as more 
phone systems become SIP- and IP-
enabled, organizations have started 
to save a tremendous amount of 
money bypassing the traditional 
phone network and peering directly 

we are now well into refreshes at 
a basic level, but the ongoing costs 
are associated more with software 
upgrades and training than any-
thing else. Integration and security 
issues apart, even maintenance 
contracts values are not as com-
pelling it seems as they used to 
be. Today, the cost of implement-
ing UC solutions is as much about 
workflow and organization design 
together with device selection and 
management as it is about the hard 
costs associated with hardware.

It is the overall result of all these ele-
ments that need to be considered in 
building a cost of ownership over time 
that fits ever more importantly into 
the enterprise ecosystem and strategy.

the reemergence of video
One of the areas emerging quickly 
as a new driver in UC is videoconfer-
encing and video streaming. Until 
fairly recently video was regarded 
as a tactical addition to the mix. 
Now, under the control of the CIO 
and with demand generated from 
lines of business it is becoming a 
strategic means of communication 
and more pervasive every day. The 
investments historically have been 
based around meeting rooms. Large 
VIP environments costing $500k 
per set of rooms or the more ubiq-
uitous conference room at the $50-
100k range.

Driven by applications like 
healthcare and manufacturing 

and by the increased availability of 
facilitating technologies like tab-
lets communicating over networks 
delivering high quality bandwidth, 
video is one of the key growth areas 
in UC. Even with issues of opera-
tional complexity that only a hand-
ful of providers can currently man-
age effectively the adoption of video 
at a consumer level will push into 
the enterprise and over time will 
become pervasive throughout the 
business world. 

with one another.
This represents an opportunity for 

HD voice as the next evolution in UC 
quality.

emerging technologies 
A new crystal-clear 3-D stereo confer-
encing app from Voxeet allows users 
to position called parties on the left 
or right,  front or back. Our brains are 
able to process a surprising amount of 
depth when listening in our natural 
surroundings but, this information is 
stripped on the phone. Voxeet needs 
some polish,  but shows the future of 
conferencing.

WebRTC is a revolutionary new 
communications technology that 
allows every Web browser to be a 
communications server, meaning 
developers can seamlessly add rich 
multimedia communications into 
their every application or service. 
Now, social networks and every 
website can and likely will instantly 
become the equivalent of a commu-
nications provider.

The future of UC is bright and 
evolving. Companies know they 
need to communicate more effi-
ciently and serve customers better. 
However, the advent of social net-
works like LinkedIn, Twitter and 

Facebook implies a growing amount 
of “unsanctioned” ways to contact 
coworkers, friends and customers. 
Corporations not only have to deal 
with BYOD (bring your own device), 
they have to grapple with workers 
using their consumer social identi-
ties for work purposes and poten-
tially bypassing regulatory compli-
ance checks.

the future 
As technology evolves, UC needs 
to bring it all together so users can 
seamlessly conduct business without 
juggling apps and telecom services. 
The goal is enabling faster decision-
making and decreased time-to-mar-
ket to be more globally competitive. 
UC is one of the few technologies 
that can pay for itself rapidly through 
both cost savings and productivity 
increases. It is an essential business 
tool for companies living in the “Age 
of Acceleration.”

rich tehrani

editorial@mediaplanet.com

David phillips
president and  
Chief operating  
officer, yorktel

Rich tehrani
Ceo,  
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PEOs: Helping small  
businesses grow and thrive
According to the Small 
Business Administration 
(SBA), the total cost of 
federal regulations for 
small businesses has 
increased to $10,585 per 
year—36 percent higher 
than the regulatory cost 
facing large firms.  And 
that is only for federal 
regulations.  Complying 
with a growing burden 
of state and federal 
laws, regulations, and 
requirements is a daunting 
challenge to all small and 
medium businesses. 

Professional Employer Organizations 
(PEOs) provide payroll, benefits, com-
pliance,  and HR services for small- 
and mid-sized businesses, allowing 
them to improve productivity and 
profitability, to focus on their core 
mission, and to grow.  Through a PEO 
arrangement, the employees of small 
to mid-sized businesses can gain 

access to employee benefits such as 
401(k) plans; employment practices 
liability, health, dental, life, and other 
insurance; dependent care; and other 
benefits typically provided by large 
companies.  For example, accord-
ing to the SBA,  approximately 72% of 
employees working for small firms 
reported there was no retirement 
plan offered where they work while 
in contrast, the vast majority of PEOs 
offer retirement benefits to small and 
medium employers,  including 401(k) 
plans.

Rely on experts
Compliance can be strenuous, con-

fusing, and involved.  Increased dis-
ability and privacy requirements; 
complex wage and hour provisions; 
overlapping military, disability, 
workers’ compensation, and FMLA 
leave requirements are just a few 
of the challenges.  Moreover, non-
compliance can be disastrous.   

Retain your employees
On top of regulatory compliance, 
small businesses are facing increas-
ingly complex employee-related 
matters such as healthcare reform, 
leave questions, termination issues, 
whistleblowing, unemployment 
claims, and workers’ compensa-

 Pat ClEary 
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Reliability in a 
shifting landscape
There are a few things 
certain for 2013: Healthcare 
laws have changed, how 
businesses deal with this 
changes remain uncertain, 
and there are growing 
industries to help. 

An imminent shift 
The Patient Protection and Afford-
able Care Act (PPACA) was signed 
into law by President Obama on 
March 23, 2010. Legal challenges 
were immediately filed and on June 
28, 2012, the Supreme Court upheld 
the constitutionality of the bulk 
of the law,  allowing it to move for-
ward. Significant implementation 
has already occurred, but once Pres-
ident Obama was re-elected, imple-
mentation of the PPACA ramped 
up dramatically. Since November 
6, in fact, 34 notices involving the 
act have been filed in the Federal 
Register and to date, north of 10,000 
pages of proposed regulations have 
been published surrounding what 
is popularly known as “Obamacare.”
All of a sudden, businesses – espe-
cially small businesses – are faced 
with the reality of the implementa-
tion of this 2,200-page law, wonder-
ing what it portends for them. Our 
members – professional employer 

organizations (PEOs), which help 
small businesses steer through the 
labyrinth of benefits and employ-
ment-related regulations – now find 
their phones ringing off the hook, 
with small businesses asking what 
they need to do to comply with this 
new law.

While there is not enough room 
in this article – or in this newspaper 
—to answer all the questions, there 
are a few immediate issues of which 
small businesses need to be aware:
 Employers who issued 250 or more 
W-2s (note, this is a W-2 count, not 
an employee count) for the 2011 
tax year are required to include the 
“aggregate cost” of group health 
coverage in their 2012 W-2s— 
which must be issued by January 
31, 2013. Under the law, “aggregate 
cost” includes the employer and 
employee contributions.

■■  A new Summary of Benefits and 
Coverage (SBC) is now required of 
all plans with open enrollments on 
or after September 23, 2012.  Such 
notice is required at application, 
enrollment,  and re-enrollment,  
and a substantial penalty of $1,000 
can apply to each failure. Material 
modifications in the SBC require 
a pre-notice of 60 days. The SBC 
requirement is in addition to the 
existing Summary Plan Description 

(SPD) requirement.
■■  Flexible Spending Account (FSA) 

contributions will be limited to 
$2,500, beginning in 2013.

■■  Medical loss ratio (MLR) limits 
require insurers to spend a mini-
mum percentage of premiums 
on claims payments or quality 
improvement. If an insurer fails to 
meet the MLR requirement, it must 
issue rebates to its policy holders. 
Some employers had the privilege 
of receiving rebates this year from 
healthcare carriers that didn’t meet 
the medical loss ratio requirement 
under the PPACA, but correctly han-
dling such rebates can be tricky.

■■  Plans in the small employer 
group market are also required to 
provide “essential” benefits which 
are enumerated by the Department 
of Health and Human Services 
(HHS), and include such items as 
emergency services, hospitaliza-
tion, maternity and newborn care, 
mental and substance abuse dis-
order services, prescription drugs, 
rehabilitative services, preventive 
and wellness services,  and pediatric 
services, including oral and vision 
care,  among others.

Avoiding penalties
■■  “Pay or play” is a much-debated 

part of the PPACA. Essentially, it 

requires employers to provide 
health insurance to their employees 
or pay a penalty. But as with so many 
things, the devil, as it were, is in the 
details. “Pay or play” pertains only 
to “large” employers—defined as 
having 50 or more full-time employ-
ees. Seemingly simple, the IRS has 
issued 18 pages of guidance on just 
how to determine who is and is not a 
full-time employee for this purpose. 

■■  Employers who “play” must pro-
vide coverage that covers at least 60 
percent of healthcare costs and does 
not cost employees more than 9.5 
percent of their household income. 
Employers with plans that fail to 
meet this threshold are subject to a 
tax penalty.

■■  Employers with 50 or more full-
time employees who don’t “play” 
will pay a tax penalty of $2,000 per 
employee after the first 30 employees.

■■  In March of 2013, there will be a 
notice requirement for employers 
to provide employees with infor-

mation about the state insurance 
exchanges. Information about that 
requirement is forthcoming.

The way forward 
Implementing a law of this size and 
scope will be daunting. Yet to be 
seen is how this law will impact the 
behavior of employers. Many ques-
tions are unanswered but one thing 
is certain: For all employers, life has 
irrevocably changed. For decades, 
PEOs have been instrumental 
in assuring benefits—including 
affordable healthcare—for Ameri-
can workers in the small business 
sector.  Consulting a PEO is probably 
the best course for small companies 
that would rather focus on growing 
their businesses instead of  under-
standing the finer points of health-
care reform. 

 Pat ClEary
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tion issues.  Attempting to hire and 
retain key employees may mean 
offering a competitive benefits 
package.   PEOs allow you to offer big 
business benefits affordably. 
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insight
Meetings management eROI: 
Emotional return on investment
It’s time to rethink how we 
measure the effectiveness 
of meetings and events. 

SMMP (Strategic Meetings Manage-
ment Programmes) have served the 
industry well as a platform to mea-
sure cost effectiveness and evaluate 
procurement strategies for buying 
in the meetings/events space. SMMP 
does not,  however,  measure the 
success of one of the core objectives 
behind convening a meeting event 
in the first place: emotional engage-
ment. This is a critical missing com-
ponent in evaluating the true impact 
of meetings.

Emotional engagement sounds 
remote from the hard logic of busi-
ness, yet it is a critical component 
to success. What is a company’s goal 
in gathering a group of customers 
to unveil a new product? They are 
aiming to instill excitement – and 
create demand—for a new innova-
tion. Why do corporate heads of 
sales convene their executives and 
account managers to recognize 
top performers? They are looking 
to create proud, heart-thumping 
moments that motivate people to 
make miraculous things happen. 
Why does a CEO assemble the orga-
nization’s leadership team during 
a time of corporate restructuring? 
They are looking to create empathy, 
and to involve leaders in becoming 
part of the solution.

Sharing a common goal
The above scenarios all share a com-
mon goal: making an impact by 
evoking specific emotions. Compa-
nies work hard to measure the out-
comes associated with these meet-
ings (i.e. quantifying product launch 
impact, sales team performance, or 

 Ron Dileo
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employee morale). The challenge is 
that these methods can’t isolate the 
meeting’s direct and specific effect 
on outcomes. What’s missing is the 
link between emotions that change 
behaviors and mindsets to create 
desired outcomes. By understand-
ing the link between emotion and 
organizational success, we can begin 
to create the perfect “recipe” for an 
ideal meeting/event.

I am not suggesting an emotional 
engagement recipe for the perfect 
meeting will ever mean we just “add 
water and stir.” Anything dealing 
with the complexities of human 
emotions could never be that simple. 
However, we have identified ten core 
emotions that are part of what drives 
how people attending meetings/
events respond to information that 
is being delivered to them. It’s the 
combination of any number of those 
emotions that drives an attendee’s 
behavior and attitudes, which in 
turn drives the outcome sought after 
by the meeting/event planner.

Future research
The Association of Corporate Travel 
Executives (ACTE) is currently con-
ducting research on the trigger-
ing of each of these ten emotions 

during an event, with the support 
of meetings/events planners in a 
variety of industries, who are con-
ducting meetings large and small 
across around the world – all seek-
ing a diverse set of meetings/events 
outcomes. A white paper outlining 
the results of this research will be 
produced in October 2012. Building 
on these findings, we begin working 
to codify the recipes and measure-
ment tools for successful Emotional 
Return On Investment (eROI), that 
we expect will be available in 2013.

So how will eROI work in concert 
with SMMP? SMMP is an effective 
tool for buyers and procurement 
directors—but emotions can’t be 
bought. It is our expectation that 
eROI will be supplemental and 
complementary to SMMP. Put 
them together and you can begin 
to understand the “Holy Grail” 
balance between what a meeting/
event costs and the commercial 
impact that it actually makes.

Stay tuned... we believe adding 
eROI will be the next “big thing” in 
the meetings and events industry.

What are the most 
important things to 
know about credit 
granting as a small 
business?

■■  Put credit applications, poli-
cies and procedures in place.

■■  Beware of the deal too good to 
be true. 

■■  Maximize sales and minimize 
risk by using real updated busi-
ness credit reports.

■■  Recognize good deals fast 
because these customers help 
cash flow.

■■  If a potential customer is not 
paying anyone else on time…they 
will not pay you either, check them 
out before you are in too deep.

■■  If a company has not paid for 
the first order then do NOT ship 
the second…or third!

How do I really know 
that a customer has the 
ability and willingness 
to pay?

■■  Do proper due diligence…do 
your homework…know your cus-
tomer.

■■  Pull a reliable commercial 
credit report with trade payment, 
collections and public record data.

■■  Get references. 
■■  Verify their bank.
■■  Join & share credit informa-

tion with  industry trade groups.
■■ Check public record (bank-

ruptcy, tax lien & judgments).

How do I interpret a 
commercial credit 
report?

■■  Reach out to your provider’s 
representative for guidance.

■■  NEVER base your decision on 
the score alone.

■■  Study the trade payment sec-
tion for negative comments (CIA, 
COD, charge off).

■■  Review the payment trends 
to see if it is improving, stable or 
slowing.

is your business at risk?
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■■  Check the company demo-
graphics section for the number 
years in business, etc.

■■  Check the balance to limit 
ratio to see if they are maxed out.

■■  Check for red flags such as;  tax 
liens, judgments or bankruptcies…

What to look for when 
granting credit and 
setting credit limits.

■■  Look at the current balances 
and high credits to get an idea 
of what others are granting this 
company.

■■  Look at the balance to limit 
ratio. 

■■  Look at the payment trends for 
potential trouble.

■■  Check industry specific trade 
information from Trade groups. 

■■  Years in business is a big factor.
■■  Collections, tax liens, judg-

ments and their balances and 
dates filed.

What is the proper due 
diligence in setting up a 
new customer?

■■  Pull a real credit report.
■■  If there is no business credit 

information then ask for a per-
sonal guarantee and pull the busi-
ness owner credit report.

■■  Always get an accounts pay-
able contact info name, email and 
direct phone.

■■  Get proper shipping and bill-
ing info.

■■  Get signed orders for products 
and services with terms.

■■  Monitor your customers for 
negative events: slow pay, collec-
tions, tax liens, judgments and 
bankruptcy…most bankruptcies 
do not happen overnight usually 
there will be warnings or alerts.

EmotIonal EngagEmEnt
Some things are better done in 
person.   PhOtO: IstOck.cOM
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the journey 
to safety 
excellence

t
oday, a mother will swipe 
in for her shift not know-
ing she has kissed her 
children goodbye for the 
last time. Another fam-

ily will be notified that dad is never 
coming home. An estimated 10 lives 
are lost in workplaces across the 
country each day and every 6 seconds 
someone is injured. In 2010, the totals 
came to nearly 4,000 unintentional 
workplace fatalities and more than 5 
million employee injuries. The great-
est tragedy is that these were all pre-
ventable. 

The National Safety Council 
believes we are all on a Journey to 
Safety Excellence to eliminate inju-
ries and deaths in our workplaces. 
NSC has been rooted in workplace 
safety for 100 years. While work-
places have gotten safer, there is 
vast room for improvement even 
among top safety performers – the 
only acceptable goal is zero.  

In today’s economy, doing more 
with less is the norm; restructur-
ing,  downsizing,  increased reli-
ance on temporary workers and 
contractors, and more flexible and 
lean production systems are some 
of the results. At the same time, 
there are increased demands on 
individual employees for greater 
output.  Without a strong safety 
culture in place, these forces can 
lead to harm both in terms of 
human tragedy as well as the finan-
cial impact on an organization’s 
bottom line.

NSC estimates the total eco-
nomic costs of unintentional occu-
pational deaths and injuries in 2010 
totaled nearly $180 billion. These 

costs include wage and productiv-
ity losses, medical costs, adminis-
trative expenses, damage to prop-
erty and motor vehicles among 
others. Therefore, beyond being 
the right thing to do, safety makes 
financial sense and is considered a 
business imperative.

According to the Liberty Mutual 
Research Institute for Safety, for 
every $1 invested in safety, there is 
at least a $3 to $6 savings. Research 
indicates companies who integrate 
safety throughout their organiza-
tions outperform companies who 
do not. Workplace safety has also 
been shown to improve morale and 
increase quality and productivity. 

At NSC, we believe the solution 
to improving workplace safety is 
for leaders to engage all employees 
in the Journey to Safety Excellence. 
There are four key pillars that every 
Journey should include: commit-
ted leaders and engaged employees; 
sound safety processes and proce-
dures; removing risk in the work-
place and continually measuring 
and improving performance.

Ask yourself if safety is a key 
business value at your job. When it 
comes to safety, do you believe your 
employer has your best interest at 
hand? Remember, all employees 
deserve to go home just as safe as 
when they came to work.

news

Leveraging 
safety as a core 
business value
mP: larry, your 
expertise is in safety, 
but you’ve witnessed 
significant business 
success in Fortune 500 
companies as a result 
of your safety initiatives 
with them. How do you 
explain this?
LW: Well, chapter four of Charles 
Duhigg’s book “The Power of 
Habit” documents one of the 
best cases of leveraging safety for 
business improvements. Former 
Alcoa CEO, Paul O’Neill, focused on 
safety to transform Alcoa’s entire 
business and culture—lowering 
costs, increasing sales, quality and 
productivity. He found something 
everyone could agree on—worker 
safety—and harnessed that as a 
basis for change. Their sales rose 
from $1.5 billion in 1987 to $23 
billion in 2000 when he retired. 
Safety has remained at the core of 
Alcoa’s business ever since.

mP: But all companies 
focus on safety—
they’re legally 
obligated—so why does 
one company improve 
over another? 
LW: There are a lot of factors—
culture, management style and 
leadership,  etc.—but one of the 
biggest factors is when companies 
move beyond legal compliance in 
safety and start addressing human 

error. Companies need to under-
stand how much unintentional 
errors like eyes and mind not on 
task affect not only the safety of 
their most valuable asset—their 
employees—but also their bottom 
line from quality,  production and 
maintenance issues to customer 
service and even accounting errors.

mP: I can see how 
eyes and mind not 
on the task of driving 
or operating heavy 
equipment is a huge 
safety issue, but how 
do you relate it to the 
other areas?
LW: We focus on safety first 
because it carries the greatest risk 
and everyone agrees that protect-
ing people is the top priority. But, 
once people learn how to keep their 
eyes and mind on task for safety 
purposes it is easy and almost auto-
matic to apply it everywhere—at 
work, at home, on the road, in any 
situation or with any task.

mP: So, how do 
companies address 
human error?
LW: That’s the great thing—you 
can teach people skills and tech-
niques to reduce error. But before 
you can teach them the skills, they 
first need to understand what 
causes most errors. There are four 
main causes:  rushing,  frustration, 
fatigue and complacency which 
contribute to over 90 percent of 
errors. It seems over-simplified, but 
can you think of a time when you 
made an error when you weren’t in 
one of these states?

mP: no, actually I 
can’t. But it seems like 
I’m always rushing or 
tired... and I’m sure my 
boss isn’t going to be 
thrilled if I slow down or 
take a nap to improve 

my performance—
is that what you’re 
suggesting?
LW: No, we wouldn’t get too far 
with that mantra. And it wouldn’t 
work anyway. You can’t just decide 
to not be tired, but you can learn to 
self-trigger on the state and decide 
to change what you’re doing to 
reduce the risk of error or at least 
be aware that you’re more likely to 
make an error. There are actually 
four critical error reduction tech-
niques we teach in SafeStart to 
combat this state-to-error pattern.

mP: You authored 
SafeStart in 1998 and 
it has reached over 
two million people 
in 50 countries with 
companies like Alcoa, 
Schneider electric, 
Procter & gamble, 
Cargill and georgia-
Pacific. How should 
business leaders learn 
more about leveraging 
SafeStart?
LW: Business leaders need to 
first embrace their responsibility 
as leaders in safety. To quote the 
National Safety Council (NSC), they 
need to “demonstrate an unwav-
ering commitment to safety and 
walk the talk,  becoming CEOs 
Who Get It.” This can’t just be 
delegated to a safety department. 
Read about these CEOs on the 
NSC website, and, may I suggest, 
read Inside Out, a book I recently 
authored with Gary Higbee that 
specifically explains the process of 
moving from a traditional safety 
process to a safety system that 
addresses human error.  By the end 
of the book they will be able to see 
the link between safety and busi-
ness performance or saving lives 
and saving money.

larry Wilson
author,  
safestart
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