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Dreams Do Come True

Here’s a familiar statement; “Everything you need to 
succeed is already within you.” 

Is there a motivational speaker alive who has yet 
to utter that sentence? Well, like so many commonly ac-
cepted sayings, it is regularly repeated because it is true. 
In this issue, you’ll find two remarkably vivid illustra-
tions of this concept. 

Jocelyn Allen and Chandra Lewis had known one 
another for some time. Friends and colleagues, they’d 
worked in Public Relations within the same industry for 
years. At dinner one evening, they got the idea to work 
together. Combining their individual strengths, they 
pooled their skills to form The Allen Lewis Agency.

Almost immediately, clients began to seek them out. 
Now in their second year of business together, they have 
yet to aggressively market their company—and they have 
plenty of work. When they joined forces, people who 
knew them trusted Allen and Lewis to continue to do 
what they’d always been known to do.

Kristin Varela-Schild woke up one morning having 
had a dream she’d start an internet company for busy moms to help them find automobiles 
best suited to the needs of their families. She knew next to nothing about cars, nor publish-
ing, nor starting a company, nor very many of the other things you’d think she’d need to know 
to get this accomplished. But she went ahead and gave it a serious shot. Some 36 months 
later, she was entertaining buyout offers from three different companies. She just started 
doing what she’d seen in her dream. Like Allen and Lewis, everything came to Varela-Schild 
when she needed it.

It’s one of those mysteries of nature. Anything you begin doing in earnest, the elements you 
need to be successful will present themselves—as long as you keep an open mind and give 
it a sincere effort. When you do this, you’ll begin seeing things in a different context. You’ll 
notice things you’d previously overlooked and you’ll see how they fit into the goal you’re try-
ing to accomplish.

In other words, everything you need to succeed really is already inside you. Whether you’re 
starting a company or looking for your next job, all you have to do is try sincerely to achieve 
it, pay attention, exude confidence and keep at it. Everything you need will appear.

Dreams do come true; these three women are living proof.

Lyndon Conrad Bell
Editor

Women In Business & Industry
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1. Raising the minimum wage will only benefit 
teens. The typical minimum wage worker is not a 
high school student earning weekend pocket money. 
In fact, 89 percent of those who would benefit from 
a federal minimum wage increase to $12 per 
hour are age 20 or older and 56 per-
cent are women.

2. Increasing the mini-
mum wage will cause 
people to lose their 
jobs. In a letter to 
President Obama 
and congressional 
leaders urging a 
minimum wage 
increase, more 
than 600 econo-
mists, including 
seven Nobel Prize 
winners wrote, 
“In recent years 
there have been 
important develop-
ments in the academic 
literature on the ef-
fect of increases in the 
minimum wage on em-
ployment, with the weight of 
evidence now showing increases 
in the minimum wage have had little or 
no negative effect on the employment of minimum-
wage workers, even during times of weakness in the 
labor market. Research suggests a minimum-wage 
increase could have a stimulative effect on the econ-
omy as low-wage workers spend their additional 
earnings, raising demand and job growth, providing 
some help on the jobs front.”

3. Small business owners can’t afford to pay 
their workers more, and therefore don’t support 
an increase in the minimum wage. A July 2015 
survey found three out of five small business own-
ers with employees support a gradual increase in the 

minimum wage to $12. The survey reports 
small business owners as saying an 

increase “would immediately put 
more money in the pocket of 

low-wage workers who will 
then spend the money on 

things like housing, food, 
and gas. This boost 
in demand for goods 
and services will help 
stimulate the econ-
omy and help create 
opportunities.”

4. Raising the fed-
eral tipped minimum 
wage ($2.13 per hour 

since 1991) would lead 
to restaurant job losses. 

As of May 2015, employ-
ers in San Francisco have 

paid tipped workers the full 
minimum wage of $12.25 per 

hour before tips. Yet, the San Fran-
cisco leisure and hospitality industry, 

which includes full-service restaurants, has 
experienced positive job growth this year, including 
following the most recent minimum wage increase.

5. Increasing the minimum wage is bad for busi-
nesses. Academic research has shown higher wages 
sharply reduce employee turnover, which can reduce 
employment and training costs. WIBI

news

W ith the minimum wage debate raging furiously, there are 
a number of myths going around, all of which bear closer 
consideration. These are the top five minimum wage 

myths out there, as compiled by the U.S. Department of Labor. 
For the full list, visit the DOL.gov website.

Minimum 
Wage Myths

TOP

8
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An integral aspect 
of the contemporary 
job-search, employers 
go to LinkedIn to re-
view your background 
before they contact 
you for an interview. 
For this reason, hav-
ing a well-crafted 
LinkedIn profile is 
absolutely paramount. 
Here are some other 
steps you can take to 
get the most out of 
the network.

1. Look for trend-
ing, related keywords in job postings to include in 
your LinkedIn Profile content. Just like you need 
to use keywords in your profile for traffic, recruit-
ers need to use keywords on job postings for the 
same reason. Check out the job descriptions of the 
positions in which you are interested and scan them 
for any trending keywords.  If you see a certain term 
sprinkled throughout the posting a few times, it’s 
usually a good sign the employer is using this tactic 
to get their job posting noticed. A job seeker can 
use the same tactic to get attention for their profile.  
Use these same keywords in your LinkedIn profile.

2. Get Familiar with Privacy Settings. Privacy 
controls are found under Settings to help keep your 
job search confidential. You can choose to turn off 
activity broadcasts. This means your connections 
won’t be notified when you update your LinkedIn 

profile, write or receive 
recommendations, or 
follow companies (oth-
erwise, these types of 
activities will appear in 
their news feeds). You 
may want to keep your 
activity feed public, 
however. This way, 
when you post indus-
try articles, your con-
tacts will see the link. 
Sharing useful links 
demonstrates thought 
leadership and helps 
keep you on the radar 
of your connections.

3. Join up to 50 LinkedIn Groups. Joining 
LinkedIn groups gets you connected to more peo-
ple related to your industry or profession. Posting 
information, answering questions and meeting 
new contacts offline can increase your network 
and improve your prominence in their field

4. Use the Advanced Search function to devel-
op a target list Don’t wait for the right job posting 
to appear or for a recruiter to call with the right 
job. Take back control of your job search by de-
veloping a list of companies to target and contacts 
to reach using LinkedIn’s Advanced Search func-
tion. Create lists by geography, industry, company 
size and/or a myriad of other parameters. This 
will help you develop a custom target list to find 
unpublished opportunities. WIBI

Getting The Most Out of 

WRITTEN BY LISA RANGEL

T imes change, technology changes and with these developments come new ways of 
doing things. Just as many people can’t imagine their social lives without Facebook, 
Instagram and Twitter, today’s professional life is incomplete without LinkedIn.
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As CEO of Dian 
Griesel Interna-
tional in NYC, 
Dian Griesel 
heads up a con-
stantly expanding 
public relations 
team of expert 
visibility strate-
gists. Scouting 
and interviewing 
potential talent 
comes with the 
territory. “The 
candidates who 
send thank you 
notes, especially 
handwritten ones, really stand out for me,” he says. 
“Class never goes out of style and a handwritten, 
postmarked thank you note is a timeless example 
of class.”

Another advantage of sending a note is the op-
portunity it provides to reaffirm your commitment 
or address any areas of perceived weakness that may 
have come up during the interview. For example, 
“If it’s known you’ll be relocating for a job, include 
in the thank you letter that you and your family are 
looking forward to the adventure of moving,” says 
Joanne Munekawa, Career Services manager at Em-
ployment Boost. “This affirms your commitment 
to the position and says you’re serious about doing 
what it takes to land the job.”

With that said, others feel the delivery method 
should vary according to the nature of the work. 
“If you’re applying for a job with the U.S. Depart-
ment of State’s Office of the Chief of Protocol, a 
handwritten note on formal stationary will show 

you have the 
necessary skill 
set for govern-
ing diplomatic 
conduct,” says 
Ann Fishman, 
author of the 
book, Marketing 
to the Millennial 
Woman. “How-
ever, if you’re 
pursuing work in 
the tech industry, 
a handwritten 
note may send 
the signal you’re 
too old school for 

the industry. In those instances, an email may be 
the better option.”

Confusing? 
Perhaps Sharon Schweitzer, Cross-Cultural 

consultant, and International Etiquette expert at 
Protocol & Etiquette Worldwide, LLC has the best 
solution. “Digital communication gets deleted and 
handwritten notes get saved,” she says. “In this age 
of insta-everything, it’s okay to thank via email and 
handwriting. Do it twice.”

Bottom line, despite the technological advances 
applied to the hiring process these days, many 
experts feel the thank you letter remains a valuable 
tool, one that shouldn’t be overlooked. When it 
comes down to it, all you really have after the inter-
view is the impression you leave upon the people 
with whom you have spoken. Anything you can do 
to get your name remembered in a favorable light is 
bound to be of benefit. WIBI

Thank You Note Passé?
WRITTEN BY LINDA I. ROGERS

W ith the rise of online job applications, digital resumes, email job offers and the 
like, the question arises; has the handwritten post-interview thank you letter (long 
considered an exceptionally potent tool in the job search process) become passé?  

After all, things move so quickly these days and it’s so much easier to dash off a thank you 
email. So what’s the point of putting pen to paper?

11
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careers

1. Seek to exceed expectations. It’s the best way to excel 
at your job to gain promotions and better compensation for 
your work.

2. Enjoy your duties—even if they may seem routine and/
or mundane. You’re gaining experience and eventually you’ll 
move on to more exciting work. Even Olympic athletes prac-
tice, practice, practice before they run races.

3. Learn to manage people.  This is a singularly difficult 
task. Managing staff requires dedication, patience and the 
ability to let go of control. 

4. Be flexible with your career choice.  While it’s 
great to have a long-term plan, be flexible for the short 
term.  Any number of paths can lead you to career hap-
piness and success.

5. Be open to change and understand any time might 
represent the “right” time to make a significant career 
move. During my own career, I moved from teaching mid-
dle-school foreign languages to working in financial services 
to owning a manufacturing business.

WRITTEN BY 
CHRISTIANNA ELLINGTON

Ever evolving, today’s career paths are vastly different than they were twenty 
years ago. According to statistical information provided by the U.S. Depart-
ment of Labor, the average worker now keeps a job 4.4 years. This means 

most people will likely change employers as many as seven times over a 30-year 
period. With this in mind, we thought some sage advice on how to stand out in 
today’s highly fluid work environments would be useful.

12

Nancy Rohlfs worked in manufacturing as well as 
Fortune 500 corporate environments before partner-
ing to launch East Coast Precision Manufacturing in 
2005. The Chester, Connecticut-based precision plastic 
component manufacturer employs 25 people. This affords 

NANCY ROHLFS

Rohlfs the perspective of both an employer and an em-
ployee. She offers the following advice.

CAREER 
For Today’s Realities
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Nancy Mellard leads CBIZ Women’s Advantage, 
a national initiative aimed at supporting the female 
employees of Cleveland, Ohio based CBIZ. A leading 
provider of top-level financial and employee business 
services, CBIZ employs more than 4,000 people in 
over 100 offices nationwide. CBIZ Women’s Advan-
tage is ushering in the next wave of the company’s 
female executives with mentoring and networking 
opportunities. The initiative also provides profes-
sional growth, development and recognition.

FOR WOMEN STARTING  
THEIR CAREERS:

1.  Know how to tell your story. It is vital to spend 
time thinking about how to tell your personal story. 
Who are you? What do you do? Where do you want 
to go? Answering these questions will help you cre-
ate a personal career development strategy. Your 
career is brand-new, so you do not have to execute 
your strategy completely. But you do need to define 
what it is. Think of it as your elevator pitch. If you do 
not know your story, how will you communicate it to 
your manager in order to set your career path?

NANCY MELLARD 

If you want to advance in your career, ask this every day: “Am I showing up as a leader 
today?” This can be seen in the way you dress, network, and greet people. 

 2.  Show up as a leader. If you want to advance 
in your career, ask this every day: “Am I showing 
up as a leader today?” This can be seen in the way 
you dress, network, and greet people. Impressions 
matter and you want to give people a positive 
perception of who you are. Say hello, bring a smile 
and connect with your co-workers. We are all lead-
ers, no matter our age or position. Every rung of 
the leadership ladder is different, but rest assured, 
everyone in the organization is on it.

 
3. Own your career. The only one in charge of 

your career is you. Avoid playing the role of vic-
tim. If you don’t receive a promotion, or you aren’t 
assigned to work on a project you wanted, don’t 
blame your boss. Instead, consider what you can 
do differently next time, and be proactive about 
asking for feedback and constructive criticism. 
How you react to situations—both the beneficial 
ones and the adverse ones—gets noticed.

 
FOR WOMEN LOOKING AT THEIR 
OVERALL CAREERS:

Today’s workplace offers more opportunities 
than ever for women to shape the kinds of careers 
they want. The following actions can help you 
shape your career path.

 
1. Commit to your career. Committing to your 

career, defining your own version of success, and 
identifying ways in which you can balance your 
professional and personal responsibilities are key 
to setting yourself up for success.

 
2. Tackle the unknown head-on. Sometimes,  

a lateral move will offer you newfound  
experience and enhance your credibility among 
peers and management.

 3.  Build your legacy – and live it. When  
you feel you’ve mastered all of the aspects of  
your job and you get that yearning to do more, 
look at your passions, both professional and per-
sonal. Focus on opportunities to expand  
upon your skills and leverage your passions to 
make a difference. WIBI

CAREER 
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entrepreneurial endeavors

Dreams Do 
Came True
INTERVIEWED BY LYNDON CONRAD BELL

K ristin Varela-Schild awakened one morning 
with a vivid recollection of a dream from the 
night before. In the dream, she’d seen her-

self running an internet company dedicated to 
helping busy moms find the perfect car. Acting 
upon it, she named the website MotherProof.
com. Thirty-six months later, a larger internet 
company approached her with an offer to buy 
her dream come true. Here’s how it happened.

Women In Business & Industry: What were you doing 
before MotherProof?

Kristin Varela-Schild: I was a stay-at home mom with 
two very young children (my girls were one and three when 
I started the business).  Before my girls were born I was 
working as a researcher and Spanish translator for a Hu-
man Resources firm. However, my degree is in Zoology with 
an emphasis in Marine Mammalogy, so I’d also worked at 
SeaWorld in Orlando. And yes, I know, mine was a highly 
unorthodox path from A to Z. (laughter).

Kristin Varela-Schild’s 
MotherProof.com
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MotherProof.com

WIB&I: How did you get the idea for MotherProof and 
what made it so compelling? 

KVS: When my oldest daughter started pre-school, I 
wanted to be able to carpool. We lived in Denver and I was 
driving the state car of Colorado—a Subaru Outback—which 
didn’t allow me to squeeze in a third child safety seat.  Look-
ing for a car that would, I started researching them on the 
internet. But instead of the perfect car, I found a huge void of 
information specifically tailored to women/families. At the 
same time, I was starting to feel a little “itchy” and was think-
ing of going back to work part-time.  I went to bed one night 
with all of those thoughts swirling around in my head and 
dreamed I was going to start a company writing car reviews 
for other moms like myself.  I woke up thinking I was crazy 
to have such a strange idea. However, because it was so clear, 
I decided to write down everything about the dream I could 
remember. Those details became my initial business plan.  I 
followed it through step-by-step and wound up selling the 
company 36 months later.  Bizarre—right?  

WIB&I: What were the first steps you took to bring 
MotherProof to fruition?

KVS: My very first step was market research.  I discovered 
women spend $83 billion per year in the automotive market. 
When I realized no other company was targeting this massive 
consumer force, I thought I’d either hit on something big, or 
I was missing something obvious (which was a definite pos-
sibility considering my background was not in the automo-
tive industry, or journalism, or marketing, or business, or 
anything else I would assume I’d need to get into this).  Why 
hadn’t it been done before?  I faced a very verti-
cal learning curve, but frankly, being hindered 
neither by experience, nor expectations for the 
way things were “supposed to be done” turned 
out to be one of my biggest assets.  Because I 
didn’t know what I didn’t know, I wasn’t afraid to 
part with convention. Actually, I didn’t even realize 
I was parting with convention, I was just doing 
what made sense to me. Heavily in my favor was 
the fact I was my own target market.  Rather than 
gear heads I was talking to women like myself who 
just wanted a safe, functional and stylish car to get 
them from home, to school, to the carpool lane, to 
date night—and back again. 

WIB&I: What were some of the most  
significant challenges?

KVS: The business took off like a snowball rolling 
downhill! I often found myself running to keep up with 
it.  I got some high profile media attention the same 
month I launched the website. This, in turn, created sig-
nificant interest in my company from other large players 
in the automotive media space.  I quickly had to learn to 
present myself on TV and negotiate with large companies 
from my home (with my toddlers making joyful noises in 
the background). Let’s just say more than a few conference 
calls were taken in my car in the garage. Early on, I reached 
that struggling spot that many startups do, where you need 

funding to grow, but you can’t get funding until you do grow. 
That was a frustrating stage, but I got through it.   

WIB&I: Was selling MotherProof a difficult decision  
to make? 

KVS: Cars.com approached me after MotherProof was 
featured in Parenting magazine.  It felt like a great fit from 
the beginning.  I loved the team I was going to be working 
with and I was excited to have logistical support to grow and 
scale the company with such a great partner.  Interestingly, I 
was negotiating with two other companies at the same time 
so I had direct comparisons between offers and cultures to 
decide which would be a better fit.  The biggest challenge 
was overcoming the sense of giving up one of my children.  
I’d literally nurtured MotherProof from birth, so it was kind 
of like one of my daughters. Ultimately though, this was 
another reason I chose Cars.com. They wanted my contin-
ued involvement in the direction, management and daily 
operation of the company.

WIB&I: What advice would you give to someone follow-
ing in your footsteps?

KVS: Don’t be afraid to dream big and don’t worry about 
what you don’t know—it’ll come to you once you start. Write 
down your goals so you’re accountable to them and most of 
all, get started. Take things a step at a time so you don’t get 
overwhelmed by the big picture. Focus on getting to your 
goals step-by-step. WIBI
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Venture Capital Funds 

These five U.S. Venture Capital firms invest in female-led companies:

WRITTEN BY JOANNA NOLASCOFOR FEMALE ENTREPRENEURS

Let’s face it—the news and numbers around women in the venture capital world have 
been largely dismal. Too few women hold partner positions within firms. Further, too 
few companies backed by VCs are founded or led by women. The list goes on. 

According to a widely cited 2014 study by Babson 
College, which was supported by PitchBook data, com-
panies with all-male management teams are over four 
times more likely to receive VC funding than businesses 

with even one woman on the team. Yet, in spite of (and 
perhaps because of ) the headlines and the statistics, 
some VC investors have decidedly focused on backing 
female entrepreneurs.

BBG Ventures is an early-stage fund born out of AOL’s #BUILT-
BYGIRLS effort to encourage young women to pursue tech careers. 
Launched in September 2014, the fund backs companies with at least one 
female founder, typically investing between $100,000 and $250,000. BBG 
Ventures focuses on the consumer internet and consumer tech sectors.

Portfolio Highlight: HopSkipDrive is a ride service for kids allowing 
parents to schedule rides with experienced and vetted caregivers. Jo-

anna McFarland, Carolyn Yashari Becher and Janelle McGlothlin, all of 
whom are working moms with at least 15 years of experience in prod-

uct and general management, law and nonprofit leadership or branding 
and copywriting, founded the company. HopSkipDrive announced a 

$10.2 million Series A round in January.

Portfolio Highlight: Finomial is a financial services automation 
company offering products to aid the hedge fund subscription pro-
cess among investors, fund managers and administrators. Founder 
and CEO Meredith Moss previously worked for Credit Suisse, 
Reuters and Lehman Brothers. As of February, Finomial recently 
raised about $1.6 million for a new financing round. 

BELLE Capital USA is an early-stage angel fund targeting companies 
with at least one female founder or C-level executive, or businesses willing 
to recruit women for the C-level team and Board of Directors. The fund fo-
cuses on four sectors: IT, digital health, cleantech and technology-enabled 

products & services. BELLE Capital USA generally invests $100,000 to 
$1.5 million in tranches based on milestone achievements.
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Venture Capital Funds 

“Women are underrepresented in 
Silicon Valley. In fact, a study found 

females comprise only 24 percent of 
engineering and computer profession-

als in all of Santa Clara County.”

WRITTEN BY JOANNA NOLASCO

WRITTEN BY JOANNA NOLASCO

Female Founders Fund backs female-led companies in ecommerce, 
media, web-enabled products and services, marketplaces and platforms.

The Women’s Venture Capital Fund backs businesses with 
women entrepreneurs and gender-diverse teams within the digital 
media and sustainable product & service sectors.

Golden Seeds is an early-stage investment firm 
backing women-led companies across all sectors. The 

firm looks at whether the female entrepreneur (founder, 
CEO or other C-level role) has influence on the com-

pany and owns a fair amount of equity.

Portfolio Highlight: Medical device company EpiEP devel-
oped an epicardial access system, which uses a pressure-guided 
needle for visibility into the needle tip’s location during procedures. 
Founder and CEO Pamela Bunes has over 20 years of experience 
in the medical device industry. EpiEP raised about $10.7 million in 
a Series B round last year. 

Portfolio Highlight: Zola is a wedding registry offering an innovative 
way for couples and guests to share, buy and ship gifts. Shan-lyn 
Ma, the company’s CEO and co-founder, was previously the chief 

product officer of Chloe + Isabel and general manager of Gilt Taste. 
Zola closed a $10 million Series B round in late 2015.

Portfolio Highlight: EdSurge offers educational technology prod-
uct insights to help schools find, select and use technology for learn-

ing. Co-founder and CEO Betsy Corcoran was previously executive 
editor for technology at Forbes Media. She also held staff writer posi-
tions at The Washington Post and Scientific American. The company 

raised an additional $2.8 million in funding late last year.
EdSurge Team

This article originally appeared at PitchBook.com
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R I E V A  R E C O M M E N D S

I’m a Baby Boomer—part 
of a generation that’s 

been making a mark on 
society since its teen 
years. Between 52 and 70, 
Baby Boomers are now 
influencing the growing 
senior market. It’s estimat-
ed they’ll control some 70 
percent of U.S. disposable 
income by 2017, accord-
ing to a report by Nielsen. 
Baby Boomers currently 
occupy a unique consumer 
position. In addition to 
many of us being seniors, 
because Americans are 
living so much longer, we 
are also buying products 
and services for our par-
ents. Between these two 
demographics, it’s no won-
der senior businesses are 
a hot niche.

BY RIEVA LESONSKY TO  S TA RT
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7HOT

There are some 46.2 million peo-
ple aged 65 and older in the United 
States, accounting for 14.5 percent 
of the total population. In less than 
20 years (by 2033), the popula-
tion 65 and older is projected to 
outnumber people younger than 18 
for the first time ever. By 2060, the 
number of seniors is projected to 

SENIOR 
BUSINESSES
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Rieva Lesonsky is CEO of 
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and consulting company 
specializing in small busi-
nesses and entrepreneur-
ship. Rieva has been 
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Prior to co-founding Grow-
Biz Media in 2008, she was 
SVP/Editorial Director of 
Entrepreneur Magazine.

HOT
more than double, with people 65 and over account-
ing for nearly one-fourth of the population. In other 
words, the senior market is growing fast and it’s 
going to be around for quite a while.

Here are seven booming senior 
businesses poised for growth:
1. Senior care consultant: These professionals help 

find the best living arrangements for seniors, 
whether it’s staying at home, daycare, or a se-
nior living facility. You’ll work with community 
services and local government agencies to help 
seniors to get referrals.

2. Home retrofitting/remodeling: Seniors who want 
to stay in their homes as long as possible are get-
ting their homes retrofitted with things like wider 
doorways, shower grab bars and other changes to 
make their homes safer and more accessible.

3. Travel company: Active seniors are eager to travel, 
and a travel business focused on senior or family 
travel can be a big hit. These days, many seniors 
are planning multi-generation vacations, “girl-
friend getaways” or vacations with grandchildren.

4. Home services: Nearly three-fourths of seniors 
own their own homes, but as they get older, they 
may prefer to have others handle the mainte-
nance. Home-related services such as houseclean-
ing, lawn care and handyman services aren’t just 
for seniors, but targeting this clientele can help 
you build a thriving business. Earn the trust of 
seniors and their adult children, and you’ll have 
more referrals than you can handle.

5. Nutrition/exercise consultant: You can work 
with physical therapists, geriatric physicians, 
fitness centers and other organizations targeting 
seniors to provide fitness and nutrition programs 
for their patients and/or customers. You can also 
market your services to individuals. Yoga, Pilates, 
dance and swimming are popular exercise pro-
grams among seniors.

6. Non-medical in-home care: Adult children often 
worry about aging parents living at home alone. 
Your service can ease their worries by helping se-
nior clients accomplish the tasks of daily life, such 
as getting to and from appointments, shopping, 
cleaning and cooking so they can stay in their 
homes longer. You’ll need to market the service to 
adult children, since few seniors will admit they 
need this type of care.

7. Medical claims assistance: If you’re familiar with 
health insurance or Medicare and the healthcare 
industry, you can start a business to help seniors 
and their families manage medical bills. You’ll 
review bills and medical records to make sure 
seniors aren’t paying too much and are getting 
all of the benefits they’re entitled to. Market your 
services to senior centers, medical offices and fi-
nancial professionals that can refer you to poten-
tial clients.

To successfully market senior 
businesses, keep these tips in mind:
• Seniors — especially Baby Boomers — don’t think 

of themselves as “old.” No matter what you’re 
selling, your marketing should speak to healthy, 
active customers. Focus on how your product or 
service enables customers to stay independent, 
enjoy life and keep fit.

• Trust matters–especially if you’re selling a service 
that involves coming into homes. You will need 
to be licensed, insured and bonded (if relevant to 
your industry). Since seniors are most likely to 
trust companies they hear about from friends and 
relatives, strong word-of-mouth is essential to at-
tract new customers.

• Diversify your marketing. While traditional 
marketing tactics such as direct mail and print 
advertising will attract senior customers, the vast 
majority of seniors are also online. And since 
adult children buying for their parents are also a 
key target market, an integrated marketing cam-
paign incorporating both traditional and digital 
media ensures you cover all the bases. WIBI

Seniors — especially Baby Boomers — don’t think of themselves as “old.” No matter what 
you’re selling, your marketing should speak to healthy, active customers. Focus on how your 
product or service enables customers to stay independent, enjoy life and keep fit.

SENIOR 
BUSINESSES



22

co
rn

er office

People are fond of saying, “In business, it isn’t what you know, it’s who you know.” 
In actuality however, it’s who knows you and what they’re willing to do to help you 
succeed. This is why some of the most successful endeavors are partnerships. 
Two people working together can accomplish far more than one person work-

ing alone. Case in point— Jocelyn Allen and Chandra Lewis. The former auto industry 
Public Relations executives have partnered to form The Allen Lewis Agency (TALA). The 
Detroit-based Public Relations firm recently entered its second year of operation.  

The Allen Lewis Agency
INTERVIEW CONDUCTED BY LYNDON CONRAD BELL | PHOTOGRAPHY BY MONICA MORGAN
Two Heads Are Better Than One
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Our strengths comple-
ment nicely when it 

comes to running the 
agency, and we’re an 
unstoppable creative 
team.  As friends, we 
genuinely trust one 

another and feed off of 
each other’s energy.

Women In Business & Industry: Why did you decide 
to strike out on your own? 

Jocelyn Allen: We’ve both had amazing careers with 
awesome growth opportunities; but when you’re an 
employee, there’s always going to be a limit to your 
potential. Branching out on our own, we’ve effectively 
removed the limits.

Chandra Lewis: We also believe God has positioned 
us to use the experience, expertise, contacts, creativ-
ity and drive we’ve honed over our combined 40+ year 
careers to determine our own path. 

JA: Before this concept came up, we both thought we 
were merely taking a break from our corporate posi-
tions. I was planning to lie on a beach for three months 
before going back to work. Then, one evening while 
Chandra and I were having dinner it hit me. I said, 
“Wait, you don’t have a job. Neither do I. What if we did 
something together?” 

WIB&I: What are your individual roles in the func-
tioning of the business? 

JA: Chandra is driven, loyal and a perfectionist. The 
word “can’t “ doesn’t exist in her 
vocabulary.  She’s also very analyti-
cal, so she tends to take on the more 
complex company functions and 
issues; IT matters, legal details, fi-
nances, taxes—all the important stuff 
that keeps a company running.

CL: Jocelyn is passionate, idea-
obsessed and so big-hearted. She 
brings lots of humor, a glass-half-full 
mindset and infectious enthusiasm.  
Jocelyn is also a whiz at making 
connections. Her strengths lie in the 
areas of new business development 
and stakeholder engagement. Jocelyn is always cultivat-
ing meaningful relationships.

JA: Our strengths complement nicely when it comes 
to running the agency, and we’re an unstoppable cre-
ative team. 

CL: As friends, we genuinely trust one another and 
feed off of each other’s energy. She really is the yin to 
my yang. With the two of us on a project you get intel-
lect, perfection and creativity to the nth degree. In all 
frankness, there’s no other person with whom I’d want 
to do this. 

WIB&I: Describe a typical day for each of you?
Both: LOL – A typical day? What’s that?
JA: The variety of clients we have and their needs keep 

us constantly on our toes.
CL: Whether it’s prepping a client for a TV interview 

or counseling a client regarding the best way to engage 
an audience, our days are about equally split between 
client interactions and the necessary day-to-day tasks of 
running the business.

JA: We start each day with a full calendar and an even 

fuller to do list and inevitably things pop up requiring 
our immediate attention. It can range from a crisis situ-
ation involving one of our clients, an urgent call to meet 
with a prospective client, or extra time we may need to 
spend with staff. Because we work so well together, we 
consistently get it all done.

WIB&I: PR is a rather specialized industry, how do 
you market your services? 

JA:  I don’t want to jinx it, but so far, we haven’t had to. 
All of our clients have come to us.

CL: Which tells us we’ve built solid relationships. 
JA: Naturally, we’ll eventually get to the place where 

we’ll proactively pitch organizations with which we’d 
like to do business. That said, right now, we’re very 
grateful the seeds we’ve sown over the course of our 
careers have afforded us the opportunities the agency is 
currently enjoying.

CL: Hey, when you do great work, it speaks for itself.

WIB&I: What’s been the most pleasant aspect of be-
ing in business for yourselves?

CL: We make decisions on our own 
terms. We create concepts, nurture 
ideas and showcase clients, brands 
and projects based upon our savvy, 
beliefs and passions. With the privi-
lege of shaping our company from the 
ground up, we’re really embracing the 
joys of creativity. 

JA: The brainstorms, the spontaneous 
conversations, the unrestricted ideas 
we’re generating are wonderfully en-
couraging. They have literally breathed 
new life into our careers. While we’ve 
been friends for nearly two decades, 

we’d rarely collaborated professionally. To see our per-
sonal chemistry blossoming in business this way—it’s 
really something.

WIB&I: What’s been your biggest uh-oh moment? 
JA: I have built my entire career upon being a hard-

worker—always the first to arrive and the last to leave. 
I was the student who always raised her hand for extra 
assignments. In other words, I’m familiar with hard 
work, but running a company can be a 24/7/365, no 
holidays, no sick days, never-ending grind—if you let it. 
I thought maybe my birthday and Mother’s Day would 
be sacred; but 11pm conference calls and Sunday client 
meetings are very real. I love it, but I’ve had to con-
sciously institute work-life balance initiatives. I think 
I’m on the right path.

CL: Every PR person has had uh-oh moments. Having 
worked on a variety of crises—with U.S. and international 
clients alike—clarifying expectations and parameters can be 
tricky. But those are the experiences from which you learn. 
They’re how you earn your stripes.  And now, our clients are the 
better for those lessons I’ve learned along the way.

The Allen Lewis Agency
Two Heads Are Better Than One
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WIB&I: Just over one year later, 
are you about where you thought 
you’d be?

JA:  Honestly, all I expected in this 
first year was to be an example to others 
of what happens when you dare to take 
a chance. I wasn’t sure where that would 
lead us, but I knew I was partnering 
with someone I respect and trust, so I 
was positive great things were in store. 

CL: I expected the first year as a 
startup to be a grind, with lots of 
learning opportunities—and that it 
has—but in a good way. What we’ve 
accomplished in this first year has 
been truly amazing. Honestly, it has 
exceeded my expectations.  I’m really 
looking forward to the great things 
lying ahead for us!

WIB&I: Let’s say you’re talking to 
a young woman who’s slated to enter 
college in September as a freshman. 
What should she study to be like you?

CL: In addition to PR and Market-
ing, definitely Economics and/or 
Business Fundamentals. Also, if your 
undergrad degree is PR or Market-
ing, you’d do well to get an MBA. 

JA: Also make sure you take some 
Public Speaking courses. So many in-
telligent people’s careers have stalled 
because they couldn’t orally express 
their thoughts and ideas in an effec-
tive manner.

WIB&I: Ok, now let’s say you’re 
talking to a 25 year-old woman 
who’s tired of her job and would 
like to get into PR, what advice 
would you give her?

JA: Go back to school and study 
PR, volunteer in Public Relations, 
and/or get a PR internship. Every-
one who knows me profession-
ally knows one of my biggest pet 
peeves is people who have thrown 
a party or two and now want to 

call themselves Public Relations 
professionals. Blowing up balloons 
and hiring a DJ does not make one 
a PR professional.

CL: Another important thing to 
do is join a professional organiza-
tion like the Public Relations Society 
of America and seek the counseling 
of a mentor in the profession.

WIB&I: Anything you’d like  
to add?

CL: We are excited to have this 
opportunity to help our clients tell 
their stories, build their brands, 
commemorate experiences and ex-
pand their businesses through stra-
tegic brand development. Whether 
it’s communications planning, me-
dia and public relations, experiential 
events, or marketing and reputation 
management, they won’t find an 
agency willing to work harder for 
their success. WIBI
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Entrepreneurs often struggle to 
raise their first round of financ-
ing and sometimes those who 
do make mistakes early on. 
This book uses real-life case 
studies to explain generally 
misunderstood startup financ-
ing concepts. You’ll learn how 
the process really works—and 
how these deals are success-
fully completed.

After a successful and trail-blazing 
career in the technology sector, the 
author looked around and won-
dered, what happened to all the 
women? The boardrooms were a 
boy’s club, and the ranks of up-and-
coming executives had few women 
as well. Upsetting the Table shows 
women how the writer’s hard-
earned lessons can be applied in 
their lives and their careers.

For many women, a fulfill-
ing and rewarding working 
life is often more important 
than achieving a high-flying 
career. With practical tools 
and techniques to help you 
reflect upon, review and as-
sess your needs, this book 
will enable you to plan for 
success and satisfaction in 
your working life. 

Funded: The Entrepreneur’s Guide  
to Raising Your First Round

Upsetting the Table:  
Women Mentoring Women

How to Thrive and Survive  
as a Working Woman:  

The Coach-Yourself Toolkit

KATHERINE HAGUE | O’REILLY MEDIA ROBBIE HARDY | ROBBIE HARDY
FIONA ELISA DENT & VIKI HOLTON  
BLOOMSBURY INFORMATION, LTD

Enterprising Women: A Practical 
Guide to Starting Your First Busi-
ness is a basic guide for planning 
your first business. It’s an indis-
pensable guide for any woman 
who wants to go into business for 
herself. Enterprising Women: A 
Practical Guide to Starting Your 
First Business covers everything 
from naming your business to 
being realistic, from finances to 
writing a business plan.  

Whether the arena is a law firm, 
a medical group, a tech com-
pany, or any other work environ-
ment, Hardball for Women de-
codes male business culture and 
shows women how to break the 
patterns of behavior putting them 
at a disadvantage. Further, the 
book explains how to get results 
when you “lean in” without being 
thrown off balance.  

Enterprising Women: 
A Practical Guide to Starting 

Your First Business

MELINA DRUGA | SUN UP PRESS

  

Hardball for Women: 
Winning at the Game of 
Business: Third Edition

PAT HEIM, TAMMY HUGHES AND SUSAN K. GOLANT
PLUME PUBLISHING

Women start their careers on parity 
with men, but generally end them 
far earlier, having achieved less 
status, lower compensation, and 
less satisfaction. Breaking Through 
Bias explains the stereotypes about 
women, men, work, leadership and 
family that hold women back. It also 
presents an integrated set of com-
munication techniques women can 
use to avoid the discriminatory con-
sequences of these stereotypes. 

Breaking Through Bias: 
Communication Techniques for 

Women to Succeed at Work
ANDREA KRAMER & ALTON B. HARRIS 

BIBLIOMOTION

BusinessBookshelf
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cohen’s corner 

Find Your Niche
Submitted by Mark Cohen, C.O.O., JMR Publishing, 

T oday’s recruitment industry is rife with potential solutions. Here at Equality, we 
have advised clients to use targeted resources to find minority and veteran hires 
for more than twenty years. That said, there are a number of other factors of 
which you should be aware when deciding how to spend your company’s dollars 
on diversity recruiting and compliance.

First, it is essential the recruiting and compliance 
groups in your organization work together. Given 
they likely share the same goals and more impor-
tantly—budget —this just makes good sense. Pool-
ing their outreach and recruitment resources means 
they can achieve twice as much while also projecting 
a consistent image. This also  means twice as much 
company branding is out there telling the world (and 

the OFCCP) you’re earnestly conveying your oppor-
tunities to all communities.

Second, once you’ve established a working relation-
ship between recruiting and compliance, they can 
collectively strategize the most effective methods 
with which to get your company’s recruiting messages 
transmitted. This is as important to attracting poten-
tial employees as it is demonstrating your commit-
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Find Your Niche ment to compliance. 
However, choosing 

your vehicle care-
fully is paramount, 
particularly with so 
many different job 
boards out there all making claims. Some 
say the most eyes see them. But whose 
eyes do they mean? Others say they reach 
your audience. But which audience are 
they talking about? Still others say they 
help ensure compliance; but how do they 
do so? 

At Equality, we always advise a directly 
targeted effort to attract the talent pool 
or community 
from which you 
are looking to 
hire. This means 
choosing a 
resource specific 
to your target 
audience, your 
company’s needs 
and your budget. It’s like using a scalpel as 
opposed to a chain saw. Yes, the Monster 
chainsaw might get the job done. But it 
will also scatter debris everywhere. Mean-
while, the Equality scalpel will get the job 
done with precision. 

Niche job boards should absolutely be 
an integral part of any hiring effort your 
company implements, along with your 
affirmative action plan and efforts to meet 
VERVAA and OFCCP requirements. How-
ever, you must keep in mind some niche 
boards are community specific, while oth-
ers are not. Due diligence is required to 
determine the efficacy of a choice within 
the niche you’re after—before spending 
your budget dollars with them. 

Further, in addition to satisfying your 
posting need, you need to make sure the 
job board provides useful information and 
resources to the target audience. Does it 
offer additional company exposure via 
blogs and social media? Does it help you 
demonstrate GFE’s (good faith efforts) to 
ensure compliance? With these functions 
in place you’ll time, energy and dollars. 

So, should you use a chain saw just to 
see dust fly everywhere? Or should you 
employ a scalpel to get precisely what 
you’re looking for? The smart money is 
on precision. Ultimately, it’s the most ef-
fective way to communicate the message 
you’re looking for someone specific—
whether it’s a veteran or an individual 
from one of the traditionally underrepre-

sented groups. 
It’s also the 

most cost effec-
tive method.

Uniquely po-
sitioned to offer 
community out-
reach through our 
family of niche 

minority and veteran web sites and job 
boards, the Equality portfolio of minority 
and diversity hiring assets has served as a 
premier community job and information 
resource for over 20 years. Further, Equal-
ity has partnered with organizations such 
as Direct Employers, CareerBuilder, Job 
Target, ZipRecruiter, Hodes, TMP and the 
OFCCP, as well as number of Fortune 500 
companies to find the right people for the 
right positions, as well as ensure compli-
ance with all regulatory agencies. WIBI

Niche job boards should absolutely be an integral part of any hiring 
effort your company implements, along with your affirmative action 
plan and efforts to meet VERVAA and OFCCP requirements. 

ABOUT THE AUTHOR:
A recognized authority on minority recruitment and good 
faith compliance efforts throughout the electronic recruit-
ment industry, Mark Cohen has worked since 1995 to 
promote diversity and equality in the workplace through 
minority recruitment and community outreach. Cohen is 
C.O.O of JMR Publishing, as well as VP and director of 
New Business Development at Equality Magazines.com.
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HISPANIC TODAY

A WORLD OF 
OPPORTUNITY
We are the world’s largest ASME 
Authorized Inspection Agency. Although 
we are best known for our services as an 
AIA, we’ve leveraged experience gained 
over more than 136 years of operation to 
become an industry leader in a variety of 
engineering services fields.

Job opportunities are currently available 
at HSB Global Standards. Please visit 
our website for more information on 
current openings. 

www.hsbglobalstandards.com

An Equal Opportunity Employer

Vanasse Hangen Brustlin, Inc.
Transportation | Land Developement | Environmental Services

 www.vhb.com | Offices located throughout the east coast

Consistently named among the “Best Civil Engineering Firms to 
Work For” by CE News magazine, VHB is committed to providing a 
challenging, dynamic and rewarding work environment. Our staff enjoys 
opportunities to grow professionally and work on interesting projects. Our 
dynamic, people-centric organization focuses on our culture of collaboration, 
personal development, and developing lasting relationships both inside and 
outside of our firm.

VHB is proud to be an Equal Opportunity/Affirmative Action Employer.
VHB ensures non discrimination in all programs and activities in accordance  
with Title VI and Title VII of the Civil Rights Act of 1964.
VHB participates in the E-verify employment authorization program.

EMBRACE DIFFERENCES. GENERATE DIVERSE IDEAS.
We’re moving science forward by leveraging the different perspectives and individual 
strengths of each and every Covance team member. Because here, we see diversity for 
exactly what it is — a driver of the business itself and the innovation that allows us to bring 
life-saving medicines to market sooner. And when you join us in this effort, you’ll enrich your 
life through exposure to new ways of thinking and the opportunity to learn from dynamic 
colleagues who work together to make things better. 

Bring your unique perspective to Covance today.
careers.covance.com

Covance is committed to diversity in the workplace and is an equal opportunity employer  
(Minority/Female/Individual with Disability/Veteran). Your confidentiality and privacy are important to us.

http://www.joinlapd.com/
http://www.careers.covance.com


THE PEEBLES PATH TO REAL ESTATE 
WEALTH: HOW TO MAKE MONEY IN 

ANY MARKET.                                                                
Author: R. Donahue Peebles with J. P. Faber.                                                        

Publisher: John Wiley and Sons 
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JACOBS is creating the world of tomorrow as one of the largest 
providers of architecture, engineering, construction, and other 
professional technical services. Jacobs Technology, a wholly-
owned subsidiary of Jacobs Engineering, is a worldwide leader 
in providing advanced engineering and technical services for 
government and industry. 

www.jacobstechnology.com

UPS Freight is an Equal Opportunity Employer M/F/D/V

UPS Freight is one of the largest less than 
truckload carriers in the U.S. and offers 

both LTL and truckload job opportunities.  
For Current Opportunities Visit: 

ltl.upsfreight.com/aboutus/careers.aspx
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HISPANIC TODAY

CAREER AND BUSINESS NEWS
Another four percent of companies planned to give 
smaller bonuses than a year ago, which the same 
percentage who said as much in the 2008 survey.
“Companies are not quite ready to ramp up hiring, 
but they are beginning to see the light at the end 
of the tunnel. While most can probably justify 
postponing bonuses another year, there are growing 
concerns that job market improvements in 2010 
could bring an exodus of workers. Companies are 
also sending a message that we appreciate that 
this has been a tough year for everyone, and that 
the workers’ part in ensuring continued survival is 
recognized,” said John A. Challenger, chief executive 
officer of Challenger, Gray & Christmas. 

Many employers are indeed expecting a rapid surge 
in turnover when the economy improves, according 
to a survey by consultancy firm Deloitte. The survey 
found that nearly two-thirds of managers were highly 
or very highly concerned about losing high-potential 
talent in the year after the recession ended.  

“In addition to layoffs, the recession forced many 
employers to decrease workers’ hours, institute pay 
cuts, force employees to take unpaid vacations and 
halt matching 401(k) contributions. While some of 
these measures have saved jobs, they undoubtedly 

left many workers disgruntled, frustrated and ready to 
move on as soon as the market improves. Year-end 
bonuses may not ensure the loyalty of all unhappy 
workers, but they could help entice some to stay 
aboard,” said Challenger.  

While the human resource executives surveyed did 
not provide details on the amount of bonus checks, 
John Challenger said some companies may choose 
to be creative when it comes to year-end rewards.
 
“In some respects, it truly is the thought that 
counts. Employees want to be recognized for their 
contribution to the company. It doesn’t have to be 
a Wall Street sized bonus check. Many workers 
would be happy with a $100 gift certificate to a local 
restaurant or store. Many would probably be happy 
with a couple of extra days of paid vacation at the 
end of the year. Many are simply happy to have a job 
in this economy,” said Challenger. 

“Of course, those who are just happy to have a job 
are usually the first ones seeking greener pastures at 
the first sign of improvement. Companies understand 
this and it is why nearly two-thirds of them are finding 
a way to give bonuses this year,” he concluded. HT

VETERANS ENTERPRISE35

JACOBS is creating the world of tomorrow as one of the 
largest providers of architecture, engineering, construction, 
and other professional technical services. Jacobs Technology, 
a wholly-owned subsidiary of Jacobs Engineering, is a 
worldwide leader in providing advanced engineering and 
technical services for government and industry.

jacobstechnology.com

The Metropolitan Police Department, City of St. Louis, Missouri  
is an Equal Opportunity Employer

FOR INFORMATION ON COMMISSIONED  
AND CIVILIAN CAREER OPPORTUNITIES, VISIT:

www.slmpd.org/hr/index.htm 
 

Should you have additional questions concerning employment 
opportunities you may call 314-444-5615.  

 
If you are interested in a position as a police officer  

please request to speak to a Recruiter.  
 

If you are interested in a civilian position  
please ask for a Human Resources Assistant.
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A WORLD OF 
OPPORTUNITY
We are the world’s largest ASME 
Authorized Inspection Agency. Although 
we are best known for our services as an 
AIA, we’ve leveraged experience gained 
over more than 136 years of operation to 
become an industry leader in a variety of 
engineering services fields.

Job opportunities are currently available 
at HSB Global Standards. Please visit 
our website for more information on 
current openings. 

www.hsbglobalstandards.com

An Equal Opportunity Employer

Vanasse Hangen Brustlin, Inc.
Transportation | Land Developement | Environmental Services

 www.vhb.com | Offices located throughout the east coast

Consistently named among the “Best Civil Engineering Firms to 
Work For” by CE News magazine, VHB is committed to providing a 
challenging, dynamic and rewarding work environment. Our staff enjoys 
opportunities to grow professionally and work on interesting projects. Our 
dynamic, people-centric organization focuses on our culture of collaboration, 
personal development, and developing lasting relationships both inside and 
outside of our firm.

VHB is proud to be an Equal Opportunity/Affirmative Action Employer.
VHB ensures non discrimination in all programs and activities in accordance  
with Title VI and Title VII of the Civil Rights Act of 1964.
VHB participates in the E-verify employment authorization program.

http://www.gallo.com/
http://goldencorral.hodesiq.com/job_start.asp
http://www.hollywoodfl.org/
http://www.apfc.com/
http://www.hsbglobalstandards.com/tier.aspx?id=80
http://www.equalitymagazines.com/index.php/services/forms/job-posting
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T h e  M i l i t a r y  a n d  V e t e r a n ’ s  B u s i n e s s  N e t w o r k

Part of the
EqualityMagazines.com
Family of Diversity Publications

http://www.blackperspective.com/
http://www.hispanic-today.com/
http://www.veteransenterprise.com/
http://www.wib-i.com/
http://http://www.equalitymagazines.com/
http://www.equalitymagazines.com/

